
Sales Process Manual: From Planning to 

Closing 

1. Introduction: The Sales Engine and the Strategic Role of the Seller 

In high-performance commercial environments, sales is not an isolated act of 

"persuasion" or a "gift of gab"; it is a sophisticated organizational engine. The seller is 

the critical final link in a complex value chain, where success is the result of a 

synchronized collective effort. To view the seller as a lone operator is a strategic failure. 

In reality, the seller’s output is structurally dependent on several key interdepartmental 

pillars: 

• Marketing & Communication: Fueling the engine through lead generation and 

brand narrative. 

• Pricing & Finance: Defining the parameters of commercial viability and 

competitive positioning. 

• Pre-sales: Providing technical validation and baseline credibility during the 

discovery phase. 

• Product Development: Engineering solutions that address documented market 

pains. 

• Post-sales & Delivery: Protecting the long-term rapport-based equity by 

fulfilling commercial promises. 

Beyond the transaction, the seller operates as the Guardian of Project Success. 

Occupying the front lines, they serve as the organization's most vital "sensor." Their 

feedback is not merely a report; it is the raw data required for noise reduction. By 

identifying market resistance and misalignments, the seller prevents the company from 

over-engineering solutions the market does not demand, thereby driving business 

evolution. Rigorous execution is meaningless without this diagnostic feedback loop. 

2. The Four Fundamental Stages of the Commercial Operation 

Transforming sales from an "inexact science" into a repeatable winning strategy 

requires the cold, methodical execution of a four-stage commercial framework. While 

the speed of the cycle may vary between enterprise B2B and retail, the integrity of the 

operation depends on never bypassing these stages: 

1. Visit/Contact (Prospection & Connection): Establish baseline credibility and 

rapport-based equity. The objective is to map the client’s context rather than 

pitch a product. 

2. Qualify (Fit & Opportunity Analysis): A deep interrogation of the prospect’s 

requirements. The seller must confirm the existence of a specific "pain" that the 

organization is uniquely positioned to resolve. 

3. Position the Solution (Value Proposition): Transitioning from "functionalities" 

to a strategic "answer." The offering must be presented as the exact solution to 

the challenges identified during qualification. 



4. Closing (Negotiation & Objections): The final alignment of expectations. This 

stage involves neutralizing risk and formalizing the agreement through a win-

win framework. 

So What? Skipping any stage compromises the structural integrity of the sale. 

Bypassing qualification leads to resource hemorrhage on low-probability leads, while 

poor positioning forces the seller into a "price-only" defensive posture. Rigorous 

execution is meaningless without a diagnostic filter; this filter is the Maturity Matrix. 

3. Qualification of Opportunities: The Maturity Matrix (C-M-A-O) 

To manage a pipeline with analytical rigor, the seller must replace intuition with 

objective parameters. The C-M-A-O Maturity Matrix is the diagnostic tool used to 

assess lead "warmth" and determine if an opportunity is ready for the closing phase. 

The C-M-A-O Maturity Matrix 

Pillar Key Question Evaluation Criteria 

C — Culture 

Does the client 

understand the 

value? 

Level of technical/commercial literacy regarding 

the problem and the solution’s benefits. 

M — 

Motivation 

Is there an urgent 

need to act now? 

Distinguishing between "superficial interest" and 

"latent pain" that requires immediate resolution. 

A — 

Architecture 

Does the solution fit 

the context? 

B2B: Technical/operational fit. Retail: Inventory 

availability (e.g., specific sizing, models, or 

colors). 

O — Budget 
Is the financial path 

viable? 

Verification of CAPEX/OPEX availability and 

alignment with the client’s cash flow. 

Pro-Tip: If a single quadrant remains unchecked, the opportunity is not mature for 

closing. Forcing a signature at this stage is a high-risk maneuver that often results in 

"refusal" at the final hurdle. 

4. Conversion Probability: The Client Checklist (R-E-S-P-O-M-C) 

While C-M-A-O qualifies the lead, the R-E-S-P-O-M-C checklist analyzes your 

competitive positioning from the client’s perspective. This is a cold assessment of your 

probability of conversion against market alternatives. 

• Reputation: The client’s perception of your authority and solidity in the market. 

• Enchantment: The emotional layer—affinity and trust established between the 

seller and the stakeholder. 

• Solution: The strategic fit. Does the product technically solve the requirement 

better than the alternative? 

• Price: Financial alignment and the remaining margin for negotiation. 

• Objections: The level of risk neutralization. Have all latent fears been 

addressed? 



• Account Mapping: Stakeholder engagement. Have you identified and 

influenced the users, influencers, and deciders? In retail, this involves high-level 

active listening to profile the customer. 

• Purchasing Process: Mastery of the "rites." Knowledge of legal bureaucracies, 

approval flows, and procurement timelines. 

Consultant’s Risk Assessment: You can possess a perfect solution and a competitive 

price, but a failure in Objections or a lack of mastery over the Purchasing Process will 

derail the deal. If you do not understand the client's internal approval ritos, the revenue 

remains theoretical. 

5. The Practical Journey: The 10 Sales Milestones 

Execution in the field is comparable to Show Jumping (Hipismo). The course is a set 

of specific obstacles (milestones). While you may "hit a rail" (a minor setback), 

"refusing" a milestone—skipping a step—results in immediate disqualification of the 

opportunity. 

Phase I: Lead (Milestones 1–3) 

This phase is the live execution of the C-M-A-O and R-E-S-P-O-M-C diagnostics. 

1. Qualify: Initial identification of the opportunity and definition of the scope. 

2. Desire/Need: Determining if the client is experiencing a passing wish or a 

critical organizational pain. 

3. Intention: Internal client conversations have begun; there is a clear intent to 

initiate a project. 

Phase II: Pipeline (Milestones 4–6) 

1. Open Project: The client formally initiates the project. 

2. Data Collection: The client gathers requirements and information from all 

potential suppliers. 

3. Opportunity Confirmation: Validation that your solution meets all 

requirements. An initial price estimate is shared. 

Phase III: Forecast (Milestones 7–8) 

1. Justification: The "Why Us" phase. You must demonstrate superiority. 

Critical: Validate the Architecture here (technical fit or inventory availability) 

to ensure a "painless" delivery. 

2. Real Sales Proposal: The request for a formal, final proposal to study the 

closing. 

Phase IV: Closing (Milestones 9–10) 

1. Final Negotiation: Acceptance of technical/commercial terms; final 

adjustments to the contract. 

2. Signature: Signature of the contract or receipt of payment. 



6. Mindset of Success: Flexibility and Field Execution 

The methodology outlined here is not hermetic. A high-performance framework must 

be internalized and blended with the seller's personality. Whether in B2B enterprise or 

high-end retail, the secret is not to bureaucratize the interaction, but to execute the logic 

with agility and methodical perception. 

The Case of the "Blind Spot": A Retail Analysis In a study conducted for a luxury 

menswear chain, I entered a store as a "mystery shopper," prepared to buy. The staff 

provided nothing but the trivial "Can I help you?" approach, failing to Qualify my 

needs or use Active Listening. During a subsequent training session, a store manager 

interrupted me, confidently stating, "This doesn't happen in my store." I was forced to 

reveal that his store was exactly where the failure occurred—and that I had seen him in 

the back of the shop while his team relied on "gab" (lábia) instead of method. 

The "So What?" of Methodology Professionalism in sales is the transition from 

"being a salesperson" to "executing a commercial process." By internalizing these 

milestones, you replace the volatility of luck with a repeatable standard of excellence. 

The Spirit of the Seller The true spirit of a seller is the relentless drive for evolution. 

Use this manual as your architectural base, adapt it to your field, and never stop refining 

the method. Excellence is the result of disciplined execution meeting an unyielding 

focus on results. 

 


