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Personal Information 

Name:

Sales Area:

1. My Personal MISSION 

Statement:  The way I see my work 

(my MISSION) leads to what I do (my 

ATTITUDES and BEHAVIORS); and 

what I do leads to the RESULTS I get 

in my life. (Covey, 1994)


Planning Period:

THE MISSION of my

work as a Field Marketer

(In what way is my personal MISSION aligned

with the MISSION of my organization?) 

2. Market Segments: A market segment is a group of customers that have similar wants, needs and 

decision-making processes. What are the three primary market segments for which I can develop special-
ized approaches and programs in order to tailor product and service “bundles” that will match their 
needs?   (A targeted market segment or customer group must be measurable, accessible and profitable.) 

Market Segment I
Market Segment II
Market Segment III

3.  Marketing Strategies:  Marketing involves the process of anticipating, adjusting, and adapting to 

the change going on within my company, my market and within individual key accounts. As I develop a 

“strategy” for working with targeted segments (I, II, III listed above), I need to identify the changes fac-

ing them.  I need to uncover any unresolved problems, issues or needs that change is creating.  And, I 

need to take advantage of the opportunities available for me and my support team to provide workable 

solutions? 

   Situation / Strategy for Segment I 

    Situation / Strategy for Segment II 

    Situation / Strategy for Segment III 
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4a.  PERSONAL S.W.O.T. ANALYSIS:  Considering me as an individual, my support team and 

my company, what are ... 

   My Strengths: 

(Something that I or my company is 
good at doing or a characteristic that 
gives us an important capability.) 

   My Weaknesses: (Something 

that I or my company lacks or does 
poorly in comparison to others, or a 
condition that puts us at a disadvan-
tage.) 

   My Opportunities: 

(What opportunities are there that I 
or my company have sufficient skills 
or resources to pursue which have a 
realistic chance for success?) 

   My Threats: 

(What threats are there that I am con-
cerned about for which I need to de-
velop a strategy to minimize or defend 
against?) 

4b. COMPETITIVE S.W.O.T. ANALYSIS: Who is my competition?  How would I evaluate his 

or her strengths as a person?  How about the company’s products and services that I compete against? 

What are their … 


Strengths:

(Something that my competitor is par-
ticularly good at doing or a charac-
teristic that gives them an important 
advantage or capability.) 


Weaknesses:

(Something that my competitor lacks 
or does poorly in comparison to oth-
ers, or me—or a condition that puts 
them at a disadvantage.) 


Opportunities:

(What opportunities are there for my 
competitor for which they have suffi-
cient skills or resources to pursue and 
which promise success?) 


Threats:

(What are the threats that face my 

competitor?  What are their defensive 
strategies to minimize these threats?) 

PARTIAL VIEW OF DOCUMENT – REMAINDER INTENTIONALLY LEFT BLANK.  
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Over 12,000 users in 40 countries.

All continents.

#1 with: \
- Global 500/Fortune 500 Jack Avington L
- Startups & Venture Capital Exec Recruiters.
- Freelancers & MBA Students P .

Loved by executive recruiters
as a place to find top "skills gap
qualified” candidates.

Majority of users/subscribers either:
- got a big total pay raise
- got promoted/bigger position
- learnt & felt more challenged
- created "free time" for life

Everybody above can't all be
wrong. Can they?

Still uncertain? Still skeptical?

Thoughts li /
EACH) Fear blinds. 2%

Jeremy Sheltford
Venture Capital
Managing Partner
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HOT BUTTON TOPIC FOR:
- Recruiters/Head Hunters - Business Schools/MBAs
- Startup Investors - Career Coaches/HR Planners
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