
    Understanding Needs 
 
This exccert delves into the concept of client needs, and expands on the importance of 
discerning hard needs from soft needs, as introduced in chapter two.   To review:   
 

! A �hard need� is satisfied by what you do, be it a product or service offering.  
! A �soft need� is satisfied by how you do what you do; it is intangible and 

emotional. 
 
A client�s soft needs enable the formation of a special connection with that client, but 
only if you truly understand and can satisfy these intangible and frequently unexpressed 
needs.  Clients have both hard needs and soft needs, so it is critical that you be able to 
make the distinction; then, you must respect, embrace and satisfy the unique combination 
each client brings to your relationship.  This alone will position you for success, and ease 
some of the stress and anxiety inherent in service relationships. 
 
When a relationship is based solely on what you do, never venturing beyond the 
commercial connection, there is a fairly good chance it will not endure the test of time.  
During the course of the association, it�s quite likely you will encounter situations where 
the product or service fails to meet expectations, and there will be no special connection 
to cushion the blow.  Then again, if you are one of those rare businesses with little or no 
competition, I suppose you can choose to do as you please with minimal risk.  But, when 
an alternative comes along�beware.  There is only one Department of Motor Vehicles � 
get the point? 
 
In the first chapter we cited that two out of every three customers leave relationships 
because of poor attitude or indifference from those who serve.  What people perceive as 
�indifference� may be the failure to behave attentively, or an unwillingness to invest the 
time required to honestly understand what customers want.  Clearly, lasting relationships 
go well beyond the basic needs satisfied by what you do; they require intangible 
gratification (the �experience�) in some form.  Were that not the case, customers 
wouldn�t leave relationships in such numbers.  
  
This �experience� is remarkable because, when delivered upon, it is the bridge to loyalty.  
By virtue of its intangible nature, this aspect of the relationship experience can be subtle 
and perhaps elusive.  It requires an emotional connection with those you serve.  The 
stronger you make this connection, the more successful you will be in establishing 
loyalty.  
 
How often have we all failed at or complicated relationships by our inability to appreciate 
the importance of the �experience� that good relationships demand?  As we refer to the 
emotional connection with clients, we do so in its most fundamental form.  We are not 
suggesting that you form a deep personal bond with those you serve.  Rather, we are 
encouraging you to reach beyond the commercial connection of two parties (what you 
do) and broaden the value of your product or service by how you do what you do. 
 



Hard needs versus soft needs 
 
Throughout this book we will make reference to the distinction between hard needs and 
soft needs.  To reiterate, hard needs are satisfied by what you do (your product or 
service).  They are tangible, basic, and all of your competitors satisfy them.   
 
Consider the cellular phone companies.  They are essentially the same in that they satisfy 
a clear hard need. 
 

 �I need to communicate with my family, friends and colleagues instantly, in 
all voice and text forms.�   

 
This is what cell phones do.  They fulfill a basic need for communication. 
 
But soft needs are satisfied by how you do what you do.  They are about the experience, 
the exciting connection, the intangible.  Soft needs provide a unique point of 
differentiation.  More difficult to unearth, the key to discovering soft needs is awareness, 
discussion, listening and sensitivity. 
 
In June of 2007, with much fanfare and anticipation, Apple introduced their iPhone:  
 

 �I�m impressed with how cool this phone makes me feel.  I feel so special, 
leading edge, connected as never before.  I�m so happy to be the first in my group 
to own an iPhone.  This is an experience that is unduplicated.� 
 

These were the feelings expressed by people exiting AT&T and Apple stores across the 
country the day iPhone was first made available for sale; consumers were almost giddy 
about this newest form of �cellular plus� phone.  (Unfortunately, Apple soon 
compromised the trust of their first-adopters by announcing a nearly-immediate price 
reduction.) 
 
If you understand and accept this concept of dual needs, you will approach your service 
relationships in an entirely different manner.  But embracing this concept is absolutely 
essential to moving forward. 
 
Pragmatically, we doubt there are few who disagree with this notion.  Realistically, the 
practices we observe suggest people do not broadly follow this approach. 
 
The following illustrates ways in which both hard and soft needs are satisfied by a single 
company or transaction: 
 
Apple sells me computers and peripherals.  Hard need 
They also satisfy my need to be a technological leader among my friends.  Soft need 
 
Henry & Horne provides all of my accounting services.  Hard need 
They also satisfy my need for confidence, trust and support.  Soft need 



 
Michelin sells tires for my car.  Hard need 
They also satisfy my need for safety, reliability and peace of mind.  Soft need 

 
State Farm sells me homeowner�s insurance.  Hard need 
They also satisfy my need for protection and dependability.  Soft need 
 
Coldwell Banker sells houses.  Hard need  
They also satisfy my need for independence, comfort and pride.  Soft need 
 
Don�t just sell me goods and services.  Satisfy my soft needs for ideals, self-respect, 
certainty and confidence.  Doing so will keep me coming back. 
 
How to identify soft needs 
 
At this juncture, we recommend that you make a list of your own soft needs as a means 
for further increasing your comfort level with this concept.  Reflect on how your needs 
are being met, or not, by those with whom you interact.  Consider your relationships, and 
think about which are working well and which are not.  Reflect on those who serve you.  
Why are some connections better than others?  We suggest that, in those instances where 
you have satisfying relationships, some person or company has connected with your soft 
needs. 
 
We have compiled an extensive list of the many soft needs you, as an individual, may 
have.  Since these are really quite universal, it stands to reason that many would be 
shared by those you serve.  So it is your responsibility to ascertain which needs your 
client feels are the most predominant and significant to satisfy for a lasting relationship. 
 
The following is our list of possible soft needs.  However, the soft needs assessment you 
conduct with your client will reveal which are most prevalent and important to the 
individual.  
 

To be trusted and to trust   To have your undivided attention 
To be appreciated    To be respected 
To be listened to    To not be judged 
To be focused on    To be comforted 
To be valued    To be supported 
To have confidence in you  To be independent 
To be recognized    To be informed 
To be praised    To experience pleasure 
To have peace of mind    To contribute 
To feel important    To be proud/feel pride 
To have fun    To be heard 
To vent     To be treated fairly 
To understand    To be understood 
To be involved    To be welcomed 



To feel comfortable   To feel significant 
To be rewarded    To be happy 
To be acknowledged   To be secure 
To be consulted    To be needed 
To be in charge    To lead or be led 

      To feel connected    To be engaged   
 
 
 


