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My intention is to provide a compelling document of evidence that a consumer behavior curriculum 

needs to be implemented into Verizon Wirelesses sales and marketing training immediately. In order for 

me to compete with top notch sales professionals, I mastered my human skills of understanding buyer 

behavior.  I could read customers and discern their needs quick.  I could sense when my coworker’s 

customers were irate with being quoted policy and so I offered to be handed off the troubled customers 

to me. I then simply put myself in their shoes and asked ‘what is in it for me’ – which is the root of 

consumer behavior. Everyone has an agenda, a need; something compelled them to walk into the 

Verizon Wireless retail store, what do they desire right then and there? Curiously, this skill of 

consumer/buyer behavior analysis is not taught nor does it receive much priority in basic sales training.  

The main reason I was successful at sales with Verizon Wireless was my ability to profile the consumer, 

provide sincere customer service, and comfort them at every chance I had.  I gave a damn when my 

customers were disadvantaged via a policy and made sure “No” was followed up with relevant options 

for them to consider. Most importantly, I could observe and predict the way their behavior in the sales 

showroom floor would correlate to a sale, un-closed sale or a “be back.”  

In this book there are three main concepts that bring sincerity to life on the sales floor and allow the 

discernment of consumer behavior in wireless phone and smart phone data sale segments. They are: 

WiiFM 

RESPECT 

ZEST 

WiiFM – What’s in it for me? This indeed is the basis we as consumers make decisions. What compelling 

reason is there for me to buy from you today? Consumers will only listen to WIIFM. They will tune YOU 

out unless you are able to make a connection that brings a benefit to them. It is simply that consumers 

will tune you out and choose to listen to what is in it to them. They listen to their inner voice, their 

nagging wife’s snickering, their frustration of the cellphone companies that always screw up their bill 

each month, etc. Selling to individuals in a retail wireless business is all about the needs and benefits 

that your customers want. They don’t care about you, your awards or how slick you are. It is all about 

them. Consumers will behave and choose to buy or not buy all 100% to the factor of what they get as a 

benefit. Consumer Behavior only listens to WiiFM. 

Consumers want service not a lot of policy quotations. When we were not able to compete on price with 

Costco, I would say use your vacation rewards credit card and earn miles.  After you must tell a 

customer “no,” offer them numerous options and work around solutions. Offer benefits to them and 

one may stick and compel them to do business with you even though the price might be higher. 

Remember, people buy for their own reasons, not yours – now give them plenty of reasons to do 

business with you.  
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Always tell the customer what they get – this is a core of what is in it for them. Make the customer feel 

special and unique by giving him some candy, a coupon, invite them to be an “insider” by sharing with 

them the California State Equalization requirement to charge tax on the full retail price of the phone. 

This is a great way to explain to a customer that their “free phone” costs $22.97 in the end. Sometimes I 

would pull the plaque that held the tax disclosure and state office board off the showroom wall and 

bring it to my workstation to show the customer and walk him through it. Other customers would watch 

and wonder what the heck I was doing. I made my customer an insider and the other customers 

watching were outsiders – as I had a gripe session about taxes with my customer. Simple. Non-

threatening and direct. I would do anything but go into the scripted blah blah national advertising copy - 

they have already heard the national advertising ad copy dialogue. Make sure that your prospects can 

feel a compelling reason to do business with you. The consumer wants a real human 

to interact with – and they want to kick the tires of the ad copy claims. I would be their tire.  

Listen to the customer - they are in your face for a reason - listen and remember they don't want a 

robot. They hate monotone. Be entertaining and you will win a smile and laughter - then you can sell the 

customer after you have established trust.  Stop chanting the sterile bland ad copy that comes from the 

corporate legal team. When a customer brings in a printout from online – let them discuss their issue – 

do not cut them off with a “that offer expired.” Never sound or act canned. Be fresh with zest for each 

and every customer. Treat them as special and unique. 

Consumer behavior is close to a psychological analysis of the buyer, some call it buyer behavior.  One 

textbook formally defined it as  “People do not buy products or services, they buy benefits.” P.4 

Lindquist, Sirgy)”   and “The benefits delivered, not the functions performed, are what the customer 

buys.” P.5 Lindquist, Sirgy).   Since we are all consumers of goods and services it is not a hard concept to 

address. What is hard to do is implement a structure into the retail environment specifically with the 

consumer wireless phone subscription and data packages that is effective. Currently, I can attest report 

and send an alarm to VZW Brass that consumer behavior is not prioritized in the learning curriculum – 

and the best employees that have a knack at it are usually grey headed and equipped with earned years 

of expertise like me. But giving good customer service is not the only component of consumer behavior. 

Being able to predict what a prospect will do based on their smell, statements, bill in hand, etc. will 

enable us to be earn more money.   

Many customers own competitors phones or their significant other has "carrier x" and they are happy 

with them.   Do not bash or degrade the competition; they might be the carrier selected of the 

customer’s mom. Never make a customer feel stupid or insulted.  Product differentiation of the best 

network advantage is a worn out and ineffective slogan now - consumers expect and demand a flawless 

network to run their call and stream their YouTube Videos.   Secondly, from 1998 until my final in store 

days in 2009 - customers were often surprised that cell towers in their neighborhood were carrier 

specific. Testman the advertising icon of Verizon Wireless never spelled out to consumers that the 

network means the cell site and they are all carrier specific. Lots of consumers assume that all carriers 

use the same cell cite towers. This was another way I would provide information to my customers so 

they were in the “insiders club.” 
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We need to communicate one compelling message:   One compelling reason to do business with YOU. I 

would suggest that you focus on being real and zestful in order to compel your customers to do business 

with you.  

 

One of the ways I was able to build report with my customers is that I would not follow the corporate 

talking points and flow model of chanting slogans and barking FAB statements (Features Advantages 

Benefits) to customers. Sometimes I would simply let them lead me all around the sales floor in the 

horror of the sales managers watching. They bit their lips because, of course I sold the customer. Some 

customers want to be in control and have the floor. I gave them this power. 

 

 

Treat each customer as an individual. Comfort the customers – do not confuse them. I can tell you what 

is not in it for the customer with regards to benefits – discomfort. Allowing a customer to feel in control 

solves half of the battle – answer their questions slowly and with your original flair. As far as the reality 

of business consumer behavior – the 80/20 Pareto Principal is very much time tested. Much of the 

information customers will ask or want to be demonstrated will be trivial. They want to feel in control.  

Realize that only 20% of your efforts are actually making the sale. Consumers love to feel good about 

their decisions. Make sure you constantly comfort your customers. You do this by complimenting them, 

answering their questions, provide a pleasant and delighted that they are here today attitude.  If the 

customer you are serving just has a need to be right; then let them know they are. You will both win. 

Do you want a cult following? Then be a cult leader – stand out with WOW customer service – even if 

you are forced to only assist a few customers – don’t blend in the misery and ration average service – 
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that’s the Dept. of Motor Vehicles job. Even if there are 46 customers awaiting the cue on the 

showroom – provide good service. Just like the restaurant interview question – you will be in demand 

and sustain a respectful reputation this way. If you “churn and burn” the big commissions will be there 

in the short term, but you will be short changing your long term potential.  

Role Play in store – don’t be afraid. The customers - especially the sophisticated ones will be impressed 

and more importantly – they will witness evidence that this crew gives a damn about what the customer 

says. Let me repeat this! The role play in store during business hours will snap ZEST in your store and 

benefit everyone – it is a synergistic stride towards sales and good customer service. The customers 

watching the role plays will be in a vulnerable position and be very honest with their critiques. Just try it.  

 

                               

  

Be real. Talk with them not at them. Don’t chant or bark policy. Don’t smell like a sales person. Be 

empathetic when revealing bad news. When discussing replacement of handset options and pricing – do 

not infer the customer is being punished. They will question why they are un-able to get the “new 

customer activation” special price. Why Verizon Wireless still refers to is as “full retail,” or “taxable full 

price,” is beyond me. It does not help the dynamics of trust between the customer and the company. On 

the sales floor please do not insinuate that the customer is less than valued because they need to pay 

more for the same exact handset that a new activation gets.  

Consumers do not drive 20 minutes, find parking and walk into the retail stores to be “checking in “with 

a robot – they want a real human. 
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One solution is that if you are the first person to “touch” the customer in the retail store – you are 

responsible for their administration. Just like a RE broker is responsible once they touch a check for a 

deposit. Even if you have to tell the customer bad news, for the love of all that is holy do not ignore 

them or keep them waiting in a stale slow store. They will ignite in hostility. Then they will group 

together to chant rude remarks at the entire staff. Don’t keep the customers waiting in line when it is 

un-necessary.  

I hate to say it, but different people are comforting to different people. You are in the game of sales. 

Choose to stay ahead of the game by making more of the players in your store around you win. It might 

have been that you were the person that had to tell them ‘no’ two months ago. Deal with it. Switch off 

with a co-worker.  If the customer does not like you – spend your energy on a proactive solution – not 

dwelling on fixing a personality conflict. Switch off with a co-worker. Do it with Zest by buttering up their 

egos and most importantly Respect.  Maybe someone in your sales team will be will be able to turn that 

frown upside down.  

Do not act like a robot or speak monotone - if they want a robot, they will buy online. Monotone is for 

script readers. You need to unleash your human skills - and slam them with respect and zest - force 

them to like you - admire their loyalty to Sprint or whatever competitor they are with and thank them 

for considering Verizon Wireless. You must outshine the boring sales rep image and sing your customers 

song. It is all about value. The benefit you portray must be more valuable than their money.   Do not 

quote every spec out of the technical manual unless asked a tech question. Be a warm human and not a 

computer. Be real and full of excitement. If you are in a bad mood tell your customer that you are 

hoping that they will put you in a good mood. Do it. Just try it. I did all the time and rarely was I rejected, 

usually the customer sees you as a person, and a real human. You can then make a connection. How 

many times have you been told the truth by someone trying to sell you something? The shocking reality 

is that you will throw your customer off when you tell them that you have been in a bad mood, but you 

are hoping they will brighten your day. It is indeed bold and zestful but it works like a charm. 

Do not transfer the customer around 4 times on the call center, making the customer has to repeat and 

re-live the emotions of their grievance. Remember basic psychology; the more times the story is said, it 

tends to get more and more exaggerated.  In the retail store, allow the consumer to choose who he 

wishes to deal with. 

Market segmentation - let’s focus on the consumer who prefers to buy from a retail store:  

 

They want to be recognized 

They want to be waited on  

They want to hold their new phone, see it, rub its screen, take it for a test call 

They want to know what is in it for them.   

They do not want to talk to a robot.                                                                                 

They do not want to wait for nor pay for shipping.                                                                      

They might have had a poor prior experience with buying online. 
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Don't bark a laundry list of upsells like a flight attendant does the security check list. Act like you give a 

damn when you ask for an upsell.  Flaunt your ability to fit the customer in a policy loophole that will 

benefit him. This will also bring you closer to building a cult like following.  

What would be fair to you? 

Since this is not my family owned business – and I need to get your request    

approved by my manager – What should we ask for that is reasonable? 

 

The front line employees in the retail stores are in the midst of prospects all day. You see the trends, the 

buzz of the marketplace and do as told by the brass. In a top down strategic platform – you are the 

down. I theorize and provide evidence that your perspectives and knowledge is much more valuable to 

the organization than assumed. The front line employees are the face of the enterprise. You are able to 

make quick and relevant changes relative to the heartbeat of the consumer on a daily basis – and the 

root of consumer behavior knowledge lies in your world. 

                           

Draw a cult like following. Make your customers insiders, not outsiders. Never keep them in the dark. 

Realize that you must never never never make your customer feel stupid. This is why I hate and despise 

the price point model of “full retail” on the show room. How about “taxed assessed value,” remember it 

is all about them and not you. I would never tell my customers they had to pay full retail because their 

phone was lost or stolen. My customer would rightfully feel stupid, and then their behavior would be to 

become dissatisfied. Choose a respectful way to present the price to your customers. 
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Customers are in the sales showroom floor right now jumping up and down screaming Me Me Me Me! 

Please tune into their calls for attention for their needs. Nothing else matters. Only them.  You will be 

tackling a radical approach to consumer behavior by simply implementing a laser beam focus of what 

your customer sees that is – in his eyes – more valuable than his money. When on the sales floor, tune 

into what your customers sees as what’s in it for him. 
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Curriculum Vita: 

Formal Accomplishments:  

MBA with Specialization in Marketing (2009)  

California Licensed Real Estate Broker DRE# 01478778   (2005 – Current) 

10 Years Successful Sales / Marketing Experience (Verizon/National Positions) 

Extensive Experience Presenting and consulting internet marketing strategies to C-level 

executives. 

 

Core Competencies: 

Internet Marketing Account Executive at National Positions.com 

08/04/2009 – Current 

Producing agent responsible for developing new business. Duties include conducting VOIP live 

meetings via “gotomeeting” with executive marketing directors and owners of small to medium 

sized businesses. Demonstrate and show the potential ROI of a proven internet marketing 

strategy that expands client’s web footprint as opposed to 100% reliance on PPC/Adwords. 

3.40 GPA - Graduate School: 2009 MBA Marketing Degree - National University, La Jolla Ca.  

eBay member same user name since 1998 with 100% feedback. 

Flawless Attendance 1998-2008 record with Verizon Wireless 

Circle of Excellence award 2001, 2002, 2003, for sales - Verizon Wireless 

Education: 

10/2009 National University US-Ca-La Joya   nu.edu 

Masters of Business Administration Degree (MBA) concentration in marketing. 

10/1998 California State University US-Ca-Fresno 

Bachelor's Degree B. S. Business Administration emphasis in marketing. 
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