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“What’s in it for the customer? 

Respond to objections.” 
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The one thing you must always do to be successful in selling is. 

 

 
 

Salespeople typically sell what something is; customers typically buy what something 
does. This creates an inherent disconnect between salespeople and customers. 
Salespeople typically know and talk about the features and advantages of their 
products and services and seldom speak of what they do for their customers. 

Customers buy for their reasons, not ours. This makes it difficult for us to sell to them 
the way they want to be sold, or more importantly, to help them buy the way they 
want to buy. Helping customers buy the way they want to buy is critical for any 
meaningful success in selling and is a recurring theme throughout all our workshops.  
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People buy for their reasons not ours and many times it is not for the 
reasons we think. 
 

 
 

Do you believe people buy on emotion? Have you ever bought a pair of shoes you 
didn't need? Do you have a hobby? What do you enjoy? Golf, fishing, sewing, 
scrapbooking, woodworking? If you are passionate about a hobby, chances are you 
have bought something just because you wanted it and you believed at the time you 
purchased it that it would just make you happy. 

The adage "The customer is always right." Is a myth! Think about it. Your customers 
certainly may not fully understand all the value and benefits you, your company, and 
your products and services provide. It is your job the help them understand so they 
can make an informed decision.  
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Your customers did not go to customer school, and they may not know what they 
don't know. It's your job to help them understand, but you can't do it until you know 
what they don't know. You learn by asking questions and having open and engaging 
conversations. 

 

 

 

Customers buy benefits, but what is a benefit? 
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A benefit is what something does. A feature is what something has or is. Customers 
buy for what things do, not what they are. 

 

A benefit is the solution. 
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Not all customers buy the same benefits. Think about all the different cars on the 
road. Every single vehicle on the road was purchased by a customer for a specific set 
of reasons. Your products and services are no different. Some auto buyers are 
concerned about safety, while for others, performance might top the list. Still, others 
might be interested in economy, and others are interested in status and the statement 
the car makes about them when they drive it. The point is that we are all different. 

Remember that when you are working with customers and make sure you fully 
understand what they want. 

 

https://salesconcepts.com/
mailto:info@salesconcepts.com?subject=Working%20With%20The%20Styles


Selling Benefits 

 
610 Hembree Parkway, Suite 407, Roswell, GA 30076-3817 USA  

salesconcepts.com | 678.624.9229 | 800.229.2328 | info@salesconcepts.com 

 

 

 

As simple as this seems, most salespeople do not sell benefits. We only have the 
perspective to see things our way, not the way of the customer. It takes desire and 

practice to see things from the customer's point of view. 
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Salespeople frequently find themselves in a situation where they present a benefit(s) 
to a customer, and the customer understands the benefit, but they still do not buy. 
Why? Often because the customer does not see the benefit as worth the effort to 
change or they are uncertain about the anticipated results. Customers must have a full 
understanding of what's in it for them and how they stand to win. The more effort it 
takes on their part to buy from you or make a change, the more resistance you will 
face in compelling them to do it. This effort matrix demonstrates this point. 
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We must mitigate risk and demonstrate reward. 
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All too often, salespeople assume prospects make the mental leap between what 
we are offering and what they have in the way of needs. Simply put, the greater 
the match between need and solution, the more satisfying result for all parties. 
This exercise guides you through the process to arrive at a system for matching 
what we offer to what they need. 
 

 
1. What are the fundamental needs of every customer? 

2. What are the needs that are unique to our industry? 

3. What are the unique needs for this specific prospect? 

4. How are these needs currently being met? By whom? 

5. Where is the opportunity to make a difference? 

6. Who are the best prospects for the unique benefits we provide? Why? 
What impact will our solution have on them? 

7. What advantages do we have over our competitors? 

8. What advantages do they have over us? 

9. Attach a critical importance grade to each? Prioritize each need and 
determine how well you meet the essential requirements. 

10. How do we leverage our advantage? 

11. How do we compensate for our disadvantage? 

12. Develop a chart for the best prospects for each of our advantages. 

13. Develop a chart for answering each of our disadvantages. 
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Feature:   

 

Possible Benefit:   

 

Questions to ask: 

1.   

2.   

3.   

4.   

5.   

 

Buy-in Questions: 

1.   

2.   

3.   

4.   

5.   
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Key points to remember: 
 

• Question and address your customer's needs. 

• What your people design into a product or service is only one-half 
of the story. The other half is what the customer gets out of it. The 
benefit. 

• You cannot define the benefit for prospects and customers. You must 
ask questions to determine the benefit to them. They tell you what 
the benefit is. Customers look for solutions. They each have personal 
benefits. 

• Relate the benefit to value. 

• What is the benefit of what you sell? The benefit is different for 
every customer. 

 

 
 

Benefits answer the so what question. 
If prospects and customers are thinking or saying, 

"So what?" 
they perceive no benefit to what you are selling. 
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Selling Benefits 
"Approach the sale from the buyer's 

perspective." 
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For additional selling tips and ideas, follow Sales Concepts here: 
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