
 

 

 

 

SO, WHAT DOES IT SAY ON YOUR BUSINESS CARD?  CONSULTANT, EXECUTIVE, ADVISOR, GENIUS OR MANAGER?  

WHATEVER IT DOES SAY IMPLIES SOME FORM OF EXPERTISE.  EXPERTISE THAT YOUR CUSTOMER IS RELYING UPON 

IN ORDER TO FILL THE GAP BETWEEN WHAT THEY ALREADY KNOW AND WHAT THY NEED TO KNOW IN ORDER TO 

MAKE AN INFORMED DECISION ABOUT YOU AND WHAT YOU OFFER.  WHATEVER IT IS AND WHATEVER THE 

IMPLICATION, YOUR ACTION PLAN IS A SIMPLE ONE.  IT INVOLVES GUIDING THEM (NOT FORCING, COERCING, 

BEGGING OR EVEN ASKING THEM) TO THE OUTCOME THAT, TRUTH BE TOLD, THEY WANT ANYWAY.  APPARENTLY, 

PEOPLE LOVE TO BUY!  THEY JUST HATE TO BE SOLD TO.  I’M IN THAT NUMBER.  IN MY EARLY DAYS IN THE MOTOR 

TRADE, THERE WAS A DEROGATORY TERM APPLIED TO CUSTOMERS WHO WERE EASY TO SELL TO.  THEY WERE 

CALLED “WOOD DUCKS!” CUSTOMERS WHO WERE SEEN AS PROCRASTINATORS WERE CALLED “TIRE KICKERS!”  

THE FUNNY THING WAS, I NOTICED THE SALES OR SERVICE PEOPLE WHO WERE THE FRIENDLIEST, THE MOST 

COURTEOUS, WHO OFFERED THE MOST ACKNOWLEDGEMENT AND HOSPITALITY, TENDED TO GET WOOD DUCKS 

WHEREAS THEIR STEREOTYPICAL COLLEAGUES WITH THE CHAT, THE SMARMY PERSONALITIES ETC, TENDED TO WIND 

UP WITH TIRE KICKERS.  SO, THE DIFFERENCE BETWEEN WOOD DUCKS AND TIRE KICKERS IS YOU!  BONUS POINT:  

THE ONLY PEOPLE THAT CALLED CUSTOMERS ‘WOOD DUCKS’ WERE THE BITTER OR JEALOUS STEREOTYPES WHO 

DIDN’T HAVE THEM.  WHATEVER YOUR PROCESS IS, IT’S DESIGNED TO ALLOW YOU TO MAINTAIN CONTROL WHEN 

THINGS DON’T GO TO PLAN.   SADLY, CUSTOMER/SALESPERSON ENCOUNTERS CAN BE ADVERSARIAL BASED ON 

PREVIOUS EXPERIENCES, PREJUDICE OR THE MOOD CHOSEN BY EITHER PARTY.  KNOW THIS:  YOU HAVE MORE IN 

COMMON WITH YOUR NASTIEST CUSTOMER THAN YOU KNOW. WHATEVER PART OF YOUR SALES PROCESS YOU 

MIGHT THINK IS THE MOST IMPORTANT, I NEED TO TELL YOU IT’S THE CONSULTATION PHASE.   LET’S LOOK AT WHY! 
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"Science gives us answers but doesn't give us 

meaning.  

Processes give us direction but don't give us results. 

Knowing how means you'll always have a job but 

knowing why means you'll always be in control. 

Having a job provides a satisfying way to spend your 

day that meets your needs but having a career 

provides a delightful way to live your life that fulfils 

your potential 

For you, the difference between good and great, 

mediocrity and excellence or contentment and 

happiness, resides in your will to assess and strive, 

your skill to differentiate yourself from others who 

also strive and your conscience to ensure that the 

way you do it is consistently competitive and 

impeccably honest. 

Your career and your reputation are one and the 

same." Honour them both – always! 

 

THE CONSULTATION 

Represents the first impression 

that you get to create.  Consider 

this:  customers nowadays do 

their due diligence in your 

absence whereas once, their 

first step was to visit your outlet.  

Now it’s mostly their last; if it’s 

necessary at all.  The first 

impression is your license to 

discovering the parameters for 

their decision.   The better it is, 

the more you’ll learn.  The 

consultation phase is your 

gateway.  Being persuasive 

relies more on your ability to 

align what you know rather than 

the volume of what you know.  

This is your chance to be the X 

Factor in your customer’s 

decision.   It could be your only 

real point of difference between 

you and the alternative to you.  

 

The consultation provides little 

risk of rejection but a high risk of 

being wasted if you give the 

impression of being distracted, 

predictable or rush through it.  

Like a door with a hydraulic 

pump, the effort in the sale 

should be made in opening and 

the closure then becomes a 

foregone conclusion.   

 

CONSULTATION OPPORTUNITIES 

Recent times have seen the 

consultation phase of the sales 

process suffer thanks to market 

issues.  Additionally, the 

common courtesy and sense 

we once considered hallmarks 

for sales and service 

professionals isn’t as common 

as we’d like it to be.  This is in 

contrast to the customers for life 

protocols insisted upon by the 

brands that we represent.   

Closing sales post-covid was 

easy enough as the customer 

focus shifted from “what’s your 

best price?” to “how soon can I 

get one?” Outcomes were 

defaulted to in the absence of a 

relationship rather because of 

one.  Fine.  Make hay while the 

sun shines but that time is gone.  

If you are not pro-actively 

friendly 100% of the time, you 

will lose business to someone 

else who is.   Do not move too 

quickly into the business phase 

of your process.   Enjoy getting 

to know your customer by 

taking your time during the 

relationship/hospitality phase 

knowing that once you 

transition to business, that 

opportunity is done. 

“I want to think about it”  

happens thanks to a 

bad consult 


