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Sent: Saturday, May 04, 2002 1:48 PM 

Subject: HOW TO MAKE WINNING PRESENTATIONS 

 

Dear Aquathin Dealer OnLine; 

  

Please review the quick read below by Jim Cathcart, whose profession is to assist in molding 

one's self into the best professional they can be.  For those who have attended Aquathin 

University, you know that on day three we teach the exact tools and techniques preached by 

Jim.  The Aquathin Manager's Bible devotes a section on role playing to make sure your team 

knows the values of their product line in the form of the features, benefits, credentials and 

accomplishments ....and how to relate these values to the customer.  PRICE IS NOT AN ISSUE 

!!!!!!!!!!!!!!!!!! 

  

Aquathin manufacturing the very best water treatment equipment....and the very best Dealers.  

Enjoy !! 

  

Warmest regards to all, 

  

FOR THE BEST TASTE IN LIFE 
Think Aquathin..AquathinK !! 
Celebrating our 22nd birthday in 2002 !!! 
(visit the allnew http://www.aquathin.com) 
  
"Alfie" 
Alfred J. Lipshultz, President 
  
P.S. "Splash NewsBulletins", "Forum Q & A" and "Allergic Reaction" are a FREE service to all 
Authorized Aquathin Dealers and their clients. 
  

___________________ 

How to make winning presentations 

by Jim Cathcart 

When you think about how you are going to present your product or service, think of every 

buyer as having in his or her mind a scale. The scale contains two bowls: one bowl is price 

(what the buyer pays); the other bowl is value (what the buyer gets). Until value outweighs price 

in the buyer’s mind, no sale will be made. Your task is to make every aspect of your 

presentation show the buyer that the value of your product does indeed outweigh its price. 
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When putting together a presentation, it is helpful to think of it as having two main features: (1) 

its content, and (2) its style. Attention to each feature of the presentation is important: It’s no 

good having excellent content, yet presenting the content in a way that prohibits interaction 

between you and your potential buyer. By the same token, all the good rapport in the world 

won’t help you when you don’t have the facts you need to drive home your point and get the 

sale. 

Content: identify what the buyer values 

The content of your presentation should address the value of your product or service to the buyer. To do 
this, you first must determine what that buyer believes is valuable. Until you address this issue, it doesn’t 
matter how great your product or service is.  

Every customer carries in his or her head the WIIFM questions: What’s In It For Me? All buyers want to 
know what’s in it for them. What will they be getting for their money? You can determine what is of value to 
the buyer by asking good questions and really listening to the answers. Focus on the wants, needs and 
concerns of your buyer, not on the product. 

To be successful, a salesperson must be able to identify the dominant buying value of each client and 
address it during the presentation. Let’s look at some of the basic human wants: 

want to gain want to avoid 

comfort criticism 

money embarrassment 

time loss of property 

health trouble or unhappiness 

praise missed opportunities 

acceptance loss of respect 

control extra effort 

respect pain and confusion 

It may help to devise strategies beforehand for dealing with these different wants as they arise. 

Plan your presentation to stress value 

The first steps in selling should always be planning and preparation. Being well organized and prepared 
helps you avoid embarrassment, gives you more control, saves time, increases your confidence and 
increases your sales. 

Professional salespeople use some form of planning sheet or guide to prepare for the important sales 
calls. In addition to the identifying information of the prospect, the planning guide will have space for 
answering key questions that will prepare the salesperson for the call. This might include such elements 
as: name of the key contact; objective of the call; potential problems or needs of the prospect; questions to 
ask in order to uncover, clarify or amplify these problems; features and benefits to be emphasized; proofs 
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and testimonials to bring along; possible concerns and questions the prospect may ask and potential 
answers; and the commitment the prospect will be asked to make. 

Style: involve the buyer 

The second feature of your presentation is its style. Try to aim for an interactive presentation that allows 
the buyer to express his or her wants. This will help you to determine what the buyer values, which is the 
most important ingredient of your presentation. A sales presentation should be a dialogue, not a long-
winded monologue. People like to feel involved and to feel like they are contributing and being listened to. 
This is far more effective than just announcing the benefits of your product one after another. 

Unless your product or service can be easily sold over the telephone, use the phone only to schedule 
appointments. Do your selling in person. Group presentations are best followed-up with one-on-one 
contact. 

Use scale-tipping, attention-getting strategies 

It’s important to remember that the first thing you must do is get and hold the buyer’s attention. Here are 
six strategies that work well: 

Ask a question. 
Let the customer touch or hold the product. 
Relate an interesting anecdote to the customer. 
Refer to a need the customer has and propose a workable solution. 
Offer one powerful piece of evidence demonstrating why the customer needs your product or service. 
Give a demonstration of your product or service. 

The buyer already knows price is on one side of the scale. Your job is to create value units (features that 
deliver benefits) in the client’s mind so that the total value of your product outweighs its price. The carefully 
thought-through content and the open style of your presentation can help you tip the scale in your favor. 
When the buyer starts displaying buying signals, it’s time to summarize the buyer’s needs and benefits you 
offer that address those needs, get the buyer to acknowledge that you are both in agreement, and ask for 
the order. 


