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Blitzes: a practical way to kick-start improvements 
Management teams rarely lack ideas for improving sales, often facing several credible options but 
limited capacity to pursue them. Delays build while the team debates where to begin. 

A sales blitz creates a practical starting point. For a limited period, commonly ninety days, the sales 
team concentrates extra effort on one measurable commercial result, manages progress weekly, and 
learns from what happens. The short time frame creates urgency without requiring the team to sustain 
the pace indefinitely. 

A blitz can target more qualified leads, more productive buyer meetings, greater effort in a priority 
market, or improved economics in a set of underperforming accounts. The right target is narrow enough 
to move in a quarter and valuable enough to command focused management attention. 

Why sales blitzes work 
A sales blitz is a time-limited push toward a single commercial result. Effort spikes and receives more 
management attention than normal operations. It should begin with a clear objective, incentives to 
drive high effort and engagement, a structured plan with ample organizational support, and very visible 
involvement by leadership. 

• Time-boxed. The team knows how long the added effort will last and what must be completed by 
the finish. 

• Measurable targets. Qualified leads, buyer meetings, opportunities advanced, account coverage 
and margin improvement are examples of results a team can count. 

• Ample support. The company commits enough capacity to make the push credible. That may 
require pausing other work, adding short-term support or using an incentive tied to the target. 

• Frequent leadership review. Leadership meets – weekly is best – to compare activity and results 
with the plan, address obstacles, and adjust while there is still time to affect the outcome. 

The weekly rhythm drives the Tioga principle 'Make this week better than last week.' A time-boxed target 
sets the direction, and weekly results show whether the team is improving and where it is stuck. At the 
end, the company keeps the practices that proved useful and stops the extra effort that only made 
sense for the sprint. 
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Three target outcomes: volume, quality, and focus 
Tioga concentrates on three categories of sales blitz, each aimed at one of the three levers that improve 
sales activity: volume, quality, and focus. There are others, but these three are reliable — each 
produces a measurable near-term change, each can reveal opportunities to improve adjacent 
capabilities, and each connects back to the only thing that ultimately drives sales: meaningful 
conversations between sellers and buyers. 

Lead volume blitz 
A demand generation blitz sets a target for new qualified leads in a defined segment. It is most 
impactful when pipeline is thin or when the company needs to test how to best penetrate new markets. 

Sales and marketing agree on the target accounts, qualification rules, message and channels. The team 
then works backward from the lead target to the number of accounts, contacts and touches required. 
Managers review activity and conversion each week so they can adjust before the blitz is over. 

The pattern of results matters. Weak lead generation points to the message or channel. High numbers 
of low-quality leads point to targeting or qualification. Poor conversion may indicate issues with lead 
handling processes or the quality of initial sales touches. 

When issues with each step are worked out, elevated efforts can quickly build the pipeline. 

Meeting quality blitz 
A meeting quality blitz targets a defined number of buyer conversations that advance an opportunity, 
open a new one or deepen a strategic relationship. For many companies, the most useful version brings 
senior people from both sides into a top-to-top discussion. Their involvement raises the standard of 
preparation and puts decision makers in the room. 

Tioga recommends formally categorizing these as “Impact Meetings” with clear criteria. Each meeting 
uses a 3:3:1 plan: three things to learn, three insights to share and one specific objective. The seller 
sends an agenda before the meeting, records decisions and next steps afterward, and debriefs the 
manager. 

Account selection and meeting participants also matter. The team concentrates on its highest-value 
accounts, assigns the people needed for the high-impact discussion, and prepares appropriately. A 
major pursuit may need a stakeholder map, a competitive assessment and a risk plan; a smaller pursuit 
needs a lighter plan. 

The blitz produces meetings and exposes the reasons they do or don't create momentum. If 
opportunities fail to advance, the team can examine the value proposition, preparation, client access 
and seller skill. Sales leaders also get direct evidence they can use in coaching the team. 

Re-focus blitz 
A focus blitz directs sales capacity to the accounts or markets management has decided need more 
attention. It can be effective when the strategy points one way but habits, calendars, or account plans 
aren’t lining up. 
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Management selects one growth area and sets a target for increased coverage and progress. The 
measure might include named accounts reached, buyer meetings completed, qualified opportunities 
created or specifications advanced. Territory-level planning identifies the accounts, buyers and actions 
that will receive protected time, and managers review progress weekly. 

An alternative version is a Tail Account Reset. Management sets the minimum economics it will accept, 
identifies why each account falls below the line and assigns a specific action. Those actions may 
include price changes, service changes, a volume commitment or an orderly exit. 

Both versions force explicit choices about seller and manager time. The work shows whether the barrier 
was unclear priorities, weak territory planning, limited manager follow-through or insufficient 
resources. Capacity released from low-value accounts can then be assigned to priority growth areas. 

Tioga helps management translate the growth priority into territory and account plans, set the weekly 
measures and establish the review cadence for the ninety-day push. 

What a sales blitz should leave behind 
Blitzes are effective both because of the near-term results and the information created. Demand 
generation blitzes can sharpen targeting, messages and qualification. Meeting quality blitzes can 
improve account planning, preparation, executive involvement and coaching. Focus blitzes can improve 
territory choices, resource allocation and account economics. 

The company should not attempt to preserve the full intensity of a blitz beyond ninety days. At the final 
review, leaders decide which weekly practices will become normal, which obstacles require investment 
and which activities should stop. The next step may be another blitz, a broader capability build, or no 
further action in that area. 

Why sales blitzes underperform 
Most problems can be traced to a few choices made before or during the blitz period. 

• The target is too broad or changes after launch. The team cannot organize around a result that 
keeps moving. 

• The design becomes a lengthy custom exercise. A blitz should use a simple pattern that can be 
launched quickly and adjusted with evidence from the work. 

• No capacity is protected. The company adds the blitz to full workloads and assumes urgency will 
compensate for the lack of time. 

• The target is clear, but the weekly work is not. Sellers need account-level actions, and managers 
need a regular review of activity, conversion and obstacles. 

• The final review is skipped. Without it, leaders cannot decide what worked, what failed, which 
practices to keep or where to direct the next investment. 
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Where to start 
If leadership is considering several commercial initiatives, start with one result that matters in the next 
ninety days. Choose a target the team can influence, measure clearly and review every week. 

Determine the key metrics before launch. Decide what time will be protected, what short-term support 
or incentives are required, and what evidence managers will inspect. The added intensity is temporary, 
but the sprint should end with a clear decision about which practices will remain. 

At the end, answer three questions. Did the result move? Which behaviors should continue? What 
constraints need attention next? 

Tioga helps management teams select the target, build the ninety-day plan, run the weekly cadence and 
turn the findings into the next move. If your team is deciding where to begin, we can help define the right 
sales blitz and put it into motion. 
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