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Business to Consumer Selling Dynamics . . . Consumer Sales 

If you read every book on selling that has ever been written you would find a diverse opinion 

on how many types of selling there are and what makes those types different.  Probably the 

best theory that I personally have ever seen came surprisingly out of a college textbook on 

sales and marketing years ago. Since my discovery of this model, I have met hundreds of 

successful sellers in my career that have settled on the same model and agree that a clear 

understanding of the type of selling that you are engaged in and the type of buyer your 

encounter is critical to your personal sales success.  In this section we will introduce the basics 

of CONSUMER SALES.  

 

Consumer Sales 

As highlighted on the previous page, consumer sales and retail sales (another blueprint) 

make up the business to consumer business segment. Consumer sales is one of the most 

popular types of selling because it integrates a “New Product Buyer” with a “Closing Seller”. 

Like retail selling, consumer sales involves the last few steps of the selling process and 

requires a unique set of qualification, needs analysis, presentation and closing skills that are 

effective with “Consumer” buyers. In consumer sales the new product buyer typically 

approaches the seller with a pre-determined need and idea of what it is that they want to 

purchase and the seller facilitates the sale. Consumer sales include real estate, automobiles, 

appliances, education, and other strategic (major) family investments and typically close in 

a short (30 to 60 days) selling cycle. It generally involves the buyer having a good 

understanding of what they want and the seller simply helping them to further define needs, 

make a selection and close the sale.   
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Business to Consumer Sales . . . Consumer Buyer Lifecycle 

Probably one of the most important elements of the consumer sales strategy is to have a clear 

understanding of the buyer’s life cycle revenue potential. Based on this understanding you can 

delivery buyer value, maximize the revenue potential and leverage the customer’s circle of 

influence at each individual phase. Illustrated here is a diagram showing the consumer sales 

buyer revenue potential life cycle. The marketing and sales strategies and initiatives (tactics) 

that we will identify will be designed to maximize the revenue and profit potential at each of 

these key stages.  
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Consumer Sales . . . The New Product Buyer Profile 

Once you have a clear definition of the buyer’s potential revenue lifecycle, it is important to 

focus down on the new product buyer profile. One of the most fundamental elements of a 

successful seller is to match the type of selling to the proper type of buyer. For example if you 

are a good business to business consultative seller, you may not be good at consumer sales to 

the new product buyers. The new product buyer is typically a consumer that is making a major 

purchase such as an automobile or a home (real estate). This type of buyer generally has a 

good idea of what he/she wants but will need help in the evaluation and selection process. 

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

“closing” seller. 

 

 
 

 
 

 
 

 

 
 

 
 

 
 
 

 
 

 
 
 

 
Consumer Sales . . . The Closing Seller Profile 

In addition to having an insight to the new product buyer profile, it is important to have a clear 

definition of the type of seller profile that best aligns with the buyer. The “closing seller” 

interacts with new product buyers which are consumers making a major purchase such as an 

automobile or a home (real estate). This type of buyer generally has a good idea of what 

he/she wants but will need help in the evaluation and selection process. Listed here are the 

primary characteristics of the “closing” seller. 

 

Closing Seller Profile 

New product buyers 

Impersonal/confidence selling 

Technical/self-selection 

Selection/purchasing support 

Theatrical and confidant 

Buyer/availability knowledge 

Buyer needs/budget and ego 

Consistency and low-key 

Buyer finds/approaches seller 

 Partial process selling 

 

 

New Product Buyer Profile 

Low-touch and high-tech 

Individualized products/services 

Discretionary decision 

Want/need/emotional decision 

Initial price and convenience 

Selection/purchasing support 

Complex products/services 

Low experience and expertise 

 Buyer finds/approaches seller 
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Consumer Sales . . . The Customer Initiated Sales Transaction 

With a good understanding of buyer and seller profiles, we can focus down from the consumer 

life cycle to the specific buying and selling processes. Broken down on the following pages is 

each phase of the lifecycle and the buying and selling process that is associated with that 

phase. Although some products and services will require a slight variation of this process, most 

consumer sales are driven by this alignment of this buyer and selling process.  

 

Buying and Selling Stage Alignment 

Just as it is important to align compatible buyer and seller profiles, it is important to align 

the applicable buying stage with the appropriate selling stage. This “plug-in” strategy simply 

means that not all buyers are at the same stage of the buying process when they come into 

contact with a seller. It is the seller’s knowledge of both processes and his/her qualification 

skills that help to identify the applicable stage and plug into the corresponding selling stage. 

A misalignment of stage can quickly loose a potential sale. If the seller engages a buyer in 

the middle of the selling process, it is important to cross check or review to insure that the 

buyer has effectively gone through the preceding stages.  

 

Consumer Sales . . . The Company Initiated Sales Transaction 

Once you convert a new buyer to a customer with a sale, it is important to retain that 

customer and maximize their potential lifetime revenue stream. By establishing strong 

customer relationships and through company initiated sales transactions (customer sales), you 

can build long term business relationships, sell more offerings and leverage the customer’s 

circle of influence for additional business.  

 


