
There Is Too Much of Everything 
 

Too many lawyers, fast food restaurants, auto insurance agents, radio and TV account executives, 
advertising agencies, realtors, consultants, accountants, and most everything else. 
 
About the only thing there seems to be a lack of - based on demand - are bail bondsman, liquor 
stores, bars and strip clubs. 
 
According to Theodore Levitt, a Harvard Business School professor, “The purpose of a business is to 
find and keep customers and to get existing buyers to continue doing business with you rather than 
your competitors.” I couldn’t agree more.  
 
In the old days – before a proliferation of competitors - the best way to get customers was to have the 
best products at the best prices. That is still important, but in a much more competitive world, the 
differentiation of products and downward pressure on prices have blurred the marketplace and all but 
eliminated any real competitive advantage. 
 

Technology, competition, globalization, regulation and consolidation have become the 
Driving Force of Commoditization. In today’s new world, few products are truly unique for 
very long. If a product is truly a hot item, it is reversed engineered and knocked off in China 
in sweat factories at a fraction of the production cost of the original. 
 
Today, everything is more complex. Gone are the days when a company would develop a 
new product or process that could be easily understood by customers and clients.  
Technology alone has introduced more complexity into everything. Instead of making life 
simpler it has had the opposite effect of complicating our lives. 
 
Because the human mind tends to compress complex data into easily understood thoughts 
and ideas, your prospect resorts to making complex buying decisions based on things they 
can easily understand. And because they are overwhelmed with complexity their mind tends 
to simplify the decision process by lumping all competitive products as basically the same, in 
other words, a commodity. When this happens, the buying decision almost always comes 
down to price. 
 

Today’s Reality 
 

Pick any industry, and you will find products, services and prices all beginning to look alike and blur 
together. To the customer, even salespeople all tend to look alike. They ask the same questions, 
wear the same clothes, write the same proposals and make the same promises. From the customer’s 
point of view there isn’t much differentiation out there. 
 
Step back and look at the relationship between buyer and seller and how it has changed as the world 
has become more competitive. With more options that look alike and are sold alike, buyers make 
decisions to go with one product or another on the basis of what difference is left: price and 
convenience. Customers tend to buy the best price and most convenient arrangement from the 
options presented. (I didn’t say sold.)   
 



In the final analysis we have to realize that the traditional process of calling on customers and quoting 
price and pitching product is dead. It has been replaced by a new paradigm that sees professional 
salespeople as business partners or trusted advisors. If you want to survive and compete, quit 
pitching product and price and learn how to present yourself as a business partner or trusted advisor.  
Many companies and salespeople have yet to realize this. As a result, they will be left in the dust. 

How You Can Avoid the Commodity Trap                                                                                

How as a professional salesperson can you get the prospect to understand that what you sell is 
different and not a commodity?  The answer to this question has more with how you do it rather than 
what you do.  

Selling is about style.  Style is not an intellectual thing. It is an emotional feeling you get when you are 
in the presence of someone who has it.  All things being equal namely price and product the 
salesperson with the most style and ability to connect at an emotional level with the prospect will get 
the business most of the time.  

If this is true then how do you display your style? One of the ways is to behave in a manner that is 
exactly opposite of your competition. Instead of pitching product or service, convincing and quoting, 
try becoming a consultant by asking questions and listening. When you are powerful, piercing and 
probing questions you help the prospect discover for themselves what their problems are. This self 
discover is very powerful because adults “don’t argue with their own data”.  

By doing this the prospect will come to understand that you are different and do not fit the stereotype 
of a salesperson. When you employ this “Socratic Method” of selling, your prospect will sense that 
you are different and will open up and begin to share information with you that will help position you 
as their vendor of choice. 

By all means ignore the temptation to volunteer information and educate the prospect with your vast 
array of product knowledge. If you do so, the prospect will immediately pigeon hole you as just 
another product peddler. 
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