Key Areas Of A Sales Strateqy

In the next few paragraphs we are going to outline some of the key areas that makea e
* sales strategy, the format for this will be a mixture of some key deflnltlons combined with
.. some thought provoking questions.

oals =

e The first stage of any Sales Strategy is to understand your goals, or in other
words what exactly do you as a company want to be and to achieve, in the :-

o Short Term ( 0to 12 months)
o Mid Term ( 12 to 24 months )
0 Long Term ( 24 to 60 months)
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The key requirement of good quality goals is that they need to be quantifiable and
measurable to such a degree that it would be easy to recognise exactly what is wanted
and to be able to know if it has in fact been achieved.

I n our work as consultants we often see goal st
become a top sales organisationdé, this is too v
guantified and would be difficult to measure as
your market sector, in products or services, customer satisfaction etc and what would be

the measures, sales turnover, profit, customer satisfaction index etc.

The more precise and accurate you can make your goals the greater the opportunity will
be for you to implement correct and effective objectives and actions that will be needed
to ensure you achieve them.

Objectives

Objectives are the bite size stages of a goal that when completed will deliver that
goal. Once again like goals, objectives need to be quantifiable and measurable.
A good tool that can be used to define goals and objectives is the SMART
methodology :-

Specific i What do you want ?

Measurable i How will you measure success?

Achievable i Is it realistic, can it be done?

Results Orientated i Will it produce the required business results?
Time i When will it be done?
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Once goals and objectives have been decided the next stage of a sales strategy is to
give some thought to whom you will sell to and how you will need to sell.

What Is Your Marketplace?

This is where you need to decide who in fact will buy your products and services, what
will be the profile of a typical potential customer. Once you know this you can
concentrate all your efforts in the right direction on the people that will buy.

© Ash Viney Ltd 2010 email info@ashviney.co.uk
www.ashviney.co.uk call 0800 6125347

A Oy



