Chapter 3
Customer Discovery and Needs Analysis
By Marc Silver
Why Discovery Comes Before Everything Else
Most A/V salespeople want to talk about the gear. I get it. We like this stuff. It’s why many of us got into the business in the first place.
The problem is that starting with equipment usually ends the conversation before it really begins.
Good sales don’t start with products. They start with understanding. Discovery is where you learn what the customer actually cares about, how they live with their space, and what’s frustrating them enough to consider a change.
If you skip this step, you’re guessing. And guesses lead to mismatched systems, price resistance, and customers who nod politely but never pull the trigger.
Slow down here. This is where trust is built.

Asking Questions That Actually Matter
There’s an old sales framework called SPIN. I’m not big on acronyms, but this one works when you treat it like a conversation instead of an interrogation.
It’s really just four types of questions, asked in a natural order.
You start by understanding their situation.
Ask them to walk you through what they have now. How they use it. What works and what doesn’t. Let them tell the story in their own words.
Then you explore problems.
What annoys them? What gets in the way of enjoyment? Where do things fall apart when friends come over or the family wants to watch a movie together?
From there, you look at implications.
How does that frustration affect how they use the room? Do they avoid the system altogether? Does it cause tension or wasted time?
Finally, you help them imagine a better outcome.
If this worked the way they wanted, what would that change? What would be easier? What would feel different day to day?
You’re not leading them to a product. You’re helping them describe the solution in their own language. When customers do that, the sale becomes a lot easier.

Listening Is the Real Skill
Asking good questions only works if you’re willing to listen to the answers.
That sounds obvious. It isn’t.
Most salespeople are listening for a pause so they can jump in. Good consultants listen for meaning.
Pay attention to tone. Frustration often shows up there before it shows up in words. Notice when someone hesitates or circles back to the same complaint. That’s usually where the real issue lives.
Don’t rush to fill silence. Silence means they’re thinking. Give them room.
One of the simplest tools I’ve used for years is reflection. Say back what you heard and ask if you got it right.
“It sounds like reliability matters more to you than having the latest model. Is that fair?”
That does two things. It shows you’re paying attention, and it gives them a chance to clarify before you move on.
When in doubt, ask them to go deeper. “Tell me more about that” is one of the most powerful phrases in sales.

Who You’re Talking To Matters
Not every customer wants the same kind of conversation.
Some want details and reassurance. Some want speed and results. Some want to feel comfortable and supported.
You’ll start to notice patterns if you pay attention.
There are customers who want data. They ask about specs, reliability, and comparisons. With them, clarity and structure matter.
Others want the bottom line. What does it do, how much does it cost, and how soon can it be done. They don’t want long explanations.
Then there are customers who want a relationship. They care about trust, long-term support, and how easy it will be to live with the system.
None of these are wrong. The mistake is treating them all the same.
Your job isn’t to change who they are. It’s to meet them where they are.

Talking Less Is Harder Than It Sounds
Discovery feels uncomfortable at first because it requires restraint.
You know the answers. You see the solution forming in your head. The temptation is to jump ahead and start explaining.
Resist it.
The more the customer talks, the more invested they become in the outcome. The more you talk, the more you risk solving the wrong problem.
One of the best ways to practice this is role-playing, even if it feels awkward.
Have someone play a difficult client. A couple arguing about budget. A client obsessed with price. Someone who hates technology but wants a great system.
Run the conversation as if it were real. Then stop and look at it honestly.
Which questions opened things up?
Where did the consultant interrupt too soon?
What assumptions crept in?
If you’re leading a team, go first. Show them how you handle it. That kind of transparency builds confidence faster than any lecture.

Turning Discovery Into Direction
By the time discovery is done properly, the recommendation should feel obvious to the customer.
They’ve described the problem. They’ve explained the impact. They’ve imagined the outcome.
Now your role shifts. You’re no longer selling. You’re guiding.
When you finally introduce equipment, it should feel like a natural response to what they’ve already told you. Not a pitch. Not a push. A fit.
That’s when price becomes part of a conversation instead of a barrier.

Final Thought
The best salespeople aren’t the ones who talk the most or know the most specs.
They’re the ones who ask the right questions, listen closely, and help customers articulate what they couldn’t quite put into words on their own.
When you do that, you stop being another salesperson.
You become someone the customer trusts to get it right.

