
Building a Better Buyer Experience - How to sell the way buyers want to buy 

Selling per se is simple. It’s not easy. But it’s simple. A buyer has motives to buy. All a 

salesperson needs to do is to align the pitch to those motives. However, that little thing can turn 

out to be rather confusing at times. Because for that, you need to understand buyers’ objectives, 

which certainly don’t go along with business objectives. 

Let’s say, your customers are looking to purchase your product as an investment 

(notwithstanding most purchases are based on emotions). So, your customer is probably 

evaluating the purchase on the basis of an internal rate of return. What’s it going to be? More 

time, better quality, achieving a certain goal? It can be anything and that is what we generally 

call ‘value’. The very first thing to sell something to a buyer is to make the product ‘valuable’.  

Secondly, a buyer has a preferred place to buy from. Whether it is an online store or it’s an 

offline bazaar, you have to be there. It’s not you who decides where to sell. It’s your customer 

who decides that. As the old saying goes, marketing goes where the market goes. Nowadays, it is 

mostly over the internet but traditional markets are not ancient yet. If you are in a B2B business 

and your customers want to meet you in person, then that’s the way you should sell. 

Thirdly, try to understand how does your customers wants to be sold? I mean, the medium and 

the format? Do they want to be contacted via email or engaged over social media? Can they be 

persuaded with a simple flyer or do they need technical demonstration offering an intimate 

interactive experience? Even before you make your pitch, your job as a salesperson involves 

figuring out how your audience wants to hear it. Short or long? Written or spoken? Words, audio 

or video? Whatever your customer wants, you have to deliver it. 

Fourthly, many sales people mix and mingle pitches to decision makers and decision influencers. 

Don’t do it at any cost. The way you sell a five-year-old should always be different from how 

you convince his father to purchase your product. It’s tricky because you are pitching the same 

product to the same party yet with a subtle difference. Once you start working the field more and 

more, you will develop intuition of such.  

Finally, it is always wise to figure out ‘where’ you want to meet your customer. By that, we 

mean the buying phase you want to meet him at. While some prospects have already decided on 

your product and would need little cajoling to act, others might not even know that they have a 

problem to start with. You have to first educate them about their problem and then start 

proposing solutions, preferably your product.  

However, the most important thing to understand is that your prospects (or generally, human 

beings) are usually lazy and they don’t want to waste too much time in making informed 

purchase decisions. This is where you, as a salesperson, enter. If you want to simplify your 

selling, and increase your chances of success with your customers, then you need to align your 

selling process to help them achieve their buying objective.  

To conclude, it’s not “we meet halfway” in sales. It’s always “I meet you all the way up to where 

you are.” It’s tough. It’s complicated. It’s unpredictable. You can’t relax. You have to responsive 



and have a customer’s best interests at the core. With ready availability of knowledge, people 

and resources, it could mean that no holding meetings during prime selling hours or getting your 

reps their personal vehicle to reach the meeting point with the customer.  

If you sum up all of the points above into one single sentence, it would sound like—customer is 

king. And he truly is. 

 

 

 


