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TRANSFORMING SALES INTO A
PROFESSION

The Journey From Peddler To Value Creator
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WORLD CLASS SALES FORCES

A ALLEGIANCE HEALTHCARE A GE INDUSTRIAL CONTROL SYSTEMS
A APPLIED INDUSTRIAL TECHNOLOGIES GRAINGER INCORPORATED

A AT&T CONSUMER PRODUCTS A IBM GLOBAL SERVICES

A AT&T MIDDLE MARKET A JOHN DEERE

A AT&T GLOBAL SYSTEMS A MOORE CORPORATION LIMITED

A BOISECASCADE OFFICE PRODUCTS A2MOTION INDUSTRIES x 2

A CcDwW A CORPORATE EXPRESS

A DU PONT A GLOBAL IMAGING SYSTEMS

A EXXON CORPORATION A INSIGHT ENTERPRISES



Many CEObesreadyh o u
embarrassed about their sales forces!




From Con Man To Consultant




Negative Sales Stereotypes




THE NEW SELLING OF AMERICA

he A% Selling of America




Many Sales Organisations Are In
Trouble

Why?



Firstly Look At The Symptoms

A Pricingpressure

A Margin erosion

A Selling is much tougher

A Longer sales cycles

A Customers want more for le:
A Inability to differentiate

A High selling/service costs

A Some customers unprofitable
A Forecast slippage




What ' s Driving




What Does This Mean For Sales?

Evencomplex services will be increasingly commoditised and bought
transactional

Qustomersare becoming ever smarter and more aggressive about
capturing a bigger share of the value their suppleeate

Relationshipghat seemed protected and lockad are being questioned
and are under threat

Metricsdriven, continuous improvement relationships have the best
chance of resisting the new purchasing pressures

New enterprise relationships are supplanting traditional major account
relationships



TheEnd of Sales As We Know It!
Xand how to prepare for it

COMPETING
1




The Problem

Postrecessiommarkets have changed the game permanently

1. Theres little or no competitive advantage based on:

A Productquality (all serious competitors have the same)
A Cost(Supply chain management and Global sourcing kaeeplayingfield)
A Innovationis short lived

U no global protection of Intellectual capital, and

U evenwhere it exists reverse engineeridgbases

2. The internet haswitched the information advantage to the customer



The Problem

ACNIRAGAZ2Y I CA ShriRking (Mierdep@otizsifgs on fink dultiéns, A &
faster product life cycle from innovation tmmmodity)

A Traditionalfield salespeople will transition to telesales (but with dedicated account
management)

A Higherend salespeople will need a sophisticated understanding of the appropriate
market segment technology and market strategy PLUS the new sales skills as out
sourced managers for theaustomers

A Saleswill evolve to a professional level status withiversity preparatior(providing
the base business savvy and sales skills, as well as the appropriate academic
background (Accounting, Finance,NBrketing, etc)



The Problem

A.dzarySaa oAttt KIGS (2 LINPYARS (0KS al F
(Direct versus indirect, NBD, Acct managem&ualutionsales, etg

AAsl NBadzZ G alftSa LI2aArdArazya oAttt o0ATFdzNI
sales teams and more highly educated telesales (with dediaatedunts)

A Individualswithout university levebales training will gravitate by default to
transactional retail or personal servisales

A Inthe 60s,sales positions had begun to replace the highly paid union factory
worker as the middle income pool of citizens, now sales are fading as the last
dzLJg I NRft &8 Y20AfS OFNBSNI LI 0K U0KFO RARY
loss of 2 million of these sal@gsbs in the USAN the last 34 years)



The Lack of Science Behind the
Problem

Starting with Fredrick Tailor, business has progressively developed more systema

disciplines:

U Moving from numerical process control, to total quality management (TQM),
G2 L{hX (02 odzaAySaa lylfediArdoa |yR 1
and ultimately predicative analytics

But, even the rudimentary TQM and six sigma have never been applied to sales:
' YiUAEf NBOSyl(feée U(KWBNGBI Kaae YyYSOSNI 0SSy

Thelack of truly analytic processes and disciplines have led to failure rates
unacceptable in any other business function

U 20-25% customer churn,
U 30%+ Sales persdarnover
U 40% Sales manager turnover



The Lack of Science Behind the
Problem

A Anecdotal personal expprience substitutes for,a sales science, even the §ales,
RSOSt 2LIYSyu o060221a oAUK | FSg SEOSLIIA?Z
U lwas a greasalesperson
U Thisis how I didt
i Ifyou do it you can be a great salespersog 2 H ¢

A Thishas led to the fatally flawed benchmarking and Top Grading approach to
looking forsuperstars

A Casesi 1 dzZRA S& | & LINB&whdmne&fecy Q0 LI a4 0KS
U + Sy Rpubli¥hdess than 2% of their attempts. Do we doubt that these are
GKSANI 684l NBadz (0 ahancofRletalysukciéssfdy:s 6 SN



Applying the Science of Total Quality
SalesManagement

¢KS ¢NIRAGAZ2YIFT | LIINEI OK G2 ¢

ABC Company: 200 Salespeople and
$200M in Sales*

Middle 60%

Bottom 20% of salespeople Top 20% of salespeople

\ J\ J\ J
Y Y Y

= $200 Million
Total Sales

Consultant Speak: Study the techniques of the top 20% and train the middle 60%

*Performance averages based on over 900 sales forces evaluated by Chally over 35 years



The Result

ABC Company: 200 Salespeople and
$200M in Sales

Middle 60%

Bottom 20% of salespeople Top 20% of salespeople
\ J\ J\ J
Y Y Y
$6 Million $94.5 Million $104 Million = $204.5 Million
$150K/person $2.6M/person Total Sales

Improving their performance by an exceptional 5% each...
only produces a 2.25% improvement in sales




Applying the Science of Total Quality
SalesManagement

w? 1
Bottom 20% ) ~ byaverageandabove  Top 20%of
replaced salespeople salespeople

\ J\ J )
Y Y
$74 Million $160 Million = $234 Million
$4Miperson  Total Sales

If wenowtrain the rest of the sales force and geb% gainyve get an
additional$5.7 Million



The Solution: Sales of the Future

Bottom Line? It all will start with you!

Universities and Business Will Make The Difference

Corporations Develop the Professional Specialties

New Bus. Nat. Alternate Territory Sales
Dev. Accounts Channel Mgr. Engineer




CHANGING THE SALES MODEL

A It is becoming increasingly more difficult to
differentiate yourself byvhat you sell. If you
are unwilling, or unable, tdifferentiate
yourself bynow vou sell then you will, by
default, end up differentiating yourself yow
muchyou sell it for.




Traditional Sales Training

What constitutes a goocale?

Thesalescycle

Motivatingto understand through théunnelingconcept

Typeof questions and their effect on the customer
Understandingisible behaviour

Psychologyehind the use of words

Developingyour competitive edge

Optimisingwhat your business has to offer through featurepé&nefits
Dealingwith the price issue

Seeingbjections as new opportunities

o Bo Do To To Io Io Io I
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Traditional Sales Training

Powerful Sale®rocess

Prospecting technique® fill your pipeline with goodeads

Waysto turn a cold call into gale

Surefreg €a 2F IASTGAYYFaAkKKS Of ASyi
Powerpackedclosingtechniques

Essentiabecrets from successful salgsople

Summitingsales steps

l.j



The 7 Customer Rules For Becoming
The New SaleRrofessional

A{ltSaLS2LIXS GF1S LISNR2YI f Fesul2 dzy (

A Inorder to personally manage a customer account, salespeople must
dzy RSNBE (I YR busiBessOdza 1 2 YS N A

A Customersxpect salespeople to be their representatives within the
a St brgaNfation.

A Customersvant salespeople to think beyond features and benefits to
applications

A Theongoing expansion of corporate boundaries has been accompanied by
a corresponding growth in customer demand for local, accessible sales
representatives.

A Customersxpect salespeople to not only solve their problems during the
transaction itself, but throughout the full term of the businesfationship.

A Becaus®©O K| y3IS Aa (0KS 2yfé dbyshdsd yvi A
environment, customers expect salespeople to respond with proactive
continuous innovation to their spoken and unspoken needs.



The Issue Of Value




Changing The Sales Model

Value Earned 5 I\_/alued -
By The The |\C/:ere 0
Supplier e Customer

Valuec Price = Incentive to Purchase

1

Price = reasonably clear
Value = always obscure



CaseStudieson Competingon Value

Chicken Feed Supplier

A Movedfrom supplyingons of feed to weight gain (nutritionalalue) perton of
feed delivered.

Lubricant Supplier
A Movedfrom selling lubricants to guaranteeing machine up time.

Office Supplies Company

A Officesupplies company used Activity Based CostirerofessionaProcurement,
and Supply Chain Managementdseliveroffice supplies to major corporations
with massive costavings

Hotel Group
A Usedh 1 Qa4 dzy RSNBEGFYRAY3I 27F | npvbolfers@di (0 2 Y
loyalty not just hotel rooms



Solution: Beat the 80:20 Rule

Middle 60%

Bottom 20% of salespeople Top 20% of salespeople
\ J\ )\ y,
Y Y Y
*$6 Million *$34 $160 Million = $200 Million
$150K/person Million $4M/person Total Sales

If a 200 person sales force produces $200M in sales, and the
80:20 rule applies,
the top 20% produces $160M and thmttom 20% produces only $6M

*Note: the sales distribution for the middle 60% and bottom 20% are for demonstration purposes only.



When the Correct People and Training are in Alignmen
a Dramatic Increase in Performanea \WAYS OCCURS!

30

Bottom 20%

by average and above

Top 20% of

replaced salespeople salespeople
\ J\. J\ )
Y Y Y
*$74 $160 = $234 Million
Million Million Total Sales

If we reassign or replace thettom 20% with candidates thatist meet or exceed
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Mission Statement

To strive for complete customer

DELIGHT

in all aspects of our business,
in order to provide our customers with true

value beyond technology




AdvanceNet Solutions

INFRASTRUCTURE FINANCIAL CUSTOMER PERFORMANCE MOBILITY

MANAGEMENT MANAGEMENT MANAGEMENT MANAGEMENT MANAGEMENT
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INFRASTRUCTURE
MANAGEMENT

FINANCIAL
MANAGEMENT

CUSTOMER
MANAGEMENT

PERFORMANCE
MANAGEMENT

MOBILITY
MANAGEMENT
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Financial Management

INFRASTRUCTURE FINANCIAL CUSTOMER PERFORMANCE MOBILITY

MANAGEMENT MANAGEMENT MANAGEMENT MANAGEMENT MANAGEMENT
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INFRASTRUCTURE FINANCIAL CUSTOMER PERFORMANCE MOBILITY
MANAGEMENT MANAGEMENT MANAGEMENT MANAGEMENT MANAGEMENT
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Performance Management

INFRASTRUCTURE FINANCIAL CUSTOMER PERFORMANCE MOBILITY
MANAGEMENT MANAGEMENT MANAGEMENT MANAGEMENT MANAGEMENT
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INFRASTRUCTURE
MANAGEMENT

FINANCIAL
MANAGEMENT

CUSTOMER
MANAGEMENT

PERFORMANCE
MANAGEMENT
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MOBILITY
MANAGEMENT
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Upcoming Events

6" October 2011
Aki Kalliatakis
Future Trends

info@advancenet.co.za
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Thank You

From The AdvanceNet Group
Mark DAlessandro
markd@advancenet.co.za

7\

AdvancelNet




