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Maximizing Sales Force Effectiveness
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Diagnostic: 

Assessing Your Sales Force

(10:15 ï11:30 am)

Module 1: 

Sales Strategy

(11:30 am ï12:30 pm)

Module 2: 

Sales Force Design

(1:30 ï2:45 pm)

Module 3: 

Sales Process Design & Implementation

(3:00 ï4:00 pm)

Module 4: 

Sales Management & Talent Development

(8:30 ï10:30 am)

Module 5: 

Incentive Compensation

(10:45 am ï12:30 pm)

Change Management: Driving Sales 

Transformation in Your Organization 

(1:30 ï3:00 pm)

Wrap-up: 

Taking the Seminar Home

(4:30 ï5:00 pm)

Day 1 Day 2
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Module 5. Incentive Compensation 

ÁIntroduction

ÁIncentive Compensation Design

ÁGoal / Quota Setting

ÁSummary and Next Steps
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World-class sales organizations maximize sales effectiveness by 

focusing on the fundamental drivers
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II. Sales Force 

Design

We have a clearly 
defined & highly 
effective sales 
strategy

We are cost-effectively 
& fully covering 
profitable customer & 
prospect accounts

1. Customer 
Needs, Buying 
Processes & 
Potentials

2. Segmentation

3. Growth 
Strategy

4. Market 
Offerings & 
Value 
Propositions

5. Pricing 
Strategy

6. Sales Force 
Structure & 
Roles

7. Sizing & 
Allocation

8. Territories

9. Account 
Targeting

We have a disciplined 
and winning sales and 
service process aligned 
with our value 
proposition

Our people are highly 
skilled and 
knowledgeable in our 
strategy and leading 
sales approaches

We have the right 
sales culture and a 
highly motivated, 
performance focused 
sales team

10.Sales, Service 
& Account 
Management 
Process, 
Activities & 
Roles (CRM 
Strategy)

11.Selling Tools & 
Enablers

12.Competency 
Model

13.Hiring & 
Selection

14.Training

15.Coaching

I.  Sales Strategy III. Sales 
Process

IV. Knowledge 

& Skills

V. Incentives & 

Measures

16.Sales Culture

17. Incentives & 
Goals

18.Recognition & 
Rewards

19.Measures & 
Reporting

20.Performance 
Reviews

Key Sales Force Drivers

© 2009 ZS Associates

Sales Force 

Drivers

Introduction
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Effective incentive compensation management requires attention to all 

phases of the incentive compensation process

Periodic

Health 

Checks

Plan Monitoring & 

Feedback
ÁSales force

ÁBrand teams

ÁHR / Finance

ÁExecutive management

Incentive Plan Design
ÁPay for performance

ÁMotivational

ÁFiscally responsible

ÁPlan communication

Goal Setting
ÁGoal setting

ÁSystem & tool setup

Administration

ÁData management & QC

Á Incentive calculations

ÁReporting

ÁExceptions & Research

ÁPayout management

Incentive

Comp

Process

INPUTS
ÁProduct Strategy

ÁSales force strategy

ÁCompany philosophy

Á Industry practice

ÁSelling model / roles

Introduction
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In both the diagnosis and design stage, the compensation plan should 

be evaluated along multiple dimensions 

Does it drive the 

desired behavior?

Is it motivational?

Is it fair?

Is it financially

responsible?

Is it easy to implement 

and administer?

ÅSupports the sales and marketing objectives

ÅFocuses on the right customers and activities

ÅFocuses on the ñrightò products to sell

ÅThe plan must be simple to understand

ÅSubstantial effort leads to significant reward

ÅThe plan keeps people engaged in the game

ÅOverall payout is competitive in the marketplace

ÅTerritories in different environmental conditions have similar 
earning potential

ÅThe plan does not penalize sales force for forecasting errors

ÅAt target corporate performance level, the total compensation 
payout is within a reasonable range of budget 

ÅAt below or above target performance the compensation payout 
varies from the budget as per corporate guidelines 

ÅThe incentive plans are easy to implement  

ÅThe current infrastructure and resources can support the resulting 
complexities in plan administration 

Incentive Compensation Design
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When designing incentive plans several key elements must be 

considered

Overall Incentive Plan

Guiding Principles 

Aligned with Corporate Strategic Goals; Motivational; Simple; Fair; Fiscally Responsible

ÅHow much 

should the 

position be 

paid?

ÅWhat should 

be the salary 

to incentive 

mix?

ÅWhat 

performance 

objectives 

should be 

built into the 

plan?

ïProduct(s)

ïIndividual or 

team

ïMBOs / 

Performance 

Objectives

ïComponent 

weights

ÅWhat should 

be the 

measuring 

metric for 

each of the 

components 

identified?

ï$ Sales

ïUnit Sales

ïShare

ïContribution

ï# of new 

customers

ïSelling activity

ÅWhat plan 

type should 

be used?

ïCommission

ïGoal Based

ïForced 

Ranking

ïMatrix

ÅWhat will the 

pay for 

performance 

relationship 

look like?

ïThreshold

ïSlopes

ïAccelerators

ïKickers

ïMatrix / Grid 

based

ïEtc.

ÅHow long is 

the plan 

period?

ÅWhat is the 

payout 

frequency?

ïMonthly

ïQuarterly

ïSemi-annually

ïAnnually

ïTrue-ups or 

draws?

ÅEligibility

ÅContests

ÅAwards

ÅTrips

Level Mix

Plan Design

Plan Period
Other 

Elements
Components Metrics Plan Type Payout Rate

$200K

$50K

100% 

Salary

100% 

Incentive

Incentive Compensation Design


