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INTRODUCTION

Welcome to Ten Common Print Selling Errors – And 

What To Do About Them!

Thank you for downloading this e-book. It’s 
designed to give you new ideas and inspiration 
on how you might approach print sales differ-
ently. Whether you are an experienced print 
sales person or just starting out, there’s always 
something new to learn.

As someone who regularly buys print, I get a lot of sales pitches from print 
salespeople. And I’ve chosen the ten errors that I see most frequently in the 
pitches I receive. I hope you are already aware of these issues and practise 
none of them! However, perhaps you feel that there are some areas where you 
might change things. So I have included some action points to send you in the 
right direction. 

When you’ve finished the book set out a list of things that you might do 
differently. You can use the action points to start you off. And don’t forget to 
set some timelines too. Display the list where you can see it, and remember to 
review it every couple of weeks. 

I am always delighted to receive feedback: please drop me an email at 
matthew.parker@printandprocurement.com. You can connect with me on 
LinkedIn at http://uk.linkedin.com/in/printandprocurement. I also regularly 
link to articles of interest to the print industry (not just mine!) at http://twitter.
com/PrintChampion 

You have probably received this book as a result of signing up to my news-
letter at www.profitableprintrelationships.com. If you haven’t, please sign up! 
If you subscribe, you will get regular practical articles on
● How to make your print sales more effective
● How to manage your customers more profitably
● How to improve the quality and effectiveness of your print relationships
● How to reduce your costs

So please subscribe at www.profitableprintrelationships.com 

http://www.profitableprintrelationships.com
mailto:matthew.parker@printandprocurement.com
http://uk.linkedin.com/in/printandprocurement
http://twitter.com/PrintChampion
http://twitter.com/PrintChampion
http://www.profitableprintrelationships.com
http://www.profitableprintrelationships.com
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Finally, please let me know of sales success that you achieve as a result of 
this book. It’s always good to hear other peoples’ achievements and share in 
their celebrations! 

Best wishes

P.S. Do you know anyone who could benefit from this book? I’d love it if you 
could tell three or four friends or colleagues about the Print & Procurement 
news letter. Could you send them a simple email with this download link: 
http://profitableprintrelationships.com/e-book/ ? And they can download their 
own copy.

http://profitableprintrelationships.com/e-book
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TESTIMONIALS

“One of our team used the techniques learnt to win an order at a much 
higher margin”
Matthew has now taken two groups at ESP for negotiation training. The groups 
included sales, customer service, purchasing, production control and logistics. 
Some were a little wary of the role-playing, but once the nerves were overcome, 
participated keenly and certainly learnt from the experience. The very next day, 
one of our team used the techniques learnt to win an order at a much higher 
margin than we’d normally expect. Matthew puts an interesting twist into the 
day and you quickly learn to be very careful of the flying Elks!”
Pete Lucas, Commercial Director, ESP Colour

“Could I really justify a day out of the office to come on the Challenging 
Traditional Print Sales course?”
Time out of the office is always an issue for me, and I didn’t want to waste it. 
But when I attended the Challenging Traditional Print Sales course I discovered 
a totally different perspective on engaging with new prospects. It was really 
helpful to carry out specific work on our own sales message. We’ve tried work-
ing with the new message. And we’ve already won a brand new customer as 
a result of it. I would recommend this course. It helps you to think a little bit 
differently about sales strategy.
Emma Capello, Sales and Marketing Manager, Redlin Print Ltd

“Full of relevant, useable content”
I have worked with Matthew for just over a year now and he has deliv-
ered a number of highly successful training events for the IPIA during that 
time. He is very organised and produces seminars which are full of rel-
evant, useable content. He is extremely delegate-focused and this is borne 
out by the excellent feedback we have had on all Matthew’s training events. 
Andrew Pearce, CEO, IPIA

“I recommend Matthew very highly for all print-related projects”
He is a delight to work with and delivers excellent results. Matthew has 

http://www.profitableprintrelationships.com
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exceptional industry knowledge and a talent for thinking outside the box. He 
works quickly, effectively and with complete integrity to deliver real, measur-
able benefits. 10/10!
James Bury, Auditel UK

“Matthew and his company are like Ronseal”
Print and Procurement does exactly what is says on the tin and Matthew does too!  
His communication style is refreshingly straightforward and direct. He is thor-
oughly committed to everything he agrees to, he is proactive and always deliv-
ers with great results.
Jo Partington, Director, Bright Dimension Ltd

“We had created a new role for a person new to purchasing so I was keen to 
establish a professional approach”
Matthew has always struck me as well organised and a very diligent buyer and 
I wanted to bring some of this skill set into the business. I had initial concerns 
over Matthew’s strong relationships within the sector and potential conflict 
of interest. We met, discussed these concerns and Matthew was able to allay 
any fears. The other concern from the operational side was the amount of time 
and resource that would need to be freed up. Flexibility has been a key feature 
– allowing the training to advance or slow as required – to ensure it met the 
needs of the individual.

Matthew was an ideal fit for our business – bringing the right skill set and 
a vast knowledge of the sector. He has also been able to introduce a number of 
other contacts who are currently working on different areas of the business. 
It’s been a positive experience. My primary goals of boosting confidence and 
setting out the importance of planning have both been addressed.
Mike Edwards, Financial Director, bgp

“Matthew has a deep knowledge and understanding of the industry and is 
always keen to work on projects”
Vanessa Peel, Director, The Group Scheme Ltd
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ERROR #1

HAVING A SALES 
MESSAGE THAT 
SOUNDS JUST LIKE 
EVERYONE ELSE’S

“Hello, I’m from printer A. I offer 
great service, great quality and 
competitive prices. I was wonder-
ing if I could quote on any jobs for 
you.”

“Hello, I’m from printer B. I offer great service, great quality and competitive 
prices. I was wondering if I could quote on any jobs for you.”

“Hello, I’m from printer C. I offer great service, great quality and competitive 
prices. I was wondering if I could quote on any jobs for you.”

“Hello, I’m from printer D…” 
I get lots of sales call from printers. And this is a good overview of the 

approaches that I receive. They all sound exactly the same. And that means 
that there is usually only one way to choose a printer. And that’s on price.

Printers sound the same because they focus on the same unique selling 
points. These are quality, service and price. And the environment is now mak-
ing a good stab at being the fourth feature.

But all these unique selling points are anything but unique. Printers that 
use them all sound exactly the same. And buyer fatigue sets in. 

You probably have about 10 seconds in which to engage with a prospect. Or 
they’ll assume that you are just the same as everybody else. You need to make 
sure that you stand out to the prospect immediately.

And because most printers sound the same, it’s actually pretty easy to stand 
out. We’re going to look at some different strategies in the rest of this book.

ACTION POINTS
● Ban common USPs from your sales message.

● Tell prospects why you’re different.

● Tell prospects why they should use you.

Most printers sound exactly the same. Make 
sure you stand out.

http://www.profitableprintrelationships.com
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ERROR #2

NOT HAVING A 
TARGET AUDIENCE

Do you know exactly why you are 
approaching a prospect?

Many print companies that 
sell to me appear not to have 
approached me for any particular 
reason. They just seem to want to 
get in front of as many prospects as possible. One salesperson even told me 
that “if you throw enough mud, some sticks”. That doesn’t seem to be the most 
structured sales strategy to me!

The trouble with an approach like this is that it creates a very general sales 
message. And a general sales message does not engage customers.  

Which of these is the more powerful sales message:
“We help companies who are struggling to make enough follow-on sales 

to their customers” or “We help car dealerships who are struggling to make 
enough follow-on sales to their customers.”

The second message shows that you are focusing on car dealerships. It 
implies that you have specialist knowledge of that sector. And that you have 
experience of putting in solutions for similar companies.

Now obviously you need to be able to back that message up with experience 
and case studies. But by using such a targeted message you’ll make your pros-
pects feel that you’re more than just a printer. And you’ll make them feel that you 
actively want to be involved with them. Are you cutting out lots of prospects by 
making your message so specific? Not at all. We’ll cover this in the next point.

ACTION POINTS
● Choose a favourite customer – one that you really like working with.

● Work out which problems you solve for them (you can always speak to the 

customer about this).

● Create a sales message specifically for that customer.

● Use that sales message to specifically approach other similar companies.

Target your customers carefully: it makes 
sales messaging much more effective.
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ERROR #3

HAVING A SINGLE SALES 
MESSAGE

If you have a single sales message you 
risk sounding bland and generic to your 
prospects. You risk not engaging with 
them.

But what happens if you have a sales 
message that is targeted at a focused 
audience? Don’t you risk not engaging 
with loads of prospects?

The answer is to have more than 
one sales message. This means that 
you have a really personal approach to 
many different sectors.

It also focuses you on a strategy choosing different markets. You need to 
decide what sort of customers you want. And why you have chosen those cus-
tomers. And what you can offer them. And you need to think about why they 
should choose you as their printer. 

You’ll also need a strategy for how you message your different audiences. 
The sales team will need to be fully briefed on each market sector. They need to 
understand which message to use with each sector. You’ll need to have separate 
brochures for each sector. And you should consider having individual pages 
on your website dedicated to different target markets. Or even a microsite for 
each target market.

The print industry is now busy promoting making your print more personal. 
Here’s a chance for a printer to practise what they preach!

ACTION POINTS
● List the characteristics that made you pick the customer in error #2.

● Pick three more markets which also display these characteristics. 

● Create a sales message for each of these markets.

The power of one does not apply to the 
number of sales messages you use.

http://www.profitableprintrelationships.com
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ERROR #4

NOT FOCUSING ON THE 
CUSTOMER’S PROBLEMS

Problems are a powerful way of getting 
someone’s attention.

Most people would hate it if they 
lost a high value bank note. But they 
don’t spend much time worrying about 
how they will find a bank note that they 
didn’t have. 

Most print buyers would hate it if 
they had production problems. Or if 
their print wasn’t achieving the results 
that they needed. But they don’t spend 
much time worrying about whether they could have a slightly better printer. 
Or if they could be using a different press.

And, let’s face it, you probably wouldn’t have downloaded this book if you 
weren’t worried that you could be suffering from sales issues.

The job of a good print salesperson is to find out the problems a prospect is 
suffering from. If a conversation can be started up around these problems, the 
prospect will engage with you.

Don’t forget to focus on the wider issues of the problem. Production prob-
lems lead to late delivery of print. And late delivery of print leads to fewer sales. 
Which leads to lower profit margins.

Customers need to solve business problems. And if you can help them with 
their problems then they are more likely to engage with you.

Solving problems is a powerful way to get customers to try something new.

ACTION POINTS
● Ask your prospect what challenges they are facing.

● Show how your products or your level of service can solve these challenges.

● Remind the prospect of the wider implications of their challenges if they do not 

work with you to solve them.

If your prospect feels like this you have a 
great sales opportunity.
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ERROR #5

THINKING IT’S ALL 
ABOUT PRINT

The person who wants to print a busi-
ness card does not want ink on paper. 
They want communication. They want 
people to remember their name, contact 
details and company. They want poten-
tial clients to put them in their contact 
lists.

The business card is not a piece of 
print. It’s a way of creating contact with 
potential customers. 

And that’s the same for nearly all 
print that is bought. It is bought for a reason. It is down to the print salesper-
son to understand the reason behind the need for print. Then they can create 
a more compelling sales message. And they can create the best solution for the 
customer’s needs.

Imagine how much more compelling a business card would be if it had a QR 
code on the back. Suddenly, the card details can be transferred immediately 
onto a prospect’s phone. And there are no more mistakes from wrongly typed 
phone numbers and email addresses.

Adding a QR code is the sort of idea that means that your company is the one 
that is awarded the print work. But ideas such as these can only be brought to 
the table if the print salesperson understands the client’s reasons for buying 
print.

ACTION POINTS
● Ask your prospects and customers what they want to achieve from the print 

they are ordering.

● Create alternative solutions or added benefits that will add value to the 

customer’s use for the print.

● Use these solutions to build relationships and to maintain profit margins.

This is exactly what most customers 
don’t want to hear about.

http://www.profitableprintrelationships.com
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ERROR #6

MAKING IT ALL 
ABOUT PRICE

Do you believe that all buyers 
make decisions based only on 
price? 

Let me tell you a story about 
price. At one print company I 
worked with, the commercial 
director carried out an interesting experiment. The sales team were all allowed 
to negotiate to a certain level of price. Every time they negotiated to the lowest 
price that they were allowed to. They claimed that this was the only way they 
could win the job. One week the commercial director put the minimum price up 
by 5%. And the print company won almost exactly the same amount of work.

Sometimes the print industry is guilty of making it all about price when 
it’s not.

Here are some sales pitches I have received recently:
“Do you have any work I can quote for?”
“We have a new press so we’re cheaper now.”
“Would you like to see if we can beat your current price?”
All these approaches are price led. So they encourage me to buy on price. 

Here are three alternative approaches, which focus on value:
(a) Reduce buying costs, by helping the client to become more efficient.
(b) Reduce print costs through more effective specification, more efficient 

production or reducing costs such as post.
(c) Increase the client’s results from print. This can be done by using different 

finishes, improving quality or by suggesting more appropriate products. It can 
also be achieved by introducing personalisation or multi-channel opportunities.

ACTION POINTS
● Review your current approach with prospects and ask yourself if it is price led.

● Create a value-led message instead.

● Make sure that you lead with this message at all times.

Don’t market your print business on a low price 
basis.
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ERROR #7

TALKING TOO MUCH

Do you get enough information from your 
prospects? Or do you spend all the time 
talking about you and your company? The 
accepted standard of communication for 
selling is 70% listening and 30% talking. 
But how many of us actually achieve that? 
I know that I struggle with this. I love the 
sound of my own voice.

But remember that prospects love the sound of their own voices as well. Give 
them the opportunity to talk. The chances are that they will tell you loads about 
themselves and their company. We just have to remember to listen. 

The trouble is that most of the time we are too busy talking about ourselves 
and our companies. And often the prospect does not want to hear what we have 
to say. They are not interested in us and our features and benefits. And that’s 
good. Because we should be listening to them.

But if you want to listen, you need to encourage the prospect to talk. And 
that requires the right questioning. The most frequent question I hear from 
print salespeople is “Do you have any work I can quote on?” That’s a closed 
question – and it invites me to say “no”. If you want to get a prospect to talk then 
you need to be making open questions. Questions such as “What are the main 
challenges you face at the moment?” or “What do you want to achieve from your 
print communications?” That’s when a prospect will really start talking to you.

ACTION POINTS
● On your next conversation with a prospect, try to avoid mentioning features or 

benefits. Only talk about these if the client specifically asks you about them.

● Instead, take time to encourage the prospect to talk about themselves. Find 

out three new facts about the prospect as a person.

● And then find out three new facts about the prospect’s business. You may be 

surprised at how much useful sales information you discover.

Listening to your customer is vital.

http://www.profitableprintrelationships.com
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ERROR #8

NOT USING THE CUSTOMER 
SERVICE TEAM

Which members of staff have the most 
daily contact with your customers? Which 
members of staff have the best opportunity 
to build great relationship with your cus-
tomers? Which members of staff are your 
customers most likely to openly give infor-
mation to?

The answer to all these questions is, of 
course, the customer services team. The customer service team is one of the 
most under-valued sales resources of any printing company. 

Customers are more likely to trust the customer services team. They see 
them as production partners rather than salespeople. This means that they can 
be used effectively to build the accounts of current customers. So the sales team 
is now freed up to work on new business.

So while the sales team work on new business, how do you use the customer 
services team to grow current accounts? It can be as simple as asking them 
to ring up a customer after a job has been delivered. Then they can ask if the 
customer was happy. This gives you a chance to resolve any problems. And it 
also gives you the chance to make sure that you know when the next jobs are 
being produced. And to make sure that your company will be quoting for them. 

Suddenly there is no excuse for missing out on any jobs.
You’ll also be well placed to handle larger opportunities well. The customer 

service team will be able to highlight these at the earliest possible moment. And 
that means you can get the right people talking to your customer straight away.

ACTION POINTS
● Brief the customer services team on the sales element to their role (and consider 

putting them on the training that Profitable Print Relationships provides).

● Have a competition for the most leads.

● Reward the team for building business.

The customer services team aren’t 
dummies. They can be a great sales 
resource.
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ERROR #9

NOT MAKING THE CUSTOMER STICKY

Is it a constant struggle to find new customers? Do you 
need to fight for every new piece of business? To put huge 
amounts of time and resource into every new job you win?

Finding new customers is hard work. So why do so 
many printers let their customers go so easily? 

Most customers can just email their pdf to a new sup-
plier. So they can leave you in seconds. And they can leave 
you for the sake of a price that is just a tiny bit cheaper 
than yours.

It is much more cost effective to retain existing custom-
ers. Most research suggests it costs a LOT more to win a 
new customer than to retain an existing one. Somewhere 
between seven to ten times more. But how do you stop cus-
tomers leaving?

The first key issue is to make sure that you never give a customer a reason 
to leave. So printers really need to concentrate on error-free production. And 
fantastic customer satisfaction. 

But that still leaves the problem of other printers trying to take your custom-
ers. So printers also need to create as many value added services as possible. 
These need to make it harder for the customer to leave. There’s a lot more effort 
involved for a customer to have data transferred to a new supplier. And it’s a 
much harder decision to leave a trusted designer for a new unknown one.

ACTION POINTS
● Review sticky options for customers. Here are three to get you started:

● Web2Print – here the printer holds the design template.

● Design – here the customer is purchasing the skill of the individual designer. 

And this can be much harder to replace than a printer.

● Data management – if a printer manages a data list for post or personalisation, 

a whole database has to be handed over. That can be a risky process.

How easy is it for 
your customer to 
walk away from 
you?

http://www.profitableprintrelationships.com
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ERROR #10

NOT ASKING FOR 
REFERRALS

Do you struggle to find great 
new prospects? And is it hard 
work trying to change a pros-
pect into a warm lead?

Wouldn’t it be great if you 
had a steady stream of warm 
leads that knew about you and were ready to talk to you?

Most printers already have access to a huge number of these leads. But many 
printers don’t take advantage of this. And some don’t even realise that these 
leads are easily available.

So how do you get to these leads? It’s simple. Do you have customers who 
value what you do? Chances are they’ll know other clients who could benefit 
from your services. All you need to do is to ask your customers for referrals. 

You’ll be surprised at how many useful leads come your way as a result of 
this. Ideally, you’ll find customers who are prepared to send an email of intro-
duction on your behalf. Or even make a phone call for you. The best ones will 
even host a meeting between you and their contact.

Even if you made a pitch to a prospect and they turn you down it is worth 
asking for a referral. They may well know someone whom they feel would ben-
efit from your services.

It just takes one little question and you can get some great new sales leads.

ACTION POINTS
● Set yourself a target of asking for at least three referrals a week.

● Brief the customer services team to ask for referrals as well. 

● Don’t forget to ask for a referral even when you get turned down by a prospect.

Your customers can give you great new leads.
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AND FINALLY…

Finally, make sure you enjoy your 
role! The printing trade is full of 
great characters and creative com-
panies. It’s a fantastic sector to be 
in. And there are still good oppor-
tunities. 

So don’t forget to have fun. 
Don’t forget to enjoy the new chal-
lenges that come to you every 
day. And don’t forget to learn new 
things all the time.

We should all be making sure 
that we get as positive an experi-
ence as possible from the jobs we 
do.

Don’t forget to smile when you’re working!

http://www.profitableprintrelationships.com
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HOW DO YOU KEEP YOUR PRICE? 
(Learn how the right negotiation skills  
can stop you ending up in a haggle)

Everyone else in the world is knocking down the price. And you’re never the 
cheapest. And you can’t win because it’s all price-based. 

At the moment everyone chucks a price in and it’s a haggle
And the client sees it as a haggle which is great for them. Because they’ll just 
knock everything down. 

But you can’t always have a deal where you’re giving everything away.

The major issue at the moment is to get away from selling on price  
What everyone should come away with is that win-win situation. The client 
feels that they’ve won. You feel that you’ve won and you’re not feeling fed up. 
There’s a complete balance in the relationship. 

If you can’t achieve that, you haven’t got a good relationship. There’s not a bal-
ance of power in the relationship. You’ll treat your client as a casual shopper 
that comes into your shop, knocks the price down and goes out again.

And that’s no good for business.

What a printer has to do is just to hold that price 
You should defend your price at all costs. But to do that you need to know how 
to deal with difficult clients. How to give something different. Something that 
will take their mind off the lowest price.

You need the right negotiation skills. 

So here’s The Print Industry Negotiation Handbook
The Print Industry Negotiation Handbook will give an in-depth, stage by stage 
overview of the negotiation process. And it is written purely for those who work 
in the print industry. It will help YOU negotiate more effectively.

It’s launching in January. Sign up by visiting or clicking here – profitable
print relationships. com/ negotiation- handbook-information – to get a free 
extract on “How to avoid giving way on price with straight line negotiation”.

http://www.profitableprintrelationships.com/negotiation-handbook-information
http://www.profitableprintrelationships.com/negotiation-handbook-information
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