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Ray Collis, Growth Pitstop

What % of your
organization/team’s

full growth potential
IS presently being exploited?

(circle the point on the scale below)

0% 10% 20% 30% 40% 50% 60% 70% 90% 100%



55% is the average answer across 47 markets & 12
industries. But let’s focus on the...
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Science & Research

Based on 10 years of data and

analytics on performance
within organizations &
commercial teams.

Spanning multiple fields of study (from social psychology to

organizational design) the underlying pitstop research has been
published in a series of 6 books.

Due late
2017
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Let’s re-frame the
issue of commercial
performance




3 mins to pick & share with the person to your LEFT
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2 Questions to Consider

0 Got the
Revenue Generation
Machine you need?

@) How can you
- make it Go Faster?




What about your driver?

Where on the ‘Schumacher Scale’ are you / your drivers?

0 1 2 3 4 5 6 7 9 10
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What about the track you’re on?

How challenging or complex/demanding is your commercialization task?

0 1 2 3 4 5 6 7 9 10
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revenue

Track

A
v

Length: 50+? Days

(to close a single sale (from lead to order))

KSF: 16 steps

(for winning the sale)

= Track

Length: 3.3km

(start to finish)

KSF: 19 corners
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What i1s your revenue track?
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coryign 201t Emnresta oo s Of the end-to-end B2B Sales Process.



What i1s your revenue track?
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What i1s your revenue track?
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Stages Steps You Are Here
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STAGE 1:
‘ CONTACT ‘...how potemigirtustigntersiare identified, enquiries generated & converted'.
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Stages Steps You Are Here

STAGE 2:
‘ TALK / MEET copyright 2017. Al RignsReseved 111121 conversation with the potential customer™’,

*Face-to-face, by phone or online.
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Stages Steps You Are Here
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m ‘...engagingmigitorpmesereetd to match their needs with the seller’s solutions”.

STAGE 3:
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STAGE 4:

Commane 2011 A WTHFITTE the order, incl. proposal, negotiation & closing.’
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Stages Steps You Are Here
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STAGE 5:
' ‘...generdtifg S dIé8 16 eXisting & past customers, as well as from referrals.’



Generate
Contacts (C2)

Convert
Contacts (C3)
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STAGE 1:
‘ CONTACT

‘...now potetiartustETiErs‘are identified, enquiries generated & converted’.
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Stages Steps KSFs You Are Here
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// Message & Materials
Ve
Ve One of the most effective ways to boost prospecting success is
// to tailor and sharpen your sales message and materials.
Ve
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) l/ Target Lists & Profiles
Organlze | The quality of leads and contacts generated depends on targeting
Contact (C1) | the right customers and using an accurate list, or database.
/]
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s
\./
Plan, Target & Budget
Without a plan, target & budget, prospecting and
lead generation will inevitably under-perform.
STAGE 1:
@ CONTACT Organize "the esseyrdn otz arRasreseved O 1l TOr effective prospecting or lead generation”.
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STAGE 2:
‘ TALK / MEET copyignlZ0LE ARG &senideO 1y INTtIal meeting with the potential customer™’,

*Face-to-face, by phone or online.
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m ‘...engagingmigitorpmesereetd to match their needs with the seller’s solutions”.

STAGE 3:
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conman 2\ the order, incl. proposal, negotiation and closing.
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Rigid Flexible

(No Variation) - (Intelligent Adaption)
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‘Revenue Performance Management’

‘the objective is to better track, measure
and optimize the relationship between
what goes on in customer facing functions
(sales, marketing and service) and the
revenue of the corporation’.

“*"REY CAIEETBHR O Gorman, Growth Pitstop, ASG Press, 2015,
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[ Segment A}
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How will you accelerate growth?

This Ls
“ Yyou?!
A
This is
= == owr
team!!
) o' o

This Ls what
you're driving!!

@ Driver @) Machine € Track

Leader Driving Sales & Mkt’ing Where and how Team — people whose
help is required to win.

or Manager Strategies & Initiatives you win.
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What happens when your
people come together to
discuss commercialization,
revenue or growth?
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A Tale of 2 Commercial Teams

. . High Perf
The characteristics of

high performing
versus struggling
teams.

Revenue Generating
Machine

Struggling Team
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High Performing Commercial Team

How does your commercial team’s set-up &
structure impact on revenue growth?

o _

Rights Reserved v:3.1Nico

All



High Performing Commercial Team

How does your commercial team’s set-up &
structure impact on revenue growth?

Right ROLES?

Right WORK?

Right
PEOPLE?

o _

served.  v:3.1Nico
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High Performing Commercial Team

How does your commercial team’s set-up &
structure impact on revenue growth?

Right
RESOURCES? Right
REWARDS?

(working together)

Right WAY?

Right
RESULTS?

o _

served.  v:3.1Nico
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High Performing Commercial Team

How does your commercial team’s set-up & ts Great! Big Fix Tunewn
. Required! equired!
structure impact on revenue growth?

| , Right
Right ROLES? | RESOURCES? Right
Right WORK? REWARDS?
nght (working together)
- Right WAY?

Right
RESULTS?

o _

served.  v:3.1Nico
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Struggling Commercial Team

What are the dynamics / behaviors of a struggling

WWWWWW
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commercial team?



Struggling Commercial Team

What are the dynamics / behaviors of a struggling

WWWWWW
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commercial team?



Tension & Cohesion

Struggling Commercial Team

What are the dynamics / behaviors of a struggling
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commercial team?



Continuous Improvement

Discipline & Persistence

Tension & Cohesion

Struggling Commercial Team

What are the dynamics / behaviors of a struggling
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commercial team?



Continuous Improvement

Tension & Cohesion

Excitement & Adrenaline Trust & Respect

Struggling Commercial Team

What are the dynamics / behaviors of a struggling
COmmerCiaI team? Copyright 2017. All Rights Reserved




Continuous Improvement

Tension & Cohesion

Excitement & Adrenaline Trust & Respect

Struggling Commercial Team

What are the dynamics / behaviors of a struggling
COmmerCiaI team? Copyright 2017. All Rights Reserved




Continuous Improvement

Excitement & Adrenaline Trust & Respect

Struggling Commercial Team

What are the dynamics / behaviors of a struggling
COmmerCiaI team? Copyright 2017. All Rights Reserved




Continuous Improvement

Excitement & Adrenaline Trust & Respect

Struggling Commercial Team

What are the dynamics / behaviors of a struggling
COmmerCiaI team? Copyright 2017. All Rights Reserved
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Working on the Rev. Gen. Machine

How
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How will you accelerate growth?

This Ls
“ Yyou?!
A
This is
= == owr
team!!
) o' o

This Ls what
you're driving!!

@ Driver @) Machine € Track

Leader Driving Sales & Mkt’ing Where and how Team — people whose
help is required to win.

or Manager Strategies & Initiatives you win.



"...The flowers of victory
belong in many vases'.

Michael Schumacher

Connect with me on

. ray.collis@theasggroup.com
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