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BUILDING BETTER 
CLIENT COMMUNICATION

‘Nothing will get in 
the way of a healthy 
client relationship 
quicker than a 
hurried word or a 
misread email’
the mood in an email so it is 
always best to leave ego 
and expectation at the door 
when either sending or 
receiving one and always 
remain professional. 
Remember, you can never 
take an email back. It is 
always a good idea to stop 
and think and then take a 
breath ..

 The Client Brief
Before your project begins 
and possibly before the first 
meeting or phone discussion, 
a great resource for better 
communication to introduce 
is the client brief. The client 
brief is a series of questions 
designed to get to the core 
of the project and to unearth 
tastes and expectations. 
Once an outline is 
developed it is a lot easier to 
navigate where to start from. 
The client brief is an excellent 
way to kick-off good client 

In a world where ideas are 
exchanged, reproduced, 
expanded and recycled 
as quickly as a good 
broadband network, a 
positive client/ designer 
relationship is more 
important than ever. So 
much of what we see, do 
and how we behave is 
influenced by design.
Design provokes thought 
and feeling, has its own 
personality and character.

When a good client/ 
designer relationship is 
built, time is used more 
effectively to achieve the 
desired results. No one 
form of communication 
holds out best over others 
but a combination can 
provide a solid, stable 
foundation for your 
relationship.

As with any business 
relationship, the client 
wants what the client 
wants and if that is 
hanging upside down 
from a rafter, we’d better 
find a way to get it done. 
That is unless, you can 
show a better way to 
achieve the same result. 
As trust builds, ideas can 
be built upon and 
expanded to reflect the 
desired result.

The most used methods of 
communication between 
client and designer are face 
to face, email and telephone. 
Sometimes meeting face to 
face isn’t practical for 
geographical or time frame 
reasons and that can not be 
helped. A combination of the 
three usually works best but 
isn’t essential if you work at 
excelling at the other two or 
even one of the above 
methods. These days where 
there is the added option of 
applications like Skype, we 
are better equipped than 
ever to stay in touch. 
However, nothing will get in 
the way of a healthy client 
relationship quicker than a 
hurried word or a misread 
email. Emails often cannot 
convey mood or environment 
and the subtle clues we 
receive from re assuring body 
language and tone are 
missing.

Miscommunication can easily 
occur when people have 
different expectations about 
the e-mails that they send and 
receive. If the sender is 
excited and the receiver is 
overloaded at that particular 
time for example, the sender 
may come across as pushy or 
domineering and the receiver 
short or inattentive. 
It can be really hard to gauge  

communication for both 
parties. As a client your 
ideas will emerge and 
come to life as you answer 
the questions provided. 
The hardest thing for a client 
can be putting ideas into 
words and for the designer 
to ‘get’ where the client is 
coming from. The designer 
can get a much clearer 
picture of the clients needs 
by breaking things down 
into pieces. 

Some questions you might 
find in the client brief are:

•What is the main purpose 
  for your design?
•What is your target 
market?
 

•How do you wish to be 
  perceived by your client 
  base?
•What are the best key 
  words to describe your 
  business (or book)?
•What are other designs/
  styles you like or have 
  been drawn to?
•Do you have any 
  particular dislikes?
•Do you have any 
  preferred colour  
  schemes?
•Are there any colours you 
  have a particular aversion  
  to?

•What is your budget?

•What is your time frame?

These questions can be 
expanded on or tailored to 
suit on a service-to-service 
basis.

“The designer can get 
a much clearer 
picture of the clients 
needs by breaking 
things down into 
pieces” 

Cost Guide or Outline
Now the topic of having a 
price list is a controversial 
one and many a valid 
point can be made for 
either side of the 
argument. Some say that a 
price list that is perceived 
as too high can scare 
potential clients off or 
leave designers open to 
be under-cut by other 
designers.
By stating that a cost 
outline or price-list is a 
‘guide only’ and to make 
a more precise quote, 
contact can be made 
with requirements or fill out 
the client questionnaire for 
a detailed estimate.
 
Clients need to be made 
aware of the time and 
personal service that 
needs to be committed to 
developing the best 
designs for them. If they 
see how the process works 
a respect develops for the 
work done. Directing 
acquaintances who ask 
“how much for you to 

just...” to the price guide 
or to the website will show 
them that this is a 
professional service and 
how a living is made. 
AND also that designers 
and creatives don’t ‘just’ 
sit at home doodling or 
scribbling all day ( well 
not ALL day anyway). 

In turn, the client is also 
protected by the cost 
outline from exploitation 
or a blown out budget.

The Website
Another great tool 
against 
miscommunication 
between designer & 
client is the website. 
The website should be the  
‘go to’ on just about any 
matter that comes up 
between you. 
Any important 
information needs to be 
available on the Website 
so both parties can refer 
back to it. Clearly stated 
‘Terms and conditions’ 
with all potential issues 
covered  including 
payment terms, deposit 
amount, copyright 
outlines, cancellation fees 
etc.

Any website is the voice 
of a business and should 
reflect the professional 
image and relationship 
wanted. People use 
websites and need to be 
used.
Make yours user friendly.

Your own voice
Lastly on the topic of 
good communication 
between designer and 

client, you have your words.
Nothing makes a person 
feel better or more at ease 
than to have someone 
listen to them and be 
interested in what they 
have to say. People will 
always be drawn to those 
who build good rapport 
and who are genuine.

Bethany Yates-Sclater
BYS Graphic Design & Illustration
www.bysgraphicdesign.com.au
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