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Overall Survey Participation

Participant Profile
Total Participants = 201
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GROUP Number  Percent
Dist Corp/HQ 37 18%
Dist Region/Local 26 13%
Mfr Corp/HQ 55 27%
Mfr Region/Local 31 15%
Mfr Rep Corp/HQ 31 15%
Mfr Rep Region/Local 21 10%
Corp / HQ 123 61%
Region / Local / Field 78 39%
Distributor 63 31%
Manufacturer 86 43%
Manufacturer Rep 52 26%
TOTAL 201
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Local Distributor Branch

with Local Manufacturer /
Manufacturer’s

Representative Review




Local Distributor Branch with Local Manufacturer / Manufacturer’s Representative

Participant Profile
Total Participants = 86
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20%

GROUP Number Percent
Dist Corp/HQ 5 6%
Dist Region/Local 23 27%
Mfr Corp/HQ 17 20%
Mfr Region/Local 15 17%
Mfr Rep Corp/HQ 12 14%
Mfr Rep Region/Local 14 16%
Corp / HQ 34 40%
Region / Local / Field 52 60%
Distributor 28 33%
Manufacturer 32 37%
Manufacturer Rep 26 30%
TOTAL 86
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Frequency

Ideal Frequency for Business Reviews
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Length

Ideal Length for Business Reviews
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Frequency and Length Tables

Ideal frequency for business reviews?

PERCENTAGE

LOCATION Quarter Semi-Annual Annual AVERAGE
(per year)

Corp / HQ 68% 26% 6% 3.3
Region / Local / Field 73% 23% 4% 3.4
Distributor 79% 18% 4% 3.5
Manufacturer 75% 22% 3% 3.5
Manufacturer Representative 58% 35% 8% 31
TOTAL 71% 24% 5% 3.4
Ideal length for a review?

AVERAGE (Hours)
LOCATION Quarter Semi-Annual Annual
Corp / HQ 1.26 1.48 1.75
Region / Local / Field 1.05 1.37 1.56
Distributor 1.09 1.40 1.58
Manufacturer 1.38 1.74 1.95
Manufacturer Representative 0.85 1.05 1.30
TOTAL 1.13 1.41 1.63
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Time Allocation

Preferred Time Allocation for Business Reviews
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Time Allocation Table

What percent of the review should be spent on each of these areas?

AVERAGE (% of Meeting)

Actions (Target

Sales
e e e Accounts,
. Performance / Distribution . . L.
LOCATION Introduction \ Marketing / NPl  Territory Visits,
KPI's / Funnel Performance i
. Opportunity
Review
Closure)
Corp / HQ 10% 26% 17% 19% 28%
Region / Local / Field 8% 27% 19% 17% 29%
Distributor 9% 28% 16% 16% 30%
Manufacturer 8% 26% 17% 21% 29%
Manufacturer Representative 9% 28% 22% 15% 27%
TOTAL 9% 27% 18% 18% 29%
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Introduction Item Importance

Importance of Introduction Elements

Other

Major Customer Activity

Vertical Market
Alignment

Competition Update

Market Trends

Strategies & Tools

Company Overview

Actions from Prior
Review
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1= Not Important
2= Minimal

3 = Average

4 = Strong

5 = Critical

4.5

5.0

" Corp/ HQ ™ Region / Local / Field ™ Distributor © Manufacturer = Manufacturer Representative B TOTAL
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Introduction Item Importance Table

Importance of these elements in the Introduction section?
AVERAGE (1to 5)

Regi Local M fact
ACTION Corp / HQ eglon./ XL Distributor Manufacturer anutac ur'er TOTAL
Field Representative
Actions from prior review and any open items 3.8 3.8 3.7 3.9 3.8 3.8
mpan rview - f th in includin rsonnel
Compa yOve. view -state of the business |. gudl g personne 3.0 34 35 31 31 3.2
updates and high level roadmaps (not a training)
Strategy & tools for success 3.8 4.0 4.0 4.0 3.8 3.9
Market trends 31 3.6 37 34 3.1 3.4
Competition update 31 3.4 33 33 3.3 3.3
Vertical market alignment (if needed) 3.2 33 3.0 3.5 3.2 3.3
Major Customer Act.|V|ty - resourcing, business levels, moves a1 43 42 aa a1 4.2
in and out of the territory
Other - Please describe below 4.0 4.6 45 4.1 4.5 43
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Sales Performance / KPI / Funnel Review Item Importance

Importance of Sales Performance/KPI/ Funnel Review Elements

Other

Qut of Territory Tracking

Key Opportunities

New Account Dev

Lead Pipeline
Gap Analysis 1= Not Important
2= Minimal
KPI Dashboard 3 = Average
4 =Strong
5 = Critical

Established Analytics

Major Accounts Review

In/Out of Territory Breakout

Sales History

2.0 2.5 3.0 3.5 4.0 4.5 5.0 ] =
m Corp/HQ m Region / Local / Field m Distributor = Manufacturer ™ Manufacturer Representative B TOTAL L 4 e‘ Ia
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Sales Performance / KPI / Funnel Review Item Importance Table

Importance of these elements in the Sales Performance / KPI's / Funnel Review section?
AVERAGE (1 to 5)

Region / Local Manufacturer
ACTION Corp / HQ € ,/ / Distributor Manufacturer . TOTAL
Field Representative

Sales History (Quarterly and Annually) rate on total sales

3.5 3.8 3.7 3.6 3.9 3.7
performance
In territory and out of territory contribution breakout 3.2 3.2 31 3.1 3.4 3.2
Major down accounts review, as well as major up accounts
(are these trends expected to continue thru year-end?) 41 4.1 4.2 41 4.0 4.1
significant loss discussion
E lish nalytic vi mple- P r Bl) al

stgb ished a aytlc. views (e_xa ple- Power Bl) always 23 - 31 3.4 3.4 3.3

available and updating real-time
KPI dashboard 33 33 3.2 3.4 33 3.3
Gap "whitespace" analysis of top accounts where products

3.6 3.6 3.5 3.9 3.3 3.6
are not used yet
Review lead pipeline 3.7 3.5 3.4 4.1 3.2 3.6
New Account development 4.5 4.1 4.0 4.5 4.3 4.2
Key Opportunities (Funnel Discussion) and when expected to 45 43 42 A5 43 4.4
close
Out of territory tracking 3.2 3.2 2.9 3.1 3.6 3.2
Other - Please describe below 35 4.0 4.0 33 3.8
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Distribution ltem Importance

Importance of Distribution Elements

Other

Active Promo Summary

Territory Dist Mkt Share

Registrations

" Corp/ HQ ® Region /Local / Field M Distributor © Manufacturer ® Manufacturer Representative B TOTAL
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1= Not Important
2= Minimal

3 = Average

4 =Strong

5 = Critical

2.0 2.5 3.0 3.5
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Marketing/NPI Item Importance

Importance of Marketing/NPI Elements

Other

Suggested NPI Products

Vertical Market
Alignment

Competition Update

NPI Sales Performance

Trainings / Events

M Corp/HQ mRegion/Local /Field M Distributor @ Manufacturer M Manufacturer Representative BTOTAL

2.0 2.5 3.0 3.5
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1= Not Important
2= Minimal

3 = Average

4 =Strong

5 = Critical

4.5
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Distribution and Marketing/NPI Item Importance Tables

Important of these elements in the Distribution section?

AVERAGE (1 to 5)

ACTION Corp / HQ Region'/ Locald Distributor Manufacturer Manufacturfe r TOTAL
Field Representative
Registrations - quantity, quality conversion revenue 3.6 3.7 3.8 3.5 3.7 3.6
Territory distribution market share 33 3.7 4.0 3.4 33 3.6
Active promo summary (corporate and local) 33 3.2 3.1 33 31 3.2
Other - Please describe below 3.0 4.0 4.0 3.0 NA 3.5
Importance of these elements in the Marketing / NPI section?
AVERAGE (1 to 5)
ACTION Corp / HQ Region./ el Distributor Manufacturer Manufactur.er TOTAL
Field Representative
Scheduled trainings, other events (trade shows, disty events) 3.4 3.5 33 3.7 3.4 3.4
NPI sales performance / Availability and support 3.6 3.8 3.8 3.8 3.6 3.7
Competition update 3.3 3.5 33 3.5 3.5 3.4
Vertical market alignment (if needed) 3.6 34 3.4 3.7 33 3.5
Suggest needed product(s) for future NPI consideration
based on competitive information and discussions with 3.8 3.7 3.6 3.9 3.7 3.7
customer base
Other - Please describe below 4.0 4.7 4.0 4.0 4.
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Actions & Wrap-up Item Importance

Importance of Actions & Wrap-up Elements

Other

Schedule Next Review

Action Owner/Due Date

Needs/Wants

Action Recap

2.0 2.5 3.0 35 4.0

1= Not Important
2= Minimal

3 = Average

4 =Strong

5 = Critical

4.5

5.0

1 Corp/ HQ ®™Region/Local /Field M Distributor 1 Manufacturer = Manufacturer Representative B TOTAL
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Actions & Wrap-up Items Importance Table

Importance of these elements in the Actions & Wrap-up section?
AVERAGE (1 to 5)

Region / Local Manufacturer
ACTION Corp / HQ & _/ / Distributor Manufacturer . TOTAL
Field Representative
Recap of actions from current review 4.2 4.1 4.1 4.0 4.2 4.1
Needs/Wants from multiple parties - Roadblocks/issues,
. 4.3 4.1 4.0 4.1 4.3 4.1
escalation needs
Owner Action Items and Completion Dates 4.2 4.1 4.2 4.2 4.0 4.2
Schedule for next review 3.5 3.6 3.7 3.6 3.5 3.6
Other - Please describe below 2.5 4.0 4.0 3.0 NA 3.3
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Advance Preparation Word Cloud
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Top Goals Word Cloud

next meeting focus U —— mutual customer activities
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Discussion Elimination Word Cloud
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Manufacturer's

Representative with

Manufacturer Review




Manufacturer's Representative with Manufacturer

Participant Profile
Total Participants = 86
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GROUP Number Percent
Dist Corp/HQ 1 1%
Dist Region/Local 1 1%
Mfr Corp/HQ 21 24%
Mfr Region/Local 15 17%
Mfr Rep Corp/HQ 29 34%
Mfr Rep Region/Local 19 22%
Corp / HQ 51 59%
Region / Local / Field 35 41%
Distributor 2 2%
Manufacturer 36 42%
Manufacturer Rep 48 56%
TOTAL 86
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Frequency

Ideal Frequency for Business Reviews
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Length

Ideal Length for Business Reviews
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Frequency and Length Tables

Ideal frequency for business reviews?

PERCENTAGE
LOCATION Quarter Semi-Annual Annual AVERAGE
(per year)
Corp / HQ 51% 35% 14% 2.9
Region / Local / Field 43% 43% 14% 2.7
Distributor 0% 50% 50% 1.5
Manufacturer 61% 33% 6% 3.2
Manufacturer Representative 40% 42% 19% 2.6
TOTAL 48% 38% 14% 2.8
Ideal length for a review?
AVERAGE (Hours)
LOCATION Quarter Semi-Annual Annual
Corp / HQ 1.22 1.57 2.08
Region / Local / Field 1.38 1.64 2.02
Distributor 1.00 1.75 2.00
Manufacturer 1.43 1.79 2.14
Manufacturer Representative 1.19 1.47 1.99 %
TOTAL 1.29 1.60 2.05 >$
&
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Time Allocation

Preferred Time Allocation for Business Reviews
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Time Allocation Table

What percent of the review should be spent on each of these areas?

AVERAGE (% of Meeting)

Actions (Target

Sales
e . Accounts,
. Performance / Distribution . . .
LOCATION Introduction Marketing / NPl  Territory Visits,
KPI's / Funnel Performance i
. Opportunity
Review
Closure)
Corp / HQ 11% 28% 16% 19% 27%
Region / Local / Field 8% 29% 15% 18% 30%
Distributor 17% 39% 11% 19% 14%
Manufacturer 10% 27% 16% 18% 29%
Manufacturer Representative 8% 30% 14% 19% 29%
TOTAL 10% 28% 15% 19% 28%
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Introduction Item Importance

Importance of Introduction Elements

Other

Major Customer Activity

Vertical Market
Alignment

Competition Update 1= Not Important
2= Minimal
Market Trends 3 = Average
4 =Strong
Changes to Line Card 5 = Critical

Strategies & Tools

Company Overview

Actions from Prior

Review
2.0 2.5 3.0 3.5 4.0 4.5 5.0 ® a
1 Region / Local / Field m Corp/HQ = Distributor = Manufacturer m Manufacturer Representative m TOTAL » E‘ Ia
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Introduction Item Importance Table

Importance of these elements in the Introduction section?
AVERAGE (1 t0 5)

ACTION Corp / HQ Region./ Lzl Distributor Manufacturer Manufactur.er TOTAL
Field Representative

Actions from prior review and any open items 3.9 3.8 4.0 4.0 3.7 3.8
Company Overview -state of the business including personnel

upda?es )elmd high level roadmaps (not a training) or 35 35 33 34 36 35
Strategy & tools for success 4.0 4.1 45 4.2 3.9 4.0
Changes to line card presented 2.9 3.2 35 3.4 2.7 3.0
Market trends 3.6 39 4.0 3.9 3.5 3.7
Competition update 3.6 3.7 3.5 3.8 3.5 3.6
Vertical market alignment (if needed) 3.4 3.4 4.0 3.6 3.2 3.4
Major Customer Activity - resourcing, business levels, moves

in e:nd out of the territor{/ ’ 4.1 4.2 4.5 4.2 4.1 4.2
Other - Please describe below 3.8 4.2 0.0 3.8 4.1 3.9
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Sales Performance / KPI / Funnel Review Item Importance

Importance of Sales Performance/KPI/ Funnel Review Elements
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Sales Performance / KPI / Funnel Review Item Importance Table

Importance of these elements in the Sales Performance / KPI's / Funnel Review section?
AVERAGE (1 to 5)

Region / Local Manufacturer
ACTION Corp / HQ & _/ / Distributor Manufacturer . TOTAL
Field Representative
Sales History (Quarterly and Annually) rate on total sales
3.8 3.9 3.5 4.0 3.7 3.8
performance
In territory and out of territory contribution breakout 35 3.6 45 34 3.6 3.5

Major down accounts review, as well as major up accounts
(are these trends expected to continue thru year-end?) 4.3 4.1 4.0 4.4 4.0 4.2
significant loss discussion

Established analytic views (example- Power BI) always
available and updating real-time

KPI dashboard 3.6 3.8 4.5 3.7 3.6 3.7
Gap "whitespace" analysis of top accounts where products

3.5 3.7 4.5 3.6 3.6 3.6

are not used yet 3.5 3.7 3.5 4.1 3.2 3.6
Review lead pipeline 3.8 3.5 3.5 4.1 3.4 3.7
New account development 4.1 4.4 4.0 4.5 4.0 4.2
Conversion rate - opportunities to wins 3.8 3.8 35 4.0 3.6 3.8
Wins to revenue discussion - impact to forecast 3.9 3.9 4.5 3.9 3.8 3.9
NPI sales discussion 3.9 4.1 35 4.1 39 4.0
Key Opportunities (Funnel Discussion) and when expected to
close 4.3 4.5 4.5 4.5 4.3 4.4
Out of territory split commission reconciliation 3.8 3.8 5.0 3.2 4.2 3.8
Other - Please describe below 4.0 4.5 0.0 3.7 4.7 4.2
. Y S S
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Distribution ltem Importance

Importance of Distribution Elements

Other

3 = Average
Registrations
Distribution Update
2.0 2.5 3.0 3.5 4.0 4,5 5.0
® @
I Corp/HQ ®™Region/Local /Field = Distributor = Manufacturer = Manufacturer Representative B TOTAL »
. . .
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Marketing/NPI Item Importance

Importance of Marketing/NPI Elements

Other

Suggested NPI Products

Vertical Market oo e 1= Not Important
et e — 2= Miniml
3 = Average
R —
Competition Update EEbddsabiadsdiiidssdisadassasass 4 =Strong
5 = Critical

NPI Sales Performance

Trainings / Events

Marketing Efforts
2.0 2.5 3.0 3.5 4.0 4.5 5.0 _
" Corp/HQ ™Region/ Local/Field == Distributor = Manufacturer © Manufacturer Representative M TOTAL ec I a
-5 2
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Distribution and Marketing/NPI Item Importance Tables

Important of these elements in the Distribution section?
AVERAGE (1 to 5)
Region / Local / Manufacturer

ACTION Corp / HQ ) Distributor Manufacturer . TOTAL
Field Representative

Distribution update by Rep 3.5 3.5 3.0 3.5 3.5 3.5

Registrations - quantity, quality conversion revenue 3.2 3.4 3.0 3.2 33 3.3

Territory distribution market share 3.2 3.2 4.0 3.2 3.2 3.2

Active promo summary (corporate and local) 2.9 3.2 3.0 3.1 2.9 3.0

Other - Please describe below 4.4 NA 0.0 4.4 4.4 4.4

Importance of these elements in the Marketing / NPI section?
AVERAGE (1 to 5)

Regi Local Manufact
ACTION Corp / HQ eglon./ geal] Distributor Manufacturer anutac ur-er TOTAL
Field Representative
Marketing efforts - Social media, advertisements, etc. 3.4 3.4 3.0 3.5 3.3 3.4
Scheduled trainings, other events (trade shows, disty events) 33 3.6 3.0 3.7 33 3.4
NPI sales performance / Availability and support 3.8 3.9 4.5 4.1 3.7 3.9
Competition update 3.5 3.6 3.5 3.5 3.5 3.5
Vertical market alignment (if needed) 3.4 3.5 3.5 3.6 33 3.4
Suggest needed product(s) for future NPI consideration
based on competitive information and discussions with 4.2 4.0 4.5 4.2 4.0 4.1
customer base
Other - Please describe below 3.5 4.0 0.0 3.0 4.0 3.8
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Actions & Wrap-up Item Importance

Importance of Actions & Wrap-up Elements

. 00 0 -~ _1

1= Not Important
2= Minimal

3 = Average

4 = Strong

5 = Critical

Schedule Next Review

Action Owner/Due Date

Needs/Wants

Action Recap

2.0 2.5 3.0 3.5 4.0 4.5 5.0
a
" Corp/HQ m Region/Local /Field = Distributor ™ Manufacturer ™ Manufacturer Representative BTOTAL w
. . .
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Actions & Wrap-up Items Importance Table

Importance of these elements in the Actions & Wrap-up section?
AVERAGE (1 to 5)

Region / Local Manufacturer
ACTION Corp / HQ s ,/ / Distributor Manufacturer ) TOTAL
Field Representative
Recap of actions from current review 4.1 4.0 4.5 4.1 4.0 4.0
Needs/Wants from multiple parties - Roadblocks/issues,
. 4.3 4.3 4.5 4.3 4.3 4.3
escalation needs
Owner Action ltems and Completion Dates 4.2 4.2 4.5 4.3 4.1 4.2
Schedule for next review 3.5 3.2 3.0 3.6 3.2 3.4
Other - Please describe below 4.3 5.0 0.0 4.3 5.0 4.7
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Advance Preparation Word Cloud

update target customer o ale hi Stﬂry focus products

. . agenda & expectations
previous review

actual nmmber yid

sale data

e Sale performance review action items
P target account

last meeting metric update
ey opportunites - major account  target customer update confirmation of attendance e discussion topic key stakeholders
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Top Goals Word Cloud

e witw ORI
BN s
=z action IeMS .00t Account rordn
clear“uﬂgiﬂrsta:t!:ni target market  MArket sharg .. e
e distribution interaction npi NeW ideas "'f"'“"““_set goa R
U interaction npi technology ...
. ——— o oo o

.
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Discussion Elimination Word Cloud

tactical action __

quick m key high customer org chart
backiog management broader market discussion finger of blame different variows repart sale volume little time
key account opportunities fistribution ghrs
level discussion form of products clear agenda individual issmes
ghr setfing Uslovis ool )i mode
- fr opportmities discussion intenze action elec sale  prodmots training

top accoant
territarial assignment
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Corporate - Distribution

with Manufacturer Review




Corporate - Distribution with Manufacturer

Participant Profile
Total Participants = 90

MfrRep Corp/HQ  MfrRep Region/Local

3% 3%
Mfr Region/Local =] l = GROUP Number Percent
12% — ————— Dist Corp/HQ 32 36%
= Dist Region/Local 2 2%
=E Dist Corp/HQ  Mfr Corp/HQ 39 43%
llJl =—= 36% Mfr Region/Local 11 12%
= = Mfr Rep Corp/HQ 3%
= |||-'; Mfr Rep Region/Local 3%
: Corp / HQ 74 82%
‘-..l Region / Local / Field 16 18%
'I.ll Distributor 34 38%
||||| Manufacturer 50 56%
|||| — Manufacturer Rep 6 7%
||||' TOTAL 90
Dist Region/Local
2%
Mfr Corp/HQ
44%
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Frequency

Ideal Frequency for Business Reviews
70%

60%

50%
40%
30%
20%
10%
0% | l | - |

Corp/HQ  Region/local/ Distributor Manufacturer Manufacturer TOTAL
Field Representative

B Quarter

M Semi-Annual

m Annual

eSS 055995

E&é2%%é2%%éé%%éé%%éé%%éé%%éé%&éé%&i
SRR

.
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Length

2.4

Ideal Length for Business Reviews
2.2
2.0

1.8
1.6
1.4
1.2
1.0
0.8
0.6
0.4
0.2
0.0 :

Quarter Semi-Annual Annual

Hours

Tertna T,
oA
Tertna T,
oA
ey
oA
Sermna T,
oA
Tertna T,
oA
Tertna T,
oA
T
oA
ety

mCorp/HQ mRegion/Local /Field m Distributor m Manufacturer = Manufacturer Representative mTOTAL

.
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Frequency and Length Tables

Ideal frequency for business reviews?

PERCENTAGE
LOCATION Quarter Semi-Annual Annual AVERAGE
(per year)
Corp / HQ 61% 36% 3% 3.2
Region / Local / Field 50% 44% 6% 2.9
Distributor 65% 32% 3% 3.3
Manufacturer 58% 40% 2% 3.1
Manufacturer Representative 33% 50% 17% 25
TOTAL 59% 38% 3% 31
Ideal length for a review?
AVERAGE (Hours)
LOCATION Quarter Semi-Annual Annual
Corp / HQ 1.48 191 2.09
Region / Local / Field 1.55 1.75 1.92
Distributor 1.53 2.03 2.20
Manufacturer 1.53 1.86 2.04
Manufacturer Representative 1.00 1.10 1.30 ® -
TOTAL 1.49 1.88 2.06 }) e C I a
-
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Time Allocation

Preferred Time Allocation for Business Reviews

i
2
R
=
R
=
R
=
R
=
27
=
R
=

35%
30%

25%

20%
15%
- I II I
0% I :

Percent Share of Review Time

S S S)

S50 505

R

5% 2
Introduction Sales Performance Distribution Marketing / NPI Actions
Peformance

I Corp/HQ ™ Region/Local/Field ™ Distributor © Manufacturer =~ Manufacturer Representative B TOTAL

.
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Time Allocation Table

What percent of the review should be spent on each of these areas?
AVERAGE (% of Meeting)

Actions (Target
Sales (Targ

. Accounts,
. Performance / Distribution . . .
LOCATION Introduction Marketing / NPl  Territory Visits,
KPI's / Funnel Performance )
. Opportunity
Review
Closure)
Corp / HQ 10% 23% 22% 21% 24%
Region / Local / Field 8% 24% 24% 20% 24%
Distributor 10% 22% 23% 20% 25%
Manufacturer 10% 22% 21% 22% 24%
Manufacturer Representative 8% 34% 16% 19% 23%
TOTAL 10% 23% 22% 21% 24%

P a
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Introduction Item Importance
Importance of Introduction Elements

other ME—
Major Customer Activity — ................

e —
1= Not Important
Competition Upcate I e 2= Minimal
S —
3 = Average
Market Trends I | 2= Strong
e — Anr
5 = Critical
Strategies & Tools I
]
Review (FEmmmmR R SRR e e e e
2.0 2.5 3.0 3.5 4.0 4.5 5.0 ®
P
mCorp/HQ mRegion/Local /Field mDistributor = Manufacturer = Manufacturer Representative mTOTAL e Ia
2 (
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Introduction Item Importance Table

Importance of these elements in the Introduction section?
AVERAGE (10 5)

Region / Local Manufacturer

ACTION Corp / HQ & _/ / Distributor Manufacturer . TOTAL
Field Representative

Actions from prior review and any open items 4.0 4.0 4.0 4.1 3.5 4.0
Company Ove.rV|ew -state of the business mgludmg personnel 3.7 34 3.7 3.7 3.0 3.6
updates and high level roadmaps (hot a training)
Strategy & tools for success 4.1 3.6 4.1 4.0 33 4.0
Market trends 3.8 3.6 3.8 3.8 33 3.8
Competition update 3.7 34 3.7 3.6 35 3.6
Vertical market alignment (if needed) 35 31 33 3.6 3.0 3.5
Major Customer Act_|V|ty - resourcing, business levels, moves 3.9 3.9 a8 4.0 47 35
in and out of the territory
Other - Please describe below 4.4 4.0 3.8 4.6 NA 4.3
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Sales Performance / KPI / Funnel Review Item Importance

Importance of Sales Performance/KPI/ Funnel Review Elements

Other

Key Opportunities

Out of Territory Tracking e

NPI Sales

New Account Dev

Lead Pipeline
1= Not Important
Gap Analysis = 2= Miniml
3 = Average
KPI Dashboard F 4 =Strong
5 = Critical

Established Analytics

Major Accounts Review

In/Out of Territory Breakout

Sales History

2.0 2.5 3.0 35 4.0 4.5 5.0
Conn€ Corp/HQ m Region/Local/Field m Distributor Manufacturer = Manufacturer Representative B TOTAL

Electronic Compenents Industry Assaciation
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Sales Performance / KPI / Funnel Review Item Importance Table

Importance of these elements in the Sales Performance / KPI's / Funnel Review section?
AVERAGE (1 to 5)

Region / Local Manufacturer
ACTION Corp / HQ & ,/ / Distributor Manufacturer ) TOTAL
Field Representative

Sales History (Quarterly and Annually) rate on total sales

4.0 3.7 3.8 4.0 4.2 3.9
performance
In territory and out of territory contribution breakout 3.1 3.1 3.2 2.9 4.4 3.1
Major down accounts review, as well as major up accounts
(are these trends expected to continue thru year-end?) 3.8 4.3 3.7 4.0 4.0 3.9
significant loss discussion
Established analytic views (example- Power Bl) always

. . . 3.6 3.6 3.5 3.8 3.2 3.6

available and updating real-time
KPI dashboard 3.7 3.4 3.7 3.6 33 3.7
Gap "whitespace" analysis of top accounts where products

3.4 3.6 33 3.6 3.2 3.5
are not used yet
Review lead pipeline 3.5 3.6 3.7 3.3 3.6 3.5
New Account development 3.8 3.7 39 3.7 4.2 3.8
NPI sales discussion 4.1 3.6 4.0 4.0 3.8 4.0
Out of territory tracking 2.7 2.9 2.9 2.6 3.6 2.8
Key Opportunities (Funnel Discussion) and when expected to

3.8 3.9 3.8 3.8 4.2 3.8
close
Other - Please describe below 3.2 2.0 3.0 3.0

Connect. Influence. Optimize.
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Distribution ltem Importance

Importance of Distribution Elements

1= Not Important
2= Minimal

3 = Average

4 =Strong

5 = Critical

Active Promo Summary

Internal Mkt Share

Registrations

2.0 2.5 3.0 35 4,0 4.5 5.0 5.5
Corp/HQ ®™Region/Local /Field M Distributor = Manufacturer :*Manufacturer Representative B TOTAL i
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Marketing/NPI Item Importance

Importance of Marketing/NPI Elements

|

2= Minimal

3 = Average
compernonupne IS

SRR : 5 = Critical

NPI Sales Performance

Trainings / Events

Marketing Efforts

2.0 2.5 3.0 3

.5 4.0
M Corp/HQ m Region/Local /Field M Distributor © Manufacturer *:Manufacturer Representative B TOTA
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Distribution and Marketing/NPI Item Importance Tables

Important of these elements in the Distribution section?
AVERAGE (10 5)

ACTION Corp / HQ Region./ Y Distributor Manufacturer Manufactur.er TOTAL
Field Representative
Registrations - quantity, quality conversion revenue 3.6 3.9 35 3.8 3.8 3.7
Internal market share by major product line 3.7 3.8 35 39 3.8 3.7
Active promo summary (corporate and local) 35 35 3.4 3.6 34 3.5
Other - Please describe below 4.0 3.0 NA 35 5.0 3.8

Importance of these elements in the Marketing / NPI section?
AVERAGE (1 to 5)

Regi Local M fact
ACTION Corp / HQ eglon./ e Distributor Manufacturer anurac ur.er TOTAL
Field Representative
Marketing efforts - Social media, advertisements, etc. 3.8 3.9 3.6 3.9 3.6 3.8
Scheduled trainings, other events (trade shows, disty events) 3.5 3.8 33 3.7 3.6 3.6
NPI sales performance / Availability and support 4.1 4.4 3.8 4.3 4.4 4.1
Competition update 3.7 3.7 3.7 3.7 4.0 3.7
Vertical market alignment (if needed) 3.6 3.8 3.4 3.8 33 3.6
Other - Please describe below 3.7 4.0 NA 33 5.0 3.8
a
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Actions & Wrap-up Item Importance

Importance of Actions & Wrap-up Elements

Other
1= Not Important

2= Minimal
3 = Average
4 = Strong

R Yy | 5 - criti C al

Schedule Next Review

Action Owner/Due Date

Needs/Wants

Action Recap

2.0 2.5 3.0 3.5 4.0 4.5 5.0

a
P
1 Corp/ HQ m Region / Local / Field ™ Distributor = Manufacturer * Manufacturer Representative B TOTAL »
. . ‘
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Actions & Wrap-up Items Importance Table

Importance of these elements in the Actions & Wrap-up section?

AVERAGE (1 to 5)
Region / Local Manufacturer
ACTION Corp / HQ & ,/ / Distributor Manufacturer ) TOTAL
Field Representative
Recap of actions from current review 4.2 4.1 3.9 4.4 3.8 4.1
Needs/Wants from multiple parties - Roadblocks/issues,
. 4.3 4.0 4.1 4.3 4.6 4.3
escalation needs
Owner Action Items and Completion Dates 4.2 4.4 4.1 4.2 4.6 4.2
Schedule for next review 3.5 3.5 3.6 35 3.0 3.5
Other - Please describe below 2.0 NA NA 2.0 NA 2.0
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Advance Preparation Word Cloud

key account update alignment share states
i tm:ﬁ_ﬂ s::::f:‘:r:““ um:;::;:ﬂ:g diSGllSSiﬂll tﬂplﬂ Eﬂﬂ' w;r:::::d'::: review presentation performance
previous meeting goal presentation material pssition opportunities promatian
distributer marketing plan . . )
. key issues e
key objectives |ast review y top opportunities s sees

npi last meeting top

prior action items review ot dstriuter

update reg
s iNternal key stakeholders agenda ctions

previous action items S F: T | meeting target account

distribution perfarmance action prep Share preseatatien Tull sale review
|
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Top Goals Word Cloud

new account penetration market share stock sale target commitment

e QOLION plan

npinbo status ~ mindshare distributor management

== ... Mmarket share

key iSSUES .....cum

NEW DUSINESS e resen meuts

detailed action items

stock level mpi
growth target area level npi nbo assign action items share stock level
target customer engagement process flow optimization management of program market review review
distributor acthvities competition mutual goal review nbo status roadblock
insight review rank

|
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Discussion Elimination Word Cloud

minimal time quality
products training case
market share number

o day sale performance

lncation map
account review

it vt information

personnel change top deals competitive market share
technical aspects " “““ gty cupns Issues

correct people

agenda number salenumber

historical sale performance

detailed opportunities last year
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