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Before you begin: inputs required

	
	Input
	Notes

	1
	All primary customer groups to be classified
	

	2
	Primary customer group prospects to be identified
	

	3
	Secondary customer group to be identified and classified
	· Existing AA,A,B,C ratings should be reviewed according to your best knowledge of herd size.

· Record herd size data directly from secondary customer group and their primary customer group in coming call cycles, and update secondary customer group as required

	4
	Visit activity benchmarks to be agreed and set
	

	5
	Territory boundaries to be agreed and set
	

	6
	Days on-territory and off-territory to be agreed and set
	

	7
	Revenue budgets set at store level
	

	8
	Single page/chart year calendar ready for population
	

	9
	Territory map available to review locations & concentrations of classified primary customer groups & any identified primary customer group prospects
	


Steps to follow

	Step
	Basic instruction
	Notes & additional information

	1
	Using a map, divide your territory into 4-8 natural geographic zones
	· Refer to your territory map as a reference source

· Consider natural geographic customer concentrations and itineraries

· Assign a zone to each Primary/secondary customer group in your territory

	2
	Using your calendar, mark out your off-territory days
	· Include annual leave if known, and any other days not on territory

	3
	Confirm your number of days on territory
	· As much as possible identify these to actual dates in your calendar, but don't mark yet

	4
	Confirm your annual visit capacity
	· Multiply your agreed daily/weekly visit benchmark by the number of days on territory for the year

· Modelling differentiates between allocated visits, unallocated visits and joint visits (to secondary accompanying/ representing primary). Territory mapping focuses on allocated visits 

	5
	Calculate both the number of primary customer group by class and the resultant targeted visit workload in each zone
	· Firstly address your existing customer primary customer group 

· Then address any possible prospective primary customer group 

· Calculate your total minimum primary customer group visit workload and reconcile it with your annual visit capacity calculated in step 4

	6
	Calculate the remaining visit capacity for secondary customer group 
	· Include any “over and above” visits for resellers

· Subtract your total reseller workload from your total visit capacity

	7
	Calculate the number of secondary customer group by class in each zone that you plan to visit and the associated visit rate for each, by class
	· Count the number of AA's, A's, B's, C's in each zone

· Firstly address your AA secondary customer group

· Recalculate your remaining visit capacity for visiting A secondary customer group

· Continue this cycle through lower class secondary customer group until your total visit capacity is absorbed

	8
	Calculate visit workload by zone
	· Add the primary customer group visit workload per zone to the secondary customer group visit workload per zone

· Check that your capacity aligns to your total workload

· Calculate the ratio of zone workloads relative to each other

	9
	Calculate number days required for each zone
	· Using the total number from step 3, apply the zonal percentages just calculated in step 8

	10
	Calculate the number of trips into each zone
	· Use the rule that each zone that has at least one A class primary customer group needs to be visited at least one day per month, and that each zone with only B class secondary customer group as the highest classification needs to be visited at least one day every second month

· Avoid crossing between zones on a given on-territory day

· Depending on the distance to each zone and the workload, trips may be configured to cover several days. Eg. Geelong zone = 20 days in 10 trips.



	11
	Run a reconciliation of your workload per zone against a $ revenue requirement per zone
	· Note any differences between the two comparative % for each zone
· Satisfy yourself that you can explain differences

	12
	Mark up calendar days on territory with colour coded zones



	· Ensure that all zones with at least one A primary customer group is scheduled for at least one day per month, and zones where the highest class reseller is B are visited bimonthly. Zones with only C secondary customer groups are visited biannually

· Review and reset itinerary routings within each zone, ensuring the necessary frequency of visits on classified primary’s and secondary’s

· Review past patterns and reset groupings of consecutive days within each zone to ensure driving efficiencies, number of trips to the zone and adequate cyclic visiting of the customers according to their individual classification

	13
	Enter dates for visits to each primary & secondary customer group into the CRM
	

	14
	Fill each on territory day with names of primary customer group (and secondary customer group where possible) to be visited on that day
	· Use the calendar template to fill the available visit slots in each day

· Address each primary/secondary one at a time, ie fill the visit dates for the entire year before moving onto the next customer

	15
	Integrate territory map into commercially available route mapping package
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