


www.theBuyingRevolution.com 

ISBN: 978-1-907725-00-5 
© John O Gorman & Ray Collis 2010.  

All rights reserved.  

Except as permitted under UK copyright legislation, no part of 
this publication may be reproduced, or distributed in any form 
or by any means, or stored in a database or retrieval system, 

without prior written permission of the authors. 

This publication is designed to provide accurate and 
authoritative information in regard to the subject matter 
covered. It is sold with the understanding that neither the 

author nor the publisher is engaged in rendering legal, 
accounting, or other professional services. If legal advice, or 

other expert assistance is required, the services of a competent 
professional person should be sought. 

Published by: 
The ASG Group 

Sales Consultants 
Dublin, Ireland. 

www.theASGgroup.com 



iii | P a g eThe B2B Revolution Introduction 

CONTENTS 

Introduction 
PRELUDE TO THE REVOLUTION v

PART 1:  

The Buying Revolution 
THE TRANSFORMATION OF BUYING 

Section 1: The Buying Revolution
WELCOME TO THE REVOLUTION 3 

Section 2: The Buying Process Revolution 
HOW BUYING DECISIONS ARE MADE  15 

Section 3: The Business Case Revolution 
WHY BUYING DECISIONS ARE MADE 35 

Section 4: The Buying Team Revolution 
WHO MAKES THE BUYING DECISION 56 

Section 5: The Ideological Revolution 
EXPLODING THE MYTHS OF SELLING 71 



iv | P a g e  
 

The B2B Revolution Introduction 

PART 2:  
 

The Selling Revolution 
A TRANSFORMATION OF SELLING IS NEEDED 
 
Section 6: The Selling Revolution 
 BUYING HAS CHANGED,  
 SELLING MUST FOLLOW 93 
 

Section 7:  The Sales Leads Revolution 
                     THE NEW RULES OF LEAD GENERATION 104 
 

Section 8:  The Sales Meetings Revolution  
                     THE NEW RULES OF SALES MEETINGS 147 
 

Section 9:    The Sales Cycles Revolution  
 THE NEW RULES FOR SALES 

OPPORTUNITIES 190 
 

Section 10: The Sales Orders Revolution 
 THE NEW RULES FOR CLOSING 238 
 

Section 11: The Repeat Sales Revolution 
 THE NEW ACCOUNT MANAGEMENT  
 RULES 292 
 

Section 12: Conclusion 
 CALL TO ARMS – CALL TO ACTION 333 
 

Appendix A: The Revolution-O-Meter 
 MEASURING YOUR RATE OF CHANGE 340 



 

3 | P a g e  The B2B Revolution Section 1 

SECTION 1: 

The Buying Revolution™ 
WELCOME TO THE REVOLUTION 
 

 

This is a time of great turbulence in selling. After a decade of buoyant 
demand sellers are confronted with the realities of a much changed 
marketplace. However, the dramatic fluctuations in our economic 
fortunes that have captured headlines worldwide have masked a set of 
even more far-reaching changes — a major transformation in terms of 
how organizations buy. 

There was a time when the seller was all powerful, when finding 
buyers was easy and so too was persuading them. Sellers had the 
training, the techiques, the processes and the information required to 
stay one step ahead of the buyer. The buyer was putty in the hands of 
the slick salesperson.  

How things have changed. Buyers have thrown off their chains. They 
have developed new skills, techniques and processes around buying 
and now have access to as much if not more information than the 
salesperson. They now call the shots. They are proving more elusive 
and more demanding than ever before.  
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Today’s buyer is a powerful force to be dealt with. They won’t be out-
witted or out-manouvered by a slick salesperson or sales technique. 
The golden age of buying has arrived, but it finds many sellers 
unprepared. As buyers wield their new found confidence and power, 
sellers are feeling the pain. 

The logo or icon we use to denote The Buying Revolution™ says it all. 
The buyer – denoted by the bold letter ‘B’ and the revolutionary red 
flag - has seized control. In just over a decade buying has been 
elevated to the level of a science, with today’s buyer showing greater 
skills, confidence and power than ever before. Sellers be warned — 
The Buying Revolution™ is gathering momentum daily. 

 

The sophistication of buying threatens to outstrip that of selling. This 
book offers a timely warning not to underestimate the complexity of 
the modern buyer. It also provides a blueprint on how to adapt 
traditional selling to contemporary buying.  
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A Revolution In Buying Is Underway 

Behind closed doors — in boardrooms and executive suites 
everywhere — a radical shift in buying is underway. Organizations 
have slashed budgets, turned priorities on their heads and 
transformed buying into a science. They have learned how to buy in a 
way that will maximize the success of their business, their projects and 
their teams.  

Furthermore they have invested in the processes, structures and skills 
to make better decisions, get better value and deliver more successful 
projects. All this is necessary because purchasing, previously a 
bureaucratic order-filling function, is now a strategic source of 
competitive advantage.  

Proclaiming The Revolution 

Accelerated by difficult markets and mounting compliance obligations, 
modern buying is undergoing a major transformation. Organizations 
have changed almost every aspect of buying — how decisions are 
made, why decisions are made and even who makes them. The only 
problem is sellers have not been told about it. That is until now. 

It is time to proclaim The Buying Revolution™ — to let sellers 
everywhere know that buying has changed and that things will never 
be the same again. The 10 fundamental ways in which buying has 
changed are shown overleaf.  
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Fig. 1.1: Proclaiming The Buying Revolution™ – 10 Changes  

 

Even where sellers have been aware of these changes they have been 
slow to respond. Indeed, most sales organizations are using the same 
tools, techniques and strategies as they did three, five or even 10 
years ago. The result is a continual downward slide in terms of results. 
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The New Complexity Of Buying 

As salespeople we can all too easily underestimate the complexity of 
buyers and buying. For example, when asked to describe their 
customer’s buying process and, in particular the number of people or 
steps involved, the answers given by sales professionals are at least 
out by a factor of two or three.  

That is because the map of how organizations buy is very much out of 
date. This has a great number of consequences, including the fact we 
often unwittingly end up selling the wrong things, in the wrong way to 
the wrong people.  

Changing The Map 

Here is a very important parable of modern buying. When you grasp 
its message you will have mastered one of the key principles of 
success in the age of the buying revolution. 

There is somewhere you need to be and you are under time pressure 
to get there. You have been handed a map by which to navigate your 
journey — so you pack your bag and set off with speed, stamina and 
determination.  

The only problem is that the map is not what it purports to be. You 
want to find your way around London from Piccadilly to Mayfair, but 
your map is showing Times Square, Central Park and Fifth Avenue. 
Although the map is labeled correctly it is actually of another city and 
country. However, because everybody seems to be using the same 
map you are reluctant to cast it aside.  
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Instead you re-double your 
efforts and renew your 
determination, but the map 
keeps sending you in the 
wrong direction. Surprises, 
setbacks and disappointments 
inevitably result.  

However, no matter how 
much harder you try, your 
extra effort can only have a 
limited impact. That is until 
you change the map that is 
setting you astray.  

The journey is the sale and 
the erroneous map is our 
commonly held view of how 
organizations buy. The moral of the story is new sales skills, techniques 
and strategies can only have limited success until sellers correct the 
map of how their customers and prospects buy. This is at the core of 
all the chapters of The Buying Revolution™.  

This book has been written to provide you with an accurate and up-to-
date map of modern buying. As a result it will help you arrive more 
confidently at your destination — the sale. 

Your New Map Of Modern Buying 

Few sellers have ever been shown an actual map of the corporate 
buying process. We are going to remedy this deficiency immediately 
because it unquestionably hinders their success.  
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So, what does a modern buying decision look like?  Well, below is a 
map of the buying process for major IT projects in a Fortune 1000 
organization.  

When it comes to the sophistication of modern buying, seeing is 
believing. The Fortune 1000 buying process shown here is a wakeup 
call for most sellers. 

Fig. 1.2: A Typical Fortune 1000 Buying Process   
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Don’t worry if you are not selling IT, or if you are not selling to Fortune 
1000 companies. The principles that the model demonstrates are 
increasingly reflective of all customers and prospects. The bottom line 
is most buyers are getting more sophisticated at buying. The model we 
are set to explore will prepare you for selling to any customer. 

Standing back from the detail of the steps and the people involved, the 
first thing that strikes the salesperson on seeing this process is just 
how structured and sophisticated the big company approach to 
buying is. It serves notice that buying has been elevated to a science. 
The problem is that when the science of complex buying meets the 
traditional art of selling there are likely to be problems.  

The picture of modern buying is complicated, perhaps even scary. 
However, the implications of the changed nature of organizational 
buying, while dramatic, will vary from seller to seller. For some, in 
particular those reading this book, it represents an important 
opportunity. For others it poses a significant threat.  

Knowledge is power and by the close of this section any initial anxiety 
regarding the hidden sophistication of modern buying will give way to 
a sense of empowerment, as well as a greater sense of confidence 
and control. This will happen as we deconstruct the buying process on 
three levels as shown in the diagram overleaf. 
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Fig. 1.3: The Three Levels of The Fortune 1000 Buying Process  

 

In adopting this structure we examine The Buying Revolution™ on the 
three levels shown above. That is the how, why and who of the buying 
decision —more specifically the buying process, the business case and 
the buying team in turn. To round this off we have added a fourth 
section aimed at debunking some myths that are inconsistent with the 
new order of buying.  

Structure And Overview Of Part One  

So, let’s not waste any time in our voyage through the complexities of 
modern buying and quickly arrive at the implications for all of us 
involved in sales and marketing. We will do this by deconstructing the 
typical buying decision to understand the fundamental DNA of modern 
buying as follows: 
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S.2:  The Buying Process Revolution

HOW THE DECISION IS 

MADE 
In Section 2 we will examine how modern 
buying decisions are made, including the 
rules that must be followed. We will 
challenge the salesperson to put the buying 
process ahead of idealized notions of the 
sales process. You will note the icon used 
will change when we are talking about the 
Buying Process to include a process diagram 
on the red flag. 

 

 

 

S.3:  The Business Case Revolution

WHY THE DECISION IS 

MADE  
In Section 3 we will see purchases for as 
little as $20,000 now typically require a 
business case. We will examine what the 
business case contains, and challenge the 
salesperson to ditch features and benefits 
selling in favor of influencing the business 
case. The icon used when we are talking 
about the Business Case will include a bar 
chart on the red flag. 
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S.4: The Buying Team Revolution

WHO MAKES THE DECISION 
The center of control for buying has 
changed, which can result in the 
salesperson talking to the wrong people. In 
Section 4 we challenge salespeople to sell 
higher and wider. The icon used in respect 
of the Business Team will include an 
organizational chart on the red flag. 

 

 

 

S.5: The Ideological Revolution

EXPLODING SALES MYTHS  
In the concluding section, Section 5 A 
Revolution in Thinking we will examine the 
implications for these changes in terms of 
commonly held myths about selling. This 
time the red flag in the icon will include a 
myth busting symbol. 

 

The icons shown above will help you navigate this book — they are 
shown on the top right of each page to denote the particular aspect of 
the revolution being examined. Visually the layout of Part 1 can be 
seen from the diagram presented overleaf. 
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Fig. 1.4: The Structure of Part 1 
 

 

 
 
 

 
 

 

Let’s Get Started 

Are you ready to unlock the secrets of modern buying and their 
implications for your sales approach?  Then jump straight into the next 
chapter in which buyers reveal the new basis upon which major 
purchase decisions are made. Let’s get started by discovering what we 
call The Buying Process Revolution.  
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SECTION 2: 
The Buying Process Revolution 
HOW TODAY’S BUYERS BUY 
 

Organizational buying, once ad hoc and unstructured, has become 
highly sophisticated and process-driven. Although salespeople have 
noticed some changes, they often underestimate just how 
sophisticated buying has now become. 

In this section many salespeople will come face-to-face for the very 
first time with the full complexity of buying — in the form of a Fortune 
1000 buying process. That includes the new steps, activities and 
people involved, as well as the many implications that result. 

What Does Modern Buying Look Like? 

'Great idea, let’s do it!' is rarely heard from today's buyers. The best 
sellers can hope for is, 'Let's get a multi-disciplinary team together to 
develop the business case, then in 4 to 8 months we can decide if it is 
worth doing.' 

When it comes to how organizations buy there is a sophisticated 
process, which is often very structured and rigid. It is a scientific 
process for the allocation of scarce organizational resources between 
competing projects or purchases.  
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To see just how sophisticated today’s buying decisions are, we will 
take an archetype Fortune 1000 buying process and lay it bare. We will 
do this at two levels: the STEPS in the buying decision and the 
ACTIONS at each step.  

 

Fig. 2.1 Examining the Buying Process on Two Levels 

 
 

This map of how organizations buy is presented in its full size overleaf. 
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Fig 2.2 The Fortune 1000 Buying Process in Detail   
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The STEPS Of The Buying Process 

In our Fortune 1000 example managers 
must follow six key steps to gain 
purchasing approval. These logical and 
self-explanatory steps, ranging from 
Initial Requirements Capture to Launch 
and Review are shown below.  

 

 

Fig. 2.3 The 6 Steps of the Buying Process 

 

These steps can take place over anything from three months to two 
years, and are likely to involve dozens of people along the way. Clearly 
making the right buying decision is not going to be left to the 
discretion of the buyer-manager, and it is definitively not going to be 
unduly influenced by the salesperson. 

Interpreting the Steps 

Looking at this diagram immediately sets sellers thinking about the 
steps in their own customers’ buying process. Our model makes this 
easy - at a high level it is very easy to overlay onto how any customer 
is likely to buy. To see this we will re-label the diagram as shown in the 
diagram overleaf. 
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Overlaying labels such as ‘needs analysis’ and ‘define solution’ on the 
six steps  of our Fortune 1000 model demonstrates the universality of 
that buying process. 

 

Fig. 2.4: Re-labeling the Buying Process 

 

 
All our customers are likely to progress through the generic stages of 
needs analysis, solution definition and acquisition, or implementation. 
However, regardless of whatever labels are used, the implications of 
such a step-wise approach to buying are what matters most. So, let us 
examine them now. 

Understanding the Implications 

As we will see it is the buying process that now dictates the pace of 
buying, as well as selling. The process ensures decisions are not 
rushed, but made in a careful and step-wise manner. For the buying 
organization this should mean better buying decisions, but for the 
salesperson more steps means more costly and unpredictable sales 
cycles.  
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It sounds obvious, but what happens with respect to the purchase 
decision depends on the step in the process the buyer is actually at. As 
we will see, the issues, the priorities, the people involved and so on 
vary from step to step. It follows therefore that the salesperson must 
know where the buyer is and adjust their sales approach accordingly. 
For example, buyers at Step 1 should be sold to differently than those 
at Step 3. 

When Does The Process Begin Or End? 

Most salespeople know that sales cycles are much longer than they 
used to be. But, if sales cycles are long, then buying cycles are even 
longer. As our model buying process shows today’s buying decisions 
start earlier and finish later.  

The Conception Of The Purchase 

The genesis of the purchase is Step 1, the exploratory Initial 
Requirements Capture stage shown overleaf. This is the purchase 
decision as an embryo, the result of a non-committal ‘let’s explore if 
this is worth exploring’ decision.  

This is a tentative first pass of the project in terms of the business 
case, strategic fit and requirements. The outcome at this stage will 
determine if the project or purchase merits progressing to a more 
detailed and more costly examination.  
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Fig. 2.5: The Start of the buying Process 

 

As we will discuss later, the early stages of the buying process will 
involve little, if any contact with sellers. 

The Conclusion Of The Buying Process 

The model buying process shows that the process continues to the 
point of delivery and beyond (Step 6: Launch and Review). 
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Fig. 2.6:  The Last Step of the Buying Process 

 

 

For buyers the process only ends when the strategic goals underlying 
the purchase have been satisfied. It is a cradle-to-grave process that 
includes implementation, management and review.  

The sixth step represents an essential feedback and correction loop for 
senior executives that ensures what is promised by means of the 
business case, as well as the seller’s proposal, is delivered. It also 
ensures that buyers get better and better at buying, learning from past 
mistakes and becoming increasingly accountable for the results that 
are achieved. 
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If the seller is not present at the conception of the buying process 
there is a double danger — that they won’t be present at the 
conclusion either. This happens because sellers often mistake the 
purchase order as the finishing line. For example: 

• Once the order is signed the salesperson is under pressure to 
move on to close the next deal. In the narrow pursuit of the 
purchase order sellers can fail to recognize that the buying 
decision is a far longer and more complex process than they 
realize.  

• As many suppliers are learning to their cost projects and 
purchases can be abruptly terminated post signing. It is not over 
until the final payment is received and with claw-back provisions 
often in place, perhaps not even then. 

• Winning the first sale requires making promises, while winning 
the next sale (and indeed the customer) requires that promises 
made are kept – something that we will see in The Sales 
Revolution™ cannot be taken for granted.  

The Seller In The Middle 

So far you are probably thinking this buying process is all about the 
buyer as there has been no mention of the seller yet. Well, now that 
we have looked at the conception and the conclusion of the Six Step 
Buying Process, and before we start to examine all the detail that is 
involved, let us pinpoint the entrance of the seller into the process.  

As the diagram overleaf shows the first direct reference to sellers 
takes place in Step 3 and is shown in the diagram as ‘seek supplier 
quotes’. The fact that this occurs at such a late stage — just before the 
halfway mark of the process — and is worded in such minimalist terms 
is a cause of surprise for many.  
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Fig. 2.7: Looking for the Seller in the Buying Process 

 

 
Concerned at what seems to be the marginalization of the role of the 
salesperson, sellers typically ask, ‘Is that the earliest reference to 
suppliers?’  Well it is, apart from the Initial Requirements Capture in 
Step 1 where the review of available solutions in the marketplace 
takes place — a step that is called ‘market analysis’ as highlighted by a 
dotted circle in the diagram above. This step, however, is often 
conducted without any direct contact with salespeople. This lack of 
involvement can be attributed to the increased accessibility of 
information via analysts and other sources. However, there is another 
factor also at play. 

Buyers are increasingly setting the rules of engagement, defining what 
contact between buyer and seller is appropriate, even permissible, at 
each stage of the buying process. Little wonder sellers complain that 
they are being left waiting in the hallway, while the buying decision is 
made behind closed doors.  
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A Step-By-Step Progression Through The Buying Process 

Each progressive step brings the purchase one step closer to reality, 
with the commitment being made gradually over many months. Thus, 
the purchase decision is not simply a matter of one big YES or NO 
decision. Rather it is the culmination of a series of YES or NO decisions 
at each stage of the buying decision. For example: 

• ‘YES’ it is worth doing an initial business case and requirements 
capture (Step 1). 

• ‘YES’ the initial business case and requirements capture merit 
further examination — move to complete requirements capture 
(Step 2). 

• ‘YES’ the detailed business case is compelling (Step 3). 
• ‘YES’ the high-level design is feasible (Step 4) and so on. 

At the end of each stage a plan and budget is set out for the next stage 
and it is on this basis that a decision will be made as to whether the 
project will progress further.  

   

Fig. 2.8:  The Stop-Go Nature of Buying Decisions 

 

The incremental nature of the buying decision complicates things 
greatly for the seller. It means that one YES is not enough and that the 
‘sure thing’ sale can be derailed at any stage.  
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A Step-By-Step Commitment To The Buying Decision 

In respect of the complex sale there are no quick wins as the purchase 
decision is made one step at a time. The implication is that neither the 
buyer, nor the salesperson can skip a step.  

The buying process entails a step-wise progression in terms of 
commitment until the point where the ultimate spend decision must 
be sanctioned.  

 

2.9 The Commitment to the Purchase is Step-Wise  

   

 

 

 

 

 

 

 

 
 

For sellers this step-wise process of commitment has profound 
implications. The seller must understand the degree of commitment 
that is possible at any stage of the buying process. It means that the 
‘Always Be Closing’ mantra does not fit the complex sale. The 
salesperson’s objective should be to progress to the next stage, rather 
than to close the sale.  

Co
m

m
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m
en

t 
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The reality is for every project that successfully navigates the buying 
process, many more will not. As increasing rigor is applied at each 
successive stage, more projects will be ‘killed off’. In an organizational 
context, it is the application of the Darwinian principle — the means 
by which budget-strapped organizations seek to ensure the optimal 
allocation of resources between competing projects. This is important 
for the seller who often narrowly views another supplier as the only 
source of competition.  

The reality of modern buying is that another competing project 
represents the greatest threat to winning the purchase order. 

Now that we have examined the steps of the buying process let us 
take a closer look at the detail of the activities taking place at each 
step.  

 

The ACTIONS Of The Buying 
Process 

So, we have examined the key steps of the 
buying process. But, within each step, how 
much discretion remains in the hands of 
the manager-buyer?  Is the buying process 
a flexible blueprint or a rigid rulebook? 

 

 

The Fortune 1000 buying process we have highlighted is highly 
prescriptive, something that is increasingly common. It clearly 
mandates what it considers to be ‘the science of buying’. This is 
evident from the list shown overleaf of the actions to be completed for 
each step. These actions are mandatory, not optional. 
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Fig. 2.10:  The Mandatory Actions At Each Step  

 
For a larger version of this diagram, see page 17. 

 

Buying in large organizations is the equivalent of painting by 
numbers, with each step clearly prescribed and little left to chance. As 
the diagram above shows the process of the Fortune 1000 
organization outlines a total of 59 key activities across the various 
steps. For sellers impatient with the progress of a sale it is worth 
noting there are approximately 10 activities to be completed in each of 
the six steps of the process. 

Managers have to complete each step as required thus ensuring a 
standard approach to buying is adopted organization wide. But as the 
demands of the buying process grow the key question is: ‘How can the 
seller help the buyer successfully navigate the increasingly 
demanding requirements of the buying process?’    

Well, before answering this question let us draw some conclusions 
about the nature of the tasks set out in the buying process model. In 
particular what it indicates about the nature and sophistication of 
modern buying. 
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1. The process is a cerebral one. In our example, the terms ‘plan’ and 
‘planning’ are referred to in 13 places throughout the process. 
Indeed the process is best described as a planning process. Clearly 
the decision is not going to be rushed, nor is it likely to be one 
where the vendor’s information is taken at face value. The 
challenge for the salesperson is to be a part of that planning 
process.  

 

Fig. 2.11:  References to ‘Plan’ or ‘Planning’ in the Buying Model 

 

 

2. Business logic drives the process. One of the most consistent 
themes of the buying process is the ‘business case’. As highlighted 
in the diagram overleaf it is to be found in all six stages of the 
process examined here. Vendors take note — the terms sales 
proposal, presentation or pitch do not feature at all. As we will see 
in Section 3: The Why of the Buying Decision, nothing short of a 
compelling business case will be required to ensure the purchase 
gets sanctioned.  
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Fig. 2.12:  References to the ‘Business  Case’ in the Buying Model 

 

 

3. The information requirements of the process are significant. Each 
step requires data to be gathered — from the ‘market analysis of 
available solutions’ in Step 1 to the ‘review of results against the 
business case’ set out in Step 6. It is clear that marketing blurb is 
going to be of little value to buyers. Sellers must provide 
information that is expert, valid and useful.  

4. The tasks are very much action oriented using verbs such as 
‘outline’, ‘assign’, ‘finalize’ and so on. Actions are highly practical, 
with requirements to ‘analyze, validate and prioritize requirements’ 
or ‘develop use case and flow diagrams’. Buyers are clearly being 
told what they must do and little is being left to chance.  

 The implication is the seller’s idealized notion of the sales process 
must flex to the realities of the buying process. The salesperson’s 
new role is to help the buyer navigate the increasingly demanding 
requirements of their internal processes. 
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5. Most of the tasks are centered on producing outputs. For 
example, an initial business case is the output of Step 1. The 
process is evidence-based and highly documented. Typically there 
is a template/corporate standard for the key outputs of each stage. 
So, while seller’s proposals take a variety of formats, the business 
case prepared by the buyer is likely to follow a well-defined and 
consistent standard. 

6. A high level of self-reliance is evident. For example, buyers are 
defining their requirements (Steps 1 and 2), defining the solution 
(Steps 3 and 4) and building the business case (Steps 1 and 3) 
without recourse to sellers. One might even suspect that the 
project when defined might be offered to internal resources for 
completion, as well as to external suppliers.  

 Herein lies a major challenge:  With the buyer doing much of the 
work traditionally undertaken by the seller, just where does the 
salesperson fit in?  Finding a way to add value to the buyer’s 
process is absolutely critical.  

7. The buying process is in many ways akin to an internal sales 
process. As projects and purchases compete for scarce 
organizational resources, managers must get buy-in to their 
projects from all the various stakeholders. This is evident from the 
‘initial use and customer cases’ defined in Step 1 to the ‘user 
acceptance testing’ in Step 5.  

 In this respect, the seller’s job has transitioned from selling to the 
buyer to helping the buyer sell. Meanwhile, the greater degree of 
consultation and consensus inherent in modern buying makes the 
sale slower and more unpredictable. 
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The seven characteristics of the buying process that we have just 
described have major implications for the salesperson and the sales 
approach. This is something that we will discuss as we progress 
through the remainder of the book. 

Applying Buying Process Principles  

Having examined the HOW of the buying decision — that is the steps, 
as well as the activities involved in a real world buying process – we 
would recommend that you apply it to your key pipeline opportunities. 
To do this we have provided a checklist overleaf. By doing this exercise 
your attention is likely to be drawn to some key opportunities to 
improve the chances of winning the sale. The checklist can also be 
applied to lost deals, to help you better understand and indeed learn 
from what went wrong. 

In the following chapters we will develop upon our new understanding 
of the buying process as follows: 

• In the next section we will examine the decision-making logic 
involved in the process (Section 3: The Business Case 
Revolution).  

• In Section 4: The Buying Team Revolution we will explore the 
new buying team.  

• In Section 5: The Ideological Revolution we will use our new 
understanding of modern buying to explode many of the 
erroneous myths that are traditionally associated with selling. 
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The Buying Process Revolution — 
Summary 

Organizations are making slower and, in many 
cases, fewer buying decisions. But these 
decisions are being more carefully made, with 
greater consideration and planning than ever 
before.  

It seems inevitable that all this will lead to better buying decisions or 
at least decisions that reflect more closely organizational priorities and 
objectives. However, it also means longer and more complex sales 
cycles. Here are just some of the implications for the salesperson: 

• Sellers must support buyers through their prescribed buying 
process, even if that does not fit with the seller’s idealized sales 
process. 

• Vendors must understand the business decisions behind buying 
decisions.  

• Sellers must be careful not to usurp the buying process by 
attempting to fast-track access to information and stakeholders, 
or by closing prematurely. 

• Vendors need to reassess the drive for a consistent and 
repeatable sales process across their sales teams. Trying to 
corral buyers through the seller’s way of selling is likely to 
encounter resistance. 

• The way organizations sell must reflect the stage of the buying 
process that the buyer is at. In particular, it must recognize that 
the buying process starts earlier and finishes later than ever 
before. 
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