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All Rights Reserved 
 

Copyright ©  – Sean McPheat 
 
All rights are reserved. 

 
You can pass this report onto friends and colleagues. 

You may not sell it. 

You can post parts of this report on a website as long as you give a link back to 
www.mtdsalestraining.com or www.mtdsalestraining.com/crisis.html (where the report can be 
downloaded) and credit Sean McPheat as the author. 

 
And now the legal stuff… 

 
The information contained in this report is strictly for educational purposes. Therefore, if you 
wish to apply ideas contained in this report, you are taking full responsibility for your 
actions. 

 
The author and publisher disclaim any warranties (express or implied), merchantability, or 
fitness for any particular purpose. The author and publisher shall in no event be held liable 
to any party for any direct, indirect, punitive, special, incidental or other consequential 
damages arising directly or indirectly from any use of this material, which is provided “as is”, 
and without warranties. 

 
Okay, with that out of the way let’s explore why selling has changed as we know it today 
and let’s understand the world of the modern day buyer. 

 
Who is this report for? 

 
I developed this report for anyone who would like to make more sales! 

 
It’s primarily focused at those of you that work in a sales role whether it be in telephone 
sales, retail sales, face to face or business to business. It’s also aimed at business owners 
and entrepreneurs too. 

 
However, the guidance contained within this report is equally valuable to those of you who 
run online businesses as an entity in itself or as part of a bricks and mortar company. 

 
I’m about to cover why the rules of selling have changed and why you need to 
change your approach for selling to the modern and sophisticated buyer of today. 

 
Of course, they are just my opinions but if I were you I’d read it very carefully and absorb 
this information because it could change your sales career if you act upon it or break your 
sales career if you ignore it. 

 

After-all, over the years we’ve helped over 50,000 sales people to improve the way that 
they sell so I’ve got my finger on the pulse of the modern day buyer. 
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The World Of Selling Is Changing…Are You? 
 
The world of selling is changing rapidly and is a very different animal to years gone by. 

 
The economy is in the worst state it has been since the eighties and during the past couple 
of years we’ve all found that our prospects have made us work harder and harder for our 
sales (thanks!) 

 
There’s a new kid in town too. Or should I say, there’s a new objection doing the rounds… 

 
“Due to the present economic climate…blah blah blah yah yak yak” 

 
I bet you’re sick of hearing that one! 

 
You see, cold calling is getting to the point where a lot of companies are asking themselves 
whether it’s really worth the hassle and the buyer of today wants more and more and at the 
same time wants to pay you less and less! 

 
Oh what fun. 

 
Does this sound familiar to you? 

Have you also found that your prospects seem to be more aware of what’s “going on” too? 

By this I mean that they seem to have a lot more knowledge about your products and 
services than they used to. They also seem to know a lot about your industry too and they 
also know a lot about your competitor products and services. 

 
And have you noticed what has happened to sales cycles lately? 

 
Sales cycles seem to be either a lot longer these days or nonexistent. By this I mean that the 
buyer either knows what they want almost immediately and purchases from you or not or they 
seem to play you off against the competition, playing “silly buggers” with the pricing or just 
simply refuse to return your emails and calls. 

 
Yes, something’s definitely going on! 

 
Even gatekeepers are tougher to get through – it’s as though some of them have been 
through combat training to fend off your calls. 

 
And if that’s not enough, after the incredible time and effort invested into obtaining the sale or 
the account, keeping the customer and maintaining the relationship, while once a reliable and 
even assumed prize, has now become a roll of the dice; with customers ready to run to the 
competition at the drop of a hat leaving you wondering if “customer loyalty” means anything 
anymore. 

 
You see, you’ve read the books that tell you “34 ways to close the deal”, you’ve read the 
articles that tell you the exact words and phrases to use to “overcome those objections” 
and you’ve even listened to your sales manager’s pass-me-down “tips of the trade” yet still 
you find it hard to make your quota! 
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So why is this? 
 
Well, the approach that you’re currently trying to fix the problem is similar to that of looking 
for a band aid to cure cancer. 

 
You’ve most likely been looking for an exact sentence or two to respond to the economy 
excuse. 

 
You’ve probably been trying different rapport building techniques. 

 
You’ve probably been tinkering with your sales presentations too haven’t you? 

 
Yes, you’ve noticed that there is a problem in our industry: from setting appointments to 
closing sales to customer retention; your job has been getting a littler harder every year 
and the typical response from your manager has typically been to concentrate on three 
issues: 

 
Work harder 

 
Develop more effective tactics, tricks and closing techniques 

 
Lower prices to be more competitive 

 
However, you may have also noticed that improving in the areas above has still not solved 
the problem.  You have probably found that by putting in more hours, making more calls 
and studying more books for that latest trick or objection handling response has still has not 
improved your sales to the desired level. 

 
So what is the problem? 

Actually, it is quite simple: 

All Of The Problems That You Are Currently Facing 
Are Actually Symptoms Of A Bigger Problem 

 
The bigger problem is that the buyer of today has changed. 

 
The problem that you face is that you are trying to sell to and communicate with a 
prospect/buyer that no longer exists! 

 

The Playing Field Has Now Changed 
 
While on the surface, most sales techniques of today appear to be new and fresh, the fact is 
that at their core they are all rooted in philosophies and strategies developed 40, 50 or even 
60 years ago. 

 
In every profession, the underlying knowledge and understanding comes from long-time 
past experience. After all, that is the very definition of “expertise.”  Someone who is an 
expert, who has long time successful experiences in the field, takes that past experience 
and imparts it; teaching others how to be successful. You take past experiences and 
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mistakes and correct them and over time, you compile techniques and strategies that help 
the next generation to avoid those past blunders. 

 
You use the past to teach the future. 

 
This makes perfect sense and is basically how people learn in every occupation.  Also, the 
techniques and tools of the trade advance and modernize based on that learning cycle and 
methodology. 

 
However, this pass-it-down method of learning only works if all of the foundational 
“conditions” remain the same. 

 
For instance, years ago when a doctor wanted to check the condition of a patient’s heart, 
they would put their ear to the patient’s chest. 

 
Then came the hollow cone shaped piece of wood, and finally the stethoscope. 

Today, doctors have computers and sophisticated technology to check the heart. 

Hence the techniques and the tools have changed, but the conditions; that is the patient’s 
body and his physical make up has remained the same. 

 
However… 

 
The Sales Profession Is Missing The Boat 

 
We work tirelessly to upgrade our techniques and the tools of our trade, however, most fail 
to understand that the patient has changed! 

 
The modern buyer is an entirely different animal from those in the past and I’ll be covering 
the reasons why throughout this report. 

 
Therefore, the overwhelming majority of sales techniques and strategies and all of the 
old-tried and true gems and rock solid closes are simply no longer valid. 

 
It’s not that they do not work, it’s just that the audience they were designed for, no longer 
exists. Much of the knowledge and 
experience of the old-pros has become 
irrelevant. 

 
Of course, I’m not trying to disrespect those 
long time professionals who have been in 
the business for years and are still seeing 
great success. 

 
The point is that much of what we learned 
in the past simply has no relevance when 

It’s not that the current 
techniques no longer work, 
it’s just that the audience 

that they were designed for 
no longer exists! 
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dealing with the educated, modern consumer of today. 
 
 
With the explosion and availability of information due to the internet the modern day buyer 
can lay their hands on nearly every piece of information, education and opinion online about 
your products and services. 

 
Psst….they can then do exactly the same with your competitor’s products and services too! 

 
In short, whether we like it or not, it’s a buyers market. 

 
Now what you now hold in your hands is just a snapshot of my recent research into the 
modern day buyer. During the past 6 months I’ve talked to sales people, entrepreneurs, 
buyers, procurement teams – you name it. I’ve trawled hundreds of forums and blogs and 
every information repository you could ever imagine to find the answers. 

 
So if you’re serious about improving your sales in the current economic climate (sorry, just 
had to get that phrase in!) it’s deadly important that you get to understand the modern buyer 
of today. 

 
Please print out this report, bind it and keep on going over it. 

 
Like with any sale, you need to first understand your prospect’s needs and wants. You need 
to see it from their point of view because without this you’re on a loser from the start. 

 
And what’s what “The Sales Person’s Crisis” is all about. 

 
It’s all about understanding the modern buyer of today so we can upgrade our approach to a 
modern way of selling! 
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                                     Who Is Sean McPheat? 
 
Back in 2001 I had a vision of building the most effective sales and management training 
firm on the planet. Not the biggest, but the most effective. 

 
Having been a senior manager in two of the largest and most successful financial service 
organisations around I wanted to see if “I could cut it” as a business owner so I took a big 
gulp and went it alone on my quest! 

 
Today, I’ve been on TV 6 times, I’ve been featured in 250+ publications, I’ve won 
entrepreneur awards and I have the privilege to work with 30 of the very best trainers on this 
planet day in and day out. I also cannot forget to thank my team of admin staff who put up 
with all of my ideas, my all out work ethic and my “Ramsay Like” standards at times! 

 
In that time we’ve helped over 50,000 staff from over 2,000 different companies and I’ve built 
a name for myself as someone who really understands the modern day buyer and who 
continually strives to update the skill levels and professionalism within our industry. 

 
Since 2001 I’ve been going quietly about my business 
making sure that MTD Sales Training was firmly established 
and practicing what I preached continually researching, 
understanding and expecting MTD to deliver the goods for all 
that we train and consult with. 

 
I haven’t been disappointed as MTD have continually 
improved the bottom line of everyone we have helped. 

 

 

“GAMEKEEPER TURNED POACHER!” 
 
Today, I’m flattered to be called The UK’s #1 Authority On Modern Day Selling in the 
media especially as I did not have a formal sales background. 

 
Today, I’m larger than life but I was never a natural sales person in the beginning. I 
developed into the role and learned my art by coming at it from a completely different 
angle. 

 
Before I started MTD Sales Training, in my previous roles as a Senior Manager I was “sold to” 
more times than most people have indeed gone out and attempted to sell! I was on the 
receiving end of hundreds of sales presentations and pitches and I was a complete nightmare 
as a buyer to be honest and knew every trick in the book to negotiate the best deals. So 
when I started the MTD Training group I knew everything about buying and nothing about 
selling so I just reverse engineered the process and built sales strategies and processes 
around how people buy. 

 
I suppose the rest is history and today we help thousands of people around the world to 
improve their sales by focusing on the needs and wants of the buyer by understanding 
the buyer thoroughly and then positioning products and services in light of this. 
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The bottom line is that I know what makes a successful sales person. We’ve been doing it 
ourselves and we train others to do it as well with outstanding results. 

 

The Evolution Of The Modern Day Buyer 
 
It’s really important that you can understand how the modern day buyer has changed over 
the years. I’m going to do this by looking at the evolution of the sales industry as a whole 
and how the buyer made their purchasing decisions at that time. You will then have some 
context to understand the modern day buyer as I go into the specific nuances and their 
outlook that makes them so unique today. 

 
Today I’m often asked to predict future trends in the world of selling and in this section 
I’m going to describing the future of the sales industry as I see it unfolding over the next 
couple of years. But to build up to this future vision of the sales industry, we need to first take 
a step back. As I see it there have been 4 periods of sales evolution that we need to consider 
in terms of the sales person’s approach and how the prospect makes their buying decision 
and this all starts with The Show Up & Throw Up Era… 
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The Show Up & Throw Up Era could said to have been started from the beginning of time 
to everything up to the mid seventies. 

 
Having said that even to this day I see sales people just pitch up and effectively puke up 
over their prospect! 

 
Everything is/was centred around “Our products”, “We do this”, “The product does that”, 
“We’ve worked with 120 different companies”, “When you use this product it will…” 

 
It’s just a sales pitch. 

 
It’s a one way “Listen to me and buy my product or service” 

 
In the past, when a sales person would make claims about their product or service or about 
the breadth of their customer base, the prospect had only two choices: accept the information 
as fact or not. 

 
Basically, the prospect had no way to “check out” the claims of the sales person. 

Hence, the key was for the sales person to try and gain the unbiased trust of the prospect. 

The key was to do everything possible to gain the prospect’s confidence.  If the prospect 
had enough confidence in the sales person, he or she would believe and accept the sales 
person’s claims. 

 
With this thinking sales people began to do everything they could to “sell 
themselves” 

 
The sales person’s primary objective was to get the prospect to “buy” them, first as an 
individual and then as a professional. 

 
Sales techniques then began to reflect this thinking in selling the sales person or the sales 
person attempting to gain confidence as soon as possible. 

 
If you think about this approach, you can see why consumers are upset. 

 
The objective to gain the confidence of the “mark” is the exact mission of the “confidence- 
man” or “con-man” for short. It is the image of the sales person who tries to convince the 
prospect that whatever he or she says is fact, without the prospect having any way to verify 
the information. 

 
So what happened with this process? 

 
Well, it become a battle. A tug of war where the sales person would say almost anything to 
railroad the prospect to buy. 

 
It was a one way game of sales tennis where there was often a winner and a loser in that 
you either sold the prospect the product or service or they sold you on a reason why not. 
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The next stage on the evolution of the sales industry and the development of the modern 
day buyer was what I call The Consultative Selling Revolution. 

 
Today it seems obvious to get your prospect involved in as much of the dialogue and sales 
interaction as you can but back in the late 1970’s when consultative selling really started to 
take off it was seen as something special. 

 
With this you would uncover the needs and the wants of your prospect by asking questions 
and listening attentively. You’d uncover pain and pleasure with taking action or not taking 
action and then and only then would you present your solution or product in light of this. 

 
Instead of the interaction being a pitch, consultative selling was all about prospect 
interaction and is still, and still should be used today as the basis of all sales interactions. 

 

Once again the buyer had to go with what the sales person was saying with little or no 
information or evidence to check it all out. 
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In 1989 Tim Berners-Lee invented the World Wide Web and the world of selling started to 
change. All of a sudden as confidence started to grow, so people could order and buy almost 
anything they could think of……and all from their kitchen table without even leaving the house! 

 
There was then an explosion of information as anyone and everyone started to get a piece 
of the internet. As the years progressed, having a website for a company turned from a nice to 
have to a MUST have necessity and products and services were continually being 
reviewed by inventors, manufacturers and above all clients and all being posted on the net. 

All of a sudden you could find out all sorts of information with just the click of a mouse. 

Within seconds you could find 342 different chicken recipes, where to buy limited edition 
coins from Greece and even how to make bomb. All of a sudden prospects and clients could 
start to find out lots of information about your company, your products and services and 
then they could find out exactly the same information about your competitors too. 

 
Today’s consumer has changed. 
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The modern day consumer is educated, wise and suspicious. Today, your prospective 
customer has at his or her fingertips instantaneous access to a worldwide knowledge-base 
via the internet that includes everything about you and your company. 

 
In the previous stages of the evolution of the sales industry the prospect had no way to 
check up on what the sales person was saying (unless they came across people who had 
used the products and services before) 

 
Today, through the power of the Internet and modern technology, the prospective customer 
has a thousand ways to verify information. 

 
In fact, before you even show up, usually your prospect will have all the information they 
wish to know about you and your company and your claims. 

 
Often, even before you get off of the telephone after setting an appointment your prospect 
can have a wealth of information about you and studies show that consumers actually trust 
and rely more on their own research far more than they do the claims of the sales person or 
any sales advertisement from the company. 

 

97% Of Buyers Trust Online Reviews 
 
A Jupiter Research (www.jupiterresearch.com) poll found that in the United Kingdom, 70% of 
online users found that online research and review to be extremely helpful in making a 
purchase and 97% said they trust the online reviews (when both the negative and positive 
aspects of the product are featured) five times more than they trust the information in a TV 
ad. 

 
In addition to the modern consumer having such vast information readily available to them, 
they know how to use it and how to leverage that power; playing companies off against each 
other and comparison shopping at levels never before imagined. 

 
Today’s modern buyer is also far more suspicious and less ready to believe what you say 
just because you said it. 

 
Along with this instant access to a global knowledge base, comes every sales and consumer 
dissatisfaction horror story in the world.  Every consumer today has either heard of, knows 
someone who has or has themselves been party to a sales transaction gone terribly wrong to 
the detriment of the buyer. 

The adage, “buyer beware,” has never had more impact as it does in today’s marketplace. 

So, we know that the modern day buyer uses the internet to research and refute 
information but what will the future of selling be like? 

 
Let me show you an image that will show you what you’ll be up against in the future… 

 
 
 
 
 
 
 
 

http://www.mtdsalestraining.com
http://www.jupiterresearch.com)


The Sales Person’s Crisis      © Sean McPheat    Web: www.mtdsalestraining.com 

 

14 

 

 
 
Now for some of the sophisticated buyers out there this is happening already but here are 
my predictions of what WILL happen in the future and you need to be aware of it now. 

 
You need to appreciate how most buyers will make their purchasing decisions in the future 
because it will have a HUGE IMPACT on how you market your services as a company and 
how you sell as an individual. 

 
We’ve already covered how the internet is being used as a “check up” database for 
prospects to research the claims made by sales people and on what they say! And the 
internet is continually growing too. And during the past couple of years there has been 
another explosion – the internet has enabled the explosion of social media and networking 
sites. 

 
Sites like MySpace, Facebook, LinkedIn and Twitter have all sprouted up from no-where and 
are now experiencing cult like followings that have made building connections and making 
new friends a synch. 
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Social networking is the equivalent of the old networking clubs of years gone by but now 
you can network in your dressing gown and without ever leaving your home! 

 
Forrester, the world renowned research company came out with what they call “The Social 
Technographics Ladder” 

 
It sounds a lot more complicated than what it actually is but within this they took all of the 
social networking media types and analysed the usage of each within the US. 

 
Now for those of you in the UK, we’re a little bit behind this but you know it’ll be coming! 

 

 
 
So what does this mean? 

 
Well in 2006 for example 19% of US online adult consumers were "Joiners" meaning that 
they were using social networking sites and this figure is increasing both in the US and also in 
the UK where the numbers are still being built up. 

 
It means that as a modern day buyer you could have up to 2000 – 3000 different 
connections with friends and business colleagues all over the world. 
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You can also read blogs, listen to podcasts and watch free videos on YouTube on almost any 
subject or topic known to man. 

 

So Who Would You Trust? 
 
So if you were looking for a new mobile phone for example… 

 
You could make a posting to your network of social media and networking friends and 
colleagues and they could give you some recommendations. 

 
Or you could go into the store and ask for help. 

Or you could do a search online. 

Or you could look for information or an advert in a newspaper or mobile phone magazine. 
 
Buy who would you trust more out of the following? 

 
An advertisement made by the mobile phone company? 

What the sales person says to you in the store? 

The results that Google comes out with? 
 

What your friends and colleague thinks about the product or service that they own? 

Yup, it’s going to be your friends and colleagues. 

Now I’m not saying that this will be the be all and end of all if your friend tells you a specific 
model to buy but you will put more trust and credibility on what they say as opposed to 
someone who needs the commission. 

 
So they will INFLUENCE your decision on the make and model. 

 
It’s all part of the buying process and you need to become more aware of this. 

Let’s look at another example… 

Assume that your company needs to by some new software to improve the way that you 
handle your leads. 

 
Now I’m a member of several LinkedIn groups with hundreds of other professional sales 
people and with just one posting to the group and I can have 5 recommendations warts and 
all within 2 hours. 

 
I wouldn’t have to research for hours upon end, I could have an initial short list drawn up 
within hours just by writing 4 lines of text. Oh yes, the process of buying is changing! 

 

Please bear with me here. Now I’m not saying that all of your prospects will be doing this but 
the sales savvy buyers will be and it will be increasing by the day as they become more and 
more knowledgeable about the new technologies and resources that are available to them. 

 
By 2012 most buying decisions will be made in this way. There will be an initial research 
phase using social contacts and the internet and then there will be another phase of just the 
same when a short list is produced. 
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So when an email pops into your inbox from a prospect, or a call is made or someone walks 
into your store you need to be aware of all of the research that they have done beforehand to 
reach to this stage. 

 
I’ve illustrated this over the page. 
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Get Ready! 
 
So by the time your prospects approach your company with an enquiry they’d have done a 
whole heap of research before you get back to them. And that’s for a reactive sale on your 
part. When you have to go out and make a proactive sale i.e when you approach them the 
whole process happens in reverse. All of a sudden, me, as a sophisticated and sales savvy 
buyer can send out a message to my network along the lines of: 

 
“Hey guys, ABC has approached me wanting me to change printing suppliers. They looked 
pretty good to me. Does anyone have any experience of working with them?” 

 
I’d also take a look at their website. 

 
I’d search “ABC Printing Supplies” in Google. 

I’d search for “Printing Supplies” in Google. 
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“You Can’t Use Old School Sales 
Tactics On New School Buyers” 

 
So far we’ve taken a look at the evolution of sales and how the modern day buyer has 
developed over time. We’ve also looked at my predictions for the future too. 

 
What I’d like to look at now is where we are today and some of the specific traits of the 
modern day buyer. 

 
Now if you’ve been in the world of professional selling for any length of time; be it 20 days 
or 30 years, then you realise that there is a problem. 

 
Cold calling has become a nightmare challenge for most companies and many have indeed 
taken to outsourcing the task, which in many cases causes even more problems! 

 
Just setting an appointment over the telephone, even in a “warm-call,” has become a hugely 
difficult task. Getting through to the decision maker or getting a warm reception when you do 
get though is not as easy as it once was and in some cases has become nearly impossible. 

 
Then, closing sales with real consistency and expediency has also become more difficult and 
more of a matter of guesswork, hope and prayer than well thought out methodology. 

 
Today, you know that many of the so-called golden nugget sales tactics do not seem to 
work as well as your sales managers and sales directors told you they would and as sales 
professional, you know that most of your “tried and tested techniques” seem to have lost 
their impact as well. 

 
Couple this with the current economic climate and you face a challenge. 

 
The Buyer in Retreat 

 
Most sales training is developed for a prospect that no longer exists. 

 
Consumers have responded with a worldwide demonstration of sincere dissatisfaction and 
frustration in every way from mere indifference and indecision to flat-out rejection and 
hostility to full-scale legislation against the standard sales approach and techniques. 

 
The consumer of today is so frustrated, bored and tired by the old-school sales person 
and their tactics that it hurts everyone in every selling profession in the world. 

 
As professional sales people, we have to understand that this is serious.  This problem is 
real and will affect everyone in every selling position in the world unless we make a 
complete and total paradigm shift in the execution of our craft. 

 
And we must act now as it’s not going to get any better. 
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Consumer complaints are at an all time high: laws barring cold-calling and emailing tactics 
increase everyday and the consumers’ overall view of the average sales person is at an all 
time low. 

 
In an April 2008 article in the New York Times, Ed McKelvey, senior economist for Goldman 
Sachs stated, "'At a very minimum, the consumer is in some sort of ‘retreat,' after retailers 
report dismal sales in April." 

 
On the PRWeb website (Press Release NewsWire, www.prweb.com) the report, “Statistics 
Show Consumer Displeasure with Sleazy Salespeople,” the article quoted that, “The days of 
the door to door salesman are less effective than ever - marking the need for companies to 
try new tactics to win customers.” 

 
The article went on to ask, “So why is it such a surprise to see that the common consumer 
opinion of salespeople resembles that of what goes into a no-name hamburger?  Upon 
researching this phenomenon, it has been discovered that most consumers regard 
salespeople as ‘pushy’, ‘sleazy’, ‘dishonest’, and believe that they receive no ‘customer 
service’ from these front-line staff. Other consumers avoid salespeople like the black 
plague, and still more don’t feel they need to avoid them – that salespeople ignore them 
anyway.” 

 
 
The PRWeb piece mentioned that the reason many consumers fear sales people and often view 
sales people as “vultures and pick-pockets” is because they believe most sales people act like 
vultures and pickpockets. 

 
 

Most consumers regard salespeople                                                  
as pushy, sleazy and dishonest 

 
While many people believe such sentiments apply only to the world of telemarketing, it is 
evident this feeling spans all sales professions and continents all over the world. 

 
However, even with such a retreat from the modern consumer, current sales techniques do 

not reflect an understanding of the modern buyer or empathy toward their frustrations with 
sales people still using 40 and 50 year old tactics. 

 
Hence, the more sales people try to apply these archaic sales approaches and tactics, the 
more they actually contribute to the problem. 

 
The harder sales people work, the more consumers they reach, and hence the worse the 
problem becomes with customers becoming even more frustrated. Sales people react by 
working even harder and lowering prices, making consumers even more leery and suspicious, 
making it even harder to sell, and hence they work harder and lower prices even more. 

 
Sales companies, now faced with tighter budgets (due to the lower prices) are now forced to 
pay even less to their sales people and are able to invest less in sales training; hiring the least 
qualified people, paying them the least amount of money and providing them with the 
least amount of training, and the vicious cycle continues. 
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This is serious and as professionals it is time to change the paradigm in selling. 

 
We need to start all over again; start with a clear slate; start from the beginning.  We must 
recreate our profession from the ground up and that must start with a clear understanding of 
the new consumer. 

 
We must begin by redefining and rediscovering the prospect of today. 

 
Overview Of The Modern Day Buyer 

 
As well as being better informed, today’s modern buyers are also astute sales people 
themselves. 

 
Everyone in business today understands the importance of sales skills and commercial 
awareness. Business owners of every endeavourer and management on all levels, all seek 
some sales training. 

 
So, it is not unusual for you to be using some first-grade sales tactic on a prospective 
customer who has studied the same tactic as you. 

 
Today, consumers are also less secure in their own environments. 

 
Managers today are under constant pressure to perform and perform better than the year 
before. Shareholders and upper management demand the leanest and meanest from 
middle managers and budgets continually squeeze profits. 

 
This forces the modern-day buyer to change their loyalties from “that vendor/person that 
they like” to their company’s bottom line. 

 
The buyer of yesterday had far more leeway in choosing vendors and partners when long- 
term benefits and quality were a key consideration. Not so today. 

 
Today, managers must answer for immediate short-term gains as well as the long term, 
demanding that they be more price conscious than ever before. 

 
The make up of the modern day buyer is complex and structured and poses a whole host of 
new challenges for the professional sales person. 

 
I have compiled all of these challenges into a chart I call The Modern Buyer’s Advantage. 

 
View each box as a topic that you need to understand to really get to grips and understand 
what they are all about. 

 

Master what they think and how they act and you deserve an MBA in the modern day 
buyer! 
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Modern Day Buyer Traits 
 
I have taken the many aspects and traits of the modern day buyer and have broken them 
down into four main categories: 

 
Today’s modern buyer is: 

 
Educated and savvy 

Has heard it all before 

Is under pressure 

Has different loyalties 
 
Let us now explore each of the categories and traits of today’s buyer. 

 
Let us really start all over again in understanding the consumer of the post-boiler-room era. 
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The Modern Buyer’s Advantage 
 

The Modern Day Buyer Is Educated and Savvy 
 
Today’s modern buyer is far more educated and sales savvy than their predecessors. 

Let’s examine five specific areas: 

They are educated and sophisticated 
 

They are more sales savvy than ever before 
 

Buyers are also astute sellers 
 

They read the same books and listen to the same CDs as you 
 

They are information rich 
 

They Are Educated and Sophisticated 
 
We must understand that consumers today are smarter and more informed than those of the 
past. Today’s consumer is highly educated in a few areas that you must always keep in 
mind: 

 
Basic Product/Service Information:  Today’s prospective customer is educated and 
aware of the basics of your product or service, in most cases.  Now there are some good 
and bad things that come with this. 

 
First, it’s good that the prospect is aware of who you are and of your company’s success and 
leadership in the industry. Of course, the customer gets most of this information from the 
Internet, and therein lies the problem.  Often what they learn of you or your company is 
untrue, misleading, out of context or flat out wrong. 

 
The main thing however, is that usually the customer will “feel” armed. They will feel that 
they “know” about you. The buyer will usually have an education about what you do, but 
bear in mind that it does not mean that it will always be correct information. 

 
This poses many serious potential challenges.  But keep in mind that the buyer of today will 
usually have an education about you, what you sell and your overall service record. 

 
Bad press: Along with that internet research and checking is that the customer will come 
across everything and anything out there that is negative about you and your company. 

 
Any unsatisfied customer report or inadequate service posted almost anywhere will 
eventually end up on the Internet. And bear in mind that it does not take an army of 
unsatisfied customers to cause you some real bad press on the Internet. In fact, it really 
only takes ONE. 
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One single person with a grudge out for you can cause you some real problems in today’s 
marketplace. There are a growing number of customer advocate and complaint sites on the 
web and they get lots of traffic. 

 
While some of these web sites are very reputable industry and or government vehicles, 
some of these sites are less accountable. 

 
However, it really doesn’t matter because when your prospective customer sees your 
company on one of these sites, you have a problem. There are also many sites and 
companies that offer training for consumers and how they should approach sales people! 

 
That is, they offer consumer awareness training. 

Or if you want to think about it in a different way, you might call it, “Anti-sales training” 

Years ago we all used to joke that as we were getting together for our morning sales 
meeting, that the customers were somewhere doing the same thing. 

Well, today that is not far from the truth! 

Today’s modern and savvy consumer can actually get advice on how to handle a sales 
person, what questions to ask, and how to check out and verify information. 

 
Educated on Pricing:  Today’s consumer will usually have 
already done some real price comparisons before you show 
up. 

 
Now whilst most modern buyers do not make decisions based 
solely on price, the price has become a more important factor 
especially in today’s current economic climate. 

 

The reason for this is not usually what the sales person or 
company thinks, however. Most believe that this price 

 

The educated 
buyer of today 
understands 

pricing concepts 
and algorithms 
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conscious buyer is only interested in a LOWER price or saving money. 

Actually, that is not the modern buyer’s main concern. 

The modern-day buyer is more concerned with VALUE, in that the price justifies itself. 
 
The modern buyer will buy at a higher price, but you better be well prepared to show and 
prove WHY your price is higher and know that the consumer is well aware of all of your 
competitors prices as well. 

 
In addition to knowing what the prices are for your product and services and having an 
understanding of the range in the marketplace, the educated buyer of today also 
understands pricing concepts and algorithms. 

 
Today’s buyer is sophisticated in that not only will they be aware of the price range in the 
market, but they may understand how firms such as yours come up with the price. 

 

In other words, many of today’s buyers understand enough about manufacturing, marketing 
and commission structure that not only do they know how much your product costs in relation 
to what similar products cost, but they also know about how much your product “SHOULD” 
cost! 

 
Gone are the days where the sales person just took a pen and magically created numbers; 
reducing prices and giving discounts at will and charging whatever they could get. 

 
Today’s customers will see right through the made up numbers. Today’s modern buyer is 
educated and sophisticated. 

 

They Are More Sales Savvy Than Ever Before 
 
An average buyer or department head who has been in their position for just three years, 
may have been on the receiving end of anywhere between 900 and 3,600 sales calls and 
between 50 and 150 sales presentations – sometimes even more! 

 
If a prospective customer received just one sales call a day, that’s about 300 a year. If that 
prospective customer is lucky enough to get as many as four sales calls a day, that comes 
to about 3,600 sales calls over a three year period. 

 
Imagine receiving three or four thousand cold calls!  Yelp! 

 
Someone in the same position could easily be involved in just 
one sales interaction per week, which equates to 150 in three 
years. 

 
But perhaps he or she sits through four sales interactions per 
week. That’s 600 sales presentations, and don’t forget that 
usually it is the same person who receives the calls as well as 
goes through the presentations. 

 

The modern 
buyer is 

sales savvy 
and aware 

 
An IT or help desk manager or director in the business for 6 or 8 years could have been in 
over 10,000 sales interactions! It is extremely possible that the prospective buyer 
you are going to see has ten times the amount of experience in closing situations 
as you! 
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It is therefore imperative to understand that today’s modern buyer is sales savvy and 
aware. 

 
They have been in more closing situations and they are savvy to what is coming and usually 
know what to expect. 

 
Also, keep in mind that if they have seen and heard so many sales presentations before, 
then what do you do or say that will make you different? 

 
Today’s modern buyer is sales savvy. 

 
 
 
 
 
 

http://www.mtdsalestraining.com


The Sales Person’s Crisis      © Sean McPheat    Web: www.mtdsalestraining.com 

 

29 

 

Buyers Are Also Astute Sellers 
 
Today’s educated and modern buyers are also very good sellers in their own right. 

 
Long ago, training and education on topics such as how to build rapport and influencing 
skills was training only geared towards the sales and marketing professions. 

 
Not so today. 

 
Today, organisations invest heavily in management and communication skills training, 
presentation skills training and influencing as a given because they view those skills as vital 
for any manager to succeed internally. 

 
So in a roundabout sort of way they receive sales training in some shape or form albeit 
selling their own ideas during team meetings, how to stand in front of people and present 
information or how to get others to do what you want them to do (influencing). 

 
Anyone in any business today understands the need for sales training. The consumer of 50 
years ago only regarded sales and sales training as something that related to the person who 
sold cars or door-to-door cleaning products. 

 
But today, everyone has some level of sales training:  teachers, auto mechanics, doctors, 
even the security guard to your office building may have had some sales or customer 
service training. 

 
Today people understand the critical importance of being able to effectively communicate a 
message as well as to develop good listening skills; and this is sales training. 

 
Also, realise that the business person you go to see has a business and they sell something. 

This buyer is also a seller and an astute one. 

They Read The Same Books And 
Listen To The Same CDs As You 

 
Continuing on the above thoughts, the buyer of today has been exposed to thousands of 
closing situations and is someone who has a product or service that their company sells too. 

 
Think then: what are the chances that they have read some of the same sales and personal 
development books that you have read too? 

 
What are the odds that the prospect you are going to see has also bought the latest sales 
training CD? 

 
What are the odds that the prospect also studied the lasted and greatest off-pat answers to 
objections from the internet? 

 

Today’s modern buyer trains to enhance their skills just as much and in many cases more 
than you. 
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Ironically though, much of the training for the business person or even for the consumer is 
the same training that the sales person receives. 

 
Today’s modern buyer has read many of the same books and has heard the same CDs as 
you so they know what’s coming! 

 

They Are Information Rich 
 
Considering everything in this section, it should be obvious that the buyer of today is rich 
with information and information is power. 

 
The modern buyer of today has access to information at the click of a mouse that the buyer 
of 40 or 50 years ago could only dream about. 

 
The buyer of today literally has more information than they know what to do with. 

 
Armed with this abundance of information and this power, many of these modern buyers hide 
what they know. Just because the buyer is aware of shortcomings in your presentation or 
flaws in your product or in your delivery systems, does not mean that they will tell you 
so. Often, today’s modern buyer will hold on to their knowledge much like a shrewd card 
player holds on to the ace in the hole. 

 
Today’s buyer may allow you to say things and make claims that they know fully well are 
inaccurate and they may choose NOT to say anything. 

 
Understand that information does not necessarily have to manifest itself in the prospect 
talking to you. In fact, in many cases the opposite is true. 

 
While years ago, silence was golden, that is not the case today. 

 
When the buyer of old did not raise an objection, it usually meant consent. Today, it could 
mean the reverse. 

 
Today’s modern buyer is information rich and does not always seek to share that wealth 
with you. 
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The Modern Buyer’s Advantage 
 

They’ve Heard It All Before 
 
Today’s modern buyer has heard it all before.  Let’s examine these buyer traits: 

They don’t like to be “Sold” 

They are bored of old school sales tactics 
 

They have an attention deficit 
 

They are far less forgiving 
 

The small things matter to them 
 

They all have a “BS Detector” 
 

They Don’t Like To Be “Sold” 
 
The modern and sales savvy buyer of today likes to buy. 

 
I know that with all of the above, it may sound as if the modern buyer does not want to buy 
anything or to deal with sales people at all! 

 
However, this is not the case.  Today’s modern buyer does indeed like to buy. 

The difference is that they do not want to be SOLD.  And there is a big difference. 

The buyer of the past in large part was at the mercy of the sales person and the sales 
system. The buyer of years gone by had no recourse or ways to verify or check 
information. 

 
The buyer of yesterday had no way to take control of the situation. 

 
Today’s buyer is just the opposite; they want and demand control. 

 
This is where all of the problems come from today in telemarketing and setting 
appointments on the telephone. The telephone offers the least amount of control for the 
prospect and today’s buyer must feel as if they are in control. 

They do not mind buying, but they must BUY rather than have someone SELL to them. 

Today’s buyer understands that they may need advice and even expert assistance in 
making decisions. But after they receive all of that advice and information, the buyer must 
be the one who makes the decision and must feel that they did so of their own free will. 

 
If for any reason the modern buyer feels as though they have no choice in the matter, even if 
it is a good thing for them to move forward, they will not. I do not know exactly why this 
is or whether it is based on pride or past fears and matters of trust. However, the fact is  
that today’s buyer will make a positive buying decision, but they must feel that the decision 
was theirs and theirs alone. 
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Today more sales people get the “No Objection Objection” than ever before. 
 
That is the objection where the prospect just says ‘no’ or that they want to think about it or 
that they want to wait, but they offer no real objection. It is an objection without an 
objection and there is a simple reason for this. 

 
As mentioned earlier in this report, what the sales profession has largely done is 
concentrate on improving sales techniques and the tools of the trade but has ignored the 
fact that the prospect has changed. 

 
Sales training taught us to create better closing tactics and better answers to objections. 
Well, they have succeeded. But with that success it has actually created failure within the 
industry. 

 
Here’s why… 

 
In the main, sales tactics have got to the point where they can address every possible 
objection the prospect may have and do it well before the 
prospect ever raises the objection. 

 
Sales presentations have become so smart that they anticipate 
every possible question and objection, cover it and eliminate it 
during the sales interaction. So when it comes time for the close, 
the prospect has no objection.  That seems to be the goal 
and a great goal, right? 

The modern 
buyer MUST 
feel they are 

in control 
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Well, the problem once again is that if this were the buyer of even 25 years ago, that would 
work. But with today’s buyer, it is useless and in fact, counterproductive. 

 
When you come to the close and the modern buyer of today sees that you have covered every 
objection and answered every question, they realise that there is no legitimate reason 
for them to say no. 

 
 

When you leave the modern buyer 
no real reason to say no… 

 

It is for that very reason the modern 
buyer WILL SAY NO! 

 
 
 
When you put the modern buyer in a situation where they feel as if they have no control, 
they will object. 

 
When you leave the modern buyer with no objection, they will object. 

Today’s modern buyer does not want to be SOLD. 

They Are Bored Of Old School Sales Tactics 
 
It is very possible the modern buyer you go to see has been involved in hundreds of sales 
presentations and has been on the receiving end of perhaps thousands of cold calls. 

 
The modern buyer has HEARD IT ALL BEFORE. 

 
They have heard the same “sales spiel” hundreds of times from various sales people. 

 
They have heard the same identical openings and closings from different sales people selling 
different products and services. 

 
Consider one of those old-tried and true sales closes; one of those gems that has been 
passed down to you from your sales manager, who no doubt got it from their sales 
manager. 

 
Now remember the prospect has been “closed” by sales people hundreds maybe even 
thousand of times over many years. 

 
How likely do you think it is that this buyer has had that exact same “close” or that off-pat 
answer to his objection used on him before? It is likely that the modern buyer has heard 
what you think is your golden nugget, dozens of times and even knows it verbatim? 

 
However, this problem begins long before the close. Telephone selling strategies have 
changed so little over the years that many have turned to simply tape-recording their sales 
spiel and having machines call customers.  And today’s modern buyer thinks, “How pathetic is 
this?” 
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Today’s buyer does not want to be just someone on your “list.” 
 
When you hear a prospect tell you to, “Please take me off of your list…” or “Remove me 
from your calling list…” You must understand what this means. 

 
It means far more than the customer asking you not to call them anymore. 

 
It means that the customer has the picture of you sitting there with a huge long “LIST” of 
names and numbers. 

 
They see you going down that list and you are saying the same exact thing to every person 
who answers the telephone who is on that list. 

 

If the customer ever feels as though they are on a list, that in itself should tell you that they 
feel no sense of individual importance or personal value from you. 
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Today’s modern buyer does not want to be a number on your list. 
 
In addition to the actual spoken rhetoric, the modern-day buyer is also aware of and tired of 
the same old so-called psychological tactics as well. 

 
Those old school sales approaches where the sales person tries to use some psychological 
trick that they feel will “turn” the prospect around, make them do things or even control 
their minds is just ridiculous. Today’s buyer is sick and tired of this. 

 
For instance, take the old BIG SMILE ruse. 

 
Some 50 or 60 years ago, sales people began to understand that a smile on your face 
actually made your voice sound differently over the telephone. The thought was that that 
the person on the receiving end of the telephone call could actually tell if you were smiling 
or not and that a smile would make the sales person’s voice sound a little more friendly. 

 
Hence the industry embraced the “Smile & Dial” mentality, with sales people forcing a huge, 
insincere smile whenever they make a sales call with mirrors sat next to their workstation. 

 
The modern buyer of today can hear that great big phony smile on the telephone coming from 
a mile away. It is not that sales people should not be personable. However, today’s buyer 
can sense the insincerity and they know that the so-called smile and pleasant attitude is 
motivated by the fact that you want their money. 

 
This approach has the modern buyer frustrated and irate. 

 
Likewise, the “selling yourself first” syndrome also bores the modern buyer. 

 
As mentioned earlier, sales people took to selling themselves first in an effort to gain the 
confidence of the buyer.  The thought was that if the customer will trust and like the sales 
person then they will buy.  The thought was to go in and use any means necessary to get 
the prospect to like you, which usually includes a ton of insincere flattery and false 
accolades and what is better known as “buttering up” the customer. 

 
Everyone is familiar with the term, “butter up,” and its implications. However, if you really 
think about it, you will see why it is so revolting to the customer. 

 
What is it that you “butter up?” 

 
Typically, you butter up something just before you put it in the oven to cook. 

 
And if you think further the main thing that comes to mind is a turkey. You butter up that 
big turkey just before you cook it and eat it.  And it is this image, the image that the sales 
person views the customer as a “turkey” that has today’s buyer disgusted! 

 
This approach of insincere flattery and trying to get on their “good side,” insults today’s 
buyer. Now there is a difference between building “productive rapport” and “buttering up”. 

 
I’m not saying that you should not build up rapport but do it in the right way will you? 
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Please! The buyer of the modern era is bored with the same old sales tactics. 

 
Your Buyers Have An Attention Deficit 

 
Today’s buyer is extremely busy. 

 
Most of them have an attention deficit due to their workloads to what you are saying or 
demonstrating can wane quickly. 

 
Multi-tasking is a present day reality and it is rare to find someone who is not preoccupied 
with several things at once. 

 
Most people have some type of pressing issue on their mind and when the sales person starts 
with the same rhetoric the customer has heard a dozen times before, that’s it.  Just picture 
the buyer who is snowed under with work and is under immense pressure from their boss, 
they have also just had a spat at home with their partner and then your cold call hits them 
just before going into their 3rd meeting of the day that they could just do without. 

 
Do you get the picture? 

 
Also, today’s buyer has developed an “immunity” to overzealous and over-hyped sales 
tactics. 

 
Consumers of today are used to the over-the-top television ads, the larger than life billboards 
and are receiving sales attacks around the clock and in every aspect of their lives. 

 
Consumers today are being “sold something” every minute of every day and in every place 
too. 

 
The consumer of today wakes in the morning, turns on the television or radio and are 
instantly besieged with companies trying to sell them something.  Open the newspaper and 
it’s more of the same. That cup of coffee is very likely to have an ad on it. The bus, the train 
and the taxi are all selling things. The lift, the restaurant, the supermarket trolley and the 
shopping bags are all sales agents. 

 
Today’s buyer simply cannot take in and absorb everything that comes their way. 

 
In response to this constant barrage of sales offensiveness, the buyer of today developed a 
mentality that has to “shut-things-off” at certain times. 

 
All of us do this to some extent, as we all developed this voluntary attention deficit disorder 
to help maintain peace of mind. We get to the point where we do not even see or hear 
certain commercials or ads any longer. We can stare directly at the television and watch the 
commercials without actually paying any attention to them. 

 
The modern buyer has to “turn you off” you. 

 
When you have delivered a sales presentation they are not thinking about you 24/7. 
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Instead, it’s business as usual with a million calls and emails to answer and they will get 
around to what you covered when they can but it’s not priority because you are after their 
money after all. 

 
So they switch you off until they are ready. But then you bug them each week with a follow 
up call and this really hacks them off because they are calls they can do without because of 
their workload. 

 
And talking of “turning you off”, when you finally get in front of them they can still appear 
to be looking you directly in the eye and taking in everything you say, the prospect can 
appear to be listening and even nodding in agreement with you, but mentally they are 
somewhere else – they are writing a to do list for the rest of the day or even writing down 
what to buy from the shops. The lights are on but no one is home. 

 
Today’s modern buyer has an attention deficit 

 
They Are Less Forgiving 

“Oh, that’s ok. I understand…” is something you hear less and less from today’s buyers. 

Even the nicest of people today are far less forgiving and tolerant than the buyer of 
yesterday. Make a mistake today and it can be your last with this updated customer. 

 
In the past, customers were extremely forgiving and loyal. They demanded less and paid 
more. The reverse is true today with consumers demanding more and expecting to pay 
less. In many cases, you get one chance and one chance only. 

 
There are many reasons for this, all that are due to the changing times and the world in 
which we live in. 

 
The horror stories:  Remember that with the abundance of information via the Internet, 
today’s buyer has heard tons of horror stories and is always on edge; wondering if the next 
time they purchase anything they may become one of those “statistics” themselves. This fear 
often causes buyers to overreact and to have a knee jerk anytime something goes wrong. 

 
Under pressure:  Many buyers today are also under pressure to deliver and often their 
success or even their job may hinge on the purchases they make. 

 
Competition:  Your competitors are standing like vultures ready and waiting for you to make 
a mistake.  Competitive companies are trying to sell to your customers constantly; offering 
lower prices and specials. So, the moment you give the customer any reason at all to “think” 
twice about you, they must open their minds to all of those other offers. 

 

They just can!  Simply put, today’s buyer has so many options that they can afford to be 
less forgiving. 
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Small Things Matter 
 
In line with being less forgiving and having so many options, today’s buyer pays attention to 
the smallest detail. 

 
Often it is the smallest detail, the little things that make the difference between several 
options. 

 
Today’s buyer is paying attention to the most minute details right from the start — and they 
remember them too! 

 
The buyer will note aspects of the sales person like shoes, hair, fingernails and the choice of 
pen. They’ll notice the level of preparation, the quality of everything and the level of sincerity. 

 
Years ago all you had to really worry about was eye contact. Today, the consumer can not 
only read your eyes, but your body language and the inflections in your voice. 

 
While it is true that the consumer can forget 80% of what you presented just 20 minutes 
after you leave; there are a few things they NEVER forget. 

 
Those small promises and seemingly insignificant pledges you make resonate in the mind of 
today’s consumer as if they were written in stone. 

 
This is where too many sales people today lose all credibility.  They make those little, quick, 
impulsive promises to close the sale, and forget about them. 

 
Most sales people have forgotten those little things before they get back to the office, while 
the customer has them written in blood. 

 
With today’s modern buyer, there are no small things. 

 
They Have A “BS Detector” 

 
Remember, this educated and sophisticated buyer of the post-boiler-room era has heard it 
all before and has been in more closing situations then most sales people. 

 
They are well informed and information rich.  This buyer can tell when you’re talking out of 
the wrong orifice—instantly.  The BS does not work with today’s buyer. 

 
Please also remember however, that this buyer may not inform you that they are aware of 
the BS you are presenting. 

 
Silence does not mean consent. 

 
These buyers may have as much information on the claims you make as you do and in 
some cases even more.  The slick snake-oil-pitchman, the preverbal used car sales spiel, 
the Smile and Dial BS----is as outdated and irrelevant as a 16 inch floppy disk drive. 
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By BS, of course I am referring to “Balderdash Statements” (you can use your own 
acronym! J) and that does not only mean things that are total fabrications. 

 
The BS also includes other things like the flattery, the exaggerated claims and the 
overenthusiastic pep and big phony smile; that is all BS. 

 
It also includes the fake attitude that many sales people put on in an effort to be more like 
the prospect. Often sales people feel they have to try and “match” the buyer or be on the 
exact same level and they either dress up or down or try to talk UP to or DOWN to the 
customers. 

 
This is BS. Today’s modern buyer wants honesty and integrity. 

More BS includes wording and using phrases that are obviously there to try to impress. 

Buyers want “straight-honest-talk,” not sales jargon. 
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The Modern Buyer’s Advantage 
 

The Modern Buyer Is Under Pressure 
 
The modern buyer is also under pressure from various sources like no other consumer in 
recent history. Let’s examine these issues: 

 
They have got highly skilled gatekeepers 

 
They suffer from decision inertia 

EDM – Elusive Decision Maker 

They want to look good 

They like to make committee decisions 
 

They are time poor 
 

They Have Got Highly Skilled Gatekeepers 
 
The modern buyer receives an unprecedented number of sales calls each and every day. 

 
If the buyer of today were to answer every call and every sales email or knock-on-the door; 
they would have no time to handle their respective responsibilities! 

 
Therefore it is only natural that the role of the Gatekeeper has widened and become more 
important. 

 
The Gatekeeper; that receptionist, secretary or assistant whose job it is to shield the 
decision maker from unnecessary phone calls and visitors, have, (like the decision makers 
they protect), become far more educated, skilled and advanced. Not only does the buyer of 
yesterday no longer exist, neither does the Gatekeeper of yesterday. 

 
The Gatekeeper (GK) of today has also had sales training, read many of the same books 
and listened to the same CDs as you and the decision maker (DM), but in addition they 
have job specific training of their own. 

 
Thirty or forty years ago, the GK’s role was very simple and single-minded. Usually it was a 
person whose ONE job was to answer the telephone. When the DM mentioned that he or she 
did not want calls from particular people, the GK knew exactly who to block and who to allow 
through. It was fairly cut and dry, with the GK not actually making any decisions him or 
herself.  If the person on the telephone could make a convincing enough case, the GK 
had to put the call through. 

 
The GK would ask a few questions and maybe ask the DM, but ultimately the GK would do 
what they were told. 
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Today the role of the GK is far more complex.  High-level GKs today are responsible for much 
more than screening calls. Most are actively involved in the business of the business in one 
way or another: personal assistants, managers, human resources or administrative specialist, 
etc.  Most GKs have extensive jobs and are very busy, which is why today even many GKs 
have GKs of their own. 

 
Today’s GK is part of the knowledge-base of the new buyer; a valuable resource. 

 
The GK in addition to being responsible for protecting the DM’s time, also acts as a public 
relations person, shielding the modern buyer while making sure not to offend sales people. 
The modern GK protects the image of the buyer and the company. 

 
In the past, when the GK wanted to stop your call, they might tell you directly that your call 
was simply not welcome.  GKs of the past would even hang up on a sales person.  Today, 
however, they use sophisticated tactics and skills to stop you from getting through to the 
buyer, yet they try to make you feel that they are not deliberately screening your call. 

 
Though the DM does not want to speak to you, the GK today may present the image of a DM 
who simply does not have time, is unavailable, or is out of the office when you call. Remember 
that buyers are also sellers, so the modern buyer does not want to offend, knowing that every 
company and every person could eventually be a prospective customer for them. So, when 
most sales people call and try to SELL the GK, the GK is SELLING them. 

 
A skilled GK will have sales people calling and calling over and over, with zero results on 
reaching the DM, but never knowing that they are actually the victims of effective screening 
techniques. 

 
Sales people believe that their lack of results is simple misfortune and bad timing, when 
actually it is the result of good GK screens. 

 
Today’s gatekeeper is so skilled that the sales person, who suffers the most from GK 
screens, does not even know it. 

 
They Suffer From Decision Inertia 

 
The buyer of the past had two options to a buying decision: Yes or No. 

However, today’s buyers actually consider a third option: Maybe. 

For most buyers of the modern era, a non-decision is in fact a viable decision. 
 
Remember, today’s buyer has to answer for short term gains as well as long term profits. 
When the buyer can justify in their mind that a non-decision, while it may not increase long 
or short term gains, it can very well, reduce short term costs. 

 
Budgets are tight and the bottom line is the Holy Grail in corporate business. 

 
Therefore taking risks is not always a good thing to do in the mind of the buyer and the 
company. 
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When the buyer has a purchase that has the potential to increase the bottom line, by making 
that purchase, still has the short term effect of lowering the bottom line because it’s an 
expense. 

 
Therefore, to delay a decision on any purchase, can easily be deemed a prudent act of 
management. 

 
Also, buyers today understand that most buying decisions are, one way or the other, 
irrecoverable, and will often try to hold off on such decisions. 

 
In addition, we must remember that the buyer today must feel in control of making the 
decision and often, due to the sales process and even the buyer’s company or spouse, the 
buyer can feel as if they do not have sufficient control in the decision no matter what they 
decide, and for that reason may also hold off on making any decision at all. 

 
The sales person has presented a powerful case that says the buyer should make the 
purchase. The spouse or management says they should not make the purchase. 

 
The buyer can feel as though either decision is at the demand of someone other than him or 
her and therefore will choose to make no decision at all. 

 

EDM – Elusive Decision Maker 
 
Today’s buyer has become extremely adept at conveniently “disappearing” when it comes 
time to make the decision or every time that you call – does that sound familiar? 

 
Many of today’s buyers may be available or even open to the literature, the phone call or 
having lunch or playing a round of golf during the sales process. But when it comes time to 
end the “free-ride” and sign a contract, many buyers can become very elusive. 

 
This is normally down to several factors: the fear of making the wrong the decision, the fear 
of taking that leap of faith, fear of the unknown – the ozone layer being too thin (okay, so the 
last one was a joke) but they make up all kinds of excuses to themselves and to others as to 
why they don’t take your call or get back to you. 

 
Remember that this “information rich” buyer receives tons of information that is negative 
and that all of today’s buyers have heard or have been involved in a sales horror story at 
some stage so the old adage of “buyer beware” still looms strong. 

 
With this in mind, the modern buyer wants to be sure; absolutely certain that they make a 
solid decision; one that does not come back to haunt them! 

 
Also, let’s not forget that today’s buyer is overworked and under pressure to perform better 
every year, so these people are busy. 

 
When you’re calling to approach them and to introduce the buyer to something new, 
something that may help increase their bottom line, the buyer may try to find time for this. 
However, when you are only looking for the signature on a contract, the buyer knows the 
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reason for your call or visit and understands that it is not bringing in new information into 
the picture. Buyers guard their time. 

 
Today’s buyers are EDMs! 

 
They Want To Look Good 

 
Although much of it is self-imposed, today’s buyer wants to look good and impress those in 
higher ranks and also their peers. 

 
Image is more important today than at any time before and it is more than just a state of 
mind. Image and what people think of a manager or director has a direct impact on their 
careers nowadays. 

 
Remember, everyone, one way or another is a sales person. Every buyer is constantly 
selling the value of their own jobs. They have to look good.  This is part of the reason for 
the “Elusive Decision Maker” as well as “Decision Inertia”. 

 
The buyer of today is extremely concerned with appearance in every form. 

 
Businesses today have the goal of being lean and mean and the bottom line can come 
before the job of the director or president. 

 
Even the CEO and MD of many of today’s companies know that they are but a board vote 
away from losing their jobs. Today’s modern buyer wants to look good with the decisions 
that they make. It’s your job to make them look good. 

 

They Like To Make Committee Decisions 
 
Following the line of being elusive, having decision inertia and wanting to look good, many 
of today’s buyers have taken to the protection of making decisions by committee. 

 
First, such a committee offers a strong and effective vehicle for the buyer to be elusive and 
to not actually make a decision. 

 
Second, no matter what the decision, it automatically helps the buyer look good simply by 
the fact of convening a committee to ensure they make the right decision. 

 
Nowadays there are normally several people involved in any decision as committee 
decisions are becoming more common place now than ever before.  Prospects like to get 
buy in from the people/departments/senior managers who will either be using the product 
or service or who are responsible for implementing it and you could often find yourself 
talking to a stakeholder over the phone to understand certain aspects of the brief in addition 
to your contact. 

 
Should a decision result on one of those nightmares, the buyer can make the case that he 
or she is not solely to blame; maintaining the looking good principle. 
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Also, there is more information power in a committee decision. With the enormous amounts 
of information available, a savvy buyer will assign the task of examining all of the information 
concerning a project to a committee of people. 

 
To ensure due diligence, the modern buyer will have several people checking and 
investigating every aspect of a decision. We know that the modern buyer has a wealth of 
information but also understand that today they also have an abundance of expertise in 
analyzing that information too. 

 
In the past, part of the reason why the buyer had to rely almost exclusively on the claims of 
the sales person was because they did not have a group or committee of other people who 
were knowledgeable of the subject matter.  Not so today. 

 
The sophisticated buyer of today, instead of relying on whatever the sales person may say, 
these buyers will pull in experts from other areas of the business, will form a decision making 
committee and will rely on the advice of that committee. 

 
Many buyers of the modern era have an advisory board or master-mind group for which they 
consult partly out of utilising everyone’s expertise, partly out of the fear of making the 
decision themselves and partly due to the fact that a lot of managers, although they moan at 
their ever increasing workload will moan even louder if they are not involved in the decision! 

 
Buyers today may make decisions by committee. 

 
They Are Time Poor 

 
With everything discussed in this section, it is clear that today’s buyers are extremely short 
on time. 

 
In fact, the world over it seems that the more technology affords us tools and processes 
that actually help us to save time, the LESS time we all have! And this has never been 
more evident than in today’s business environment. 

 
Effective time management courses and the utilisation of time management tools such as 
using mind maps and the like are on most manager’s development plans. The modern 
buyer is time poor and to justify spending time with a sales person is not always easy or 
desired. 

 
The time poor modern buyer also creates a chicken and egg type conundrum for many sales 
people and organisations today. 

 
A significant amount of products and services on the market today offer the saving of time as 
the primary benefit to their customers. Most software products offer a way to save time as 
well as other services and products. 

 

It seems that most products and services are selling the benefits of saving time, which of 
course saves money and increases the bottom line. 
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However, the problem this causes is that the most qualified prospects are those who need 
the product or service the most. 

 
Therefore, the most qualified prospects are those who have the least amount of time and 
are therefore hardest to reach. Conversely, prospective buyers who are more readily 
available also do not need the product or service as much. 

 
So the buyers you can reach have less need for the product while those who need the 
product the most, you can not reach! 

 
Lastly on this subject of time management is the fact that many of these situations are 
deliberate. Many of the buyers that are time poor are that way by choice. 

 
First, in many organisations that buyer spends enormous amounts of “extra” time fulfilling 
their responsibilities. This extra time or “over-time” for many people equates to lots of 
extra pay. 

 
Often, buyers that appear to “suffer” from being overworked, actually depend on this 
overtime pay as an essential part of their income!  Hence another chicken and egg scenario in 
where many buyers who can save time by purchasing a product, actually have no desire to 
save that time. 

 
The second reason many modern buyers choose to remain time poor goes back to the fact 
that they also want to look good.  The manager who appears to work his or her fingers to 
the preverbal bone, look real good to upper management as they appear to work harder 
than others and always look busy. 

 
Buyers may fear products or services that may help them to save time because they feel it 
may hurt their hard-working image! 

 
I remember a manager of mine once telling me that whenever I walked around the office to 
carry a piece of paper with me because I would look busy and purposeful! 

 
Ridiculous I know! 

 
Today’s modern buyer is time poor; some by circumstance and some by choice. 
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The Modern Buyer’s Advantage 
 

Different Loyalties 
 
Finally, today’s modern and savvy buyer has different loyalties to those in the past.   The 
priorities for today’s buyer have changed. 

 
The buyer of yester-year had an almost undying loyalty as a customer to the 
vendor/supplier and to the sales person. 

 
In the past, as long as you provided some reasonable amount of customer service, 
customers would remain loyal to you and your company. Clients often viewed vendors like 
life-long partners. 

 
This is not the way it is today. 

 
In addition to the pricing concerns and being aware of all of the options and being less 
forgiving, the modern buyer of today has a different set of loyalties and priorities. 
Yesterday, consumer loyalties were to the vendor and to the “personal word” or 
commitment of the buyer. 

 
Today’s buyer is loyal to his or her own career and personal success and to his or her 
company. Let us look at five areas to illustrate this: 

 
EPS – They are extremely price sensitive 

 
They can contact your competitors in seconds 

They play off companies against one another 

Right vendor selection 

Most of them are “Nice to have” purchases 
 

EPS – They Are Extremely Price Sensitive 
 
We mentioned earlier that today’s buyer is very price aware and knowledgeable. 

 
In addition to being aware and understanding pricing algorithms, today’s buyer is very 
sensitive and biased by price. 

 
Though most sales people believe this price issue is about money, the fact is that it is more 
about value. I can say this with confidence having trained over 10,000 sales people! Today’s 
buyer understands pricing concepts and can readily assess if a product or service is worth 
its price. 

 
When the benefits outweigh the costs, the buyer of today will not have a problem. However, 
when the total benefits do not seem to justify the price, the buyer will notice and object. 
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Today’s buyer is loyal to his or her own career and personal 
success and to his or her company 

 
Much of this comes from the buyer not wanting to be sold as well as wanting to look good. 
 
Today’s buyer will judge the price and compare it to the long term benefits and what they can get 
for the same money with your competitors in terms of value comparisons. 
 
Also the buyer of today wants to be in control and therefore will often negotiate for the lowest 
price possible even when they already feel they have sufficient value. 
 

As a matter of principle, many buyers will not accept the “first” offer, simply because they are 
expected to negotiate for a lower price. 
 
Buyers today are also very protective of the company’s money.  Today’s business buyer treats 
his company’s money almost like it’s their own. And the consumer buyer treats their money like 
it’s the last penny they have on earth! 

The buyer of today also understands that his or her emotions can actually affect the price. The 

buyer of today is so sensitive and shrewd that they realise how the emotions they 
exhibit may have an affect on the ultimate price they pay. 
 
In the past, when a buyer had a real desire for a product and saw the need, they would let the 
sales person know how they felt. It was not unusual for a prospective customer to tell the sales 
person that they were ready to buy the product even before the sales person showed up or the 
moment they entered the store. 
 
The buyer of yesterday had no problems in allowing the sales person to see how they felt 
about the product or the service. The buyer would often make it clear to the sales person that 
they were already “sold” in the beginning. Not so today. 
 
Today’s educated buyer realises that to show such emotion or desire will weaken their 
negotiating power. 
 
Today’s modern buyer will not only hide any positive feelings for the product or service, but they 
may also exhibit traits and emotions that are contrary to how they actually feel. 
 
The prospective buyer who complains, interrupts the sales presentation, constantly claims how 
much he does not need the product and how she cannot afford the product, may actually be 
the buyer who desires the product the most. 
 
Make no doubt about it: today’s modern buyer has a PhD in EPS! 
 
 
 
 
 
 
 
 
 
 

http://www.mtdsalestraining.com


The Sales Person’s Crisis      © Sean McPheat    Web: www.mtdsalestraining.com 

 

48 

 

They Can Contact Your Competitors in Seconds 
 
Along with this price sensitivity, today’s buyer can check with competing companies in an 
instant. 

 
Gone are the days when the buyer accepted the words of the sales person as fact. And they will 
contact your competitor and verify prices up-to-the-minute. 

 
Buyers also know that price is no longer the constant that it once was and they understand 
that sales people and managers have “room” to lower prices. 

 
Buyers of years gone by viewed prices as some hard and fast rule, written in stone.  When a 
company said what their price was, that was it. 

 
The modern buyer of today believes that there is no such thing as a constant or real price 
that is set in cement. And to confirm this, they have no fear in calling your competitors. 

 
Also, the modern buyer is very shrewd in this competitive shopping too. Unbeknown to most 
sales people, when the modern buyer of today is watching their sales presentation and is 
reviewing the proposal, that the buyer in many cases has already contacted the 
competition. Often as one sales person shows up, the buyer has already viewed a 
competitive company’s sales presentation and proposal. 

 
As one sales person makes her proposal at 1:00 pm, the savvy and shrewd buyer already has 
a competitive company scheduled to make their presentation at 3:00 pm. 

 
As mentioned earlier in this report, the buyer of today will usually NOT volunteer this type of 
information. They are smart and shrewd. 

 

They Play Off Companies Against One Another 
 
Falling right in line with the above, today’s modern buyer will take these competitive proposals 
and work them off of each company; forcing each to continually lower their price or increase 
the value by using the proposals against each other. 

 
While many buyers do this out in the open, i.e informing the sales person that they do indeed 
have proposals coming in from competitive companies, many buyers do this secretly. Often the 
modern buyer will simply use the competitive pricing and offers as a way to force the sales 
person’s hand; using the competitive proposal as a guide for what to ask for and what to 
demand. 

 
Your first reaction to this is that it does not seem like a very “nice” thing to do and frankly, it’s 
not. However, let us remember that today’s buyers have a different set of loyalties and 
priorities and you and your company is not that high on the list to be honest. 

 
The old adage, “All’s fair in love and war,” should now read, “All’s fair in love, war and 
business.”  The modern buyer has no problem with forcing a sales person and vendor to fight 
amongst themselves as they will play competing companies off against one another to obtain 
what is best for themselves and their company. 
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Right Vendor Selection 

In spite of all of the above, the buyer of today does want to make the right vendor choice! The 

modern buyer will make decisions also considering things other than price and value as 
they also perform due diligence as to other aspects of the sales company. 

 
The modern buyer will check you and your company out taking such things into consideration 
as how long you have been in business, your company’s financials, partners and your 
company’s vision and mission. 

 
The modern-day buyer likes to choose a vendor whose vision, mission and overall image 
aligns with their own. 

 

Most Of Them Are “Nice to Have” Purchases 
 
When making their purchasing decision, how many of those decisions are actually “MUST 
HAVE’s” as opposed to “NICE TO HAVE” purchases? 

 
I would suspect that most of the purchases are “NICE TO HAVE” purchases meaning that if the 
buyer actually took no action it wouldn’t really matter that much. 

 
Of course it’s our role as sales people to uncover needs and wants and to highlight the 
opportunity cost of taking action and of not taking action but if this is not done in the right 
way the decision itself becomes less critical in the grand scheme of things. 

 
So what does this mean? 

 
Well, due to inadequate standards of sales professionalism demonstrated by the vast 
majority of sales people, the modern buyer does not feel that they MUST HAVE to take 
action so guess what? 

 
They don’t! 

 
In order to change the status quo and to make a decision their decision has to become a 
MUST HAVE decision where they cannot go without your product or service. 
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The Modern Buyer’s Advantage 
 

Putting It All Together – Education Is The Key 
 
Putting it all together we find that the modern buyer is an educated, sales savvy, shrewd 
business professional who demands more and expects to pay less. 

 
They are less tolerant of mediocre service and substandard products and are intimately 
aware of their options. 

 
However, in spite of all of the challenges that today’s sales people face when dealing with the 
modern-day buyer, there are aspects of today’s sales people that the modern buyer looks for. 

 
The 2008 Wharton Customer Dissatisfaction Study reports that there is an “Ideal Sales 
Person” the modern buyer seeks to work with. 

 
This modern sales person can be summed up by four distinct traits: 

 
The Ideal Sales Person 

 
An Engager – The modern buyer wants to work with a sales person who is engaging and will 
go out of his or her way to “help” the customer. This sales associate has a visible and 
obvious sincere interest in the needs and desires of the customer. 

 
An Educator – The study found that customers want a sales person who is an expert in 
everything there is to know about the product, service and the company. The buyer also 
wants the sales person who can educate them; to teach them. 

 
An Expeditor - This is the sales person who is sensitive to the customer’s time and gets 
things done quickly and correctly the first time. 

 
Authentic – The Wharton study shows that customers want a sales person who is “for 
real;” genuine and sincere. 

 
When looking at the above four traits, you can see that they all fall under one general 
category—education. 

 
The modern buyer of today wants to deal with sales people who are more educated than 
they are; they want an expert. 

 
None of the other qualities are possible if the sales person is not a bona fide expert. 

 
For instance, it is impossible for the sales person to be a true engager if the sales person in not 
totally familiar and comfortable with all of the information concerning their products and 
services. 

 

In fact, this is why so many sales people, especially in retail, often fail to engage the 
customer at all, creating one of the most popular complaints in the retail selling industry. 

 
 
Customers often feel as though retail sales staff leave them and even run from them in fear of 
having to answer a question for which they do not know the answer. 
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However, being a very personable engager is useless without expert knowledge. When the 
customer asks a question and the sales person reacts with a “deer-in-the headlights” look, it’s 
all over. 

 
Unless the sales person is fully educated in their profession there is no way they can be an 
expeditor. This is another area where sales people lose customers in that some try to expedite 
things and try to make things happen in a timely manner, only to end up with mistakes and 
errors that result in one of those sales horror stories mentioned earlier. 

Finally, the sales person who is not fully educated in their profession cannot be authentic. The 

sales person is forced to put on false fronts and use misplaced forms of flattery in an 
effort to compensate for their professional short comings. 

 
This is evident in the sales person who goes overboard trying to “sell” themselves to the 
customer with the old-school Smile and Dial, snake-oil pitchman mentality. 

 

So What Can You Do About All Of This? 
 
Well, in order to re-address the balance you need to change your approach when you come in 
contact with a modern and sophisticated buyer. 

 
I’ll leave a detailed solution to another report but you can start right now by implementing 
some of the following actions: 

 
Action # 1 – Redefine Your Sales Process 

 
You should have a process for when you approach or a prospect approaches you and they are 
at the start of the sales process and you should have a process for when an educated and 
savvy buyer comes to you half way through the process. 

 
For example, if you sell cars and someone comes on your lot with 4 photos of cars they’d like 
to see, then you should have a different approach to someone who comes to you with no 
idea. Hope you get my drift there? 

 
Similarly a buyer might have already researched about you on the internet, so what info 
could you tell them that would be different? 

 
Action # 2 – Understand Your Numbers 

 
If you’re not using a CRM system of some sorts then quite frankly and I am sorry if I offend 
you but you’re not in the game. You should know every single ratio, every single number and 
statistic about your performance. You need to start analyzing every single aspect of your selling 
so you can improve at each stage. 

 
The compounded impact of small improvements is huge. 
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Action # 3 – Prospect In A Different Way 
 
Your prospects have already received 10 other calls from people just like you by the time you 
call them so what is going to make you different and stand out. 

 
Being different is more effective than being better. (Initially anyhow!) 

 
Action # 4 – Education Is The Key 

 
How can you educate your prospects to tell them something that they don’t know? 

 
How can you continually educate your prospects throughout your sales process and in- 
between contacts? 

 
Action # 5 – No Cheese Please 

 
The modern day buyer sees straight through those phony compliments and rapport building one 
liners. The good news for you is that a lot of sales people still do this and your buyers hate it. 

 
So lose the cheese! 

 
Action # 6 – Make Their Way Your Way 

 
Understand how your prospect absorbs information, what their learning style is, whether 
they think in pictures or sounds, whether they like the detail or big picture. 

 
And then tailor your approach to fit with what their preferences are. 

 
Action # 7 – Become More Than Just A Sales Person 

 
You need to become a trusted advisor and confidante to your prospect. Do more than what 
your prospect would expect from a “normal sales person”. 

 
Offer advice, send them useful information and educate them. 

Position yourself as a “partner” rather than a “supplier” 

Action # 8 – Be Planned Not Canned 
 
Now is the time to lose the script and the canned approach and instead use a framework 
from which to work from. Use mind maps, plan more than ever before and be flexible in your 
approach. 

 
A script can be sniffed out easily. 
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It’s Over To You! 
 
I hope you have got a lot out of The Sales Person’s Crisis? 

 
But don’t just view it as “a good read” 

 I want you to take action on it. 

Review how you currently sell and the approach that you take. Take this opportunity to take a 
closer look at the make up of your prospects and clients and start to upgrade your selling 
methods to get even! 

 
Before I go I’d be thrilled if you could do one thing for me? 

 
If you know of anyone who would benefit from this report could you please send them to the 
following page on my site: 

 
http://www.mtdsalestraining.com/crisis.html 

 
The reason why I ask them to sign up to the report instead of you just sending them the copy 
is that I’ll have some other freebies coming out shortly like video clips and podcasts 
and unless I’ve got your/their email address there’s no way I can inform you and them when 
they come out. And you’re not going to want to miss them as I delve deeper into the world of 
the modern day buyer! 

 
Keep your eye out for future communications from me and good luck in your quest to tame the 
modern day buyer! 

 
Yours Sincerely, 
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For Further Information About Sean McPheat 
 

 
 

Visit Sean’s Daily Sales Blog at http://www.mtdsalesblog.com  
 
Visit Sean’s Motivational Speaker Website at: http://www.seanmcpheat.com  
 
On Twitter? Hook Up With Sean at: http://www.twitter.com/seanmcpheat 
 
 Link Up With Sean at: http://uk.linkedin.com/in/seanmcpheat  
 
 Sales Training Website: http://www.mtdsalestraining.com  
 
Email: sean.mcpheat@mtdsalestraining.com 
 
Telephone: UK 0800 849 6732  INTERNATIONAL: ++ 44 24 76 233151 
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