What Buyers Want From the Salesperson
Each buyer of catering is certainly looking for food, beverage and entertaining ideas from their catering salesperson. In addition, they are listening for other information that deals with non-food elements of the buy-sell process.

In other words, the buyer buys you first. Also, most buyers usually buy catering from the salesperson who gives them the idea that they (salesperson) know what are really on their (buyers) minds. This is really as important to them as a great menu is! 

Here are some of the non-food concepts that need to be given to the buyer:

1. That you’re truthful. This is not as easy to do as you might think. The most important thing to remember is to look your buyer in the eye when you’re responding to their questions. Don’t be afraid to say “I’m not sure.” Also, you’ll find that a small vocal pause before you answer a question often gives the buyer the correct feeling that you are not just reeling off a script. Again, the eyes are probably the most crucial here.

2. That you’ll listen. One of the best concepts here is to say to a client just after they make an important statement “Mr. Smith, I wish to make sure that I really understand what you’re saying, so, please take a moment and restate your point so I will be sure I understand.”
3. That you’ll take them seriously. One method that works, especially for on-premise caterers, is to take time to introduce your buyers to other people in your organization. While doing this you mention “I’ve promised the Smiths that ABC will work very hard to insure that we meet all their expectations.”
4. That they’ll be part of the process. Take the direct route on this one. “Mrs. Smith, it’s important to me that my clients help me make their events the best they can be, by making me aware of what they really wish to do and then providing me with constant feedback as we move forward creating a great party.”

5. That they’ll get a fair price. The easiest way to demonstrate to the buyer that you’re being fair when it comes to printing is to give them “odd-ball” pricing. Instead or rounding your prices to an even plateau. i.e. $12.00, *11.95.etc. use price points like $12.17, $11.86. Many of your buyers will perceive that you really took the time to calculate the correct and fair price.

Here’s some of the emotional concepts that the buyer will need to experience before they buy:

1. Get the recognition they deserve. Call it stroking the buyer. Everyone loves to know that they are great or better than the average person. With this in mind, mention “Mr. Jones, I speak to a lot of customers each week, but you are really one of the most aware people I’ve met with respect to menu design.”

2. Be made to feel important. Once again, it is important to let the buyer know that they are special. Feeling important is a nice feeling. Try some simple phrases like “I like the way you think...”or, I’ve never though of it that way before, I’ll suggest that to my future clients.”
3. To feel free of risk. Risk is very scary for anyone. It’s important for you, and your company, to decide in what ways you might be able to relax the buyers fears. All buyers wish to be free from feeling that they made a poor choice. Some business provide clients with a refund of deposit for 60 days, while others offer a 100% refund if not satisfied with the catering. While these may seem drastic, they are examples of how to take the risk out of sale.

4. To have someone else to blame. A tricky, but valid goal to achieve when selling corporate catering. One of the more intriguing methods of doing this is to secure that name of your contact’s boss and then write them a letter praising the “cooperation” you received while working with (your contact) and that you have assured(your contact) that the event will be a huge success. This action on your part will enhance your success in selling larger events. 

5. To have some fun. Why not? This could be as simple as you telling a fun story about catering. Be careful of political jokes. Etc. Food is also fun, so let them taste some foods while you sell them. Deliver some foods when you send your proposal. Get them to talk about funny things that have happened to them. 
6. To work less at this tasks. When you determine that your buyer does not want to spend a lot of time in creating the event, let them know that you are prepared to do the whole thing for them. “I want you to know that many of my clients like to get involved with the work that goes into creating this type of event, while others want me to do all the work…which do you want?”

