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Challenges to Revenue Planning

Aberdeen Lead

2009 CSO Sales Lifecycle Management

Bid To Win Ratios
Aberdeen 2009

Compensation Survey

July 2009
wReps achieving quota w16% of total leads wBest in Class 36%
down to 52.4 in 2009 deemed sales ready
from 61.2 in 2008 actually close windustryAvg  10%
w1l in 4 firms expect wBest in Class firmes/g
that less than 50% 35% YQY increase in wLaggards 5%
will make quota in annual revenue
2009 wMiddle 50% = 18%
wMost firms target 70% wLaggards = 6%
of sales team to make
guota
3forward.com 2
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Sales Opportunity Stages

Lead Stages
A LRSYUGATASR ¢ AYUSYR (2 LlzNA dzS
B /2y ilFOGAyYy3 ¢ FOGOGSYWiAy3a G2 Sy3al3aASs
C vdzr f AT@AY3I ¢ AYUNRRdAzOG2NE RALFf 23dzS 2 OOdzNNX y 3
D 9y3l3aSR ¢ I OUA OGSt d RAAOdzaaAyYy3I 2LILIR2NIdzyAGASaA
E LRfES ¢ f2ad GNXOOAZqYy>S FGGSYLIWIAY3a G2 NBEnSy3al3as
F /2fR ¢ 280 GNXYOOGAZAYZ y20 OdzNNBy (f e LIzNE dzA y 3
Sales Opportunity Stages Probability Activity
1 |[Opportunity ID'd 0% Potential opportunity identified
2 |ldea Discussed 0% /| fASYG O2yFTANXYa&a AadaadzsSaz OK
3 |Concept Solution Delivered 10% Written concept submitted to prospect
4 |Solution Meeting Complete 20% Concept discussed; including how and when to begin
5 |Full Solution Delivered 40% Solution submitted, including outcomes, timeline & pricing
6 |Solution Validated 50% Proposal modified if necessary / Resubmitted
7 |Verbal Approval 75% Client decision maker accepts proposal
8 |Negotiation of Terms 90% Contract and SOW in review / negotiation
9 |Formal Award 100% |Contract and SOW signed
10 [(Opportunity Lost 0% Autopsy / Return to Nurturing
11 |Deal Dead or Delayed 0% Return to Nurturing

3forward.com
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Sales Opportunity Stages
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Lead Stages AQualified Opportuniti es:¢
A LRSYGAFTASR ¢ AydSyR G2 PemmgMedel mustbein these stages.
B /2y ilFOGAyYy3 ¢ FOGOGSYWiAy3a G2 Sy3al3aASs
C vdzr f AT@AY3I ¢ AYUNRRdAzOG2NE RALFf 23dzS 2 QOdzNNX y 3
D 9y3l3aSR ¢ I OUA OGSt d RAAOdzaaAy3I 2LILIR2NLdzyAGASA
E LRfES ¢ f2ad GNXOlOAZdYyS>S FFGGSYLIWIAY3a G2 /NBnSy3dl 3s
F /2fR ¢ 280 GNXYOGAZAYZ y20 OdzNNBy (f &/ LIJzNE dzA y 3
Sales Opportunity Stages Probability Activity /
1 |[Opportunity ID'd 0% Potential opportunity identifiecj/
2 |ldea Discussed 0% | tASYyl O2yFTANKA& A&dadsSas OK
3 |Concept Solution Delivered 10% Written concept submitted ty{ prospect
4 |Solution Meeting Complete 20% Concept discussed; incIud‘I‘hg how and when to begin
5 |Full Solution-BetveTed | 40%  |Solution submitted, includmy Outeses, timeline & pricing
ysﬁlﬁ)n Validated 50% Proposal modified if necessary / Resubmitte

7 |Verbal Approval 75% Client decision maker accepts proposal N
8 |Negotiation of Terms 90% Contract and SOW in review / negotiation >
9 |Formal Award 100% [Contract and SOW signed A

portunity Lost 0% Autopsy / Return to NurM
11 M 0% Return to Nurturing

———
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What Is a Qualified Prospect

A Most sales professionals apply their own
unigue set of variables

A Discrete data needed for each prospect
A ldentified business need
A Authority to make buying decision

A Budget
A Influencers identified

A BANT- Budget Authority Needimliness

3forward.com 6
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S5STAYAUAZY A AY

"RequiredNew Revenuetquals converted CYiecessary |
to achieveannualrevenue objective.

LIALISE AYS Ay (GKS ansms> 2N INBF SN

"Required Qualified Pipeline" defined as total value of %

Closed During Quarter divided by Win Probability

"Required Qualified Pipeline" calculation = Annual Valuj

Erosion equals degradation in base reveque#anned or
unplanned

v

Annual Value Converted assumes XX% of sold contract
value ultimately invoices

v

3forward.com 7
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Starting Point: Goals and Assumptic

Revenue and Sales Goals (Inputs)

Revenue | Base Revenue and ErosiqTargeted Win| Revenue

Goals Projections Rates Conversion
Revenue Current Bast Est. YO Win Contraci
Objective Revenue Erosion %  Probability Conversiol
2010 $12.00 $6.0C 10% 20% 1009
2011 $24.00 $18.40 10% 25% 1009
3forward.com 3
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Starting Point: Goals and Assumptic

Revenue and Sales Goals (Inputs)

Revenue | Base Revenue and ErosidTargeted Win| Revenue
Projections Conversion

Revenue Current Bast Est. YO Win Contrac

Objective Revenue Erosion%  Probability Conversiol

i

Lowering these preirsckesnd aygoeusr o6pdean by
the need for greater pipeline. We

3forward.com 9
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Quarterly Forecasting Model

Pipeline and Quarterly Revenue Projection

2010 2011
Annual Plan Year One Plan Year Two
Required Annual Value Value

Qualified Closed Converted
Pipeline (2) During at Signing CYR 2011 CYR ABR
Award Totals (2a) Quarter (3) 2010 Base 2011 Base
'10 Q1 Wins $15.00 $3.00 $3.00 038 075 075 1.13 3.00 0.00 0.00 0.00
'10 Q2 Wins $17.50 $3.50 $3.50 044 0.88 0.88 2.19 131 @ 131 1.31 0.00
'10 Q3 Wins $12.50 $2.50 $2.50 0.31 0.63 0.94 156 | 063 094 1.56 0.00
'10 Q4 Wins $20.00 $4.00 $4.00 0.50 0.50 350 100 1.00 1.50 3.50 0.00
$65.00 $13.00 $13.00 6.63 638 | 294 194 150 0.00 6.38 0.00
'11 Q1 Wins $12.00 $3.00 $3.00 038 075 075 113 3.00 0.00
'11 Q2 Wins $16.00 $4.00 $4.00 050 1.00 1.00 2.50 1.50
'11 Q3 Wins $16.00 $4.00 $4.00 0.50 1.00 1.50 2.50
'11 Q4 Wins $20.00 $5.00 $5.00 0.63 0.63 4.38
$64.00 $16.00 $16.00 7.63 8.38

3forward.com 10
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Quarterly Forecasting Model

Pipeline and Quarterly Revenue Projection

2011
Plan Year One Plan Year Two
Reqliired Annual Value
Qualified Closed

Pipellne (2) During CYR 2011 CYR ABR
Award Totals (4a) Quarter 2010 Base 2011  Base
'10 Q1 Wins $1%5.00 0.75 0.75 3.00 0.00 0.00 0.00
'10 Q2 Wins $17.50 044 0.88 0.88 2.19 131 @ 131 1.31 0.00
'10 Q3 Wins $12.50 0.31 0.63 0.94 156 | 063 094 1.56 0.00
'10 Q4 Wins $20.00 0.50 0.50 350 100 1.00 1.50 3.50 0.00
$6%.00 $13.00 $1.3.00 6.63 6.38 294 194 150 0.00 6.38 0.00
'11 Q1 Wins $12.00 3.00 038 075 075 113 3.00 0.00
'11 Q2 Wins $16.00 .00 050 1.00 1.00 2.50 1.50
'11 Q3 Wins $16.00 .00 0.50 1.00 1.50 2.50
'11 Q4 Wins $20.00 5.00 0.63 0.63 4.38
$64.00 $16.00 $1.6.00 7.63 8.38

This is what you believe / need to close in each quarter of the
upcoming year. The model calculates the effect of that revenue
over the subsequent four quarters. 11

\ Only required inputs are in Light Green cells.

3forward.com
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Output: MultrYear Forecast

Three Year Summary Forecast (Results)
Revenue Projection Plan 2010-2011

Projectec  Pro-forme
Existing New Forecaste( Variance t
Base YOY Growt Required Nev Revenue Total Current Yee

Year Revenue Erosiorr  Adjusted Bas Target Revenue (1 (Table 3 Revenue
$6.63 $12.0¢
$7.63 $24.1¢

3forward.com 12
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Output: MultrYear Forecast

Three Year Summary Forecast (Results)

Existing

ea’ Revenue

Erosion

Adjusted Bas (Table 3 Revenue

Revenue Projection Plan 2010-2011
Projectec  Pro-forme
New Forecastec Variance t
oWt Required Nev Revenue Total Current Yee

$6.632 $12.02

$7.62 $24.1¢

These first five cells were
your inputs from Goals and
Assumptions

3forward.com

Create. Increase. Accelerdté.

These calculations are based on your goals / assumptions and
t he quarter by quarter revenue Yyol
Forecasting Model.

This reveals what must be sold and converted to guarantee a
positive Variance to the Current Year Objective.

Knowi ng what must be sold deter mi|

pipeline you need going into each quarter. 13
©2010, 3forward, LLC
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Output: MultrYear Forecast

Three Year Summary Forecast (Results)
Revenue Projection Plan 2010-2011

Projectec  Pro-forme
Existing New Forecaste( Variance t
Base YOY Growt Required Nev Revenue Total Current Yee

Year Revenue Erosiorr  Adjusted Bas Target Revenue (1 (Table 3 Revenue Objective
$6.63 $12.0¢ $0.0¢
$7.63 $24.1¢ $0.1¢

e

Objective of the Model: Identify what must be sold
and converted to guarantee a positive Variance to
the Current Year Objective.

3forward.com 14
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Revenue and Sales Goals (Inputs)

Revenue
Conversion

Revenue | Base Revenue and ErosidTargeted Win
Goals

Projections Rates

Revenue Current Bast Est. YO Win

Objective Revenue Erosion %  Probability
2010 $12.00 $6.00 10% 20% 1009
2011 $24.00 $18.40 10% 25% 1009

Three Year Summary Forecast (Results)

Revenue Projection Plan 2010-2011

Existing

Base
Revenue
$6.00Q

Erosiori
$0.60

Year
2010

Adjusted Bas
$5.40

Targe

YOY Growt Required Nev
Revenue (1

2011 $18.44 $1.84 $16.5¢

Pipeline and Quarterly Revenue Projection

C3FORWARD

Pro-forme
Forecaste(
Total
Revenue
$12.0z
$24.1¢

Projectec
New
Revenug
(Table 3
$6.63
$7.63

2010 2011
Annual Plan Year One Plan Year Two
Required Annual Value Value

Qualified Closed Converted
Pipeline (2) During at Signing CYR ABR
Award Totals (2a) Quarter A3) 2011 Base
'10 Q1 Wins $15.00 $3.00 $3.00 038 0.75 0.75 1.13 3.00 0.00 0.00 0.00
'10 Q2 Wins $17.50 $3.50 $3.50 044 088 0.88 2.19 131 | 131 1.31 0.00
'10 Q3 Wins $12.50 $2.50 $2.50 0.31 0.63 0.94 156 | 0.63 0.94 1.56 0.00
'10 Q4 Wins $20.00 $4.00 $4.00 0.50 0.50 350 @ 1.00 1.00 1.50 3.50 0.00
$65.00 $13.00 $13.00 6.63 638 294 194 150 0.00 6.38 0.00
'11 Q1 Wins $12.00 $3.00 $3.00 038 0.75 0.75 1.13 3.00 0.00
'11 Q2 Wins $16.00 $4.00 $4.00 050 1.00 1.00 2.50 1.50
'11 Q3 Wins $16.00 $4.00 $4.00 050 1.00 1.50 2.50
'11 Q4 Wins $20.00 $5.00 $5.00 0.63 0.63 4.38
$64.00 $16.00 $16.00 7.63 8.38
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Revenue Current Bast Est. YO Win
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Revenue Planning Recommendatio

A Shorten sales cycles
A Cross sell and up sell existing clients when appropriate

A Increase deal size

A Identify the attributes of a qualified best fit target
A Segment and target more accurately
A Stop pursuing low probability targets

A Implementlead management technology
A Improve sales efficiency
A Better leads result in shorter, faster, and better quality sales cycles

A Implement lead nurturing to produce more sales ready leads

3forward.com 18
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Questions and Discussion

3forward.com 19
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Revenue Planning Takeaways

A Validate and test your 5 numbers
A Also calculate your Sales Cycle and Sales Rep Efficiency
A Purge your pipelinef dead and unqualified deals

A To boost win probabilitieX omsiderincreasing walk away
ratio (disqualification %); Three points to measure:
A Lead qualification
A Field sales team
A Proposateam
U Postdisqualification decision = Nurture or Reject

A Estimate throughput requirements

A Divide qualified pipeline by average deal size, sales rep efficiency anc
proposal team throughput

3forward.com 20
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Revenue Planning Resources

Purging Pipeline Tips
A Time Helps No SateHow the Pipeline Got Over Inflated
A Basics for Sales Force Development
A Escaping Pipeline Purgatory

Rebuilding Pipeline
A oFT2NBIINRQa {IfSa wSIFRAySaa / KSO(lfAal
A Finding and Creating Qualified Opportunities
A CAYRAY3I D22R [SIR&AY ¢2RI&Qa ¢2dAaAKSad {|
A Finding, Creating and Managing Legdebinar, Jan 21
A Sales Intelligence and Insiglqt8Vebinar, Jan 27

Benchmarking
A CSO Insights
A Sales Benchmark Index

oF2NBI NRQa hfR {OK22ft «k bS¢g ¢22fta RANFB
A 9 categories of sales and marketing best practices and dozens of downloads

3forward.com 21
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3forward Resources

Join Our Group

[22':.;..;,. Linked m} Sales Readiness

facebook Become a Fan
& 3forward
% Dan 3forward
» Mattat3forward
DBFS?;V =G Sales Leaders Blog

Sales Leader-Resource New Tools Directory

3forward.com 22
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OK, | need More
Pipeline!
What Can | Do
Now??
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Is This Your Company?

Marketing focuses only on image and branding
Sales responsible for leads

Leads not recorded / tracked in automated CRM
On-going lead nurturing happens rep-by-rep
Few or random in-bound lead gen initiatives
Lack of coordinated social media strategy

New data comes only from off-the-shelf lists or on-line
aggregators

3forward.com 25
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Sales Time Not Wellpent

Almost 2/3 of sales time is spent NOT selling!

Other ; 1%

Selling; 37%

Service Calls; 15%

Administrative; 17%

Generating
Leads; 20%

Source: CSO Insights 2009 Sales Performance Optimization Study

3forward.com
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[ SIFR DSy D2Ffa 11|

Z Increasing wins from targeted new logo prospects j
Z¢2LJ 2T YAYR 6A0GK LJNEéLJSOGéjA‘f VYo
4[ Accelerating irfbound lead generation }
—[ Consistent, sustained lead cultivation }
4[ Increasing sales efficiency and reducing cost/lead }
3forward.com 27
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XbSAUOKSNI | | @S a?2

List Purchased

Direct Mall

3forward.com 28
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[ 2 2Ké 52yQ0 hifR

Market Stage

Introduction Growth Maturity

Supplier consolidation,

reduced sales velocity,

sales volume reaches
steady state

Worldwide Outsourcing Sales

Competition is scarce; Market develops a figold  Fewer opportunities drive
success is based on the  rushomentality; success need for fsmartero

ability to build awareness becomes a numbers approach; success

and educate prospects game where the highest based on ability to

on a unique value level of hustle wins compete for share using
proposition deep account insights

and relationships

3forward.com 29
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Validation

From Designing Nurturing Programs to Drive Sales®©, by Ardath Albee

Priority
Shift

Status Qua

o

3forward.com 30
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