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We can probably all agree that it’s important for B2B sales teams to 
understand the needs and pain points of their buyers to win their 
business.

In fact, in Primary Intelligence research, understanding these needs is overwhelmingly the most important 

criterion buyers use to judge sales effectiveness in competitive evaluations. So, it only makes sense that 

if you do not understand the pain points of the buyer, you will struggle to align your product, solution or 

service to those needs.

At Primary Intelligence, we see no reason why sellers’ ability to understand buyers’ business needs will 

decline in importance in the near or long term. In the thousands of B2B telephone interviews we conduct 

with buyers annually, respondents voice their praise for sales teams who take the time to really understand 

buyers’ environments, markets, and competitors.

In contrast, buyers express bewilderment—sometimes disdain—for sales representatives who do not have 

the patience or willingness to invest time in understanding their needs. Quick to pick up on sales profes-

sionals who only want to make a fast sale and move on, buyers voice their annoyance and resist purchasing 

from these sellers.

https://www.primary-intel.com
mailto:info@primary-intel.com
https://www.primary-intel.com/industry-insights/changing-sales-outcomes-detailed-report/
https://www.primary-intel.com/resources/ebooks/why-good-sales-teams-lose/
https://www.primary-intel.com/resources/ebooks/why-good-sales-teams-lose/
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EXAMPLES OF THIS TYPE OF SALES BEHAVIOR INCLUDE SCENARIOS IN WHICH:
• Sales reps try to move too quickly through the discovery phase, rushing the buyer into quickly making a 

decision

• Sellers who ask irrelevant questions (or no questions at all) about the business issues the buyer is trying 

to solve

• Sellers who focus only on their own company and/or solution

• Reps who are inordinately driven to getting a signed contract, often putting pressure on their buyers 

rather than seeking to fully understand their pain points

What impact does it have on factors such as win rates or the buyer’s satisfaction with their final purchase 

decision? Or other aspects of the deal that are partially or even completely outside of the seller’s control?

Sales teams who effectively understand buyer pain points have the best chance of winning deals. Nearly 60 

percent of sales reps who won in competitive opportunities earned “excellent” ratings when buyers were 

asked to judge their effectiveness in understanding buyer needs, while less than one-third of reps who lost 

deals earned “excellent” ratings.

Also, sales reps who successfully demonstrate an understanding of buyer needs have a higher percentage of 

“strong wins”—wins in which buyers overwhelmingly choose their solution over competitors—while sales 

teams who fail to understand buyer needs score highest in “strong losses.”

SO HOW CAN SALES REPS IMPROVE THEIR UNDERSTANDING OF BUSINESS NEEDS?
Read on to learn how...

https://www.primary-intel.com
mailto:info@primary-intel.com
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1.  Ask the right questions, then listen to your buyer’s 
answers

It sounds so simple. But it takes discipline and effort in the sales process to truly understand the buyer’s 

needs. Make sure sales teams are asking the right questions and then really listening when buyers describe 

their needs and pain points. This means:

• Allocating time to conduct research on the buyer’s company before the call. This will make for a much 

more productive conversation, allow the rep to come up with relevant questions, and show a level of 

interest the buyer is sure to notice…and appreciate.

• Asking the right questions in discovery and asking the right set of follow-up questions to ensure buyers’ 

pain points are heard.

• Probing for specificity so that the appropriate solution(s) can be matched to buyer needs.

• Verbally summarizing the most important points of discussion to ensure there is uniformity in under-

standing between buyers and reps.

• Providing a written summary of the meeting to key players so that everyone stays “on the same page.”

Asking the right questions in 
discovery and asking the right set 
of follow-up questions to ensure 
buyers’ pain points are heard.

https://www.primary-intel.com
mailto:info@primary-intel.com
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2.  Develop a strategy for dealing with large buyer 
teams

Because sales teams selling to large organizations with multi-functional buyer teams are rated lower in their 

ability to understand buyer needs compared with sellers targeting small organizations, sellers need to de-

termine a strategy for effectively handling large buyer teams with competing sets of demands, especially in 

large, complex opportunities that span different divisions, geographies, or functional areas. This means:

• Identifying all the individuals who are directly or indirectly involved in the deal and assigning them a 

buyer type, such as decision maker, financial buyer, technical buyer, human resource buyer, end user, or 

influencer (including consultants).

• Working with each buyer type to understand their specific business needs and how those needs are 

directly impacting their roles, their teams, and their organizations.

 3.  Customize your offer to align with buyer needs
While it may seem obvious, buyers strongly dislike cookie-cutter approaches to solving their most pressing 

business problems. By customizing the offer, sales teams demonstrate they’ve heard buyers’ pain points and 

have devised solutions that will meet buyers’ specific needs. This means:

• Focusing upon the existing product/solution features that specifically apply to solving the buyer’s busi-

ness problems. It is important to not try and “dazzle” the buyers with features they will see as “bells and 

whistles” simply because they don’t align with the buyer’s needs.

• Looking for reasonable solution modifications that will meet specific buyer needs.

• Putting buyers in touch with partners or consultants who specialize in bridging any gaps for your solu-

tion. 

Working with each buyer type to 
understand their specific business 
needs and how those needs are 
directly impacting their roles, their 
teams, and their organizations.

https://www.primary-intel.com
mailto:info@primary-intel.com
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4. Get creative
Along with customizing the offer, buyers want reps that are creative. This is especially important when there 

are seemingly intractable issues that require skillful maneuvering through multiple channels of approval 

within the vendor organization. This means:

• Looking for creative financing options that will meet the needs of all parties.

• Exploring contract options that take buyer needs into account while still protecting the seller’s interests.

• Adopting a mindset of “Let me ask!” rather than, “No, we don’t do that here.”

5.  Become a partner rather than a vendor
Buyers want to know sellers will be there for them over long term, that they’ll stand with them through thick 

and thin.  This means:

• Making sure sales teams are portraying a “partnership” mentality through appropriate words, outreach, 

and gestures, including body language.

• Taking the time to educate buyers and end users about solution functionality, industry best practices, 

and strategic issues.

• Becoming a thought leader in your field, a trusted adviser to your clients.

Making sure sales teams are 
portraying a “partnership” 
mentality through appropriate 
words, outreach, and gestures, 
including body language.

https://www.primary-intel.com
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Page 7primary-intel.com   info@primary-intel.com   (800) 400-2174
© Primary Intelligence Inc.

Align Your Solution to Buyer Pain Points…To Win More Deals

6.  Enlist technical experts to help close deals
For many opportunities, especially those that are large and complex, sales teams alone are frequently insuffi-

cient in responding to buyer questions. This means:

• Bringing in technical experts to ensure questions about products, services, support, and installation are 

answered appropriately, reducing the likelihood of misinformation or embarrassing reversals.

• Directing customers to online customer forums, customer conferences, support teams, and user groups 

for a broad array of input and opinions.

• Not being afraid to say, “I don’t know…but I’ll find out and get back to you.” And then doing just that—

following up and getting back to them.

7. Train your reps
Research has shown that sales teams believe training to better understand customers’ business needs. In 

fact, 63 percent of survey respondents said this is the number one area companies should focus on when 

developing and delivering sales training programs. This means:

• Making sure your sales professionals are adequately trained in understanding buyer needs through role 

play scenarios, on-site training, video tutorials, and ongoing conference calls.

• Conducting regular check-ups to verify skills maintenance and proficiency, especially in fast-moving 

industries, such as technology.

• Investing in your talent so that sales success becomes organizational success. Sales team research found 

that high-performing sales teams are 2.6 times more likely than their under-performing counterparts to 

invest more than $1,000 annually in training per sales rep.

Bringing in technical experts to 
ensure questions about products, 
services, support, and installation 
are answered appropriately

https://www.primary-intel.com
mailto:info@primary-intel.com
https://cdns3.trainingindustry.com/media/16341754/developing_exceptional_sales_professionals_report_-_final_png24.pdf
https://www.forbes.com/sites/louiscolumbus/2015/07/11/high-performing-sales-teams-4x-more-likely-to-use-predictive-analytics/#77cfaab05d5d


Page 8primary-intel.com   info@primary-intel.com   (800) 400-2174
© Primary Intelligence Inc.

Align Your Solution to Buyer Pain Points…To Win More Deals

Primary Intelligence can’t stress strongly enough the importance of 
understanding business needs and pain points to align your offering to 
meet buyer expectations. 

In today’s environment, B2B sellers must remain flexible, meeting buyers on their own terms to demonstrate 

effectiveness in understanding buyers. Our research told us conclusively that this is a significant criteria B2B 

buyers are using to judge sales effectiveness. Focusing on buyers’ business needs will help sales teams to 

win more deals and help your sales team gain a competitive advantage.

https://www.primary-intel.com
mailto:info@primary-intel.com
https://www.primary-intel.com/industry-insights/changing-sales-outcomes-detailed-report/
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About Primary Intelligence
Primary Intelligence delivers outcomes for B2B marketing, sales, and product leaders, guiding clients on 

ways to win more deals and retain more revenue through Win Loss Analysis and Customer Experience 

Analysis. Primary Intelligence speaks directly to buyers and sellers to uncover insights, root causes, and the 

path to improvement. Expert consultants initiate transformation in Fortune 500 companies, including 10 of 

the Fortune 25.

Primary Intelligence enables more than 18,000 product management, marketing, sales, competitive intel-

ligence, and customer experience professionals across more than 30 industries to hear the voice of their 

buyers. It’s all possible thanks to our TruVoice software, proven methodologies, and exceptional people.

https://www.primary-intel.com
mailto:info@primary-intel.com
https://www.primary-intel.com
mailto:info@primary-intel.com
https://www.primary-intel.com/solutions/win-loss-analysis/
https://www.primary-intel.com/solutions/customer-experience-analysis/
https://www.primary-intel.com/solutions/customer-experience-analysis/
https://www.primary-intel.com/solutions/truvoice/
https://www.linkedin.com/company/primary-intelligence
https://twitter.com/primaryintel
https://www.facebook.com/PrimaryIntelligence/
https://www.youtube.com/channel/UCKd_48gHZ67ruRfQkTdFmGA

