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Likability
 At best, this may sound like a 
vague term. Still, psychologists agree 
that likability is a critical character-
istic in developing trust. Over the 
centuries, human nature has evolved 

in a way that makes it almost im-
possible for us to trust someone we 
dislike.
 So, it makes sense, if you want 
people to trust you and your practice, 
you must learn to help people to like 
you.
 Among the more important ways 
to do that is developing the habit 
of making good eye contact when 
you’re talking with another person. 
Do you know anyone who avoids 

Have you ever thought 
about why you choose 
to do business with 
some companies and 
not others? Perhaps you 

haven’t thought much about it, but 
chances are that you’d have no trou-
ble coming up with your own an-
swers to that question. If you’re like 
most people, your reasons would in-
clude such things as advertising that 
caught your eye, an image that sug-
gests quality and reasonable price, 
convenient location, stocking the 
brands or types of items you prefer, 
friendly employees, and so on.
 However, when it comes to inti-
mate services such as podiatric care, 
my informal poll highlighted anoth-
er important reason people choose 
one provider over another—a sub-
tle, less frequently discussed reason: 
When we are in the market for a 
service—especially a highly personal 
service, we tend to seek out people 
we TRUST.
 Because of the highly personal 
nature of podiatric medicine, the el-

ement of trust tends to play a bigger 
role in our selection of podiatrists 
than it might in many other types 
of consumer transactions. So, how 
does a podiatrist go about building 
an image of trustworthiness?

 As a first step, you may want to 
remind yourself that the elements re-
quired to build trust between a buyer 
and seller are precisely the same as 
those that are necessary for building 
trust between any two individuals. 
Unless you’ve mastered the basics 
of developing trust in personal rela-
tionships, you’ll have a difficult time 
gaining trust in the professional ser-
vices that you provide. Consider the 
characteristics that are present in the 
people YOU trust.

Here’s how it flows 
to your bottom line.

Your 
Image
of Trust

By William J. lynott
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If you want people to trust you 
and your practice, you must learn to help people 

to like you.

Continued on page 136
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passing in a hallway:
 Employee: “Good morning, Mr. 
Smith. Looks like we’re going to have 
a nice day.”
 Boss: “Fine, thank you. And how 
are you?”
 One of the most effective ways 
to develop and demonstrate sincere 

interest in your patients is to take 
the time to find out a little some-
thing about each one, and then fol-
low through from time to time with 
questions that show you care.
 Allow patients time to fully ex-
press their thoughts about their 
symptoms, their concerns, and their 
ideas about what might need to be 
done. Even if you expect to offer al-
ternative suggestions, show respect 
to the patient by listening to her 
thoughts about her needs.

Enthusiasm
 I don’t know about you, but I’m 
not comfortable with people who 
never seem to display any sort of 
emotion. A flat, guarded personali-
ty is difficult to read… and difficult 
to trust. Since you’re never quite 
sure of that person’s reaction to 
what you say and do, it becomes 

looking you in the eye during con-
versations? If you do, chances are 
that you’re not inclined to trust that 
person.

Believability
 In some ways, the terms believ-
ability and trust are synonymous. If 
you have difficulty believing a per-
son, you aren’t likely to trust that 
person. Believability, like trust itself, 
must be earned, and there’s only 
one way to do that. In any busi-
ness or professional transaction, be-
lievability translates into one simple 
dictum: Never promise something 
you can’t deliver. Once you make a 
promise, it is essential that you keep 
that promise.
 Of course, you say. A prom-
ise is a promise. The trouble is 
that too many professionals don’t 
seem to realize that such simple 
statements as, “I’ll call you with 
the results on Tuesday,” or “I’ll 
discuss this with your doctor later 
today” are promises. Any time you 
fail to deliver on these or any other 
promises, your believability and 
your practice will suffer serious 
damage.
 Moreover, once you learn that 
circumstances have made it impossi-
ble to keep a promise, it is essential 
that you contact your patient imme-
diately. A broken promise is a serious 
problem; a promise broken at the last 
minute is an image killer.

Willingness to Listen
 Let’s be honest about this. Very 
few of us are good listeners by na-
ture. Most people want to do much 
more talking than listening. Although 
we may not be conscious of the rea-
son, most of us feel comfortable in 
the company of that rare person who 
is a good listener.
 Have you ever found yourself 
thinking more about what you want 
to say next, rather than what the 
person who is speaking to you is 
saying? If you have that tendency, 
you are almost certainly not a good 
listener.
 Learning to listen well is not an 
easy task. It takes a great deal of 
self-discipline but, from a business 

s tandpoint ,  i t ’ s 
well worth the ef-
fort. We tend to 
trust people who 
are willing to take 
the time to listen 
to what we have to 
say. And we tend 
to trust people who 
seem to make a 
genuine effort to 
understand what 
we are saying.
 A u t h o r  a n d 
adjunct professor 
at  NYU’s Stern 
School of Busi-
ness Michele Tillis 
Lederman agrees. 
“Regardless of where you are in 
your professional career,” she says, 
“Listening is a skill that you must 
work on. Listening is not a passive 
activity. It takes energy and concen-
tration to focus on what people are 
saying and what they mean by it. 
Too often, we are caught up in our 

own agendas, concerns, and inten-
tions, and listen only on a superfi-
cial level. Effective listening is the 
single most powerful thing you can 
do to build and maintain a climate 
of trust and collaboration.”
 In this light, the importance of 
a podiatrist listening skillfully to a 
patient is quite obvious. “You have 
to listen to understand,” says Leder-
man, “and listening well is a path-
way to implementing the other re-
quirements for building an image of 
trust.”

Sincere Interest
 In the course of our daily activ-
ities, it’s easy to fall into a pattern 
of superficial contacts with patients, 
friends, and family. If you listen 
carefully, you’ll be able to hear ac-
tual examples, like this exchange 
that I once overheard between a 
business owner and an employee 

We tend to trust people 
who are willing to take the time to listen 

to what we have to say.

Trust (from page 135)

Continued on page 138

“m any hard-nosed business folks think 
trust is a soft value. it’s not like a 

blockbuster new product, a savvy acquisition, 
or an ingenious cost-cutting measure. Don’t 
make the mistake, however, of equating soft 
with ‘unimportant’ or ‘minor.’
 “trust offers benefits that may take time to 
materialize, but when they do, they can make a 
huge difference in performance.”—from Trust 
or Consequences, by al Golin, Chairman, Go-
lin-Harris international.•

“trust or Consequences”
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the subject of building trust, but most 
of the basic elements are contained 
in these few paragraphs.
 It’s no secret: building a reputa-
tion for trustworthiness is a demand-
ing, never-ending job. Nevertheless, 
it’s a critical element in professional 
success. While it can be very difficult 
to win it, trust is surprisingly easy to 
lose. Every time you stray from the 
basic principles outlined here, you 
chip away at the trust others have in 
you and in your practice. PM

almost impossible to build up a 
trusting relationship.
 On the other hand, people who 
aren’t afraid to display genuine en-

thusiasm over things that excite them 
generate an open image of the type 
that suggests honesty and interest.
 One of the easiest ways to 
demonstrate enthusiasm is to smile. 
Smiling is easy to do and it’s a prov-
en way to smooth the path to trust in 
any relationship.

Follow-up
 On both a professional and per-
sonal level, few characteristics are as 
capable of building a level of trust as 

effectively as a reputation for follow-
ing up. If you say you’ll get informa-
tion for someone, get it. No matter 
what, get it. If you say you’ll look 
into a problem, do it. Any successful 
business executive can tell you that 

a reputation for poor follow-up will 
be a serious, perhaps deadly, imped-
iment in a business or professional 
career.
 And you must never allow your-
self to overlook the critical impor-
tance of following up on promises. 
Always remember: A broken prom-
ise, either by you or by an office as-
sistant, is an almost certain path to 
patient alienation.
 You get the idea. Thousands of 
additional words could be written on 

Bill lynott is a man-
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and financial topics for a 
number of publications. 
His latest book, Money: 
How to Make the Most 
of What You’ve Got is 
available in bookstores. 

You can reach Bill at lynott@verizon.net or 
through his website: www.blynott.com

Building a reputation for trustworthiness is a 
demanding, never-ending job.

Trust (from page 136)


