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If you are launching a new product or 
service or if you want to review sales 

and marketing tactics for an existing 

product or service then here are 

twenty probing questions to 
ask.  They are intended to challenge 

conventional assumptions and to take 

you back to the basics of sales and 

marketing. 
 

1. How would you describe 

our product (or service) 

in one short sentence? 

2. What are the main 

features or attributes of 

the product? 

3. What benefits will users 

gain from each feature? 

4. What are the main 

applications of the 

product? 

5. How, when and where 

will it be used? 

6. What makes our product 

different from other 

similar products on the 

market? 

7. Who is the user who will 

use this product? 

8. What sort of need do 

they have?  What 

problem does it solve for 

them? 

9. How will they feel when 

the problem is solved? 

10. Can you please describe 

the typical decision maker 

who will select this 

product?  Age, gender, 

level of education etc. 

11. How technical are they? 

12. What is their job title? 

13. What sort of organisation 

do they work for? 

14. What web sites do they 

browse? 

15. What is their current 

level of awareness of our 

company and our 

product? 

16. If you had this person on 

the phone right now what 

three questions would 

you ask them? 

17. What objections might 

they raise?  Why would 

they not buy our product? 

18. If the target buyer were 

searching for a solution to 

their problem how would 

they describe it?  What 

words would they enter 

into Google? 

19. What three different but 

effective ways could we 

use to identify our target 

customer and get our 

message to them? 

20. What actions are we 

going to take as a result 

of these questions? 

 

I recommend that you gather 

together a diverse group from 

different departments, with 

different backgrounds and job 

functions and go through the 

questions one at a time.  Write up 

and discuss the answers. 

 

Approach the whole session with 

an open mind.  Consider that 

most of your previous 

assumptions about the product 

might be wrong.  The process will 

take some time and might cause 

some controversy.  It might well 

point out the need for more 

market research.  It should 

certainly give you some great 

ideas to help, position, describe, 

market and sell the offering. 
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Important Notice 
© Copyright 2019, Martin Pollins, All Rights 

Reserved 
 

This article appeared in Better Business Focus, 
published by Bizezia Limited (“the publisher”). 
It is protected by copyright law and 

reproduction in whole or in part without the 
publisher’s written permission is strictly 
prohibited. The publisher may be contacted at 

info@bizezia.com  
 
Some images in this publication are taken 
from Creative Commons – such images may 

be subject to copyright. Creative Commons is 
a non-profit organisation that enables the 
sharing and use of creativity and knowledge 

through free legal tools. 
 
The article is published without responsibility 
by the publisher or any contributing author 

for any loss howsoever occurring as a 
consequence of any action which you take, or 
action which you choose not to take, as a 

result of this article or any view expressed 
herein.  
 
Whilst it is believed that the information 

contained in this publication is correct at the 
time of publication, it is not a substitute for 
obtaining specific professional advice and no 

representation or warranty, expressed or 
implied, is made as to its accuracy or 
completeness.  
 

Any hyperlinks in the article were correct at 
the time this article was published but may 
have changed since then. Likewise, later 

technology may supersede any which are 
specified in the article. 
  
The information is relevant within the United 

Kingdom. These disclaimers and exclusions 
are governed by and construed in accordance 
with English Law. 
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