
Editorial

Are you Customer Centric?Are you Customer Centric?
This month we’re looking at your approach to selling. What is your 
methodology? I believe today selling is tougher than ever. There’s more 
supply than demand, more competition, longer sales cycles and most 
importantly customers are more knowledgeable than ever before thanks 
to the internet. 
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Customers are at least halfway through their 
decision process when they bring you in. 

Many sales approaches miss the mark since it’s all 
about their company, their products and services, and 
cookie cutter sales methodologies are taught without 
considering the customer’s dynamics. 
You can’t convey your value until you understand 

the customer’s perspective. When salespeople lead 
with their solution they convey their perspective. This 
will lead to the same customer response every time 
“how much”? We miss value from the customer’s 
perspective. I believe there is a better way. We need 
to be more customer centric.

Let’s look at 3 key points that will help 
you be customer centric. 

The 1st is to understand the customer from their 
point of view. We all get excited about how unique 
our solutions are in the industry and we immediately 
want to get into presentation mode. Hold off! It should 
be the last thing we do. First ask the customer to 
share their goals and objectives. Now you can better 

understand if there’s a fit and determine if you can 
convey value from their perspective.
The 2nd point is to ask relevant questions. 

Qualifying is the easy stuff, but getting to the heart of 
the matter takes great listening skills and going deep 
instead of wide. Good questions will even help the 
customer discover their own reasons for not being 
able to achieve their goals. If you want better answers 
from the customer, ask better questions. 
The 3rd point is to meet the decision maker(s). You 

cannot sell anything to someone who can’t buy. Many 
years ago I was building a relationship with the Chief 
Technology Officer of a large firm. We met each week 
and when it was time to present our proposal, he said 
he would not be the one making the decision. Shame 
on me!  I’m supposed to be the sales professional.  
I guess you can say I was more of a “professional 
visitor”. The higher up in the executive suite you call; 
the chances are your sales cycle will be shorter and 
more clearly defined. Selling is multi-faceted and 
complex.
Remember that being customer centric is about 

understanding the buyer’s cycle, while being solution 
centric defines the sales cycle. This month’s issue 
will address the buyer’s perspective and why it’s so 
important to focus on the needs of the customer first.

Here’s to sales excellence.
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