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Joey Coleman: The customers you're interacting with have their own lives and their own stuff 
they're dealing with and the more you can show up from a place of empathy 
and understanding and trying to figure out where are they in their journey, 
what's going on in their personal life etc, the better you'll be able to serve them. 

(Intro Music) 

Robert Glazer: Welcome to Elevate, a podcast about achievement, personal growth and 
pushing limits in leadership and life.  I'm Robert Glazer, and I chat with world 
class performers who have committed to elevating their own life, pushing the 
limits of their capacity, and helping others do the same. 

Lenox Powell: This episode was previously recorded and published on the Outperform Podcast 

Robert Glazer: I'm Bob Glazer, founder and C.E.O. of Acceleration Partners and the quote for 
today's episode is from Katherine Barchetti which is "Make a customer, not a 
sale." Our guest today Joey Coleman specializes in helping companies create 
unique attention grabbing customer experiences so that they stay with the 
company for a long time after the sale. He's the founder and Chief Experience 
Composer of Design Symphony and most recently an author. His new book 
which has become an overnight bestseller is called Never Lose A Customer 
Again. In it Joey explains how to simply but intentionally create a customer 
experience that will generate an army of raving fans that will want to tell 
everyone about your company.  

 Welcome Joey, it's great to have you on Outperform. 

Joey Coleman: It's great to be on the podcast. Thanks for having me, Bob.  

Robert Glazer: All right, so first off I've got to know, the name Chief Experience Composer, how 
did you come up with that? 

Joey Coleman: Well, you know, when I came up with the name of my company, Design 
Symphony, the theory behind it or the story behind it was that I was going to be 
focused all on customer experience. The idea was that we would get all the 
pieces of your business on the same sheet of music playing in harmony 
together. I have a background as a singer and I've been involved in a lot of 
musical groups over the years. I just thought that was kind of a fun way to come 
up with a name for a company as well as hopefully create a little bit of a story 
that people could tell about what I did and why I did it. When it came time to 
create a title for myself I thought well, there's all kinds of titles that you could 
use when founding a company, founder, C.E.O., whatever it may be and I 
thought well, if I've got kind of a more fun and playful name for my company 
maybe I could come up with a more fun and playful title.  

 Chief Experience Composer seemed fit because the role I play when I work with 
companies in a consulting capacity is to come in and help them figure out what 
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should the overall experience be, compose it, put it together, help create for 
lack of a better way of putting it the sheet music for them and then they're the 
musicians that get to play the music for their customers going forward. 

Robert Glazer: I like it. You have quite an eclectic background.  

Joey Coleman: It's kind of you to call it eclectic, Bob. People in other interviews have called it 
ridiculous, insane. Eclectic is the word I like to use so thank you. 

Robert Glazer: You have an eclectic title and eclectic background. So you practiced law for a 
few years with your dad before starting Design. So what attracted you to law 
and then what made you leave that career? 

Joey Coleman: So I grew up the son of a criminal defense lawyer. So the first time that I was in 
court I was in sixth grade, not as a defendant thankfully but rather sitting at 
counsel's table next to my dad watching him work and being part of the legal 
team. In the beginning it was getting coffees and helping build Lego sets for 
exhibits. Occasionally, my dad would have me build a set out of Lego's that 
would be used as an exhibit, as a diorama to explain what had happened in this 
particular case. That kind of elevated over the years. I worked for him every 
summer from sixth grade on up through law school. Each year, I'd get a little 
more responsibility to the point where I was helping prep witnesses, doing 
research for cases etc. 

 So, after attending law school it seemed like a logical fit that he and I would 
spend some time working together which was great fun. So I was a criminal 
defense lawyer for about five years practicing with him. 

Robert Glazer: So talk a little bit more about what Design Symphony does today and then I'd 
love to add twist, what did you take away from criminal defense that you have 
now woven into your new career? 

Joey Coleman: Sure. So right now in my business, about 75 to 80 percent of my time is spent 
giving speeches. I am a professional speaker so I give keynote addresses, I lead 
workshops, I spend a lot of time on stage. The other give or take 25% is spent 
doing one on one consulting with clients, helping them to create the customer 
experiences and the systems and the practices so that they can deliver a 
remarkable interaction again and again when they're interacting with their 
customers. 

 I think the thing that I took away not only from my time as a criminal defense 
lawyer but I also worked in Fortune 500 business consulting. I ran a division of a 
promotional products company. I worked in the White House. I worked for the 
CIA. I worked for the Secret Service. I taught at the post-graduate level. I've had 
a really as you mentioned eclectic background indeed. Some people look at my 
background and they're like how does this happen, and I also ran an ad agency 
for over a decade, designing logos and websites and marketing campaigns. 
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People often ask me, Joey, these things appear to have nothing to do with each 
other. What is the thread or is there a thread that connects them together?  

 I think the answer which was very evident with hindsight but not at all evident 
as I was going through it is that every job I've ever had, every position I've ever 
held, the way that you excelled at that position was by having a very clear 
understanding of the human condition. Why do people do the things they do 
and what can we do to make them do the things we want them to do?  

 So when I was a criminal defense lawyer it was how can I help the jury to find 
that my client was not guilty. When I was doing business consulting it was how 
can I help you sell more widgets next quarter. And so, in each of these careers 
and positions if you will, that idea of being a student of human nature and of 
the human condition was really important. So that's really the thread that's tied 
it all together. 

Robert Glazer: Fascinating. There's always a story that all of our backgrounds come together. I 
was just recently listening to the podcast on how I built this on WeWork. The 
founder has this fascinating background having grown up on a commune and 
being a design student and how that all on meshed together. Our stories come 
together eventually. 

Joey Coleman: I agree, I agree. 

Robert Glazer: So prior to writing this book, you really became known for your first 100 days 
program and it was something actually recommended to our company by a 
coach and mutual friend Cameron Harold and that we put into place and seen 
pretty amazing results. Can you talk about where that concept came from? 

Joey Coleman: Sure. It's funny that we started our conversation with my eclectic career 
because the origin of the first 100 days program comes from two key 
experiences I had. One in college and the other one early in my career as a 
professional. So while I was in college I studied government and international 
relations. The area of focus, my primary area focus was the U.S. presidency, and 
as I'm sure many of you or at least your American listeners will know people lots 
of times talk about the first 100 days of the presidency as being indicative and 
representative of what you can expect over the course of the remaining four 
years. Since FDR's time there's been this discussion of how can we measure 
success in the first 100 days of the US presidency.  

 So I had that kind of experience and that background and that knowledge. Fast 
forward about four or five years and I was working for a company called the 
corporate executive board doing Fortune 500 business consulting. I was reading 
an article, some primary research that we had created as an organization on 
banking and bank marketing and customer retention efforts. So really sexy stuff, 
riveting. What are you reading on a Friday night? I'm reading that.  
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 Long story short, I'm reading along in this study and it says that 32% of newly 
acquired bank customers will leave before their one year anniversary. Half of 
those customers will leave in the first 100 days. I read that line and I thought, I 
immediately rocketed back to my college days of the first 100 days of the 
presidency and then I thought about that staggering statistic. 16% of new 
customers for a bank leading in the first 100 days. I thought, wow, bankers are 
notorious for paying attention to the bottom line. They're really good about 
tracking their numbers. Do they realize that they're hemorrhaging new 
customers. And the more I talked to people in banking they didn't realize that. I 
thought, well, if this is the case in banking, what's it like in other industries. 

 To be honest Bob, that took me on a multi-year journey of researching what 
happens for onboarding efforts of new customers and how those are successful 
or not and how they impact customer retention. What I found is that in all 
industries around the world, small, medium and large companies, somewhere 
between 20 and 70 percent of your new customers will decide to stop doing 
business with you before reaching the 100 day anniversary. This was staggering 
to me.  

Robert Glazer: Let me ask you a question there because we talk a lot about how the employees 
that are dangerous are the ones that quit and stay and not quit and leave. So 
I'm assuming part of what you're saying is they maybe contractually still 
obligated but they made the decision that they're leaving. 

Joey Coleman: Correct, correct. So in some industries they actually have walked out. This is 
noticeably prevalent in the restaurant industry where for example and this is 
not me digging on them but Chuck E. Cheese restaurant for example, 46% of 
customers that go to a Chuck E. Cheese will not go again after their first visit. It's 
one and done. So almost half the people that they bring in the front door run 
out the back door never to come again.  

 So in some businesses like that it's an immediate exchange. In other businesses 
where there is a contract or a long term engagement, they've decided mentally 
and emotionally not to do business with you when it comes time to renew, plus 
the even more devastating aspect is this is where the foundation gets laid for 
asking for referrals. If the foundation isn't properly established in the first 100 
days, your ability to get a referral or to get increasing business out of this 
company, whether it's increased dollars or share of wallet in terms of all your 
services and offering is devastated by the fact that the foundation hasn't been 
laid.  

Robert Glazer: Stephen Covey, I don't know if you've seen his work on trust deficits or trust 
banks. 

Joey Coleman: I have. 

Robert Glazer: If you start with a trust deficit and that's a long hole to climb out of. 
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Joey Coleman: It really is, it really is. The problem, I'll take it one step further, Bob, in the 
typical organization what happens after a sale is made is the organization is 
celebrating. They're high five-ing, they're ringing bells, we landed in new 
customer, this is great we're excited. Then that sales team is on to the next 
customer. They hand off to an account representative who wasn't part of the 
sales at all who's now responsible for retaining this membership and retaining 
this relationship.  

 Counterbalance that against what's happening in the clients' offices. Yes they 
just sign the contract but they're in a state of buyer's remorse. They're 
wondering if this is going to work out to be as good as the sales person 
promised. The delta, the difference between the joy, euphoria and excitement 
that is being felt on the company side, on the vendor side, oh, we signed a new 
client, we got a new customer compared to the low low emotional level which is 
actually heavily laced with fear, doubt and uncertainty on the new customer 
side wondering if this is even going to work out, that difference, if you don't 
bridge that difference very quickly or to your point as Covey would say, fill in 
that trust deficit, if you don't do that quickly you'll never recover. 

Robert Glazer: Dan Pink's also really has dove into this recently around how long a poor start 
lingers and that if you start work in a recession you are typically making less 
money 10 years later. So it's all signs point to the same answer here. 

Joey Coleman: Yeah. That's the thing that I love about the work is that the research holds 
strong across all industries in all environments. It applies to customers, it applies 
to employees, it applies to our life as employees or as workers. There's this 
phrase that first impressions matter. The problem is most people stop after the 
first impression. So they're like, oh, but we had a great kickoff meeting. Well 
yeah, awesome, so you got things off on the right foot, what are you doing to 
stack on top of that? What are you doing to continue to invest in making this 
relationship remarkable? 

Robert Glazer: We have an employee who I'll not name that talks about a previous boss who, 
the joke of their company was they sold the dream and the staff service the 
nightmare. 

Joey Coleman: So true, so true. My time as a lawyer this is very accurate. They used to refer to 
the summer associate program, when you were being courted to come work as 
a lawyer as the experience of heaven. When you actually signed on the deal and 
became an associate you got to experience hell. It holds true in a lot of 
industries. 

Robert Glazer: I don't think people realize how important that ... We always say, so one of 
things, we have a two by two matrix. A results and relationship matrix that we 
train people on and we say, look, if you have the results and the relationship 
you're great. If you have no results and no relationship you're probably fired but 
if you had to choose between results and relationship, if you only had one, 
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you're better off having that relationship and trust because results and things 
can vary and bad things can happen. At least you have the relationship to get 
you through that. If all you have is the results and that goes south then you're 
probably in trouble. Part of this program is really setting that foundation 
because not everything will go well. 

Joey Coleman: Absolutely. There will be problems and I think you're spot on Bob and this is 
something that I wish every business and every employee on the planet would 
just embrace. You're going to make mistakes. There are going to be times where 
it doesn't work out as planned even with the best of intentions. Lots of times 
people look at things going wrong as well, someone did something bad. 
Someone was derelict in their duty. Someone made an egregious mistake. 
Someone wasn't paying attention etc. Sometimes, and we've all had this 
experience I think as both employees and those that are business owners where 
you put in all of your effort and it still doesn't go right. To use a sports analogy, 
you leave everything on the field and you still lose the game. That happens. This 
is kind of the joy and the pain of being a human being. 

 I think the crazy thing is even though we know that to be true we have a 
tendency to forget that in business. I totally agree with you on that matrix. 
Yeah, I will take the relationship over the results every day of the week and 
twice on the weekends right because it's so much more valuable and we've all 
had scenarios I'm sure where the results didn't go well but because of the 
relationship we doubled back down into the relationship eventually the results 
came back and we were all the better for it. But if you don't have the 
relationship even if you're getting the results there comes a point where you're 
like, you know what, it's just not worth it. Like yeah, I'm getting great results but 
this person's terrible to work with or they're an obnoxious human being or we 
have to jump through all these hurdles to get the results. It's just not worth the 
time and effort.  

Robert Glazer: Part of establishing relationships, one of the things that we both have people is 
just even starting a conversation with, hey, how is your weekend. Oh, well, my 
father died this weekend. So that client call was not going to go well. Knowing 
that information, that person was probably frustrated and short with you and 
you're going to think what did I do wrong and just establishing some human 
connection there brings things to your attention that I think you really would 
have missed.  

Joey Coleman: I couldn't agree more. If there was one takeaway for the podcast listener it 
would be to remember that the customers you're interacting with have their 
own lives and their own stuff they're dealing with. The more you can show up 
from a place of empathy and understanding and trying to figure out well, where 
are they in their journey, what's going on in their personal life etc, the better 
you'll be able to serve them. 
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 Lots of times when I speak to audiences I'll have, in the Q&A period someone 
will say well, isn't it a little creepy and intrusive to try to find out what's going on 
in their personal life and ask them these type of questions. I say, you know, it's 
all in how you ask it. But in an era where allegedly we are more connected than 
in any other time in human history, you and I are not in the same room, we're a 
thousand plus miles away from each other recording a podcast. We can jump 
from this to Facebook and communicate with someone literally on the other 
side of the planet in a matter of seconds. We have all this connection and yet 
the psychologist will tell you that there is more disconnection and a greater 
feeling of loneliness now than at any other time in human history. 

 So I think the thing that's available to businesses is to make that connection 
because your customers are dying for a human interaction. They're dying for 
someone to actually ask them how are you doing today and be genuinely 
interested in the answer. Not asking because it's on a script, not saying how was 
your weekend because that's how we start every call but genuinely asking 
because as a human being I want to know what's going on in your life because 
the more I know what's going on in your life the better I'll be able to connect 
with you and to serve you and give you what you need and to help you and to 
relate to you. 

Robert Glazer: We always tell people we're not asking them to not be authentic. If you don't 
feel comfortable around certain things, just open-ended questions, how are 
things going. How are you? Well, not so good, here's why. I think people are, 
when you give them an open-ended question they're more vulnerable and 
they're more transparent than you expect in responding on that and you'd be 
very surprised how that simple question is answered a lot of the time. 

Joey Coleman: Yeah, absolutely. I think the other piece of this puzzle is reciprocity is a powerful 
tool. What I mean by that is if you want your customers to open up, you go first. 
You tell them what's going on in your life. You tell them what you're interested 
in. You tell them what your hobbies are. Build rapport by leading from a place of 
example. The human condition is such that if I tell Bob, oh, well this weekend I 
had this really fun birthday party for my son and this is what we did and [doopty 
doo 00:19:58], I've now given you half a dozen ways that you can create rapport 
and connection with me by talking about what you did this weekend, if you have 
kid, if you've been to a kids' party. The more doors I leave for you to walk 
through the easier it is for you to feel comfortable about the conversation as 
well. 

Robert Glazer: One of the things you mentioned before and that you again for featuring 
Acceleration Partners in your book in a case study. You have some great 
examples in the book of things that companies are tangibly doing in their 100 
day programs. I was wondering if you could just share a few of your other 
favorites. 
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Joey Coleman: Sure. In case there are folks listening who either haven't had the chance to read 
the book or haven't had the joy of working with Acceleration Partners, the story 
of yours that was so interesting to me and for my way briefly of a little bit of 
background folks. When I was writing the book I put a post on Facebook and I 
said let me know if you have dealt or done business with a company that has a 
great customer experience especially in the first 100 days of the relationship. 
Our mutual friend Cameron Harold said you need to talk to Bob. Now the crazy 
thing is, Bob, you guys had been implementing the first 100 days strategy in 
your business and you and I had never met. We had no idea. 

 I have to say it was one of the connections and one of the recommendations 
that I was most excited about because it was like okay, here's someone who has 
implemented what I teach and I wasn't the person who taught them. So let's see 
what happens. And then we get on the phone and I hear about the great 
success you've had. There are so many things that we could've talked about in 
terms of your case study in the book. The one that we did talk about which is 
something that I've heard from a number of people since reading the book have 
said to me, Joey, of all the case studies this is the one that it would be easiest 
for us to do and we see how it would have the biggest impact. That is, when 
somebody first starts a project with acceleration partners they get a P.D.F. that 
introduces them to the people on the team who they'll be working with. 

 I think most of us that have done business with another business have had the 
experience of well, wait a second, who's working on this project, who's on the 
team. The fact that you send a P.D.F. that includes the photo, it includes some 
information about the person professionally, it includes some information about 
the person personally, with all due respect to what you've done, this is not a 
difficult task to do. It does require work and it does require thoughtfulness but 
once you create it, sending that to new business partners, new clients is not a 
very difficult task and yet the return on that investment of time is huge. Because 
now the employee knows exactly who they're supposed to deal with. The 
customer knows exactly who's going to be working on their project, what 
they're going to be dealing and they have a bit of insight into them not only 
professionally but personally. 

 It's interesting, people ask all the time. There are 46 case studies in the book 
and people ask- 

Robert Glazer: They're asking who your favorite child is.  

Joey Coleman: You guessed it brother. They asked who my favorite child is and I'm like ... 

Robert Glazer: I'll rephrase it, let me phrase it differently. I think that was a good example of 
what are the things most important to do at the beginning and then more to do 
towards the 100 days. That's probably an example of right at the beginning. So 
what are some examples? Give me some good highlights from beginning, 
middle, end. 

https://www.rev.com/


  

 

Outperform_Episode_36_Joey_Coleman (Completed  06/04/18) 

Transcript by Rev.com 

Page 9 of 14 

 

Joey Coleman: Sure. So I would say at the beginning, as we've said, the main thing you want to 
do is make sure everybody's on the same page not only about who they're going 
to be working with but what the timeline and what the deliverables are. I work 
with a company called Policy Medical is a case study in the book. They do 
software implementation which is a pretty complex process. Most of the time 
when we think of software implementations if you've ever been involved in one, 
we're talking about Gantt charts and giant checklist and it's not fun. So what we 
did is we created a puzzle. So they actually send a series of 20 puzzle pieces to 
the client along with a frame and each of the puzzle pieces represents one of 
the steps in the software implementation process. 

 So as those get completed the point of contact that the client gets to put the 
puzzle together and when it's all done they have this picture that they've 
assembled based on the various steps of the software implementation being 
completed. So the first thing is to kick things off well by making sure everybody 
knows who all is involved in the project. The second thing I would recommend is 
make the process of onboarding, make the process of the implementation and 
starting to work together fun and create a visual connection to it. So it's very 
easy for the client to see where you are in the process and what's happening. 

 I refer to this, there are eight phases that I talk about in the book. This is the 
acclimate phase where you get the customer familiar with your way of doing 
business. As far as we get towards the 100 day timeline and to be clear, 100 
days is a good way to think about it. Some of the listeners are in businesses that 
will take longer than 100 days to accomplish the goal that the customer had 
when they first decided to do business with you. In some businesses the goal is 
accomplished very quickly. 

 So for example, if I'm going to hire you to build an airport runway, that's going 
to be a multi-year contracting and development process. If I'm in line at the 
grocery store and I see some breath mints and I'm like wow, I could use one of 
these and I buy them and I pop one in my mouth, the time from purchase to 
achieving the results is a matter of seconds. And so, I think it's one of those 
things where depending on your business that timeline differs but as you get 
later in the relationship this is where you start to think about referrals, this is 
where you start to think about how do you help this customer to be an 
advocate of you and your business and kind of become your sales team.  

 There's a company I profile in the book by the name of 4Knines which sells dog 
seat covers online. So if you have a dog and you want to put it your car but you 
don't want the dog to tear up the upholstery or leaves hair all over the backseat, 
you put a seat cover it. They sell the premium seat cover that is the number one 
selling seat cover on Amazon right and they've built a multimillion dollar 
business on the side. It's a husband or wife team Jim and Maggie Umlauf and 
they've built this kind of on the side while they were working full time jobs. 
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 The cool thing that they did, they do a number of things incredibly well in the 
first 100 days, but one of the things they're really good at is asking for reviews. If 
you've ever shopped on Amazon you know that reviews are the lifeblood of an 
Amazon listing. Not only does it help on the back end with the algorithms and 
how Amazon decides to make your product show up in the search results but a 
lot of people when they're making a purchase decision scroll right to the reviews 
and read what other peers have had to say about this product. And so they have 
a really unique way of asking for the review that doesn't feel overly indulgent 
but where they tell their story and they say look, we're a husband and wife 
team running a small business. We have three employees including the two of 
us. We're trying our best to create great products for your dog. They are 
environmental friendly and good for your pet and if you have the time to go 
write a review on Amazon it would mean the world to us. 

 They have thousands and thousands of reviews because people feel compelled, 
the Umlaufs and 4Knines, once they've shared a little bit of their story, this 
comes back to that reciprocity issue, the customer now feels like, well, I gave 
them my money but I can help grow their business and I like what they have. I 
should go write a review. That review is actually ends up being more thought 
more than the profit margin on the product sold.  

Robert Glazer: And just the act of executive reaching out and having that discussion I think is in 
a lot of companies they would never even thought of that. Someone years ago 
said you should pick up the phone and call one customer every week. 

Joey Coleman: Yeah. I would say in most businesses it's great to set the goal of a minimum of 
once a week. The best companies I know the leadership team is on the phone 
with a customer every day. Going back to the beginning of our conversation 
about what you learned in your past careers, I had the pleasure of working at 
the White House and the office of counsel to the president. Now, this was back 
during the Clinton administration.  

 One of the things that my boss required us to do and I was a lawyer working for 
them, he required us to once a quarter spend the day on the phones. There's a 
phone number that you used to be able to dial into to kind of share your 
thoughts or your opinions with the president on any topic. He required us to 
answer the phones one day out of the quarter. The reason was is he was like, 
"Guys, I want you to know who you're actually working for. You don't work for 
the president, you work for the people of the United States. This is a role of 
service. This is what you need to do." And so, we were "on the phone with 
customers" regularly because we wanted to make sure that we didn't distance 
ourself for why we got into this in the first place. 

Robert Glazer: It's really interesting. Let me ask you a question about economic cycles because 
you've been doing this for a while and actually the 100 day program even first 
came up in those discussions [with Cam around 00:29:27] a couple years ago 
sort of scenario planning and hey, we kind of feel like the economy's getting 
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tired we're headed in recession, he's like, look, if you think it's going be a tough 
market you want to make sure take care of all your existing customers first and 
that you are as solid with them as you can be. So, have you seen this applied in 
cycles? Do people try to jump in and do it too late and won't invest in the top 
and then only want to invest in the bottom and I'm sure you would actually 
argue that they should do the exact opposite. 

Joey Coleman: Correct. No, you're spot on, Bob. I would absolutely argue they do the opposite. 
See, we live in a world and in an era where most businesses find customer 
acquisition to be more important and more valuable than customer retention. 
But when you actually look at the numbers the opposite is true. They're are a 
number reasons why acquisition gets all the attention. First of all it's sexier. It's 
more fun to chase than to catch. 

Robert Glazer: Adrenaline. 

Joey Coleman: Yeah, adrenaline. If you doubt this look at dating behavior of human beings. A 
lot more effort goes into dating than goes into sustaining a marriage. This is the 
basics of human behavior. Most leadership in organizations came up through 
the ranks of sales and marketing, not through the ranks of account 
management. In the typical business, all the incentives and the highest paid 
employees are the people who are in sales and marketing, not the people who 
are in customer account care. And so there are all these structural things that 
combine with human nature to make it much more interesting and exciting to 
focus on acquisition instead of retention. 

 But here's the staggering fact. In the typical business, so we did some research 
where we looked at all businesses around the world in all industries and we said 
how likely are you to close on a sales call with a client that you've never worked 
with before or a prospect you never worked with before. How likely are you to 
convince them to become a customer and buy your product or service versus 
trying to get an existing customer to buy a new product or service. So in the first 
one in dealing with prospects, across all industries when you average it out, 
salespeople will close somewhere between five and 20 percent of their sales 
calls. Somewhere between five and 20 percent with a new prospect, a cold 
prospect, someone that they've never done business with before. 

 When we look at selling to an existing customer, those conversion rates 
skyrocket to 60 to 70 percent. So not only is it better for your business to focus 
on your existing customers in terms of the dollars but it is incredibly easier to 
sell to an existing customer. Not to mention one more statistic, if you can keep 
just five percent of your customers that would otherwise leave from leaving, it 
will increase your profits, not your revenues, your profits 25 to 100 percent. And 
don't take my word for that, that's research out of Harvard Business School, 
Stanford Business School and the international consultants Bain & Company. 
They've all done independent research and found that. And so to me it's like all 
the numbers show this is where our focus should be.  
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Robert Glazer: One of my favorite quotes Joey is from Charlie Munger, Warren Buffett's 
number two. He says show me the incentive and I'll tell you the behavior. From 
what you just said I'm guessing that there is an incentive system problem with 
sales and that their look back period probably needs to change in order to have 
them really be concerned about retention and not saying my job's done. I sold 
it, you figure it out. 

Joey Coleman: Absolutely. There's two pieces to this puzzle. It's how do we incentivize sales 
and how do we incentivize the rest of the organization. So let's look at sales 
first. The typical sales person's incentivized on new accounts converted. You get 
a new customer, you get an incentive, you get two you get even more. You get 
three, you get four, you get five. At each level you get paid more. So there is an 
incentive built in to get as many as you can as quickly as you can. It is the rare 
company that incentivizes forgetting the right customer. And by the right 
customer I define that as the customer who's going to stay around. 

 So the best companies in the world, what they would need to do when it comes 
to sales incentives is let's say you're going to give your salesperson, I'm making 
this up to illustrate the point, a five percent commission on every new sale. If I 
were running that company I would say great, you get a five percent 
commission on the new of sale. When they renew a year from now you get a six 
percent commission. When they renew the year after that you get a seven 
percent commission. The commissions would grow instead of decline over time. 
What that would do is it would make the sales person go find the long term 
customer because they know it's going to be more valuable long term. 

 Now let's look at the incentives on the account management side. Usually 
account managers are incentivized around retention. However, the incentives 
they receive are a fraction of the incentives that salespeople receive. You never 
hear about all expenses paid trip to Napa for you and your significant other for 
retaining the customer. In most businesses there isn't a bell on the wall that 
gets rung and a big party thrown every time a customer renews. Those things 
are saved for the sales department. And so I think if we really want to change 
the behavior we need to look at how are we incentivizing retention over 
acquisition.  

Robert Glazer: I think that maybe one of the most important takeaways of the whole thing 
because I think behaviors do follow incentives. And if you have an incentive-
oriented culture and you change the incentives it'll be very hard to get the 
behaviors to change.  

 So for our last question we always like to ask people be able reflective and I'll 
customize this for you in terms of what's the biggest 100 day mistake or failure 
that you learn the most from in your career. 

Joey Coleman: This is a particularly timely question and one that I will be very honest about. So, 
I'm the customer experience guy, I'm the first 100 days. I'm the guy who's 
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supposed to create these remarkable experiences early in the relationship. Prior 
to launching my book I had somewhere between four and six dozen clients. I'll 
define a client as anybody who'd worked with me to come give a speech or a 
consulting engagement in the past year as well as those, the ones I was 
currently working on.  

 Then I launched a book and I got 10,000 customers in the first two weeks. That's 
how many people bought the book in the first two weeks of launch. What I 
learned is that all the systems and processes that I had to handle relationships 
with four or five dozen customers break at the 10,000 mark. So, what happened 
is I now have people emailing me and saying, oh, Joey, I read the book, here's 
another question or oh Joey, I ordered the book and it never arrived, which was 
a little bit fascinating because I got those types of messages from people who 
had ordered from a third party seller. Right, they hadn't ordered the book for 
me personally, they had ordered from a company that- 

Robert Glazer: They're buying you.  

Joey Coleman: They're buying me. And so, the big takeaway for me was twofold. Number one, I 
needed to get even better systems and better processes. And so, the book's 
been out, when we're recording this, the book's been out for almost two 
months. We've been working overtime internally in my organization to do that. I 
also learned something which ties back to a point we discussed earlier in the 
conversation, you're going to make mistakes even with the best of intentions. 
There were things that happened that were so far out of my control I can't even 
begin to tell you and anyone looking at it objectively would say Joey, that wasn't 
your fault.  

 If somebody goes online and they order a book from a bookstore and the 
bookstore never sends them the book, how could that possibly be Joey's fault. 
But the customer believed it was my fault. That was okay when I came from a 
place of empathy and said, all right, what can I do to make your life better. And 
it was all right, well, you never got it from them. Give me the information. I'll 
work to track it down with them and in the interim I'll send a copy from my 
personal stock overnight so you have it tomorrow. Now that cost me some 
money but my hope is that it made me some advocates. 

Robert Glazer: Absolutely. That is a great and fitting story. So where can people learn more 
about you and your book?  

Joey Coleman: So the book is available at all bookstores. So Amazon, Barnes and Noble, 
Audible.com, there's an audio book. If you're a podcast listener, guess what 
folks, I actually narrate the audio book. So if you enjoyed listening to my voice 
today you can listen to me tell the 46 case study stories and more in the audio 
book. So it's available anywhere that you might find a book or an audio book.  
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 As continuing the conversation, learning more and getting some bonuses 
associated with the book, listeners will want to go to joeycoleman.com. That's J-
O-E-Y, Joey, like a five year old you know somewhere, Coleman C-O-L-E-M-A-N 
likes the camping equipment but no relation. Joeycoleman.com, you'll find all 
kinds of videos, blog post, bonus downloads etc that will help you work to 
implement that first 100 days strategy in your business to hopefully create the 
kind of remarkable experiences that will keep your customers coming back for 
more. 

Robert Glazer: All right, Joey, thank you so much for joining us to talk about your first 100 day 
methodology and your new book. I've had the honor of getting one of the early 
copies and I think it's a worthwhile read for any company leader who really 
cares about their customers. We wish you a lot of continued success. 

Joey Coleman: Thanks Bob, I appreciate you having me on the podcast today. 

Robert Glazer: All right. To our listeners, in the show notes for this episode we'll include the 
links to Joey's website and everything he mentioned so you can learn more 
about him, his coaching and speaking and his new book Never Lose A Customer 
Again. Until next time, keep outperforming. 
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