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Customer Case

NWe increased the efficiency of our sales force by 50 pct. by
systematically identifying the most interesting sales
opportunities in terms of value and profitabilibApplying the
dynamic and "easyto-use" sales tool we were able to quickly
select the best 30 targets from a list of 150 potential sales
opportunities 0 s
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Theme

Result of Fall 2009 surveywas that 85 pct. of sales
reps answered positive on having customers, who do
not create value! Furthermore, more then 10 pct. were
of the opinion that more than 30 pct. of their
companyoO0s customers wer e

Freedom2Act SaleRortfolio Managemenit
Increases sales success through systematic
gualification, planning, and managing progress to
target the most valuable and profitable sales
opportunitied

*) Source: CBS and Business Danmark interview of 1.000 sal&saepducted Fall 2009.
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Questions Critical to Sales Management

Vd
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how does it progress? defensive position?

_ _ Risk loosing sales to competition!
Yy Which customers are attractive

and who are not? y" At which customers are we in an
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)f Costto-Serve against Value! offensive position’ ) ]
2 . ) rx ] ,
)f TotatContractValue against y AY I Tt NHSN) ¢ aKlNB =

P y" Who are the most potential
Yy Which customers are customers for cross sales?
In our top 20%7?
On Total Score? ere do we need 10 10CUsS a
Yy Where d dtof (

)f On Total Contract Value? which customers?
Y On ability to win?

Freedom2Act Sales Porttf

gives immediate answers!
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Freedom2Act Sales Opportunity Chart

How to select the best sales opportunities

o 5=/=< Opportny g # = Prioritize sales
Eile Edit View History Bookmarks Tools Help .
| || http://localhost/online/client_chart.aspfaction=abilitytowin8itoggle=on A O p p O rt U n Itl eS frO m

Sales Opportunity Chart your browser
Sales opportunity management Each circle

represents a sales
opportunity

25

The size
corresponds to
Total Contract Value

Prioritize

Abilty to @ The color |
Win designates which
sales rep
aond  Prioritize
‘rﬂ#191
0 Sales Opportunity Score
Each circle represents a sales opportunity - the size corresponds to Total Contract Value — the color to the Account Manager
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Testimonials

y OoEasytouséd i mmedi ate resultso

Yy iTAssurance for focused sal es e

Yy AStructured knowledge on exi st

Yy Al mproved qualification based

Yy AEasy 1 dentification of attrac

Yy ACl ear i1 dentification of the |

Yy AiFocus on where and which effc

Yy AQui ck hatching out i n | eads t
anythingo

Yy AiThe tool gave me a clear 1 ndi
take 1 n a difficult customer

Y AA relevant product for any ac
It gives an immediate and comprehensive overview of
customers after answering only few but relevant sales
guali fication questionso
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Benefits

y

y
y

Increased efficiency of sales resources
y* Structured knowledge about existing/new customers
Yy Quick identification of further action
y" Which efforts are required on which sales opportunity
Y Improved sales rep management
Better customers
Yy Selection based upon objective criteria
Results in focused sales efforts
Yy Clear and easily comprehensible conclusions
Yy Quick identification of which segments to focus on
y"  Quick identification of which customers to prioritize
y" Hatch out unproductive accounts
Yy Harvest low hanging fruits
Easyto use
y"  Short learning curve
Yy The sales rep answers only relevant questions
Flexible
Yy Global availability
Yy Easy customization to organizational needs
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Freedom2Act Sales Portfollo Manage ment

Systematic qualification of the best sales opportunities
Focus on sales planning and driving progress
Ease of Use

Quick results
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Characteristics of a Good Customer/Sales Opportunity

VEKS Odzad2YSNRA O0SKIFGA2NI A
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Characteristics of a Good Customer/Sales Opportunity

V/ dza 02 YSNR& 0 SKBusiiess Ratential

Yy Ability to pay y' Total contract value
Yy Payment terms Yy Budget

y' Contractual terms y' Bottom line

y' Cooperation Yy Growth rate

Yy Strategic Match Yy Abllity to Win

Yy Prioritized target group Yy Relationship

Yy Prioritized product line Yy Loyalty

Yy Fit with customer need Yy Competition

Y Risk Yy Sales funnel
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Macro Level Planning

Qualify

Customer Overview

Customer/Prospect
w

@ Jclient 205
E} /4 Customer
@ Jclient 206
@ Jclient 213
(€} 4 Customer
@ Jclient 209
@ Jclient 219
@ Jclient 212
@ /client 203
@ Jclient 204
E} A Customer

E} dupond&dupont

sal es

Customer
Case N_rru Behaviof 5trate_gic Fit
1 WHI 20 23
1 WHI 17 16
i WHI 22 21
1 FR 17 18
z FR 17 18
1 COG 21 12
1 NS 20 11
1 COG 8 18
1 WHI 8 18
1 COG 11 14
* FR
i 18 14
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opportuni

Business
Potential
L4

15
21
15
20
18
16
21
15
12
16
17
19

|l es based

cales manager

Ability to Total

Wil Scoré MDKK
L w
23 77 1,3
21 76 13
19 75 1,8
18 75 5
20 73 4
18 66 5
5 62 3,8
14 56 1,9
20 56 2,4
3 48 2,7
3,75
12,5

5N Freedom2Act



Micro Level Planning

e

| nput to detailed account planning

Client #12 1
Date 01-07-2009 01-12-2009 12-02-2010 08-03-2010 01-04-2010
Ability to Win g 8 8 8 g
Business Potential 20 20 18 18 18
Strateqgic Fit 15 15 15 15 15
Customer Behavior 14 14 14 14 14
Sales Opportunity Score 58 38 36 36 26
Total Contract Value 1,9 1,9 1,9 1,9 1,9

Qualifying First meetings Freparing proposal Customer Evaluating Post-Contract Follow-Up
Client #12: MDKK 1,9 Last update: 01-04-2010 (COG) 56
Question Answer Score
Customer Behavior
ABILITY TO PAY 2. Upper medium credit rating (A). 17

Assess Client #12's ability to pay.

MOTE: If you don't have credit rating, consider e.g. levels of
profitability.

PAYMENT TERMS

Assess Client #12's payment terms.

CONTRACTUAL TERMS

Which contractual terms are expected to dominate?

Do we need to agree to Client #12's terms or vice versa (e.q.
with respect to risk sharing, liabilities)?

CO-OPERATION

Assess Client #12's behavior for the proceeding of buying
"web-based sales planning tool".

©Freedom2ActApS200410
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COMMENT : This is an example of @ comment fo a
particular guestion for a particular customer. You can
make comments te any question and answer By dicking
the smalfl blue icon with a C in the center!

4. Acceptable payment terms (i.e. 60 days). 1]
5. High Client #12 leverage; Client #12 terms likely to 0
dominate.

2. Regularly consultative. 17
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Sales Pipeline Progress Management

Progress Report

Qualifying First meetings Preparing proposal Customer Evaluating
Customer Case Who jun jul aug sep okt nov dec jan feb mar apr maj MDKK
A Customer 1 WHI 73 75 76 I T S 13
Client #13 1 R 69 B . 6
Client #09 1 COG 59 &0 59 5
A Customer z FR - 4
Client #19 1 COG 62 62 3.8
Client #04 1 COG 47 48 2,7
Client #03 1 WHI 50 32 2.4
Client #12 1 COG a5 26 4 23 517 1,9
Client 208 1 WHI 55 67 75 1.8
Client #05 1 WHI 76 78 77 1,3
Customer Evaluating Preparing proposal First meetings Qualifying
Sales Pipeline
The sales pipeline is sorted starting with the Sales Opportunities with the highest score.
Final Customer Preparing First
Total negotiation HNegotiating Evaluating proposal meetings Qualifying
Customer Case Who Score a5 a3 a1 a.05 MDKK
Client #05 1 WHI 77 1,2 1,3
A 1 WHI 76 13
Customer
Client #13 1 FR 73 ]
A Z FR 73 4
Customer
Client #03 1 WHI 36 2,4
Client #12 1 COG 56 0,95 1,9
Client #06 1 WHI 73 0,9 1,8
Client #02 1 COG 66 1,5 5
Client #1929 1 CoG 62 1,14 3,8
Client #04 1 CoG 48 0,135 2,7
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Sales Pipeline Management
eOverviews by e. g. Busi ness Ar ea, Di vi

Time
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