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4-Step Process to Developing an Effective 
Rollout Strategy for your Business 

 

1. Define Vision: Capability Identification & Growth Objectives 
2. Gather Requirements: GTM Strategy & Planning Artifacts (e.g., Market Research) 
3. Develop Future State: Formulating Growth Strategies 
4. Develop Roll Out Plan: 

a.  Sales Team Structure and Management Plan 
b. Sales Enablement Development Plan 
c. Customer Experience Management Plan 
d.  Implementation & Execution Plan 
e. Monitoring and Evaluation Plan 
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Capability Identification 

Whether you're a startup launching with a game-changing innovation or an established 
company unveiling a new offering, clearly understanding your technological foundation is 
crucial before embarking on your go-to-market journey. This understanding forms the bedrock 
upon which you build your strategy, ensuring every step is aligned with your core capabilities and 
maximizes your impact. 

Why start here? 

• Clarity of Offering: Pinpointing your technology or capability defines what you bring to the 
table. This clarity forms the basis for a coherent go-to-market strategy, ensuring messaging 
and actions resonate with your audience. 

• Market Alignment: By understanding your technology's unique strengths and value 
proposition, you can assess its relevance to market needs and identify opportunities for 
impactful application. This alignment fuels a strategy that truly resonates with your target 
audience. 

• Strategic Differentiation: Your technology or capability is often the cornerstone of your 
competitive edge. Identifying it first allows you to leverage its strengths and craft a 
compelling differentiation strategy, setting you apart from the competition. 

This clarity becomes the foundation for further strategic planning and development. 

Strategy Formulation 

This step is where your organizational goals and revenue targets take center stage. The chosen go-
to-market strategy acts as the roadmap, ensuring seamless alignment with your wider 
aspirations. 

The chosen go-to-market strategy should align with the overarching goals of the organization. 
Strategic Options:  

• First Mover: Be the first to market, potentially capturing substantial market share and 
building brand awareness. 

• Fast Follower: Quickly follow the early mover while capitalizing on their initial efforts and 
addressing potential shortcomings. Emphasizes learning from early adopters and 
improving on their offerings. 

• Late Entrant: Leverage learnings from pioneers and avoid early risks, entering with a 
refined product or service. 

• Niche Strategy: Focus on a specific segment with unique needs, minimizing competition 
and maximizing expertise. 
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There's no one-size-fits-all solution. Your Value Creation Plan, a comprehensive document 
detailing organizational goals, target markets, competitive landscape, and financial projections, 
plays a critical role in guiding your strategy selection. Through market research, competitor 
analysis, and internal discussions, you'll carefully evaluate different options based on: 

• Industry dynamics: Is the market rapidly evolving or relatively stable? Are there dominant 
players? 

• Target market characteristics: Who are your ideal customers? What are their needs and 
challenges? 

• Competitive landscape: Are there already established players? What are their strengths 
and weaknesses? 

• Resource availability: Do you have the resources (financial, human, etc.) to support 
different strategies? 

By considering these factors and utilizing metrics like market size, growth potential, and 
competitor analysis, you can select the go-to-market strategy that best positions your product or 
service for long-term success. 

Early movers get first shot at building the moat, however, a Niche Strategy might not ever face 
significant competition.  

Key Output: Value Creation plan, a strategic document that defines organizational goals, revenue 
targets and helps align chosen strategy with these overarching goals. 

GTM Planning  
Market Research and Analysis 

1. Understand Your Market 
• Market Segmentation: Segmenting your market involves analyzing it to create distinct 

groups based on factors like demographics, psychographics, behavior, and needs. This 
process informs various aspects of your business strategy, from product development to 
sales enablement. 

• Market Trends: In addition to understanding market segments, it's crucial to analyze 
current trends and forecasts within your industry. This broader perspective helps in 
identifying emerging opportunities and potential threats. 

2. Competitor Analysis 

• Identify Competitors: List both direct and indirect competitors to gain a comprehensive 
understanding of the competitive landscape within each market segment. 

• SWOT Analysis: Conducting a SWOT analysis on competitors helps in assessing their 
strengths, weaknesses, opportunities, and threats within each segmented market. 
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• Competitive Positioning: Based on your analysis, determine how you can position your 
product or service uniquely within each market segment to gain a competitive advantage. 

3. Customer Analysis 

• Customer Needs and Pain Points: Understanding the needs and pain points of customers 
within each segment is crucial for tailoring your offerings and communication strategies 
effectively. 

• Buyer Personas: Develop detailed profiles of your ideal customers within each segment to 
guide your marketing and sales efforts.  

Define Offering Opportunities and Diversify Revenue Streams 
1. Evaluate Current Offerings: Analyze your existing products or services to identify strengths, 

weaknesses, and opportunities for improvement. 
2. Identify New Revenue Streams: Look for opportunities to introduce new products, services, or 

business models that can generate additional revenue. 
3. Cross-Selling and Upselling: Develop strategies to cross-sell and upsell to existing customers, 

maximizing the revenue potential from your customer base. 

Product Positioning and Differentiation 
1. Developing a clear and compelling value proposition for the chosen target segments and 

differentiating the product or solution from competitors in the market. 
2. Integrating customer journey mapping with this step can further refine your understanding of your 

target audience's needs and pain points, leading to a more effective value proposition. 
3. Don't set your value proposition and positioning in stone. Test them with your target audience and 

iterate based on their feedback to ensure they resonate and accurately reflect your competitive 
advantage. 

Market Entry Planning 

1. Local adaptation: 

Adapting marketing materials, distribution channels, and pricing strategies to local cultural and 
legal requirements is crucial for successful market entry. This ensures that your offerings 
resonate with the target audience and comply with local regulations, thus fostering trust and 
acceptance. Considerations include language localization, cultural sensitivities, legal 
compliance, and adapting product features to meet local preferences or requirements. 

2. Contingency planning: 

Developing contingency plans is essential to mitigate risks associated with unforeseen 
challenges such as competition, economic downturns, or supply chain disruptions. This involves 
identifying potential threats, assessing their impact, and developing strategies to minimize 
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disruptions. Strategies may include diversifying suppliers, creating flexible pricing models, or 
establishing alternative distribution channels. 

3. Sustainability and social impact: 

Aligning your market entry with local sustainability and social impact goals not only enhances 
your brand reputation but also fosters long-term relationships with stakeholders. This involves 
integrating sustainable practices into your business operations, such as reducing carbon 
footprint, promoting ethical sourcing, or supporting local communities. By demonstrating a 
commitment to environmental and social responsibility, you can gain the trust and loyalty of 
consumers and stakeholders. 

4. Define Client Targets: 

Identifying and defining specific client targets allows for more focused and effective marketing 
efforts. Tailoring strategies for different customer segments involves understanding their unique 
needs, preferences, and behaviors. This may require segment-specific approaches, personalized 
sales strategies, and targeted messaging to resonate with each segment. 

5. Tailor Strategies for Different Customer Segments: 

Segment-specific approaches involve customizing sales strategies to address the distinct needs 
and preferences of different customer segments. Personalization plays a key role in enhancing 
customer engagement and satisfaction by delivering relevant and meaningful interactions. 
Utilizing data and insights enables businesses to tailor their sales approach, increasing the 
likelihood of success. 

6. Formulate Specific Execution Approaches Likely to Resonate with the Target Audience: 

Understanding your target audience is essential for formulating execution approaches that 
resonate with them. Conducting thorough audience research helps identify their pain points, 
preferences, and decision-making processes. Crafting compelling messages and positioning your 
offerings effectively enhances brand perception and drives customer engagement. Channel 
optimization involves identifying the most effective channels to reach and engage your target 
audience, ensuring maximum impact and ROI. 

Define Growth Objectives 
Set SMART Goals 

• Specific: Clearly define what you want to achieve. 
• Measurable: Ensure your goals can be quantified. 
• Achievable: Set realistic goals that are attainable. 
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• Relevant: Align your goals with your overall business objectives. 
• Time-bound: Set deadlines for achieving your goals. 

Establish Revenue Targets 

Set specific revenue targets based on historical data and market analysis. 

Customer Acquisition and Retention Goals 

Set targets for acquiring new customers and retaining existing ones. 

Formulating Growth Strategies 
Business Development 

Business development encompasses a broad set of strategies and activities aimed at growing a business. It 
involves identifying opportunities for growth, establishing partnerships, exploring new markets, and 
creating long-term value for the company. Business development professionals work to expand the 
company's reach, increase revenue streams, and build strategic relationships. 
Business development representatives focus on identifying and nurturing relationships with potential 
clients, partners, or opportunities that can contribute to the long-term growth of the business. 

Business Development Tactics 
• Channel Strategy Development (Direct/ Indirect Sales) 
• Partnership development 
• Market expansion 
• Product development 
• Strategic planning 
• Identifying growth opportunities 

Business Development Process, using the Bulls Eye Framework* 
1. Brainstorm to narrow down potential Sales & Marketing Tactic options. First go wide. Brainstorm at 

least 1 sales & marketing idea for each tactic. Define “success” for each idea (Leads? Sales? 
“Buzz”?) 

2. Triage: This is where the "bullseye" concept comes into play. Refer to the image. Begin by placing all 
your initial ideas in the outermost ring. Next, refine them to be 10% more feasible. Which of these 
ideas seems the most practical? Consider your competitors. Do some research or seek advice. 
Remember, it doesn't need to be perfect. 

3. Test: Select three to five of your most promising ideas and conduct experiments on them. Ensure 
that each experiment is cheap and lasts no longer than a month. Set up your tests to gather reliable 
data. If the tests do not yield successful results, choose new ideas and repeat the process. Each 
experiment should address at least the following questions: 
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• What is the cost of acquiring a customer through this approach? 
• How many potential customers can be reached through this approach? 
• Do these customers meet our current needs? 

The data collected will guide your next steps. 

4. LASER FOCUS: Often, a single marketing channel brings in 80% of your customers. Identify the 
most effective test and fully explore it. Maximize customer acquisition by refining your message, 
timing, and target audience. Continuously gather data to optimize results, examples:  
• How many potential customers visit my site? 
• What are the demographics of my top and bottom-performing customers? 
• Do customers who engage with staff stay longer? 

5. Many businesses fail to complete the cycle. Use the insights you gain to steer your business 
decisions. Let your marketing data shape the development of your product. In top-tier companies, 
there is a symbiotic relationship between sales and product development. 

*Source: Traction, by Gabriel Weinberg. 

Sales & Marketing 

Lead Management Process 
1. New Lead / Hand-Raiser: When someone enters your database (usually by filling out a form on your 

website), they’re considered a new lead. If they explicitly request a sales conversation (a “hand-
raiser”), they bypass marketing and proceed directly to sales. 

2. Marketing Qualified Lead (MQL): Marketing filters out unsuitable leads. For example, competitors or 
leads from countries where you don’t do business are excluded. MQLs are marked as such after 
this initial qualification. 

3. Sales Qualified Lead (SQL): Sales evaluates MQLs to determine if they’re worth direct contact. 
Factors include budget, company fit, and other criteria. If suitable, they become SQLs. 

4. Opportunity / Prospect: SQLs engage with the sales process, showing signs of potential purchase. 
Sales further qualifies them at this stage. 

Sales Overview 
Sales focuses on the direct process of selling products or services to customers. It involves activities 
aimed at converting potential leads into paying customers through various channels such as face-to-face 
interactions, phone calls, or online transactions. Sales representatives are primarily responsible for closing 
deals and meeting revenue targets. 

Sales representatives focus on converting leads into paying customers by effectively presenting products 
or services, addressing customer needs, and closing deals.  

Sales Tactics 
1. Inside Sales: Sales activities conducted remotely, typically via phone calls, emails, or online 

meetings. Inside sales representatives handle the sales process from an office setting, focusing on 
lead qualification, nurturing, and closing deals without the need for physical travel. 
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2. Outside Sales: Sales activities that involve face-to-face interactions with potential clients. Outside 
sales representatives travel to meet clients at their locations, build relationships, and close deals 
through direct, personal engagement. 

3. Account-Based Sales: A strategic approach where sales efforts are focused on specific high-value 
accounts rather than a broad audience. This involves personalized outreach and tailored solutions 
to meet the unique needs of each account, often involving close collaboration with marketing to 
create targeted campaigns. 

4. Transactional Sales: Sales activities focused on quick, single transactions with customers. The 
emphasis is on efficiency and volume, often involving lower-value products or services with shorter 
sales cycles. 

5. Consultative Sales: A sales approach that emphasizes building a relationship with the customer 
and understanding their needs to provide tailored solutions. This method is often used for complex 
or high-value products and services, requiring a deep understanding of the customer's business. 

6. Channel Sales: Selling products or services through third-party partners or intermediaries, such as 
resellers, distributors, or agents. Channel sales involve managing relationships with these partners 
to reach a broader market. 

Sales Funnel & Pipeline Management 
1. Prospecting: 

• Define Client Targets: Clearly identify your ideal clients based on data, industry, and other 
relevant factors. 

• Identify & Segment Client Targets: Use tools like LinkedIn Sales Navigator, ZoomInfo, or 
alternatives like Hunter.io to gather additional sales intelligence. Segment your targets for more 
effective outreach. 

2. Connecting: 
• Personalized Lead Generation Outreach: Prioritize LinkedIn, followed by email and phone. 

Reach out based on insights to ensure relevance. 
3. Qualifying & Nurturing: 

• Pipeline Focus: Concentrate on leads most likely to convert. Nurture these prospects with 
relevant content and personalized communication. 

4. Presenting & Following Up: 
• Showcase Your Offering: Present your product or service, addressing objections and concerns. 
• Follow Up: Stay engaged after the presentation. Address any lingering doubts or questions. 

5. Closing: 
• Final Negotiations: Seal the deal by negotiating terms and conditions. 
• Decision-Makers: Get buy-in from key decision-makers. 

6. Measure, Review & Adjust: 
• Continuously analyze results. Adjust your approach based on feedback and performance 

metrics. 
7. Retention: Ensure customer satisfaction and encourage repeat business. 
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Marketing Overview 
Marketing is the strategic practice of promoting and selling products or services to customers. It involves 
understanding customer needs and preferences, creating value through products or services, and 
communicating that value to target audiences through various channels. Marketing aims to attract, engage, 
and retain customers while achieving the company's business goals. 

Marketing Tactics:  
1. Affiliate Programs: Marketing strategies where businesses reward external partners (affiliates) for 

driving traffic or sales through the affiliate's marketing efforts, typically via a commission-based 
model. 

2. Blogs: are regularly updated websites or web pages, usually run by individuals or small groups, that 
provide information or commentary on specific topics. Businesses use blogs to engage audiences, 
share expertise, and improve SEO. 

3. Publicity: involves gaining public visibility or awareness for a product, service, or company through 
media coverage without direct payment, relying on news stories, press releases, and other media 
outlets. 

4. Unconventional PR: also known as guerilla marketing, uses innovative, low-cost methods to 
generate buzz and public attention, often through stunts, viral content, or unique public 
interactions. 

5. Search Engine Marketing (SEM): involves promoting websites by increasing their visibility in search 
engine results through paid advertising. It includes tactics like pay-per-click (PPC) ads and paid 
search listings. 

6. Social & Display Ads: are paid advertisements that appear on social media platforms and various 
websites, often in the form of banners, videos, or interactive content. They aim to attract and 
engage target audiences. 

7. Offline Ads: refer to traditional advertising methods not involving the internet, such as print ads, 
billboards, TV commercials, and radio spots. They aim to reach audiences in physical, non-digital 
environments. 

8. SEO (Search Engine Optimization): involves optimizing a website to improve its ranking in search 
engine results pages organically. It includes techniques like keyword research, content creation, 
and improving site structure to enhance visibility. 

9. Content Marketing: focuses on creating and distributing valuable, relevant content to attract and 
retain a target audience. It includes blogs, videos, infographics, and other media designed to 
provide information and build trust. 

10. Email Marketing: uses targeted emails to communicate with potential and existing customers. It 
involves sending newsletters, promotional offers, and personalized messages to drive engagement 
and sales. 

11. Eng as Marketing (Engineering as Marketing): involves creating useful tools, calculators, or widgets 
that attract users and provide value, leading to customer acquisition. It leverages engineering 
resources to build products that market themselves. 

12. Viral Marketing: aims to create content that users will share widely, spreading rapidly across social 
networks. It leverages the power of word-of-mouth and social sharing to increase brand awareness. 
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13. Existing Platforms: refer to leveraging established digital platforms (like Amazon, eBay, or social 
media networks) to promote and sell products or services, utilizing their built-in audiences and 
tools. 

14. Trade Shows: are events where companies from specific industries showcase their products and 
services, network, and engage with potential customers and partners. They provide opportunities 
for direct interactions and lead generation. 

15. Offline Events: are in-person gatherings organized by businesses to engage with their audience, 
such as workshops, conferences, or product launches. They help build relationships and provide 
hands-on experiences. 

16. Speaking Events: involve business representatives giving talks or presentations at conferences, 
seminars, or industry gatherings. They aim to share knowledge, establish authority, and connect 
with audiences. 

17. Community Building: involves creating and nurturing a group of loyal customers or followers around 
a brand or product. It includes activities like hosting forums, social media groups, and offline 
meetups to foster engagement and loyalty. 

Marketing Funnel 
1. Awareness: Top of funnel. When someone becomes aware of your brand, product, or service. 
2. Interest: Middle of funnel. When someone expresses interest in your product or service. 
3. Consideration: When someone evaluates your product or service and compares it with other 

options. 
4. Conversion: Bottom of Funnel. When someone becomes a customer and makes a purchase 

Partnerships/Alliances 
Partnerships and alliances are collaborative relationships formed between two or more entities with the 
aim of achieving mutually beneficial goals. These relationships can take various forms and often involve the 
sharing of resources, knowledge, and risks to achieve common objectives. Partnerships and alliances can 
range from formal agreements such as joint ventures and licensing agreements to more informal 
collaborations like co-marketing alliances and distribution partnerships. The primary focus is on leveraging 
each other's strengths to enhance competitiveness, expand market reach, and drive growth. 

1. White Label Business Model: One company produces a product or service, and other companies 
rebrand and sell it as their own. This is a form of partnership where both companies benefit from 
each other's strengths – the producer focuses on manufacturing, while the seller focuses on 
marketing and distribution. 

2. Strategic Partnership: involves two or more businesses collaborating to achieve mutually beneficial 
goals. These partnerships are often long-term and strategic in nature, involving shared resources, 
knowledge, and risks to achieve common objectives. 

3. Supplier Partnership: This involves a close, long-term relationship between a company and its 
suppliers. The goal is to improve the efficiency, quality, and innovation in the supply chain. This type 
of partnership focuses on mutual benefits and collaboration rather than a simple buyer-seller 
relationship. 
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4. Joint Ventures: are a business arrangement where two or more parties agree to pool their resources 
for a specific task, project, or business activity. Each party shares the risks, costs, and rewards 
associated with the venture. 

5. Collaborations: can take many forms, but generally involve two or more companies working 
together on a project or initiative. This can include research and development, marketing 
campaigns, or product development. 

6. Licensing Agreements: one company allows another to use its intellectual property (such as 
patents, trademarks, or technology) in exchange for a fee or royalty. This is a formal partnership 
where the licensee benefits from the licensor's IP without the need to develop it themselves. 

7. Distribution Partnerships: involve one company agreeing to distribute another company's products. 
This can help the product reach new markets and customers. It's a partnership because both 
companies work together to maximize sales and market reach. 

8. Co-Marketing Alliances:  two or more companies collaborate on marketing efforts. This could 
involve joint advertising campaigns, shared promotions, or combined sales efforts to increase 
brand visibility and sales. 

Sales Team Structure and Management 
Organizational Structure 

• Define roles and responsibilities within your sales team. 
• Consider a mix of inside sales, outside sales, and customer success roles. 

Recruitment and Training 
• Recruitment: Hire skilled salespeople with the right experience and cultural fit. 
• Training: Provide ongoing training and development programs. 

Performance Management 
• KPIs: Set key performance indicators (KPIs) for your sales team. 
• Incentives: Develop a commission and bonus structure to motivate your team. 
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Sales Enablement 
Sales Tools and Technology 

• CRM Systems: Implement a CRM system to track interactions and manage relationships. 
• Sales Automation: Utilize automation tools to streamline repetitive tasks like email 

follow-ups and data entry. 
• Analytics and Reporting: Leverage analytics tools to measure sales performance and 

identify areas for improvement. 
• Content Management Systems: Use tools for managing and distributing sales collateral 

and content. 

Sales Process Optimization 

• Sales Process Mapping: Map out your sales process from lead generation to closing the 
sale and beyond. 

• Continuous Improvement: Regularly review and refine sales processes based on 
feedback and performance data. 

• Backlog Management: Maintain a backlog of content and actions to ensure continuous 
improvement. 

Develop Content Arsenal 

• Sales Collateral: Create a comprehensive library of sales collateral, including brochures, 
whitepapers, case studies, and product information sheets. 

• Sales Scripts: Develop scripts for different stages of the sales process, ensuring your 
sales team is equipped with the right language and techniques to engage prospects. 

• Presentation Decks: Prepare presentation decks that effectively communicate the value 
of your offerings and address common objections. 

• Content Marketing: Develop a content marketing strategy that includes blogs, videos, 
webinars, and other content types to attract and nurture leads. 

Customer Experience Management: 
Customer Support: 

1. Customer Service Excellence: 
o Prioritize exceptional customer service by providing timely, knowledgeable support 

across all channels. 
o Empower customer service representatives with resources and training to resolve 

issues efficiently. 
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2. Customer Feedback: 
o Proactively collect and analyze customer feedback to gain insights into their 

experiences. 
o Act on feedback promptly to address concerns and improve offerings. 

Customer Success: 

1. Customer Success Initiatives: 
o Implement programs to ensure customers derive maximum value from products or 

services. 
o Proactively engage with customers to understand their goals and offer personalized 

guidance. 
2. Loyalty Programs: 

o Establish and manage programs to recognize and reward loyal customers. 
o Leverage loyalty data to tailor rewards and promotions, strengthen relationships, 

and encourage referrals. 

Implementation & Execution 

It is essential to develop short-term, mid-term, and long-term planning horizons into the implementation 

& Execution phase of the rollout plan. This will help align daily activities with the organization's 

strategic goals and ensure sustained progress. 

Short-Term Planning (0-6 months): 

• Focus on immediate actions and quick wins that set the stage for future growth. 

• Ensure that daily operations are aligned with the strategic objectives. 

• Emphasize agility and responsiveness to immediate opportunities and challenges. 

Mid-Term Planning (6 months-2 years): 

• Implement projects that require a moderate amount of time and resources to realize benefits. 

• Focus on building capabilities and infrastructure that support strategic goals. 

• Monitor progress against milestones and adjust plans as necessary. 

Long-Term Planning (2+ years): 

• Concentrate on achieving the overarching strategic vision. 

• Invest in initiatives that provide sustainable growth and competitive advantage. 

• Foster innovation and anticipate future market trends and challenges. 
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Communication Plan 

Ensuring clear, consistent, and effective communication across the organization helps support efficiency 

and effectiveness during the plan roll out process.  

Key Components: 

1. Stakeholder Identification: 
o Identify all relevant stakeholders, including executives, managers, team leads, and staff. 
o Define their roles and information needs. 

2. Communication Channels: 
o Utilize multiple channels such as email, intranet, meetings, and collaborative tools (e.g., 

Slack, Microsoft Teams). 
o Ensure channels are accessible and user-friendly. 

3. Frequency and Format: 
o Establish a regular communication schedule (e.g., weekly updates, monthly newsletters, 

quarterly reviews). 
o Use formats that are clear and engaging (e.g., infographics, dashboards, video updates). 

4. Feedback Mechanisms: 
o Implement channels for receiving and addressing feedback (e.g., surveys, suggestion 

boxes, Q&A sessions). 
o Ensure feedback is reviewed and acted upon promptly. 

5. Responsibility and Accountability: 
o Assign communication responsibilities to specific individuals or teams. 
o Monitor and report on the effectiveness of communication efforts. 

Action Plan 
Break down the strategy into actionable steps with assigned responsibilities and clear milestones and 
timelines is crucial for tracking progress and ensuring that goals are met. This step helps in maintaining 
focus and accountability throughout the process. Ensure action plans are detailed, including specific steps 
for revenue targets and leveraging new content. 

Example Actions: 

Short-Term: 
• Action: Allocate necessary resources, including budget, personnel, and technology, to support the 

action plans. 
o Responsibility: Founder & CEO 
o Milestone: Plan completed within 1 month. 
o Timeline: Monthly review of progress 

• Action: Develop an initial Account Business Development Plan for top accounts focusing on 
upsells, cross-sells, and renewals. 
o Responsibility: Sales Manager. 
o Milestone: Plan completed within 1 month. 
o Timeline: Monthly review of progress. 
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• Initiate marketing campaigns targeting upcoming events with a focus on blog articles and 
technology talks 
o Responsibility: Marketing Team Lead. 
o Milestone: First campaign launch within 3 months. 
o Timeline: Monthly assessment of campaign effectiveness. 

• Action: Develop Compensation Plan 
o Responsibility: Director of Sales 
o Milestone: Plan completed within 6 months. 
o Timeline: Monthly review of progress. 

Mid-Term: 

• Action: Expand the Account Business Development Plan to include mid-tier accounts and new 
market segments. 
o Responsibility: Sales Manager. 
o Milestone: Plan completed within 6 months. 
o Timeline: Monthly review of progress. 

• Action: Develop Channel Partner Recruitment Program 
o Responsibility: Director of Sales 
o Milestone: Plan completed within 6 months. 
o Timeline: Monthly review of progress. 

• Action: Launch additional marketing campaigns based on initial results, incorporating feedback 
and performance metrics. 
o Responsibility: Marketing Team Lead. 
o Milestone: Plan completed within 6 months. 
o Timeline: Quarterly assessment of campaign effectiveness. 

 

Long-Term: 

• Action: Establish a continuous improvement process for the Account Business Development Plan. 
o Responsibility: Director of Sales 
o Milestone: Plan completed within 1 Year 
o Timeline: Monthly review of progress. 

• Action: Invest in long-term marketing initiatives such as brand partnerships and thought leadership 
events. 
o Responsibility: Marketing Team Lead. 
o Milestone: Plan completed within 1 year. 
o Timeline: Annual assessment of campaign effectiveness. 
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Monitoring and Evaluation 
Sales Metrics and KPIs 

Regularly track and analyze sales metrics and KPIs to assess performance. 

Review Meetings 

Hold regular sales meetings to review progress, address challenges, and plan next steps. 

Adjust Strategies 

Be prepared to pivot and adjust your sales strategies based on performance data and market 
changes. 

 


