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1.  Goaling System Theory: “Same Stretch” Goals Do Not Mean “Same 

Increase” Goals 

GOALING DISCUSSION AND CASE ILLUSTRATIONS 
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2.  Potential: Models Initially Developed For Physician Targeting Can Be Used 

to Establish Same Stretch Goals 
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3.  Territory Sales Relative to Potential Can Vary Widely 
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Territory Sales vs. Potential 

0%

50%

100%

150%

200%

250%

300%

0% 50% 100% 150% 200% 250% 300%

H
is

to
ri
c
a
l 
R

x
 S

a
le

s
 I

n
d
e
x
 (

A
v
e
 =

 1
0
0
%

) 

Territory Potential Index (Ave = 100%) 

Territory 2 

Territory 1 

Territory 3 

Territory 4 

Historical Rx > Potential 

High Penetration 

Historical Rx < Potential 

Low Penetration 

45 degree line 

represents sales 

index = potential 

index, or average 

penetration 

GOALING DISCUSSION AND CASE ILLUSTRATIONS 



This page addresses methodologies employed by Michael Allen Company LLC in preparing this report and accordingly contains confidential information that is 

proprietary to, and remains the property of, Michael Allen Company LLC. The recipient of this report may not share the contents of this  page with any third party. 

 

4.  Goaling Weights Must Result in Goaled Growth Ranges That Are Consistent 

With The Opportunity That Can Be Captured in The Plan Period 
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* Pct National Volume Contribution/(Pct National Volume Contribution + Pct National Potential)  
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5.  Fairness Testing 
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6.  Impact of Different Goaling Algorithms 

GOALING DISCUSSION AND CASE ILLUSTRATIONS 
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