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Step Definitions
Use these definitions with the process map to diagnose stalled opportunities, prepare for calls, 

and decide what should happen next.

FIND AND UNDERSTAND

1 Identify the Right Accounts
Not every account deserves the same amount of time. The first step is deciding where a real 
opportunity exists based on fit, need, potential, access, and the likelihood that you can create 
value. This requires more than building a list of companies in your territory. You need to 
understand which accounts match what you sell, which ones have problems you can 
realistically solve, and which ones are large enough to justify the effort. Good territory 
management starts with focus. Chasing every account usually means developing none of 
them well.

2 Gather Business Intelligence
Do enough research to avoid walking into the account blind. Learn what the company does, 
who it serves, how it makes money, what may be changing, and where problems or 
opportunities could exist. Identify the people who may be involved and look for information 
that gives you a reason to start a conversation. The goal is not to know everything before 
making contact. The goal is to know enough to ask better questions, avoid wasting the 
customer’s time, and recognize useful information when you hear it.

3 Initiate Contact
The purpose of initial contact is not to force a sale. It is to create access and earn a useful 
conversation. Give the customer a believable reason to engage by connecting your outreach to 
something relevant to their business, role, or situation. Generic introductions, long product 
pitches, and weak requests to stop by and introduce yourself are easy to ignore. Be direct, 
show that you have done some homework, and make the next step simple. You are not trying 
to close the business yet. You are trying to open the door.
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4 Uncover What Really Matters
Surface-level interest is not enough to build a real opportunity. You need to understand the 
problems, priorities, risks, changes, goals, and consequences that matter to the customer. That 
requires listening carefully, asking useful follow-up questions, and refusing to settle for vague 
answers. A stated need may only be a symptom of a larger problem. Your job is to understand 
what is happening, why it matters, who it affects, what it costs, and what happens if nothing 
changes. Until you understand that, you are still guessing.

QUALIFY AND BUILD

5 Qualify the Opportunity
An opportunity is not real just because the customer agreed to a meeting or asked for a quote. 
Qualification means determining whether there is a legitimate problem, a strong fit, access to 
the right people, enough value to justify action, and a believable path to business. You also 
need evidence that the customer is willing to move. If there is no urgency, no access, no 
commitment, or no reason to change, the opportunity may not deserve more time. Good 
salespeople qualify in and qualify out. They do not drag dead opportunities through the 
pipeline to make the numbers look better.

6 Develop the Right Solution
Build the solution around the customer’s actual situation, not around the product you want to 
sell. Use what you learned to determine the right recommendation, scope, approach, and level 
of support. A strong solution addresses the problem, fits the customer’s priorities, reduces 
risk, and creates a result worth paying for. It should also be realistic to implement. Throwing 
every feature into a proposal does not make the solution stronger. It usually makes it harder 
to understand. Include what matters, remove what does not, and make sure the 
recommendation directly connects to the need.

7 Present the Solution
Present the recommendation clearly and in the context of what the customer told you. Do not 
bury the value under technical detail, company history, or a long product presentation. 
Explain what you recommend, why you recommend it, how it addresses the problem, and 
what result the customer should expect. A good presentation should make the decision easier, 
not more confusing. Keep the conversation focused on business impact, risk, cost, timing, and 
implementation. Features matter only when they support an outcome the customer cares 
about.
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8 Validate the Solution
Some opportunities require proof before the customer will commit. That proof may come 
through a demo, trial, test, sample, pilot, data review, reference, or another form of 
validation. The validation process needs clear expectations before it begins. Define what will 
be tested, how success will be measured, who will evaluate the result, and what happens if 
the test succeeds. A test without agreed criteria can turn into endless activity with no 
decision. Validation should reduce uncertainty and move the opportunity forward, not 
become a substitute for commitment.

WIN AND DELIVER

9 Ask for the Business
Do not leave the decision vague. Once the customer has enough information and the solution 
has been validated, ask for commitment. That may mean asking for the order, approval to 
proceed, a signed agreement, or agreement on the final commercial steps. If the customer is 
not ready, define exactly what remains unresolved and who owns the next action. Many 
opportunities stall because the salesperson keeps providing information without asking the 
customer to decide. Asking for the business is not pressure. It is a necessary part of moving 
the process forward.

10 Implement and Follow Up
The sale is not finished when the order is placed. Make sure the solution is delivered, 
installed, introduced, or put into use correctly. Confirm responsibilities, timing, training, 
communication, and any other requirements that affect execution. Stay involved long enough 
to catch problems before they damage the relationship. Customers remember what happens 
after the sale, especially when something goes wrong. Strong implementation protects the 
business you just won and creates the foundation for future growth.

11 Verify and Document Results
Do not assume the solution worked because nobody complained. Confirm the result with the 
customer and compare the outcome to what was expected. Capture improvements in cost, 
time, productivity, quality, risk, revenue, or any other measure that matters. Documenting 
results gives the customer evidence that the decision was correct and gives you proof that can 
support future opportunities. It also helps you identify problems early. If the expected result 
was not achieved, address it instead of pretending the sale is complete.

EXPAND AND MANAGE
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12 Expand the Win
One successful application should create access to the next opportunity. Use the result to 
explore additional departments, products, plants, locations, processes, or people who may 
benefit from the same solution. Expansion is not about immediately trying to sell everything 
else you offer. It is about using credibility you already earned to uncover the next logical area 
of value. Ask where similar problems exist, who else should know about the result, and what 
other priorities may now be worth discussing. A proven win should open doors.

13 Manage and Grow the Account
Account growth requires continued attention after the first success. Protect the relationship, 
stay connected to the right people, keep learning what is changing, and continue looking for 
ways to create value. Relationships move, priorities change, competitors show up, and 
yesterday’s strong position can disappear faster than most salespeople think. Do not become 
an order taker once you win the account. Maintain contact, document what you learn, expand 
your relationships, and make sure the customer continues to see a reason to work with you.

Sales gets a lot easier when you follow a process instead of winging it.


