CTSI Sales Plan

Nicoya’s President’s Club Enrollment Goals

· Create new enrollment exceeding 20 individuals monthly by April of 2000.

· Create new enrollment exceeding 40 individuals monthly by July of 2000.

Nicoya’s Executive’s Club Enrollment Goals

· Create new enrollment exceeding 5 individuals monthly by April of 2000.

· Create new enrollment exceeding 15 individuals monthly by July of 2000.

Nicoya’s Personal Income Goals

· Generate a commission income exceeding $4,170 monthly by April of 2000.

· Generate a commission income exceeding $16,900 monthly by July of 2000.

Sales Professional’s President’s Club Goals

· Create new enrollment exceeding 10 individuals by April of 2000.

· Create new enrollment exceeding 20 individuals monthly by July of 2000.

Sales Professional’s Executive’s Club Goals:

· Create new enrollment exceeding 2 individuals monthly by April of 2000.

· Create new enrollment exceeding 8 individuals monthly by July of 2000.

Sales Professional’s Minimum Income Goals

· Achieve a commission income exceeding $8,000 monthly by July of 2000.

Enabling Objectives to Achieve Goals

50% of new business for PC is to be generated by utilizing the current referral source of new clients, potential new clients, friends, alliances, and suppliers (vendors). Another 25% of new business is to be generated from lead sources such as advertisements on the radio, and print. The remaining 25% is to be generated from active marketing such as mailers, networking, and cold calling.

Logical Order of Intermediate Steps

First, utilize the four-touch process for procuring new prospective clients. This process includes a mass mailing in the form of a post card, a personalized letter, a phone call, and finally a face-to-face meeting. This process shall be tracked in GoldMine. Also, a minimum of 3 networking events must be attended monthly. In addition, one free seminar to an organization will be orchestrated monthly. Finally, a weekly system for cold calling will be implemented. The result of these activities must generate a minimum of two face-to-face meetings for each sales professional a day. 

Once two face-to-face meetings a day with potential clients are being achieved, a 50% closing ratio guarantees the minimum of sales goals being accomplished.

Barriers Between Me & My Objectives

Potential barriers include the office manager position not being filled in a timely manner or by someone skilled in the necessary expertise. Another barrier is the training of new sales professionals taking up the time otherwise used for creating new sales calls. Finally, there may develop a barrier of course times and places to accommodate the influx of new clients.

A weekly measure of what it takes to get what I want:

	
	Monday
	Tuesday
	Wednesday
	Thursday
	Friday

	Early AM
	Coaching/
Sales Meeting
	President’s Club
	Administrate
	Misc.
	Record Keeping

	Late AM
	Cold Calls
	Client Service
	Cold Calls
	Client Service
	Administrate

	Early PM
	Appointment
	Appointment
	Appointment
	Appointment
	Appointment

	Late PM
	Mass Faxes
	Mass Mailing
	Follow-up Calls
	Networking
	Review Next Week


Accountability, and Lots of It

Schedule and attend a weekly coaching, planning, and business meeting with Michael to assess business and personal goals, accomplishments, and weaknesses. Set weekly goals for procuring new business and servicing current clients. When these goals are not achieved accountability either financially or timely will be paid. 

Step 1:  Exploitable Sales Opportunities

1. CTSI’s products and services include management & sales coaching & training. It also includes various tapes and books to compliment the training.

2. The management & sales coaching & training industry in general.

3. The competition and their market penetration.

4. The market potential in Arizona and the United States.

5. Business trends in different market segments.

Step 2:  Territory & Sales Objectives

1. The most profitable service to sell is the Management training or Executive’s Club. 

2. The accounts of weak competitors to pursue include unsatisfied clients of Brad Ferguson, Connie _______ and other sales trainers.

3. Prime market segments in the US include the mortgage & real estate industries, mid sized business owners, and sales managers.

4. Groups of specific prospects to contact include free seminar opportunities, mid sized business owners, sales professionals currently engaged in any self-improvement training, and managers looking to achieve the next level of success.

Step 3:  Objectives of total sales or volume of territory & individual accounts

1. Time management

2. Territory management

a. Frequency & priority of calls

b. Methods of contracting prospects

c. Promotional aids

d. Prospecting plans

Step 4:  Account Strategies & Opportunities - Michael

1. Prospect’s purchasing behavior and needs.

2. Characteristics of the prospect’s company (see Michael about the numbers we went over a few weeks ago).

3. Overall industry the prospect is in.

4. Actual or potential competition.

5. Individual account sales goals.

a. Long term

b. Per call

Step 5:  The Sales Call

1. The two-call no-close process.

2. Referrals, up-selling, and competition.

Step 6:  Control the Data

1. Keep the data to know if you get what you measure.

2. Re-evaluate the data and correct problems with achieving objectives.

