
Sales Made Simple 

The title of this article may be misleading, so lest I get accused of the old bait and 
switch, let me come clean from the very beginning. This article will not make selling 
easier – you’re still going to have to work hard to drive sales. But it will make it less 
complicated, by identifying and helping resolve the barriers to closing the sale. As with 
most of the solutions Tudog proposes, simple sales is all about process. By adhering to 
an organized and systematic approach to sales, you’ll be in good shape to counter the 
standard objections sales prospects tend to place between the sales pitch and the close 
in order to stall for time or gently reject the sales overture. 

Sales are part of an overall process being initiated by your company with the intention of 
generating profits. Before the sales could even begin the company has engaged in a 
variety of carefully executed steps that have required the dedication of resources. For 
example, your company perfected the product or service you are being asked to sell. 
Certainly they would not place you in the battlefield of business without a product that 
has achieved the milestones deemed necessary to prove compelling to its intended 
market. Another example is the development of a comprehensive, integrated marketing 
system (what we at Tudog refer to as CIMS). For sure your company has engaged in 
research to determine how to best position your product or service in the market. Then 
they used that information (after carefully analyzing it) to create convincing and 
persuasive materials wrapped in a professionally prepared brand. So, from product 
development to marketing, your job as salesperson has been nurtured and supported by 
every aspect of the company’s apparatus. 

So now you’re out in the big world of business and you’re charged with selling the 
company’s product or service. How can you make it as uncomplicated as possible? Here 
are 6 solid suggestions: 

1. Qualify Your Prospects – The best way to simplify the sales process is to do your 
homework. Now some people might see this as adding more work to the process, but if it 
helps you close more deals, then in the long run it will actually save you plenty of work. 
Qualifying your prospects means understanding exacting who you are going to visit. 
Understand as much as you can about the company, its needs, how your product helps 
them earn or save money, and what problems they have that your product directly 
solves. By qualifying you will also have answers to some of the more typical decision 
making stalls used by people when they want to postpone the buying decision, including: 

• “I need to get approval for the expense” – because you know that you are 
meeting with the decision maker. 

• “We are not looking to buy right now” – because you know that they are in the 
market for your type of product or service. 

• “Business is slow right now” – because you know that they have been selling on 
target with their projections. 

• “I have too many things on my plate right now and will come back to it in a few 
months” – because you know that he or she is the individual charged with making 
this purchase. 

• “We already have a satisfactory vendor” – because you know that they are 
seeking a new vendor. 
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• “We don’t have the problem your product solves” – because you know what their 
hot button is and you know you do solve it.  

You know all this because you did your homework. You studied the company and 
tracked its announcements. You therefore are able to arrange a meeting with the right 
person, say the right things and respond with authority if and when you are confronted 
with a stall tactic. 

2. Establish Credibility – You need to convince your prospect that the product you are 
seeking to sell him or her is worthwhile, worthy and a genuine solution to the problems 
you proclaim it can resolve. You can do this if: 

• Your product really is worthwhile, worthy and a genuine solution to a problem 
they have. 

• You speak truthfully and refrain from making claims that are exaggerations (or 
worse, lies). This includes talking openly about shortcomings and what your 
company is doing to make corrections (one of which is listening to prospective 
clients and learning what features and functions they are seeking and including 
them in future versions). 

• Come prepared with client recommendations, so that they can see that their 
peers have already approved your credibility.  

Credibility is the soul of business relationships. Without it you will not survive, and so you 
must take the time and devote the energy required to establish and maintain credibility. 

3. Know Your Competitors – Just as you have selected a list of prospective customers, 
so too have your competitors, and chances are the two lists have lots of the same 
names on them. As customers, your targets will be interested in hearing from all parties 
seeking to sell to them prior to making their purchase. Or at least that will be their 
intention when they start out. Usually what happens along the way is that one salesman 
establishes a good rapport and manages to grab the customer midway through their 
search process. If you want to be the one left holding the client you need to know your 
competitors and be able to represent your company in relation to them. We mean: You 
need to know their products and what differentiates yours from theirs (as in, what makes 
yours better for the needs of the customer). And you need to achieve this in a way that 
has tremendous credibility. How? By doing your homework and presenting your findings 
to your prospect. So when your prospect says, “Thanks, but I’d like to see some other 
products out there before I make my final decision”, you should be able to say, “I know 
you’re busy. I’m in the industry. I know all the companies out there. Let me show you 
what I have discovered”. With that, you pull out a professionally prepared comparison 
chart that details all the competing products, their strengths, their weaknesses, costs, 
and services. Doing this will help you overcome your competitors. 

4. Know the Bigger Picture – Buyers need a lot of information these days. When 
considering a product, it helps them to know that you, as the salesperson, have a broad 
understanding of not only their needs, but also what creates those needs. This means 
that you need to understand the dynamics of the processes within which your product 
will be integrated. This way you will be able to overcome any objections that relate to 
process and the extent to which your product suits the needs of the company. 



5. Answer All Questions – If you don’t close a sale it is because you left questions 
unanswered. By voicing objections or using stalling tactics, the prospect is really telling 
you that he or she is not comfortable with what you are trying to sell. Their lack of 
comfort comes from not having all their questions answered. The complications set in 
when they aren’t asking the questions, which can happen because they either don’t 
know them themselves (but still feel like “something” is missing), or aren’t asking 
because they wanted to see if you understand enough about them and their needs to 
address the questions even without their asking. This means that you need to anticipate 
what questions might be asked and answer them even if they aren’t asked.  

6. Make the Right Presentation - Remember, the way you present yourself, your 
company and your product will cause the prospect to make assumptions about how 
you’ll treat them after the sale has been made. Be comprehensive and they’ll have 
confidence that you provide great support. Be forceful and they’ll think you’re in it for the 
quick buck. You need to know your prospect and create a presentation that meets their 
needs, suits their business style, and establishes a relationship with them on both a 
personal and professional level. 

So, sales made simple is really about process. It’s about knowing who you are sitting 
across from and establishing ties and credibility. It’s about offering the right product to 
the right person and using the right materials and claims to do it.  

Now that wasn’t really that hard, was it? 
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