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	Brief
	SMSA Sales Department will create a transparent and thoroughly developed plan for setting sales targets to achieve the company’s strategic business objectives.

	Purpose
	To describe the basic procedure for creating a Sales Management Plan. This procedure applies to Sales Management.

	Persons Affected
	All Sales Staff

	Responsibilities
	Sales Management is responsible for developing the Sales Management Plan and presented to other department managers for review and to top management for approval. 

Top management is responsible for reviewing and approving Sales Management Plan.

	Definitions
	Sales Cycle:
The average or typical period of time it takes to close a sale from the initial marketing or sales contact until an agreement to purchase. The sales cycle can vary in time, complexity & cost, according to the business proposition.

Sales Pipeline:
The numbers needed at various stages of the lead and sales process to reach sales goals (i.e. number of prospects, number of leads, number of sales calls, number of sales opportunities, and number of closed sales).

Sales Staff:
The professional sales staff that conducts sales calls, makes sales presentations, and prepares proposals and quotes.

Sales Administrators:
Sales assistants in the sales department that assist with various sales functions.

Sales Department:
All members of the sales department including sales staff, sales administrators and managers.

Conversion Rates:
The percentages or ratios at which numbers in the sales pipeline are converted (i.e. % suspects converted to prospects...% sales calls converted to sales opportunities).

	Guidelines
	

SALES MANAGEMENT PLAN OVERVIEW:

Sales Management shall be responsible for the creation of the overall goals and strategies of the Sales Department, which should be documented on a yearly basis in the Sales Management Plan, and approved by Top Management. 
The Sales Management Plan will coordinate with the Marketing Management Plan to implement the Sales Department portion of company goals and the customer life cycle.

DEVELOPING THE SALES MANAGEMENT PLAN:

Sales Management will, in conjunction with overarching company goals, document sales goals (which can be expressed in revenue, volume or both) by sales channel, by product or service and by International or Domestic, including – but not limited to – the following:

 Number of qualified leads; 
 Numbers of sales calls; 
 Number of closed sales per designated time period  day/week/month/quarter); and 
 Conversion rate goals (expressed in percentages or ratios). 

Sales Management will, according to information contained in the company VISION and MISSION and the Marketing Management Plan, describe sales strategies in the Sales Management Plan, such as:

 Strategies employed by the Sales Staff to qualify leads such as type of information collected and how the information will be employed to categorize leads; 
 Strategies employed by the Sales Administrators and the Sales Staff to set sales call appointments; and 
 Sales call Strategies employed by the Sales Staff to frame sales opportunities in ways that emphasize company strengths and competitor’s weaknesses. 

Sales Management will list the sales staff required (current and to be hired) to meet sales goals, and their assignments, in the Sales Management Plan, including:

 Professional sales staff (Industry Key Account Managers, Territory Managers and Telesales Executives) ; 
 Sales administrators; and 
 Sales Managers. 


Sales Management will list the types, frequency, and sources of marketing and sales reports to be submitted to Sales Management and to Top Management in the Sales Management Plan, including:

 Lead and qualified lead reports; 
 Sales call reports and sales plans; 
 Sales forecasts; and 
 Customer Reports
 Territory Performance 
 Product & Service Performances (Domestic & International)
 Sales Channels Performances. 

Sales Management will document the plan for holding and conducting regular sales staff meetings in the Sales Management Plan including:

 The frequency, time, and location, of sales department meetings; 
 Typical agenda topics for sales meetings 
 Necessary materials and forms to be completed for each meeting; and Regular meetings are held with Operations, Marketing and Customer Services Management to set strategies and goals for customer improvement and to review customer improvement activities.

EXECUTING THE SALES MANAGEMENT PLAN:

After the approval of the Sales Management Plan, Sales Management will communicate the plan to the sales department staff and other affected or associated departments. 

Sales Management will regularly review sales reports to ensure that every effort is being made to achieve the Sales Strategic Objectives. Sales Management will conduct regular sales meetings to review sales performance and plan future sales activities/strategies. Minutes will be kept of all Sales Meetings. 
 
Sales Management will regularly coordinate with Training Department to conduct sales department training and consider the business model for training frequency and categories. 





Typical training categories include the following:

 Product training; 
 Promotions, pricing, and other company sales related training; 
 General sales training – method, strategy, best practices, records; and 
 Interview, presentation, and appointment setting training. 

MONITORING & CORRECTING THE SALES MANAGEMENT PLAN

Sales Management will monitor sales by comparing Territory and Regional monthly/quarterly and year to date actual sales results against targets specified in the Sales Management Plan. 

Sales Management will, after finding causes for not reaching sales goals, attempt to correct shortfalls in revenue and or volumes through the following corrective action:

 Analysis of company service levels offered to customers (Operations, Customer Services and Credit Control) 
 Additional training and coaching to Sales Staff and Sales Management; 
 Better identification and qualification of leads; 
 Better identification of sales opportunities; 
 Better preparation for sales calls; 
 Better execution of sales calls and follow up communication; and 
 Better understanding and evaluation of competitor pricing policies.
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