
It’s been a good day at your busi-
ness. Your team is busy, some of
the techs are back from the day’s
job site, and the sales team is ban-
tering about the need for a cool
new product that does something
better and faster. Then, a prospec-
tive client calls in and asks for one
of your salespeople. They recog-
nize the name as a long-standing
prospect, one that everyone ex-
pects will roll into a big system
when and if “someone” could just
close them. So, “someone” hushes
the ribbing and takes the call.

Closing sales makes things
happen and selling motivates
everyone, even the customer, be-
cause they have something to look
forward to. It takes real skill to sell
the fun stuff we deal with. After all,
we’re talking about people’s
homes, personal entertainment
choices, their lifestyles, their fami-
lies, and their money. Use that
skill to attach some new ideas to
the system.

What if you took the opportuni-
ty to talk to that prospective cus-
tomer about something new, excit-
ing, and different? I’m talking
about something that hasn’t been
part of the potential bid in

the conversations so far. Are you
going to just get into the file and go
for the close on the system as is? 

The good salesperson does just
that. He or she gives the customer
what he wants, expects, and has
agreed to previously. The savvy
salesperson approaches it differ-
ently. Every conversation with a
prospective customer is a chance
to start the chat with a new selling
idea. It means being more creative
and confident. Attaching value
and products to what’s already
been sold is what a savvy custom
salesperson is all about.

Let’s start with the finite. The
customer’s home, family mem-
bers and their habits are pretty
much what they are. But what
about those rooms in the home
that have been specified for inte-
gration, speakers, lighting control,
and an intercom? What can you
recommend to your customer
that will enhance their experience
in that room? They came to you in
the first place because they want-
ed to enjoy their home life even
more, and they trust you to be
their guru. You have the advantage
here because not only are you

confidently aware of
their preferences and

budget toler-
ances, but they
have already
committed to
a project that
they like.

Attachment
selling begins

with an idea to
enhance an expe-

rience. Start with
some careful con-

sideration of what
you have in the spec for

your prospective client. For ex-

ample, the plasma in the casual
dining area is flush on the wall.
What about changing the mount to
an articulating model so that the
customer can have flexibility in
placing their family dining table?
There are speakers in the backyard
and on the master bedroom deck.
You know that your client has a
couple of cool motorcycles that he
likes to tinker with in the garage.
How about adding a pair of speak-
ers and a modest LCD in a corner
of the garage? Sell them a subscrip-
tion to their local cable provider
and program their garage keypad
default to tune into SpeedVision. 

Another technique is to ask
your customer a leading, thought-
provoking question to which you
already know the answer. For in-
stance, “Do you have an iPod or
do you know anyone who has an
iPod?” Something tells me the an-
swers here are no less than one
“yes,” which means there is an
opportunity to offer your cus-
tomer one, too. Maybe they just
haven’t had time to go buy one or
they think it’s harder to set up
than it is. You are their go-to per-
son for this kind of stuff so play it
up. You will go buy one for them,
you won’t mark it up and you’ll
teach them how to use it. There
are a few in-home iPod solutions
that you can teach your customer
about. Then sell them one...or
several! That’s your edge. 

Another good question is,
“Have you thought about any new
technologies for your home since
we last reviewed your project?”
More often than not, the answer
will be “yes.” Maybe they are avid
online surfers for techno gadgets
or they read the personal technol-
ogy section of the Wall Street Jour-
nal or have gotten into the web-

sites of your vendors. You want to
know this and if they have, then
you can ask, suggest, sell, and
close. You can attach.

What if they answer “no?” Well,
the savvy salesperson will be
ready with at least a couple of
ideas. Tell them about something
that you are specifying in another
job that is not included in this sys-
tem. Tell them how this design
feature or product is making that
customer’s system a better experi-
ence. Tell them how they will use
it and who in their family gets the
most out of it.  

One great place in the home
to introduce add-ons is the
outdoor space. 

Recently, a client of a deck
builder in the east had complet-
ed a nice deck with a grill, wet
bar, and some lighting. When the
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ue. Sell the experience. Sell the fun.
Salespeople always think about
selling more, but the savvy sales-
person will think about how they
will sell more and correlate it to
their customer’s experience. 

password information—creating
two layers of protection before you
can get to the information. 

With these two simple tools, de-
veloping a personalized portal
complete with an online database
of logins and passwords, you can
dramatically improve the way that
you and your clients manage and
control homes that are becoming
more and more IP enabled. 

Our professional channel is in
business to offer customized elec-
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client told the builder that they
looked forward to using the deck
a lot in the spring time, the
builder wanted to speed that
process up. He bought them a
couple of gas heaters so they
could use the deck in the colder
weather. The customer appreciat-
ed this so much that they not only
accepted the heaters, they also
added a spa and speakers using
the builder as their contractor.
This is a great example of enhanc-
ing the experience for a customer.
Give them something really cool
and then let them think about
making it a better experience.

Remember that when selling the
experience, it’s not about the mon-
ey. Never sell with price. Sell the val-
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tronic solutions and now we can
add personalized portals to our list
of customized offerings to grow not
only our business services, but our
industry’s reputation as a leader in
innovative electronic solutions for
the home.

channel and a second, new channel
that is being used for the digital
transmission. As the shut-off date
approaches, each station has al-
ready, or soon will have to elect
which channel that they will keep
once the shutdown occurs, and
which they will return to the govern-
ment. In most cases you can pre-
sume that the broadcasters’ brand
equity in the association with a spe-
cific channel number will have them

move the digital service over to what
they have long used for analog.
However, in some cases they might
select to stay on the current digital
channel, and in a few very rare cases
a variety of technical and other rea-
sons might dictate that a third and
totally different channel is used post
shutdown. 

Some examples of the possible
confusion may come in situations
such as in Connecticut, where one
station (WEDH-TV) is broadcasting
in analog on Channel 24 and digital-
ly on Channel 32. Another station
(WEDN-TV) is broadcasting in ana-
log on Channel 53 and digitally on
Channel 45. When things turn all
digital, channels 24 and 53 will be
turned back, but the two stations
will not keep their current digital
channels. Rather, they have pro-
posed to the FCC (though this has
not yet been approved) that they
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