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The TAS Group delivers improved sales performance through our unique blend of sales technology and
experience, resulting in 89% better quota achievement. Our industry-leading methodology has helped more than
650,000 sales professionals find and close more deals, and our proven sales process makes your forecast and
pipelines accurate by putting science behind it. It all gets delivered through our Dealmaker® technology - the on-
demand Sales Performance Automation application that can operate standalone or be integrated with your
existing CRM system to produced sustained, measurable results. And to ensure that your sales teams get the full
benefit, our virtual learning system delivers on-the-job training worldwide i reinforced by expert coaching.

DEALMAKER SOLVES THESE PROBLEMS

e My revenue performance falls short of potential. We all know that a sales methodology can increase
performance. The trick is getting it to be used in the first place, and getting it to stick for long-term
performance. By adding the sales methodology and process science contained in our Dealmaker Sales
Performance Automation software, methodology becomes an automated, daily-use activity for your sales

t eam. l'tds guaranteed to help consistently win more d:
e My forecast i Poebforecasting ieel mdredike roulette than a business process? The sales

process science in our Dealmaker software takes the guesswork out of forecasting. Dealmaker removes the

subjectivity that naturally permeates sales peopleds a:

replacing it with objectivein-d e pt h anal ysi s of your teambés actual perfo

to close deals. The result is a more accurate forecast with early warnings about problem areas for better
coaching sooner.

e Classroom training is expensive,and,oni t s own, doesnbd6t produB7ofsskilst ai nabl
are lost within one month of traditional classroom sales training. Our Dealmaker Virtual Learning System
trains remotely in small, bite-sized pieces that are perfect for modern on-the-job learning and dramatically
improved absorption. Post-training, our Dealmaker Sales Performance Automation software can be
integrated with your CRM to offer on-demand training content at every step of the sales cycle to achieve daily
reinforcement and long-term retention.

Headquartered in Seattle, with international offices in the UK and Ireland, the TAS Group is the only sales
performance automation company with a continuous multi-million dollar investment in its own methodology and
technology R&D center.

The TAS Group al so hosts and moder at awsw.sdlds20neSvark.comm), ajjlolal, Net wor
virtual, thought-leadership forum to discuss issues relevant to sales professionals in a Web 2.0 world.
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SALES PROCESS = SALES SUCCESS

INTRODUCTION

In our increasingly complex and competitive marketplace, managing the sales process is a critical success factor
in the consistent achievement of revenue goals. Senior sales executives and management teams who implement
standardized sales processes and reinforce best practices will increase pipeline visibility, sales execution, and
overall performance, leading to more predictable and sustainable revenue growth.

As with any of our White Papers, there will be a big variance in the seniority and experience of the readership.

Some of you wil!/ perhaps be in your first manageri al r ol
Others may be more seasoned sales leaders, at Director, Managing Partner or VP level, tuning in to make sure

y o u 6 r ep withrthe ltesethinking and technologies. This White Paper aims to provide something for the

complete range of requirements, since the ideas and recommendations have applicability right up the leadership

hierarchy. However, if you want to dig deeper, or move wider, we urge you to get in touch with us individually.

You can do this via email to: marketing@thetasgroup.com.

This White Paper will adhere to the following structure:
e What is sales process and why is it important?

e How to create a customized sales process

e How to measure success of your sales process
WHAT IS A SALES PROCESS?

The Gartner Group defines a sales process as the ACritic
common framework, vocabulary and metrics for how sales organizations review and analyze territories, accounts,

z

opportunities, individuals and sales cycleséo

The sales process is a framework or model that helps to improve pipeline visibility, to drive sales execution, to

improve performance coaching, and is the foundation for instilling selling discipline. If the sales process is aligned

with the customerds buying process and is integrated app
reinforced by management, the process acts as the guiding framework to convert strategy into revenue, in a

predictable, consistent and sustainable manner.
Key sales process objectives include:
e Standardized sales stage definitions (e.g., suspect to close). These stage definitions categorize all prospects

and opportunities in a common and consistent manner. A qualified opportunity means the same thing across
the organization.
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e Standardized pipeline management and sales cycle progression, supported by customer evidence and the
C U st osimeingfrocess.

e Integration of best practice sales methodologies and activities, which drive the execution necessary to
achieve the sales stage milestones and quickly progress through the sales process.

e Clearly defined roles and responsibilities for executing against the best practice activities and the process.

e Alignment of the sales tools/aides, skills and systems necessary to support the high leverage activities and
execution at each stage.

e Improve forecast accuracy by defining the guidelines based on not only where the sales person is in the sales
cycle, but also how they are positioned or advantaged vs. the competition.

e Clear and prioritized leading and lagging performance metrics that can be coached and reinforced by the
sales management process.

Selling is not a linear process. It involves two key external variables, customers and competition, unlike other
business processes, which are internally focused.

As most people attest to, selling is both art and science. Some people believe that top performers have an innate
ability and execute intuitively. Most sales people instinctively dislike structure and process. Our experience and
research validates that top performers do follow a road map, a blueprint for success, and execute a repeatable
process and methodology, often at an unconscious level.

At an organizational level, structure and process are necessary to implement a successful growth strategy,
replicate success and to scale the business. One approach is to take what is often an unconscious process and
make it conscious, repeatable and replicable.

Sales methodologies (e.g., account, opportunity, channel management) are a conscious strategy on the part of an
individual and a sales organization to consistently achieve sales objectives and process milestones and goals.

e Processes are standardized and prescriptive
e Methodologies are situational and deductive

Instituting a culture of process discipline and reinforcing best practice through sales performance solutions

provided by organizations like The TAS Group help to drive a performance- and results-oriented sales culture.

Process management creates the foundation and framework that enables consistent, predictable and sustainable

results. A common adage, which seemstobearout i n practice, is that sales mana
expect. 0 What is actively attended to in an organization

Management by edict or micro-management, however, does not work well with most sales professionals, who are
often practitioners of both the fApath of | east resistanc
often embrace processes, methodologies, tools and behaviors that make their jobs easier and/or make them



more money. Additionally, what their managers reinforce, often implicitly, in the weekly sales conference call
sends a powerful message about what the minimum process standards are for the sales organization.

WHY DO YOU NEED TO FOCUS ON THE SALES PROCESS?
The first axiom is that to improve sales process performance, organizations need to heed the following:

e You candét manage what you cand6t measur e;

e | f you canét see it, you canb6t measure it;
e | f you canbét measure it, you candét understand it;
e | f you cané6t wmdedrts tiampd oivte, iyau

A well-managed sales process helps to improve visibility, predictability, consistency, scalability and sustainability,
which often translates into a competitive advantage.

Many companies have informal sales processes, and others go through the exercise of documenting it, but not
executing against it. The critical issue is whether or not the majority of the sales force is executing best practices
consistently.

SELLING SOLUTIONS REQUIRES A PROCESS

The reality is that selling complex or involved solutions (vs. product or transactional selling) requires a coordinated
effort and team approach, making a standardized sales process all that more important.

Today, extended sales teams, including various specialists (e.g., product, solution, technical, vertical), services,
inside sales and executive management, are being deployed to sell cross-unit/region solutions and to solve
complex business problems for customers. This team approach requires greater coordination, communication and
resource management capabilities and processes. Sales process, methodology and technology help to drive the
use of a consistent and common language, and a strategy to focus and leverage the efforts of the extended team.

MANAGEMENT IS ABOUT MANAGING A PROCESS

The fundamental role of sales management is to motivate, orchestrate, and enable sales people to be successful,
and to manage a sales process to achieve predictable and superior results.

There is no substitute for sales talent, experience and skill. The first critical success factor of leadership is in
hiring and keeping the best people and assigning them to the right job, at the right time in their development. The
dependence on a few rainmakers is a risky strategy and not sustainable long term. Top performers are always
being recruited away or promoted and are often hard to keep satisfied.

A key management principle is the application of leverage, which can be achieved by focusing and aligning three
key performance levers: people, process and technology. For example, Customer Relationship Management



(CRM) initiatives can often fail because the process is not aligned and enabled by solutions like those provided by
The TAS Group, or worse, because the system automates a bad process, enabling the company to fail faster.

PROCESS IMPROVES PREDICTABILITY

Peter Drucker said, AThe best way to predict the future
accelerated, and few companies have, or can maintain, product superiority and/or service differentiation for any
meaningful length of time.

I n our experience optimizing our customersé sales proces
professionals, managers and executives. The key differentiator and predictor for sale success seems to be the

quality of therel at i onshi p, given a capability set that s t h

5
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One of the main reasons why a sales team wins a deal is that they are politically aligned with the key decision
maker early in the buying process. As a result of this early involvement, sales people can often effectively
leverage their own senior executives (e.g., executive-to-executive selling), creating executive alignment between
the two organizations, and influencing and shaping the buying criteria to emphasize their strengths and minimize
their weaknesses.

Q When do senior executives get involved in the decision process for
major purchases?

Executive
Involvement

Sales Cycle
A
e

Understand Drivers Define Value

Track Value

HOW DO YOU KNOW IF YOUR SALES PROCESS IS BROKEN?
Sales process breakdowns or problems have symptoms. It is not difficult to deduce a breakdown by observing,
and asking about, a company®6s c uthesgnptomsofatsalea process . For exa

breakdown include:

e Forecast accuracy is poor and off-the-mark



e Pipeline visibility is cloudy and speculative

e Inability to proactively pin-point bottlenecks and barriers to success
e Sales performance is inconsistent and unpredictable

e Win rates are declining

e Longer sales cycles

e Hand-offs are dropped and poorly communicated

e Coaching around sales opportunities is ambiguous and general

e Inability to quickly leverage and replicate success across the organization
e Sales people continue to sell products vs. solutions

e Ramp-up time for new sales people is long and frustrating

e Cost of sales is difficult to track and manage

(For more information about changing your sales process, please see the White Paper: Sales Process
Optimization and the Enterprise, which goes into more detail on this subject.)

BENEFITS AND PAYOFF TO IMPLEMENTING A SALES PROCESS BASED ON BEST PRACTICES

Improved sales pipeline, visibility and forecast accuracy

e The ability to replicate and scale best practices across the organization

e Improved communication, co-operation, co-ordination, and resource allocation

e Improved win rates and sales velocity

e Lower cost of sales

e New hire training ramp up time and an accelerated ROI payback period

e Up to 40% increase in sales productivity and effectiveness

Considering how important sales processes aretoanyor gani z at i othefppescteationeasds ,

implantation of a process unique to your business, and the way your customers want to buy, is crucial. It is a task
that the sales process consulting industry has traditionally built its business around.
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Optimizing the sales processes of large or complex selling organizations can involve considerable investment of
time and money. Fortunately, there is an alternative, or additional, powerful resource available which can harness
the best of thousands of unique sales processes and draw out individual variables in them to automate both the
creation 1 and customization i of your ideal sales process or processes.

DEALMAKER GENIUS: A FREE SALES PROCESS TAILORED TO YOUR SPECIFIC BUSINESS CONDITIONS

Based on the experience gained from developing specifically tailored, results-oriented sales processes for clients
worldwide, The TAS Group has developed Dealmaker Genius as a free and easy-to-use online tool for
businesses of any size. Working from 20,000 core knowledge elements and over one million sales process
variations, Dealmaker Genius creates your own process that is customized to the specifics of your company, the
product or service you sell, and the way your customers like to buy. Useful for both companies that have never
developed a sales process before and those that are looking to fix a current one, Dealmaker Genius draws on the
best sales processes in your industry, while taking
what your customers want, and of course, how they buy.

Since the best sales processes adhere to a similar set of frameworks and expectations, the amount of time
needed in entering the data required during the set-up phase is minimal. In fact, Dealmaker Genius can provide
your company with a sales process in 15 minutes or less, after you have provided answers to a few
straightforward questions.

You start by selecting a sales process template tuned to your specific industry and then you answer some basic
guestions.

Much of what I do will be based on what I've learned from template segments that are similar to yours, Select from the drop-down list the template

- that you think will be closest to your business. Don't warry if it's not an exact description - you will be able to madify the process I craate for you. "X

Indicate process template type [Select Template [=] e e L [Fat SN Yo B e s gt oo ey
complicated.

. Whataver it is you're selling, it's designed to solve a particular problem for your customer. Try to be as specific as you can. This is 3 good exercise to

Typical customer problem [ | help you create the right selling message. Examples might be: Network Security, Sales Effectiveness, Business Outsaurcing, Architectural Design,
HR P e 3

How do you refer to your customers? [ select customer [=1 To reflect the language of your company, I ne=d to know what you call your custamers, Pick from the list.

How do you refer to your offering? [ select Offering =1 Is it a bird? Iz it 2 plans? No, I need you to select the term that best identifies what you sell. Pick from the list.

When someane asks you what you sl what do you say? Ifit were me, I'd say my company provides a Sales Performance Automation solution. Here I

VLT ST S A ‘ | need you to provide a short description of what you providz,

‘ This one should be easy, Just enter the number of days that it usually takes to close a szles opportunity from the time when it first became an

Length of sales cycle (days) ‘ appartunicy te when you closs the deal. Dan't werry if it's not exactly sccurste, IFyou use Dealmaker, it will figurs thar out for you later.

Do you usually sell to a single individuz! or are there many peaple invalved in the buying pracess. For high value, complex products, services, or

> ® s ® i
Single or multiple buyers per sale © single Buyer © Multiple Buyers Sritrere, e i ey e e SEm s D TR T S, oz [ B = By

Wwhat's the average target for ach quota-carrying sales person? This will help me to identify the value and number of opportunities that you need to

Annual quota per sales person (5) ‘ | have in each stage of your pipeline.

] T know it can vary a lot, but I need to know your typical or average deal size. This information, combined with some of the other information above, will

Average deal size (5) ‘ help me to determine the complexity and specific slaments of the sales pracess that I need to design for you,

‘Cancel

Dealmaker Genius asks you questions related to the following aspects of your business:

e Your business type
e Atypical customer problem
e Your relationship with your customers

nt o



e The type of offerings you are selling

e Specifics of what you are selling

e The number of days in your sales cycle

e |If there is one or multiple buyers in the sale

e Each salespersonds annual quot a

e The average deal size in dollars

Dealmaker Genius takes these answers and generates a sales process specifically tuned to your industry, sales

cycle, typical buying characteristics, and customer requirementsi alli n t he context of your <col
services, and terminology.

For each stage in your customer sales process, Dealmaker Genius recommends a humber of qualifying questions
orsteps,whi ch we ¢ al YoudQaceept ihdse as they @re, or further improve them by rewording or

deleting them. When you are happy with all sales stages, you have a series of clear sales process steps that
every sales professional in your organization can follow, for every opportunity. These steps are based on industry

bestpractices and incorporate your customerds problems, th
capabilities.
Pipeline Stages -« Qualify » | vV 4

Qualify Once you've targeted the right profile of customer, the first and most important stage in any sales process is to qualify the opportunity. In
truth, qualification is an ongoing process, and as the customer evaluates you during the sales cycle you should continuously be qualifying
the opportunity. Before you expend resources on any of the subsequent stages in the sales process, you must get your qualification right.
Early failure i= much better than late failure - it costs you less. In fact it's not failure at all as it means you're not wasting your time
pursuing deals that you will lose, and that frees you up to concentrate on the winners.

Requirements

The Qualifiers that I've created for you in this stage of the pipeline s_hould help to decide which opportunities to pursue, or uncover the

Evidence information you need to find out to be able to make that determination.

Is there a Communications solutions project identified by the Client |
Acquisition [t Y 6 'Z
I= the business problem one that Company & has the expertize to help the Client with? 6 \I/
Hawve you agreed with the Client the date by which they need the Communications solutions project underway? 6 \I/
Esxtrastepforyoutousefrequired —click the deletetcontoundelete and theediticontechang (%] 4

Once you are happy with your sales process qualifiers, Dealmaker Genius asks to provide a weighting for each of
them, since not all qualifiers carry the same importance. This is a further chance for you to fine-tune your unique
process, but Dealmaker Genius makes weightings suggestions for you based on its understanding of your sales
process needs, and you can accept these as they are.



It is important for you to get a sense of what you need in your pipeline at each stage of your new sales process
so that your teams make quota and you hit your organizational targets. Pipeline can be defined as the totals of
potential revenue against target revenue at each stage of a defined sales process, depending on the selling
organi zationés tWheniyauadve siyreet afishe wejghtihgs, Dealmaker Genius calculates for
you the value of the deals you need in each stage of the pipeline for your customized sales process, the
confidence or closure probability of deals at each pipeline stage, and how long each stage should take.

Dealmaker Genius provides you with the overview, showing for each stage, the number of qualifiers involved at
that point, the closure probability for that stage, the expected duration of working through that stage, and the
estimated value of the deals you should have at each stage in the pipeline if you or a salesperson are to make the
guota for each specified time period. After reviewing the outcome, you can either save the process within
Dealmaker Genius or print out your specific sales process to review with colleagues or your teams.

This process, if used and adhered to correctly is capable of increasing your pipeline visibility, sales execution, and
overall performance. With very little effort on your part, but with highly focused specifics of your business,
Dealmaker Genius helps you identify your ideal sales process and deploy it across your business.

For large or complex selling organizations who wish to work with a sales process consultant, Dealmaker Genius
becomes a tool used in conjunction with a larger Sales Process Optimization exercise to better inform and
complement the development of your sales process.

Regardless of whether you settle for an automated i or automated and consulted i salespr ocess, youodre ¢
want to test its effectiveness as soon as possible, since reviewing, adjusting and iterating should be done

regularly. While a new customized sales process is hugely important for any business, it cannot be implemented

0 a s and carinot be taken for granted since it involves a change from the old way of doing things to the new.

You must make sure not to ignore the vital behavioral aspects of human salespeople that come with any change

management exercise. Often, there are behavioral changes that need to be implemented in your sales teams

before they can reach their optimum performance. These required changes, however, are generally masked

when you simply look only at historic financial results within an organization. The best way to uncover and assess

behaviors that need changing is to think about your teamsénon-revenue objectives, as these are what we call

6l eadi ng i ndi utimatelydrsvédtheaavahuetolljeetiyes, whi ch are o6l.agging indicezé

REVENUE AND NON-REVENUE OBJECTIVES FOR SALES PROCESS AND SALES EFFECTIVENESS

A well thought-out, science-based sales process is an important part of any sales effectiveness initiative, but on
its own, it can often only bring you part of the way to your objectives. The reason for this is that for companies
with long sales cycles, measuring success becomes increasingly difficult when critical data can take up to six
months to present itself in a meaningful way. How, then, can you measure success (or shortcomings) before it is
too late to change course? Thankfully, there are other success criteria that can be useful apart from the standard
lagging indicators.

Al ong with [ ooking in the rearview mirror at past perfor
also very important to keep an eye on your Non-Revenue Objectives as well. These objectives could be

identifying better qualifications, setting common sales language across the organization, ensuring accurate

forecasting, increasing account penetration, and so on. The behaviors behind these objectives directly influence

your teamso® p daheyaceimpertantfactom im determining your revenue potential. Measuring these



is critical in delineating optimal practices needed to achieve your specific Revenue Objectives while guiding
organizational velocity and sales business management.

It goes without saying that customer success is the goal of any initiative process. After a sales performance
solution has been deployed, you should be concerned with 2 broad areas, typically occurring sequentially in a
never-ending wheel. These are delivery and adoption. When something like a new process is delivered, the
focus is on sales people and sales leaders learning and then applying the new ways of working. Then, to make
sure the new ways of working are being sustained, the adoption phase kicks in, where you need to measure and
coach according to your brave new world. Measuring adoption by waiting for lagging indicators like Revenue
Objectives is too late. You need early indicators of successful adoption, which is where the Non-Revenue
objections come to the fore.

The TAS Group has developed the Success Charter, a guide to help you focus on both the Revenue and Non-
Revenue Objectives for a given project while identifying measurable benefits you plan to gain as a result of your
sales effectiveness initiative.



