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BUYING CHARACTERISTICS 
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There are three key characteristics that many retailers tend to look for in buyers. These 
characteristics are what set a good buyer apart from a great buyer. Regardless of what the 
business is, a buyer must deliver on both “hard” or profit-related results and “soft” creative and 
customer-oriented results.  
 
OBJECTIVITY 
Objectivity is the ability to remain uninfluenced by personal feelings or opinions when considering 
and representing facts.   
 
In buying today, there tend to be two schools of thought on the objective quality in buyers:  

• Many retailers prefer buyers who epitomize (are the perfect example of) the brand. They 
look for buyers who are passionate and have an acute sense and understanding of the 
customer. Often this is because the buyers themselves are avid shoppers and brand-fans.   

• Other retailers prefer strong merchants. That is, buyers who can purchase any category 
successfully by remaining objective and making smart business decisions. Winners 
Merchants International is a great example of a retailer who believes that their buying 
teams have the skill to purchase for any category.   

 
INTUITIVENESS 
Intuitiveness is based on what one feels to be true even without conscious reasoning, it is 
instinctive. Intuition or hunches are formed from past experiences and knowledge. These 
experiences become so familiar to us that eventually we do not need to consciously ‘think’ to 
recognize the situation – we ‘instinctively’ know what is right, or what to do.  
 
As buyers we require intuitiveness about our customer. Familiarity with the customer’s personal 
motivations, likes and dislikes, aspirations should be second nature to us. This will allow a buyer to 
compare instinctive feelings about market information with new knowledge and facts. The result will 
be a better understanding of market innovation effects on our retail business.   
 
We should also be familiar with the customer from a business angle. This means seeing patterns 
season after season in sell-through, promotional results, and other measured trends. 
Understanding the customer’s behavior (and perspective) allows a buyer to make quick decisions 
on the suitability of a specific trend, or product.  
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FORECASTING ABILITY 
The ability to forecast combines both a buyer’s intuition and objectivity. Predicting or estimating a 
future event is both art and science. A buyer’s ability to assess the world and draw conclusions will 
improve performance.  
 
Product trends are not the only aspect a buyer must forecast on a regular basis. A buyer must also 
predict sales when planning for future seasons, and when managing the business in-season. 
Additionally, the immediate and future effect of market and consumer innovations on the business 
will need to be considered and predicted on a regular basis.  
  


