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Our Story Sales Innovation °

/We are rethinking sales. A
SalesGlobe is a sales innovation firm that solves challenging
sales problemsWe work with our clients to implement
solutions that give them a significant ROI.
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A Sales Strategy and Go-Market

Why do companies repeat the same old solutions? A Account Segmentation and Targeting

Why do they use benchmarks and current A Voice of the Customer Insight

i ?
practices as the answer- A Sales Process Optimization

Why do they leave themselves vulnerable to

.\ A Sales Organization Design
competition?

A Channel Programs

A Sales Capacity and Goal Design
A Talent Assessment and Planning
A Strategic Account Programs

A Sales Compensation
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Quetas!
Wrors e A Quota Setting
Sales Challenge
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Why do we repeat the same solutions?

Q“@taS! Do we lack new ideas?

Design Thinking

to Solve Your Biggest Do we leave ourselves vulnerable to the competition’

Sales Challenge

Mark Donnolo
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Topics

A2 KIFiQa GKS t NRoOf SYK
ARedefining Your Problenales Design Thinking

ABuilding Blocks
Three Dimensions of the Quota Success Model

ATaking Action
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Where were you when you thought of your last great idea?

Walk Away
Sales from the
Design Problem
Thinking e el
PrlnCIple a question and let it

percolate in the
background.
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Top Sales Effectiveness Challenges

Setting and Managing
Effective Quotas

Developing an Actionable
Sales Strategy

Implementing an Effective Sales
Process

Coaching and Developing
the Team

Aligning Sales Compensation
With the Strategy

Integrating Organizations From
Mergers and Acquisitions
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Understanding the Story

2 KI X

are the pain points?

| 26 YR 2 KSY
did it happen and develop?

2 K2 X

was involved?

2 KSNE X

was it happening?

2 Ke X

was it done this way?

2 KI G X

A Frozen engine.

A No oil

| 29 | YR 2 KSYyX
A Car just stopped

A Had prior accident and repairs
A Changed the oil recently but no oil?

2 K2 X

A Auto associationincorrect diagnosis
A Repair shop after the prior accident
2 KSNEL X

A Engine froze in NC but repairs in GA
A Subsequent oil changes in GA

2 Ke X

A Prior shop was in a hurry

A Missed the rag in the engine
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Top Quota Challengeg he Symptoms
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Quota setting Reconciling Sales Quotas are Datagaps  Market wSLJA R

is based on bottom-up  capacity too heavily add opportunity believe in the
history and input with  relative to  driven by challenge to not factored quota setting
not top-down guota Finance setting into quota process
opportunity goals  requirements effective setting
guotas

Many Challenges are People and Process Related.
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Powerful LeftBrained Sales Models
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Strategic ContextThe Revenue Roadmap

The Revenue Roadmap

_ Insight
Provides "
information for |:> Voice of the Mzgr(l:(reot Competitor Business
planning and Customer ST Performance Performance
strategy.

Sales Strategy

Ch?rts an Products Segmentation Value Approach to
actionable growth & Services & Targeting Proposition Market
plan.

a

Customer Coverage
Matches roles,
resources, and Sales SESRIES Sales
process to Channels & Structure Sales Procesg Deployment

customer needs.

Enablement

Recruiting Training Tools

with the growth Compensation ;
g & Quotas & Retention & Development® & Technology

Aligns execution <:| Incentive
strategy.
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The Sales Compensation Diamond

Performance

Threshold

Measures &
Priorities
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Redefining Your Problem






Sales Design Thinking
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Sales Design Thinking

Sales Design ThinkifY

1. 2. 3. :
Articulate Redefine Think Develop
Problem Challenge Horizontally Vertically
Statement Questig(n

Getthe Understand Investigate Create  Combine  Look for Refine Test  Implement &
Initial View the Story Why  Solution Vision Options Parallels the Few ReadinessCommunicate

E n g a g e t h e O u t s 1 d e r
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Practicing the First Two Steps

Sales Design ThinkifY
?

1. 2.
Articulate } Redefine
Problem Challenge

Statement Question

Getthe Understand Investigate  Create
Initial View the Story Why  Solution Vision

E n g a g e t h e O u t s i d e r
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A Case Example



1.
Articulate
Problem
Satement

Case:
Automotive
Electronics Compar




What They Saw

1.
Articulate
Problem
Satement

Lagging Quota Attainment

Number of Reps by Quota Attainment Level
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What They Saw

1.
Articulate
Problem
Satement

Sporadic YoY Performance
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What They Thought

\

We need to fix the quota process
because the organization is

underperforming.
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Redefine
Challenge
Question

Understanding the Story

2 KI X

are the pain points?

| 26 | YR 2 KSY
did it happen and develop (the story)

2 K2 X

was involved (executives, roles)?

2 KSNE X

was it happening (globally, regions)?

2 Ke X

was it done this way?
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2.
Redefine
Challenge
Question

Understanding the Story

2 KI 0 X

A Too many reps were below quotanly 20% attaining) dragging company performance
126 | yR 2 KSyX

A Company started with core electronidSrew through acquisitiofantennae, GPS).

A Varied sales organization integratioNumerous independent teamBiconsistent design
A Increased competition andigher sales expectationBorpoisingYoY sales performance.

2 K2 X

A Senior leadershiplid opportunistic M&A Fine as long as the market was healthy.

A As competition increasedrinance became the pit bdbr the Glevel.

2 KSNB X

A Sporadic performancacross global markets.

A Turnoverhighest in 7% p performers and reps with <2 years tenure with no ramp pla
Left the midperformers withno new talent flow

2 Ke X

A AggressivéMi&A growth and declining market created pressén@m investors and debt
holders creating pressure on sales leaders via finance and turnover with lagging reg
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Creating a Solution Vision

2 K| X

IS a successful outcome?

| 26 | YR 2 KSY

could it happen (at once, over time)?

2 K2 X

should be involved (executives, roles

2 KSNEB X
should this happen (globally, regions

2 Ke X

would it be beneficial or be resisted?
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2.
Redefine
Challenge

Creating a Solution Vision Question

2 KI 0 X

ARaise sales organization quota performafse% to 70%)
ACompany revenue goal attainment

AMarket opportunitybasedgoals

| 26 YR 2 KSyX

AStaged introduction across the global organization.

2 K2 X

ALowering turnovefor high performers and new hires

AConsistentjmproved organization desigor the sales team

AEngaging finance and increasing confidence in revenue predictability.

AEngaging finance and sales as a unified tearsolution development and implementatiof.

2 KSNB X

AAcross all marketanost importantlyin the markets with the greatest competition

2 Ke X

A A benefit to shareholders with increased, predictable growth. To sales with stronger
growth and lower turnover. To finance with manageable growth and cost of sales.
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2.
Redefine
Challenge

Redefined Challenge Question Question

How can we develop a:

A Market opportunitybasedquota solution that

A Drivescompany revenue goal attainment,

A Raises sales organization quota performance,

A Acrossall markets, especially the most competitive,

AWith yearto-year consistency,

A Contributes tdower turnover for top performers and new hires,

A And responds to aimproved sales organization design,

AWhileengaging finance and sales as a unified team?

Page30 © 2019 SalesGlobe SALESGLOBE g



Building BlocksThree Dimensions of the
Quota Success Model



Quota Allocation Flow

Corporate Investor Expectations
Goal Business Requirements

First Level Allocation:

Markets and Business
Units

TopDown Bottom-
Up

Second Level
Allocation:
Regions

TopDown  Bottom
Up

Third Level Allocation:

Front Line

Page32 © 2019 SalesGlobe SALESGLOBE g



The Quota Success Modéteople

Roles

Engagement

Corporate Investor Expectations
Goal Business Requirements

First Level Allocation:
Markets and Business
Units

SEES
Capacity

TopDown Bottom-
Up

Second Level

\

L

= 4
Allocation:
Regions

Top-Down A
D

Third Level Allocation:

Front Line
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