How to get the best out of
client review meetings

Client review meetings are an important part of any relationship. But what should they
achieve? How can you make sure that they are valuable for both supplier and client?

What is the objective of a client review meeting?
Client review meetings can be for a number of purposes and should cover more than just the projects you have
been working on with them.
They are an ideal opportunity for you to spend quality time with your client and get the feedback you need to
both ensure you secure the relationship and make sure it’s beneficial long-term. In spending time with your client
in this way you are helping to build a position of trust and displaying genuine interest in that client; having client
review meetings demonstrates that you really care about them and want to find out what they think of you and
what’s going on in their world.
Whether you have asked for the meeting or it’s been organised by the client, there will be a number of areas that
they would like to cover. It might be that you already know what their expectations are in planning and
executing the work and how you communicate. If you are not clear about what factors are important to them in
the relationship and the delivery of the work, it will be important for you to uncover this during the meeting –
both to discover how you are doing but also set expectations for the next period.
The meeting can help you achieve a number of things, including:

Understand what the client likes

Explore the future - as client sees it

Find out customer’s perspective of

Identify opportunities - cross-sell
work/project progress

Strengthen your relationships

Understand what client is less happy about

Build new relationships

Agree what client can do to assist us to deliver

Ensure client understands the benefits your are
better
delivering

Find out what is happening in customer’s

Generate referrals
organisation

Show you care

What the meeting should look like
There isn’t necessarily a set format to these kinds of meeting but broadly speaking there are three areas to
explore:
1

How well are we doing
All about the client and will entail asking questions around the delivery and management of your work and
how you communicate.

2

Value over and above
What value you add over and above the work. To help find this out it is worth asking the client what
success in the relationship and projects means in practice to them and what is important to them for a great
experience.

3

The future
This gives you the chance to explore what the client might be doing in their business over the next 12
months and beyond and therefore what opportunities there might be to work together in the future.

The shape of the meeting and the amount of time you spend in each area will depend on the nature of the
relationship and how long it’s been in existence.
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So early on in the relationship you will spend most time on finding out how well
you are doing. You will be also spend some time on the value you can add
but perhaps not as much time on the future.
If you’ve been working with that client a year or two then you will have a
good understanding of what is required to deliver a great service for them
and they will be more interested in finding out how you can add value and
exceed their expectations. There might well be opportunities here to
cross-sell other services, depending on what comes up in the conversation
and whether it is appropriate.
If the relationship is very mature and you have been working together for several
years, you’ll have no problem delivering the core services to meet and exceed their expectations, save, perhaps,
for some short-term niggles. You will understand what added value means for them and have a programme in
place to deliver it. By this time you will have become their trusted adviser so it is likely that you will be more
involved in planning the future, giving advice and thoughts on their opportunities and how you might support
them as their business changes.

Conducting the meeting
Who best to go to the meeting
The best person to undertake the review is likely to be someone not involved in the work, external or internal.
However, that is not always possible. The most important thing that influences success is that whoever conducts
the review should be very well-prepared and skilled in carrying out this type of meeting so that it is a valuable
experience for both the client and yourself.
Structuring the meeting
Once you have introduced the meeting, the majority of time will need to be
spent understanding the client. Make sure you have a ‘light touch control’ to
the meeting and are giving the client maximum freedom to talk as much as
they need to but also about the subjects that are close to their hearts.
Towards the end of the meeting you will need to give the client comfort that
you have understood what they have said and specifically what will happen as a
result of them having invested the time with you.
Positioning the meeting at the start
How you begin the meeting will depend on what has happened prior to meeting and how it was set up. Even if it
is the client who has called for the meeting, it is worth you taking the lead. Time frame the meeting, checking
with the client that they still have the hour or so you’ve booked, then give an explanation of why you feel it is
important and what it is in for the client (what are they going to get in return). Motivate them to want to
contribute by making sure you say that emphasise that you would like to spend most of the meeting finding out
about their views.
Understanding the client
Getting clients to talk freely is all about how well you ask the questions. It is tempting to go in with a list of
questions that you would like the answer to. Whilst you may well be very aware of the factors by which they are
judging your performance, there may be a risk, if you go in with pre-determined questions that you are making
assumptions about what the client would like to talk about.
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Consider how to ask questions to make sure the client doesn’t feel any frustration from prescriptive questioning
or where they think you have assumed the answer. For instance, if you ask “On a scale of 1-10 please rank how
well you feel we communicate” and the client marks it 7, how much information have you really gleaned? There
may be a better way of asking the question.
Consider the following ways of asking a question on the same issue:




Do we communicate well enough?
How clear are our communications?
Tell me what you think of how we communicate?

The first one is a closed question – i.e. the client is led to answer only yes or no in response. The second is open
but focuses on a particular aspect of communication – which may not be the aspect of communication the client
values. The third question is more like to give a long, uninfluenced answer because it is open, short and gives the
client the maximum freedom to say what is front of mind for them. Such open questions are more powerful than
that more closed questions about specific criteria.
Remember that open questions start with the words: what, where, when, why, who, how and which but also the
phrases “tell me”, “describe to me” and “explain to me”.

Areas to explore
As mentioned before, there are three areas to explore during your meeting:




How well are we doing – in terms of executing and planning the work and communication
What value we provide – in our planning, in our work, how we communicate
The client’s future plans, future industry issues, opportunities

Consider a few open questions you would like to ask in each area, but follow what the client wants to talk about
– what they talk about will be what they want to discuss. By asking short, open questions, they will open up; your
job is, in the main, to listen and explore the issues that they raise and by doing so you will make sure they have
the chance to say what they really want to say. The first question after your introduction should be an open
question – and depending on what they bring up, let them expand on the what comes up first in their minds. It
might be something to do with delivery or dealing with someone in particular or what they would like in terms of
added value. After that, ask about the areas you feel it is important to explore, but let the client lead the
conversation.

Listening
To demonstrate that you have listened, make sure you take the opportunity to summarise the key elements of a
particular area as well as summarising at the end of the meeting the main themes that have come out of the
discussion.
Reflect on what the client says, delve further in to the issue if you feel it is necessary to fully understand their
point of view, show empathy and rapport.
Make sure you pick up on issues that might be mentioned in passing – especially when the client comes back to
that point more than once. That they do so could indicate that although they have voiced the issue they feel that
you haven’t really understood it. Exploring and then summarising that issue will show you have really understood
it and taken it on board.
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Handling feedback
If you get some negative feedback – how do you feel? Consciously or unconsciously people often feel annoyed,
that it’s personal or defensive. The first thing to remember, if you do get some feedback that is less than good, is
to keep calm:
K
E
E
P
C
A
L
M

Keep calm and listen
Explore and empathise (question, actively listen, summarise)
Establish if there are any other issues
Probe all other concerns or issues
Confirm understanding of those concerns/issues
Address all concerns/issues, if possible (provide solutions)
Look for feedback on answers and amend answers accordingly
Move on

An unspoken concern or complaint is definitely worse than a voiced concern. And that’s why it’s important to
make it easy for the client to talk about any other problem they might have.
Summarising the issue lets them know you’ve listened and understood. Providing a solution or answer to that
issue reassures them that you are happy to change the situation to meet their concerns. You may be able to give
answers in that meeting, but it is also possible that you will need to go away and think about a solution. That isn’t
a problem, but make sure the client knows you’ll come back to them.
Check that your response addresses their concerns to their satisfaction – “if we were to do this, would that
meet your needs?”.

Closing the meeting
Summarise the key themes that the client has spoken about and agree the next steps that you will also have
discussed.

How to prepare
Do run a client meeting well, you will need to undertake a degree of preparation. Which clients you meet will be
linked to your key client strategy, but could also be that have review meetings after each transaction.
Write first to them to confirm the meeting and to gain buy-in. It is possible that they haven’t had good review
meetings in past and may be reluctant to have them now. Formulate a very broad agenda or shape for the
meeting and let them know in your written communication the meeting’s purpose, but give them the opportunity,
both in that letter and in the meeting to add anything to the agenda.
Motivate them to gather information if you need it for the meeting. For instance, if you have several contacts in
the organisation but you are only meeting with one of them, you may want to gain feedback from some or all of
those other contacts.
Prepare the meeting so that you are clear in your mind of its structure, the questioning and listening skills needed
and have a picture in your mind of what a successful outcome will be.
Practice makes perfect - how to ask questions, how to listen, think through your response if something difficult
comes up. Practice with colleagues if you can.
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How to follow up
Consider what you will do with the information you have gathered – if you don’t act on anything the client
raises, there will have been no point in having the meeting and the client will not be minded to have a review
again.
Communicate internally to anyone who needs to know about the meeting or its outcomes.
Plan actions and make sure they are implemented. Communicate to the client by writing to them at the most
two days after your meeting and set out what you have agreed and actioned as a result of your meeting.

