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Client Management Mastery
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3 priority outcomes

✓ Increasing Client Retention by 
continually delighting our customers.

✓ Maximising Client Revenues by 
upselling with creativity and enthusiasm.

✓ Minimising Client Attrition by skillfully 
turning around challenging situations.



The “2-box” challenge



The “1-box” solution



Expertise and enthusiasm change the game
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Letting our natural enthusiasm and 
expertise come through, as we match 

ingenuous solutions to highly-relevant 
problems in the service of our clients.

“SALES”  IS  …
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P A R T  1

INCREASING CLIENT RETENTION

Client Satisfaction

Client ASTONISHMENT 
vs.



Q1 Why does anyone ever settle for “satisfied” 
– and why should that be a problem?

Q2 What would delight + astonish our clients?

Q3 What strategies + systems do we need 
to delight our clients as standard?
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MAXIMISING CLIENT REVENUES

Don’t wait for sales … 
Look for PROBLEMS



Q1 What are the biggest problems for clients?

Q2 What mistakes are they making?
What myths are they believing?

Q3 What are their obvious next steps?
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MAXIMISING CLIENT REVENUES: VALUE EQUATION
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Q1 Why would a client consider leaving us?

Q2 How would a client signal any discontent?

Q3 What could cause us to overlook the signals?
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MINIMISING CLIENT ATTRITION

Welcoming 

EVERY 
Circumstance
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MINIMISING CLIENT ATTRITION

A difficult conversation is 
our BEST opportunity to 

create connection and trust.
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MINIMISING CLIENT ATTRITION

▪ Sensitive content

▪ Emotional charge

▪ High stakes

▪ Differing views

▪ Conflicting interests

▪ Identity threat

▪ Exclusion threat

▪ Differing styles

▪ Lack of trust

▪ Lack of preparation

WHAT MAKES FOR A 

DIFFICULT CONVERSATION?
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MINIMISING CLIENT ATTRITION

#1 The first few seconds.

#2 Hold the space.

#3 Don’t resist resistance.

#4 Validate and acknowledge.

#5 Ask questions.

#6 Co-create solutions.

HOW TO HAVE A 
“DIFFICULT” 

CONVERSATION



What’s been your 
key insight, today?

#1 The easy part vs. the hard part.

#2 Letting enthusiasm and expertise come through.

#3 Client satisfaction vs. client astonishment.

#4 Turning problems into exciting projects we’d love to deliver.

#5 A difficult conversation is our best opportunity.

#6 Thoughts create feelings. It’s not the thing, but what I think about it.

#7 Am I reacting or creating?



Thank you.
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