
Driving the Buy 
 
 
The blend of elements that drive consumers to make the buy decision is not secret, and 
yet not all companies engage in the basic practices that lead to greater sales. The 
mystery behind the lack of compliance can be explained by a mixture of arrogance, 
ignorance, and indifference. Yet for those of us still practicing business in order to 
generate sales and profit, driving the buy is very much an urgent and central matter.  
 
This article shares some of the essentials of driving the buy, utilizing the fundamental 
components of marketing and offering construction to establish a compelling and 
meaningful interaction with targeted consumers, getting them to make the decision to 
make the purchase.  
 
Tudog has identified 9 elements that make up the “driving the buy” formula. They are: 
 
1. Integrate with the Environment of the Sale 
 
There are different ways consumers buy and different environments created to meet 
those buying habits. It is critical that you integrate your product packaging (including 
shape, color, message, and details), your product position, your pricing, and your 
product characteristics with the overall environment being created by the 
retailer/distributor. The idea that being overtly different will serve to draw attention to 
your product is negated by the “out of place” discomfort such blatant differences cause 
consumers. An intentional play at being different may get your product noticed, but by 
drawing consumers out of their comfort zone, you are reducing the chance of a buy. In 
recent years many retailers/distributors have imposed packaging requirements (including 
shapes and colors) so as to create a uniform buying environment. This practice is born 
of the understanding that consumers buy more when they are made to feel secure and 
comfortable. 
 
2. Play to the Senses 
 
Consumers are more likely to make the purchase if you engage some (as many as 
possible) of their senses. If you are selling food, offer a taste and make sure the selling 
environment radiates with the aroma. If you can engage the consumer with sounds, do 
so. If you can enable the consumer to touch and feel the product, it’s a great idea to do 
it. And of course, make certain that visually your product is attractive and informative and 
draws consumers to interact and seek more information (which should be provided on 
the packaging). 
 
3. Meet the Functional Expectations 
 
Consumers buy because they are driven by a need or desire that they are seeking to 
have fulfilled through the purchase of a product they understand meets the functional 
needs consistent with their need or want. The sale of your product is dependent on the 
extent to which you meet the functional expectations of the consumer. When developing 
your product you most certainly have a consumer need/want in mind that you seek to 
satisfy. The extent of the claims made is a function of your marketing (positioning) and 
will be the measure by which consumers will judge your product, and the engine through 
which the buy decision will be calculated.  



 
4. Establish a Relationship Based on Trust 
 
In an era where marketers seem to compete for ways to fool the consumer, thinking 
(incorrectly) that the only important thing is making an initial sale, the establishment of a 
relationship based on trust not only drives the first sale, but keeps the customer coming 
back. The creation of a trusting relationship is really not that difficult to achieve. All you 
have to do is limit your claims to statements that are truthful and avoid marketing 
promises that are deceptive or intentionally kept unfulfilled. By creating a relationship 
based on trust you will find that customers are not only comfortable making the buy 
decision, but also enthusiastic in encouraging others to do so also. 
 
5. Be Respectful  
 
Consumers can tell when you are talking down to them or treating them without respect. 
Lack of respect includes deceitful claims on packaging, intentionally vague descriptions, 
the use of double-talk, and packaging that misrepresents the product. Driving the buy is 
all about making consumers comfortable enough to make the decision to buy the 
product. Any act of disrespect can offset consumer confidence and lead them to decide 
they are “better safe than sorry”. By showing respect you not only keep the consumer 
comfortable, you also give them a reason to want to buy your product. 
 
6. Price is Premier 
 
More than any other driver, price is the key factor in the buy decision. The price of a 
product needs to be equal to – or less than - the consumer’s perceived value of the item. 
The establishment of the perceived value is a function of marketing and the position the 
company elects to create for the item. Other factors contributing to the perceived value is 
the quality of the product and the service delivered by the company to support the 
product. If your price matches or beats the perceived value, your product will be viewed 
as a “good buy” and consumers will make the buy decision. 
 
7. Quality is Beneficial 
 
Quality is not a requirement in the buy decision if the product is being sold at a low 
enough price that the consumer is making the decision based on low cost only. Quality is 
necessary if the product is positioned as a mid-priced or luxury priced product. In all 
pricing categories however, the inclusion of quality is beneficial and will lead consumers 
to buy the product because they will have confidence that they product delivers on its 
intended purpose.  
 
8. Convenience is Occasionally Necessary 
 
There are times when the convenience of the product or the convenience of the 
availability of the product serves as a driver for the buy. When a consumer has an 
immediate need for a product, or simply does not wish to go out of his/her way to obtain 
a needed/desired product, the convenience factor comes into play. For many companies 
the fulfillment of convenience is a distribution issue, although there are some products 
(such as medications and household items) that become needed on an urgent basis, 
making the available compatible product the one that gets purchased. 
 



9. Understand Want Versus Need 
 
The difference between want versus need is the urgency with which the consumer 
approaches the buy decision. If the need being fulfilled is mandatory the buy decision 
becomes a comparative matter, meaning your product is compared with competing 
products that also meet the compelling need. The basis of this decision will be 
reputation, price, and availability. If the need being met is one of desire the buy decision 
is optional, meaning that your product is being considered as an option. The basis of this 
decision will be perceived value and the play to the senses and the trust the consumer 
has that the product meets its intended purpose. 
 
The buy decision is the moment when the consumer decides to place the item in the 
basket or cart and exchange hard earned money for the product. Getting the consumer 
to this point is what both marketing and sales are all about. Understanding the buy 
decision and what drives it will make you better at constructing the environment, product 
characteristics, consumer relationships, and distribution models necessary to make your 
product a “yes” buy decision.  
 


