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What i'm about to tell you is gonna change your
life forever. Are you really sure you want to know it?




Globally only sales people was achieving their
sales target.

of sales people were making of target.

of sales meetings were resulting in sales
(F2F or online).

AND THAT WAS COVID-19!
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More BDM’s and sales rep’s than ever routinely FAIL TO MAKE TARGET

> 20% under
30%

On or over

40%

Percentage of BDM'’s and
sales rep’s who achieve
quota.

1% - 20% under
30%

Source: 2018 RevenueTEK Revenue Performance Index © All rights reserved.
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Only hit their sales target

Ahead of target

26%

Behind target On target
64%

Source: RevenueTEK Revenue Performance Index © All rights reserved.
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The End-To-End PIPELINE CLOSURE RATE is now L.92%

4.0% v

2.5%

3.0% -

2.5% * 1.92%
2.0% -
1.5% -
1.0% -
0.5% -
S/

0.0%
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CONVERSION at each major stage has been in DECLINE for some time.

A % of leads resulting in B % of meetings leading to C % of proposals / offers
Meetings / appointments presentations/proposals resulting in closed sales

45% -

35% 1

30% 1

25%

20% 1

15% -

10% 1

5% 1

AXBXC(2011)=1.92%
RevenueTEK?



Marketing and Selling was once nicely SIMPLE and LINEAR when sellers held
the INFORMATION POWER.

UNAWARE AWARE OF PRACTICAL \ BUYING PRIORITZE ' EVALUATE SELECTBESTY NegoTmiaTE BUY &
BUT PAIN OR SOLUTION? / VISION & (DELAY) OPTIONS SOLUTION CONTRACT / IMPLEMENT
OPEN GAIN VALUE LOWEST RISK

Traditional
Sales Process

— Marketing —>I

Leads | Opportunities

RevenueTEK®



Buyers have now moved to DIGITAL and other buying channels. Sellers’
processes however, remain anchored in the DARIKC AGES.

Internet-driven changes in B2B buyer behavior

long before they will talk to your sales rep!

I
I
Your buyers go to the web to research business solutions... |
I

UNEARE AWARE OF | pRACTICAL | BUYING PRIORITZE \ EVALUATE Is',ES'E)EL%TTIE(‘DE,\?T NEGOTIATE BUY &
OPEN GAIN SOLUTION? / X CUE (DELAY) OPTIONS CONTRACT / IMPLEMENT

- ~

— Marketing —>

I_OWEST RISK

- e

y y | J .
The marketing-to-sales Truncated Sales
Black Hole :_ Process >

+40% of your good prospects are lost or |
mismanaged in this process gap

Leads Opportunities

$

Leakage evenue TEK?



For the last 40 years, the standard
solutions offered by consultants and
vendors to improve sales and

revenue performance have focused

on sales training, manager coaching
and installing Customer Relationship
Management systems — each
depending for success upon application
by the individual sales people or their
managers.

Notwithstanding staff attrition and redeployment
one would reasonably have expected that
organisations employing one or all of these

approaches would by now have solved their
performance issues and now be enjoying
double-digit year on year growth.

Of course they are not. Sales Directors still struggle
with many of the same sales performance issues as
their predecessors faced fogr decades ago.




Our research and work with clients around the world suggests FIVE CORE
FACTORS driving revenue stress in organisations.

¢ Fragmenting customer segments

¢ Simultaneous demand for multiple
products across segments

e Evolution of the Internet and
decline of traditional media

¢ Proliferation of touch points ) X
demanded by customers Proliferation

e Simultaneous challenges of
growth & cost containment

Complexity & Measurement &

Metrics

* Sales and Marketing siloed, Organisational

misaligned & dysfunctional

e Lack of alignment with
customer buying journey

¢ No clear line-of-sight between
strategy and revenue execution
¢ No repeatability, consistency or

sustainability

Dysfunction

People &

e Lack of meaningful lead indicators
e CXQO'’s cannot see the future with clarity
or granularity
e More data than ever before, but no insight
e Sales forecasting is oxymoronic
e Processes are inconsistent or non-existent
e Marketing and Sales metrics and processes
poorly aligned — reinforce differences

e More stakeholders in decisions

¢ Longer, more complex sales cycles

¢ Increased scrutiny over value
proposition and ROI

¢ Information asymmetry favours buyers

e Customers demand more for less

¢ Online / social hampering sales

engagement
Leadership
¢ Declining effectiveness and productivity e Dearth of genuine sales talent
* Repeated investments in training not e Challenges to incent, motivate and reward people
bringing results ¢ Cross-Generational management challenges

e Decreasing sales executive / rep tenure

Revenue TEK*



The answer to the problem lies in changing the accepted
view of revenue creation from one of disconnected,
disjointed and invariably dysfunctional activities carried
on separately across the business — into an integrated
series of interconnected, complementary events.

In other words — a BUSINESS PROCESS.

A REVENUE GENERATING SYSTEM.

Revenue TEK#



SO WHAT IS A ... Revenue TEK#

“Revenue Generation System”

b’ 1

q ul
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HOW WOULD |

BUILD

ONE OF THOSE?

Revenue TEK?
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RevenueTEK®

7. Improve

THERE ARE 7 STEPS

6. Measure

5. Automate

4. Process

2. Design

1. Understand



Revenue TEK®

*  Who are your buyers?

*  Where are they?

*  What do they like?

*  What do they dislike?

* What problems and needs do
they have?

* What are they trying to do?

 What is their buying journey?

 How do they research their
purchases?

Who do they trust and listen to?

* How do they behave?

* What personalities do they have?

« What job do they have?

*  What kind of company do they
work for?

1. Understand

s * What motivates them to buy?




Before you do anything, you also
need to understand....

* What are your strengths?

Presentations &
Proposals

*  What are your weaknesses?

Collateral &

(Key) Account
Tools

. Management

*  What should you do more of?

Sales

Meetings
e Methodology

*  What should you do less of?

. Pipeline Mgt &
*  What should you stop doing Reporting
* altogether?
Internet /
Digital

*  Where should you start?

Segmentation

& ICP Marketing Caollateral
7.1
Sales Customer
Alignment Focused
This is a RevenueTEK RT3 Revenue Laad Generation

System Heatmap. It answers these
Important questions — and many others.

Click here to see more about it.

Marcomms &

Competencies &
Capabilities

Sales

Management
People &
Management
Talent 6.1
Development

Recruit &
Retain

Management
Aligned
Process
Improvement (%2 Process,
¥ Technology &
Metrics
Processes
Documented

Measures &
Metrics

Revenue TEK#

Remuneration

Objectives

Engagement
Actionable & usP / Value
Granular Proposition

Strategy &
Planning

5.9

Buyers’ Channels

Journey

Competitive
Positioning

Understood
& Defined

Barriers to

Entry 49 Differentiated

V Products & §
Services

6.0

Pricing Innovation
Technology &
Process

Aligned

Bundling

Knowledge
Management &
Sharing



Revenue TEK? 8. Purchase

6. Rationalise
4. Clarifying & Shortlist
Needs

2. Troubled, Anxious

or Concerned
7. Select

5. Invite & Receive
Offers

3. Researching
Problem

1. Untroubled & THE BUYERS’ JOURNEY

Unaware
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Understand the JOURNEY your BUYERS are on and DESIGN the steps in your
REVENUE PROCESS to complement their steps

BUYERS’ JOURNEY REVENUE PROCESS

Untroubled / Unaware

s  Troubled / Feeling Pain

Get positioned

Create “pain”
Doing Research Get found

|dentify / Clarify Needs Help them clarify

Identify Solution Options

Explain solution

Solicit Offers Be a good option

Receive Proposals Present solution

Select Preferred Close the deal

Engage Celebration!

Revenue TEK?



If you know them, develop the starting set of CONVERSION METRICS for
your REVENUE PROCESS = your PIPELINE.

3,721 Untroubled & Unaware

65% 2,418 Feel & Acknowledge Pain
'.X '}\/ ’X 50% 1,209 Initial Research

KX K KK 75% 906 |dentify & Clarify Needs
K K . 'X'X 75% 680 |dentify Solution Options
K .94 60% 408  Solicit Offers
.X 'X 70% 286 Receive & Review Proposals
7\/ 50% 143 Select Preferred Supplier

70% 100 Engage

If you need 100 wins and your Funnel conversion is 2.7% you’ll need to start with

3,721 leads (ignoring time and recycling).
RevenueTEK#



Or you can use our industry performance BENCHMVARKS to WORK BACKWARDS
and figure it out

9. Therefore, how many leads does your
marketing need to generate for sales? 4,500

8. What’s your lead to meeting/call/appointment

ratio? 33%*
7. Therefore, how many meetings/calls/ ,-X ,-X
appointments do sales need to do? 1,500

6. What’s your meeting/call/appointment
to offer ratio? 33%*

5. Therefore, how many offers/quotes/
proposals do sales need to generate? 500

4. What'’s your offer/quote/proposal to

close ratio? 20%*
3. Therefore, how many wins do you need? 100
2. What is your average sale value? $100K
1. How much revenue do you need? $10M

Revenue TEK®



Starting from your REVENUE TARGETS, L

use your conversion metrics to REVERSE
ENGINEER your Funnel and calculate
how many new RAW LEADS Vou need
Starting their BUYERS’ JOURNEY every
month.

I AR




SS0 000000 ~ 200,000

SS0 000000 k - 150,000

s«oomow | .....REQUIRE THIS RAW LEAD VOLUME

|
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Predicted Revenue
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Jul 2092 Aug 2012 Sep 2012 Oct 2012 Nov 2012 Dec 2

New Names 7.963 7.963 7.706 7,963 7.706 7953 7,963 7.9
Position in Category 16,326 19973 20,765 22522 239833 27 127 28 327 28253
identify Probiem 7,768 14 458 16 452 17202 18,850 20975 20 100
Qualify & Prioritise 5855 a9on 1| o2 w727 18 378
Establish Credentials 4531 8524 7,089 & TS 8853 a7 9. a0 60,493
Define Necd 5336 14796 16.990 18,5801 85,542
Propose Solution 3,045 8978 10 682 12,142 51,839
Prove Conce 1958 8321 S 690 10.500 43,450
oerent compe| THESE MONTHLY REVENUE TARGETS....... | ... B == o e
Obtain Mgmt Approval 1958 3768 377 SZ77 s 412 7.388 8275 35,802
Obtain Mandate 2261 2236 3,955 3349 4433 4797 21,917
Deliver 251 2 2. 585 2539 3585 4244 4522 19,582
Grow 251 2085 2185 2639 3585 4244 4522 19,582
Predicied fe 7 esam2rs

Predicted Meetings 32,859 51,073 59552 72,765 33 045 102 490 S8 455 11718 119 403 128 & 132142 1,024,501
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Define your IDEAL CUSTOMER (OR CLIENT) PROFILE

)
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Value Potential

Likelihood of Conversion

Revenue TEK?



Don’t forget that no matter
how good you think your
company or your product or
service is, or how ideally
suited to your prospective
buyers, most will simply NOT
WANT TO TALK TO YOU.

And they will do just about

anything to avoid talking to you.

You are trying to MAKE THEM
DO SOMETHING THEY DO NOT
WANT TO DO.

Revenue TEK#

| WANT YOU
) %

to leave me alone
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Case Study 1: RevenueTEK 2007 evenue TEK?

PUT A REGISTRATION FORM ON
OUR WEBSITE BEFORE A FREE
WHITEPAPER DOWNLOAD '

DOWNLOAD CONVERSION WENT
FROM 31% TO 4% OVERNIGHT

REMOVED THE FORM — CONVERSION
RETURNED TO + 30%
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Get into your and on their

How does that experience feel

* Hate being sold to

 Don’t know you or anything about you ’

* Find it offensive being asked for their /\
details by a total stranger "" @

* Hate Spam emails \

* Worried you might call them \“"/

e Afraid you’'ll give their details to '
somebody else b ‘)

3

-
| !@

THEY .'-’. o ‘."‘-



But they still have they need your.help to J

Friends
Colleagues
Other trusted sources
Free “stuff”

Other people who
have had the
same problem

evenue TEK®



Rushing buyers to do what they don’t want to do, or before they’re ready to — just because
you want them to, is a prime of Pipeline Conversion.




LEAD and ENTICE with insight and value which BUILDS TRUST

e THOUGHT LEADERSHIP to provide * Free (or low cost) product trials
insights _ * Free subscriptions
 TESTIMONIALS provide comfort A * |nvitations to online communities
from risk LOW PRESSURE communications
e CASE STUDIES describe
others who have
been helped

| ———

._'."Tv'."'?","‘:""“}’;{;"‘-b._.._"‘. s

=,
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In spite of your best marketing
and sales efforts, only a SMALL
FRACTION of your prospective
buyers will progress through
your Funnel and become
customers.

Most — in fact the overwhelming
majority, will LEAK FROM THE
PROCESS.

To optimise the efficiency of your
revenue machine, you need to

CAPTURE and RECYCLE the leakage.

Revenue TEK®






Marketing has only ONE objective:

Generating QUALIFIED LEADS for Sales!

Revenue TEK#



If it doesn’t GENERATE a lead

or help sales CLOSE a deal....

STO P DOING IT!

RevenueTEK#









If the COST PER LEAD is too high

STO P DOING IT!

RevenueTEK#



Revenue TEK?



Revenue TEK?



Customer
Value
(IICVII)

Cost of Customer
Acquisition
(IICOCAII)

Revenue TEK?



Complexity

Channel

Inside
Sales

Blended
Online/Tfone

T
1
1
1

Direct
Sales

“Freemium”

Online
self-serve

Risk

Revenue TEK®



Design your Marketing and Sales processes to acquire customers not just more
— but more :

Number of Customers

evenue TEK#



Just a 1% Year-On-Year improvement at can drive massively disproportionate

increases in

and

Year 1

Lead to Appointment (Top of Funnel) 35%
Appointment to Offer (Mid-Funnel) 35%
Offer to Close (Botton of Funnel) 20%
End-to-End Conversion (AxBxC) 2.45%
Sales $20,000,000
Cost of Sales $13,200,000
Gross Margin (E-F) $6,800,000
Gross Margin % 34%
Overheads S5,800,000
EBITDA (G-H) $1,000,000
5.0%

Value Multiple 4
Valuation (JxK) $4,000,000

1%

1%

1%

0%

0%

Year 2

36%

36%

21%

2.72%

$22,217,143

$14,663,314

$7,553,829
34%

$5,800,000

$1,753,829
7.9%
4

$7,015,314

CUMULATIVE INCREASE IN VALUATION

1%

1%

1%

0%

0%

Year 3

37%

37%

22%

3.01%
$24,586,122

$16,226,841

$8,359,282
34%

$5,800,000

$2,559,282
10.4%
4

$10,237,127

156%

Revenue TEK?



Unfortunately, the same multiplier effect works just as well — in reverse.

Year 1

A. Lead to Appointment (Top of Funnel) 35%
B. Appointment to Offer (Mid-Funnel) 35%
C. Offer to Close (Botton of Funnel) 20%
D. End-to-End Conversion (AxBxC) 2.45%
= Sales $20,000,000
F. Cost of Sales $13,200,000
G. Gross Margin (E-F) $6,800,000
Gross Margin % 34%

H. Overheads $5,800,000
J. EBITDA (G-H) $1,000,000
5.0%

K. Value Multiple 4
L Valuation (JxK) $4,000,000

levenue TEK#

-1%

-1%

-1%

0%

0%

Year 2

34%

34%

19%

2.20%

$17,929,796

$11,833,665

$6,096,131
34%

$5,800,000

$296,131
1.7%
4

$1,184,522

CUMULATIVE DECREASE IN VALUATION

-1%

-1%

-1%

0%

0%

Year 3

33%

33%

18%

1.96%
$16,001,633

$10,561,078

$5,440,555
34%

$5,800,000

-$359,445
-2.2%
4

-$1,437,780

-136%



4. Process \\
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Carefully design the SO

. each step logically flows to the next.

‘—> Email Campaign

|—> Thought Leadership

‘—> Webinar
|—> Event

|—> Telemarketing

|—> Sales Meeting

|—> Proposal
|—> Close

Revenue TEK?
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ALIGN the stages of your BUYERS” JOURNEYS to the stages of your REVENUE
PROCESS

AWARENESS «---- . —— — ---- TOP OF FUNNEL

CONSIDERATION € ======-"" e = == = = = = MID-FUNNEL

PURCHASE T EEEEREEER. SRR R - BOTTOM OF
FUNNEL
Revenue TEK#



8. Engage

6. Rationalise

4. Clarifying & Shortlist
Needs

2. Troubled, Anxious
or Concerned

7. Select
5. Invite & Receive
Offers
3. Researching
Problem
! 1. Untroubled & TH E STE PS IN YOU R

Unaware BUYERS’ JOURNEYS

3.




Revenue TEK¥

6. Defeat the
4. Help Them Competition
Define Need

2. Trouble Them
7. Contract

5. Submit Proposal
or Offer

1. Cciiemle)rate Awadreness/ THE STEPS |N YOUR
et Positione
REVENUE PROCESS



What is the TOP OF FUNNEL?

1. Get Positioned / Generate Awareness

All buyers begin unaware. They may be unaware they have
a problem you can help them solve, unaware that your

product or service category exists or simply unaware of you.

Or they could be unaware of all three.

2. Trouble Them

The first real step in the Buyers Journey happens when the
buyer becomes anxious or troubled by something. It is
essential that buyers be troubled because until they are
troubled, they will rarely buy.

You can wait for them to get troubled by themselves, or
actively promote the onset of their troubled state.

Revenue TEK#



How does the TOP OF FUNNEL work?

1. Get Positioned / Generate Awareness

PR

Social Media

Website

Inbound & Outbound Marketing

2. Trouble Them

Thought Leadership

Website

Troubling Content

Inbound & Outbound Marketing

Your objective in the Top of Funnel is to generate RAW LEADS.
They’re little more than NAMES at this point, but their Buying Journeys have begun.

Revenue TEK#



What is the VIID-FUNNEL?

3. Nurture

Because they are so early in their journeys, raw leads need
to be nurtured. They’re exploring the degrees and
dimensions of the problem they are now aware they have.
They’re researching it, discussing it with their peers —
perhaps even looking at who might be able to help them.

But they are not anywhere near ready to buy, and so we
nurture them.

4. Qualify

If we nurture properly, we will build our understanding of
where they are, what they’re thinking —and how badly
they’re being affected by the problem they have.

If they’re hurting badly enough we’ll qualify them as MQL's —

Marketing Qualified Leads. If they’re not, we’ll keep
nurturing them until they are.

Revenue TEK®



How does the MID-FUNNEL work?

3. Nurture (& Segment)

Marketing Automation

Inbound & Outbound Marketing
Directed Content

Thought Leadership

4. Qualify

*  Marketing Automation
* Lead Tracking
* Lead Scoring

Your objective in the Mid-Funnel is to NURTURE the RAW LEADS until they become
MARKETING QUALIFIED LEADS.

This can take some time, so be prepared to be patient. You risk defeating the purpose

. H ’ |
by pulling leads out of the oven until they’re properly cooked! Revenue TEK®
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When are you going to
start following up on the
leads we give you?

When are you going to
produce some decent leads?

\MARKETING

evenue TEK#



| just called the last 3 leads
you gave me. They were a
complete waste of time.
Why would | bother calling
any more?

Revenue TEK?



Marketing and Sales
on the

by which an

becomes an ‘

>
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Sales accepts SQL’s and further qualifies OPPORTUNITIES

' 3a

> Revenue TEK#




Most reps . Unfortunately - neither can

* The rep skill set to pursue and close opportunities is different to prospecting — good at one
invariably means not good at the other

e But reps still waste as much as 30% of their available 2000 selling hours per year prospecting
for leads (RevenueTEK Revenue Performance Index 2018)

* 74% of CEQ’s think Marketing has missed the bus — too focused on“brand” (Fournaise
Marketing Group Study 2012)

e Over 80% of sales managers need more leads (RevenueTEK Revenue Performance Index 2018)

evenue TEK#



So most companies are chronically

Marketing Responses?
e Advertising? 50% of spend wasted — Google = consideration
e Social? Not consistent or reliable — very hard to run well

* Email marketing? Un-read newsletters, opt-outs driven by low value content, fizzle out
eventually

* 80% of collateral unusable by sales reps

* Rep & prospect time wasted by meeting too early in the sales cycle because of poor /
non-existent qualification by Marketing

* Prospects do go on and buy — but from someone else (poor lead nurturing by Marketing)

evenue TEK#



Sales tries to

Sales Responses?
* Hire more reps? Expensive, long lag time to productivity, 62% never make target
* More sales training? 90% of skills forgotten within 30-45 days (Sales Executive Council 2016)

e Spend even more on CRM? 80% of installs fail due to poor change management and lack of
attention to process.

evenue TEK#



The answer.....is

A Lead Nurturing Program

* Pre-qualified leads delivered to reps

* Buyers who now feel they have the pain you solve

* Think you are a credible source of help solving that pain
* Are ready and wanting to talk to a rep

» All for less than half the cost of two of your unproductive sales or marketing people!

evenue TEK#



Align the major steps with the BUYERS” JOURNEY.

Progress buyers along
their journey to want
to buy from you...

Position in Category (PIC)

Trouble by Problem (TBP)

Events/Webinars

Establish Your Credentials ..Until they’re ready
(EOC) to talk to a sales
person

Revenue TEK#



Carefully consider the FULL PROGRAM FLOW

TOF Program - TRACK 1: Position in Category (PIC)
Goal = 1 Download

Lets look at just
1 x step >

—

Oonem

uble by Problem (TBP)

Event Program - TRACK 1: Workshop/Webinar (Event)
Goal = 1 Attendance

Triggered Triggered

Invite 2

Invite 1

nomnherm
Oownerm

TRACK 2: Establish Our Credentials (EOC)
Goal = 1 Download

= © =

HANDOVER: as Marketing Qualified Lead (MQL)

Revenue TEK#



eEmail
eLanding Page
eContent
eLogic

*Rules
eDesign
eContent
eLink to LP

- eDesign

Landing [
Page *Form

eThank you Page

Track 1

eLogic

eDesign
PIC 01 “oftenng
* Content build

¢ LogiC build T Offor! Design
« Data build = SHETTE R
e HTML build

sFields

Datanases s

eContent

Revenue TEK#



TOF Program - TRACK 1: Position in Catego
Goal = 1 Download

TOTAL PROGRAM
ELEMENTS:
All this adds up to...

RACK 2: Trouble by Problem (TBP)
Goal = 2 Downloads

Event Program - TRACK 1: Workshop/Webinar (Event)
Goal = 1 Attendance

TRACK 2: Establish Our Credentials (EOC)
Goal = 1 Download

o ©

DOVER: as Marketing Qualified Lead (MQL)

Revenue TEK#



A Basic Program Contains these Elements:

ju—
117 Decisions Points
110 Database entries pu—
- 60 Survey Questions (g Marketing Automation software will help
— 60 Steps with this.
47 emails W ~—
‘ 32 Tracks - But in addition to the software you will
- 20 landing pages also need....
10 Forms '
~ 10 whitepapers o Y
4 funnels
' 1 Database

RevenueTEK?



LEAD NURTURING requires these elements

. 117 Decisions Points . '
110 Database entries ' '
60 Survey Questions .

. Customer Focus
' 60 Steps ' Software Proficiency
47 emails . '
. 32 Tracks '
-

Program Management

Business Analyst One Program
Creative Writing
Web Design

Marketing

20 landing pages
10 Forms
10 whitepapers '
4 funnels - ' '
1 Database

471 Elements 7+ Skillsets



What is the BOTTOM OF FUNNEL?

5. Establish Credentials

Before they will trust us to help them further, buyers must
understand and believe our credentials for solving their
problems.

6. Understand & Define Needs

They know they’ve got a problem. And they now believe we
can help them solve it. Now our buyers need to clearly
understand and define what they need to do in order to
start solving their problems.

7. Accept Offers / Proposals

Armed with clear definition of their needs, buyers seek
offers from providers who can address those needs. If
you’ve managed the process well, one of those providers
will be you. If you’ve done it really well, perhaps only you.

8. Close

Self explanatory!

Revenue TEK¥



Summary of the REVENUE PROCESS

AWARENESS «---- . —— — ---- TOP OF FUNNEL

CONSIDERATION € ======-"" e = == = = = = MID-FUNNEL

PURCHASE T EEEEREEER. SRR R - BOTTOM OF
FUNNEL
Revenue TEK#
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Technology Enables AU TOIVIATION of the Process

TOP OF FUNNELe---- . —————

MID-FUNNEL

BOTTOM OF
FUNNEL

---*

DIGITAL
MARKETING

MARKETING
AUTOMATION

CRM

Revenue TEK#



. Campaign Managsement Component - Communications Manaser

Eile ¥iew Tools Reports History Help

&= B2 New - GBS ST & = Expand Gantt View
Plan [l Communications Manager

Execute

Timeline Options

Please specify the type of campaigns and date range you wish to view below. Click the refresh button to update the display.

From:

02-Feb-2008 + | to [02-Nov-2008 v | in |weeks

I ©Only show my campaigns and communications.

Campaign and Communication View

LI Refresh |

Ca

mpaigns/Communications
ANZ User Groups 2008
+« &l ev_uc_zoos
Adhoc_20038
+ B additionalos
+ B cov_os
Customer Care 2003
+ [B&l CustCarezoos
CustomerIntelligencez003
+« & c1_zoos
EYENTS_2008
+ H GaryCokins08
Education_2003
+ & epu_zoos
Project Horizon 2008
= [B& Horizon_z008
PH CXO_Survey_170408
+ B moL_zo08
SASCOM_2008
+« & sascom_zoos
SAS_Briefings_20038
= = Briefings_038
PF analytics_adel_030408
©F Analytics_Bris_130508
EE Analytics_Per_100408
DI_Bris_170408
©F DQ_Adel_060508
©F DQ_Can_010508
£E DQ_Mel_020508
PF/ DQ_Syd_300408
©F Predictive_PM_adel_270...
©F Predictive_PM_Can_140...
EE Predictive_PM_Mel_2380203
%E Predictive_PM_Per_260203
©F Predictive_PM_Syd_120...
Tech Support 2008
+ H Tech_Supp_08
whitepapers_z008
+ B we_zo0s

MamefDescription
Events for ANZ User Groups 20...

Additional activity for SAS 200...
Campaigns in the Government ...

Customer Care Program 2008/ ...

Events for Customer Intelligen...

Gary Cokins Tour on Performan...
Campaigns for Education 2008/...
Communications for Project Ho...
CXO Survey 17th april 2008/CX0O Su...
Marketing Qualified Leads in 20...
Campaigns for SASCOM 2008/C...
SAS Briefings in 2008/SAS Brief...

SAS Briefing on Leveraging Advance...
SAS Briefing on Leveraging Advance...

SAS Briefing on Data Automation Bri...
SAS Briefing on Data Governance A...
SAS Briefing on Data Governance C...
SAS Briefing on Data Governance M...
SAS Briefing on Data Governance S...
SAS Briefing on Predictive Performa...
SAS Briefing on Predictive Performa...
SAS Briefing on Predictive Performa...
SAS Briefing on Predictive Performa...
SAS Briefing on Predictive Performa...

Tech Support 2008/Leads via T...

Status

Mot Authorised

Mot Authorised
Mot Authorised

Mot Authorised
Mot Authorised
Mot Authorised
Mot Authorised
Mot Authorised
SCHED

Mot Authorised
Mot Authorised
Mot Authorised

SCHED
SCHED

iSAS Briefing on Leveraging Advance...: SCHED

SCHED
SCHED
SCHED
SCHED
SCHED
SCHED
SCHED
SCHED
SCHED
SCHED

Mot Authorised

Responses for Whitepaper Cam... Authorised

Start Date
01-Jan-2003

01-Jan-2008
01-Jan-2008

01-Jan-2008

01-Jan-20038

01-Jan-2008

01-Jan-2008

01-Jan-2008
17-Apr-2008
01-Jan-2008

01-Jan-2008

01-Jan-2008
25-Mar-2008
23-Apr-2008
27-Mar-2008
03-Apr-2008
16-Apr-2008
10-Apr-2008
10-Apr-2008
09-Apr-2008
13-Feb-2003
29-Jan-2008
14-Feb-2008
12-Feb-2008
29-Jan-2008

18-Mar-2008

01-Jan-2007

End Date

31-Dec-2008

31-Dec-2008
31-Dec-2008

31-Dec-2008

31-Dec-2008

31-Dec-2008

31-Dec-2008

31-Dec-2008
31-Dec-2008
31-Dec-2008

31-Dec-2008

31-Dec-2008
31-Dec-2008
31-Dec-2008
31-Dec-2008
31-Dec-2008
31-Dec-2008
31-Dec-2008
31-Dec-2008
31-Dec-2008
31-Dec-2008
31-Dec-2008
31-Dec-2008
31-Dec-2008
31-Dec-2008

31-Dec-2008

31-Dec-2008
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File Edit W“iew Favorites Tools Help
@Back - &9 = = A;\J /T ) Search \;:/ Favorites €2 | 2~ &

-

KEY DATA

.§| htip: /Awww . sasregistration.com.au/admin/leads fview_clien

CAMPAIGNS

MARKETING

_by_lead_scores.cfm

DASHBOARD

CONTACTS

LEADS ~ MQLs ~ LEAD SCORES «~ ASSIGN ~ CONYERT ~ RESELLER LEADS ~

PIPELINE REP Ts

View Lead Scores

Lead Status:

%% Score Range From:

58 records

Rochelle Holstein
Alex Ma

Ekta Mankani

David Gee

Michael Thompson
Darren Johnson

Leo Zhu

Lucas Perrett
Steven Starr

Craig Smith

Prapai Piggott

Peter Ortmueller
Steven Wojnarowski
john racker

Elias Bampos
Marlene Daicopoulos
Linda Monteith

Jeff Ryan

[an ~ |

Last Update Range From: |[0Z2/04/2008 To: |02/05/20038

so0 v | To: [100 ~ | [co]| [ ExPorT

Retail Credit Support Manager

Statistics

student

Director of Business Strategy
Consultant

Development Manager

Senior Analyst Mortgages

Business analyst

Manager, Strategy, Planning and Performance
Business Improvement Manager

Senior Data Analyst

HR & Training Coordinator

Business Intelligence Manager

ohs manager

Program Manager BI & Data Warehouse
Policy Management Officer

GM HR

Contract Accountant

Mational Australia Bank Ltd
Department of Immmigration
uws

Telstra Wwholesale

Department of Education Employment and Workplace Relations

HBOS Australia

HSBC Bank Australia Ltd
Telstra Corporation Ltd
CorpTech

Hills Industries

Health Department of Western Australia
Patience Bulk Haulage
Yictoria University
biscom

OPTUS

Townsville City Council
Oaks Hotels and Resorts

Paribus Pty Ltd

76%
68%
68%
67 %
66%
66 %
66 %
66%
65%
65%
62%
62%
62%
61 %
61 %
61 %
60%

60%

marketing
marketing
marketing
marketing
marketing
marketing
marketing
marketing
marketing
marketing
marketing
marketing
marketing
marketing
marketing
marketing
marketing

marketing

Mot Qualified
Mot Qualified
Mot Qualified
Mot Qualified
Mot Qualified
Mot Qualified
Mot Qualified
Mot Qualified
Mot Qualified
Mot Qualified
Mot Qualified
Mot Qualified
Mot Qualified
Mot Qualified
Mot Qualified
Mot Qualified
Mot Qualified

Mot Qualified

>

B Internet
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- Campaign: Social Media-Related (create new email | Settings | Reports ) HubSpYt

STATUS SUBJECT LINE TIMING
On (Turn off) 6 Reasons Social Media Helps Grow Business Day 1 Edit email
Unique clicks: 2.7% ... more Preview
Delete
On (Turn off) 7 Twitter Ideas to Improve Your Marketing & PR Day 3 Edit email
Unique clicks: 2.04% ... more Preview
Delete
On (Turn off)  Help - My Twitter Handle is Taken Day 5 Edit email
Unique clicks: 0.63% ... more Preview
Delete
On (Turn off)  Use Twitter to Monitor, Follow & Engage Day 10 Edit email
Unique clicks: 4.41% ... more Preview
Delete
On (Turn off) 5 Steps to Monitor Social Media on Your Time Day 15 Edit email
Unique clicks: 2.86% ... more Preview
Delete
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6. Measure
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IN GOD WE TRUST.

ALL OTHERS BRING DATA!

Revenue TEK¥



Identify Your KEY PROGRESSION METRICS

Conversion of LEADS to APPOINTMENTS?

l

Conversion of APPOINTMENTS to OFFERS?

l

Conversion of OFFERS to CLOSURES?

Revenue TEK#



Use PREDICTIVE ANALYTICS to manage the FUTURE — not

just the present

R Tel ry Fi Da<hb q

Set Revenue Targets

Avg Days

1,044 0.02% 108 140,000 45,797

Names Conversion % Avg Deal § Revenue $ Set Funnel Parameters
ag | Nome o
Actuals - YTD THIS YEAR Funnel
Forecast: Compare to: Timescale: Funnels:
Setup and Control
Medum =] [Target =] [1vear =] [Total Funnels =] mal nts = lAum:h =] uummm - i
Finance o]
4om Forecast Medum Trame o TActions
- 30m Avglag | Conversion Avg Deal Revenue
No entries.
20m Jul 2013 1485 25.40% $10,000 $17,717,685
e Aug 2013 1485 25.40% $10,000  $19,023,616
o Sep2013 1485 25.40% $10,000  $20,415,002

3

3 LSS T & & odzom 1465 25.40% $10,000  $26,238,217
£ 4 {$J§JFJ§I$J§J§I$J$I€(¢ Nov 2013 1485 25.40% $10,000 $26,968,313

— Baselne ~ Target — Actual Dec 2013 1485 25.40% $10,000 $29,432,787
- Forecast Medium Jan 2014 1485 25.40% $10,000 $32,669,845
Feb 2014 1485 25.40% $10,000 431,131,351

o S0 Mar 2014 1485 25.40% $10,000 $35,848,130
! 1.500.0% Apt 2014 1485 25.40% 10,000 436,790,181
5 oooom May 2014 1485 25.40% $10,000 39,396,247
5000% Jun 2014 185 25.40% $10,000 439,216,162

I ssnaursoe
0.0% 6’

360,000,000 Q

Predicted Revenue

Jul2012 Aug2012 Sep 22 Oct2012 | Nov 201

New Mames 7963 763
Position in Category 16826 19573
Identity Problem 768
Quality & Prioritise.

Establish Credentials

Define Need

Propose Solution

Prove Concept

Defeat Competition

Obtain Mgmt Approval

Obtain Mandate.

Deliver

Grow

Predicted Revenue

Predicted Meetings 285

776 783 76 7963 7883

s 22 AW w2

MO8 M6 T2 10 AW

sess  aam

6073 @S2 7278

0ee  wm
[T
536 aTM
s 3
198 3
198 3
19 37
s 22
% 208
% 208
a0 685140

I )

1 s s
mm oz mm
nw  2m M
nes e s
s ae s
e w6
s s wew
s sm eew
sm e ase
sz e 7
s 3w 4w
wm 3w am
w8 s a2

TMM SIS NI 146N
®as WS 19 19

200,000
3
150,000 §
00 g
2
40,000 ;
0
M
R2 6 Establish Credentials %%
33
0 Define Need 100%
Jun 2013 Full Year e
e wam 19 Propose Solution 10%
30289 305,952
nm8 W
1389 99,206 0
9401 60493
et sy !
7w 51839
. 0 [N 100%
9909 39699
=F e
Aner 0, 100%
a2 19,582
2 5 Deliver s
15073707 65212375
10212 1024501 0 Grow 100%

Owner

[ Andy Grant O #randon Armstrong)

[ Frank Cohen [ Gecrge Cohen

(] Jamaes Bond ) John Seith -

Exceptions

Leads Inactive For 30 Days .0 2

Opportunities Past Close Date .56
E Last Yaar [] TerseeGrower (40.00w) [ stretched Groweh (100%)  Opportunities Inactive For 30 Days 59

250,000.00 Fualiare ; IO
249,480.00 Commic IR
$207,000.00| | S
1159.000.00| |3 Qualdic stion
150,000.00 Value Prepesivien I
119,326.00 tHegevavon/Revie v NN
$110,349.0% $OK $250K $3500X $750 $1.000K
Opportunities Won Leads Created
Closing Period Lead Creation Period
- 1500
‘C’ 1000+
3
— m-lllllllll‘
o & W r'

Overvew || Market Anayss

$39M  $152M

Inquiry Revenue Market Revenue

01001 201002 201003
Cusarter

MCO! Tecsegy [ GvenCe Tazmmcegy

I Gt Syeems

| Sales Tactcs

$6 M

Order Revenue

¥ Succesatl Sales

°

C.D.L Technology

2.9%

Market Share

v

e o

3

Limage e

12 ‘

Wi soumen Sceente

Sweaioes [l West Coont Sokaees [ Worarasen e

O Yo

@ ¥ aoha O F Charger

7.8% 14.9%

Sales Growth Win / Loss

C.0.1. Technology ord

Ty RevenueTEK®




HUbSEBt  yisitors Leads Sales

|| | _—Y
Social
Mc:::lliaa ....--l_lll_ﬂllll_llll“'ll -._....._-ujl_l_ll_lﬂllllll p— “Illl

VISIT

TO LEAD TO ¥ vISITTO VISITS BY MONTH
REFERRER VISITS LEAD LEADS CUSTOMER CUSTOMERS CUSTOMER
websitegrader.com B 25% N 1.2%  S— 3% /\“/\ [
blog.hubspot.com B 8.9% N 97% 1 .087% _/____/W
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SITE

Twitter
LinkedIn
Facebook
StumbleUpon
Delicious
YouTube
SlideShare
Wikipedia

Ning

VISITS

3,964
3,162
3,145
355
262
138
136
57

43

VISIT
TO
LEAD

4,29

9.6%

8.9%

.28%6

1.1%

2.9%

4, 4%

796

796

LEADS

168

303

281

LEAD TO
CUSTOMER

2.49%

1.7%

1.8%

0%

0%

0%

17%

0%

0%

CUSTOMERS

4

5

VISIT TO
CUSTOMER

156

.16%

1696

0%

0%

0%

7496

0%6

0%

Revenue TEK#



Leads

Jan 2009

Leads from Social Media

Feb 2009

Mar 2009

Apr 2009

- 1.4%

- 1.2%

- 1.0%

- 0.8%

- 0.6%

- 0.4%

" 0.2%

- 0.0%

conversion ratio

HubSpt

B 21 Campaigns
B Organic Search
. Referrals

B raid Search

2 Direct Traffic

B Email Marketing

| | Social Media

B other Campaigns

;Luds

v

Customize Chart

A
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Only by measuring the CONVERSION THROUGHPUT and VELOCITY of your pipeline(s)

can you identify what is working, what isn’t working — and where the BLOCIKAGES are. Once
you know where they are, you can act to rectify them.

A

=2 |
Sitsss==sss=
. - == - | Revenue TEK#




WHAT IS STOPPING YOU FROM
INCREASING YOUR SALES BY 100%?

Revenue TEK#



A. Lead to Appointment (Top of Funnel) 35% |IMPROVE BY 5% = 40%

B. Appointment to Offer (Mid-Funnel) 35% |IMPROVE BY 5% = 40%
5 Offer to Close (Botton of Funnel) 20% |IMPROVE BY = 30%
D. End-to-End Conversion (AxBxC) 2.45% 4.80%
£ Sales $20,000,000 $39,183,673

at each stage of the Funnel can result in dramatic increases in
End-to-End Revenue Performance.

Assuming your company was operating at the average Australian conversion benchmarks, 5%
Improvements at Top and Mid and 10% at Bottom of Funnel will drive a
in revenue.

evenue TEK#



Would an investment equal to
.5% OF SALES be worth it for that?

1000000

S
Revenue TEK#



Sales
Cost of Sales

Gross Margin (E-F)
Gross Margin %

Overheads
EBITDA (G-H)
Value Multiple

Valuation (JxK)

$20,000,000

$39,183,673

$13,200,000

$25,861,224

$6,800,000
34%

$5,800,000

$13,322,449
34%

$6,800,000

$1,000,000

4

$6,522,449

4

$4,000,000

$26,089,796

Revenue TEK?
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1. WHERE ARE WE NOW?

- What'’s working well?

- What'’s holding us back?

- Where are the opportunities?
- What are the risks?

2. WHAT SHOULD WE DO?

3. HOW DO WE START?

s evenue TEK*



Revenue Performance DIAGNOSTIC

You need to start with as accurate
and complete a picture of your
current position, capabilities and
risks as you can afford to prepare.

If you start with rubbish, you’ll
end with rubbish.

Be careful about running initial
diagnostics on your current
revenue systems yourself.

If you had a pain in your head that
wouldn’t go away, would you
diagnose yourself —or call a
doctor for an MRI?

Presentations &
Proposals

Collateral &

(Key) Account
Tools

. Management

Competencies &
Capabilities

Sales

Remuneration
Management

People &
WELET-E T

6.1

Talent
Development

Objectives

Engagement

USP / Value
Proposition

Actionable &
Granular

Recruit &
Retain

Strategy &
Planning

5.9

Buyers’ Channels
Meetings Sales s
Methodology ourney
Pipeline Mgt & Competitive
Reporting Positioning
Internet / Understood
Digital & Defined
Segmentation Marcomms & Barriers to Y 2 o dnted
&Icp . Collateral Entr S 49 erentiate
Marketing v Products &
Management Services
7.1 Aligned
Sales Customer Pricing 6.0 Innovation
Alignment Focused
Process Technology &
d Improvement Process, Process
G
Lead Generation Technology & Aligned Bundling
Metrics
Processes 4.8 Knowledge
Documented Management &
Sharing

Measures &
Metrics

Revenue TEK#



RPM Group Inte

Revenue Performance
“Heat-Map”

national
Constant
pressures
stability
suffering

wth

exportqg
< Restricts

StaffFewe

c
Ry
o
e
]
Y

tplace

internet
Nervous

] channels
Asian=
wShortening .
StrO”QE_COmpetitiveB
o Regulationo
technologies
Cch On ed

7. To what extent do you agree with the statement: "Sales people all know their targets

& assoclated KPls, including week by week pipeline goals. These are measured and
coached on"

Aesponse Response
Percent Count
A lot. It is a big part of how we do

ings

Quite a lot. Not always though
Ofien - but not consistently
Rarely - but sometimos

Never. We don't do this

answered question
360 Revenve Diagnostic

Vivosl Rapresariston of Caompoment Weihtngs

1. Corporate Context

%

EREEIERRE R

1
160 WA SI3Q NI 1A GESS MASET 15D 22608 LORSe

- w5 m w2 » » 3 295
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The skills and competencies of your VIANAGEMENT and
PEOPLE will be critical.

Cumernion Tous Scores

nnnnnnnnnnnnnnnnnnnnnnnnnnnnn

Ongoing Relationship
Management Team

Post Sale Technical Support Team

Even the best F1 car
needs a highly capable
driver.

Do your people have
“the Right Stuff” to drive
the machine you’re

RevenueTEK®

. building for them?
PGB Tk rottoing_linhatin ol hton_Onectors__ O Folowingp T
Participant 1 5 65.6
Participant 2 66.3
Participant 3 73.6
Participant 4 55.0
Participant 5 78.5
Participant 6 62 . 6
Participant 7 69.6
Participant 8 488
Participant 9 69.3




Understanding your current position and capabilities means
you can MOVE THE RIGHT DIALS in the shortest possible time.

From this.....

Lead Generation

Salos . Competencies
Management SN, & Capabilities
Insurance Company o o (including soft
b2 o skills)
Heat Map - July 2011 y
People L
D"T?'Oﬂ'm & o Remuneration
o Management '
Coliateral Prasentations ! ' Actionable &
& Tools & Proposals ¥ i Gandar ., Objoctives
e a a Recruit & B
| | Retain g Engagoment § i
\ | ' L Strategy .
= (Key) Account : B , USP/ Value
Mestings ° Selling o e | uyers' &
anagement ' i Proposition
v : H oy v Planning v
\ | ! \ |
1 P ] t »
L e H SA A
Pipaline Sales B Compethe 5" Channels
Management & Methodology Positioning
Reporting
Customer
Understood
Segmentation Sk Internot - Relermosabllly ... & Defined
&icp - °’ N
% R i
\ H
. " & . Products . i
. Mar-Comm's Differentiate
Alignment o Marketing Cotatersl Pricing @ 5- a
' . ' Services :
' Tocess
) Lead & Lag i 3
LI » - sy Indicators Y
9. o ©° v @ O
Top of Funnel i) Appropriate w57
ot . ocusod \

Technology, m  Tochnology &
Process & o Process
Aligned

Performance Management &
Moasuros | Metrics Sharing

0 O..

....To this

Top of Funnel Ny e
Processes -
Lead Generation

0 0.

Focused

Sales ug Competencies
Management SN &Capabillties
Insurance Company o o (incucing soft
o v . skills)
Heat Map - April 2013 ¥ b
. People d
Talont & O Remuneration
Devaiopmant Management v
H
Collatoral Prosentations i v Actionable &
& Tools sy & Proposals H o Granular PPy Objoctives
u n Recnit & 472 M
; | ns. ” Engagement / g |
. : ; : rategy :
. (Key) Account ' USP | Value
Meetings Q Selling o Management ' & 3 Proposition
' ' Y Planning v
: : : ' :
\ L : A
Pipaline S L Sales & Compallion T~ 5577 Channels
Management & Methodology Positioning
Reporting
Customer
. Understood
Segmentation o Internot - i o PO &Defined
&IcP it A St B 0, N
P ““,»"' i \‘\/" s
I'd ] 3 " H
\ v ' \ |
\ ! . H . Products
o H
Alignment 0 Marketing s Comire : ik a & o Difforontiated
’ s ! Services 4
H s Process 4 i 1
\ i Improvement X Lead & Lag L Rl
Indicators .

% Appropriate %%
S

o o Bundiing o o Innovation
§
| Technology, Technology &
Processes Process & 0 Flocas
Documented Measurement Aligned

\0\/,.0'}@..&.

Performance Management &
Measures / Metrics Sharing

Revenue TEK#



Then build a REVENUE BLUEPRINT for the future

SampleCorp

RevenuePlan™
A sustainable, repeatable pian for prodictable
suparor demand creation, lsad capture and sales

revenue growth through
mocution

REVENUEPLAN

PLAN-ON-A-PAGE

RevenueModel

>

oKTHS 13 wouTH 3 QuanTER 2

yemn s

Qur Sokution 1o th

Channels - Threoy

Core Blements of Ansvar's USP - “WIFN?

e v 131 b

VALUE / RETURN

Consider -B’s & C’s

EFFORT / COST

Predicted Revenue

$40,000.000
$20,000.000
cepiil l [ [

o o T e e e e e T, L R e T e s PR LB A e e S

NN N NNANMNARANNANNNTYITYTTITITITITOAOO00G

RRAAARRAIRRRRARRRARARARAARRRAARRRARARARARR

(R R RS E RN R RN R RS EE R R R

i pt

Jul2012 Aug2012 Sep2012 Oct2012 Nov2012 Dec2012 Jan2013  Feb 2013 Jun 2013
New Names 7963 793 7706 793 7706 7963 7883 7.706
PositioninCategory 16825 19973 20785 2252 2333 w37 30288
Identity Problem 268 1448 162 17202 208 a7
Quaiify & Prioritise sess  am w2 1369
Establish Credentials 451 esM s s401
Define Need 53% 8626 18.501
Propose Solution s 3 asm 212
Prove Concept e e 10,500
Defeat Competition 198 37e 9989
Obtain Mgmt Approval 198 3788 827
Obtain Mandate urs 22 318 3849 4433 470
Deliver % 208 26 3585 20 a2
Grow % 208 2185 268 3585 24 452
Predicted Revenue 70018 6551443 7203483 8963557 11963246 14145882 15073707
Predicted Meetings 32859 G073 B9S2 72765 09045 102490  SASS 1715 194 19491 1RQ

200.000

150,000

o

Full Year
3,761
305,952
29,302
9,206
60493
85,542
51,839
43480
9,688
36,808
297
19,582
19,582
65,212,375
1,024,501
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.....and a CLEAR PLAN for EXECUTING that Blueprint.

Susiness Customar Markesing
Prooes Tochnciogy Busnass Rues. Peoviced Oparors
—_— —
e » = Arae
e & g T o A 9 s
TR et o
e e AN s momens
- i
0 rae [N sacire
G [ 2 b b v
s | L — ——
— 23
[ e
Gy S i
oo
e Buns [
o

>
A X TRy
o W
e L ]
) AR
oo
T pe ool sous v

Owner: Marketing Analyst
*Research-7.3, 14,4, 6.1,
*Content Database - 17.1,17.2, 18.1. *Content Database - 9.4, 17.5, 16.1,
+Sales Tool - 13.1, 14.5. 114,74,43.
*Sandler System - 101, 146,51, 8.1, *Sales Collateral - new2, 103,92,
newl. 175,12,67,7.2,10.2, 104,112,
*Risk Assessment ~ 17,7, 92,95,75,68,113,62
“Events - 174,56, 6.5,66,64,93

*77 [objective: focus on three or four
ey product sio’s as primary and
remaincer will be seccacay .

are we known for in the markee?]

Other; Phase 1 -Black
1.1- Develop, agree and communicate the Ideal Customer Profile (“ICP") Phase 2 - Green
16.2 - Review and set service standards - Setting customer charter Phase 3 -Red

Revenue TEK#




Including all the right PREDICTIVE METRICS and DASHBEOARDS

to make sure

you stay on track

Predicted Revenue

New Names
Position in Category
identity Problem
Quality & Prioritise
Establish Credentiols
Define Need

Propose Solution
Prove Concept
Defeat Competition
Obtain Momt Approval
Obtain Mandate
Deliver

Grow

Predicted Revenue
Predicted Meetings.

79 783 M6 7% 76 798
wes g W 22 ;s na
I s e a2 1

sess  aan  ms

s e

Jul212 Aug2012 Sep2012 Oct2012 Nov212 Dec2012 Jan2013

756
237
200

Wz

0018 6951403

289 G0 89S 72765 89046

10249

150,000

100,000

sBunaaw “ssuwen

50,000
(]

FD2013 Mar2013 Apr2013  May2013  Jun2013  Full Year
s 7563 3761
1908 305952
204 w0
B 13ew 9908
sar7 s401 6043

1990 wsn s

we  mwe s
se 1050 43
ass owe e
1 azs e
wn aw new
e e um
a5 268 3ss e 4s2 s

7241 SIS NS UME 1O 651236

sas WS neas e e
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UNBLOCKING
YOUR
PIPELINE

Revenue TEK#



To unblock your pipeline, you need
to the right measures to know
exactly what’s blocked and how
badly.

Otherwise — you’re guessing!

If you’re lucky you’ll be right. . 15x - 5 - 14x - z_ =N

If you’re not you'll waste your szu (3) .t(z“"“’ %
money and resources. " ' RS ( B
2. V7000 (05 (;_—) S l’c?iﬂ
‘ 1-cos a Sin «

0
a 16
You might even make it worse... P % o () e Lo \S
MUCH WORSE! :
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Accurate VIEASUREMENT and ANALYTICS highlights ROOT CAUSES which then
inform the appropriate REMEDIAL ACTIONS

*  Value proposition unclear?

*  Poor market or customer segmentation?

* No lead generation?

*  Poor process around lead qualification?

e Collateral / content issues?

*  Poor coordination between Marketing and Sales?
* Ineffective digital / social strategy or execution?

* Ineffective / no Inside Sales operations?
*  Poor Marketing / Sales alignment?
. Low sales meeting / conversation skills?

*  Sales meeting / product collateral?

*  CRM-process alignment / optimisation?

* Inability to help buyers clarify/quantify needs?
* lLack of understanding of Buyers Journey?

*  Poor/ ineffective selling / closing skills?

*  Wrong people in the wrong positions?

*  Poor quality proposals / presentations?

*  Presentation skills?

*  Poor / ineffective negotiation skills?

* Lack of / poor sales process / sales execution?

Poor / ineffective account management?
Lack of product / offering knowledge?

*  Lack of integration between sales & delivery?
*  Sales compensation plans not aligned to up
and cross sell?

/
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As opposed to and CEO’s put
with today.

gﬁgueT
L’



, How do they research and
(AT c 1i‘|
< 9 buy solutions to those

'\

: problems when they know
Which organisations and b2 they have them?

people within them s ’ == Do our products and services
suffer from those =20 ety 2 represent valuable solutions
problems? 1 = Q. 28 ( to those problems?
Who suffers most? : : . TN
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[ Whoelse helps our buyers
solve these problems?
How will we defeat them?

What problems can we
we solve for our
customers — better 5 PR _ ,
than anyone else Y e s ' How effectively do we
can? - r=E==1 18 21 melle market and sell to those
‘ a ' buyers?
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