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The Truth

Every Business Leader Wants to Sell More; HOWEVER

- Typical response to poor sales results:
= Hire/fire sales staff
= Provide training

= Most organizations spend 12 to 18 months before firing non-
performing sales staff

- 87% of people promoted from sales to sales management
fail

- Only around 20% of today’s top leaders have sales
experience

- Less than 3% of all companies have a defined, disciplined,
effective sales approach/system







With a little planning




You can achieve your sales goals.
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The Road to Sales Effectiveness

Sales Effectiveness
o

Integration, Reinforcement,

and Refinement
O)

Low Hanging Fruit
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Sales Planning

Phase 1: Purpose

Drive more profitable sales by aligning your sales
goals and business strategy.

—



Sales Planning

Phase 2: Process

Align customers, communications and channels so
you begin selling more of the right things to the
right people at the right time.
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Sales Planning

Phase 3: Performance

Recreate success by leveraging a sales system
that focuses on key metrics, maintains focus, and
holds people accountable.
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Sales Planning

Phase 4: People

Define and lead a profitable, high-performance
sales team that has what it takes to deliver the

sales results you want.

—



Methodology




The future you see is the future you get.

Robert G Allen

—



Purpose — Tools

Gap Analysis
= Win/Loss analysis

—



Tools — Win/Loss

Opportunity] Company Client WI/L
Source Revenue |Close Date| Reason




Purpose — Tools

Gap Analysis
= Win/Loss analysis
= Competitive positioning

—



Tools — Competitive Analysis




Purpose — Tools

Gap Analysis
= Win/Loss analysis
= Competitive positioning
= Customer lifecycle

—



Tools — Customer Lifecycle




Purpose - Outcome

- Measurable, specific goals above and beyond
revenue

- Defined target client or clients
- Lifecycle of clients to feed your sales strategy
- Unique positioning for your service offering

—



Check Point




Process — Philosophy

- A defined sales process will decrease sales
cycle time and increase close ratios.

- Take the B u y e perspective, not yours.

- Think about the process in all phases of the
opportunity lifecycle.
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Process - Philosophy

>,

PROFITABLE /
SALES

Opportunity Life Cycle ©

The Opportunity Lifecycle defines
how an organization behaves in
each of the following phases of
the sales cycle.

—




Suspect Process - Philosophy

1 Clearly define marketing’s role
1 Integrate the marketing and sales efforts

—



Suspect Process — Tools

Target Profile Target Source Target Accounts
s Demographics 9§ Networking 1 Williams
s Psychographics q User groups Development
1 Executive Y Rogers Ltd.
briefings Y Southern Ohio

Planning, Inc.




Suspect Process — Tools

Message — Components
- Should begin with 7 words as an introduction
designed to engage in a conversation.

- “Oh really, tell me more.”
- "I would love to tell you more. Tell me a bit more
about you so I can put the story in your context.”
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Message — Worksheet

Buyers

Market Pain

D= Decision Maker

I= Influencer




Check Point




Prospect Process — Philosophy

- 50% more likely to meet goal/quota by utilizing a
standard process

- You will not “sell”
buy

- Map the buyer’s process first

what somebody doesn’t want to

—



Prospect Process - Tools

Dated Process

Telephone CaIIs Sales Meetings IL
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Prospect Process — Tools

New Selling Process

First Meeting o
Lead "
. Research Decision Scope Proposal Close
Generation
Maker
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Check Point




Client and Valued Client

Referrals,
Referrals,
Referrals

Account
Planning

Territory
Planning

—




Process — OQutcomes

- Strategies to reach the right buyers
- Targeted message and unique selling proposition
- More business — faster!
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Check Point
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Performance — Philosophy

- Assists when moving forward to take the pulse of
your business

- Provides behavioral guidance for yourself in the
field of selling

- Provides leading indicators to success

—



Performance - Tool




Performance - Example

New Business Development — 2010

Weekly Metrics
- Qualify two prospects per week

- Maintain $128,000 worth of proposals in 30 day pipeline; assumes a
65% close rate

- Close rate of 10% from prospect to close

Monthly Metrics
- Close $83,000 new business per month

Six Month Metrics
- Produce at least 10 opportunities to propose

- Produce plan for the top five qualified prospects who will meet the
$200,000 revenue goal within 12 months




Performance - Qutcomes

1 Increased ownership mentality

1 Ability to analyze your results moving forward for
continuous improvement

1 Better insight into “real” deals

—



Checkpoint

—




People — Philosophy

1 Motivation must come from within

1 Assess your team
BAre your sales people Performers or Pretenders?
BDoes each member fit within your selling style ?

—



Sales Staff Assessment — Sales Styles
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People — Philosophy

1 Motivation must come from within

1 Assess your team
BAre your sales people Performers or Pretenders?
BDoes each member fit within your selling style ?
BAre they willing AND capable?

1 Coach them into the new performance
requirements

—



People - Outcomes

1 More sales
1 Energized sales force
1+ Customer driven/sales driven culture

—



Pam Beigh

1 Pam Beigh is not only the Founder of SALESCORE, she's a problem
solver and a growth advocate. Pam puts her passion for simplifyin
sales and her years of sales experience to work daiIK helping small- to
mid-sized businesses create customized strategies that ensure
profitable sales.

1 SALESCORE was founded in 2003 after a decade of listening to never-
ending complaints about underperforming sales teams. The traditional
solutions of training and firing people clearly don't work. Pam realized
it was the process, the approach, and the people that needed to
change. SALESCORE drives change in these areas to deliver ultimate
sales performance.

1 Pam helps her clients with some of today’s biggest sales challenges. If
you're struggling with sales, SALESCORE's untraditional, yet highly
effecltive solutions can help you make real changes and drive real
results.
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