
People love to buy; but hate to be sold!  
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  Think back to the last time you pur-
chased a car.  No doubt, as you ze-
roed in on the big decision, you made 
several smaller decisions along the 
way. Some of these 
might have included: 

 Should I buy a new 

or used car? 

 Which dealer should 

I buy from? 

 How will I determine 

if I’m getting a fair 
price? 

 Will I trade in my 

current car or sell it on my own? 

 Will I use dealer or bank financing? 

The ‘Buying Cycle’ is a term used 
to describe the natural and predictable 
series of decisions buyers make as 
they move toward a major purchase. 

An important role of a salesperson 
is to lead people through their Buying 
Cycle, and help them to buy.   

Salespeople do this by following a 
‘Sales Process’ which guides the buyer 
through their ‘Buying Cycle.’  When a 
salesperson’s selling efforts are ‘in 
sync’ with the way people buy, they 
(the customer) will be happy with 
their decision and actually enjoy the 
experience.  Yes – people love to buy; 
but they hate to be sold! 

According to Josh Sabo, Auburn-
dale,  Wisconsin, “Everybody likes to 

buy things. However, you don’t want 
to feel like the salesperson is jabbing 
you in the side, forcing you to make a 
decision.” 

    Let’s go back to 
our car buying exam-
ple. Before you had 
any interest in talking 
to car dealers; before 
you gave any thought 
to the merits of new 
or used, and before 
you were open to ex-
ploring different fi-

nancing options – the first decision 
you made was ‘It’s time to replace this 
car!’   

    To reach this point, something 
had to CHANGE.  Something had to 
cause you to become dissatisfied with 
your current car.   

    Maybe you were in a fender 
bender and it wasn’t worth patching 
up. Maybe your car broke down and 
caused you to think about future relia-
bility. Or, maybe your car was just 
starting to look old and shabby.   

When thinking about your custom-
ers’ and prospects’ willingness to 
begin a Buying Cycle where they will 
consider the features and benefits of 
what you offer, remember they will 
not be willing to make a change if 
they are perfectly happy doing what 
they are now doing!  
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The Four Stages of the Buying Cycle ... 
STAGE 1: As we have al-

ready mentioned, the first stage 
of the Buying Cycle is… 
something changes, and 
there is recognition of a 
need.     

Certainly, there are times 
when things change fast on a 
farm. For example, when an 
engine blows up on a combine 
during harvest or, the farm 
next door becomes available 
for sale. In instances like these, 
change has happened and the 
prospect is immediately aware 
he needs to talk to the machin-
ery dealer, his loan officer, or 
both. 

Most change, however, is 
more subtle. Today, farm busi-
ness buyers rely on their agri-
sales and service people to help 
them stay tuned into changes 
that will affect the way they 
farm in the future. 

Remember – the Buying 
Cycle always starts when a pro-
spect notes something has 
changed and recognizes a need 
to do things differently. 

STAGE 2: When there is 
recognition of a need to make 
some change, prospects enter 
the second stage of the Buying 
Cycle where time is devoted 

to exploring the available 
options.   

This is the point where the 
client will be very open and 
willing to explore ideas and 
opinions on ways to address  
his or her need.  

At this stage you will have 
the prospect’s full attention.  
It’s the time when you can re-
view the different options 
available and the impacts of 
each.  

STAGE 3: As the discus-
sion continues; as different 
options have been presented 
and it’s nearing time to make a 
decision, a very predictable 
third stage of the Buying Cycle 
occurs. As buyers begin to 
think about the implementa-
tion of different actions, it’s 
also the time when they begin 
to have certain fears and 
concerns.  

As we all know from our 
own buying decisions, change 
is not always easy. Within the 
context of major or complex 
farm purchase decisions, buy-
ers experience some of the fol-
lowing nagging questions and 
concerns: 

 Do I really want to change 

from my current vendor to 
a new one? 

 How will employees of the 

new company be to work 
with? 

 What if this new process or 
approach doesn’t work as 
well as promised? 

Although every effort may 
have been made during the 

earlier stages of the Buying Cy-
cle to answer questions and 
concerns, it’s critical at this 

point to anticipate that some 
people will get ‘cold feet.’  Be 
prepared to call a ‘time out’, 
bring any fears or concerns to 
the surface, and resolve them. 

STAGE 4: The last stage  
of the Buying Cycle occurs 
when the prospect makes a 
decision to go ahead and im-
plement your product or ser-
vice solution.    

The seller’s responsibility at 
this time is to help the custom-
er adopt the solution and over-
come any implementation chal-
lenges.   

Buyers are watching very 
closely and expect to receive 
the value promised by the sell-
er. They are looking forward to 
realizing a return on their in-
vestment, ease of operation, or 
performance that was prom-
ised earlier in the Buying Cycle.   

Sellers need to recognize 
that implementing any change 
can be stressful and they need 
to support the process every 
step of the way.    


