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Sales Force Assessment Framework

Account Segmentation Lead Management
Segment accounts by Ideal Customer Profile Generate MQL/SQL/SAL

Sales Process

Map customer/prospect buying process to custom built sales process

Sales Channel Methods

Create Channels to Map the Way Customer Prefers to Buy

Organizational model effectiveness vs.
efficiency

Match selling capacity to market demand

Sales Infrastructure

Create performance conditions for optimal results

Develop Sales
Strategy

Develop
Go-to-Market
Plan

Sales Force

Build
Infrastructure




Account Segmentation

Finding Your Ideal Channel Partner
* Local or National Focus?

* Generalist or a Specialist?
 Expertin Field or New Entrant?

* Expertise: Installation, Sales,
Customization

Ask Yourself: What Channel
Partners will Serve my Ideal
Customer Profile?

Many Channel Managers say
working with Wal-Mart is a
mixed blessing. While they
have great scale, margins are
squeezed extremely low.



Lead Management
Build Marketing for Channel

ConocoPhillips®
S B Partners to Attract Customers
- * Marketing Materials
Marketers/Distributors
Find a Marketer | * Website Landing Pages

ConocoPhillips’
Marketers/Distributors can help
you find the products you need.
Click on the map to find one
near you.

e Best Practice Sharing

e Devoted Lead
Development Reps for
Channel Partners

 VVendor Distributed Leads




Sales Process

Design and Create a Sales Process for Marketers

Is My Channels Partner’s Sales Process Aligned with the Buying Process?

How Do | Incentivize Channel Partners to Train Their Sales Professionals
on my Product and on Sales Process?

How Do | Set Up a System to Provide Exclusivity to a Channel Partner on
the Current Sales Opportunity?

Do My Partners Have Materials for Each Stage in the Buying Process?
Are my Channel Managers Coaching Their Reps On This?




How Should My Channel Partners Sell?

Creating a Standards/ Programs
that Require Certain Staff for
Desired Channel (Field Reps,
Sales Engineers, Consultants)

Creating Materials for Field
Sales, Inside Sales, Website,
Trade-Shows, etc?

Customer Service In-House or
Partner Specific?

Do My Channel Partners Send
to End-User retail shops?

Best Buy’s huge recent losses came as buying
behavior shifted from Store-Based purchasing to
Online Purchasing. Even Lower-Tier Buyers have
shifted to websites like amazon.com.

AND SAVE
It's easy to upgrade to hot products
de in your

like these when you tra
Ctroni




Channel Partners Structure/Sizing

e Should | have Multiple
Channel Partners in the
Same Territory?

e How Many Should | have?

* As Partners Increase, Do
Margins Erode to Make My
Offering No Longer

Fast Food Franchisee’s Are

Attractive? Often Given Exclusive
Radius to the Territory To
* How Do | Segment Channel Reduce Direct Partner
Partners- Geography, Competition
ndustry, Product, Activity?



Sales Infrastructure

Creating the Program to Harmonize Vendor —
Partner Relationships

e Quota (Volume) and Comp (Margin) Mix
— Don’t cut margin just to get the Whale Partner

* Tiered Channel Partners to Hit Parameters

* Training Programs / Onboarding Programs

e Partner Based Comp Programs (Vacations, Club)
* Key Account Management

* Vendor Program Management



Creating a Tiered Partner Program

Note: This Should Always Be a
Reciprocal Program. IE — What

Do | Get for Moving Up Tiers
besides Margin?

Vendor Wants:

Expert Sales Reps (Product and Process)
Smooth Implementation

High Close Rates In Competitive Sales
Reputation for High Quality Solution
Maximize Revenues/ Profitability

Partner Wants:

Great Margins

High Quality Leads

Product with High Demand
Marketing Support

Sales Specialist/Engineer Support

Technology Skills Depth

CISCO is Widely Recognized as Creating
One of the Best Tiered Partner
Programs in the IT Industry

Current Certification and Specialization Framework

. . Unified Communications
Master Specialization
Securlty

2 Qualified Specializations
233 %ids-t Specialzations: Adv.R&S
: g“'- g c Adv.UC
1 Qualified ¥, SO0 Adv Sec
U Specializaton
Emdséﬁon Eﬁd\' Si:&:idizaﬁm:
1 Qualified Adv RES
Specialization ﬁg‘: gifm

Small Business

Small Business
Foundation

Integrated Technology Skills Breadth

Margin % Increases to
Compensate for extra expenses




Partner Training

AL
Cll S CIO Products & Services Support How to Buy Training & Events Partners

Training Resources

CISCO Provides High Partner Education Connection
Quality Training to Channel

HOME
Designed Especially for Partners
Partners, Who Must Meet TRAINING & EVENTS 9 e
TRAINING RESOURCES Enhance your knowledge and your career with training and

H labs specifically fi rners.
Certain Personnel sty From Croco s

. . Learning Partners [ Launch PEC |
Requirements in Order to Ciseo Hetworking Academy

H H H Learning Credits
Obtain Certain Tier aming Credits oot [ Diow o Accons

. Using the Technical
Ranking. Vendor / Partner Sepport and Documentation

Website
o . Gain Competitive Advantage
Partner Education
Training Payments Partner Ed
H Advanced Services Partner Education Connection (PEC) provides training on products, tools, and solutions to help you keep
G ene ra I Iy Va ry De pend I ng Education ahead of the competition as a Cisco Partner. Achieve and retain your organizations partnership status by
following the training curricula reguired for career certifications and technology specializations. Access is

on Stre ngth Of Vendor. easy. Any employee of an authorized Cisco Channel Partner company can reguest a personalized

Cisco.com login 1D
« The majority of courses on PEC are free. Fees for instructor-led claszes, proctored exams, and
certification exams are noted on the site.

+ Partners report that PEC helps decrease travel expenses while increasing productivity and sales *
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Manage Vendor Performance

Sales

Q2 2012/Q3 2012

Q42012

’%wa

Q12013{% Chan;ev Trend

Closed Deals (5's)

Closed Deals [#Deals)

Average DealSize (5°s)

Sales Cycle Langth (Days)

Close Rate (%)

Vendor Revenue (33 3 % Disti Suppliers total Revenue )

Disti Revenue (33 2 % Vendor total Channel Revenue)

Pipeline [Forecast

Joint Tossl Pipeling (53]

Totzl Pipeline {=Opps)

Next Qtr Forecast (S's)

Next Qtr Forecast (£0pps)

New Fipeline This Qtr (S's)

Now Pipeline This Qur (# Opps)

Fieid Engagement

M of Disti Reps with registered opps

W of Disti Sales Reps trained

#of Disti Sales Enzingars wrainad

Mulwtin‘ Efectiveness

Scorecard . Metric Defnftions

‘Pipelne
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Above is an example of an individual vendor scorecard.
Many vendors utilize Channel Management Software to

automate tracking of vendors



More on
Channel Management Strategy:

o

SALES BENCHMARK INDEX


http://www.salesbenchmarkindex.com/?Tag=Channel+Management+Strategy
http://www.salesbenchmarkindex.com/?utm_source=chmngtpp&utm_campaign=chmngtpp&utm_medium=exceldoc

