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THE BLUE COLLAR COACH






Solution-Focused Service Sales

Hello everybody, Kenny Chapman here, the Blue Collar Coach coming to you with this month’s training about solution-focused service calls.  
With all the ride-alongs, training, and on sites that I do for my clients’ companies, I’m working with technicians in a group setting and I’m also working one-on-one.  I’m in the service truck side-by-side with guys just like you every single month riding in different markets with different customers with a different focus and in different trades.  
There are a lot of variables when it comes to the different companies, customers, and markets that I’m involved in with helping people accomplish greatness.  

Regardless of company, there’s a commonality that I see.  
We don’t focus enough on solutions when it comes to our service call.  You guys all know that I talk about this “broke/fix mentality” that we have as an industry. What I mean by that is we sit around and we wait and we wait and we wait and all of a sudden finally something breaks for one of our customers and it’s something that one or our products or services can fix.  It finally breaks so they call us.  We go back out, repair it, and bring it right back to the level that it was prior to our call and then we go off and everything’s just fine and dandy right?  It’s just right back to the way that it was.  

There’s no talk about enhancement.  
There’s no talk about upgrade.  
There’s no talk about efficiency.  
There’s no talk about new technology.  
There’s no talk about the benefit of a quality solution for our customer.  

Stop penalizing your customer based on your mindset.  We might not do these upgrades.  We might no do these enhancements.  We might not perform some of these goods and services in our own personal homes because we’re technicians.  We know how to fix it.  We know all the variables involved and we are licensed professionals.  
You’re not your customer, get it out of your head and let’s focus on solutions.  So today’s all about a solution focused service call.  

Are we sometimes going to do just “broke/fix” repairs from a solution focused service call?  
Sure, sometimes it’s going to happen but I want to make sure that we’re offering our customer all the solutions that they deserve as professionals in their home.  
This isn’t hard selling.  
This isn’t pushy selling.  
This isn’t sit down and arm wrestle at the table.  
This is a quality of information and education process based on the best possible scenario for the customer. Then you allow them to make an educated decision as they weigh in the professional opinion that we had as we educated and shared with them. 

Does that make sense?  Absolutely it does.  And this is not difficult. This is not a far stretch.  I see technicians in “broke/fix” mentality where it’s only a minor shift to get them to a solution focused service call mentality. Then, really good things begin to happen.  So let’s look at a couple things.
Retail-Based vs. Solution-Based Selling

First and foremost when we think about solution focused service calls, we have to look at the difference between what I call a “retail based” selling strategy and a “solution based” selling strategy.  
With a retail based selling strategy, it’s more transactional.  This is more about the product or the service itself.  This is about a car lot advertising that they have the latest and greatest Honda Accord now that has XYZ features and benefits and it gets this kind of gas mileage and it has this kind of included maintenance plan…and on and on and on. 
It’s all about that product and that product is going to act like a magnet in the marketplace to draw customers to that product. 
Okay, that’s a retail model.  Whether a new cell phone comes out, a new computer comes out, a new type of TV comes out, I’m talking about the product, the product, the product and based on that product certain customers will gravitate to that.  
However, that is not the way that we operate.  That is not the way that our business models are set up.  That is not the way our customers want us to handle them in a solution focused service call environment.  

The retail mindset is more about transaction.  You come into my store, you buy the cell phone, I teach you a little bit about it, off you go and you can learn the rest on your own, because this is about the product.  
No.  We’re going into customer’s homes.  We’re in the home services world.  We’re dealing with people, we’re going into their castle and I don’t care if it’s one of these homes where we’re putting on our shoe covers to protect our own feet right?  (Because we do run into those!)  

No matter what it looks like, no matter if they should be on the TV show Hoarders, this is their castle and they’re inviting us into their home and they have hundreds and hundreds of choices other than us in virtually every market in the country.  Regardless of how small or how big your market is, let’s agree on one thing: there’s tons of competition.  
Okay, I get it.  I see it everywhere.  But now we look at the solution focused service call, and this is about relationship-based selling.  This is about understanding the wants, needs and desires of the customer.  

In retail selling it’s completely product-oriented.  It’s like you’re just an order taker.  

You shift over to solution focused service calls, and now I have to become like a consultant in this role.  
-I have to ask quality questions.  
-I have to understand the entire situation.  
-I have to know the environment.  
-I have to know how my goods and services might meet this person’s wants, needs and desires.  
This is completely about their focus, what they want as they use our services, as they operate our products and the things in their home.  Based on that, I match a product or a service based on their specific situation.  

Now, don’t get caught up in the fact that this is going to vary.  With every single customer, it’s going to completely change.  Well, guess what? There’s a little variable with all the service calls you run and that little variable is called your customer.  
Your products, goods and services remain virtually the same no matter what situation you go into. But until we get to understand what the customer’s about, we don’t really know what products, goods and services to offer in order to match up to them.  
This is about solutions.  
There are four things that we want to think about and get clear about when we’re looking at solution focused service calls. 
The Four D’s of a Solution-Focused Service Call 

This is an extension of our ultimate customer service experience service call.  This is about a few key things that I want us to think about in a solution-focused mindset for a service call.  
#1:  Discover 

We’ve got to completely discover and uncover what’s happening with the situation.  In our Service Sales Success School we talk at length about this discover piece because we’re really good as technicians, and we’re understand that we need to discover everything going on with the equipment right?  I’m talking about discovery with the customer.  
-Discover what their environment is like.  
-Discover what their habits are when it comes to using our products and services.  

Uncover everything that’s going on so we can discover what they’re really all about and how they operate.  
What are the hours that they keep?  
How much do they use our water heaters?  
How much do they use our electrical services?  
What type of reasons do they use it?  
Do they like dim lighting because they’re doing entertaining?  
Do they need ceiling fans because certain parts of the home are different temperatures? 
These are just examples as we uncover, uncover, uncover.  
First we’ve got to discover everything that’s going on.
#2: Diagnose  

Second, we need to diagnose. We’re all taught that we diagnose, get a set of gauges, and figure out what’s going on, all from a technical standpoint.  
I’m talking about diagnosing our client’s needs.  
I’m talking about getting in with our customer and really diagnosing what they’re about.  Your calls are the same most of the time, with most situations right?  It’s kind of similar, but the variable is the customer, right?  

So we diagnose our customer as well as our equipment or whatever we’re technically working on.  We’ve got to discover everything that’s going on, what their wants, needs and desires are.  
Then we need to diagnose what type of a situation are they after.  What do they really want?  How do they want to handle this moving forward?  
#3: Design

Then in a solution focused service call, the third D is design.  Now I’m going to design my option sheet to craft a quality presentation.  
If I discover everything that’s going on in the home and how their lifestyle is impacted by our products and services, then I diagnose everything that’s going on within the system and within the customer.  
Now I take a step back, I get to my truck; I design a quality option sheet with solutions in mind that I can continue to share with them.  Then I ask myself: How can I design this option sheet effectively so it will flow and so I’m comfortable?  

I start with the reason that they called me first but then I make sure to educate them about enhancements, upgrades, replacements, and different things like that as part of finding a solution for this customer.  
#4: Deliver

Then the fourth D is to Deliver those options.  Deliver that presentation effectively and concisely but with quality explanation.  
This is about the education.  It’s not about being tied to one specific thing on the option sheet.  This is about just sharing and educating and helping your customer understand their options. 

When we look at solution-focused sales, I want to share five things with you on top of these four D’s.  
5 Key Points of Solution-Focused Service Sales
Number one, this is about you because I know you understand your flat rate book.  I know you know how to do the technical work.  That’s not what’s at question here.  

What’s at question here is how you can get more focused on solution rather than just repair and I get that it’s not easy.  
I’m on ride alongs; I’m standing back here watching you.  You’re diagnosing.  You’ve got the customer talking to you.  You’re looking at the equipment, you’re thinking, you’re trying to pay attention.  I’m in your back pocket, all these things.  This is all constructive to help you though.  
#1. Understand the Benefits of Your Product/Service
So, first and foremost, we need to get clear about what are the benefits of this product or service?  What makes this thing really good?  

These benefits can be from the manufacturer, your company, managers, your peers, and all different areas where they say, “This is what makes this product good.”  Okay that’s first.
#2. Really Understand How it Benefits Your Customer

Next, we want to really figure out why it’s indeed a benefit.  Now why would I have both of those?  First we understand the features or the benefits of the product.  Second we figure out why it’s really a benefit.  
Why do I say that?  
Because I’m on ride alongs all the time, and a technician might have a new sales brochure or new information.  Well, I’m supposed to talk about indoor air quality today or I’m supposed to talk about water treatment today or water quality.  Many times, I really don’t understand and this is going on internally.  I really don’t understand.  I really don’t know why I’m pushing it and I’m really not comfortable with it therefore I’m probably not going to talk about it.  And if I do talk about it, it’s going to be kind of halfway because I’m not really committed to it.  I’m not really behind it.  I’m not really getting it 100 percent.  

You need to do the work to understand why it’s a benefit to your customer and their situation.  Not to you, to them.  
They make different buying decisions than you do, and we need to be very clear when we think about those things.  
#3. Identify the Problem that our Benefit Addresses  
Your customer has a problem, and we need to think about that.

People make far more decisions and make far more movement in their lives based on moving away from pain than they do moving toward pleasure, so we want to address that problem with our benefit being the solution.  
We want to get clear about that.  First I understand what the benefits are of what I’m told, then I get really clear within myself about what those benefits mean and why they really are benefits.  Then, I look at what problem this benefit addresses.
#4. Educate the Customer About That Problem  
I start with the problem: This is why you’re drawing extra amperage, because the blower wheel is so dirty or the motor is whining, whatever the case might be in the situation.  You’re running out of hot water because of all these different challenges, etc. You want to paint the picture of all the problems that are going on. 

You can practice this in your own companies.  You can role-play this.  You can spend time addressing each one of these main things in your price books okay?  

#5. Offer the Solution 
As I’m going through and I’ve crafted this quality option sheet, then I run through this, I must make sure I’ve got it really clear in my head.  Then when I go back in, guess what?  I have a lot more confidence.  I have a lot more flow.  I have a system.  I have a process.  I have a reason and I have belief. 

All I want you to do is educate them.  All I want you to do is sit there and have a quality conversation, answering their questions, drawing things out.  
We’ve built some trust before we get to this point because we’ve spent some time on the four D’s as we discover, diagnose, design, and as we get ready to deliver. We look at the benefits and understand it really clearly as we build our process and our presentation.  Ultimately here’s what we know: customers really want just a few things.  
4 Things Your Customers Really Want

1. For the Product to Work the Way They Want 
Your customers want to know that the product is going to work the way that they want, and the way it’s supposed to.  That’s a main thing.  They want it to do what we said it’s going to do.  
2. For Us to Be There if They Have an Issue

Then they want to make sure that we’re going to be there if there is an issue.  
They want comfort.  
They want confidence.  
They want belief that if there is some sort of a challenge, an issue, a problem, or something comes up that we’re going to be there to solve it for them.  

Okay, that’s part of that trustworthiness, part of that credibility.  
3. Company Reps That are Trustworthy

This is based on studies in the marketplace.  They want company representatives that are trustworthy.  
That’s from the newest apprentice all the way to the president or the CEO within an organization.  
They want to be able to trust you.  
They’ve got to know you.  
They’ve got to like you if they’re going to trust you.  
They’ve got to understand who you are.  That’s why we’ve got to open up a little bit in this discovery process. 
4. Say What You Mean and Do What You Say 

Last (and certainly not least), they want you to say what you really mean and they want to know that you’re going to do what you really say.  
The first part of that is: they want you to say what you really mean.  Think about that.  
All too often I see technicians that are hesitant to make recommendations or make statements based on “my professional opinion,” based on all of my years of experience.  As many times as I’ve seen a situation like this, Miss Jones, that you’re in today, here’s what most of my customers choose to do and what I’ve seen as the best solution for most of my customers.  

Lay it out there.  Don’t be afraid of that.  They’re asking for it.  Studies say they’re asking for it.  They want guidance.  People can’t make a decision about where to go to lunch and we’re asking them to make a decision involving several thousand dollars.  

Get solution-focused with your service call.  
That doesn’t mean that you’re not going to offer a Band-Aid fix as a last resort if that’s all they’ve got in their budget, if that’s all they’re able to do today, but we as technicians as a group often lead with that based on an assumption: All they want is a Band-Aid.  That’s all that’s in their budget.  They mentioned price once in a while I was doing my walk through.  I’m sure there’s nothing else here.  We lose it, and then we don’t remain solution focused.  Then it’s not even on the option sheet.  

Then we don’t have a quality presentation explaining the benefits and all the things that matter to the customer because people buy on emotion and then they justify on logic.  Let’s remember that.  
This is about helping them understand quality of options.  
It’s good, better, best.  It’s enhancement.  It’s upgrade.  It’s broke, fix, repair.  
I want multiple options on that option sheet.  I want you to continue to work on that but focus on solutions this week when you’re out there running.  

Don’t just focus on oh, this thing is bad, therefore I’m going to fix it back to get it to this level.  This thing is bad.  What really caused that?  What would make this thing never happen again?  
Maybe it’s as simple as a maintenance agreement.  Maybe it’s as extensive as a complete reline on a sewer system or a replacement of a system or a panel upgrade or whatever.  
Don’t worry about what it’s going to be.  

Worry about where you mind is and that is on the solution focused service call beginning today.  

I’m Kenny Chapman, the Blue Collar Coach, your contractor coach and sales trainer.  Until we talk again, have a better than fantastic week and I’ll see you next time.
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