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Occupational health sales managers and account executives who routinely conduct an
annual territory analysis can achieve a more equal distribution of prospects and
establish the foundation for a sales action plan based on appropriate performance
objectives.

A territory analysis can be used by a sales manager to determine appropriate
methodology for dividing territories, the number of account executives needed to
support the territories and to make reasonable projections for annual sales goals.
Account executives who conduct further analysis within their assigned territory can use
the information to create a blueprint for the development of a successful individual sales
plan.

Define the Product
Before territories can be established, the sales manager should first:

• Define the product(s): Product definitions should include a description of the product,
a defined target market, how the product is delivered and a price matrix. The sales
manager should ask, “What does the product contribute to the bottom line?” This
information is used to determine if the territories should be organized around product
lines, regions, zip codes, employer size, industry type or care site(s).

• Determine primary service areas (PSAs): It is generally advisable for a healthcare
organization to combine purchased databases and up-to-date internal lists to identify
prospects within the PSA of each defined territory. Prospective external data sources
include Dunn and Bradstreet, American Business Lists, local chamber of commerce
membership lists, local manufacturer/industrial listings, coalitions and the Judy Diamond
self-insured employer listing. Internal sources include companies that utilize the
emergency department for work injury treatment, current occupational health program
clients, client listings in any other product lines or managed care contracts, inbound
teleservice lists, foundation contributors, board members and vendors.

Employer database(s) can be downloaded into programs such as Paradox, Lotus,
Word Access or Word Excel, where the information can then be cleaned and
manipulated by the sales manager. The sales manager should consider only those
prospects that fall within the defined PSA. Should the PSA change, the database should
be revisited.



A more complete picture of the territories and a more equal distribution of prospects
result if the sales manager considers the number of employers and employees within
the PSA and the types of industry (by SIC code) and injury incidence rates for specific
Standard Industrial Classification (SIC) codes. Certain products or services may carry
more weight or value in some territories or among certain industries. Territory definitions
and sales goals may need to be adjusted accordingly. Each account executive should
work from a clean database for his or her own territory to support projected goals and
develop a personal action plan.

• Conduct a SWOT (strength, weakness, opportunity, threat) analysis of the
product(s) and the competition: The SWOT analysis should be specific to a defined
territory and conducted in preparation for developing a sales plan for that territory. The
account executive should review the defined goals to determine how to manipulate the
database to identify appropriate prospects.

• Identify target audiences: The database can be manipulated in a number of different
categories within the territory, such as by zip code, SIC code, size of employer and by
priority (high, medium and low). Categories should support and correspond with the
products to be sold. This type of sorting should be done for each product line or service,
with employers identified in multiple categories depending on how likely they are to
purchase a certain product or service.

Once sorting into categories is complete, the account executive should be able to look
at the listing of prospects for each product or service and begin to develop an individual
sales action plan with identifiable goals, objectives, strategies, tactics and
developmental steps for the year.

Team Effort
The territory analysis, performance goals and sales action plans should be developed
as part of a team effort between the sales manager and the account executives.
They should be used as dynamic tools that both the sales manager and account
executives refer to on daily basis; they may change midyear as the market changes. A
review of the data, product(s), objectives and market should be conducted annually in
order to remain competitive and reassess the organization’s goals.

By continually reviewing the territory, organizations will ensure that the efforts of the
sales team meet the changing needs of both the customer and the organization.
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