
It’s great to close that deal that you’ve been 
working on, but what happens when you lose 
the deal? Why does that happen and how can 

you win the deal more often? In the White Paper 
entitled “Why Didn’t They Buy?” put together 
by DiscoverOrg.com, their research concludes 
“as a data business, we know that solid, accurate, 
and comprehensive data drives the best deci-
sions, and even seasoned sales professionals can 
improve their results by diving into the numbers. 
This objective study explores the multifaceted 
and complex buyer persona to reveal which sales 
approaches are effective and which aren’t—all 
informed by deep insights into human behavior 
and rationalization.”

Specifically, this research challenged the 
reader to put yourself in the position of the 
experienced buyer who has met with hundreds 

of salespeople. What percentage of salespeople 
would you say are excellent, good, average or 
poor? Overall, study participants rated 12% ex-
cellent, 23% good, 38% average, and 27% poor.

Think about those figures: What are the im-
plications of nearly 2/3 of B2B salespeople be-
ing considered average or poor? Buyers have 
been conditioned to be skeptical and not to trust 
salespeople in general. Therefore many buyers 
have immense RFPs and laborious spreadsheets 
that vendors must complete. They require each 
product feature and operation to be fully docu-
mented, and meticulous hands-on evaluation of 
each product. The goal is risk mitigation: reduc-
ing the uncertainty associated with selecting a 
vendor and making the purchase.

Buyers go to great lengths to reduce the risk 
of buying. They may list their needs in docu-
ments that are hundreds of pages long; they hire 

consultants to verify that they are making the 
right decisions; and they conduct lengthy evalu-
ations to test products, talking to existing users 
and doing pilot tests—all in an effort to elimi-
nate fear, uncertainty, and risk. The B2B buyer 
is fixated on risk mitigation—and your reception 
as a sales professional depends on the depart-
ment you’re selling to.

Also, whenever a company makes a purchase 
decision that involves a team of people, self-
interest, politics, and group dynamics influence 
the final decision. Tension, drama, and conflict 
are normal parts of group dynamics, because 
purchase decisions are not typically made 
unanimously.

One of the most formidable enemies facing 
salespeople today is no decision. What prevents 
prospective buyers from making a purchase, 

even after they have conducted a lengthy evalu-
ation process? Every initiative and its associated 
expenditure is competing against all the other 
projects requesting funding.

What is the ability of different departments of 
a company to push through their purchases and 
defeat the company’s bureaucratic tendency not 
to buy? Let’s look at the profiles of the various 
departments in terms of how they ranked their 
leadership ability as a predictor of their depart-
ment’s ability to promote their internal agenda. 
Here are department responses that strongly 
agreed with the statement, “I am often a leader 
in groups.”

Beyond their formal titles and position on or-
ganization charts, people take on specific roles 
when they are part of a selection committee. 
Some take control of the group and steer the de-
cision toward their preference.
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Based on the research results, you might expect 
Sales, Information Technology, and Engineering 
to have more internal clout to push through their 
projects than Marketing or Human Resources. 
Therefore, they’re better departments to sell into 
from the salesperson’s perspective. As a president 
of a company once told me during a win-loss inter-
view, “At the end of the day, a project will or won’t 
get approved depending upon who is pushing it.”

In most industries, a single company dominates the 
market. Compared to their competitors, they have a 
much larger market share, top-of-the-line products, 
greater marketing budget and 
reach, and more company 
caché. For salespeople who 
have to compete against these 
industry giants, life can be very 
intimidating indeed.

However, the study results 
provide some good news in 
this regard. Buyers aren’t 
necessarily fixated on the 
market leader and are more 
than willing to select second-
tier competitors than one 
might expect.

In fact, only 33% of partici-
pants indicated they prefer the 
most prestigious, best-known 
brand with the highest func-
tionality and cost. Conversely, 
63% said they would select a 
fairly well known brand with 
85% of the functionality at 
80% of the cost. However, 
only 5% would select a relatively unknown brand 
with 75% of the functionality at 60% of the cost of 
the best-known brand.

In some sales situations, it is necessary to align 
with the buyer’s thought process in order to win; 
these buyers are experienced and knowledgeable 
about their business and technical fields. In other 
situations, the buyer’s thought process must be 
transformed and gently shaped over the course 
of the sales cycle. Finally, just as a doctor must 
sometimes prescribe a painful treatment to heal a 
patient, in some sales situations you must control 
prospective buyers in order to help them.

What selling style do prospective buyers pre-
fer? The survey shows 40% of study participants 
prefer a salesperson who listens, understands, then 
matches their solution to solve a specific problem. 
Another 30% prefer a salesperson who earns their 

trust by making them feel comfortable, like they 
will take care of the customer’s long-term needs. 
Another 30% want a salesperson who challenges 
their thoughts and perceptions, and then prescribes 
a solution that they may not have known about.

To better understand the impact of human nature 
on buyers, study participants were asked to recount 
the last time they experienced significant buyer’s 
remorse. Buyer’s remorse occurs after the purchase 
is made when the buyer feels a sense of regret, guilt, 
or anger, and they second-guess their decision.

Most people mistakenly associate buyer’s re-
morse with an impulsive 
purchase, or assume it was 
caused by the pressure tactics 
of a salesperson. When each 
example was laboriously ana-
lyzed, a pattern emerged. The 
source of buyer’s remorse can 
be categorized into nine dif-
ferent root causes. However, 
it is the buyer’s action, which 
actually caused remorse in 
over 70% of the examples 
- not the salesperson or the 
product that was sold.

Within every company, 
each department has its 
own “buyers.” For ex-
ample, Marketing defines 
product requirements for 
Engineering; Engineering 
builds a prototype for 
Manufacturing; IT provides 
the systems Manufacturing 

needs; and Finance provides funds for IT. For the 
most part, each department’s buyers are internal to 
the company, both physically and culturally. The 
Sales department is unique. Sales is focused solely 
on external buyers who are geographic and cultural 
outsiders to the organization.

Within many companies, buyer persona profiles 
are created by Sales Enablement to provide mes-
saging and information on how the salespeople 
should interact with the various types of prospects 
they meet. While most of these buyers personas are 
predicated on the customer being a rational deci-
sion maker, in reality, it is human nature that deter-
mines how buyers evaluate and who they ultimately 
select. There is an entirely intangible, human side 
to the sales process. And it is the mastery of the 
intuitive human element of the buyer relationship 
that separates the winner from losers. v
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The mastery of the 
intuitive human 

element of the buyer 
relationship separates 

the winner 
from losers.


