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Introduction
1

Dear fellow service provider,

Do you sometimes wish you could just read your prospect's mind? Understand what it was you did or didn't do 
th t d th  b  t  l  th  d l ith  l ?that caused the buyer to close the deal with someone else?

What if you knew what was most important to your buyers in their purchase decisions? What if you knew the top complaints 
buyers had with you and the sales process? What if you could pinpoint the areas  of improvement  you can make that will have 
the greatest impact on your ability to close new deals?

Could you take that information and use it to improve your close rate? 

To help you demystify the professional services purchasing process, we set out on a journey to uncover exactly how purchasing
decisions are made. More than 200 buyers shared key insights with us and along the way we found that many service 
providers— just like you and me—are making costly sales mistakes that are losing them new business. In fact, 80% of buyers p j y g y g y
say they experience at least one major problem during the professional services purchasing process.

In this special report, we highlight the most common sales mistakes service providers make—according to your buyers—and 
provide tips you can use to identify where your challenges lie so you can succeed in selling. 

A d ll I k i i h if fi d hi i f i h l f l h d d h i i h h H ’ h li k hAnd all I ask in return is that if you find this information helpful, you go ahead and share it with others. Here’s the link to the 
original page: http://www.raintodayblog.com/sales‐mistakes‐report/. Thanks!

Best,

Erica Stritch, General Manager
Follow me on  Twitter: http://www.twitter.com/ericastritch 
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Are You Losing the Deal?
2

Regardless of the business development tactics 
you're using as a professional services provider—
speaking publishing direct mail email referral

Likelihood of Services Buyers to Switch Providers 
2009-2010

speaking, publishing, direct mail, email, referral 
programs, etc.—at some point every one of these 
tactics leads to the all‐important first (and possible 
second and third) conversation. 28%

33%

72%

67%

0% 20% 40% 60% 80% 100%

Management Consulting (N=58)

IT Consulting or Services (N=92)

Loyals Switchers

Much business development success and 
failure is decided right here. 

When you get to this stage of the business 
development process you're looking at great

33%

35%

39%

43%

67%

63%

61%

54%

IT Consulting or Services (N=92)

Marketing / Advertising / PR (N=52)

Training (N=83)

Archit. / Engineering / Constr. (N=28*)
development process, you re looking at great 
potential: only 28% to 48% of clients are loyal 
to their current provider. In fact, when RainToday 
surveyed B2B buyers of professional services, we 
found that, depending on service area, a 

i 2% 2% f

45%

46%

48%

53%

52%

52%

HR Consulting (N=49)

Accounting / Financial Consulting (N=83)

Legal Services (N=‐50)

Note: Some respondents answered "Don't Know" and are not represented in this chart.

whopping 52% to 72% of buyers would 
consider switching providers.

So, the potential to snatch up a new client when you 
get to the conversation phase of business 
development is huge. But, the problem remains that 

N=# respondents; *N<30=small base size

even the best professionals—experts in their fields 
who give great client service—struggle with turning 
first conversations into new clients. 
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Costly Mistakes
3

For most of us, if we want to improve our business 
development skills and behavior, there are dozens 
of potential areas of focus from which to choose

Taking a look at the service purchasing process 
from the buyer’s perspective offers invaluable 
insight that you would be wise to consider in yourof potential areas of focus from which to choose. 

The difficult part usually is not identifying 
what we could improve; rather, it is knowing 
which areas would provide the most benefit 

insight that you would be wise to consider in your 
own selling process. 

for our energy if we worked on them.

To examine both the easier and the more 
challenging pieces of the puzzle, we asked 200 
buyers of professional services:

80% of buyers 
experience at least one 

buyers of professional services:

Thinking of the last few times you selected a 
provider, which of the following problems 
did you encounter during the process?

major problem during 
the purchase process for 

professional services

If the provider had been better in this area, 
how would it have impacted the likelihood 
that you would have considered purchasing 
their services?
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4

They must be talking about 
someone else.

0% 10% 20% 30% 40%

Problems Buyers Encounter

38%

30%

30%

25%

25%

0% 10% 20% 30% 40%

Did not listen to me

Did not respond to my requests in a timely manner

Did not understand my needs

Talked too much

No personal chemistry with me

Now, you may be thinking to 
yourself, “I listen. I understand my 
clients’ needs. I get back to them 
quickly and act professionally at 
ll i Th b h 25%

24%

22%

21%

20%

19%

No personal chemistry with me

Did not convince me of the value I would receive

Did not craft a compelling solution to my needs

Overzealous in trying to win my business 

None

Lacked professionalism

all times. These must be the 
mistakes of particularly bad 
consultants.” 

You may very well be a client 
18%

17%

15%

13%

10%

Late to meetings

Poor presentation skills 

Lacked enthusiasm for winning my business 

Gave inappropriate examples of past work

Lacked strong references  

k ll

y y
satisfaction machine, pleasing 
clients with your charm, wisdom, 
skills, and promptness. 

But  don’t be too hasty in 10%

6%

6%

3%

Poor writing skills 

Website not professional  

Website not informative 

Other

But, don’t be too hasty in 
reaching that conclusion. 
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Only 20% of respondents reported no problems during 
the professional services purchase process.



I’m talking less in my sales conversations–does 
that mean I’ll close more new deals? 

5

Not necessarily. 

Looking at the selling mistakes Much More Likely Somewhat More Likely No More Likely

Likelihood of Buyer to Consider Purchasing Services, If Provider 
Improves Specific Problem Areas during the Hiring Process 

g g
your buyers encounter only tells 
half the story.

To help you focus your 
improvement on the areas that

63%

55%

37%

41% 3%

0% 20% 40% 60% 80% 100%

Did not craft a compelling solution to my needs (N=43)

Did not listen to me (N=76)

Much More Likely Somewhat More Likely No More Likely

improvement on the areas that 
will have the greatest impact 
on your ability to close more 
new deals, we also asked 
buyers the likelihood of them 

40%

63%

57%

50%

68%

55%

31%

37%

44%

24%

5%

5%

7%

6%

8%

Lacked strong references (N=20)

Did not understand my needs (N=59)

Did not respond to my requests in a timely manner (N=59)

Had poor presentation skills (N=34)

Gave inappropriate examples of past work (N=25)
choosing a provider if they were 
to improve in the specific 
problem area.

Crafting a compelling solution

68%

26%

33%

67%

57%

24%

66%

58%

23%

33%

8%

8%

8%

10%

10%

Gave inappropriate examples of past work (N 25)

Talked too much (N=50)

Had a website that was not professional (N=12)

Lack enthusiasm for winning my business (N=30)

Was overzealous in trying to win business (N=42) Crafting a compelling solution, 
listening, strong references, 
and understanding needs 
climb to the top of the list of 
factors that if improved could 

l i h f

60%

54%

51%

37%

29%

35%

37%

49%

10%

11%

11%

12%

Did not convince me of the value I would receive (N=48)

Lacked professionalism (N=37)

Was late to in‐person or phone meetings (N=35)

Had no personal chemistry with me (N=49)

greatly increase your chances of 
winning new business. 

47%

25%

37%

50%

16%

25%

Had poor writing skills (N=19)

Had a website that was not informative (N=12)
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Areas to Leverage for Improvement
6

When we look at the two charts 
together, you can get a sense of not 

To get a full picture of what’s going on, 
look at the most common AND highest impact problems:

g , y g
only which problems have the 
greatest impact on your ability to 
win new business if improved, but 
which problems are encountered 
most often

Sales Mistake % of Buyers 
encountering this 
mistake

% “Much More Likely” to 
consider purchasing if 
improved in this area

Did not listen to me 38% 55%
Did not respond to requests in timely 
manner

30% 57%

most often. 

For example, 95% of buyers said 
they’d be at least “somewhat more 
likely” to purchase services given an 

Did not understand my needs 30% 63%
Talked too much  25% 26%
No personal chemistry with me 25% 37%
Did not convince me of value I’d 
receive

24% 60%

Did not craft a compelling solution to 
needs

22% 63%

limprovement in your strength of 
references. 

However, only 10% of buyers say 
they experience this problem

Overzealous in trying to win my 
business

21% 57%

Lacked professionalism 19% 54%
Late to meetings 18% 51%
Poor presentation skills 17% 50%
Lacked enthusiasm for winning my 
business

15% 67%

G i i t l f t 13% 68%they experience this problem. 
Suffice it to say, when it comes to 
references, be sure to have them 
and have good ones, but don’t 
spend toomuch time working to 

Gave inappropriate examples of past 
work

13% 68%

Lacked strong references 10% 40%
Poor writing skills  10% 47%
Website not professional  6% 33%
Website not informative 6% 25%

improve in this area. 
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Put Yourself on the Path to 
Closing Deals

7

g

To get started down the path of sales 
success, consider these six tips: 

3. Craft compelling solutions: If you are not 
listening and not uncovering the full set of client 
needs it is no wonder that 22% of buyers say

1. Listen: With 38% of buyers reporting that the 
service provider “did not listen to me” and 55% 
citing they would be “much more likely” to 
consider the provider if they improved in this area, 

needs, it is no wonder that 22% of buyers say 
service providers, “did not craft a compelling 
solution.” Furthermore, 63% of buyers would be 
“much more likely” to consider purchasing 
services given an improvement in this area (and 

you need to examine your listening skills. 

2. Ask questions to uncover the full set of 
your clients’ needs: 30% of buyers said 
providers “do not understand my needs” and 63%

37% would be “somewhat more likely” for a 
whopping total of 100%). 

If you can’t uncover the buyers’ needs, you are 
never going to be able to craft an appropriateproviders  do not understand my needs  and 63% 

would be “much more likely” to consider the 
provider if they improved in this area.

It’s not surprising that both listening and 
d t di d t th t th t f

never going to be able to craft an appropriate 
solution. Fixing the first two mistakes will go a long 
way in helping you to improve this one. 

4. Don’t be late: 30% of buyers said service 
id “did t d t t iunderstanding needs are together at the top of 

the list—understanding needs starts with listening 
and asking questions. Targeted and well‐planned 
questions that explore specific needs, paired with 
active listening, can not only help you uncover the 

providers “did not respond to my requests in a 
timely manner” and 57% said they’d be “much 
more likely” to consider a service provider if they 
improved in this area.

g, y p y
full set of the buyers’ needs and wants, it will help 
you better understand their situation and craft the 
most compelling solution (see next tip). 

This is inexcusable. When you make a commitment 
—stick to that commitment. Working with you in

Copyright 2009 RainToday.com



the sales process is a test run of what it is like  6. Check your enthusiasm: Buyers reported 

8

working with you once they become a client. Being 
late in the sales process simply tells the buyer that 
you will be late when it comes to delivering your 
services. This is not the foot you want to be 
starting out on.

encountering service providers who are 
“overzealous in trying to win business ” (21%) and, 
those who “lack enthusiasm to win business” 
(15%). An improvement in “lack or enthusiasm” 
would make 67% of those experiencing thestarting out on. 

5. Use examples wisely: This may be a 
reminder for you since only 13% of buyers say they 
experience this problem. This is the problem with 
th hi h t i t 68% f b id th 'd b

would make 67% of those experiencing the 
problem “much more likely” to consider 
purchasing from you and 57% of those 
experiencing an “overzealous” provider would be 
“much more likely” to consider purchasing given 

i t It t i t h d d tthe highest impact—68% of buyers said they'd be 
“much more likely” to consider a service provider 
if they improved in this area. 

Examples can do a few things: when weaved into 

an improvement. It seems trying too hard and not 
trying hard enough is the fine line service 
providers must walk.

Finding the perfect level of “just right” cannot be 
the conversation, they show you are listening and 
you understand the need, and they demonstrate 
your experience and expertise in that particular 
area. 

prescribed as a formula. You need to pay careful 
attention to the signals and attitudes of individual 
buyers and adjust accordingly. 

While these six tips address the most common and
If you who are already using examples, think about 
how you can make them that much more relevant 
and powerful. Before meeting with a potential 
buyer, be prepared with specific examples of 

While these six tips address the most common and 
highest impact problems, the fact remains that 
80% of buyers experience at least one major 
problem during the selling process. One 
improvement in any of these areas can make 

clients you've worked with in their industry or 
situation and then weave these examples into 
your conversation. 

a world of difference.
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Uncover Your Challenges
9

Let’s assume you have made the decision to address 
mistakes you may be making when you are selling. 
What do you do now? 

First, get a sense of the specific problems that crop up 
when you are selling. Which errors do you typically 
make? Uncovering which problems follow you around 
i 't it d b t it b d

Use this checklist to help you uncover your challenges:

Be honest with yourself. If you can't admit that you have any issues, no strategies for improving will work for you.

isn't as easy as it sounds, but it can be done. 

Educate yourself. Become familiar with sales conversation best practices and apply those to your own efforts. 
RainToday.com’s free newsletter and premium membership provide a wealth of resources to help in this area.

Make a list. If you know what you’re looking for, you are more likely to find it. 

Pay attention. Once you have your list, simply paying attention to where the problems are cropping up can help you 
uncover them.

Bring someone else along. Sometimes you can’t recognize problems in your selling process by yourself. If you bring 
someone else along to observe and then coach you, you are likely to not only uncover problems in your process, but to start g y , y y y p y p ,
solving them immediately.

Ask your clients and prospects. Clients want to help you be a better service provider. Merely ask, “When we were in 
the process of figuring out whether we were going to work together, how did I do? Where could I improve? What feedback do 
you have?” This can actually strengthen your relationship. 

Make sure you also contact (or have a third party contact) buyers who chose not to engage your services. What you learn from 
them may not only be eye‐opening, it could immediately save you from continuing to make these costly mistakes.
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Additional Resources
10

If you found this special report helpful and want to learn more about how you can improve your 
sales and marketing process, there are two actions you can take right now:

Free Enewsletter &

Start closing more 
new business today:

Get on the advance list for a new 
business development course:

Si   t  i   f  kl  If ’  i  b  ki   b i  

Free Enewsletter &
Mastering Rainmaking 
Conversations Ebook

Special Advance Notice 
Email List

Sign up to receive our free weekly 
enewsletter of sales & marketing tips 
designed specifically for professional 
services providers, and as a special 
bonus for readers of this special report 

If you’re serious about taking your business 
development skills to the next level—get 
yourself on our Advance Notice list to be 
among the first to learn about our online 
interactive learning program focused on p p

you can download the free Mastering 
Rainmaking Conversations ebook (a $20 
value).

g p g
improving professional services providers’ 
business development skills to be launched in 
2010. 

And  if you found this special report helpful  please share itAnd, if you found this special report helpful, please share it.
Thanks!
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About RainToday.com
11

Published by Wellesley Hills Group, RainToday.com is the premier online source for insight, 
advice, and tools for growing your service business. RainToday.com’s offerings include:

Membership: RainToday.com Annual Membership brings you the 
freshest insights, tools, and advice to help you grow your service 
business.

Free newsletter with articles by well‐respected marketing, sales, and 
service business experts such as Mike Schultz, John Doerr, Patrick 
McKenna Michael McLa ghlin Jill Konrath Andre Sobel Br ce W

RainMaker Blog
www.RainTodayBlog.com
RainMaker Blog covers marketing and sales topics of interest to 

McKenna, Michael McLaughlin, Jill Konrath, Andrew Sobel, Bruce W. 
Marcus, and Charles Green on core topics in selling and marketing 
professional services.

Best practice and benchmark research such as, What’s Working In 
Lead Generation, How Clients Buy, and Fees and Pricing Benchmark 
Report by analysts and experts at RainToday.com. 

B2B professional services providers:

Marketing Strategy
Firm Management & Growth
Brand
Thought Leadershipp y y p y

Case studies on what’s working in marketing and selling professional 
services.

Premium content, templates, and tools designed specifically for 
helping service providers to grow their firms.

g p
Lead Generation & Marketing Tactics
Sales & Sales Process
Client Relationship Management

Here’s a sampling of what you’ll find on the blog:

Podcast series on marketing and selling professional services.

Webinars, seminars, conferences, and events for rainmakers and 
services marketers. 

www.raintoday.com; info@raintoday.com

p g y g

What It Means to Offer Great Client Service
6 Valuable Resources for New (and Seasoned) Business Bloggers
Half of Business Development Success is Timing
Sales and Marketing Secrets and Strategies
How to Get Prospects to Apologize for Not Returning Your 
V i il

www.raintoday.com; info@raintoday.com
600 Worcester Rd., Framingham MA, 508‐405‐0438 Voicemail
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