"2 GOALING DISCUSSION AND CASE ILLUSTRATIONS

1. Goaling System Theory: “Same Stretch” Goals Do Not Mean “Same
Increase” Goals
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"2 GOALING DISCUSSION AND CASE ILLUSTRATIONS

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

Territory Sales vs. Potential
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4. Goaling Weights Must Result in Goaled Growth Ranges That Are Consistent
With The Opportunity That Can Be Captured in The Plan Period

Impact of Territory Penetration on Goaled Growth
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"B CASE ILLUSTRATIONS

5. Fairness Testing
Attainment Vs. Historical Sales

Territory Specific Territory Groupings
Attainment vs Historical Product Sales Fairness of Attainments
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6. Impact of Different Goaling Algorithms

Goaling Weights
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