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ABSTRACT:The sales process in the investment goods industry is sophisticated and long-lasting when compared to commodity products. 
Sometimes it takes years to close the business. Therefore it is of enormous importance for both parties – the buyer and the seller – that this 
process is as efficient as possible. Commitment, trust and cooperation are key elements in developing enduring and successful relationships 
between sellers and buyers in a b2b setting. Commitment and trust can only be developed when individuals understand each other and the 
expectations of each other (pervin, cervone and john 2000, p. 526). Understanding does not just mean that it is based on business 
information, e.g. Technical specifications; it is extremely important to understand the buyer as a whole person – the personality of the 
person. People are different and people behave differently; therefore based on an individual’s personality, he or she will have different 
expectations and also expect different things depending on how he or she is treated. 
The motivation to explore this topic is derived from the tremendous influence that the buyer’s personality can have on the sales process and 
outcome. Adapting to personal needs, preferences, thinking and decision-making styles shows the buyer that the seller understands him or 
her, which consequently establishes a strong relationship.  
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1 INTRODUCTION  
When evaluating a product or service, B2B buyers consider rational 
selection criteria such as price, quality, technical service, delivery 
reliability and delivery lead time (Munson & Tullous, 1992). 
Despite all rational aspects, a lack of positive personal chemistry is 
often mentioned as the reason why business relationships fail to 
develop, and/or fail to be maintained over time (Anderson & Narus, 
1990). This article explores the idea of not just fulfilling customer 
requirements regarding rational selection criteria such as price or 
quality but also addresses the personal needs and requirements that 
are connected to the particular personality of a buyer.  
 
The article is structured so that first the industrial goods industry 
will be analyzed in regards to requirements. In order to gain a 
deeper understanding, the sales process in that industry will be 
analyzed and every phase of the process will be explained and 
discussed in detail. In addition, it analyzes which phases of the sales 
process are influenced most by different personality characteristics. 
In order to find out the different personality characteristics, 
MacLean’s theory of the “Triune Concept of Brain” will be used. 
Using the information gathered, the sales process is adjusted to the 
three personality types that have been selected. Phases such as 
prospecting, needs analysis and negotiations are heavily influenced 
by the personality of the buyer. Furthermore, the effectiveness of 
sales arguments and promotional activities depends on the 
personality type and must consequently be tailored to personal 
preferences. The methodology which was applied for this research 
is a qualitative approach. Ten qualitative interviews with sales 
managers in the investment goods industry in Austria were applied. 
This article should help salespeople better understand their 
customers and develop long-term relationships that are based on 
trust and respect. 
In order to explore these topics the following research questions 
will be answered: 

1. What does a typical B2B sales process in the investment 
goods industry look like? 

2. What are the main stages of the sales process in the 
investment goods industry? 

3. Which stages of the sales process are affected most by the 
personality of the buyer? 

4. How can the sales process be adjusted to suit the 
individual personality type of the buyer? 

 

2 THEORY BACKGROUND 
2.1 Investment Goods Industry 

Backhaus and Voeth (2009) define basic business-to-
business models by measuring the dependency between transactions 
and the number of potential customers. They came up with four 
different types: supplier to industry, system business, investment 
business and product business.  
According to the model of Backhaus & Voeth (2009), the 
investment goods business is defined by a low number of potential 
customers and low level of dependency between business 
transactions. Products are complex and highly customized, which 
results in a long, intense buying/selling process. Investment goods 
are used by the buyer to produce further products or services 
(Backhaus & Voeth, 2009). The business can also be described as 
project business because selling is rather long-lasting and complex 
(Cova, Ghauri & Salle, 2002).  
The market is defined by a low number of potential customers 
resulting in a competitive selling situation. Examples for such a 
product could be: manufacturing machinery, steel plants or 
buildings (Backhaus & Voeth, 2009). 
Due to highly customized products and the high investment 
involved there is a correspondingly high risk for both parties (Cova, 
Ghauri & Salle, 2002), which was the main reason why the authors 
have chosen this industry sector for their analyses.   
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2.2 The sales process in the investment goods industry 
 A well-structured and thoroughly developed sales process is 

essential for successful selling in the investment goods industry. 
Masover (2009) defines seven steps as the winning sales process: 

 
  Figure 2 – Sales process (Masover, 2009) 

Empirical research has shown that most of the interviewed 
companies in the investment business followed the sales process of 
Maslow (2009). 

2.2.1 Leads and Pre-Qualification 
The first step in every sales process is to find the proper 

customers. The goal of the first phase of the sales process is to find 
potential customers and make potential customers find the 
company. Lead generation is also a marketing area whose premise 
is to find (e.g. via market research) and attract those prospects 
(Masover, 2009). 

2.2.2 Prospecting 
The target of prospecting is to create an opportunity for 

communication which enables the seller to qualify the customer. 
Every task at the beginning of the sales process should be directed 
at the final goal: selling and closing (Masover, 2009). 

From a psychological view, prospecting can be seen as a 
difficult activity as people do not like rejection or the possibility 
that they might fail. Salespeople often do not know how to do it and 
have unreasonable expectations about the success rate. (Masover, 
2009) 

2.2.3 Qualification 
The process of qualifying focuses on saving resources, in terms 

of time and money, by qualifying candidates. (Brennan J., 2008) 
The process of qualification should be completed before starting to 
analyze the needs of a potential customer (Masover, 2009). 

Miller (2012) suggests the three M´s model for the qualification 
process. Good qualification should focus on the three M areas 
which are: 

- Money  
The selling company needs to find out if the buyer has 

the needed capital to pay for the product or service. 
Furthermore, there is an analysis of how the decision is 
made within the company and who the members of the 
decisions committee are. (Miller, 2012) 

- Method 
The seller will make attempts to systematically 

describe the buying process in order to understand the 
steps and the time frame. The salesperson will also tackle 
the analysis of decision criteria, which can be 
product/service features and benefits, quality, professional 
support, investment or image. The seller has to determine 
the targeted implementation date. (Miller, 2012) 

- Motivation 
The final M of the model suggested by Miller (2012) 

is to define the motivation of a prospect and the reason 
why he or she is interested in the product or service. 
Questions regarding the existence of a need and the 
possibility to satisfy this need are outlined. After knowing 
the needs and motivation, the seller has to analyze if he or 
she can meet the buyer’s needs with the offered solutions. 
(Miller, 2012) 

 

2.2.4 Needs analysis 
Needs analysis is the phase when the seller learns in detail about 

the buyer’s needs that have to be satisfied. This part of the sales 
process is critical and tremendously influences success. If the seller 
does not know the needs and source of the problem of the buyer 
he/she cannot come up with a persuasive offer (Masover, 2009). 

The process of analyzing needs is a great opportunity for the 
seller to establish credibility, rapport and trust. Additionally, a seller 
can differentiate him- or herself from the competition and build a 
strong, long-lasting relationship. (Masover, 2009) 

2.2.5 Presenting the solutions 
The seller has to focus on institutional as well as individual 

values within the presentation. Although individual reasons may be 
decisive, the seller should always justify the solution for business as 
the buyer has to argue for the decision in front of his or her 
superiors (Miller, 2012). Professional sellers also consider the 
buyer’s personal needs.  Personal advantages of the solution are 
mentioned by the seller as they heavily influence the decision 
process. 

2.2.6 Objective / Negotiations 
The phase of handling objections is closely connected with the 
negotiation phase (Masover, 2009). 
The seller’s goal of handling objections is finding out whether 
consequence issues exist, clarifying them, and helping the customer 
to resolve these issues.  
Theory argues that the negotiation phase for the investment goods 
industry generally lasts through several meetings, which can be held 
via telephone, e-mail and/or face-to-face meetings. The main 
negotiation process takes place in face-to-face meetings, whereas 
intermediate negotiations may take place via telephone or other 
digital means of communication (Backhaus & Voeth, 2009). 

2.2.7 Closing 
The goal of the seller is to make the buyer want to close the 

deal, though it does not mean that the seller should simply wait for 
the order. Closing a deal without obstacles in the last phase is also 
unlikely to happen no matter how well the sales process was 
performed (Eades, 2003). 

Based on the short description of each step in the sales process, 
research question 3 should be answered: “Which stages of the sales 
process are affected most by the personality of the buyer?” 

Based on empirical findings the following phases are mainly 
influenced by the personality of the buyer:  

- Prospecting 

- Qualification  

- Needs analysis  

- Sales arguments (Presenting the solutions)  

- Objections / Negotiation  

- Closing  

 

2.3 Personality Types 

 “By personality, we refer to the complexity of psychological 
systems that contribute to unity and continuity in the individual’s 
conduct and experience both as it is expressed and as it is perceived 
by that individual and others. […] From the perspective of the 
individual, one’s own personality is the collection of one’s 
attributes and inclinations.” (Caprara & Cervone, 2000, p. 10) 
 
A common approach to explain personality is by defining 
characteristics or qualities of a person. Such definitions include 
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mental, emotional, social, and physical characteristics. Long-lasting 
and critical characteristics that strongly influence a person’s 
behavior are therefore defined as the aspects of one’s personality 
(Ewen, 2003). 
There is a long history of personality typing. Psychologists 
developed personality types for categorization, which allows 
remembering and understanding personalities. There are different 
models available such as the Enneagram, personality types based on 
cognitive styles, the MacLean theory of the triune brain, the DISG 
Model or the Myer-Briggs Type Indicator.  
It is impossible to discuss these theories in detail in this article. 
Therefore the authors have employed the suggestion of Berens & 
Nardi (1999), i.e. in order to use such theories or models for a 
practical purpose, understandable and simple models are essential. 
This was the reason why the authors decided to use the MacLean 
theory of the triune brain, which will be described in detail in the 
next chapter. 
 

MacLean Theory of the Triune Brain 
In 1969, the American neuroscientist and physician Paul MacLean 
developed the concept of the “triune brain” in the field of 
neuroscience and biological psychiatry which addresses brain and 
behavior research from an evolutionary perspective. MacLean chose 
the name “triune” as it means “three-in-one”. He argues that 
humans have three different brains which control the thinking and 
behavior. All humans are controlled by the reptilian brain 
(hindbrain), the paleomammalian brain (limbic system) and the 
neomammalian brain (neocortex) (Lambert, 2003). 
The Three Brains 
All three brains vary in their structure and function. Each of the 
three brains can be considered as a biological computer that has its 
own intelligence, perception of time, memory and other distinct 
functions. (MacLean, 1990) 
 
 

 

Figure 4 – Triune Brain - Three different brains (Schoemen, 
2011, p. 36) 
 
Reptilian Brain 
The core task of this brain is to ensure self-preservation and 
survival. It controls the basic body functions including breathing, 
metabolism and basic behavioral patterns that ensure survival. 
Feelings such as hunger and thirst activate this brain (Schoemen, 
2011). 
 

Limbic System 

The limbic system is oriented towards the present to fulfill the 
requirements of changing situations within the hunting process. Fast 
and impulsive reactions are essential for the predator as well as for 
the prey (Schoemen, 2011). 

Neocortex 

The neocortex has also developed the feeling for individual 
needs and self-actualization. Social relationships and 
communication skills have been developed within the neocortex 
(Schoemen, 2011). 

 

Personality Typology and Biostructural Analysis 

Thus, human behavior is defined by the complex interaction of 
these three brains. Nevertheless, this interaction does not go without 
conflict. This explains why individuals have contradictory feelings, 
emotions and rationalities. Irrational and illogical behavior is 
caused by this conflict. MacLean clearly states that there is no 
judgment of a better or worse brain. Moreover, there is also no more 
or less important brain. All three brains together are the prerequisite 
for human life (Schoemen, 2011). 

The degree of involvement of the three brains is genetically 
assessed and defines the personality of an individual. MacLean 
argues that one of the three brains dominates and consequently 
characterizes the personality (Schoemen, 2011). 

The so-called “Structogram” shows the strength of the three 
brains. The reptilian brain is defined as the green brain, the limbic 
system as red, and the neocortex as blue. Green has been selected as 
it is the color of nature, red is impulsive and dynamic, and blue is 
considered as cold and rational. The Structogram composition is 
individual for every personality and shows the strongest, second 
strongest and weakest brain (Schoemen, 2011). 

 
The theory contends that for 90% of all individuals one 

dimension clearly dominates and forms characteristics and 
behaviors (Menthe & Sieg, 2013). 

Green Type 
Green types prefer close relationships with other people and like 

to be embedded in a community (Schoemen, 2011). Green types are 
attracted by human relations and a warm-hearted and cozy 
environment (Schirm, 1982). They often have a distinct altruistic 
type of thinking and serve the needs of the others rather than 
focusing on fulfilling their own needs. Moreover, Green types need 
the feeling of being part of society and accepted by the group 
(Kastor, 2003). Greens are successful because they are sympathetic 
and likeable (Schoemen, 2011). 

Within the purchasing process, the personal opinions of family 
and friends heavily influence decisions. Green types trust the 
information they receive from their peer group more than written 
factual information. A hard-sell approach will result in avoidance 
by the buyer, who will try to pass on the decision. Confirmation of a 
correct decision is highly appreciated and needed by this type to 
reduce the anxiety of having made a wrong decision. (Pepels, 2004) 

Red Type 
Red types tend to be domineering. Within relationships they 

attempt to be superior and prefer to dominate situations (Schoemen, 
2011). A red type has high self-esteem and a hands-on mentality 
(Menthe & Sieg, 2013). 

They constantly strive for a powerful image and do not hesitate 
to participate in rivalries. In order to stay on top, such personalities 
will participate in anything that represents progress and an 
improvement of their power position (Schirm, 1982). 
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Sellers could positively influence red types by product 
demonstrations and benchmarks with competitive products. Red 
types can be quickly inspired by a solution that can be promptly 
replaced by an even bigger and better offer (Pepels, 2004). 

Blue Type 
In order to focus on rational aspects of life, the blue type tends 

to keep a distance from others. Individuals with a strong blue 
component always need a safety zone between themselves and 
society. They are conservative, cautious and rather reserved towards 
other people (Schoemen, 2011). Through rational arguments and 
attention, Blue types try to communicate their love and affection 
(Kastor, 2003). 

Detailed planning before taking action enables them to develop 
continuously. As Blue types think and plan about the future, they 
strive to make progress and achieve goals (Schoemen, 2011). 

Within a business environment Blue types are attracted to 
rational expertise and know-how. To reduce their perceived risk 
they prefer and trust in factual objectiveness rather than in people. 
Moreover, a structural approach and detailed organization are 
preferred for processes and situations (Schirm, 1982). 

3 RESEACH DESIGN 
In order to answer the research questions an empirical research 

study was conducted. This paper has been written as an exploratory 
study to reveal where salespeople see dissimilarities in the 
personality characteristics and preferences of potential and existing 
customers. The stages of the sales process that are affected most by 
the personality of the buyer were ascertained. Finally, empirical 
research addresses how the sales process is adjusted by salespeople 
in the field to suit the individual personality of the buyer. 

In order to discover individual perspectives from the 
respondents, in-depth interviews were performed for this research. 
Statistics indicate that in 2010, 469 Austrian companies were 
registered as part of this industry (Statistik Austria, 2013). For this 
article 10 interviews with sales personnel from one sector 
(investment industry) were conducted. Each interview lasted 
between 40-60 minutes.  The interviews were recorded and a 
verbatim transcript of each was created. All transcripts were 
analyzed with the help of the software MAXQDA. The 
development of the coding system was done inductively and 
deductively in order to achieve valuable results. The primary 
findings were interpreted and evaluated based on the theory.  

4 EMPIRICAL FINDINGS 
Based on the empirical findings the following phases of the 

sales process are influenced by the personality type of the buyer; 
Prospecting, Qualification, Need Analysis, Sales Arguments 
(presenting the solutions), Objections / Negotiation and Closing. In 
this chapter the different sales phases and the behavior of the 
different personality types are combined in order to answer the key 
research questions of this article: 

“How can the sales process be adjusted to suit the individual 
personality type of the buyer?”  
 
In order to obtain a good overview of the different findings 
(empirical and theoretical) the authors will provide a distinct 
description of the three personality types in accordance with the 
different steps of the sales process and how each of them influences 
it. 
 
 
 
 
 

 Green Type 

Prospecting Based on the empirical study, the sellers can meet the 
Green buyers mainly at fairs (face-to-face 
communication is important). Promising prospecting 
methods are trade shows, seminars, referrals and 
networking. Creating harmony by talking about 
general topics is the preferred way for prospecting 
Green types. Harmony can be created when the seller 
talks about himself. In this way an opportunity for 
Green types to become acquainted with the person 
calling is presented. 

Qualifying Qualifying of customers usually takes place in person 
or by telephone. At the very first meeting it is 
important to show interest in the buyer as an 
individual, in his environment, and in the things 
he/she likes. The empathy received and credit given 
always pay off. Small talk is always helpful in order 
to break the ice. During this first step Greens decide 
whether or not to confide in the person before him 
(building trust is of utmost importance). Greens 
should always feel that the seller has all the time in 
the world at his disposal and he/she is not in a hurry. 
Small talk about the journey, the new design of the 
office, or a family photograph on the buyer’s desk 
will slowly and safely “warm” the atmosphere. As 
similar behavior creates a feeling of confidence, 
Greens very often rely on intuition and decide within 
a few minutes whether they are in good hands or not, 
so creating confidence from the very beginning is of 
great importance. The seller should do so by focusing 
on building trust and commitment before asking 
questions qualifying the customer. 

Need 
Analysis 

Greens care about people - special in their 
community. (Schoemen, 2011) They are more willing 
than others to provide information about their needs 
and the buying center itself. Prerequisites for trust are 
social interactions and knowing each other in detail 
(Stanko, Bonner & Calantone, 2007). The empirical 
research has shown that social activities outside work 
greatly help in this respect, for example joint dinners, 
skiing, etc. These personal interactions help to create 
common values, emotional ties and a pleasant 
atmosphere where business problems can be solved 
more efficiently. Being in constant contact with each 
other will create a feeling of importance in the 
potential customer. The seller should inform him of 
every issue that could affect them in the future – 
positive and negative – or share information that he is 
not obliged to provide, thus building a bridge of 
confidence between the two sides. In order to develop 
trust the seller should conform to the official 
subordination in the buyer’s company and never go 
over his head to speak with his superior. The needs of 
others in the buying center are important to them, 
requiring the analysis of such needs as well.  

Sales 
Arguments 
(Presenting 
Solutions) 

Green types like to have win/win solutions. They also 
like to serve other people and therefore sellers must 
state how solutions would influence their colleagues 
as well. Trust (friendship) seems to be the key 
success factor when dealing with this type. Generally, 
Green buyers trust experience, e.g. traditional 
solutions or proven technologies. Buyers with this 
personality usually trust the whole company, so they 
need to meet more people from the organization and 
be a part of a group, thus providing them a feeling of 
security.(Pepels, 2004) Greens want to be sure that 
they will have the seller’s support in case of 
malfunction of the purchased item after the 
transaction has been finalized. Availability of after-
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sales support is an essential argument for Green types 
and considerably influences their final decision. 
Certainly the seller has to prove his or her good will 
concerning this issue during the sales process. As 
Greens prefer personal relationships, inviting them to 
visit the company is highly appreciated. Green types 
rely on their peer group more than on written factual 
information; hence the buying center must be 
convinced first. Frequent updates regarding status and 
scheduled meetings would be a good argument for 
Green personalities to decide in favor of a supplier. 
Greens trust experience rather than new technologies; 
therefore they will prefer traditional solutions that 
have been proven to work. Overall, arguments should 
center much more on the selling team as individuals 
rather than the technical aspects of the solution. 

Objections 
/Negotiatio
n 

Sellers have to focus on fair and transparent 
negotiations based on empirical findings. It is more 
difficult for salespeople to negotiate with Green 
buyers than with the other two types. Empirical 
findings have shown that Green buyers normally get 
the lowest price. 

Closing Green buyers have to be pushed a bit to sign the 
contract as they tend to avoid decisions. One reason 
is that they try to fulfill the wishes and the 
requirements of everyone involved, which may not 
always be possible. 

 

 Red Type 

Prospecting Red types like to converse and like to be listened 
to; hence it is better for sellers to let Red customers 
do the talking. They have a powerful image - 
winning and being successful are the most essential 
goals in their lives. Red buyers focus on the 
company’s needs, but they are also extremely 
interested in their own personal needs. They 
welcome rivalry and competition; therefore sales 
managers must show self-confidence. The first 
meeting should be short, concise and about the 
major benefits for the company as well as for the 
buyer personally.  

Qualifying Red buyers provide as little information as possible 
to suppliers. There is a tendency to pressure the 
seller to make quick offers without the needed 
qualified analysis. (Eades, 2003) The empirical 
study has shown that Red types like to present 
themselves as powerful personalities and decision-
makers. On the other hand, by keeping in mind that 
such individuals like to talk and show off, sellers 
can use this characteristic to obtain more 
information by asking open questions and 
motivating the seller to talk about his or her 
business. 

Need 
Analysis 

Red types like to consider the big picture rather 
than details. (Schoemen, 2011) They will not 
normally involve themselves in the phase of 
detailed analysis. It is very important to them that 
personal benefits are provided. Moreover Red types 
prefer solutions that provide an immediate personal 
benefit rather than one that benefits the company in 
the long run. They like being involved in only 
major decisions. Red types are spontaneous and 
make quick decisions; therefore, sellers should be 
able to adapt their solutions to this idiosyncrasy of 
the buyers. In order to make Reds feel important, 
which they like most of all, sellers should develop 
and present semi-finished solutions to them and ask 

for permission to continue. The seller should bear 
in mind that Red buyers are always right and they 
have a low tolerance level when their opinions are 
called into question. Furthermore, the seller should 
never try to convince and “teach” a Red type how 
things work because it will have a negative effect 
on them. By being aware that Red types are 
impatient, spontaneous and prone to making quick 
decisions, sellers should be flexible enough to adapt 
solutions and discuss them with the buyer before 
working out a detailed concept. (Kastor , 2003) 

Sales 
Arguments 
(Presenting 
Solutions) 

Red types focus on the near future. Consequently, 
sales arguments have to be about improving the 
situation of the company in the short term as they 
prefer tangible benefits in the here and now. In this 
respect providing profit calculations and samples 
for the offering are warmly welcomed. They 
normally prefer suppliers with the lowest price. Red 
buyers prefer to have "strong" partners (excellent 
company image, premium brand, etc.). 
Conventional solutions should be avoided. The Red 
type highly appreciates advanced technologies. Red 
buyers tend to doubt all sales arguments in the 
beginning in order to achieve a strong position. 
(Red types want to be perceived as strong and 
powerful. (Schirm, 1982)) Normally, frequent 
communications, small gifts or invitations are not 
appreciated. One of the most important features of 
Red types is that they prefer to do business on their 
own territory.  

Objections / 
Negotiation 

Red types like to dominate the discussion.  Based 
on the empirical findings, their behavior in a 
negotiation could be described as follows: 
aggressive, emotional, focused mainly on price, and 
always using counterarguments. A fact-based 
approach is the best way to handle their aggressive 
style. Red types focus mainly on win/lose solutions 
and like to play games and change tactics, which is 
typical for them. It is therefore recommended that 
the seller use the same method. (Empirical results 
show that Red types achieve worse results in price 
negotiations than Green types.) 

Closing A Red buyer will proactively start the closing 
process only after his/her ego is gratified. Only in 
this case can a negotiation be expected to be 
successful. Sellers should read contracts carefully 
as buyers may add, delete or change conditions that 
have already been agreed upon. This element was 
also one of the outcomes of the empirical study.  

 

 Blue Type 

Prospecting Blue types become interested in a company through 
reading articles, finding technical solutions in the 
internet, or hearing something interesting at 
conferences. They like discussing their field of 
specialization. Blue buyers need a certain safety 
zone between them and others. Consequently, 
sellers should not get too close or even touch them 
in a friendly way to avoid scaring them off. Their 
main focus is the future and how they can reach 
their goals. Sellers need to have detailed knowledge 
about their product in order to be accepted by a 
Blue type. These types of customers are very 
punctual. (Kastor, 2003) They are usually 
perfectionists and expect no less from their 
suppliers. (Schoemen, 2011) 
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Qualifying They need to receive information in detail. Blue 
types normally know beforehand if there is a fit 
between their problem and the solution offered by 
the supplier. When using a rational and structured 
approach, Blue types are more likely to provide the 
necessary information. 

Need 
Analysis 

Sellers have to provide detailed information in 
order to obtain information in return. A Blue buyer 
would appreciate it if the seller is a technical 
expert. Sellers should present all needed 
information in a structured, clean and neat manner. 
Blue buyers carefully prepare for a meeting; they 
are punctual and expect the same from their 
suppliers. 

Sales 
Arguments 
(Presenting 
Solutions) 

Blue buyers prefer rational arguments. The latter 
must be backed up with facts and figures. Trust can 
be developed by logical arguments and 
calculations. Sales arguments have to be carefully 
prepared and customized to the specific situation. 
Blue types have a long planning horizon; therefore 
sellers should focus on long-term benefits and 
solutions. Furthermore, concepts such as TCO/total 
cost of ownership, which considers a long-term 
benefit of a solution, convince Blue types. (Ellram 
& Siferd, 1993) High quality and certifications are 
excellent sales arguments. Sales arguments such as 
image, design or recommendations are normally 
not successful. Business relationships with Blue 
types should be based on professional behavior 
rather than on personal ties. Hence, after-meeting 
activities like joint dinners or skiing are not 
appropriate measures to convince a Blue type. An 
agreement made by a Blue type can be perceived as 
a binding promise. 

Objections / 
Negotiation 

Blue types negotiate rationally, i.e. they do not 
demand things that are illogical. Negotiations with 
Blue buyers are detached from emotions. Sellers 
should argue with facts and invalidate 
counterarguments with technical specifications. 
Moreover, during negotiations Blue types need a 
certain distance between themselves and their 
partners. The sales price has to be argued with a 
detailed calculation that explains what the offered 
sales price consists of. They are willing to 
compromise if rational arguments are presented and 
prefer to have fact-based communication about 
common interests. 

Closing Blue types need time to make a decision; they 
evaluate and consider various scenarios of solutions 
and consequences. (Kastor, 2003) Blue types never 
make final decisions before contemplating all the 
pros and cons. Therefore, pushing them into a 
decision is counterproductive. 

 

Literature and empirical results illustrate that sales professionals in 
the investment goods industry sell to customers with varying 
personalities.  

Customers have different personal preferences, ways of thinking 
and perceptions. Moreover, primary findings clearly established that 
personal issues, such as a good relationship, empathy and trust, 
heavily influence the sales process. Hence, considering personality 
characteristics of buyers within the sales process is indispensable.  

 

5 LIMITATIONS 
The main limitation is that the empirical study was conducted with 
a limited number of interview partners. In addition, only the 
perspective of the seller was investigated. It would be interesting to 
examine how the buying process is perceived from the perspective 
of customers.  
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