The Last Word

You're a salesman. You live or die
on the bid that you write. It's your
future, and it’s all in the bid.

I have written lots of bids—seri-
ous bids against serious competi-
tion. Aspen, where I owned a CI
firm for 13 years, has a few thou-
sand residents. I have heard it said
on any given day that about 30 A/V
companies were in this little town
competing for these top clients.

Many of my prospects were
only in town for a short time
and scheduled to meet back to
back with architects, builders,
decorators, A/V contractors and
many more. I learned to respect
the fact that building a new
home at this level involves hun-
dreds of meetings and decisions
by the owners.

During my presentations to
these busy clients, it was clear to
me what was needed. My bids had
to be to very clear, succinct and
easy to understand. I had their at-
tention for just a short time and I
needed a no-nonsense bid.

Some of the bids I saw from
other contractors were really com-
plicated. I saw bids that literally
disclosed the quantity of every
rack screw needed, the number of
RG6 coax crimp connectors and
the exact part number and

footage of each type of wire. Every
wallplate was called out, including
part numbers for DSS diplexers.
Those bids were so long they even
made myhead spin.

Then there were bids created by
elite A/V companies who could af-
ford four guys working full time in
the office doing nothing but CAD
drawings all day long. They also
employed several full-time spe-
cialists who worked on just one

“It only does one
thing; it writes
great bids, quickly
and easily”

thing—creating bids. It takes a cer-
tain mindset to present a half-mil-
lion dollar A/V bid and not even
bother to disclose the line item
prices. They were selling the elite
experience of working with them
more than the actual A/V system.

In my case, I didn't want to
burden my clients with a 20-page
book of specs and rackshelf part
numbers. I didn't even present
cabinet drawings, wiring diagrams
or any CAD drawings in my bids.
Drawings could come later.

I presented a bid style that
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would show them the bullet
points. They were presented with
just what they really needed to
know, including all of the prices.

As Imade my way across the
CEDIA EXPO floor over the years, I
would stop at A/V proposal soft-
ware company booths, searching
for a program that would work for
me. Although computer programs
are powerful, the startup time
spent implementing new bid soft-
ware can be very formidable.

I could tell right away that
some of the full-featured pro-
grams were way too expensive for
me. They took months to set up,
charged thousands of dollars for
training, and I couldn't hire
someone else just to learn how to
work the software. They had all
the bells and whistles, all the
drawings all the modules, but
would I ever get a bid done? I did-
n't need links to accounting,
charts, task lists, work orders, etc.

Eventually I teamed up with a
software company that writes
custom programs for major city
governments using hundreds of
terminals. Together we created
and refined a new program
based on Microsoft Access,
called “Bid Magic.” It only does
one thing; it writes great bids,
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Not a Killer App Afterall
SCOTTSDALE, AZ—According to
high-tech market research firm
In-Stat/MDR, even as the number
of video-on-demand (VOD) users
rises, consumer interest in VOD

service remains lukewarm

ing and a continued lack

of compelling content. From the
perspective of potential VOD
users, a recent In-Stat/MDR sur-
vey showed that cable-based VOD
services enjoy a high level of con-
sumer awareness; 80 percent of
surveyed U.S. households are

that the percentage of cable

= o now familiar with VOD serv-
due to concerns about pric- ’ ice. The survey also showed
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TV households who were regular
VOD users, the so-called “take
rate,” was only eight percent. This
percentage indicates that VOD
service will likely remain some-
what of a niche cable service over
the next few years.

As of mid-2004, approximately
50 percent of all U.S. cable TV sys-
tems were offering VOD.
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quickly and easily. It has been a
big success helping our sales-
men focus just on selling.

I recently spoke with my for-
mer top salesman who told me
about the expensive software
that his new company bought.
He said that after six months of
trying to get it up and running,
he just gave up. He could not get
any bids done. So his company
hired a certified programmer,
fully trained on just that soft-
ware. After getting everything set
up, the expert said he could have
his bid done in eight days. Eric
told the new programmer that he
couldn’t wait, went back to his
PC and punched out the bid on
Bid Magic in five hours. He sold
that job, too...a big one.

I appear in Residential Sys-
tems every month to help my
friends and peers succeed in this
industry, and I believe that this
software could really help many
of you close more sales. To learn
more about Bid Magic, please e-
mail me at richriehl@msn.com.

Richard Riehl
(richriehl@msn.com) is an A/V sys-
tems expert and consultant from
Los Angeles, California.



