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Foreword

WHY IS IT SO hard to win new business?

That’s a good question – and this book is designed to help you 
answer it.

I am a business development consultant who specialises in 
helping people to win and retain customers through competitive 
bids, tenders and large-scale proposals.

The work I do involves working with teams to build an offer for 
a prospective customer completely from the ground up – every 
time – in response to what that customer needs, and will value.

Over the course of nearly two decades, I’ve helped people to win 
hundreds of millions of dollars worth of business in complex 
services industries, including: 

1. Government-funded human services;

2. Large-scale enterprise services, like information technology, 
programmed maintenance, and logistics; and 

3. Professional services such as engineering, project 
management, finance and law.

What really lights me up about the work I do is that I have the 
opportunity to help smart people find the connection between 
what they know and can do, and what makes commercial sense 
for customers to buy. 
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But this work is by no means easy.

There’s no doubt that it is a buyer’s market now. Competitive 
tenders are the norm for contracts of any size and value. And 
in every market, with information so easy to come by, buyers 
are often two-thirds or more through their decision making 
process by the time they get to us. By then we’ve lost the power 
to influence them.

This has some unintended knock-on effects that, for the most 
part, aren’t being talked about very much – yet.

The move to compulsory competitive tendering has dampened 
the contribution of the best and brightest people within 
supplier organisations. This is a worrying trend.

The most common thing I hear, when talking to senior leaders 
inside these organisations about their business development 
challenges, is this: 

My people avoid tenders like the plague – I’d love to find a 
way to get them enthusiastic, engaged, and actually wanting 
to work on them. Is this something you can help with?

The answer is yes – and no.

• No, because the best and brightest people, for the most part, 
don’t want to work on ‘tenders’. They don’t want to be dictated 
to by a customer who doesn’t know as much as they do. 

• Yes, because what really motivates smart people is the 
chance to use their brains to create things that have real 
impact and value for customers. That’s something I am 
passionate about – and it’s why I wrote this book.
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I’m concerned about the implications of supplier disengagement, 
if it continues. Many of the wonderful people and organisations 
who do great work, which we all benefit from, may struggle to 
make the contribution we need them to make, and to realise 
their true potential.

This book is for people who work in services industries and in 
services-based professions. 

If you’re drawn to this kind of work, you probably want to use 
your expertise to help others, to do good work, and to make a 
difference. But in the real world, we must first convince people 
that they need our help; we have to convince them to buy from 
us. And this isn’t always as easy as it should be.

Products are fairly straightforward to sell, because we can touch 
them, feel them, and understand through experiencing them 
how they work.

Services on the other hand, are not straightforward at all.  Like 
a product, a service solves a problem, but the problem is often 
hard to see, and may be completely unknown to the person who 
is experiencing it. 

As a result, people are often suspicious of buying services, 
because they don’t understand them and are worried that they 
might never get the outcome that they were promised. 

But these people – let’s call them customers – have real problems 
that we can solve, and they need our help. It’s our duty and 
responsibility to get out there and help them, but this means 
getting past our own fears and biases first.

SAMPLE CHAPTER



xii

Doing is easy. Selling can be hard.

Back in Renaissance Italy, artists were supported by wealthy 
patrons who admired their work.  This system had benefits for 
both parties. 

Artists received a living wage, access to luxury materials (such as 
gold and lapis lazuli) and commissions to produce art on a size 
and scale they could otherwise only dream of.  Patrons used the 
art they produced as a means of expressing and enhancing their 
social status. Without this patronage system, we wouldn’t have 
many of the works of brilliant artists like Leonardo da Vinci, 
Michelangelo or Raphael.

In service industries, we also need to find patrons – customers 
–who get what we do, and who see the mutual benefit in 
commissioning us to do it. This is essential if we are to have any 
chance of bringing our gifts into the world.

It’s easy to accept the excuse that it is all about price and that 
customers don’t want what we have anymore. That isn’t really 
true. They may want it – and they probably need it – but like 
the rest of us, they are time-poor, risk-averse and battered by 
disruption and change. Consequently, we need to give them 
extremely compelling reasons to do things the way that we 
suggest.

VALUE will help you to look at what you do in an entirely 
new way; from the perspective of how it creates commercial 
value for customers, in a way that motivates them to buy.

It will help you to identify what you’re really selling; to be very 
clear on the value it offers to the people who might want to buy 
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it; and to speak confidently about it to someone who doesn’t 
understand it nearly as well as you do.

This book is written in three parts.

• In the first part, Identity, we’ll look at what we buy as 
consumers, and how it affects the way we see ourselves. We’ll 
examine the reasons why buyers and sellers have ended up 
so far apart, when we actually want the same thing. We’ll 
see how for sellers, the current buying environment can 
easily erode the joy of service and replace it with something 
far less pleasant…subservience and servitude.

• In the second part, Commoditisation, we’ll examine the 
forces that are driving prices down and forcing us into 
boxes we don’t want to fit into, and how we can swim out 
of the ‘sea of same’.

• And in the third part, Value, we’ll unpack the three drivers 
and six primary attributes that create commercial value for 
customers, and look at how you can build an offer that your 
prospects would be crazy to say no to.

If you have ever missed out on an opportunity that you really 
deserved to win, ever struggled to explain what you offer to 
people who just don’t seem to understand, or if you’ve ever 
seen prospective customers stubbornly go down a path that you 
know is not right for them – then this book is for you.

I hope that this book will spark many useful ideas about how 
you can explain the commercial value of what you do in a way 
that helps customers decide to buy from you.
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I also hope you’ll want to refer back to it time and time again, 
when you get stuck, or when something isn’t working, to help 
you figure out what to change.

Finally, I’d love to think that Value will help you to unlock your 
potential, and live your purpose, and to do that through the 
opportunity to serve others.  Don’t let your confidence, and the 
joy in what you do, get chipped away by years of responding to 
what other people say they want, or worse, by constantly having 
them say ‘no’ to you. 

Ultimately, value is in the eye of the beholder, and it can be 
challenging to be both the actor and audience in your own play.

It is enormously helpful to have a sounding board when you’re 
seeking to unpack and understand the true value in what you 
do. 

Talk to your colleagues, talk to friends, and if you need help, 
please reach out to me. 

It would be my privilege and pleasure to help you win the 
business you deserve to win, and to make the impact I know you 
can make.

ROBYN HAYDON
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PART 1

Identity

We are all consumers, and what we buy affects the way we see 
ourselves. Here we’ll examine the reasons why buyers and sellers 
have ended up so far apart, when we actually want the same thing. 
We’ll also discover how our own attitudes towards customers can 
land us in unrewarding roles like servitude and subservience, and 
why rising above these roles is the first step towards our real goal – 
to be of service.

PART 1
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CHAPTER 1

We are what we buy

Like many other households in the 1970s, ours contained a 
set of encyclopedias that lined the bookshelves in the mission-
brown family room. Our encyclopedia subscription also came 
with a bonus ‘annual’ volume that arrived each year. 

As a child, I was a voracious reader who would even read the 
back of the cornflakes packet if there was nothing else available, 
so I really looked forward to these information-packed treats. 

One year, the annual was about Dogs. After devouring that 
book with a passion, I can still recognise obscure dogs on the 
street just from what I can still recall from the drawings of the 
different breeds.

Another year, the annual was about Psychology. What I 
remember the most about that book was a section containing 
four photos of the same woman, shown from different 
viewpoints. From my recollection, these were:

1. As the camera sees her (pleasant and smiling, with a slightly 
hesitant expression),
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2. As she sees herself (vampy and knowing, with teased hair 
and a beauty spot),

3. As her husband sees her (mousy and downcast, with 
drooping shoulders), and

4. As her friends see her (loud and brash, but a bit dishevelled).

As a young person yet to hit puberty, this was my first 
introduction to the idea that there was more than one way to 
look at the world (mine). 

And in my work, I have been fascinated ever since by the way 
that we reflect our identity in what, and who, we choose to buy.

“Who am I?”

It’s a big question, and one that has occupied psychologists and 
sociologists for hundreds of years.

A more useful question, when it comes to buying and selling, is 
“How do I see myself, and who do I want to be?”

We all have an identity that we want to show to the world, and 
we confirm that identity through our actions. Therefore, what 
we buy, and who we buy it from, both affect the way we see 
ourselves. 

Let’s look at a few examples.

•	 If you’d like to be seen as a good person, someone with 
integrity, you might be on the lookout for ways to ‘do 
the right thing’ – probably without even realising it. As 
a result, you might find that you end up buying ethical, 
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environmentally or ‘green’ products and services over 
alternative options.

•	 If you’d like to be known as a generous person, someone 
who gives to others, you might find yourself sponsoring 
a child in a developing country, or contributing to (and 
sharing) online fundraising campaigns.

•	 If you’d like to be seen as a frugal person, who is good with 
money, you might enjoy sniffing out a bargain and sharing 
these good deals with your admiring friends and family.

•	 Or if you want to be seen as a productive person, who gets 
things done, you might like trying out and talking about 
gadgets that help you to do more in a day and to make the 
most of your time.

We all buy things, and we all play roles while we’re doing it. 

In going about your day-to-day purchases, you probably don’t 
give a lot of thought or attention to this. However, identity 
shapes all of our buying decisions – both good and bad. 

Have you ever bought something you thought was absolutely 
amazing and couldn’t wait to tell your friends about it? When 
I ask people this question, their answers vary widely:

• One of my clients has a favourite pair of boxing shoes that 
she can’t be without. When she can’t find them before going 
to the gym, she will up-end her house to look for them. 

• Another client mentioned that his son bought a pair of 
waterproof Bluetooth speakers for diving. Apparently these 
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are the coolest things he’s ever seen and he never stops 
talking about them.

• Yet another is a car enthusiast, who bought a Mercedes 
recently. He has a vivid recollection of the whole experience, 
from the barista in the store to the gift-wrapped vehicle to 
the after-sales courtesy and service.

Everyone has something that their life wouldn’t be the same 
without. Even if you don’t actually love this thing, you probably 
still rely on it. Some examples are your mobile phone, road bike 
or perhaps even your custom made car keys that can only be 
replaced via courier from Europe. 

For me, it’s an application on my phone called rev.com. In my 
line of work I write a lot of words. Using this transcription app 
has helped me to catch on my thoughts on the fly, have them 
transcribed into text, and has saved me many, many hours of 
work. I tell everyone I know about this app, particularly those 
who work in consulting businesses or in mobile professions like 
project management and engineering. (You’re welcome).

What we value supports our identity, and makes us feel good 
about ourselves. 

My client’s boxing shoes fit her identity as a person who makes it 
a priority to exercise. The waterproof Bluetooth speakers make 
the teenage son a cool person who is up with the latest gadgets 
and can clue in his friends (the way I said that was probably 
not cool at all). The transcription app I use makes me highly 
productive, which is an identity I aspire to.

On the other hand, have you ever bought something that 
turned out to be a dud? 
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Bad products, services or investments are memorable for all the 
wrong reasons – because of all the pain they put us through. 

• One of my clients told me about an investment property 
that she had purchased, but had to sell quickly during a 
market downturn. She lost tens of thousands of dollars on 
that transaction. 

• Another client hired a guy to do some exterior work around 
his house. The man had been in jail before, but my client 
wanted to give him another chance. Unfortunately, he 
disappeared with the deposit and my client never saw him, 
or any work, again.

• My partner and I bough a timeshare while on holiday in 
Thailand more than a decade ago. Only when we got back 
home did we realise that it was going to take at least 10 
hours on a plane to get to any of the gorgeous places we’d 
fallen in love with, and the local ones we could swap our 
‘weeks’ for weren’t worth the money. We couldn’t get any 
cash back because of the way the scheme was set up. 

While we might tell a lot of people about the things that we love 
and that have made us happy, we rarely mention the duds – even 
if these cautionary tales might stop other people from making a 
similar mistake. 

That’s because it hurts our identity to relate these stories. My 
partner and I don’t tell a lot of people about the timeshare 
(although now I’ve told all of you), because it makes us look 
like chumps who were taken in by a slick sales pitch – which, of 
course, we were.
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Identity is at the core of every buying decision. Because we all 
buy things, we can all get better at persuading others to buy. 
Mostly, this is called ‘selling’. 

Selling requires the ability to put yourself in another person’s 
position, and to appeal to their identity – whether you’re selling 
to consumers or to business buyers.

The I Bought A Jeep campaign is a good example of how identity 
affects purchase behaviour. This campaign, launched in 2012, 
has become part of the Australian cultural vernacular.  

The advertising firm behind the campaign, Cummins&Partners, 
discovered that although Jeeps were very popular with the 
people who already drove them, the brand was struggling to 
reach new customers with its previous ad campaign slogan, 
Don’t Hold Back. 

Qualitative research with current Jeep customers showed that 
most of them had experienced an ‘incredulous’ reaction from 
family and friends when explaining they’d bought a Jeep (“you 
bought a WHAT?”). 

The big idea behind the new campaign was to dramatise this 
as ‘incredulous approval’. Therefore, the reaction to saying “I 
bought a Jeep” became “You bought a Jeep!”

Jeep’s brand values are freedom, authenticity, adventure and 
passion, and the ads tap into a customer’s desire to live those 
values – not just buy a car.

This campaign won two Silver awards at the advertising industry’s 
2014 Australian Effie Awards.  The agency’s submission to the 
awards committee shows that the campaign had dramatically 
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increased sales for the parent company, Fiat Chrysler, in a 
difficult car sales market. Since the start of the campaign, Jeep 
sales increased 156%, outgrowing the SUV category by 300% 
while also reducing media expenditure per unit by 45%. 

Australia is now Jeep’s second largest sales market outside 
the USA. Talking about the success of the campaign, 
Cummins&Partners’ CEO Sean Cummins said: 

Our aim is to create enduring platforms for brands that inspire 
action. And this does both. In spades. What is exciting for us is 
that ‘I bought a Jeep’ has become so idiomatic to Australians. 
This is the stuff brands dream of. And it is a sensational 
platform that could go for years…the work we do is not for the 
industry, it is for consumers. And they are buying Jeeps!

Knowing what we know about how the ads play to the 
connection between Jeep’s brand values and the values of the 
customer, we could also add to this by concluding:

“…because we found a way to appeal to the buyer’s identity.”

What you do is already awesome

We are often too close to what we do to get a true picture of 
its value and usefulness to others.  This is because our relatively 
complex maps of what and how we do things result in a cognitive 
bias known in psychological circles as ‘functional fixedness.’

Functional fixedness means that our thinking has evolved in a 
way that limits us to using an object (or an idea) only in the way 
that we are accustomed to using it.
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In 1945, Gestalt psychologist Karl Duncker defined functional 
fixedness as being a “mental block against using an object in a 
new way that is required to solve a problem.”

In his classic experiment, Duncker gave participants a candle, 
a box of thumbtacks, and a book of matches, and asked them 
to attach the candle to the wall so that it did not drip onto the 
table below. He found that people tried many unsuccessful ways 
to solve the problem – including attaching the candle directly to 
the wall with the tacks, or gluing it to the wall by melting it – but 
very few of them thought of the inside of the box of thumbtacks 
as a candle-holder, and tacking this to the wall instead. When 
he repeated the experiment, giving people a box that was now 
empty of thumbtacks, they were almost twice as likely to solve 
the problem.

The older we get, and the more experience we gain, the more 
likely we are to exhibit ‘functional fixedness’. 

Let’s say you have a complex problem at work. To nut it out, 
you have a chat to your partner (who works in a field that is 
completely different to yours) while you are both making dinner. 

After a few minutes of you talking about the problem, they say 
“Oh, so you mean it’s about XXX?”

And of course it is. They are able to ‘get it’ because their map 
of the subject is different to yours (and also because they’re not 
trying to verbally process it at the same time).

Tests have shown that children aged 5 years have no signs of 
functional fixedness, but by age 7 have acquired the tendency 
to treat the originally intended purpose of an object as special. 
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This might explain why you can tip a box of Lego on the floor 
of a kindergarten and the three and four-year-olds will just 
go for it, making the most weird and wonderful creations, 
whereas school-age children often prefer being given a Lego 
box containing the parts and instructions to make something 
tangible, like a car or plane.

As well as making it more challenging to think laterally to solve 
problems, there is another impact of functional fixedness – our 
inability to acknowledge what we do as valuable, and special.

Imagine you’re having a beer with an old friend, who asks about 
what you’re doing at work these days. You tell them a bit about 
the project you’re working on, only to have them exclaim, 
“Oh my God, that’s amazing!” To you, it might just seem like 
another day in the office. But to them, what you’re doing is 
pretty remarkable. 

As you read this book, I’d like you to hold onto the possibility 
that what you do is already awesome, and that all we need to do 
is find a way to explain it to others so that they get it – and want 
to buy it. 
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Where to from here

ROBYN HAYDON IS ONE of Australia’s leading experts on 
business development, helping organisations to build value 
that supports new business acquisition and customer retention. 
She is also a specialist in business that is won through formal, 
competitive bids and tenders.

Robyn is on a mission to break down artificial barriers that 
keep buyers and sellers from creating value together, and in the 
process to bring cooperation, energy, and enthusiasm back to 
the field of business development.

Through her work, Robyn hopes to build a legacy of strong, 
capable businesses and individuals who see it as a privilege to 
win and serve customers, and who are empowered to bring 
the best of themselves to their business development role – no 
matter what their ‘other’ roles may be.

• Book Robyn to speak at your next sales meeting, strategy 
retreat or conference

• Engage Robyn to help you and your team build value-based 
offers that win new business pursuits
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• Talk to Robyn about organisational training and capacity 
building programs in commercial value creation, tender and 
proposal leadership, and customer and contract retention

• Check out Robyn’s public training programs, including 

◊ From Chance to Choice: how to make smarter 
decisions to bid, 

◊ Persuasive Tender and Proposal Writing Program,

◊ Persuasive Speed Writing, and

◊ How To Retain Your Most Important Contracts and 
Customers

• Purchaser Robyn’s other books The Shredder Test – a step-
by-step guide to writing winning proposals and Winning 
Again – a retention game plan for your most important 
contracts and customers

• Subscribe to Robyn’s weekly newsletter, The Winning Pitch

• Connect on LinkedIn or get in touch directly

www.robynhaydon.com
robyn@robynhaydon.com

+61 (0)3 9557 4585

Connect on LinkedIn: https://au.linkedin.com/in/
robynhaydon
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