
 

 

 
When giving hurts 
 
In the world of business some sales behaviors and practices can create long-term negative consequences.  These five 
phases of giving and their resulting consequences illustrate why it’s in your company’s best interest to have a solid 
plan for when you will and won’t give.  After phase three it’s tough to reverse the damage.   
 
Give once and you elicit appreciation 
Buyers always appreciate introductory offers.   Be certain to establish an agreement and gain their understanding 
that it’s a one-time deal.  Include end dates on all proposals that state pricing.   We all know how difficult it is to raise 
price and re-establish higher value once a lesser fee is paid.    
NOTE:  Know how much and specifically which types of business you can afford to accept at lesser rates, with added 
value, etc.  Stop there.  Make sure the team understands and sticks to that plan.  
 
Give twice and you create anticipation 
When the same appreciative buyer returns for their second round, since you gave them a deal before, they believe 
you’ll give them some sort of deal again.  They’ll come asking.  Refer back to and re-establish your initial agreement.  
If you stand your ground here you’ll command respect and value, even if they don’t purchase.  If you give them 
another deal, get another agreement from them that this is the final one.  (If you say it’s final, be sure it is final!)  
Otherwise, you’ll set a precedent for that customer and, worse, you’ll teach your sales person that it’s okay to offer 
these deals to others. 
 
Give three times and you create expectation 
The third time they ask for more is the charm.  This is the point where you have to draw the line in the sand. 
Specifically state your parameters to break the cycle you’ve established; yes, getting to this point was your doing, not 
theirs.  This is where you’ll have to make the distinction as to whether you’ll continue to take their business.  You 
need to get the conversation back on track so you protect profit goals while moving them to make a purchase with 
you; this might be where you recommend them to another supplier.  
 
Give four times and it becomes entitlement 
When a buyer has received special favor three out of three times, they now believe that’s the way they’ll continue to 
do business with your company.  After all, there’s history.   With the fourth attempt they begin to make demands, 
issue ultimatums and take control of the negotiations.  Their logic is hard to refute making the negotiation 
increasingly difficult.  Many times management is asked to enter the conversation at this point.  Empowering your 
sellers with negotiation training and a specific process early on will decrease these instances.  
 
Give five times and it becomes dependency 
Buyers can be quite persuasive especially when they feel they’re entitled to special treatment.  They now depend on 
getting the deal and refuse to do business otherwise.  They dig their feet in and getting them to budge i s practically 
impossible.  When this happens in combination with month-end and your seller hasn’t hit quota, you have a second 
issue, as many sellers will plead with you to accept the deal.  Be careful to look beyond the total dollars of the sale 
and consider the amount of inventory, resources, etc., it’s actually costing you to accept their order.  Otherwise, not 
only will the buyer depend on you always giving them deals, the seller will depend on your accepting them.    
 
Find meaningful ways to help and give to your customers outside of negotiation periods.  Keeping your giving 
separate is best because the gift is an expression of your gratitude, not part of a business deal.   They’ll appreciate it 
without becoming dependent upon it. 

 


