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potentially offensive terms from your
vocabulary (see “Creating Rapport,”
Massage & Bodywork, March/April
1999 for more on this topic). These
few details can help make your
mouth your best feature.

Agenda

Are you really doing your best to
serve your clients? Or, do you have a
pre-planned agenda that fits your
needs better than theirs? Really think
about this one. I have talked with
numerous clients over the years who
tell me about a massage therapist or
other healing arts professional who
did not listen to their requests. If T
went to the dentist complaining of a
toothache, I would expect him to
spend the bulk of his time working
on that problem, not trying to sell me
on tooth bleaching. If your client asks
for extra attention on his neck, why
would you concentrate on stretching
his calves? Make sure you are
addressing the specifically mentioned
or requested needs of your clients,
not just what you think they need.

As always, whenever appropriate,
refer your clients to other health pro-
fessionals if they will be better served
by another type of treatment.

The Extras

This can mean a lot of different
things, but for us it’s making an effort
for your clients that other people
don’t or won’t. In a nutshell, it is
delivering the best service possible.
My favorite customer service experi-
ence happened when I stayed at a
Ritz-Carlton Hotel several years ago.
My room was not ready when I
checked in, but instead of making me
wait, the front desk manager upgrad-
ed me to a corner suite at no charge.
Then he gave me a voucher for com-
plimentary drinks in their lounge to
compensate for the inconvenience.
Before I could even get across the
lobby to the baggage desk, the bell-
man on duty knew my name and
room number, greeted me and
promptly took my bags to the room. It
was a great way to iron out a proplem
and to ensure I had a great experi-
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ence. The Ritz-Carlton made an out-
standing first impression and won my
loyalty while I was still in the lobby
by providing more extras than I have
ever had anywhere else.

While you might not be able to do
things on the same level as the Ritz-
Carlton, there are plenty of ways you
can go the extra mile. Remember
birthdays or anniversaries. Send
thank-you notes. Have complimenta-
ry water, tea or coffee in your office.
Send someone an article you think
they would appreciate. There are so
many other things you can do. The
little things can go a long way in
making people feel special and appre-
ciated. Likewise, those same little
things can and will change a client’s
impression of you and leave you
standing apart from the pack.

The client’s perspective of you and
your business is so important to con-
sider, especially in a service-based
business like massage therapy. Pay
close attention to the things you do
and say, the way you look and sound,
and the overall state of your office.
While it is clear that many businesses
don’t care about some of these small
details, the one’s that do are ahead of
the game. Follow these guidelines and
make sure you are one of the people
way up in front. EEI

Felicia Brown, LMT, owns a group massage
therapy practice and day spa in Greensboro, N.C.
Brown offers expert advice in business and mar-
keting for massage thevapists and other working
professionals, and is available for lectures, work-
shops and private consultations. She may be
reached at Balance, 823 N. Elm Street,
Greenshoro, NC 27401; via e-mail at
FBrown6886@aol.com; or at 336/574-2556.
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