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7 Ways to Sell More and Serve More

Your job is to make recommendations 
and give options AND allow the 

customer to make their own decisions. 

 The best case scenario for Contrac-
tors is to work with a customer, 
close them on a job, deliver that 

job and get paid, and then have them 
call you back for more work in the fu-
ture.

Unfortunately, the best case scenario 
doesn’t always happen, does it? Some-
times customers can’t be closed; some-
times customers are closed but resist 
paying; and sometimes customers even 
pay but complain about it. 

So, how can you as a Contractor cre-
ate happier customers while also selling 
more and serving your customers at the 
highest level? Here are seven strategies 
that you can use while sitting with your 
customer face-to-face to help.

#1. Stop Calling It An Estimate 
It’s standard industry practice to show 

up at a customer’s house and give them 
an estimate, right? But the very word 
“estimate” sets up expectations in the 
customer’s mind that the price is vague, 
negotiable, open to interpretation, and 
not definite. 

Start on a stronger foot by calling it a 
“Consultation.” That’s a completely dif-
ferent frame of mind for the customer 
and for you. A consultation holds more 
credibility and less room for negotia-
tion than an estimate.

#2. Be the Expert 
This builds on the above concept of 

a consultation (instead of an estimate). 
It’s the approach you should take when 
you review the potential job and then 
sit down with the customer to discuss 
what to do. Don’t do what every other 
Contractor does and approach the con-

In your options, don’t just emphasize 
the features of the products or services, 
explain why they’ll provide value to the 
customers. 

Explain the beneficial value of choice 

to the customer. After all, a customer 
won’t be able to make a decision be-
tween two types of highly technical op-
tions but they will be able to make a 
decision between the choices that are 
explained in terms of beneficial values 
they understand. 

#5. Help the Customer Make  
a Decision

There’s another saying that goes, “A 
confused mind says ‘no.’” Your job as 
the expert Contractor who gives rec-
ommendations and options is to make 
sure there is absolute clarity on all the 
options. That way, the customer is not 
confused by any of them.

But decision-making goes beyond 
that. A customer is weighing a number 
of factors—from the beneficial value 
to the price to the timeline to other 
benefits they get. Your job as an expert 
is to make recommendations and give 
options AND allow the customer to 
make their own decisions but to also 
help the customer make a decision. 
Ask the customer what is important to 
them, and why, and who them how to 
weigh the costs versus rewards of each 
choice.

#6. Price Drop Carefully
Some customers will agree to your price 

without question but Contractors get the 
most frustrated by customers who say, 
“Can you give a better price than that?” 
Problem is, Contractors should NOT just 
drop the price when asked because it in-
correctly positions your services as being 
too-high-priced before. 

Instead, have some options up your 
sleeve that you can trade with the cus-
tomer. Never just price drop without 
asking for something in return. It might 

be a social media review or the referral 
of a friend or family member, or even 
the added purchase of another prod-
uct or service (i.e., “Well if you buy 3 of 
these then you get an additional 10% 
discount”).

#7. Add Surprise Value
During the decision-making process, 

and during the job itself, continually 
surprise the customer with added value. 
Maybe it includes bringing coffee and 
donuts to the job, or maybe you wrote a 
book that you leave with the customer.

Whatever it is, deliver multiple value 
items (a thing or an extra service) now 
and then to show the customer that 
you go the extra mile. When you’re up 
against another Contractor for a future 
job, the customer will remember all the 
extras they got from you and that will 
tip the scales in your favor.

Summary
Ideally, you go to a customer’s home 

and give them a price on a job… and 
then you get the job, do the work, get 
paid, and get a happy customer. But 
many Contractors learn from expe-
rience that it could go wrong each 
step of the way—from losing jobs to 
chargebacks to unhappy customers 
(even though you delivered what they 
wanted).

The best way to sell more, serve 
more, AND end up with happy cus-
tomers is to deploy these seven strate-
gies in your interactions with custom-
ers. You’ll find that you close more 
jobs (and higher paying jobs) and end 
up with happier customers. That’s the 
best case scenario and it can happen 
more often in your business! 
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versation like the customer knows best. 
They don’t! You are the expert; step up 
and BE the expert!

Think of the last time you went to a 
doctor. A doctor didn’t ask you what 

you thought. The doctor is an expert 
and he or she reviewed your health and 
then gave you a recommendation. Ex-
perts recommend. You should recom-
mend a course of action for your cus-
tomer.

#3. Give Your Customer Options 
Even though you are recommending 

a course of action, it doesn’t mean that 
you are being pushing or telling the cus-
tomer they only have one option. The 
customer will value it if you give your 
expert’s recommendation with two-to-
four options.

Start with, “Here’s what I recom-
mend,” and then outline a few options 
that the customer may choose from. 
They may vary in price or timeline or 
approach. Explain each option to the 
customer clearly, and why you (the ex-
pert) are recommending it.

#4. Reinforce Value
Value is what the customer gets from 

the options. There’s a famous saying 
that goes: “people don’t buy a drill… 
they buy the holes that a drill can 
make.” The holes are a value of a drill. 

SPRINGFIELD, OH — Electric Eel Man-
ufacturing, based in Springfield since 
1939, is celebrating 2019 as their 80th 
year of manufacturing professional qual-
ity drain and sewer cleaning equipment.

Widely known as the originator of 
the Model C dual cable sectional drain 
cleaner, Electric Eel steadily grew and 
expanded its product line over the 
years in its Ohio manufacturing facil-
ity, becoming a complete source for 

Electric Eel Marks 80 Years of Innovation
drain and sewer cleaning from drain-
lines to mainlines!

Electric Eel’s current product line 
includes a wide range of electric and 
gas powered sectional drain cleaning 
machines, drum style machines, high 
pressure water jetters and a full range 
of pipeline inspection camera systems 
and locators. 

For more visit https://www.electriceel.
com. 


