The Celebrity Dish: What Clients Really Think About You
When a journalist wants to conduct an interview on what filming Upcoming Blockbuster Movie was like, they are not going to interview some person at the grocery store – unless the person at the store happens to be a part of the movie. Instead, they are going to use all their resources to harness a meeting with the biggest person than can get from the set, preferably the headlining star. 
Interview with the Stars (of Your Business)
When you have questions about what is working for you and what needs work, you will also likely find it less than helpful to stop some individual with no connections to you and ask him or her. If you really want accurate answers, you have to reel in the stars of the product. Luckily, you already have industry connections with the stars because they use your product. Surprise! It’s your best customers. 

Who knows what sets you apart from the competition better than the people in there day after day using your services? So when you want to know what is working for you, start by asking your ideal client. 

The Gossip Column (Finding the Juiciest Tidbits About Your Business)

A good celebrity reporter is going get to the heart of the matter instead of wasting the star’s time on things nobody cares about. 

Similarly, you do not want to waste your client’s time. When you sit down to a client interview, you should have a clear goal of what you want to accomplish, and your questions should reflect that goal. Possible questions include

· If you could run our small business for the day, how would you do it?
· What feature would you most like us to change?

· What made you want to try us in the first place?

· What makes us stand out from other competitors? 

· What is your favorite/least favorite thing about our service?

· How often do you use us?

There are plenty more where these come from. Client interviews do not need to be long for the most part. However, just like some special pieces are extra long, sometimes you want to conduct a more in-depth client interview. 

Maybe you are having troubles and need to completely revamp or maybe you have a great product but cannot seem to market it. Whatever your reasons for wanting a longer interview session with a customer, you should think about doing something for them as an incentive. A gift card or discount might be nice ways to express your gratification.  
Selling Your Story (What to Do with That Great Info)

Once a reporter finishes an interview, they do not put it in a drawer somewhere to collect dust. They use it to drum up business. If they work for a publication already, they get the interview out to readers who are hungry for all of the latest star news. If they don’t already work for the press, they start sending it out looking for a buyer. 

Now that you’ve conducted a few Hollywood-worthy client interviews, you shouldn’t set it aside for a rainy day. You need to start selling the news to the press – or in this case, to other potential clients. 

What you do with the information gleaned in the client interview varies by the type of information received. 

· Good reviews. When your current clients basically say you are helpful, trustworthy, and altogether wonderful, use that information in testimonials (if you receive permission from them). If they say your XYZ service is by far the best they have ever used, start marketing the superior quality of that core differentiation. Make sure everybody you talk to or who reads your marketing content knows why you are the best and why they should use you. 
· Bad reviews. Even client interviews that basically badmouth your service are beneficial. Perhaps even more so than the good interviews. Now that you know what customer’s hate, you can use that information to improve your services. If after a few interviews, you notice that everybody seems to hate the fact that the search feature on your website is overly complicated, go fix your search feature – and then let your customers know that you did. This will both fix a problem that makes your service less than it can be and lets your clients know you take their concerns to heart
· Mixed reviews. It is most likely that you are going to get some good comments and some bad. So combine the above. Hype up the good, and correct the bad. 
Once you’ve done all of these steps, start another round of interviewing and repeat. Just like a good reporter is not content with one celebrity interview, you should not be content with one round of client interviews. If you want to continuously improve, you have to continuously work on improving. 
