
March 2009      Vol. 7,     No. 3

For more information, go to:
www.longview-group.com/seminars.html
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Attend just one day or both.

DAY 1 - A/E/C Essentials: An
Introduction to the Design and Con-
struction Industry

DAY 2 - Powerful Persuasive Proposals

Essentials & Proposals

Services Selling: What you can learn from 
my new car purchase experience
by Dennis Schrag
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Nashville, TN

April 16 & 17, 2009

Washington, DC

May 14 & 15, 2009

Not so long ago, I decided to purchase a new 
car. I knew exactly what I wanted.  I studied the 
car sites intensely.  On line I compared various 
models: fuel ef! ciency, rater scores, value in ! ve 
years, and so on.  Like most other purchases, I 
ended up shopping for the car that looked best 
to me…regardless of the facts.  Purchasing 
anything involves both logic and emotion.  But 
emotion tends to win out.

I was in Des Moines and drove past the Cadil-
lac dealership.  There she was.  A black DeVille 
with a moon-roof. That was the car.  Now was 
the Des Moines dealership the right seller?

The young fellow who made a rush from the 
showroom to greet me was new at selling.  We 
chatted.  I " ipped the table on him…a mean 
thing for a customer to do, but I had less than 
an hour until my appointment.  “Josh, if we can 
reach agreement on that black DeVille will you 

sell it to me today?”  I just stole his thunder#   He 
was awestruck.  

“Well, ahhh, ahhh, ahhh.  YEA#”

“Great,” I said, “Let’s go inside and you give 
me a price.” He explained that his sales manager 
expected US to test drive the car.  I explained 
that I was in a hurry, that I had driven the car 
elsewhere, and that all I wanted was a price.  He 
said he HAD to have me drive it.   I was not 
pleased, but agreed.  

“I’ll drive it around the block and then you can 
get me a price, OK?”  I was sliding into the 
driver’s seat as he told be about the power seats 
and lunbar controls, the heated leather and the 
padded steering wheel. This car comes with XM 
Radio, he explained.  He provided one feature 
after another….eating up my valuable time. I 
tuned him out.
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Lesson 1
When clients are ready to buy, forget about marketing them.  It’s 
too late.  In fact, it makes them mad.  Many times, service sellers 
think they should load up a sales proposal with a ton of market-
ing brochures. Big error.  A request for proposal is an invitation to 
BUY, not a request to market.  There is a big difference.

Josh never asked me how I used the car. He never engaged a con-
versation about ME and my needs, issues.  He was too busy telling 
me about the features. He was worried about pleasing his sales 
manager.  Josh could have asked how I used the car.  I would tell 
him I drive to Chicago and to Minneapolis frequently. I want a big 
car for the long trips.

He never took the features of the car (heated seats, great accelera-
tion, reasonable gas mileage and the XM radio) and converted them 
to bene! ts for me.  As he explained XM radio, I told him I was old 
and was cheap. I told him I would never spend money to listen to 
the radio.

I bought the car.  It came with free XM for three months.  I would 
never buy a car without XM radio.  You see, Josh couldn’t move 
beyond the FM radio feature to the XM radio BENEFIT.  The 
bene! t of XM to me is I can disco all the way to Minneapolis and 
can Beatles all the way back.  It makes the ! ve hour trip seem like 
three hours.

Lesson 2
Clients only buy bene! ts that really help them.  If you cannot 
convert your service features into personalized bene! ts, you don’t 
know your client enough.  

Tell me about the features - YAWN.

Convert the features into how they make my life easier, how they 
save me time, or conserve my money... I like you# 

I bought the car from another dealer.

A 2008 research study by Ann Taylor and Doug Parker, both of Origin 
Design of Houston, Texas shows some fascinating results about 
professional service ! rms’ quali! cations documents. Quali !cations!
that!Break!Away!from!the!Pack:!Essentials!of!Differentiation was 
commissioned by the Society for Marketing Professional Services 
Foundation. Quali! cation documents both introduce a ! rm to a new 
client, and demonstrate competence. Qual packages are like the ante in 
the game of poker. It gets you into the game. 

Their study included the analysis of over 100 ! rms’ qual documents. 

The results

Generic quali! cation packages are disappearing.   Over 67% 
of the ! rms noted that they provide or will shortly provide 
customized quali! cation documents.

The best way to customize a quali! cation’s document is to limit 
the content that is most relevant to the client’s immediate needs.

Qual packages may take on the role of “! rst impression” of the 
service provider. As a result, they take on greater importance. 
Typos, strange lay outs, poor content and sub-par aesthetics will 
close you out of this game and perhaps future opportunities.  Hire 
an outside proofreader#

Smart qual documents are the result of researching the potential 
client and the opportunity.  Know what the prospects needs 
and wants helps focus the quali! cation document, helps keep 
the message on point and clear and sets the ! rm apart from the 
competition. 

For more information, go to:
http://www.smps.org/AM/Template.cfm?Section=Research&Template=/CM/ContentDisplay.cfm&ContentID=2926.

Services!Selling, continued.

Better quali® cations documents


