The Four Abilities to Yes

The final ability that can help increase your sales percentage

By Terry Begue

Editor's Note: To see the full series The
Four Abilities 1o Yes, go to wwwpain
miag.cam/FourAbilicies shinil,

Wow-agiumy
Y A ) ow-ability is the art of
'-‘.:.".l'k':'ﬁ"'-' impressing your customers,
" W Notice 1 said customers, not
prospects. The other three abilities are
focused on selling to prospective cus-
tomers, Wowing your prospects helps
you clese more sales. But the best bene-
fit of wow-ability comes after the job is
complete. 1 like to think of this as refer-
rals on steroids!

Nothing is more powerful to growing
your business than a customer endorse-
ment Asking for a referral isn’t enough;
the referral must be earned. In other
words, you need to impress your cus-
tomers with your services. Here are
three things that will not only get you
remembered but also will probably win
you a priceless referral as well.

OVERDELIVER - DELIVER MoORE
Than You Promise

Farlier 1 said that T make a lot of
promises, and [ Keep every one of them.
[f you want to beat the competition, you
must do more than what's expected with
no  expectation of receiving more
money. Alter all, how hard is it to do lit-
tle things for your customer? Clean ount
the gutters, cut branches scraping the
siding or paint the mailbox to match the
house. If you're inside, clean the dust ofl
the ceiling fans, change hard-to-reach
light bulbs or vacuum behind the couch
while it's away from the wall.

In my business, we don't ask. We just
do little extras, but at the end when I'm
reviewing the job, 1 tell my clients every-
thing we did. Many offer to pay extra
money, but instead [ tell them, “Just
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send me a job" That's an example of
earning a referral, and it's like money in

the bank.

TESTIMONIALS

The most powerful selling and market-
ing tool is technically not even yours! [t
the borrowed words of your customers;
i's a summary of their experience work-
ing with you.

Few business owners use recommenda-
tions to promote their businesses, It
amazes me that testimonials are under-
used because they're [ree! They cost noth-
ing more than the time it takes to collect
them.,

What someone says about you or your
company is a hundred times more influ-
entidl than anything you say. Remember,
most buyers hire a company they're com-
fortable with. It really helps customers to
know that their friends and others had a
positive experience, And what's the best
way o get testimonials? Simply ask. If you
treat your customers well, they'll be happy
to endorse you,

Use testimonials in all your marketing.
Leave a list of references with your
prospects when you're on a sales call and
add them to your website. Fven more
powerful are videos of your customers
saying good things about you. Go to
beguepainting.com and click on Testimo-
nials to see both video and writlen com-
ments by my customers. You just can’t
have too many endorsements! Most won't
take the time to read or view every one of
them, but they make a strong statement.

Risk REVERSAL

Even if prospects like and teust you,
they stll want the relationship o be
hassle-free. Remove any remaining risk
by taking all responsibility. Make sure
your prospects know that until they're

completely satisfied, they won't receive
abill.

As legitimate business owners, we all
stand behind our work, but few business
owners use responsibility as a selling
point. Reap the benefits of assuming
responsibility by asuring customers that
you won't charge them until they're satis-
fied. [ call that giving your customers per-
mission te nitpick,

If customers aren't happy with your
work, they will do one of two things.
They'll say something and hepe you'll
make it right. Or il they're nonconfronta-
tional, they'll say nothing and just go
away, never t use you — or refer you —
again. Be sure they understand that you
want to know il they're happy.

1 found that assuming the responsibili-
Ly forces you to stay in ¢lose contact with
your customers. This also pushes you and
your crew to provide quality. [ tell my
crew, “1f T don’t get paid, 1 can’t pay you
either” So the job must be perfect. And
you know what? P've always been paid!
This dialogue with my customers and
crew creates a win-win-win situation for
all of us,

Some of these ideas may seem a little
shocking, but if you want more business;
you'll need to step out of your comfort
zone, Most competitors won't even think
of these things! Your customers’ concerns
provide you with an opportunity to stand
out. Remember, successful people do the
things unsuccessful people are unwilling
to do! A
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