
Creating specific, measurable goals for an 
organization is a difficult task. With so many 
potential outcomes to pursue, you often end 
up staring at a blank page and wondering 
where to start.

At Khorus, I encourage our customer CEOs 
to begin the goal-setting process by consid-
ering the six core areas of their business. This 
model is based on the following definition of 
a business: 

An organization that produces and deliv-
ers a product or service while balancing 
the needs of shareholders, employees, 
and customers.

The production and delivery of the product/
service typically requires three key functions: 
product, marketing, and sales.

This gives us three constituencies and three 
business functions—which together comprise 
the six core areas of the business. 

In the following pages, we will look at each of 
the six areas and consider example goals in 
each one. I hope this kick-starts your efforts 
to establish effective, balanced goals for your 
organization.

—Joel Trammell
Founder & CEO, Khorus Software 

A Blueprint for Effective Company Goals



1 Sales Goal

Sales goals are typically about  
growing the business. This can be 
accomplished by selling more of the 
same things you offer now, or selling 
new offerings and/or expanding into 
new geographies.  

Most sales teams think in terms of 
total contract value, which is often 
referred to as “bookings.” The  

accounting team will more likely think 
in terms of GAAP revenue. Whichever 
sales metric you choose, it is import-
ant to be thoughtful and ensure it will 
drive the desired behavior. Make sure 
everyone understands how the metric 
will be objectively calculated through-
out and at the end of the quarter. 

EXAMPLES

•   Q1 revenue 12% above Q1 a year  
  ago

•   $10 million in bookings

•   Increase monthly recurring  
  revenue to $25,000 by end of 
  quarter

THE THREE FUNCTIONS



2 Marketing Goal

Marketing goals often start with the 
four Ps: product, price, place, and 
promotion. A company marketing goal 
reveals your priorities around gener-
ating interest in your products and/or 
services and will drive the activities of 
the marketing team over the quarter.

The challenge with marketing metrics 
is being able to measure the things 
that really matter. Merely generating 

leads does not necessarily have a  
business value, for example. Look 
for ways to tie marketing metrics to 
delivering a business value. To contin-
ue with the previous examlpe, more 
interesting than the number of raw 
leads generated is the number or  
percentage of those leads who  
become or may soon become  
paying customers.

EXAMPLES

•   $5M in marketing-influenced  
  bookings

•   Increase average customer  
  transaction size by 10%

•   Produce 5 case studies in the     
  quarter

THE THREE FUNCTIONS



3 Product Goal

To be competitive as a business, it is 
important to be constantly improving 
the product or service you provide to 
customers. That’s what your compa-
ny’s product goal is all about. 

Product goals can vary widely based 
on your organization’s industry. You 
might be creating a new offering or 
improving a current offering. As  
always, the key is to make the goal 
measurable and reflective of your  
longer-term strategy for the business.

EXAMPLES

•   Mobile app shipped with  
  500 customers in beta

•   New consulting package  
  developed 

•   45–50 express branches opened

THE THREE FUNCTIONS



4 Customer Goal

We now move on to the three key 
constituencies—customers, employ-
ees, shareholders—to consider when 
setting company goals, starting with 
customers.

Most companies gather and analyze 
far less data about customers than 

they do in other areas of the business. 
However, it is important to collect 
baseline data around customers— 
especially customer satisfaction and 
retention—and then drive continuous 
improvement in this area. 

EXAMPLES

•   Measure Net Promoter Score for    
  customer base

•   Increase Net Promoter Score  
  by 10% 

•   Reduce churn by 5% compared to  
  previous quarter

THE THREE CONSTITUENCIES



5 Employee Goal

Like customer data, employee data is 
often neglected. This too is unfortu-
nate. We often hear people say, “Em-
ployees are our most valuable asset!” 
That’s almost always a true statement, 
but most businesses don’t follow 
through and act like it.

Your company’s employee goal will 
help you collect baseline data around 

employees (such as engagement levels 
and turnover rates) and make contin-
uous improvements in these areas. 
Setting a goal related to your employ-
ees each quarter shows that you care 
about the employee experience and 
treat your people like the highly 
valuable assets they are.

EXAMPLES

•   Conduct employee engagement    
  survey by end of quarter

•   Increase employee engagement  
  score 10% over last year 

•   Decrease employee turnover by  
  10% compared to last year

THE THREE CONSTITUENCIES



6 Shareholder Goal

The final constituency to consider in 
your company goals is shareholders.
Shareholders’ primary interest is 
around the financial performance of 
the organization.

The financial statements should 
provide the key metrics for defining 
shareholder performance. As you set 
your shareholder goal, it’s important 

to consider your company’s priorities 
around growth versus profitability. 
What is your overall priority—to 
maximize revenue or hit a certain  
level of profitability? Or a bit of both?

EXAMPLES

•   Increase net income by 10% over  
  Q1 last year

•   Reach $1M in EBITDA 

•   Build 5-year financial plan

THE THREE CONSTITUENCIES



Want hands-on goals guidance?

Our Executive Goal Setting service—delivered in a half-day  
onsite session by Khorus CEO Joel Trammell—ensures that your 
organization has laid the groundwork for predictable  
performance. 

By the end of this session, your company will have a cohesive set 
of goals that reflect your underlying business priorities and will 
inspire your whole team—from the C-suite to the frontline.

Get in touch today to schedule your session!

Get in touch

http://Executive Goal Setting
mailto:info%40khorus.com?subject=Interested%20in%20Executive%20Goal%20Setting

