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Learning Objectives:
After going through this module, you should be able to:

= Understand the place of selling in the marketing plan

= Apply marketing principles for crafting strategic sales plan

= Learn sales forecasting methods to make informed decisions

= Understand different tools to be used for crafting strategic sales plan

= Develop models for sales planning



The Principles of Marketing

/ \ People
Product Price P <./

The tangible goods or services your business Understanding the sweet spot that nails your How customers connect with real people throughout
provides, and whether that meets the profit margins without being too high for your the business process—an importa nt aspect to consider if
requirements and expectations of your customer, or so low that you risk going out of your business mostIy operates digitally

audience. business. )
Process \/
4 PS how smoothly a customer’s journey moves from
discovering your brand to receiving the product or
service.
Physical evidence~
Place Promotion
The ways (and places) in which your product or | The most obvious element of marketing refers to the number of physical results or, for digital service
service is sold or delivered. tactics like discounts, advertising and other ways companies, the way physical attributes like a website or
to reach and expand your target market. adverts support your brand and its overall marketing.

Source: https://99designs.com/blog/marketing-advertising/principles-of-marketing/



The Principles of Marketing

PRODUCT:

Veg & Non-Veg menu

Beverages
Frozen desserts

PROMOTION:
Happy Meals with free toys
Billboard ads -
Social media

PHYSICAL EVIDENCE:

McDonalds-Mascot
Social media accounts
Franchise buildings
Employee uniform

PRICE:

Very affordable-Starts @Rs 29
Range: Rs 29-Rs
Psychological pricing
Cost leader

PLACE:

Popular locations.
Across most cities like malls

MCDOnald's Drive -In & drive through options

®

B

PEOPLE:
Fast & Friendly Service

PROCESS:

Transparent to consumers
Uniform process worldwide

Source: https://www.marketingweekly.in/post/marketing-mix/



Strategic Sales Plan

: : : ., 7 -~ :
» A strategic sales plan is a portfolio of ideas, processes, and techncﬁogy that guides a

sales organization’s strategy and provides the resources and tactics for reaching sales
goals.

* |t defines your company’s go-to-market strategy and expected costs and returns.

 Sales strategy planning starts with executive and senior leadership working with sales
to set goals and define where your organization wants to end up in the next year.

* With goals in hand, sales leadership must then assess and determine the needs and
means to achieve those goals.



Strategic Sales Plan

* The defines the
organization’s overall direction and the
high-level ideas of how to move towards it.

* A corporate strategic plan generally
encompasses:

» The vision for the organization
» The company’s values

» The strategic focus areas

» The strategic objectives

STRATEGY » The most important KPIs




Strategic Sales Plan

* The is @ means to achieve the
goals of a specific business unit in the
organization.

STRATEGY
* A large Bank is a good example of an
organization selling multiple services in different

industries.
STRATEGY

* To name a few, it has business units in corporate
banking, wealth management, risk
management, and insurance. Each of these
business units would have distinct goals and a
distinct business strategy to achieve these goals.

STRATEGY




Strategic Sales Plan

STRATEGY

decisions are made by
Functional managers that are often described as
tactical decisions.

They are concerned with how the various
functions of an organization contribute to the
other strategy levels.

In simple terms, this is the strategy that will
guide the day-to-day work of employees and
will ultimately keep your organization moving in
the right direction.



Strategic Sales Plan
-~

* A strategic sales plan is a portfolio of ideas, processes, and technology that guides a
sales organization’s strategy and provides the resources and tactics for reaching sales
goals.

* |t defines your company’s go-to-market strategy and expected costs and returns.

 Sales strategy planning starts with executive and senior leadership working with sales
to set goals and define where your organization wants to end up in the next year.

* With goals in hand, sales leadership must then assess and determine the needs and
means to achieve those goals.



Strategic Sales Plan

A sales plan details; W
* The revenue objectives of the

The target audience M }) C
The tools the team will u eir day-to-day Q,M

The hurdles and pain points the team might encounter /
The contingency plans to overcome such hurdles

> A busmess planisa’ d] a sales planisa’
/
» A business plan is sales plan is

’\/\/\
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Strategic Sales Plan

* Every sales plan should suit the individual needs of a different company, so they
come in all shapes and sizes.

* There is no one-size-fits-all sales plan; the one you create will be unique to your

—~—

business. _

S
v Targeted accounts & Y\@/ Cé\’\l

v'Targeted verticals %(
v'SKUs (Stock Keeping Units) .~
v'Product road maps
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Steps to Create Strategic Sales Plan

Define objectives

Outline sales strategy

Collaborate with other departments
Provide tools to sales team

Track the progress

v
I
\/
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Steps to Create Strategic Sales Plan

Define objectives

Assess market

Outline sales
strategy

Define role of
sales team

Collaborate with
other departments

Provide tools to
sales team

Track the progress

e eee®

Who are your customers? Are they in-store customers?
* |If so, are they purchasing anything or just browsing?

Are they online customers?
* |f so, how did they stumble upon your website?
* Was it word of mouth?
* Was it through marketing efforts, suc\hyemail marketing, direct mail or social medi
* How many are new customers?

-

 How many are repeat customers? -
Where do you want your sales to come from?

What are some external and internal factors that could i
These include industry trends and economic conditions.
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Steps to Create Strategic Sales Plan

efneoniecives  * Create an v of your business situation in
relation to the goal you set in the firststep:
Assmaiet ¢ Rayjew your s . Take a look at your

| resources and how you can apply them to JUUTEUEI.—This
Yrtery can include personal relationships and competitive
advantages like new products or services.

ealos teamn  For example, if your goal is to |
: , you'd need to ask yourself some questions to
Collborate with examine your current situation:
other departments /
Provide tools to \/

—-/V
sales team /

Track the progress



Steps to Create Strategic Sales Plan

Define objectives

Assess market

Outline sales
strategy

Define role of
sales team

Collaborate with
other departments

Provide tools to
sales team

Track the progress

e Sales strategies are the our team will use to reach
customers.

* They can include marketing channels as well as procedures for lead
generation and client outreach employed by your salespeople:

o~ e
e

* Here are two examples of potential sales strategies:

e Use your POS7systeém to retain customer information so you can track current and new
customers.
* Employ email marketing, mobile marketing, social media, outbound call center services

and direct mail marketing campaigns. o

15



Steps to Create Strategic Sales Plan

Define objectives

Outline sales
strategy

Define role of sales
team

Collaborate with
other departments

Provide tools to
sales team

Track the progress

e Each member of the sales team should be , whether
they vary from person to person or everyone performs the same functions.

* Defining the sales direction of the team is crucial, as it shows the focus of
the company and helps the team

 The plan of attack for the sales team should be
, Whether it is from team leaders or the CEO.
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Steps to Create Strategic Sales Plan

Define
objectives

Outline sales
strategy

Define role of
sales team

Collaborate with
other departments

Provide tools to
sales team

Track the
progress

* Clearly outline your plan for the rest of the company to help them
understand the goals and procedures of the sales team.

e Other departments become when interacting with the sales
team and clients.

* This also conveys a certain to the
clients about the company.
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Steps to Create Strategic Sales Plan

Define objectives

Assess market

Outline sales
strategy

Define role of
sales team

Collaborate with
other departments

Provide tools to sales
team

Track the progress

 Provide the tools each member of the sales team needs to achieve the

stated goals, such as customer relationship management (CRM) software.

* The best CRM software is customizable to meet a company’s needs,

making it much easier for your team to use the software and work

efficiently.

Best for Project Best for Visual Sales Best for COmplete
Best fur Small Businesszas Best for E-commerce
Management Plpelines Customer Life Cycle

monday.com Sales CRM

PipeDrive

NetSuite CRM

/
https://www.businessnewsdaily.com/7839-best-crm-software.html
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Steps to Create Strategic Sales Plan

e Offer strategic direction and insight on how progress will be monitored.

-

Asess market * Having a to assess whether the company is on target is
just as important as the plan itself.

Define objectives

Outline sales
strategy

. Keeping it up to date will
Define role of help you capitalize on the market and achieve your goals.

sales team

oo Tracking progress is made easier by the tools you use to collect data. That
data will then have to be analyzed—aﬁd*presentea in a way which all
Provide tools to departments can understand and useferfuture growth:

sales team -

Track the progress
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How Marketing Principles Influences Strategic Sales Plan?

To start, make sure that your product—meaning the product or service you’re selling—should fulfill
one of your customers’ speC|f|c needs. You should always be working to hone your product’s competitive edge

toc e beftte O 1a Sales.

Your price, as you can probably imagine, isn’t just about profit. Instead, it’s about what your customers

are willing to pay. As well as the perception your price creates around your product (e.g., an affordable
solution ofa high-end status symbol).

The “place” refers to how you distribute your products, whether that means online e-commerce sales
or offline distribution. Strategies like placing your product with the right retailers and offering convenient
distribution. For example, can help you get a leg up over the competition.

— R

—

The right promotional strategies can help you bring all of the Four P’s together. Whether you’re
leveraging social media, online ads, or blog posts to make yourself heard. It’s important to consider how
you’re communicating your offerings to your audience.
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