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10 Key Parts of a
Kick-Ass Sales Strategy



1. Revenue Goal(s)

2. |ldeal Customer Profile
3. Target Client List

4. Assessment (SWOT Analysis)
5. Positioning Statement(s)
6. Value Props
/. Lead Gen Strategy
3. Funnel
?. Measurement
10. Resource Assessment
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Revenue Goal(s)
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By quarter
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By product/brand.
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. By quarter



Be Specific



IDEAL
CUSTOMER



Building an
ldeal Customer
Profile
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Discount

Profit

Resource allocation
Repeat Business
Customer Relationship
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2. Company Size Location

3. Number of locations

4. Type of equipment they use
5. Their client base



1. Industry/Vertical

2. Company Size Location

3. Number of locations

4. Type of equipment they use
5. Their client base



UL B W IN -

. Industry/Vertical

. Company Size Location

. Number of locations

. Type of equipment they use
. Their client base



1. Industry/Vertical

2. Company Size Location

3. Number of locations

4. Type of equipment they use
5. Their client base



1. Industry/Vertical

2. Company Size Location

3. Number of locations

4. Type of equipment they use
5. Their client base



iy My
J Ses iy




1. Attitude

2. Infrastructure
3. Resources

4. Fiscal Health
5. Growth
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Geographic

-
Market

agmentatic Demographic

Behavioral

Psychographic
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Fit our ideal customer criteria
Huge revenue potential
ldentified a need publically
Logo that will give us
credibility in the market
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Fit our ideal customer criteria
Huge revenue potential
ldentified a need publically
Logo that will give us
credibility in the market



Assessment
(SWOT)



Be Clear



Leverage
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Positioning Statement



1. Low-price leader?

2. Low-tech solution?

3. Socially responsible solution?

4. Answer for growing
companies?
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MOTIVATING SALES AND LOYALTY THROUGH
SHARED PASSION AND PURPOSE

Stan Phelps & Graeme Newell

Foreword by David Howitt
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For Your Sales Team



Value Props



Creating a Value Prop



Ask Yourself



What problem is my
client having that |
can impact or solve?



What is unique about
the way | solve this
problem?



Create a
Statement that:



Ties your unique
solution to their
specific problem



Make it about
vour Buyer






Lead Gen Strategy






Sales Lead Gen



1. Existing Customers
2. Referrals

3. Networking

4. Outbound calling
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Funnel



Sales Funnel

-Target

-Build Brand
Awareness

.Develop Interest

Prospect

A potential fit is clear

-Develop interest
.Determine needs

Qualify

A possible order is
determined

.Determine needs Verify A possible order is
.Educate verified
. Customer will likely
Close the business ClOSE olace an order




salesforce




Measurement



Track your...

 Ratio of leads to closes
* Length of yours sales cycle
 Next actions and progress
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Prioritize



Resource Assessment
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Budget
Sales Team

Sales Support
Sales Enablement Tools
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Resource Allocation



Ready?
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