
 
 

1 

BUILDING A BRIDGE TO YOUR TARGET MARKET CUSTOMERS 
Executive Overview for: 

The 10-10-10 Target Market Customer  
Identification and Prioritization Process 

“Time is always our most precious resource and most limiting factor in being successful. The 
10-10-10 Business Development Philosophies are all about isolating the selling and relationship 
building skills of your organization on the highest potential opportunities available in your 
marketplace. Before we can isolate and connect sales and relationship building skills and 
resources with new business opportunities, we must organize and prioritize all of the 
opportunities your target markets provide us so the application of your selling time produces 
superior results. This organization and prioritization of your selling and relationship building 
time is done by every individual connected with sales to include sales management and 
senior management with a system called the 10-10-10 Sales Process. When completed, each 
Business Development Person, Regional Sales Manager, Independent Rep (if applicable) 
and the Senior Leaders of both the company and your distributors will have a priority of 
activity that focuses their time in a ‘laser-like’ fashion on specific selling opportunities in order 
to produce the greatest results” - YourBoard.US 

1. Overview of the 10-10-10 Business Development Processes. 

2. The Steps in the 10-10-10 Customer Identification and Prioritization Process. 

3. Development of Customer Prioritization Buckets. 

• Description of each customer category. 

• Strategy for building relationships for each prioritized category. 

4. Model showing how all Direct and Independent Business Development  
People, Manager and Management each have a “Personalized” 10-10-10. 
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After you have settled on your planned method and configuration of your sales channel to market, 
whether it will be a direct sales force, a combined direct and independent sales team or an all 
independent rep firm or distributor network, the one factor that is key to a successful sales growth 
outcome is a company’s focus on the successful identification and prioritization of sales time on the 
highest potential target market customers within each geographic territory. 

 
The 10-10-10 Target Customer Identification and Prioritization Plan 

While there are several approaches to executing the task of identifying and prioritizing the target 
market customers within each geographic territory, we have adopted an approach which is rather 
simple and proven to be effective. It is called the 10-10-10 Sales Process. The 10-10-10 Sales Process 
starts as a philosophy and moves through a process of both education and training. The process uses 
a series of documents as it is being executed. 

 

In a nutshell, the 10-10-10 Sales Process is all about… 

What – Where – Who – How – Why 

 WHAT Industries and customers should we Target? 

 WHERE are those Targeted Customers Located? 

 WHO are the power influences in the Decision-Making Process? 

 WHEN is our differentiated solution going to relieve the customer’s Pain? 

 WHY should our customers want to purchase this solution from us? 

 HOW are we going to stay engaged with our customer buying influences long enough to build 
a credible and trusting relationship? 
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Begin the Filtering Process to Create the 10-10-10 Customer Identification and Prioritization Model 

From your General List of known customers and prospects and unknown (unqualified data base of 
potential prospects), which are based on the previously established target market (Industry) profiles 
(found in your Business Model), you will start the sequence of identification, prioritization, verification 
and qualification. Following the use of a new data base of businesses, internal website research and 
telephone filtering (all shown later), your sales team, with support from your internal inside research 
person, will begin moving your customers into 10-10-10 categories and then also moving the 
unknown, or yet unqualified leads, into the “pre-qualified bucket” for “further assignment” for the 
purpose of relationship development and sales penetration.  

 

 

  
 

 

            

                                                                                         Research and Filtering 

                                                               

 

 

 

 

   

 
NOTE:  Keep in mind that recently received trade show leads and in coming website leads should be 
followed up immediately (within 48 hours) for best results. 

This research and pre-qualification process can be handled by an outside “stay at home” person, 
co-op or part time person on a very cost effective basis. Doing the initial research is not the best use 
of time for our outside sales resource. A great motivation, in addition to wages, is a special incentive 
for the researcher when a prospect that a person pre-qualifies is called on and then moved by the 
sales team to a 10-10-10 position. 

Known Customers and Prospects 
and prospects previously 

Unknown but now Pre-qualified 
Prospects ready for 10-10-10 

assignment 

 

Unqualified list of potential customers for each 
product group solution within each selected 
geographic territory. 

These customer names come from website 
solicitations, trade shows, market identification tools 
etc. 
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A new idea for using Data Base Research 

One regularly used method to support the sales organization in identifying new Target Customer 
opportunities is to list the customers you currently have good sales with and assume that they have a 
reason for placing value on your product or service solution. Again, following the assumption that if a 
company or group of companies within an industry agree with the value proposition for your product 
or service solution that other similarly profiled companies may have a similar interest.   

Following that reasoning we suggest that you can use your local Library card and access a data 
base called “Reference USA”. It is free if you are a member of your local library and contains most of 
the companies that would share a primary SIC or NAICS code with the current customers that you 
have identified as having been successful with. You can set criteria for desired geographic area, 
revenue dollars and number of employees of the targeted prospects for which you will be 
conducting the search. You will then have access to position titles, addresses and telephone 
numbers. Understanding that most Databases are far less than 100% accurate, the best practice is for 
the “researcher” to then do some additional direct website information gathering. Researching and 
finding contact information for the desired buying specifying influences are best done with LinkedIn 
and perhaps a phone call.  

 

The research sequence is as follows 

Identify the Primary (and in some cases the secondary) SIC and/or NAICS codes of the current 
customers where you have achieved sales success with your product or service solution.  

1. Place that SIC or NAICS code into the Reference USA Database (as shown later), set your 
location, revenue and number of employee criteria and “explode” the names of customers 
that have the similar SIC/NAISC profile.  
 

2. Conduct additional web site, LinkedIn and telephone research to both verify that the 
company pulled up in the database is “really” in the category of business that you are 
targeting and then also determine if you can identify names of people who are in the key 
buying and specifying positions who generally make the decisions regarding the purchase of 
your product or services.  
 

3. Then turn that pre-qualified list of leads over to the Regional or Territory Manager to assign 
appropriately and follow up. 
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Below are the steps for accessing and using the Reference USA Data Base: 
1. Go to your Public Library website. Example: www.cincinnatilibrary.org 

2. On website click on “Research” 

3. Click on “research databases” 

4. Under Browse Resource by Title, click on “R” 

5. Scroll down and click on “Reference USA” 

6. Under “Available Databases” there is a place to enter card number or user name.  
Then enter the PIN (last 4 digits of phone number) then click LOGIN. 

7. Agree to Terms and Conditions page 

8. Click on “US Businesses” 

9. Click on “Advanced Search” tab at top of page 

10. Under the scroll bar on the left click on “Business Type” (Your Target Market Industry) 
and then “Keyword /SIC/NAICS" or “Major Industry Group”. Example: If your target 
market were “Printer Manufacturers” you would, under Key Word, enter “Printer 
Manufacturers” then hit search. That would pull up all of the “Printer Manufacturers” in 
this database. Another option is to place your current “Customer’s Company name”, 
who’s Industry represents a large portion of your business, and then pull that customer 
company name up, check out both their primary and also “all” for secondary 
SIC/NAISC codes and then go back in and check out other customers in those codes. 
Sometimes one of your key customers may have multiple lines listed in the database 
or, on many occasions, are listed under a parent company name. The “researcher, or 
in some cases may have to do some direct website research or phone calling to 
determine what the parent company name might be.  
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FURTHER PRE-QUALIFICATIONS 

11. You can choose a “State”, “Business Size” “Number of Employees” and “Sales Volume” 

12. You can also choose “Ownership” and then click “Public/Private” and then “Private” 

13. Then go back to the top of the screen and on the right, push the GREEN “View Results” 
button 

14. You will then be able to view your list of companies, addresses, phone numbers and 
some names for the “criteria” you picked. By clicking on an individual record, you will 
get more information on that company, 

15. If you want to revise your criteria just click on “Revise Search” at top of page. 
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10-10-10: A Successful Business Development Processes that create a unified company team with a 
focus on continued profitable growth. Identification and Prioritization and placement of current and 
prospective customers into the 10-10-10 sales process 

Out of the large list of known customers and prospects, and unknown potential prospects, we will 
begin the process of placing and prioritizing current and prospective customers into 10-10-10 
categories which will lead to our prioritization of time and focus from our Business Development 
Organization. Do this exercise for each direct sales region and each direct or independent sales rep. 
We will ultimately also do a corporate 10-10-10 for the Sales Leader and a corporate 3-3-3 for the 
Company’s Senior Business Leader. 

The	master	schematic	for	the	10-10-10	Sales	Process”

TOP	10	ACTIVE 					TOP	10	TARGETS 				TOP	10	PROSPECTS
			CUSTOMERS 										CUSTOMERS 										CUSTOMERS

10% 30% 	 15%
Strategic	Pre-selected

					ACTIVE 					Quoted 									TARGETS 													PROSPECTS high	potential
MAINTENANCE 					Proposals customers
CUSTOMERS 				Red	Zone

				Active
			Target			 20%
Customers

									"Significant	Other"
																		Customers
	 (20-30)

										Pre-Qualified	Customers 			Distributor
					Lead	Generation, 			Not	a 				Will	be	assigned	for	further 				Rep
					Qualification Current 				sales	development	by	the
					and	Assignment Prospect 						Sales	Team

Marketing	and	Digital	
Initiative	Leads	or	Direct
Prospect	Initiated
Leads

All	e-mail	addresses	from	all
Unqualified contacts	placed	into	our

		Pre-profiled	database	being	qualified	by	an		outside stay-in-touch	automated
firm	or	internal	research	resource system
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The Active, Target and Prospect Customers that are selected as your Top 10 in each category below 
are considered “STRATEGIC CUSTOMERS”. These Customers designated as STRATEGIC will be the 
“primary” focus of our sales team.  

 

Place your Top 10 active clients onto our active 10 client list. The Top 10 active accounts are broken 
into Active Maintenance and Active Target.    

 

Description and Criteria for Active Customers: 

Active Maintenance 
An active customer is one that you currently enjoy the 
luxury of securing all, or nearly all, of their business and, over 
time, their revenue represents one of your top customers in 
the territory. You would be this client’s preferred provider of 
goods and services. 
 
Active Target 
An active customer is one that is large enough to be in the 
Top 10 Active Category but still has great unrealized 
potential for significant additional business.   
    

 

 

NOTE: In the cases where you only sell your product-service solution one time and there are no future 
opportunities for a sale…there is really no need for the “Active Maintenance” category.   

  

Top 10 “Active” 
Customers 

         __________ 
1. 
2. 
3. 
4.    

         __________ 
5. 
6. 
7. 
8. 
9. 

10. 

 
 

 

 

Active 
Maintenance  
(10% of time) 

 

 
Active 
Target  
(20% of time) 
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10-10-10: Successful Business Development Processes that create a unified company team with a focus 
on continued profitable growth.  

Description and Criteria for the Active Maintenance Customer’s 10-10-10 Designation. 

Active Maintenance customers are those key “high volume and high potential 
“customers where we currently enjoy the available business and where you 
are the preferred vendor for their future business. With these customers, it is 
generally agreed that if you maintain a fair price, have good product 
performance and excellent service that you will more than likely be able to 
maintain this business and expand upon it. 

(Do a 10-10-10 customer category listing for each direct sales region and 
direct or independent sales rep.) 

 
 
 
 
 
 
 
 

 

  

             Top 10 
            “Active” 
          Customers 
         __________ 
1. 
2.       Active 
3.     Maintenance 
4.     (10% of time)  
         __________ 
5.     
6.      Active 
7.      Target 
8.    (20% of time) 
9. 
10. 

 
 

             Top 10 
            “Active” 
          Customers 
         __________ 
1. 
2.       Active 
3.     Maintenance 
4.     (10% of time)  
         __________ 
5.     
6.      Active 
7.      Target 
8.    (20% of time) 
9. 
10. 

 
 



 
 
 
 

10 

Follow an on-going “Customer Satisfaction” Strategy for “Active Maintenance” Customers 

1. You employ a Customer Satisfaction Strategy and make certain that the handoff to the inside 
Team i.e. Technical Support, Customer Care, Parts and Service, etc., has been completely 
consummated and that the customer is totally satisfied with the response, relationship, and sense 
of urgency of the Inside Support Team. 
 
Broaden the relationship deeper and wider to assure you have “Broad” relationships in the event 
of a customer changing key people with whom you currently have a relationship.   
 

2. Smoothly transition the relationship from “just selling” to effective “oversight” to assure all product 
performance outcomes and service support commitments are being met and that all users and 
specifiers of the product-service solutions are clearly satisfied that all expectations are being met. 
 

3. Stay in touch on a consistent (not necessarily frequent basis) with the key senior influences to 
conduct a “conversational” (“how is everything going from where you sit”) discussion and 
“satisfaction check”. When the product-service is being used or the project is underway you can 
use your status as an “approved and active vendor” to make visits with the purpose of continuing 
to build trust and confidence at the senior level and also provide the customer an ongoing “go 
to” contact person at the next level when needed.  

4. Using the “ongoing” business relationship to broaden the senior client relationship and get to 
know and expand the internal client network builds your ultimate ability to gain additional 
business. Be certain there are multiple “good” contacts in the event that someone leaves. 
 

5. Set up a strong “inside” based pro-active customer service and support system that monitors the 
customer needs and reinforces the mantra of service with a caring attitude. The inside team is 
designed to pull most of the weight with maintenance customers. True Customer Satisfaction is 
generally driven when there is one “point of contact” that the customer can secure all of his 
needed informational request. That single point of contact can then route the customer to the 
internal team member who is the best source of information. If the customer has a direct 
relationship with the “best source of information” within a particular service category, they should 
have the option to contact that person direct in the future. 
 

6. Establish, as part of the “pro-active customer service process” (which will be covered later) a 
“Voice of the Customer” Plan with all of the user, specifier and purchasing influences on a regular 
and consistent basis. 
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7. The direct or independent sales rep should never create the image of being just the “sales guy” 
who can do nothing more than “glad hand” and buy lunches. Each Sales Team member should 
create the image of being a valued “customer relationship leader” responsible for, and 
committed to, delivering exactly what was proposed in the product or service proposal at the 
time of sale. The operations and senior management team must strongly support each sales 
person’s role and image in the eyes of the customer. This is key to achieving total customer 
satisfaction. 
 

8. The company’s Senior Leader, CFO or Owner should “Godfather” the top 3-5 active maintenance 
customers that probably make up a large portion of the company’s business. 
 

9. The inside Sales Team or, in some industries, the “on-site” Execution Team become the primary 
contact point as the product or service commitment is being fulfilled or the project being 
executed. 

NOTE: In the cases where you only sell your product-service solution one time and there are no future 
opportunities for a sale…there is really no need for the “Active Maintenance” category. 
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Sales Visit Plan 

Only 10% of an individual’s sales capacity should be devoted to Active 
Maintenance customers. They are “filler” customers for when you are in an 
area calling on a “pillar” customer i.e., an Active Target or Target customer. 
Your purpose on the Active Maintenance sales visit is to check in, say hello, 
and go to lunch and do a “hallway quality check” to be certain the 
relationship is in great shape. Also, to expand relationships. 

 

Personal Stay-in-Touch 

Be in touch regularly by telephone, voice mail, e-mail or text so the personal 
connection and relationships stay strong. (covered in segment 403) 

 

Automated Stay-in-Touch (Marketing) 

We continue to send “gifts” of information to our current buying and specifying influences that 
reinforce their decision to purchase our solution. These are not sales or solicitation pieces but purely 
items of interest customized by industry, buying influence and application. (covered in segment 403) 

 

One and Done Products and Services 

Again, it is worthy of repeating that if your business provides a “one and done” type of product-service 
to the marketplace, there would be no need for the active maintenance bucket, except during the 
initial transition to assure start-up success and the maintenance of your company’s good reputation.  

Some of the same tactics within the active target strategy are applied if there is any opportunity to 
expand your “one and done” solution into other department within the company. 

These “Active Maintenance” strategies would also show up to some degree in the active target 
strategy which is coming up. 

 

 

  

             Top 10 
            “Active” 
          Customers 
         __________ 
1. 
2.       Active 
3.     Maintenance 
4.     (10% of time)  
         __________ 
5.     
6.      Active 
7.      Target 
8.    (20% of time) 
9. 
10. 

 



 
 
 
 

13 

10-10-10: Successful Business Development Processes that create a unified company team with a focus 
on continued profitable growth. 

 

Description and Criteria for the Active Target Customer’s 10-10-10 
Designation 

Active Target customers are defined as major high potential customers 
where you are currently enjoying business but where there is a good 
opportunity to increase the penetration and grow the sales in other 
departments, divisions, subsidiaries, locations and applications. 

(Do a 10-10-10 customer category listing for each direct Sales Region and 
each Direct or Independent Sales Rep.)   

 

 

 

 

Follow an on-going “Reference Strategy” for “Active Target” Customers 

1. Be certain you have a strong “Customer Satisfaction Strategy” in place within each active 
customer so there is “positive substance” and a high degree of customer satisfaction to 
reference when trying to influence additional purchasing or user influences within the client’s 
organization.  
 

2. Pre-identify the other targeted segments of the business, other departments, plants, divisions or 
subsidiaries where you feel there may be opportunity for growth. When possible, utilize internal 
references, case studies and past successes within the organization to generate interest within 
“new” parts of the company. Identifying and listing other opportunities within the organization 
and following up is key to growth with Active Target Customers. 
 

3. Identify the influences involved in the decision-making structure of the “new potential growth 
areas”. Determine if their organization structure brings decision making together at the top. 
 

  

             Top 10 
            “Active” 
          Customers 
         __________ 
1. 
2.       Active 
3.     Maintenance 
4.     (10% of time)  
         __________ 
5.     
6.      Active 
7.      Target 
8.    (20% of time) 
9. 
10. 
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4. Try to determine through your existing contacts, where there might be additional needs for your 
solution within their organization. 
 

5. When and if appropriate, ask your senior contacts to introduce you and your capabilities into an 
additional targeted area of the client’s business. 
 

6. The Senior Sales Leader, CEO or Owner should be active in meeting with significant Active 
Maintenance and high potential Active Target customers. 

 

Note: Generally speaking the most fertile ground for new sales development are active target 
customers where you already have a relationship and hopefully, a great performance record 
and customer service reputation. 

 

Sales Visit Plan 

20% of an individual’s sales capacity should be devoted to Active Target Customers in growing 
additional business where we already have business. These are “pillar” customers. You will build your 
sales visit plan around the “pillar” customers who are Active Target and Target customers. In contrast, 
our Active Maintenance Customers are “filler” customers. 

Personal Stay-in-Touch 

Be in touch regularly with Active Target Customers by telephone, voice mail, e-mail or text to assure 
that the satisfaction and personal relationship stays strong with the people who are currently buying 
your product. 

Also, stay-in-touch with new contacts within the organization with whom we are not currently doing 
business, but only after you have first, personally met them. These are generally follow-up calls to see if 
they received what we sent them or to be certain that you answered an earlier question etc., etc. 

Automated Stay-in-Touch 

Generate customized “items of interest” that are periodically e-mailed to key Active Target Customer 
buying and specifying influences. Items that include information on new technology, case studies, 
industry news etc. These “gifts” of interest to the Active Target Customer influencers and are not 
designed as sales or solicitation pieces, but instead just “topics of news” that will be of unique interest 
and which will serve to keep our company in front of our target customers in a positive light. 
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10-10-10: Successful Business Development Processes that create a unified company team with a focus 
on continued profitable growth. 
 
Place your Top 10 Targeted Clients into the Top 10 Targeted Customer Lists for each Direct Sales Region 
and Direct or Independent Sales Rep. 

 

 

 

 

 

 

 

 

 

 

 

Description and Criteria for the Target Customer’s 10-10-10 Designation 

These customers are recognized as the highest potential customers in each region. You currently do no 
business or at least very little. It may be an old customer who was lost. This will be a group of pre-
identified customers who do business with your competitors. This will be difficult business to win but 
experiencing a victory is very worthwhile. These are the customers who will provide your business with 
significant growth. Rank these Target Customers by potential revenue opportunity. 

While there are many normal sales challenges that represent significant obstacles with Target 
Customers, there are generally no “strategic barriers” in place that would prevent you from gaining an 
opportunity for new business other than the client’s lack of familiarity or confidence with your 
capabilities. More than likely, it is the result of a competitor doing a good, or at least adequate job, 
and the fact that there is a customer perception that it would take too much time and effort to 
change. 

 (Do a 10-10-10 customer category listing for each direct Sales Region and each Direct or Independent 
Sales Rep.)   

             Top 10 
            “Targets” 
         (30% of time) 
         __________ 
1. 
2.        
3  
4.            
5.     
6.  
7.       
8.     
9. 
10. 
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10-10-10: Successful Business Development Processes that create a unified company team with a focus 
on continued profitable growth. 

 

 

 

 

 

 

 

 

 

 

 

Follow an On-Going “Penetration Strategy” for “Target” Customers 

1. A highly creative Penetration Strategy is developed and deployed with Target Customers. What 
that means is that the company supports the sales team to pull out all of the creative stops and 
focus on creating a long-term business relationship based on trust and credibility.  
 

2. Do as much pre-research as possible to determine the buying and specifying influences, in other 
words the “power” within the decision-making process and then assess any “pain” they may be 
experiencing with their current supplier of products or services in this category of offering. It is 
always best to go in to a target customer with the appropriate solution in mind to address a 
“known” need. Focus on addressing their most difficult situation to secure an opportunity.  
 

3. Attempt to scour your entire sales team’s network of contacts to determine if anyone knows 
anyone that you may have uncovered using LinkedIn. Determine what professional functions or 
trade shows our targeted clients may attend. Plan your contact strategy, using any known 
references where appropriate. 
 

  

             Top 10 
     “Target Customers” 
         (30% of time) 
         __________ 
1. 
2.        
3  
4.            
5.     
6.  
7.       
8.     
9. 
10. 
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4. Try to find the initial “beachhead” you plan to establish as an entrance into the organization. 
One tactic that has offered some success is to isolate an area of the competitor’s performance 
that might be sub-par. Offer to test your product, service or concept in that area at little cost, 
no effort and no risk to the customer. To avoid normal required approvals and red tape, offer to 
go in under a “testing” umbrella on a limited basis if that helps establish the “beachhead”. 

5. No matter where in the target customer organization that you establish your initial beachhead, 
keep your eye on who you ultimately want to contact, and keep strategizing on how to get 
there as you gain more knowledge about the company. 
 

6. Invitations to special in-house seminars, think tanks or webinars covering topics of interest are 
ways to sometimes legitimately interest a targeted buying or specifying influence to interact. 
Social and sporting events are difficult to get a client, who is not a current customer, to attend.   
 

7. Always attempt to secure the highest-ranking contact. It is easy to go down the ranks but 
difficult to ascend the ranks without ruffling some feathers. Never stop communicating with all 
contacts made. Build your personal contact network within each Target Customer. Show your 
value to the targeted customer in each communication. 
 

8. The message is: Stay-in-touch with target customer buying and specifying influences with in 
person visits, with personal stay-in-touch e-mail follow-up and also by utilizing your company’s 
Automated Stay-in- Touch program. 
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Sales Visit Plan 

30% of an individual’s sales capacity should be devoted to Target Customers. Our goal is to invest time 
in mustering all of the “creative thought power” possible to generate a unique and collaborative sales 
strategy that focuses hard on identifying and relieving a customer’s, and key buying influencer’s, pain 
points.” Ideally, we are gradually building long term relationships and making connections deep in the 
organization of these very high potential customers who are currently owned by a competitor. 
Developing a detailed step-by-step plan and strategy that will generate customer interest over time 
are the hallmarks of a successful “penetration strategy” for Target Customers. 

Personal Stay-in-Touch 

Be in touch regularly with Target Customers (after you have met them personally) by telephone, voice 
mail, e-mail or text to assure that all commitments to satisfy information or demo requests, that were 
committed to during a sales visit, are fulfilled with a completeness and sense of urgency beyond the 
Target Customer’s expectations. 

Automated Stay-in-Touch (Marketing) 

Generate customized “items of interest” that are periodically e-mailed to key Target Customer buying 
and specifying influences. Items that include new technology information, case studies, industry news 
etc. These “gifts” of interest to the Target Customer influencers and are not designed as sales or 
solicitation pieces, but instead just “topics of news” that will be of unique interest and which will serve 
to keep our company in front of our target customers in a positive light. 
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10-10-10: Successful Business Development Processes that create a unified company team with a focus 
on continued profitable growth 

 

Description and Criteria for the “Prospect Customer’s” 10-10-10 Designation 

These Prospect customers, similar to Target Customers, are recognized as 
the highest volume potential customers in each of your sales regions.  

These are clients where you currently are not doing regular business and for 
some reason there is a “strategic barrier” that you have discovered that has 
consistently been in the way of your ability to penetrate the customer at this 
point in time. 

Even though this “strategic barrier” is currently in place, the potential 
revenue from this client is significant enough to continue to be creative in 
staying in touch with the client with hopes that the “barrier” may be 
removed in time with an ownership change, management change or a 
change in technology, etc., at which time this client could be moved over 
to the 10-10-10 Target category. 

 
Examples of Strategic Barrier  

Strategic Barriers are where we do not have a current relationship and the customer has made a 
commitment to a competitor. 

• If one of the key buying influences has had a previous bad relationship with someone at your 
company or a previously significant product or performance issue and has indicated that “as 
long as he/she is with the company, they will never do business.” 
 

• A corporate mandate to specify and use a competitive product. 
 

• An internal division of the Prospect currently produces a similar product. 

Another example would be the fact that the competitor is a close relative of the competition. 

These are not “tactical challenges” which are common sales obstacles but “strategic barriers” where a 
“Change” is going to have to occur first before there is a chance of developing a sales relationship. 

(Do a 10-10-10 customer category list for each Direct Sales Region and each Direct or Independent 
Sales Rep.) 

             Top 10 
         “Prospects” 
         (15% of time) 
          
1. 
2.        
3  
4.            
5.     
6.  
7.       
8.     
9. 
10. 
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10-10-10: Successful Business Development Processes that create a unified company team with a focus 
on continued profitable growth 

        

 

 

 

 

 

 

 

 
Follow an On-Going “Stay-in-Touch” Strategy for Customers that are “Prospects” 

1. The goal is to develop relationships around and in-spite of these “strategic barriers” so that when 
technology changes, the obstacles are fired, removed, sold or whatever, that you are in an 
immediate position to offer your solution.  
 

2. The “stay-in-touch” strategy is designed to position yourself as well as possible, under these poor 
circumstances, in the event that the “strategic barrier” is removed, or partially removed, so that 
an opportunity may become available to propose a solution. The goal is to not have to start 
from zero with our competitors when an opportunity becomes available or miss it altogether. 
Your goal with this strategy is to be known as a professional who has made the effort to “stay-in-
touch” in spite of known strategic barriers. Many times, persistence is rewarded as 
circumstances change. 
 
Experience would show that many companies and their sales representatives totally give up 
when there is a “strategic barrier” only to find out that at some point the strategic barrier was 
removed and some other competitor moved in because we did not stay-in-touch.  

  

             Top 10 
         “Prospects” 
         (15% of time) 
          
1. 
2.        
3  
4.            
5.     
6.  
7.       
8.     
9. 
10. 
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3. Periodically, try to call on and review new ideas or solutions. Work the fringe areas around the 
known strategic barrier. Build a relationship around the “problem.” 
 

4. If there is an “Automated Stay-in-Touch” program, all contacts within the perspective client 
should be enrolled. Again, all “Automated Contact” communication should provide meaningful 
value and never be frivolous. 
 

5. Invite the customer to special seminars or webinars that would appeal to “known” customer 
informational needs. Create “The Art of the Impossible” type sessions or generate webinars on 
“hot” topics within the industry. 
 

6. Include all personal contacts developed at the “prospective” customer on the sales reps 
personal “stay-in-touch” contact list. In addition, you will schedule periodic sales calls (15% of 
time). The sales rep should personally supplement the company’s “Automated Contact” system 
with personal e-mails on a periodic basis. Every Business Development Rep should have a 
personal “stay-in-touch” list for target and prospective customers. Staying in touch is critical to 
ultimate success. 
 

7. At times, it can be advantageous to introduce the Senior Leader, CEO or Owner to the person 
who represents the “strategic obstacle” in an effort to show this person how important they will 
be to your company. 
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Sales Visit Plan 

15% of an individual’s sales capacity should be devoted to Prospective Customers to stay-in-touch 
personally with a broad base of buying and specifying influencers so that you can both chip away at 
the strategic obstacle, or what normally happens, be close by when the change occurs that reduces 
or eliminates the strategic obstacle, so you have the relationship to move right in and present your 
solution. The goal is to not have to start at “0” when a strategic obstacle is removed but instead at a 
point so you can quickly move the Prospective Customer to a Target designation. Prospects would be 
“filler” sales visits when you are already in the area with Target or Active Target “pillar” customers. 

Personal Stay-in-Touch Plan 

It is also good in the Prospect category to devote some time in personally staying in touch with the 
“work around” contacts you are attempting to develop. This is done by telephone, voice mail or e-mail 
with you Prospect Customers. You obviously need to meet the Prospects buying influencers first in 
person before you can conduct Stay-In-Touch contacts to further build the relationship. 

Automated Stay-in-Touch Plan (Marketing) 

Generate customized “items of interest” that are periodically e-mailed to key Prospect Customer’s 
buying and specifying influences. Items that include information on new technology, case studies, 
industry news etc. These “gifts” of interesting information to the Prospective Customer influencers are 
not designed as sales or solicitation pieces, but instead just “topics of compelling news” that will be of 
unique interest and which will serve to keep our company in front of our target customers in a positive 
light. 
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Description and Criteria of “Prequalified/ Significant Other” 10-10-10 Designated Customer’s 

We are always hopeful that all of the marketing initiatives, prospecting 
and data base research employed by the company will generate the 
identification of new leads that will be introduced to your sales team 
and ultimately flow through your 10-10-10 sales process. When a 
regional or territory manager receives an un-qualified lead, it is required 
that they contact the lead quickly (48 hours max) and uncover the 
potential customer’s Interest and Sales Potential. There are many 
potential customers in each region that we discover on an ongoing 
basis through many sources. Our sales team then has the critical 
responsibility to make direct contact with the newly identified customer 
to verify that they have the “potential” and the “interest” to assure that 
they can be considered Pre-Qualified as a true potential customer. 

Depending on the customer’s sales potential and level of interest, our 
regional sales person, after conducting the pre-qualification process, will 
assign this pre-qualified customer to one of the 10-10-10 categories for 
future sales and relationship development.  

 

 

The options are: 

1. If the lead has significant sales potential and interest uncovered during the pre-qualification 
process your sales team may move them directly to the regions 10-10-10 strategic customer list 
as a Target or Prospect. At times, a new pre-qualified customer will bump another customer out 
of your Top 30 Strategic Customers due to the potential business they represent. 
 

2. If our sales team determines that the new lead may take additional time to adequately profile 
the customer’s sales potential and interest OR it is determined that the customer’s sales potential 
is smaller than the current Strategic Top 10 Target and Prospect customers that you have 
already selected, this prospective customer is placed in a 10-10-10 category called Significant 
Other. Each Territory Manager traditionally manages 20-30 Significant Other Customers. 
 

3. The 3rd option is that after you contact the potential customer and pre-qualify their sales 
potential and interest that the potential is so small that you assign the customer to an inside 
sales person or a distributor rep. for farther relationship and sales development. 
 

4. If it is determined that this lead has NO potential, it is placed in the “not a prospect” category. 

Pre-Qualified—“Significant 
Other” 10-10-10 Customer 
Category 

This is a list of “seemingly” 
qualified customers who fit 
our target market profile that 
the Sales team will call on 
and determine what 10-10-
10 classification they should 
be assigned in for farther 
relationship and sales 
development.  
 
20-30 Significant Other 
customers is normal 

(25% of time) 
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These pre-qualified customers, as you recall, initially came from a list of unknown potential customers 
that we screened and researched from trade show leads, references, website leads or from our 
Reference USA market identification tools or any other reference sources. 

Any potential customer who pro-actively reaches out to us at a Trade Show, on our website or by 
phone, email or a third party, should be treated as a prequalified lead and should be contacted 
immediately. 

It will be necessary for our sales team to contact the un-qualified or even potentially qualified 
customers to authenticate their interest and sales potential and then determine which 10-10-10 
classification they need to be placed in for future relationship and sales development. The Sales 
potential and interest discovered during the pre-qualification process will determine which 10-10-10 
classification they receive.  
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The assignment of new leads following the Pre-Qualification Process when Independent Distribution is 
involved.  

After the sales team Pre-Qualifies the incoming lead that originated from: 

1. Traditional marketing initiatives i.e.: Trade Shows, Newsletters, Websites, etc. 

2. Digital Marketing Campaigns. 

3. Internal Research with data bases and LinkedIn  

4. Outside contractor screening process of pre-qualifying prospects  

 

The Sales Team then assigns the Pre-Qualified Prospect for further relationship and sales development 
to one of the following: 
 

 1. The Strategic 10-10-10 Customer List. 
This group of pre-selected “strategic customers” will be the primary focus of the sales team. 
While the customer will also be assigned to a Distributor, if one exists, the RSM will drive the 
relationship development in concert with the Distributor Rep. 

 2. The Sales Teams individual “Significant Other” Customer List 
In this case, and as always, the prospect will be assigned to a Distributor and Rep, but 
because of the future potential of this prospect, the Distributor will be monitored closely to 
be certain that there is a strong effort of relationships and business development occurring 
from the Distributor Rep. The sales team will be certain there are joint calls with “Significant 
Other” designated customers. 

 3. “Distributor Assigned” for Sales Development 
In this case the sales team, following the pre-qualification process, assigns the prospect to 
a Distributor and Rep for further development. The sales team follows up periodically with 
this list of “distributor” assigned customers to follow any movement in the relationship and 
sales development process. 

           4.      Not a Current Prospect 
No potential sales identified during the pre-qualification process. 
 

Note: It is very important to say at the outset that when you go to market through independent 
distribution or rep firms, All Leads are assigned to your channel partners. Your focus and time as a 
Territory Manager, however, is based on customer “interest and potential”. In other words, the assigned 
10-10-10 classification.  
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Sales Visit Plan 

25% of an individual’s sales capacity should be devoted to the “pre-qualification of potential 
customers” and the understanding and development of “Significant Other” designated customers. A 
portion of the 25% is spent on performing the actual pre-qualification process on every incoming lead 
and then assigning it to one of the three categories previously outlined for further development. Also 
included in the 25% is the management of the potential customers that meet the “Significant Other” 
criteria. (20-30 customers). You will make joint calls with your distributor, on occasion, to develop a 
greater understanding of a “Significant Other” designated customer’s sales potential and interest. If 
they have good potential, but not large enough to be in the strategic 10-10-10, you continue to spend 
part of your 25% sales capacity supporting distribution in their development. 

Personal Stay-in-Touch Plan 

A considerable amount of stay-in-touch telephone, voice mail and e-mail time is spent in following up 
directly or with the assigned Distributor Rep. on customers you have maintained in the Significant Other 
category.  

Automated Stay-in-Touch (Marketing) 

Generate customized “items of interest” that are periodically e-mailed to all pre-Qualified and 
Significant Other customer’s buying and specifying influences. Items that include information regarding 
new technology, case studies, industry news etc. These “gifts” of interest to the Customer buying and 
specifying influencers are not designed as sales or solicitation pieces, but instead compelling “topics of 
news” that will be of unique interest and which will serve to keep our company in front of our target 
customers in a positive light. 
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The	master	schematic	for	the	10-10-10	Sales	Process”

TOP	10	ACTIVE 					TOP	10	TARGETS 				TOP	10	PROSPECTS
			CUSTOMERS 										CUSTOMERS 										CUSTOMERS

10% 30% 	 15%
Strategic	Pre-selected

					ACTIVE 					Quoted 									TARGETS 													PROSPECTS high	potential
MAINTENANCE 					Proposals customers
CUSTOMERS 				Red	Zone

				Active
			Target			 20%
Customers

									"Significant	Other"
																		Customers
	 (20-30)

										Pre-Qualified	Customers 			Distributor
					Lead	Generation, 			Not	a 				Will	be	assigned	for	further 				Rep
					Qualification Current 				sales	development	by	the
					and	Assignment Prospect 						Sales	Team

Marketing	and	Digital	
Initiative	Leads	or	Direct
Prospect	Initiated
Leads

All	e-mail	addresses	from	all
Unqualified contacts	placed	into	our

		Pre-profiled	database	being	qualified	by	an		outside stay-in-touch	automated
firm	or	internal	research	resource system
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Prequalified as a Low Potential Customer or a Prospect with only Future Potential 

While most of the pre-qualified customers will be assigned to a 10-10-10 classification after an 
“assessment” sales call or two (25% of our selling time) there will be determinations made during the 
“assessment calls” that for whatever reason there may be no value (at this time) to assign valuable 
sales time to this particular customer. 

The regional sales rep would then assign that prospect to the “Automated Contact” system (bucket) 
as a method to stay in front of a potential prospect without investing selling time at this point. If the 
customer has very small potential, this is also the classification of customers that would be managed by 
the Inside Sales Dept. or Distributor Rep.  

      
        to 10-10-10             to 10-10-10 

 

  Pre-Qualified customers                                                  Inside Sales managed 
  who have been called on           and 
  one or two times and determined                                  Automated Contact 
                               that, for whatever reason, there       System 
             should be no investment of personal 
      selling time at this point. 

                                           

   Research and Screening 

 
  Unqualified list of potential customers for each 
      product-service solution group within each Targeted Industry 
     and within each selected geographic territory. 
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Pre-qualified Customer Assignments - Not a Prospect 

There are some cases where due to a total misfit or erroneous information uncovered from the website 
research and screening, it is determined following the “assessment sales call” that there is no fit and 
probably will never be a fit between our product and service group solution and this particular 
customer’s near or long term needs. 

These customers would go in the bucket shown below as “Not a Prospect”. 

            to   10-10-10   

 

   
                                                          Prequalified customers who   
  have been called on and determined               
      Not a that, for whatever reason, there should   
    Prospect be no investment of selling time              
        at this point. 

 

                                Research and Screening 
 

                        Unqualified list of potential customers for 
  each product-service group within 
  each selected geographic territory. 
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The 10-10-10 Customer Prioritization Model for Independent Direct Driven Distribution 

In the different case where independent reps and distributors are the primary channel to our market, 
the 10-10-10 model looks a little different. 

The company should still develop the 10-10-10 target market customer priorities for each geographic 
territory covered by an independent rep or distributor. 

The market identification research done by the company should be shared with the sales leader from 
the rep firm or distributor. In some cases, you may have bad data on potential prospects and in other 
cases you uncover a prospect that the independent sales reps did not know about (the latter is rare). 
What is important about doing this exercise is that the independent firms know that you know the 
market and understand who are going to be the target customers for your product-service group 
solution.  This “joint knowledge” of the market drives a closer collaboration regarding Independent 
Rep. sales call priorities and mind share. 

The company clearly has no “real” day-to-day control over an independently owned and operated 
rep firm or distributor, but should share a joint understanding of who should be called on within the 
territory to satisfy your company’s sales growth needs. This performance toward joint goals is also what 
keeps the distributors in good standing with your company. While the independent sales people are 
not going to follow the 10-10-10, as a “direct” sales person would, the distributor or rep’s productivity, 
on your behalf, clearly picks up, when “everyone” knows what the manufacturer or producer 
expectations are. The prequalifying process conducted by the company will drive leads to the 
independent sales reps. Your Distributor’s Rep. “champions” should get rewarded with the great leads 
when they are uncovered. If you provide a hot lead to the independent rep firm or distributor 
leadership, many times rather than one of our “champions”, who knows how to represent your product 
well, receiving the lead they will many times give it to the “new guy.” 
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How does the 10-10-10 work for the manufacturer or producer using independent representation? 

Each manufacturer or producer’s regional sales manager or area sales manager for each geographic 
territory where they have responsibility, should have their own “Strategic” 10-10-10 model for their entire 
region. 
 
In theory, these top “Strategic” 10-10-10 customers offer the greatest potential for sales growth and 
should be a top responsibility for company’s sales management people and sales team to develop. 

Each Regional Sales Manager’s Strategic 10-10-10, in theory, is spread out among the distributors or 
Reps. assigned to their region. There may be some assigned to Distributor A and some to Distributor B 
and so on.  

Again, these same Regional “Strategic” 10-10-10 customers who have now been divided up by your 
regions assigned distributors are now further assigned down to a Distributor sales rep. in each 
distributor. 

By sharing this schematic below with each of your distributors it leads to great discussions and makes 
your expectations as the manufacturer/producer of products and services very clear as to where you 
want your distributor sales time share and focus to be. 

Another note worth mentioning, is that if your distributor is committed to your company and your 
products and services, I have seen nearly half of them accept the 10-10-10 selling process as the way 
they want to go to market.  
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The Corporate Sales Manager should also have their own corporate Strategic 10-10-10 where they 
operate in direct support of the Regional Sales Managers and the Direct or Independent Sales Rep 
who have their own corporate 10-10-10 sub-set within their region. These customers would represent 
the Strategic 10-10-10 customers for the entire company. 
 

  

  

Overlay	our	Territory	10-10-10	Customers
with	each	Distributor	and	Distributor	Rep.

Overlay	your	Strategic	Top	10-10-10
Your	Territory's	Strategic	Top	10-10-10 that	are	within	each	Distributor's	Territory

Top	10	 Top	10 Top	10 Top	Active Top	Target Top	Prospective
Active Target Prospects Customers Customers Customers
Customers Customers

		Active 		Active
Maintenance Maintenance
					Active 					Active
				Target 				Targets

Note: If	you	have	several	Distributors	in	your	area,	each	
one	may	have	less	than	10	targeted	customers
from	your	territory	10-10-10.

Overlay	your	Strategic	Top	10-10-10
that	are	within	each	Rep		(Champions)
Territory.

Top	Active Top	Target Top	Prospect
Customers Customers Customers

		Active
Maintenance
Active
Target
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The Godfather 3-3-3 to 5-5-5 

In many high performing companies the Owners, CEOs or Senior Leaders also have a shortened version 
of a corporate 10-10-10.  While these Senior Leaders do not have direct responsibility for day-to-day 
strategies and activities, they do attempt to create a senior level customer relationship with key active, 
target and prospective customers. The Senior Leader should be very visible with the “Corporate” Top 
10 Active Customers.  

Allowing the Corporate Sales Manager to have a Corporate 10-10-10 and the Senior Leader of the 
Company to have a 3-3-3 not only is both impressive to the customers and also helpful to the sales 
effort but it also goes a long way in keeping the sales team (and distributor team if one exists) 
motivated when they know they have a Strategic 10-10-10 customer that is also on a senior company 
leaders list.  
  

Now, hopefully the 10-10-10 sales process Schematic is beginning to make sense.  
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The	master	schematic	for	the	10-10-10	Sales	Process”

TOP	10	ACTIVE 					TOP	10	TARGETS 				TOP	10	PROSPECTS
			CUSTOMERS 										CUSTOMERS 										CUSTOMERS

10% 30% 	 15%
Strategic	Pre-selected

					ACTIVE 					Quoted 									TARGETS 													PROSPECTS high	potential
MAINTENANCE 					Proposals customers
CUSTOMERS 				Red	Zone

				Active
			Target			 20%
Customers

									"Significant	Other"
																		Customers
	 (20-30)

										Pre-Qualified	Customers 			Distributor
					Lead	Generation, 			Not	a 				Will	be	assigned	for	further 				Rep
					Qualification Current 				sales	development	by	the
					and	Assignment Prospect 						Sales	Team

Marketing	and	Digital	
Initiative	Leads	or	Direct
Prospect	Initiated
Leads

All	e-mail	addresses	from	all
Unqualified contacts	placed	into	our

		Pre-profiled	database	being	qualified	by	an		outside stay-in-touch	automated
firm	or	internal	research	resource system
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Channel to Market Models 

Direct Sales Model 

 

 

Direct Driven Distribution Model 
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