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How Understanding Buying Behaviour Can Make You A Better Seller 

 

When people are asked what they don’t like about salespeople they say things like: 

 

 They’re too pushy 

 They don’t listen 

 They don’t really care about me 

 They’re only interested in selling me something 

 They get aggressive if I say I’m not interested 

 

The odd thing though is that most people don’t like being sold to, but they do like to buy things. So 

what’s the problem? 

 

The problem is that many salespeople have a single, preferred style of selling and find it difficult to sell 

to different buyers. They use a strategy of making friends with customers and while this works 

sometimes, there are certain buyers who just don’t like this approach at all. 

 

I ask people on my sales courses to describe their preferred way of buying. You get different replies: 

 

 I like to take my time 

 I’m an impulse buyer 

 I like my partner to be with me 

 I like to compare different products 

 I don’t like being sold to. I like to make my own mind up 

 

One feature of modern, relationship selling is that we need to understand about peoples’ preferred 

buying behaviour if we are to sell to more of them. It is a fact that people buy differently. 

 

Some people prefer to buy quickly, others slowly. Some people need a lot of information and detail, for 

others a sheet of A4 with bullet points is all the information they need. 

 

Some buyers make purchases on impulse; others take their time and try to avoid risk. Some buyers 

are very loyal; others will automatically choose the cheapest option. Some buyers can be quite 

intimidating to the point of being rude; others are quite passive and easily manipulated. 

 

This makes selling a real challenge. To sell to all these different buyer types we need to be able to 

adapt our selling behaviour and make the buying process easy for each type of buyer we come across. 

 

To begin this process we need to look at 2 aspects of buyer behaviour; assertiveness and 

responsiveness. 

 

People who are assertive are confident and know what they want. They are not afraid to put forward 

opinions and are willing to listen to the opinions of others. They are not afraid of conflict and will be 

more than happy to argue their case. 

 

People who are highly assertive can be seen as being aggressive while people who lack assertiveness 

are often passive and get taken advantage of. There are times when it is appropriate to be more or 

less assertive and we need to recognise when these times are. 

 

Responsiveness means the extent to which people are willing to respond to us and our questions. 

Some people are highly responsive and will give lots of information about themselves, their problems 

and needs. Others are unwilling or unable to respond in this way and we see these people often as 

being negative or difficult. 

 

There are four basic styles of behaviour and these are determined by the way, in which people relate 

to one another. 
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Common Buyer Types 
 

The Analytical Buyer 

 

People who lack assertiveness and responsiveness are called Analyticals. The analytical buyer distrusts 

salespeople because they lack precision. Analyticals like to analyse and compare things. 

 

They take their time and are wary of making quick decisions. They deal in facts and like things to be 

objective rather than subjective. They tend not to confident in social situations and hate small talk. 

 

They avoid risk taking and like things to be put in writing and in detail. They find salespeople to be 

intimidating especially if they feel under pressure. Their main tactic for getting rid of salespeople is to 

stop replying to their voice mails. 

 

The Amiable Buyer 

 

The amiable buyer is highly responsive, but not very assertive. They are very friendly, good in social 

situations and prefer friendly relationships to conflict. Many salespeople are amiable in their nature. 

Amiable buyers lack assertiveness so will agree to appointments and meetings, but are they wasting 

your time? 

 

They tell you what the competition are up to, but what are they telling the competition about you? 

Look after your amiable customers. They are loyal and unlikely to move to a competitor because that 

involves a certain degree of conflict and they hate giving bad news. They are nice people to be around, 

but find difficulty saying no and in negotiations tend to give everything away. 

 

The Expressive Buyer 

 

The expressive buyer is highly assertive and highly responsive. They are impulse buyers with low 

boredom thresholds and a short attention span. They love to buy concepts and will make quick, if not 

always good, decisions. 

They don’t want a lot of detail and will not read detailed proposals. They are not good listeners and 

like brainstorming sessions. They are confident and flamboyant, but not great when it comes to 

detailed thought and analysis. 

 

In negotiations they start off strong but get bored and will often make a concession just to get things 

over with. Expressive buyers generally tend to buy on the day. Get some sort of commitment from 

them while you can. Once you have gone they will be moving on to their next project and will have 

forgotten about you. 

 

The Driver 

 

The Driver is highly assertive, but not very responsive. This is the typical negotiator. Tough, 

uncompromising, doesn’t suffer fools gladly and determined to be in charge. Drivers want to be in 

control and can appear to be aggressive if 

 

you don’t give them what they want. They seem unfriendly at first and will impose time deadlines on 

meetings. 

 

The Driver doesn’t want to be your friend, so the typical salesperson will irritate the Driver, who will 

often bully the salesperson into submission. The Driver drives a hard bargain and wants to win. 
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So, How Do We Deal With Them? 
 

The answer is that they need to be dealt with differently. We have to match their preferred style by 

becoming more or less assertive and responsive. The simplest way to sum this up is that drivers like to 

buy from drivers, amiables like to buy from amiables, expressives like to buy from expressives and 

analyticals like to buy from analyticals. 

 

Whatever our preferred style we have to match the behaviour of the person we are selling to. Speed 

up, slow down, get into the detail, sell concepts, be friends, or don’t bother. 

 

Drivers 

 

 Be assertive. Use eye contact. Stand up for yourself 

 Plan to ask questions about and discuss specifics, actions and results 

 Use facts and logic 

 When necessary, disagree with facts rather than opinions 

 Keep it business-like, efficient and to the point 

 Personal guarantees and testimonials are least effective - better to provide options and facts 

 Learn how to say no 

 

Expressive 

 

 Look for the flip chart in their office 

 Let them do the work. Ask open questions 

 Seek opinions in an area you wish to develop to achieve mutual understanding 

 Discussion should be people as well as fact oriented 

 Keep summarising - work out specifics on points of agreement 

 Try short, fast moving experience stories 

 Close them down today, get some commitment 

 

Amiables 

 

 Be their friend 

 Work, jointly, seek common ground 

 Find out about personal interests and family 

 Use personal assurance and specific guarantees and avoid options and probabilities 

 Take time to be agreeable 

 Focus discussions on `how' 

 Demonstrate low risk solutions 

 

Analyticals 

 

 Don’t push them into making quick decisions 

 Take your time - slow down 

 Take action rather than words to demonstrate helpfulness and willingness 

 Sticks to specifics - analyticals expect salespeople to exaggerate 

 Their decisions are based on facts and logic and they avoid risk 

 They can often be very co-operative, but established relationships take time 

 Consider telling them what the product won't do - they will respect you for it, and they will have 

spotted the deficiencies anyway 

 Discuss reasons and ask `why?' questions 
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Conclusion 
 

People buy differently, so we should sell to them differently. Understand your own preferred style and 

the strengths and weaknesses it brings to the way you sell. You have to learn to be flexible if you are 

going to sell to a wider range of people. 

 

Work on being more or less assertive and more or less responsive and you will sell to more people. 

 

Until next time… happy selling! 

 

Sean  

 

 
 

Sean McPheat 

Managing Director  

MTD Sales Training 
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About Us 
 

 

 

 

 

 

 

 

MTD, the sales training specialists, has been working with a wide variety of clients (both large and 

small) in the UK and internationally since 2001. 

 

Since that time we have delivered training in over 23 different countries to over 2,500 different 

organisations. 

 

Our head offices are based in the Midlands where we have our very own training centre, including a 

multi-media suite that enables us to provide a full range of blended learning solutions including video, 

podcasts, e-learning and online support solutions.  

 

We specialise in providing:  

 

 In-house, tailor made sales training courses (1-5 days duration)  

 Open courses (Delivered throughout the UK at various locations)  

 Ongoing sales development programmes (From 5 days to 2 years)  

 Blended learning solutions (online and offline) 

 Sales coaching (With Sales Directors or Sales Executives)  

 
Our team of highly skilled and experienced trainers and consultants have all had distinguished careers 

in senior sales roles and bring with them a wealth of practical experience to each course. At MTD 

Training we will design and deliver a solution that suits your specific needs addressing the issues and 

requirements from your training brief that best fits your culture, learning style and ways of working.  

 

Our Key Unique Selling Point 
“Bespoke, practical and quality training delivered by a trainer experienced in your industry  

is a “given”. Where we really make a difference is how we help your sales peoples to embed  
and implement the learning after the course. We offer industry leading post course support  

to make this happen so you get a real, tangible return on your investment” 
 

 
 

Head Office:  

MTD Sales Training, 5 Orchard Court, Binley Business Park, Coventry, Warwickshire, CV3 2TQ 

 

Website: www.mtdsalestraining.com 

Email: enquiries@mtdsalestraining.com 

Telephone: 0800 849 6732                                                                                              
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MTD Have Worked With...

Credibility and trust are two important factors when selecting an external training partner as you 

will want to know that you are in safe hands. From multi-nationals through to the small business, no 

matter what your industry, size or complexity is, we have delivered training to over 2,500 different 

organisations that include: 


