
The Science of Revenue
Marketing and sales is a two-sided interaction. Be it in person, phone, online or on paper, the other side of the 
interaction is that of the prospective client. While the salesperson is selling, the prospect is buying. While requiring each 
other, these two processes are not the same.   As an example of this, your experience of buying a car is inherently 
different than the dealership’s salesperson’s experience of selling it to you.   While you both want a car to change hands, 
your inherent interests and needs as a buyer are different than the salesperson. Skilled salespeople can turn their 
perspective to see their transaction from the prospect’s point of view, objectively understand their reality.   A skilled 
marketer can get into the world of the prospect and then create a desire for the prospect to purchase what they are 
selling.  Being able to understand the prospect’s point of view is critical to efficiently find, qualify and sell new clients.

The process that your prospects use to buy can be defined, mapped, modeled and measured. It is not a mysterious black 
hole but rather a consistent process that once mapped and modeled can be used to increase sales results.  The Buying 
Process is brilliantly laid out in Neil Rackham’s fantastic book, Major Account Sales Strategy. In the mind of the prospect 
your product/service most likely fits into a specific industry category.  That category determines the process they will 
use to buy from you or not.  [Whether you agree or not with the category is not that relevant.  What matters is the 
point of view of the prospect.]
 
The value of modeling the buying process is that it enables you to build a sales process that fits your target customer’s 
buying process. The better your sales process matches the buying process, the more likely you are to sell the way your 
prospects want to buy. Modifying the sales process is a useful way to remove bottlenecks, hurdles and misc. ‘friction’ in 
the sales process for your prospects.  [To those owners who think their prospect’s situation is singularly unique in the 
history of the world and therefore has no set buying process, I point out that not knowing the buying process is 
different than the prospect not having one.] 

Steps for mapping a buying process: 

1. To a specific Target Customer Profile, what category is your product/service?
2. What already established process is used to buy that product/service?  Model that buying process
3. Modify your sales process to match.  A sales process of 3-4 steps covers virtually all owner  
operated sales situations.
4. Evaluate sales team to determine how well they fit the target customer and the buying process.  
Hire, Train, Fire as needed. 


