
1. Before you create your presentation
or pitch, describe your firm, the team,
your qualifications or experience. This
is an exercise; don’t do it in front of the
prospect—not yet, anyway.

2. Now, isolate three or four key features
that you think are key to the decision
makers on this project.

3. Now look for the benefits—the need or
want that is satisfied by those features.

4. Go beyond the features and benefits
and drill down further. Fill in the blank:
“Why is your company’s experience
so important to this decision maker?”

5. Look at your answer and ask it again.
“Why is that important to this decision
maker?” Or, “What is it about your
answer matters to this decision maker?”

6. Ask it again. “Why is whatever
you just answered important person-
ally to the decision maker?”

7. Keep going and you will have a list

of want or need words and phrases that are
all about the client. Save money, maxi-
mize budget, higher trust, no surprises,
more flexibility, more confidence, less
stress, better communication. These are
the words that not only help you con-
nect to what clients care about, they set
you apart, increase your credibility and
help convince clients to hire you.

Once you complete this exercise
you’ll know your point, and what’s
important to your prospect. From there
you can decide which facts, features,
stories, case studies, and benefits will
prove that point. Choose you content
wisely. Make it more about them, less about
you, and you’ll have greater success. Get to
the point, and get more business. SSE

Terri Langhans is a Certified Speaking Professional,
former CEO of a $30 million national ad agency, and
advisor. Visit www.BlahBlahBlah.us.

ACTION: Avoid these three pitch traps.

by Terri Langhans

CONGRATULATIONS! YOU
made it to the short list,

and you’ve been invited to
the new client interview. In reality, it’s a
pitch that could be a shoot-out between
you and “the other guy” or a line-up of
back-to-back, dog-and-pony, show-your-
credentials presentations where you and
the competition parade all day.

This is your make-or-break chance
to win. What will you say in your pre-
sentation that’ll set you apart? What will
you show that proves your expertise?
How do you hit the prospect’s hot but-
tons without stepping on land mines?

Three Pitch Traps
Here are some traps, tips and tools:
Trap 1: Too much stuff. You know

your stuff, and want to share it. You
figure the more stuff you share, the
more credible you’ll be and more likely
to get hired. Wrong. It bores people or
frustrates them into belligerence.

Whittle down the number of slides.
The rule of thumb is about two min-
utes per slide. Picture your audience
extending you a thimble’s worth of
interest. Don’t fill it with a fire hose.

Trap 2: Failure to get to the point.
Instead of thinking about all the stuff
you want to say, that you hope you get
time to say, think about this: When you
leave the room, what do you want the client
to remember and repeat? What do you
want them to say when someone asks,
“So, what do think about Acme?”

A: “Well, they talked about this, and
they showed us that, and they’re located
there, and they were easy to talk to.”

B: “They’ve got the experience we
need and can hit the ground running.”

Obviously, you want B. That’s the
point of your presentation, and every-
thing you say, or do, or show needs to
support, defend, prove, or bring to life
that point. Your point is not “hire us.”
That’s your call to action. It’s what you
want them to do as a result of being
convinced. Don’t confuse the two.

Trap 3: Making the presentation all
about you. Prospects don’t care about
you. They care about themselves, their
work and what you will do for them.
So here’s how to convert your creden-
tials and capabilities to something your
new clients will care about:

by John Tschohl

EMPOWERED EMPLOYEES CRE-
ate loyal customers who

can drive revenues to great
heights, even in the worst of times.
When you empower your employees
to make decisions quickly to take care
of customers, the results will be amaz-
ing: greater customer loyalty,
more sales, less employee
turnover, and word-of-mouth
advertising that is less expen-
sive and more credible than
anything you could buy.

While most executives
agree that frontline employees
who deal directly with cus-
tomers should be empowered to
do whatever it takes to solve customers’
problems, often they are merely giving
lip service to the concept.

Most employers—and employees—
actually fear empowerment. Employ-
ers think customers will take advan-
tage of employees, who then will give
away the store, in an effort to satisfy
them; while employees are afraid they
will be fired if they make a decision
their employers don’t agree with.

This was evident when Heidi Heise,
an employee at a Subway franchise,
gave a foot-long sandwich to two men
who were homeless and hungry. She
was fired. That Subway franchise suf-
fered $100,000 in negative publicity.
(Quiznos franchisee Steve Webber

immediately hired Heise to work for him.)
To develop an empowered workforce,

you must remove four roadblocks:
• Fear. Employees fear they’ll be fired

for making an empowered decision,
while employers fear that customers
and employees will abuse empower-
ment. When you train employees and
support their decisions, you’ll eliminate
that fear and enable them to be creative,
yet responsible, in serving customers.
• Distrust. Employers must trust their

employees to make decisions that will
keep their customers coming back. And
employees must be able to trust that

their employers will not fire
them if they make a mistake.
• Micromanagement. Nothing

kills empowerment faster. You
destroy their capacity for cre-
ative thinking and problem
solving. Let people know what
you need from them, then get
out of the way and let them do
what you’ve asked of them.

• Lack of recognition. Everyone needs
to be told when they do something well,
not just when they make a mistake. The
more you recognize the empowered
decisions and achievements of your
employees, the more they’ll use their
creativity in dealing with situations.

Eliminate these roadblocks, and
you’ll have an empowered team that
will drive business, crush competition,
and save money. When service decisions
are made on the front line, you are free
to address big-picture issues. SSE

John Tschohl is a service strategist, founder of the
Service Quality Institute, and author of Empowerment:
A Way of Life. Email quality@servicequality.com, visit
www.customer-service.com or call 952-884-3311.

ACTION: Remove roadblocks to empowerment.
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Remove Roadblocks
Empowered people grow business.

Win More Clients
Avoid three deadly mistakes.


