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Note to Members

This document has been prepared by The Sales Management Association for the exclusive use of its
members. It contains valuable proprietary information belonging to The Sales Management Association,
which has been made available to the Sales Management Association by an agreement. That agreement
specifies that each member should not disclose it to third parties. In the event that you are unwilling to
assume this confidentiality obligation, please return this document and all copies in your possession
promptly to The Sales Management Association.

The Sales Management Association has worked to ensure the accuracy of the information it provides to its
members. This report relies upon data obtained from many sources, however, and The Sales Management
Association is not engaged in rendering legal, accounting, or other professional services. Its reports should
not be construed as professional advice on any particular set of facts or circumstances. Members requiring
such services are advised to consult an appropriate professional. Neither The Sales Management
Association nor its programs are responsible for any claims or losses that may arise from a) any errors or
omissions in their reports, whether caused by The Sales Management Association or its sources, or b)
reliance upon any recommendation made by The Sales Management Association.

Descriptions or viewpoints contained herein regarding organizations profiled in this material do not
necessarily reflect the policies or viewpoints of those organizations.
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Sales Process Mapping: Best Practices
Four Common Mistakes

Principles thatYield Powerful

Process Mapping Mistakes Results

Map all the details, losing track of the Foreground goals in organizing your

big picture. process map.
Focus on the seller, instead of the Determine how to create value for the
customer. customer throughout the process.
Map the process without showing how Map tools, skills, and performance
the results will be measured. metrics along with the process.

Engage your people in process
mapping to define problems and
solutions.

Buy someone else’s “ideal” sales
process.
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Sales Process Mapping: Best Practices
Too many steps make this process hard to use

Account Foundation

Investigation

Account
Strategy

Define Company

Contact/Engage
Sales Training

Customer

Implementation
Plan & Creation
Agreed Upon
with Client

Written
Proposal

Resource
Engagement

Identify

Needs Findings &
Opportunities Recommendation

Analysis

Ongoing
Account
Management

Contract

Billing
Finalization

Plan Meeting
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Sales Process Mapping: Best Practices
Grouping activities according to goals creates focus

Demand Generation Quialifying Proposing Delivering

Assess Engage Finalize Contract

Research Market Account Resources

otential Implement

Service

: Analyze Needs
Investigate

Conduct Sales Business

Training

Bill Customer

Present
Recommen- Manage Account
dation (Ongoing)

Plan Account

Define Engage Prospect

Qualification Develop Proposal Develop Account/
Criteria & Pricing Business Plan
Foundation
Presentatio

Agree on Account

Implemen- Review
tation

Generate
Suspects Identify
Opportunities
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Sales Process Mapping: Best Practices

This process map focuses on seller activities

Winning New
Business

APPROACH

PROPOSAL

Letter of
Acknowledgement

| Collect Profile Data
| Approach Letter

Contact CEO
& Schedule Mtng

Conduct Meeting
Capture Info & Next Steps

Followup, Update Profile

Perform Verification
Data Collection

Conduct Value Analysis
Complete Verification Request
Verification Mtng w/ CEO

| Followup

Define Business Arrangement
Complete Proposal Materials
Conduct Proposal Meeting
Followup

Obtain Verbal Agr. w/ CEO

| Complete Business
| Arrangement Summary Doc.

Contracting

PREPARATION

g Si?ned
Contracts

/| Quality Check Against

Approved Pricing

Business Arrangement
Summary Document

Determine Type of Arragement
Set Up Client & Contract System
Generate Contract Draft

Obtain Client Feedback
Coordinate Negotiations
Produce Modified Contract Draft
Proof Final Pricing & Language
Present to Client and Close

Receive Contract & Distribute
for Internal Signature

Distribute Executed Contract
Update Contract System

Provide Information
to Utilities as Needed
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Sales Process Mapping: Best Practices
This revised sales process focuses on customer interaction

Demand Generation Quialifying Proposing Delivering

Assist Marketing Assess
Voice of the Account/
Customer Opportunit

Needs Analysis Project Plan/
Kickoff

Demo/ Proposal

Networking Research FIERETEHER Conversion

(Tradeshows, Implementation
Referrals, Seminars)

Demonstration/
Proposal

Gain Access

Distribute Lead . .
Business Customer Service

Presentation Gain
Agreement
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Sales Process Mapping: Best Practices
Recasting the sales process from the customers’ perspective

Demand Generation Quialifying Proposing Delivering
Find potential ~ Understand Understand Help the
customers and  the customer’s  the customer’s  customer
help them business well application achieve the
become aware  enough to help  requirements business
that we might  their decision well enough to  results they
be valuableto  makers credibly expect
them. understand demonstrate through our
the business our solutionis  products and
problems we best for their services.
could solve for  needs.

them.
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Sales Process Mapping: Best Practices
This process does not specify measureable results

Customer Focus
+ Tdentify oppgrtunities to crggte vglue basgd on.customer needs Process developed as
L oy seect e bass et sthhe cvomer part of a sales training
course.

Identify
Account

+ TUnderstand the customer’s Potentials
objectives and strategies .
+ TUnderstand the customer’s & % gla? with ;h.e ct;stometr
market and channel from the ; i tme an lilnp einen
. customer and system
custormer’ s and the
Company’ s perspective '5 fesourtes
: Plan to [ 1T lationshi
«  (Gather and analyze publicly R:ISBalmh Gain % * nestexvicr)g relationship
: eeds ;
a\.rallable data on the customer Commitment ° . Facilitate decision-
+ Listen and seek to understand a makin
the customer through dialogue @ . Conﬁr%n it
and observation - "
~ commitments
+ Engage and nurture the

relationship network
Implement

Solutions

%y3 urea

+ Execute the plan

+ Ewaluate results versus objectives and re-plan as needed
+ Ezxpandthe relationship network

+  Conduct business and relationship reviews

Copyright © 2008 Sales Performance Consultants, Inc. and The
Sales Management Association. All rights reserved.



Sales Process Mapping: Best Practices
Broad metrics assess each goal-driven sales process phase

CQIStomer
Satisfaction
Repeat Bginess
Relationship
Assessment

. .
Agreements:
Ollars

Suspect Volume
Press Exposure

SSessment
Opportunities

Type 2
R}ép , Value

no./type /value Sources

Demand Generation Qualifying Proposing Delivering

Assess Engage Finalize Contract

Research Market Account Resources

Potential
Implement

Service

. Analyze Needs
Investigate

Conduct Sales Business

Training

Bill Customer

Present
Recommen- Manage Account
dation (Ongoing)

Plan Account

Define Engage Prospect

Quali.fica'tion Develop Proposal Develop Account/
Criteria & Pricing Business Plan
Foundation
Presentatio

Agree on

Implelmen- ey
tation

Generate Account

Suspects Identify
Opportunities

Copyright © 2008 Sales Performance Consultants, Inc. and The
Sales Management Association. All rights reserved.



Sales Process Mapping: Best Practices
Link support tools, skills, and competencies to sales process

Qualifying

Assess
Account
otential

[t papaing ==

Investigate
Business

Plan Account

Engage Prospect

Foundation
Presentatio

|dentify
Opportunities

Performance Support Tools

Account assessment criteria

Data sources

Account planning templates
and software

Contact, account knowledge,
or activity management

Presentation templates
Examples of business value

Follow-up letters

Skills and Competencies

¢ Assessing the account/opportunity
¢ Qualifying the account/opportunity

¢ Gathering and utilizing data

¢ Gaining the right level of account knowledge
¢ Developing/executing and account/opportunity plan

¢ Conducting an effective sales call

¢ Identifying decision-makers, sources of influence
¢ Developing a coach network

e |dentifying product fit v business fit

¢ Dealing effectively with gatekeepers

¢ Gaining access to decision makers

¢ Assessing the account/opportunity
¢ Qualifying the account/opportunity

¢ Leveraging relationships/knowledge
¢ Closing — on action steps and opportunities
e Communicating internally
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Sales Process Mapping: Best Practices

CRM Realities

Assumption Reality

CRM systems provide management
with information for better “control” of
field activities

CRM suppliers know how to make a
sales process work.

The supplier’s sales process model is
fine for our business.

We can always make system changes
later to fit our business better.

Why would salespeople supply
information to a system that can and
will be used against them?

Most CRM systems only track
activities; they are poor at helping
people sell.

The supplier’s sales process model
may be inappropriate for our business.

After the system has lost credibility
and support in the organization, who
cares?
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Sales Performance Consultants, Inc.

Michael J. Webb, author of “Sales and Marketing the Six Sigma Way” (Kaplan, 2006), is the
foremost expert on sales process improvement. His firm, Sales Performance Consultants,
Inc., helps senior executives committed to making their sales funnels flow faster.

Sales Performance Consultants’ unique approach aligns marketers and sellers to solve
problems for customers - resulting in faster deal flow, higher margins, reduced cost of
sales, and much improved sales forecast accuracy. Clients include Fortune 500 and
smaller companies (such as ThermoFisher Scientificc MAQUET, WaterFurnace Industries,
Replicon Inc., and many others).

Sales Performance Consultants’ website is accessible here: www.salesperformance.com.

Mr. Webb can be reached by phone at +1 (770) 582-1189 or
mwebb@salesperformance.com.
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Through training workshops, ch materials, The Sales Management Association
addresses the manag is e practicing sales managers. The Sales Management
Association’s focus areas include management leadership, sales force performance coaching, sales planning, sales
process management, enabling technologies, incentive compensation, and sales force support.

Learn more about the Sales Management Association at

Interested LinkedIn.com members are invited to join the Sales Management Association’s LinkedIn group:
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