
We all readily accept that the best  form of advertising, building your reputation and making a business 
profitable is by ‘good’ word of mouth. The publishing phenomenon of Harry Potter was built  this way, 
making its writer one of the richest  women on the planet. If nobody had recommended it that would never 
have happened.

The best  competitive advantage any business has, to develop solely on its own, is its customer and employee 
relations. 

Amazingly few businesses do. Each of us have countless experiences of being delivered surly service by 
people that don’t like what they are doing, don’t know what they are doing, or have an addled brain. 

If we do not  train our people they will not  improve and never know the best way to provide a service. Mostly 
a young pup starts and is guided by the old dog who sets about explaining how to get along here with 
misguided adages of: ‘you’ll soon get the feel of it,’ or ‘stick with me kid and you’ll be alright.’

Customer and Employee relations are vital. Both customers and employees only want one thing – the same 
thing as you. Value. They want  to feel valued, be valued and receive value. Think for a moment of your best 
customer(s) / client(s). Their names will come to mind quickly because they generate a good income for you. 
Indeed many people are more concerned what they will do if they lose that client.

Now ask yourself if you know what  that best customer or client’s own strategic mission and goals are. What 
their values are. What they stand for. If you do not  know these basic questions, or if you like, do not  know 
any personal details about  their family, birthday, likes and dislikes, then ask yourself if you are really valuing 
them – or just taking them for granted, or worse – perceiving them as a transaction. 

Take long customer surveys for example. No one likes to fill them out - yet countless businesses develop 
them and send them to their customers.

There are only ever 3 questions required to ask of a customer.

1.What are we doing that you would like us to stop doing?

2.What are we doing that you would like us to do more of?

3.Will you be willing to recommend our services / product?
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The first  2 questions relate to improving your service. It  is question 3, however that is the key to your growth 
– because it is asking if the customer is a ‘word-of-mouth ambassador.’

Now this is really important. The value of a loyal customer or client who is more than happy to be an 
ambassador for a business is immeasurable. The consequences that a customer, or potential customer, will 
experience from his or her action through contacting a business will influence future behaviour. When 
rewarded for their custom they continue it and become ambassadors. The alternative is that  they will become 
someone else’s customer and be motivated to be a competitor’s emissary.

And when a customer contacts your business, they are, as far as they perceive it, contacting one of your 
ambassadors – not an employee. Whoever they speak to, as far as that customer is concerned, represents the 
business. That  is why employees must  become your first ambassadors too. Like any good ambassador people 
must be absolutely sure about  what they do and why they do it. They are the catalysts for turning every one 
of your one-time customers that choose to buy from you, into lifetime customers.

A friend and client  of mine, Christopher Cowdray, the General Manager at  the Dorchester, has made every 
one of his people ambassadors of the hotel. Years ago, when he was GM at the Churchill at Portman Square 
in London, we instigated an employee ambassador program where every member of the 400 staff (whether in 
Engineering, housekeeping or reception) was invited to extol 
the delights of staying at  the hotel to everyone they knew. It 
was a success, but more than in sales, because when people are 
invited to become part of a mission, they become more 
committed because of their involvement.

Instigating a plan to motivate your people to become 
ambassadors and reward your customers for being 
ambassadors is often the start to developing your own business 
success phenomenon.

If You Do Not Have An Ambassadorial Program For Your People Or Customers 

Then Plan To Instigate One NOW!
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