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BUILDING A WINNING SALES TERRITORY PLAN 

BUILDING A WINNING SALES TERRITORY PLAN

STEPS

1. Analyze Sales Performance" by District/Region/Territory 


2. Identify "Opportunity" (High Potential /Low Performance)Territories 


3. Establish National Quarterly Sales Objectives 

4. Establish District/Regional/Territory Monthly and/or Quarterly sales goals 


5. Develop Sales Strategies and Tactics for each Customer Segment 

6. Develop a Quarterly Territory Action Plan 


7. Identify National Key Accounts and Develop Key Account Plans 

8. Develop a Key Account Plan for Top 2 Key Accounts
1. Analyze Sales Performance by District/Region/Territory 

· Utilize charts, graphs or bullets to analyze sales performance 

· Analyze sales at the level that makes sense for the Sales Manager: 

· Use examples from the Tool Box or create your own graphs 

· Analyze sales performance vs. BUSINESS PLAN 

· Analyze sales performance vs. the Competition 
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2. Identify "Opportunity" (High Potential/Low Performance) Territories and Develop Improvement Plans

Objective: Identify those territories that are underperforming and have large potential to grow market share and sales 

Writing Tips: You may also utilize this format to identify the Middle Performers (Grow the Business) and High Performing Territories (Customer Retention) 



3. Establish Quarterly BUSINESS PLAN objectives:

For each promoted product, select 1-2 Key Performance Indicators to measure on a quarterly basis.

Examples: Sales Dollars, Sales Volume, Market Share Switch, OR New Customer Capture

	KPI/Measurement
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4. Example: Establish Monthly/Quarterly New Customer Objectives

	Customers
	Jan
	Feb
	Mar
	Q1
	Apr
	May
	June
	Q2
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	Nov
	Dec
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Example: Establish Retained and New Customer Objectives

1. Establish Territory, District, and/or Regional level quarterly sales goals

-   This chart can be customized to meet your individual requirements or you can insert your own Goal setting format. 

	Territory #
	Q1
	Q2
	Q3
	Q4
	2008
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	Customers
	Jan
	Feb
	Mar
	Q1
	Apr
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	June
	Q2
	July
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	Territory #
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	June
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THIS IS ONLY A PARTIAL VIEW OF THE FULL DOCUMENT. 
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HOT BUTTON TOPIC FOR:
- Recruiters/Head Hunters - Business Schools/MBAs
- Startup Investors - Career Coaches/HR Planners





[image: image1.jpg]%xeéza’im

A Preview Version of
the Full Document




[image: image5.png]


[image: image6][image: image7][image: image8]
PAGE  
9

