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Our challenge

@ Over 1200 employees
@ 130 million EUR in

revenues .
@ 20 officesin9
countries e
@ Customers all over e g
Europe Excellence Centers

Industry: Telecom, Finance, Health-care, Public sector and others

o Over 50 SaIeS people Cross-Industry: Customer Service, Process Optimization, Employee Productivity,

Application Development, Application Management, Portals

Q Hundreds Of Sales Technology: BEA, Microsoft, IBM, Oracle, J2EE, .NET, Open-source
processes going on — g s
parallelly {i PO (o)
@ Over a thousand leads

In the pipeline
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“Objects in mirror are closer than they appear” — NOT IN SALES
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“In the future, the best sales managers
will be sales process managers”

- A sales manager




Management means:
- Planning
- Targeting and motivation

- Control and evaluation
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IT IS NOT THE SALES
MANAGER'S JOB TO
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This fun, friendly aPPIOFC 1 ice

statistical Anamlysis
with Excel

A Reference

for the

h
Rest of Us!

FREE eTips at dummies.c

Joseph Schmuller
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SALES MANAGER HAS TO MAKE SURE THAT
REVENUES COME IN NEXT MONTH, NEXT
QUARTER AND NEXT YEAR
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Management means:
- Planning
- Targeting and motivation

- Control and evaluation
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Sales process

Portfolio P i Lead Closi
planning rospecting qualification Offer osing
- Customer profile - Marketing - Customer need known - Offer - Signing
- Opportunities - Market research - Solution fit compilation - Delivery management
- Customer - Cold calling - Decision-making criteria Offer_ .
negotiation

relationshi
elationships - Customer budget

- Decision-makers (official
and unofficial)

PIPELINE MANAGEMENT
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Sales Pipeline
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Draper Fisher Jurvetson pipeline

30 000 750 first
business meetings 15?:2;?:\'_:p 12 - 24
plans to ! J \ Investments
go a year
through
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IDEOQ toy design funnel, 1998

4000 first
drawings

New ideas

200 detailed

designs 10 goes to
market

31 OOEUw OYEWS$SEPUOOWI EEwWO
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Software company pipeline

50
customer 25 leads o 8 offers | 4deals
meetings opportunities
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YOU CANNOT FIGHT
THE LAWS OF NATURE!
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6 issues of the sales manager

1. How to model the right pipeline?

2. How to guarantee enough leads in the pipeline to
ensure meeting of sales targets?

3. How to qualify the leads in the most efficient manner?

4. How to use pre-sales resources so that they would
focus on the right leads?

5. How to realistically assess pipeline quality?

6. How to motivate sales people to put down sales
iInformation into systems?
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Lead qualification and
pipeline management
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Sales pipeline

Leads (hot air) INPUT: Potential clients on
the market

4 Qualified leads
()]
= o .y
= pportunities
O D
85 < | SALES PROCESS
= Commit
N

Backlog

OUTPUT: Realized sales
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Lead qualification

@ The goal of lead qualification

» To offer a system to the sales manager that would be easy to
Implement and which outcome would not be based on the gut
feeling of sales people

@ General principles of lead qualification

» Leads have to be gualified based on strategic customers,
business goals and competitive situation

+ You should always invest time, energy and resources in the
most tangible opportunities!

+ Communicate the principles of lead qualification to your team on
a constant basis
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Four key questions

@ |s there an opportunity?

@ Can we compete?

@ Can we win?

@ Is it worth winning?
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Qualification principles

@ Business need @ Decision-makers
@ Budget @ Decision-making process
@ Time schedule @ QOur chances to win
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Pipeline value calculation

@ Usual weighed methodology
+ Pipeline quality = leads that have been weighed with

probabilities

Deal size Probability Weighed
Customer 1 10 000 = S oo
Customer 2 10 000 S0 %% S ooo
Customer 3 10 000 S0 % S 0o
Customer 4 10 000 S0 %% S ooo
Custaomer 5 1 000 Qoc 0% 100 0o
Total weighed pipeline 136 000

@ Our proposed methodology

< Pipeline quality = comparison of pre-modeled staged pipeline
guality metric with the actual staged pipeline
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Sales Pipeline - stages

@ Backlog — contracted revenues (9-10)
+ 10 - sold, delivered, invoiced
+ 9,5-sold, delivered
» 9 -sold (= signed agreement or verbal order), but not delivered, ie. =

backlog Leads (hot air)
@ Commit-level
+ 8 —awaiting GO decision or agreement Qualified leads

» 7 —under final contract negotiations or scoping of the project, but
WM selected OR recurring business from the same customer with
very high probability Opportunities

v 6 - proposal in, WM is shortlisted for a project / deal or a verbal deal
where there is clear that WM is the preferred partner and the rest is

just technical issues Commit
@ Opportunities
» 5 —proposal in, WM is shortlisted for a project / deal or a verbal deal Backlog

where there is clear that WM is the preferred partner and the rest is
just technical issues / up sell possibilities to existing accounts,
projects
+ 4 — proposal delivered, no vendor preference exists
@ Qualified lead

+ 3 - qualified lead, i.e.. there all of the following: a need, budget,
timeframe, decision-makers, decision-making criteria, WM chances
to get the deal

@ Leads
¢+ 2 - non-qualified lead, “hot air”
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Budget 50 000 60 000 70 000 80 000 80 000 90 000 60 000 90 000
Fevenues January  February March April M ay June July August
Backlog

Custormer 1 S0 000 S0 000 20 000 S0 000 30 000

Customer 2 5 000 5 000 5 000 5 000

Customer 3 3 000 4 000 5 000 10 000 10 000 10 000 10 000
Total contracted revenue 30 000 38 000 39 000 40 000 45 000 10 000 10 000 10 000
sales cover 20000 -2Z22Oooo 31000 40000 35000 -80000  -50000 -850 000
Commit-level business January  February March April Ml ary June July August
Customer 4 10 000 15 000 15 000 15 000 15 000

Custormer 5 20 000 20 000 20 000
Customer b 4 000 5 000 10 000 10 000 10 000 10 000 10 000
Total commit-level business 0 14 000 20 000 23 000 25 000 45 000 30 000 30 000
Revenue potential backlog + commi 30 000 52 000 59 000 65 000 70 000 55 000 40 000 40 000
sales cover -20 000 -S000 11000 15000 10000 35000 20000  -50 000
Opportunities January  February  March April My June July August
Customer 7 5 000 5 000 5 000 5 000 5 0ad
Customer 5 10 000 15 000 18 000

Custormer 3 5 000 8 000 18 000 15 000 18 000
Total Opportunities (outside hacklog 0 0 20 000 32 000 41 000 18 000 5 000 23 000
Fevenue potential backlog + commi 30 000 52 000 79 000 97 000 111 000 73 000 45 000 63 000
sales cover -20 000 -8 000 S 000 17 000 31000 17000 -15000 -27 000
Qualified leads January  February March April Ml ary June July August
Customer 10 10 000 10 000 10 000 50 000 50 000 50 000
Custorner 11 15 000 15 000 15 000

Customer 12 4 500 4 500 30 000 S0 000
Total pipeline {outside backlog, com 0 0 10 000 23 000 249 500 69 500 80 000 80 000
Revenue potential (hacklog + comm 30 000 52 000 89000 122 000 140 500 142500 125000 143 000
sales cover -20 000 -8 000 19 000 42 000 B0 500 52 500 B5 000 53 000
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How to pay your sales people bonuses
for next year already in December?
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Balanced motivation

@ Own budget has to be

delivered
Personal Company
Q
Future sales have to be guarterly result | quarterly result
secured
@ Sales team has to work
as a team Personal Company
pipeline quality | pipeline quality
Backlog Commit Opportunities Clualified leads
3 month budget 150 000 83% 100% 110% 140%
Actual pipeline 100 000 66%] 40 000 93%] 40 000 120% 30 000 140%
6 month budget 350 000 0% 85% 130% 200%
Actual pipeline 200 000 57%| 60 000 74% ] 150 000 117 %] 300 000 203%
12 months budge 800 000 50% 65% 100% 300°%
Actual pipeline 460 000 58%| 100 000 70%| 400 000 120%| 1 500 000 308%




Operational sales management

@ We have solved our challenges by implementing
Microsoft CRM

= “L Microsoft Dynamics CRM

@ We have successfully implemented Microsoft CRM for
many of our customers
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www.acando.com
www.webmedia.eu
www.attribute.co.yu

Webmedia offices

Tallinn Office Local office (Attribute Webmedia d.o.0.)
Lodtsa 6, Tallinn 11415 Omladinskih brigada 86, 11070 Belgrade
Phone: +372 6 101 990 Phone. +381 11 21 58 051

Fax: +372 6 101 991 Fax: +381 11 31 19 153




WORK HARD. PLAY HARD.
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