erritory Planning:
he Missing Sales Process

by STEVE LIPPOCK va mote than ever before,

territory salespeople need a
plan. Calling down an alphabeti-
cal list of customers or prospects,
or even planning geographic
routes by zip code just doesn't
work, In order to maintain terri-
tory productivicy, let alone grow
sales, salespeople must think
more like businesspeople, and less

| like product pushers. In order to
compete in today's economy, one

must provide value beyond prod-
uct and price. This means spend-
ing more time with customers

who are most likely to recognize
and reward value-added services,
and the least amount of time pos-

sible with customers who wanr a
sales rep who simply takes orders.
Therefore, a salesperson must

manage their territory like a busi-

ness, and develop a territory strat-
egy that is supported by a tactical
action plan to focus their efforts.
They need a territary-level busi-
ness plan.

The Challenge to
. }FRD{DJ Territory Planning

We constantly urge our sales-
peaple to trear their tertitory like
*“There has to be more to business than just piling up big numbers.” “vour own business franchise.
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