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SALES PLANNING 
 
 
 
There is a widely attributed and much used quotation that goes like this: 
‘Failure to plan is planning to fail’.  Some still scoff at the trite nature of it, but it is very 
true, and like all home truths, it is painful to note that too often we fail to plan properly. 
 
There is another one: ‘If you don’t know where you are going, any road will take you 
there’.  Again, very true and a classic salient point. 
 
Clearly, planning for sales will make a big difference to achieving our aims and being 
successful.  So, what do we need when planning for sales?  We need an overall goal, 
objectives and targets.   
 
Unless we have targets, we will never know if we are ‘on-plan’.  Unless we measure and 
compare against target we will not know if we are likely to achieve the target, or if we 
need to be doing more, or even be doing something else. 
 
If we are hitting targets, then we would likely be achieving our objectives.  If we achieve 
our objectives than we would certainly reach our overall goal.  
 
So, how can we plan for sales growth? 
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SALES PLANNING 
 
 

KEY QUESTIONS: 
 
 

1. What are your KPIs?  How well are you meeting or exceeding these? 

2. How can you cross and up-sell to make a significant difference to your 

customer’s average spend? 

3. What are your key conversion rates? 

-  What can you do to improve these? 

4. How are you forecasting?  

-  Are you on target? 

-  What is the probability of achieving each opportunity? 

-  What is the probability of achieving your targets? 

5. Have you a contingency plan ready should any unpreventable issues occur? 

6. How often do you revisit your plans and forecasts? 

  -  How often should you revisit these? 

  -  At what point should you ‘flag-up’ unexpected results? 
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  SALES PLANNING 
 

 A Summary of the Salient Points 
 

1. Set goals, objectives and targets. Apply SMART criteria.  Include timescales. 
 

2. Apply the sales funnel to prove viability and show the number of new 
opportunities requiring identification and achievement. 

 
3. Using the funnel approach, identify key influence points and apply conversion 

rates.  Develop strategies for improving these conversion rates.  How many ways 
can you double your turnover? 

 
4. Use the funnel to develop your KPIs.  Decide what and how to measure progress.  

Plot the progress, develop a forecast and monitor growth and success.  Identify 
regular milestones and celebrate their timely achievement. 
 

5. Identify the key markets that will value your products and services. Decide the 
key players and target personnel. Develop strategies suitable for these targets. 

 
6. Contingencies; external influences can derail your plans.  Contingencies are 

essential for survival.  Have at least one plan 70% ready to take to market and 
you risk just 1-2 months rather than 1-2 years of turnover. 

 
7. Never miss an opportunity.  Can you cross-sell or upsell?  If the customer cannot 

offer the opportunity, can you invent one?  Use some lateral thinking and suggest 
another application. 

 
Good, flexible, timed and measured planning will help to ensure that growth can be 
maintained and developed without interruption.  It will give you the best chance of 
meeting and exceeding targets.  Most of all, it will give you the job satisfaction of seeing 
your success and of knowing that, whatever happens, you have plans in place to deal 
with it. 
 
Good sales planning will help to protect against: 
 

• Market fluctuations or downturns 
• Loss of key customers 
• Loss of key personnel 
• Supply problems 

• Quality issues 
• Cash-flow issues 
• Competition activities

 
Take some time to plan, measure and manage, and give yourself 

the best chance of success. 
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SALES PLANNING 
 
 
 
ACTIVITY:  Your company/sector Sales Funnel and  

your conversion rates 
 
 

1. What does your sales process look like? 

Define your sales process and the key influence points. 

 

2. Apply or estimate your conversion rates at each influence point. 

How successful are you in achieving the progress you need? 

 

3. How can you improve those CRs and what would it take to double your success? 

Devise simple strategies to improve these conversion rates. 

Apply them and measure your results.  

What improvement have you achieved? 
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