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In the service world, people often ask, 
“how do we build customer trust, while  
engendering loyalty?” 

Consider any environment — such as the 
typical professional services environment, 

accounting, engineering, 
architecture, law, health 
care, consulting, invest-
ment banking, insurance 
— where people are the  
primary assets. 

What can you pro-
actively do to leverage 
these assets to create 
value for your clients and 
for your customers and 
build long-term customer 
loyalty? There is a logi-
cal path. 

● Intelligence: The 
launch point for any organization is to hire 
intelligent and successful people. It seems 
simple, but the starting point for building 
customer loyalty is having a dedicated 
group of smart men and women on your 
team who have demonstrated success aca-
demically and in other life experiences, for 
example sports, previous jobs, community 
service. And, you want people who have 
a strong desire to learn, train, gain experi-
ence and build competence. 

● Training and development: Mere in-
tellect and previous success in life are not, 
in and of themselves, sufficient to ensure 
that your people will provide excellent ser-
vice and build important long-standing rela-
tionships with your customers. Your people 
need training and development programs 
to help them grow and realize their poten-
tial. My article “Developing employees is 
the key to building a great company” in the  
January 4, 2008 issue of the Houston Busi-
ness Journal discusses training and develop-
ment in the four critical areas of profession-
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al/technical skills, communication skills, 
social skills and leadership. Note that in the 
services spectrum, business development 
training is an additional critical area for  
focused training and development. 

● Experience: Along with formal train-
ing and development programs in these 
critical four areas, people need real world 
experience. This includes interfacing with 
clients and customers on a regular basis 
and confronting complex situations that test 
people. Too often the experiential part of 
the development equation is left to chance. 
Experience training needs to be as focused 
and intentional as subject matter training. 
Give people the opportunity to interface, 
develop strategy and tactics, perform im-
portant services, make judgment calls and 
take risks. Let them make mistakes and 
learn from those mistakes, but provide the 
all important safety net. Don’t stand by 
while mistakes affect the outcome for the 
customer. Let them experience success and 
enjoy the impact of that success. Be pres-
ent for your people as they gain experience. 
Share the glory and manage the risks. 

To help ensure continued success in train-
ing and development in your organization, 
include this important experience compo-
nent, be sensitive to fear and insecurity in 
people. Fear and insecurity often arise from 
some combination of lack of subject matter 
expertise, lack of hands-on training or lack 
of experience. Have several checkpoints 
along the developmental path to assess 
growth and identify insecurity and/or fear. 

● Competence: The valuable outcome 
of combining intellect, effective training 
and development and meaningful experi-
ence is the development of competence. 
Competence just happens to be the foun-
dation for customer trust. It is the most  
essential characteristic of a trusting cus-
tomer relationship. On the other hand, if 
the customer perceives a lack of compe-

tence, trust erodes. Mistrust sets in, and the 
customer relationship can be forever lost. 

● Confidence: From this focused orga-
nizational attention on building compe-
tence, individuals and organizations build 
confidence. Individuals who flourish in this 
environment will enjoy success, get posi-
tive feedback internally and externally and 
build tremendous self-confidence. Custom-
ers will gain trust. This will lead to more 
personal growth and further development 
and maturity on the part of the individual. 
And, as the team members develop more 
individual confidence, the organization will 
collectively gain more confidence. This  
enhances service, attracts more customers 
and expands the organization’s brand and 
influence. 

● Customer Trust: This gets us to cus-
tomer trust. The source of customer trust is 
individual and organizational competence 
breeding individual and organizational 
confidence. This confidence creates more 
customer trust which generates more con-
fidence which generates more trust. It’ s a 
meaningful cycle of value creation for the 
organization; one based on trust. 

● Customer Loyalty: The ultimate out-
come of the path from intellect to compe-
tence and confidence to trust, is loyalty. 
Achieving customer loyalty requires trust 
that is rewarded by consistently superior 
performance. If your customer feels that he 
or she has the smartest people, with the best 
training, best experience and highest com-
petence, who are confident in their abilities 
and worthy of their trust, the relationship 
should last a very long time. This can be 
a self-generating process that creates enor-
mous value and drives growth. And it’s all 
based on taking care of your people first.

Bill Boyar is chairman of the law firm Boyar  
& Miller in Houston.
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In the service world, people often ask,
“how do we build customer trust, while
engendering loyalty?”  

Consider any envi-
ronment — such as the
typical professional
services environment,
accounting, engineer-
ing, architecture, law,
health care, consulting,
investment banking, in-
surance — where peo-
ple are the primary as-
sets. 

What can you proac-
tively do to leverage
these assets to create
value for your clients
and for your customers
and build long-term
customer loyalty? There is a logical path.

• Intelligence: The launch point for
any organization is to hire intelligent and
successful people. It seems simple, but
the starting point for building customer
loyalty is having a dedicated group of
smart men and women on your team
who have demonstrated success aca-
demically and in other life experiences,
for example sports, previous jobs, com-
munity service. And, you want people
who have a strong desire to learn, train,
gain experience and build competence.

• Training and development: Mere
intellect and previous success in life are
not, in and of themselves, sufficient to
ensure that your people will provide ex-
cellent service and build important
long-standing relationships with your
customers. Your people need training
and development programs to help
them grow and realize their potential.
My article “Developing employees is the
key to building a great company” In the
Jan. 4, 2008, issue of the Houston Busi-
ness Journal discusses training and de-
velopment in the four critical areas of
professional/technical skills, communi-
cation skills, social skills and leadership.
Note that in the services spectrum, busi-
ness development training is an addi-
tional critical area for focused training
and development.

• Experience: Along with formal
training and development programs in
these critical four areas, people need re-
al world experience. This includes inter-
facing with clients and customers on a
regular basis and confronting complex
situations that test people. Too often
the experiential part of the development
equation is left to chance. Experience
training needs to be as focused and in-
tentional as subject matter training.
Give people the opportunity to inter-
face, develop strategy and tactics, per-
form important services, make judg-
ment calls and take risks. Let them
make mistakes and learn from those
mistakes, but provide the all important
safety net. Don’t stand by while mis-
takes affect the outcome for the cus-
tomer. Let them experience success and
enjoy the impact of that success. Be
present for your people as they gain ex-
perience. Share the glory and manage
the risks.

To help ensure continued success in
training and development in your or-
ganization, include this important ex-
perience component, be sensitive to
fear and insecurity in people. Fear and
insecurity often arise from some combi-
nation of lack of subject matter expert-
ise, lack of hands-on training or lack of

experience. Have several checkpoints
along the developmental path to assess
growth and identify insecurity and/or
fear.

• Competence: The valuable out-
come of combining intellect, effective
training and development and mean-
ingful experience is the development of
competence. Competence just happens
to be the foundation for customer trust.
It is the most essential characteristic of
a trusting customer relationship. On the
other hand, if the customer perceives a
lack of competence, trust erodes. Mis-
trust sets in, and the customer relation-
ship can be forever lost.

• Confidence: From this focused or-
ganizational attention on building com-
petence, individuals and organizations
build confidence. Individuals who flour-

ish in this environment will enjoy suc-
cess, get positive feedback internally
and externally and build tremendous
self-confidence. Customers will gain
trust. This will lead to more personal
growth and further development and
maturity on the part of the individual.
And, as the team members develop
more individual confidence, the organi-
zation will collectively gain more confi-
dence. This enhances service, attracts
more customers and expands the orga-
nization’s brand and influence. 

• Customer Trust: This gets us to
customer trust. The source of customer
trust is individual and organizational
competence breeding individual and
organizational confidence. This confi-
dence creates more customer trust
which generates more confidence
which generates more trust. It’ s a mean-

ingful cycle of value creation for the or-
ganization; one based on trust.

• Customer Loyalty: The ultimate
outcome of the path from intellect to
competence and confidence to trust, is
loyalty. Achieving customer loyalty re-
quires trust that is rewarded by consis-
tently superior performance. If your
customer feels that he or she has the
smartest people, with the best training,
best experience and highest compe-
tence, who are confident in their abili-
ties and worthy of their trust, the rela-
tionship should last a very long time.
This can be a self-generating process
that creates enormous value and drives
growth. And it’s all based on taking care
of your people first. 

BILL BOYAR is chairman of law firm Boyar & Miller in
Houston.
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