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Business to Business Buying Dynamics . . . Retail Sales 

Let’s begin with our core business which is the business-to-consumer segment and the alignment of 

the retail buying and selling dynamics. The first element of retail sales dynamics deals with the 

alignment of buyer (consumer) and seller profiles. We did some preliminary consumer group 

profiling in the targeted segment section of this plan and identified our primary and secondary pizza 

buying segments. In this section, we will focus down from this broad segment profile and provide a 

brief overview of the type of active buyer that we encounter in the retail segment. 

 

Commodity Buyers 

Within the targeted demographic segment that we defined in the segmentation section of this 

plan there are two basic types of buyers depending on what they are buying. As a retail operation 

we only deal with commodity buyers.  

 

Display Sellers (Employees)  

The alignment process also requires the profiling of the two basic types of business-to-consumer 

sellers (employees) that must interact with the buyer’s. This profiling and alignment is important 

to the buying and selling process and can significantly improve results while the misalignment of 

buyers and sellers can quickly become a business deterrent. Because our business is the retail, 

food service business, we will need to deploy properly trained, equipped and empowered “display” 

type sellers (employees) to interact with our corresponding “commodity” buyers.  
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Business to Business Sales . . . Retail and Consumer Buyer Lifecycle Revenue Potential 
Probably one of the most important elements of this strategy is to have a clear understanding of the 

buyer’s life cycle revenue potential. Based on this understanding we can delivery value at each 

phase, maximize that potential revenue and leverage the customer’s circle of influence. Illustrated 

here is a diagram showing the retail consumer’s revenue potential life cycle. The marketing and 

sales strategies and initiatives (tactics) that we have defined in this plan are designed to maximize 

the revenue and profit potential at each of these key stages.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Targeted Consumer 

Suspect - Awareness Phase 
Prospect - Discovery Phase 

Active Buyer 
Purchase Phase 

Expectant Customer 
Experience Phase 

Integrated Marketing 

Buyer Profiling 

Drive Motivation 
Condition Behavior 

Customer Initiative 

Buying Process 
The Responsive Selling Process 

Company Initiated Repeat 

Buying Process 
The Proactive Selling Process 
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Commodity Buyer Profile 

Commodity buyers are also consumers and are most commonly known as retail buyers. They go to a 

specific type of store to buy a specific product or service and need help in facilitating the purchase. 

Listed here are the primary characteristics of the “commodity buyer” and the complementary 

“display” seller. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Display Seller Profile 

The last type of seller is the display seller who aligns with “commodity” buyers. Commodity buyers 

are also consumers and are most commonly known as retail buyers. They go to a specific type of 

store to buy a specific product or service and need help in facilitating the purchase. Listed here are 

the primary characteristics of the “display” seller. 

Commodity Buyer Profile 

Low-touch and low-tech  

Standardized products/services  

Discretionary decision 

Want/emotional decision 

Initial price and convenience 

Selection/purchasing support  

Simplistic products and services 

High experience and expertise 

Buyer finds/approaches seller 

Display Seller Profile 

Commodity buyers 

Impersonal/confidence selling 

Non-technical/self-selection 

Selection/purchasing support 

Responsive/service-oriented 

Buyer/price/delivery knowledge  

Buyer needs/budget & convenience 

Accuracy and low-key 

Buyer finds/approaches seller 

Limited process selling 

 

 


