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&_What do Ieaders want?

= Increasing sales/revenue: 66.1%
= Expanding visibility/sales: 43.9%
= Enhancing credibility of company/product: 31.9%
= Building brand of company/product: 29.8%
= Saving costs: 14%
= Investor relations: 7.7%

Source: B to B Magazine, January 14, 2002, pp.1, 23.
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Start with the ideal:

1.

10 traits of a high performing sales force

Communication strategy
Recruitment and retention strategy
Clear customer targets

Thorough understanding of competitors’ strengths and
weaknesses

Bonus incentive plan

Sales training and skill enhancement strategy
Technology tools

Effective coaching and counseling strategy
Reward and recognition programs
Tradeshow and event strategy
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iAgenda

= Introductions

+ Segment 1: The leadership factor

> Segment 2: Are you healthy?

= Segment 3: Anatomy of decline

- Segment 4: Eighteen steps to improvement
> Resources and tools

= Session evaluations
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$ Housekeeping Notes

= Cell phones off
= Active engagement

= Back on time,
out on time

n Offer real-life
examples

X

.

*_Introd uctions

= Your name
= Your company

= List your
expectations for this
session
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The leadership factor

s CEOs
= Seller

= Non-seller
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2004 MPI European Business Leaders Conference

attendee survey responses

43%

57%

"Does your CEO have a sales background?"

@ Yes, a sales background

@ No sales background

43% of attendees surveyed have a CEO with a sales background.
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CEO with a sales background —
Keep at bay

Pro’s:

o They recognize the efforts
o Are willing and able to interact with clients
o Know the market trends

Con’s:

No empowerment, “I know it all.”

They avoid other parts of the company.
They don’t delegate the sell to sales.
They don’t pressure operations to deliver.
Lacks apathy
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CEO without a sales background
Non-seller — coach

Pro’s:

Willing to learn- a good student

Often they are less emotional than a sales based leader
Strong operational knowledge

Invested in process improvement across the organization

[ R = R )

Con’s

= Upsets clients without knowing it

= Can’t recognize good or bad effort

=  Awkward messaging to the sales force

= Doesn’t respect the role of sales

= Sides with operations during conflicts

= Constant scrutiny- it's never good enough
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Segment 4.
17 steps to energize your program

“Make your move
towards health”
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Make your move towards health

1. Move the team around — procurement does this to avoid
favoritism, neutralize the competition’s good new ideas.

2. Have a program map — if you are not on top in three years,
you just have a direct selling program.

3. Be more consultative — help the client save and make money.

4.  Be humble enough to replicate an idea your competitor has,
“Mercedes did not invent seatbelts, they just perfected them.”

5. Hold an all day session with the client(s)
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Make your move towards health

6. Examine customer service delivery
7.  Conduct a competitive scan

8.  Culture to culture mapping

9.  Verify incident resolution time

10. Your P&L is based on clients as assets versus units, “Avis
rental car — you’ve had lots of accidents.”

11. Include the client “use us” to consult on how to get things
back on track.
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Number 12:
Good customer defined: high value, low effort

= Calibrate account deployment (time not money), how
much is the client worth?

= Growth of share with your company

= Low cost of doing business

= Low volume of special services/customization

= Mix of business purchased matches your needs

= Cycle time: length of time to move through the sales process
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2004 MPI European Business Leaders
Conference attendee responses

"Do you use a formal needs assessment process?"

O Yes
@ No

78% of the surveyed attendees do not use a formal needs
assessment process.
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Number 13:
Appropriate account per person ratios

= 1-9 accounts, sweet spot for effectiveness

= 10+ accounts, profitability and goal achievement
decreases
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2004 MPI European Business Leaders
Conference attendee responses

"What is the account per sales person ratio
for your team today?

16% 13%

@ 1-5 accounts
@ 6-10 accounts

10% O 11-15 accounts

19%
0 16-25 accounts
B 26-50 accounts
13% @ 51-100 accounts

13% @ More than 100 accounts

16%

61% of the attendees surveyed have sales representatives that manage
25 and fewer accounts each.
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Number 14: compensation

= Plans with 20% weight on customer satisfaction
achievement achieve higher profitability.

= Sample Components:

=« Management discretion

= Specific sales volumes over quota
= Company profitability

= Specific account objectives

= Corporate results
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Number 15: Roles clearly defined

= KAM = Key account manager
=  GAM = Global account manager
Core competencies:
> Maintain customer intelligence and data
» Determine mutually agreed upon value drivers
» Leverage mutual competencies to make and save money

> Inside and outside selling
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Number 16: conduct research

= Conduct a sales
assessment:

+ Your team
= Your top 15 clients
= Your competitive set

- Your division leaders vz
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Number 17: Manage the CEO

= Use SAMA knowledge to

% educate

= Create a customer advisory
group

= Interpret data for him/her

= Communicate proactively
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Tips and tools

= Handout
= 10 steps to account management health

= Resources

= Websites
= Books
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iSession Summary

+ Segment 1: The leadership factor

+ Segment 2: Are you healthy?

+ Segment 3: Anatomy of the decline

+ Segment 4: Eighteen steps to improvement

+ Resources and tools
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& Conclusion

= One key takeaway
from this session

= Please complete
your evaluations
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