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Greate a customer huying frenzy

Employees spend too much time trying to sell
and not enough time stimulating the customer’s natural urge to buy

By Jerr MowaTT

I swore to myself that I would
not buy anything as I walked into
the carpet factory in Delhi, India.
The only reason I was entering at
all was because I was part of a tour
group and this was the last stop. By
the time I left the factory however,
our busload of worn-out tourists
had been transformed.

We were energized, laughing and
most importantly, laden with pur-
chases. I, having sworn to myself
that I wouldn’t buy anything,
walked out with carpet in hand and
had spent over six hundred dollars.
The salesman in the factory had
successfully created a customer
feeding frenzy.

When I speak at conventions and
for organizations on how to boost
sales, I often find that customer
contact employees lose potential
business because of one major fac-
tor. They spend too much time try-
ing to sell and not enough time
stimulating the customer’s natural
urge to buy. Customers hate to be
sold to but they love to buy. Like
the salesperson in the Delhi carpet
factory, you can spark a buying
frenzy when you use the right
approach.

Emotions are the key. You must
stimulate an emotional need for
your products or services. Even a
customer who’s buying a cheap car
is making an emotional decision.
Though the low cost makes it seem
like they’re making a logical deci-
sion, in fact, it’s an emotional one.
Perhaps they’re buying it so they
can have money left over to go to
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school. In this case, their passion
for further education makes this
purchase an emotional decision.
Buying this inexpensive car helps
them pursue that passion. The soon-
er you can tap into that emotional
need, the easier it will be to create a
buying frenzy.

Four ways to stimulate this emo-
tional demand are through personal
stories, benefits, demonstration,
and tapping into fear.

Share Personal Stories

Stories about your personal
experiences with your products or
services give you tremendous cred-
ibility. When I bought a mountain
bike at Ridley’s Cycle in Calgary, it
wasn’t because of a brochure that
described the bicycle’s features. It
was because the employee told me
about his personal experience in
test-riding a similar bike. He
described his experience with such
exuberance that I couldn’t help but
get caught-up in his enthusiasm. I

ended up buying two bikes — the
second for a friend who I knew
would love it. No brochure can cre-
ate real life excitement that stimu-
lates an emotional buying demand
the way personal stories can.

That doesn’t mean that you, the
salesperson, had to actually have
the experience yourself. The experi-
ence could have happened to anoth-
er customer or co-worker. The key
is that you know the other person
personally and they told you about
their experience themselves. That
gives you the “inside information”
that enhances your credibility.

Employees spend too much time
trying to sell and not enough time
stimulating the customer’s natural
urge to buy.

Emphasize the Benefits

The only reason people buy any-
thing is because of what the pur-
chase will do for them — in other
words, its benefits. Benefits refer to
what the features or characteristics
of a product or service will do for
the customer.

Features are meaningless to the
customer unless they are translated
into benefits. An easy way to do this
is utter six magic words to the cus-
tomer: “What that means to you
is...”

Consider an example of an auto-
matic garage door opener. The fea-
tures of this door opener are that
you can push a button and the
garage door opens and the light
turns on. The benefits are, in other
words, “What this means to you is,
you don’t have to get out of you car



