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Today we will be talking about analysing needs; 
not in the physiological sense, but in terms of 
marketing. About the needs and desiderata of our 
clients, because they are the ones that allow us to 
make a living. And if our clients should one day 
unfortunately no longer have any needs, then we 
professionals would all be in trouble.  
There is no single definition of a need. The 
sociological take only refers to things we cannot 
do without. But for other academics, the concept 
should also include anything that triggers a 
buying impulse. I urgently need a jar of caviar and 
some champagne. It’s a matter of life or death. 
Perhaps not, but a great deal of profitable 
business is done to meet my highly-spoilt needs.  
So it is crucial for a professional studio to know 
how to read their clients’ needs earlier and better 
than others, and to manage to satisfy them. This 
awareness needs to be developed at every level of 
the organization. From the secretary to the 
apprentice, because often needs are hinted at 
during the brief chat exchanged when documents 
are being handed in at reception.  
Client needs have changed over time, and they are 
affected by a variety of factors, both inside and 
outside their economic situation, last but not least 
of which is the constraint imposed by the budget.  
Dentists whose young clients no longer have tooth 
decay are only too well aware of this. It’s all down 
to wellbeing and changes in eating habits, not to 
mention prevention. Today’s dental issues are 
aesthetic, and this also explains the considerable 
drop in work during the economic downturn, and 
the fierce competition which was unleashed with 
Eastern European countries and the advent of low 
cost dental centres.  
It is something notaries are also well aware of. 
They saw their property transactions halved, 
whilst becoming twice as complicated. Nowadays 
they handle bare ownership transfers and those 
yielding properties to the State. Often mortgages 
are not being taken out to buy a new property, but 
to avoid losing one. And then there are the 
chartered accountants, who in the absence of 
taxable income but with rules that are increasingly 
geared towards transparency, no longer handle 
tax planning but instead management control, 
marketing, company bailouts and bankruptcies.  

Client needs are fleeting. We often think we have 

identified a need, only to then realise that the 

customers aren’t taking the bait.  

Other times, it really takes very little to make the client 

happy. The month’s paperwork wrapped in cellophane 

instead of an envelope, much to the delight of 

surveyors who are always out and about on their 

mopeds and have to dry the invoices off with a 

hairdryer every time it rains. The call from the dentist 

who rings the evening after surgery to see how it is 

going and how you feel. The notary that doesn’t put you 

through a treasure hunt for the copy of the deed you 

stipulated over a month ago. The lawyer that returns 

your call in good time. The doctor that listens to you 

and looks you in the eye instead of filling out your 

medical records, filling it with all his preconceptions.  

Needs are explicit, implicit and latent.  
 
It’s easy to satisfy a client who tells you what he 
wants. All you have to do is take note and get 
down to it. Understanding implicit needs is, 
however, far more complex.  
When we go to a pizzeria, none of us asks if the 
ham and mushrooms are edible, nor do we ask for 
the pizza to reach us hot, or to not be kept waiting 
more than 10 minutes. Yet in our own way, we all 
tend to get really worked up when this doesn’t 
happen.  
But the professional’s job is also to point out 
problems to clients who didn’t even realise they 
had the problems in the first place. In these cases, 
we are talking about latent requisites. Such as 
when, for example, a lawyer visiting a client 
realises the client is not fulfilling workplace safety 
regulations and accordingly lets him know. Client-
matched awareness of regulations is a marketing 
approach linked to implicit needs.  
The needs that prompt clients to approach 
professionals are of course rational. But not 
infrequently, they can also be relational and 
emotional at the same time. That is why clients 
don’t take their invoices to their accountants. 
Coming to see us is like visiting the dentist: at the 
end of the day, they don’t want to be taxed.  
So it is necessary to know both the technical and 
the emotive aspects of the service provided.  
Rational desires are generally those that maintain 
or improve a positive situation, or reduce or put 



 
 

off a risk or a negative aspect. For example, I have 
treatment for a tooth to stop it falling out, I carry 
out management control to understand where I 
am learning, and where I am losing. I take my 
neighbour to court to stop him from spraying 
water over my balcony.  
But there are often motivations of an emotive 
nature. In actual fact, I am really just taking my 
neighbour to court out of revenge. I do 
management control to show my production 
manager up, or to put him in a tight spot. I hide my 
invoices because I feel that as an entrepreneur I 
am under stress.  
Yet the emotive needs are also closely linked to 
“how” the service is provided.  

The client wants to have control over what happens. 

For this reason, it is important to keep clients informed 

about what we do, and where possible give them the 

possibility to choose.  

Clients want to feel they belong in the studio. They 
should be rewarded by promoting stable links with 
members of staff they come into contact with, 
whilst also offering special treatment.  
Clients want to be considered and listened to. 
They want to be recognised and greeted; they 
don’t want to have to explain their needs and 
background all over again, every time they come 
in. Clients want the professional to be available 
immediately. Just like a genie’s lamp, they want to 
be able to rub the smartphone and find us free to 
see them and ready to fulfil their every need.  
Client needs have to be satisfied even when it is 
seemingly impossible to do so. Often they are not 
required to forego profits but to instead change 
their business model. Many years ago, people 
wanted cheaper furniture, but the Italian furniture 
manufacturers said it was impossible. Then a man 
came along from Northern Europe, selling 
furniture made of beech wood in a flat pack which 
needed to be assembled. It has a lower perceived 
cost, as clients don’t ascribe any value to the 
journey time, transportation and free time needed 
to assemble them. Nor to the time needed to 
digest the reindeer meatballs they offer you to go 
with the furniture. Nowadays, any furniture 
manufacturers that are not defunct are working 
for this man as contractors.  

Needs are mostly revealed if we watch and listen.  
Market studies involve constant monitoring of 
client satisfaction. Focus groups and surveys. The 
needs identified become requisites, which should 
be translated into the characteristics of our 
professional services.  

In the eyes of the clients, the quality of a service 

depends on its ability to satisfy requirements. And if we 

haven’t interpreted the needs properly beforehand, in 

no way will the client be able to perceive our quality. 

What we can suggest is that you focus on the clients 

needs, rather than just selling services. 

By exploiting the significant experience of Clarkson 

Hyde Global in business consulting Clarkson Hyde 

Global is always available to help you in finding a way 

to serve the market. 

 

And do not forget: Pretty good is never good 

enough when your goal is excellence. 

 

Schedule a meeting 

with the local Partner of 

Clarkson Hyde Global - 

and discover all of the 

advantages of a Glocal 

organisation. Helping 

you take on the world. 

Think Globally, Act 

Locally. 

 

Clarkson Hyde Global 

3rd Floor Chancery House, St Nicholas Way, Sutton, Surrey, SM1 1JB - Tel +44 (0) 20 8652 2450 - 
www.clarksonhydeglobal.com 


