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who have been successful at selling 
variable speed pumps. They offer 
a great variety of approaches and 
techniques, from data-based marketing 
to old fashioned handshake selling. 
They have found that much depends on 
the individual and even the area of the 
country: some places care a lot more 
about the environmental argument, for 
instance, while other places have high 
utility rates where annual savings from 
VSPs can quickly rise to four figures. 
Some places have tightly packed 
neighborhoods where the advantage 
of quiet variable speed operation is a 
deal-maker. The key is to find the right 
combination of benefits to unlock a 
customer’s objection to the higher 
initial cost.

PL ANETARY CONCERNS
Michael Berggren, owner of Berggren’s 
Backyard Oasis Pool Construction & 
Service in Washington state’s Columbia 
valley, discovered long ago that the 
area’s famous environmentalism is the 
key. When he steps up to a potential VSP 
customer, that’s where he’s going first.

“It’s that green-clean argument,” 
he says. “I’ve never really had 
to go anywhere else in my sales 
conversations. The energy-efficient 
discussion sells them, and I don’t get 
additional objections. Around here, 
everyone wants to feel like they are 
doing their part to take care of the 

environment.”
And that goes for both new 

construction and the aftermarket, he 
says. “We actually push variable speed 
pool pumps despite the fact that we 
have the cheapest electricity in the 
United States, so the savings aren’t as 
great as in some places. But here in the 

Jose Garcia (right) with the Barefoot Pools VSP display.
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