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in this business any
f vou're undoubtedly
llv aware of the negative image
many people have of painters and
“ontractors.

They don't return calls.

They don’t show up.

They're sloppy and unprofessional.

These perceptions-unfortunately not
unfounded-place even the best con-
tractors at a disadvantage when deal-
ing with prospects, homeowners in
particular. But perhaps even more
challenging for painters is the attitude
that anyone can paint and that little

skill is required.

“You hear a lot of this,” said Zebby
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Sulecki, president and CEO of Zebby
Sulecki Painting & Wallcovering, locat-
ed in Newton Square, PA. “When you
tell them your fees, everyone says,
‘“why should a contractor make this
kind of money?"”

This attitude puts the focus entirely
on price-ok if you're a contractor that
markets his business primarily on this
attribute (and there are good ones that
do, and prefer to sell to a price-driven
market). But if this isnt your prefer-
ence, if your fees are in the upper re-
gions, or if you want to move them in
this direction, you're going to have to
turn the prospect’s attention away
from price. You're going to have to sell
service, not paint. Otherwise, you'll be
forever fighting price objections and
losing too many of the battles/bids.

Selling service is more than just say-
ing you're better than the other guy
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