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Section 1 - Counterproductive Sales Culture

Damages done by a counterproductive sales culture

* Low morale
* High turnover
* Trouble recruiting

* Lack of speed in adopting new initiatives

The sales culture blueprint

Establishing an inspiring sales culture

* Establishing culture

o How do you create and express your culture?
* Faith

o What do you want your salespeople to believe?
* Behavior

o How do you want your salespeople to behave?
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Chapter 1. Establishing culture

* The four laws of cultural momentum

* Articulating your culture
Chapter 2. Faith

* Faith that they are an important part of the company

* Faith that their sales make a material contribution to the

company

* Faith in the value of the product/service offering

* Faith in their leadership

* Faith in the company's health

* Faith that what they do and the way they do it set them apart
Chapter 3. Behavior

* Sales ethics

* Attention to detail

* Personal industriousness

* Sales achievement

Sales culture scorecard
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Section 2 — Unreliable Sales Structure

Damages done by an unreliable sales structure

* CEO time and frustration
* Sales rep irritation
* Untapped markets
* Flying blind
The sales structure blueprint
Designing a reliable sales structure
 Sales rep type
o What specific roles will your salespeople perform?
* Territory design
o How are you going to size their sales opportunities?
* Critical metrics
o What are the key mathematical indicators of your
success?
* Critical metric reporting
o How do you maintain visibility into your critical metrics?

Chapter 4. Sales rep types

* Finders
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* Minders
* Hybrids

Chapter 5. Territory design
* The Big Excuse

 Sizing the territories
* Territory design methodologies

Chapter 6. Critical metrics

* Sales team metrics
» Sales rep metrics

Chapter 7. Critical metric reporting

* You cannot fix what you cannot see

* Publish or die

* Sales boards on-site

* Electronic publishing of sales rankings
* Three excellent effects

Structure scorecard
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Section 3 - Shaky Sales Leadership

Damages done by shaky sales leadership

* Sends a bad message

* Negativity and cynicism in the field
* CEO time sucker

* Culture killer

* | ack of revenue attainment

The sales leadership blueprint

Establishing rock-solid sales leadership

* The primary role of every sales leader
o What do you expect from your sales leadership?
* Proper sales leadership team architecture
o How do you map your leadership to the size of your sales

force?

* The critical role of the line manager

o In what ways is the line manager a make-or-break gear in

the sales machine?
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* Demonstrable traits of a rock-solid sales leader

o What are the traits of rock-solid sales leaders?

Chapter 8. The primary roles of every sales leader
* Recruiter
* Developer
Chapter 9. Proper sales leadership team architecture
* The proper ratio
Chapter 10. The critical role of the line manager
* The biggest impact
* CEOs, take a hard look
Chapter 11. Demonstrable traits of a rock-solid sales
leader
* Motivational icon of your sales culture
* Demonstrable excellence in articulating the value propositions
* Remarkable professional maturity
* Ability and backbone to coach

* Presence (the “it” factor)
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e Command of critical metrics

* Ability to acquire a team of winners

Sales leadership scorecard
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Section 4 — Reactive Recruiting Strategy

Damages done by a reactive recruiting strategy

* Open sales slots
* Bad hires
* Reps with second thoughts

* Lopsided time and effort

The sales recruiting blueprint
Implementing an effective and proactive sales talent
recruiting strategy
* The sales candidate pipeline
o How do you keep from getting caught short?
* Talent identification
o Exactly what are you looking for?
* Talent evaluation
o How do you know when you’ve found legitimate talent?
* Talent acquisition

o How do you make sure that you get them hired?

919-518-0566 marty@martyclarke.com Copyright, 2009 Martin Productions



Chapter 12. The sales candidate pipeline
* Damage mitigation
* Fewer garbage hires
* The totem pole effect
Chapter 13. Talent identification
* What do we want?
* Where are we getting them?
Chapter 14. Talent evaluation
* The réesumé screen
* The phone screen
* The interview
* The ride-with or spend-a-day
* The homework interview
Chapter 15. Talent acquisition
* The offer

* The unhooking

Recruiting scorecard
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Section 5 —Spotty Sales Training Strategy

Damages done by a spotty sales training strategy

* Rampant inconsistency
* Thrown to the wolves
e | ack of motivation

* Lack of bonding to the culture

The sales training blueprint

Maintaining a vibrant, high-impact sales training
strategy

* The intent and approach
o What exactly are you trying to accomplish, and what
principles will guide you?
* The architecture
o What are your delivery methods and time frames?
* The curriculum and measurement

o What are your training topics, and how do you know

whether your training is effective?
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Chapter 16. The intent and approach
* Surgery without an MRI
* What are the necessary business results?
* First standardize and then decentralize
* The big three: repetition, variety, and participation
» Case study is your cornerstone
* Role-play is your whetstone
Chapter 17. The architecture
* Delivery methods
* Rhythms
Chapter 18. The curriculum and measurement
* The curriculum for the reps
* The curriculum for the managers

* Measurement

The sales training scorecard
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Section 6 — Convoluted Compensation

Damages done by a convoluted compensation plan

* Lack of sales revenue attainment
* Unpredictable rep behavior

* Roller-coaster sales results

* Rep turnover

* Wasted investment in recognition programs

The sales compensation blueprint

Designing a rational and motivating compensation plan

* Guiding principles
o What are the principles that guide the construction and

maintenance of your compensation plan?

* Base salary
o How do you keep your reps whole in the lean times?

e Sales commission
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o How do you reward the behaviors that got them their

sales?

e Sales bonus

o How do you reward them for sustained performance over

time?

* Contests and recognition programs

What motivates your sales reps, and how do you capture

their imaginations?

Chapter 19. Guiding principles
» Simplicity
* Immediacy
Chapter 20. Base salary
* The role of a base salary
* Weighting
* Industry norms
* Can you live on your base pay?
* Invisible money

Chapter 21. Sales commission
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* The role of commissions
* How? Commission methodologies
* When? Commission timing
Chapter 22. Sales bonus
* The role of a bonus
 Sustained overachievement over time method
* Milestone/stretch goal method
* Loopholes

* The best problem you ever had

Chapter 23. Contests and recognition programs
* The role of contests and recognition programs
* Motivation
* Design

e Publication

Compensation scorecard
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