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Y 
our members don’t care about 

you, or any of your products or services. 

Yes, that’s right, they don’t care! What 

they do care about is what you, and your 

products and services can do for them. 

What do you really sell, for example, 

when you sell Bill Pay? Are you selling 

the product called Bill Pay by having a 

form filled out and signed, or are you 

selling convenience, postage savings, gas 

and time savings, reduced paperwork, 

and better record keeping? How about 

Direct Deposit? Aren’t you really selling 

convenience, saved time, and security?  

Selling banking services is actually offer-

ing ways in which to improve the lives  

and experiences of members you come 

in contact with. It’s not about you or 

your  products, it’s about how the fea-

tures of each product benefit the mem-

ber.  

Every day, if you ask yourself “What am I 

really selling?”, it will help you to identify 

with your members and better able to 

relate to their needs, then offer solu-

tions. Put yourself in the shoes of the 

members waiting in long lines the first 

and third of each month. Imagine the 

inconvenience and frustration at having 

to  wait for the mail to be delivered, the 

stress they feel about the possibility  of a 

stolen check, at having to drive or walk in 

all kinds of weather and road conditions 

to the branch to wait in line with scores 

of other people to cash their check. Un-

derstand how much it costs these days to 

put gas in the car to get to the branch or 

to the post office, or drive around to pay 

bills in person, or how much it costs to 

buy stamps to mail bills. Or, the inconven-

ience of having to write checks for pur-

chases made at the grocery store or shop-

ping mall. If you think about the member’s 

real-life situations, you can offer up solu-

tions to make their lives more convenient, 

less costly, and more rewarding by talking 

about the benefits of your products rather 

than the product itself. 

There is a compelling commercial on tele-

vision from time to time, one with a 

pounding drumbeat in the background 

showing people having all kinds of fun 

rock climbing, riding horses on the beach, 

snorkeling, golfing, even hiking on gla-

ciers. The ad is for a cruise line but the 

commercial doesn’t even show the ship 

until the last second or two of the com-

mercial. The ad says nothing about the 

ship, its amenities, or how much it costs to 

book a cruise. Yet it is a very effective 

commercial. Why? Because the commer-

cial answers the question “What’s in it for 

me?” very well! It’s not the product 

itself, the ship, it’s the benefit, the 

results the consumer will experi-

ence, all the activities, that this 

commercial sells so effectively. They 

sell fun, not tickets to board the 

ship. You are selling convenience 

and savings, not Bill Pay and Direct 

Deposit or Debit Cards. 

Another good example of this con-

cept is Starbuck’s. Why are they so 

popular and successful? Is it their 

coffee? You can get pretty good 

coffee these days at Dunkin’ Donuts 

or even McDonalds. The reason 

Starbucks is so popular has nothing 

to do with coffee, yet that is their 

product.  What Starbucks really sells 

is a consistent coffee “experience”; 

it’s about what the customer gets in terms 

of that pleasant experience, the benefit, 

that keeps them coming day after day 

instead of ordering up their coffee at the 

McDonalds or Dunkin’ Donuts drive up.  

Your customers care deeply about what 

you  and your products can do for them, 

and will respond to your selling efforts 

when you pinpoint the benefits that 

would be the most helpful to them.  

It’s always, always about them. 

It’s Not About You 

How can you make your members’ lives better?           by Karen Miller 



 

If you’re like most bankers whose roles 

have transitioned more to a sales ori-

entation over the years, you might not 

realize how important it is to continu-

ally plant seeds for future business 

relationships along the way.   

If you are responsible for business call-

ing, making that first contact, even if it 

results in no business, is the beginning 

of a cultivation process that could ulti-

mately produce many sales. The trick is 

continuity - regular contact by phone, 

in person, and through the mail. Rarely 

will a prospect to  take you up on your 

offer of services at the first meeting or 

during the first contact. If, however, 

you make it your business to follow up 

on every phone call or meeting with a 

personal letter, and keep in touch peri-

odically, chances are that when the 

need arises, that business owner will 

think of you.  

A good example of how repeat contact 

works is the catalog business. How 

many clothing or housewares catalogs 

do you receive every week from the 

same company? And, you’ve probably 

noticed that it’s  pretty much the same 

merchandise week in and week out, and 

the only change is the cover. How many 

times do you open that favorite catalog 

and flip through it? And do you eventu-

ally buy that item you’ve had your eye 

on? You probably don’t buy it when you 

first see it— you’ll look at an item sev-

eral times before you actually order it. 

The catalog companies all know this very 

well, which is why they keep sending 

them! They invest in cultivation because 

it works. It’s the same with selling bank 

services to businesses.   

A successful business call is the contact 

and the conversation, because with that 

contact comes the opportunity to culti-

vate the relationship, to plant seeds for 

future business when the time is right. 

The more seeds you plant, the more will 

grow into future sales. Some seeds will 

take months, or even years to grow into 

sales, but the point is that the seed was 

planted and carefully nurtured. Without  

that cultivation, few relationships will 

grow.  

When you hear that the economy is  

“bad”, and market conditions are 

“soft”, and “there’s no money for 

advertising”, it’s easy to place 

blame if your results are off. Rise 

above and resist the temptation; 

there will never be a time when eve-

rything is perfect.  

Successful people  don’t allow  out-

side influences to affect their per-

Resist Temptation  

formance or results. They focus their 

efforts on what they can control, in-

stead of things that they cannot.  

They explore other options, devise 

alternative action plans, continually 

changing and improving their skills to  

do well in every market situation. 

They set goals, they educate them-

selves by reading books, taking 

classes, or talking to successful peo-

ple in similar industries. Above all they 

maintain a positive attitude. 

So, the next time your goals seem daunt-

ing, resist placing blame on the market or 

anything else you don’t control, and refo-

cus your energy on things you know  will 

help you succeed. 
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