
 

 

 

 

 

How to create a Winning Value Proposition – that leads to higher fees and more 

retained work. 

 

 

Have you ever wondered how some recruiters can demand the highest fees and get more 

retained work than they can handle while other recruiters struggle at finding any good 

work and getting fees above 20%.  The answer is in developing a winning value 

proposition.   

 

This brings me to a decision I had to make a few years ago.  I have five acres of lawn to 

mow at my house in Mason, Ohio.  I decided that there were better things I could spend 

my weekends on then mowing my lawn for 6 hours on a Saturday.  For the record,  my 

wife disagreed.  I decided to price out a lawn service to not only mow my lawn – but 

keep it up the way it should look – which is the preferred color of green verusus yellow 

or brown depending on the weather and time of year.   I got the phone book out and 

called five of the lawn services that were in my area.   I set an appointment with each 

company and had a representative come out – to look at my property and give me a price 

quotation.   One by one, they came out – looked at my lawn – in shock I might add due to 

the size - and gave me a “competitive” quote and left. Not a lot of discussion, quick down 

and dirty – then left.   Four quotes came in around the same price - $100.00 a cutting 

except for one.   One local lawn care service – said they couldn’t give me a fair quote on 

the spot.   The representative needed to go back,  look at work schedules to find times,  

look at cost of chemicals to keep it green and do a thorough analysis of how they were 

going to keep it that way all year long.   I was shocked.  Couldn’t give me a quote on the 

spot?  He set an appointment to come back the next day.   

 

The next day the man came back – with a full schedule of what needed to be done to the 

lawn all year long to keep it “healthy green” the way it should be.  The schedule included 

not only lawn mowing,  but treatment for grub worms, weeds, dandelions, fertilizers – 

spaced out during the year – when that particular treatment was needed.  He also shared 

with me how they would cut the lawn every week – or sometimes twice a week – and 

insure that we have the best “lawn cut” look and design in the neighborhood. 

 

By the end of presentation he gave, there wasn’t a question of what lawn service I was 

going with.  The question was “how much was this going to cost me?” The bottom line 

was - The sale was made – before we even talked price. 

 

In recruiting or in a lawn service – the sale is made before you even talk fees.  The way to 

make the sale before the fee is discussed is through doing an indepth needs analysis and 

having a winning value proposition.  

 



 

 

What is your Value Proposition?  A value proposition is why someone would do business 

with you opposed to all other alternatives.  Its what really differentiates YOU from all of 

your competitors – directly and indirectly.   A direct competitor would be another 

recruiter vying for the same business.  An in-direct competitor would be an internal 

candidate, placing an ad on monster.com, etc.. 

 

 

Why do some recruiters and recruiting organizations demand and receive the highest fees 

and more work than they can handle in the industry?   Because their perceived value of 

their service far exceeds the amount of money that their customers are paying  for the 

service.   The key word being perceived.   Everyone, including yourself is willing to pay 

more money for a product or service if the perceived value in which we receive is greater 

than the price.  It happens everyday in every other industry in the world.  In order to get 

higher fees,  our perceived value that our customer receives must be much greater than 

that of our competitors and of our service fee.   

 

There are some simple questions to help you forge a winning value proposition and test 

the validity of the one you may already have. 

 

1.   What is the target market or niche you are going after?   

 

The specific the market,  the more value you can potentially add.  This is the reason many 

recruiters and businesses like to focus on niche markets.   Only by knowing the needs of 

that market or niche intimately,  a well crafted solution can be designed. 

 

2.  What is the specific recruiting need I am going to fulfill or customer recruiting 

problem am I going to solve?  

 

If I am going after one specific vertical market – then what position or positions am I 

going to fill?  The more specific the better.  However not so specific that your market is 

too small to reach your recruiting goals. 

 

3.  What are the benefits my customer will receive from my recruiting solution? 

 

The customer needs to derive some very specific benefits from your recruiting solution.  

Is the customer going to save time by using your solution.  Is the benefit higher quality 

candidates?  Is the benefit of using you – is you intimately know the industry or 

customer.  You could have one strong benefit or multiple benefits that the customer 

receives.  Many successful  recruiters look at the results of their candidates in the 

companies they have been placed.  With this vital information, you can share the true 

results of your recruiting efforts with prospective clients.     

 

4.   Unlike our primary competitor,  how do we differentiate our recruiting service 

offering? 



 

Here  it is.  The keys to the castle.  What differentiates you in the eyes of the customer is 

what can win you the game in winning more business and at higher fees.  What is that 

you are offering your customer that makes you different.   

 

There are many ways that companies in the recruiting industry – differentiate themselves 

from the competitors.  Some differentiate themselves based on their market they recruit 

in,  or the level of search that they perform.  Differentiation in recruiting could be in time 

to fill, the quality of the search,  industry expertise, etc.. 

 

The bottom line is this.   Based on your differentiation – if the perceived value of your 

service out weighs the price the customer has to pay – fee no longer becomes the issue.   

If the customer does not see differentiation among competitors and the perceived value is 

not seen as greater – fee will always be a problem.  This is why some recruiters can 

charge up to 40% of other first year compensation while others are still wallowing in 

20% or lower fees. 

 

Once you have  established a winning value proposition – then there is one more key to 

success.   It is a strong belief among everyone on your team in the value you bring to the 

table.  The stronger your belief is in what you provide – the less likely someone on your 

team will take fees that are below your comfort zone in your office.   Your strong belief 

in the value of your service will also help you walk away from bad business.  As you 

know, there is a great amount of good business to be had,  lets stop wasting time on bad 

business.    

 

    

 

 

 

        

 


