knowledgeable regarding products, ser-
vices, and in some instances, pricing.
However, one of the most important areas
lacking is knowledge of the company.

Do you really know who you are dealing
with and what you are getting?

Value

Value is a subjective term, in which the
criteria may be different for each person.
A decision-maker may view price, service
or quality as the most important factor.
Value is usually associated with price, yet
this is not always true. Many products
and services consist of several parts, so
how do you determine the best value?
When comparing bids from companies,
are you comparing apples to apples or
apples to oranges? Do you compare prod-
ucts only? What about other factors? Or
do you look at price only? Consumers
need to be aware of some other important
factors, such as service after the sale, on
time delivery, service contract availability,
manufacturer support, warranty, service,
licensing, insurance, etc. Every company,
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good to be true, it probably is.”

When securing the products or services
of a vendor, a minimum of three bids may
be required. Again, make sure they are
similar. Be aware of the ones which are
significantly different from the others;
there is a reason they are different.
Companies in similar industries will gen-
erally incur similar costs when doing busi-
ness and product costs will not be vastly
different. The lowball offer may be a way
to entice a potential customer, but under-
stand and be aware that something has to
be sacrificed. In some cases, it may be
service or product quality. No company
is going to perform work at cost.
Businesses are profit-making ventures.
The question is: “How are they making
their profit?”

Service

When is service important to a customer?
Only when something goes wrong or
breaks down. If you are the manager or
hoard president, you probably have first-

hand knowledge and experience of good
service and not-so-good service. The ven-
dor’s job is to make sure you can concen-
trate on other important issues, and not
just, “When is this going to be fixed?”
Service has hecome an important element
in the evaluation of a vendor for many
management companies and associations.
However, many do not realize the value of
good service until they have a negative
experience. How can a potential customer
determine which vendors do not value ser-
vice? One avenue is to utilize a network of
contacts, be it other associations, man-
agers, etc. Another is to check out as many
of the vendor’s references as possible.

Ask about the company’s service depart-
ment. How many service personnel are
employed? How many people are trained
or certified to perform repairs? What is
the response time from the time a call is
placed and service is available? In some
industries, 24-hour availability is a must,
but for other industries, Monday through
Friday service is adequate. Does the com-
pany have service personnel in the local
region or is travel from distant areas nec-
essary? You can bet someone has to pay
for this travel time.

Many companies and industries offer
service/maintenance contracts. Since
definitions will vary, be sure to read
the contract and make sure you under-
stand what you are paying for. Does the
contract cover labor, parts or both? You
also should understand the exclusions,
if any, in your contract. Some include the
actual maintenance, in other words, the
item(s) scheduled to be inspected and
maintained. Other contracts may only
cover labor or parts when a service

call is placed.

continued on page N






