
Paul Weber
Heiner Böttger

Sales Meets 
Brain 
Research
Just let your customer buy



Sales Meets Brain Research



Paul Weber • Heiner Böttger

Sales Meets Brain Research
Just let your customer buy



Paul Weber
Sales Performance GmbH
Möhrendorf, Germany

Heiner Böttger
Katholische Universität Eichstätt-Ingolstadt
Eichstätt, Germany

ISBN 978-3-658-38323-7    ISBN 978-3-658-38324-4 (eBook)
https://doi.org/10.1007/978-3-658-38324-4

© The Editor(s) (if applicable) and The Author(s), under exclusive licence to Springer Fachmedien Wiesbaden 
GmbH, part of Springer Nature 2023
This book is a translation of the original German edition „Vertrieb trifft Hirnforschung“ by Weber, Paul, pub-
lished by Springer Fachmedien Wiesbaden GmbH in 2021. The translation was done with the help of artificial 
intelligence (machine translation by the service DeepL.com). A subsequent human revision was done primarily 
in terms of content, so that the book will read stylistically differently from a conventional translation. Springer 
Nature works continuously to further the development of tools for the production of books and on the related 
technologies to support the authors.
This work is subject to copyright. All rights are solely and exclusively licensed by the Publisher, whether the 
whole or part of the material is concerned, specifically the rights of translation, reprinting, reuse of illustrations, 
recitation, broadcasting, reproduction on microfilms or in any other physical way, and transmission or information 
storage and retrieval, electronic adaptation, computer software, or by similar or dissimilar methodology now 
known or hereafter developed.
The use of general descriptive names, registered names, trademarks, service marks, etc. in this publication does 
not imply, even in the absence of a specific statement, that such names are exempt from the relevant protective 
laws and regulations and therefore free for general use.
The publisher, the authors, and the editors are safe to assume that the advice and information in this book are 
believed to be true and accurate at the date of publication. Neither the publisher nor the authors or the editors give 
a warranty, expressed or implied, with respect to the material contained herein or for any errors or omissions that 
may have been made. The publisher remains neutral with regard to jurisdictional claims in published maps and 
institutional affiliations.

This Springer imprint is published by the registered company Springer Fachmedien Wiesbaden GmbH, part of 
Springer Nature.
The registered company address is: Abraham-Lincoln-Str. 46, 65189 Wiesbaden, Germany

https://doi.org/10.1007/978-3-658-38324-4


v

Thanks to

Books do not usually come into being without help. This volume, too, would not have seen 
the light of day without the valuable, enriching, and inspiring feedback of many highly 
competent people. We would like to express our sincere thanks to the following people:

Dr. Stefan Merkle from LMU Munich contributed with his friendly and professional 
input in the phase of conception and brainstorming to the fact that the two authors found 
the courage to get started.

Prof. Dr. Florian Riedmüller from TH Nuremberg gave extremely constructive advice 
on the structural fit and order of the chapters, especially from an economic perspective.

Dipl. Ing. Heidi Lehner gave decisive stylistic hints from an economic-practical point 
of view on behalf of WGF Nuremberg.

Prof. Dr. Eberhard Nöfer from the HS Coburg was first and foremost a critical friend 
to whom the authors owe the fine-tuning of two seemingly different worlds through his 
high level of technical expertise.

Dr. Gisela Lang-Hümmer and Barbara von Alvensleben took on the time- 
consuming, meticulous stylistic and content editing with bravura.

Dr. Marianne Anders and Dipl. Ing. Lutz Bauer gave encouraging, positive feed-
back and made valuable comments.

Laura Ickinger MA, as a research assistant to Heiner Böttger, contributed to the cre-
ation and growth of the manuscript.

Overall, the “WissenSchafftErfolg” community at the lectures on the topic contrib-
uted indirectly to the alignment of the content in 2018–2020 through many feedbacks and 
constructive inquiries.

Finally, very special thanks are due to Tina Weber (Management SalesPerformance 
GmbH): Through her financial, moral, and content support, she has been significant in the 
realization of this volume.



vii

Contents

 1   Our Philosophy of Selling   1
 1.1    What You Should Know About This Book in Advance . . . . . . . . . . . . . . . .   3
 1.2    The Role of Brain Research in This Book . . . . . . . . . . . . . . . . . . . . . . . . . .   5
References . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .   6

 2   Successful Selling Is Successful Communication   7
 2.1    Customer Communication: A Brief Review  . . . . . . . . . . . . . . . . . . . . . . . .   7
 2.2    Brain Power in Conversation . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .   9
References . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  11

 3   Step 1: The First Impression Counts  13
 3.1    Everything Begins With the Eye . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  15

 3.1.1    Glances Can Hardly Be Controlled . . . . . . . . . . . . . . . . . . . . . . . . .  18
 3.1.2    Research Findings . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  19
 3.1.3    Excursus: Intuition . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  20

 3.2    Requirements for a Good First Impression . . . . . . . . . . . . . . . . . . . . . . . . .  21
 3.2.1    Prepare Yourself Emotionally  . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  23
 3.2.2    Achieving Cognitive Ease . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  25

References . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  26

 4   Step 2: Assess Customers  29
 4.1    Motivation Typology Is Brain-Based . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  31
 4.2    The Map of Motivation Is Created . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  32
 4.3    What Makes My Counterpart Tick? A Navigation System . . . . . . . . . . . . .  35
 4.4    Motivation Typology . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  38

 4.4.1    The “Reds”: Extroverted and Task-Oriented . . . . . . . . . . . . . . . . . .  38
 4.4.2    The “Yellows”: Extroverted and People-Oriented . . . . . . . . . . . . . .  41
 4.4.3    The “Greens”: Introverted and People-Oriented . . . . . . . . . . . . . . .  41
 4.4.4    The “Blues”: Introverted and Task-Oriented . . . . . . . . . . . . . . . . . .  42

References . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  44



viii

 5   Step 3: Synchronize and Connect  45
 5.1    Teamwork: Brain-to-brain Synchrony . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  46
 5.2    Home of Synchronicity  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  47
 5.3    Concentration Requires Mindpower  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  48
 5.4    Concentration is Also a Question of Age . . . . . . . . . . . . . . . . . . . . . . . . . . .  49
 5.5    The Cocktail Party Phenomenon . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  51
 5.6    Active Listening Synchronizes Brains . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  52
 5.7    Synchronization Can Be Learned  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  54
 5.8    Five Steps to Focus on the Conversation . . . . . . . . . . . . . . . . . . . . . . . . . . .  57
 5.9    Make a Prepared First Impression . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  59
References . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  60

 6   Step 4: Gain Trust  61
 6.1    The Sales Success Spiral . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  62

 6.1.1    Appreciation . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  63
 6.1.2    Speech Portion . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  64
 6.1.3    Positive Mood  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  67
 6.1.4    Don’t Be Afraid to Say No! . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  67
 6.1.5    The Yes Loop was Yesterday . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  69

 6.2    The Mirror Technique: Creating Empathy . . . . . . . . . . . . . . . . . . . . . . . . . .  71
 6.2.1    Why Is Mirroring So Rarely Used? . . . . . . . . . . . . . . . . . . . . . . . . .  75
 6.2.2    The Social Mirror . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  75
 6.2.3    Questioning Technique  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  75

References . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  76

 7   Step 5: Create Solutions  77
 7.1    Tracking Creativity  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  79

 7.1.1    Creativity in Communicating . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  80
 7.1.2    Creativity Arises En Passant  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  81

 7.2    Using the DMN for Targeted Discussions . . . . . . . . . . . . . . . . . . . . . . . . . .  82
 7.3    Priming: Using the Power of Imagination . . . . . . . . . . . . . . . . . . . . . . . . . .  84
 7.4    Framing: Formulating Information Ideally  . . . . . . . . . . . . . . . . . . . . . . . . .  84
 7.5    Securing Creative Thoughts in Conversations . . . . . . . . . . . . . . . . . . . . . . .  86
References . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  87

 8   Step 6: Argue Appropriately  89
 8.1    The Four Positions in Sales . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  89
 8.2    Benefit Arguments and Price . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  92

 8.2.1    What Makes the Difference? . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  92
 8.2.2    The Price-performance Ratio . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  93
 8.2.3    Honesty Is the Best Policy . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  95

 8.3    Objectives of the Interview  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  95
 8.4    Would You Buy from Yourself? . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  96

Contents



ix

 8.5    The “Benefit Model” . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  97
 8.5.1    The Manifestations of Utility . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 100
 8.5.2    Planning and Noting Down Chains of Arguments . . . . . . . . . . . . . . 103

 8.6    Objection Handling Faultless . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 106
 8.6.1    Unsuitable Objection Treatments . . . . . . . . . . . . . . . . . . . . . . . . . . . 107
 8.6.2    The Appropriate Objection Treatment . . . . . . . . . . . . . . . . . . . . . . . 107

 8.7    Arguing Emotionally . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 110
 8.7.1    The Red Customer . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 112
 8.7.2    The Yellow Customer . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 113
 8.7.3    The Blue Customer  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 115
 8.7.4    The Green Customer  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 116

Reference  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 119

 9   Step 7: Reward Each Other: and Let Customers Buy Easily 121
 9.1    Is It Worth It? . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 122
 9.2    The Reward System . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 123
 9.3    Using Anticipation in a Targeted Way . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 125
 9.4    Watching the Pupils . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 126
 9.5    And Just Let them Buy  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 127
References . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 129

  Appendix A: Afterword 131

Contents



xi

About the Authors

Paul Weber As the owner of the first German sales agency 
SalesPlus GmbH, Paul Weber was active nationally and inter-
nationally for renowned companies such as Microsoft, IBM, 
Google, Mercedes-Benz, Nestlé, and SAP for over 25 years. 
After the successful sale of the company to 1&1, he was 
employed as Sales Director Central Europe at the world’s larg-
est call center network Teleperformance. Afterwards, together 
with a business friend, he developed a multi-channel platform 
for manufacturers and retailers, which is still used by many 
renowned companies today. In 2009, he joined 
SalesPerformance, the sales agency founded by his wife Tina 

Weber, as managing partner. SalesPerformance offers consulting services, seminars, lec-
tures, and interim management on all aspects of sales. He is a speaker on many topics 
related to sales, marketing, and management, and was a lecturer at the Ostbayerische 
Technische Hochschule Regensburg for retail and service marketing.As a former handball 
Bundesliga player who also breathed new life structurally, organizationally, commercially, 
and morally into a current Bundesliga club before it almost went bankrupt, he knows 
exactly what enthusiasm and will mean. His clientele benefits from a total of over 30 years 
of experience, which he has gained with hundreds of clients in countless industries. Over 
the years, Paul Weber has developed many of his own methods and strategies for B-to-B 
sales and has taught them in seminars and coaching sessions. Today, Paul Weber is once 
again in charge of operations at VEDES, Europe’s largest toy association, as Managing 
Director of Wholesale and Head of Sales for the entire group.Contact: paul.weber@sales-
performance-gmbh.de 



xii

Heiner  Böttger has been Professor of English Didactics 
since 2006, since 2007 at the Catholic University of Eichstätt-
Ingolstadt. His research interests there and worldwide cur-
rently focus on (foreign) language-relevant, evidence-based, 
and holistic teaching/learning processes in language acquisi-
tion-sensitive developmental phases from birth to high adult-
hood. This means he is interested in all processes related to 
language. In his first line of research, especially as a qualified 
educational neuroscientist, he investigates how children and 
adolescents acquire communicative competences, which strat-

egies they use, which neuronal processes in the brain underlie linguistic development, and 
which conditions are necessary for the acquisition of languages. In adult education, his 
focus is now on the workplace – where there are still unexplored areas of research. In 
doing so, he explores how young and older adults can learn language(s) after school and 
in professional contexts and use them as efficiently as possible. Heiner Böttger is a great 
advocate of the self- obligation of scientists to make the results of their studies accessible 
to a broad public through publications, lectures, and interviews and via further education 
and training measures. For him, research has a clear objective – that of the applicability 
and significance of the findings for everyday and working life.Contact: heiner.boett-
ger@ku.de 

About the Authors



1

1Our Philosophy of Selling

Abstract

The first chapter introduces you to our sales philosophy and our aspirations for selling. 
This includes, above all, the attitude towards customers and the topic of “selling”. We 
show that selling can be learned and is not solely a question of talent or intuitive, partly 
unprepared action. Selling is ideally a non-manipulative, professional procedure. It 
must be understood, practiced, prepared and applied. We will show you that brain 
research supports you in successful implementation and contributes to making the sales 
conversation successful and a communicative experience for you and your customers. 
Practice and research are linked to form a consistent methodology.

If you define selling as a process that leads to guiding the customer1 to his more attractive 
and successful future, then it is certainly one of the most exciting jobs you can do in busi-
ness. This, by the way, is our philosophy of selling, and we want to show you in this book 
that it is at the same time the basis for simply letting the customer buy.

 c The goal is: to lead customers into a successful future and to put the price into 
perspective.

You will learn many things in this book that will help you to sell with great pleasure and 
ease in the future. Because if you actually manage to lead the customer into his more 

1 In the interest of readability, we have refrained from using gender-related formulations in some 
parts of the text. However, it goes without saying that the generic masculine form in the text always 
refers to both women and men.
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attractive and successful future, then issues such as price, for example, become much less 
important.

However, let us state right at the beginning of the book that you will only achieve this 
ease in selling if you are willing to invest time and energy in learning the methods we are 
going to teach you in such a way that you will be able to call them up in sales 
conversations.

Our philosophy presupposes, at least to some extent, that you treat your customers with 
respect and appreciation. It is not uncommon for salespeople to boast over a beer about 
how they have once again ripped off a customer. This may indeed succeed now and then, 
but it will tend to make a long-term and mutually successful business relationship impos-
sible. It would be much better if salespeople could brag about how successful they have 
been with their customers.

At this point we want to concede right away that you by no means have to have the 
same philosophy of selling and the same view of people as we do in order to become even 
more successful in sales as a result of this book. Even great egoists who don’t have the 
slightest thing to do with other people and yet are willing to apply the things we teach in 
this book will be successful. But it certainly doesn’t hurt to think hard about our philosophy.

There are many different, inconsistent definitions of the term “customer”. If one wants 
to get an overview, terms such as customer, consumer, buyer or purchaser are often used 
synonymously. In the understanding of this book, customers are first of all persons and 
institutions with several decision-makers who act as actual or potential demanders on 
markets and (want to) conclude purchase contracts (cf. Dichtl and Issing 1993, p. 1253). 
However, they all have individual personality traits that can differ to such an extent that a 
simple classification for generalisation is only roughly successful. Customers, above all 
people, are not just functionaries. They deserve respect and appreciation and must not be 
underestimated under any circumstances. Especially in times of the Internet, customers 
today are often more knowledgeable – as the origin of the word suggests – than many a 
salesperson.

Proposed in the literature are psychologically based customer typologies such as that 
by Lorenz (2007). They all distinguish individuals in four ways, which, however, only cor-
responds to human complexity to a limited extent in the first instance. Accordingly, con-
sideration of the individuality of customers must also be reflected – as in this book – as an 
essential aspect in the criteria for successful customer communication.

Germany Is in a Training Dilemma
Communication and selling can hardly be learned specifically in Germany’s school insti-
tutions. This is a real training dilemma. At schools, neither communication nor selling is a 
subject of instruction, and at colleges and universities, special sales-related communica-
tion is likewise only taught in specialized courses of study – despite the fact that the major-
ity of the economic system functions via communication and transfer or sales and 
distribution.

1 Our Philosophy of Selling
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Salespeople thus become primarily people who were born with a certain sales skill. 
That is, who intuitively do many things right in sales. And so it is the popular belief that 
you can not learn selling, but simply need people with talent to provide the necessary sales.

 c The bad news is: talent and intuition are often not enough. The good news is that 
selling can be learned.

It is always good to have talent for what you do in your working life, but transfer this 
thought, which is so self-evident in sales, to other areas of the company. In production, for 
example, people try to reach every achievable percentage point by optimizing, while in 
sales success is more or less left to the intuition of the employees.

We believe that many people would be excellent salespeople, but either don’t trust 
themselves to do so or dismiss selling as “door-to-door selling”. If you take our philoso-
phy of selling as a basis, then selling is exactly the opposite. Many people would be good 
salespeople simply because of the fact that others like to trust them because of their per-
sonality. If these people are willing to put in a lot of effort and diligence, as mentioned 
above, they can become very successful salespeople.

If you apply the suggestions this book gives, then you will be able to convince your 
customers of a common cause and not have to persuade or even dupe them. That’s a sig-
nificant difference – and our philosophy.

1.1  What You Should Know About This Book in Advance

Selling Does Not Have to Be Manipulation
In this book we want to show how it is possible to achieve lasting success together in a 
communication situation – namely speaking, listening, understanding and agreeing: Based 
on the latest findings of brain research, being enabled to convince sustainably in a personal 
conversation, even without manipulating with invasive conversational techniques, is the 
goal of the book.

Our Claim
This book has been written with a high standard. Because the main finding from many 
years of experience with sales coaching is the following: Despite existing theoretical 
knowledge, some effective communicative behaviors are often implemented too little in 
the sales conversation.

 1. Know – be able to – apply. This means that pure knowledge alone is not enough. 
This is where relevant publications often stop. By including brain research, we now 
go one step further: Brain research not only explains, but also helps to really recog-
nize and understand the effectiveness of the communication methods and thus to be 
more willing to practice them permanently and to implement them.

1.1 What You Should Know About This Book in Advance


