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The Digital Customer

How Today’s Buyer has Changed and What We 

Must Do About It

Marcus Sheridan

www.MarcusSheridan.com
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80%
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http://www.marcussheridan.com/
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33%
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I used to be a pool guy. 
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October 10th, 2008
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They ask.

You answer.
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They ask.

You answer.
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On the future of business, trust, 

and “but we’re different”
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1. You must be willing to talk about what others do not in your space.

2. You must be willing to show what others do not in your space.

3. You must be willing to hire in a way others won’t sell in your space.

These are your 3 keys to trust in the digital age…
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The Most Prolific 

Marketing Model in the 

World…
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The Big Five:

What do buyers really 

care about?
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COST
(pricing, rates, etc.)
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$25,000,000.00

(from ONE article)
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PROBLEMS
• Is it true that…

• Someone told me that…

• What could go wrong if…

• Your competitor said…
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VS. & COMPARE
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REVIEWS & THE BEST
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This image cannot currently be displayed.
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A Seller-Free World:

How Buyers Are Forcing Sellers To Change
And What Must Be Done About It
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33% of all buyers say they’d prefer to 

have a “seller free” sales experience

(But what does “seller free” really mean?)

33%
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More than three quarters of buyers and sellers say they 

now prefer digital self-serve and remote human 

engagement over face-to-face interactions—a sentiment 

that has steadily intensified even after lockdowns have 

ended.

-McKinsey & Company

75%
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What does self-service truly look like 

with today’s digital buyer?
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• Self-Scheduling

• Self-Selection

• Self-Pricing

What Today’s Self-Service Buyer Wants:
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Give visitors the ability to schedule time with your 

sales team…without having to talk to you first.

Self-Scheduling
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“Our ‘schedule-a-visit tool’ is the best 

thing we do. Close rate is 62% higher 

and is roughly 4k in sales per 

appointment. Double the average 

appointment.” 

Steve Sheinkopf, CEO, Yale Appliance
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Tool: Acuity
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Self-Selection 

Give visitors the ability to make important decisions 

by you “guiding” them, virtually, to a conclusion
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What is the best 

_______________ for me?
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Tool: 
Outgrow

(calculators, quizzes, assessments, recommendations, etc.)
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Self-Pricing

Give visitors the ability to, at a minimum, 

get a price range for your product or service
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Assignment Selling
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How many pages of your website 

would a potential customer be 

willing to read before they buy?
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Honest and transparent 

content is the greatest sales 

and trust-building tool in 

the world. Period.
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What will 

prevent this 

from working?
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5 Keys to Success

1.Buy In From Top to Bottom

2.Long Term Training/Awareness

3.Content Manager/Videographer

4.Required Participation 

5.Use the right tools and measure it

6.Buy-in and application from Sales
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www.marcussheridan.com

Marcus@MarcusSheridan.com

1. READ THE BOOK

2. Follow me on LinkedIn

3. Get the FREE, 2-hour 

course:

resources@impactplus.com

3 Next Steps:
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