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»#2 4 Things that all Sales Managers
. #==5are almost always interested in . . .

e

More Good Sales People
More Good Sales Prospecits
* More Sales Productivity
Less Sales Rep Turnover
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Common Sales Rep Challenges

* Don't like paperwork

» Don't like to be checked up on

* Like to do their own thing
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Common Sales Challenges

* People aren’t always ready to buy when we're
ready to sell

« Conditions and people change over time

« Timing Is key to discovering current prospects

» Relationships are key to developing future
prospects
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Sales People Aren’t Involved in
Enough Sales Opportunities

14% 1/3

prospects

Selling
15%
customers
Prospecting
Admin
Waiting/Traveling
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"4 » #1 Cause of Low Sales Productivity

Sales people spend less than 20 % of their
time (1-2 hrs/day) in actual selling
situations with qualified buyers!
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Just think about it . . .

If you have 5 sales reps, and each rep spends only 20 % of their

time selling, you have 1 Sales Rep and 4 expensive Prospectors
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Prospecting

Telemarketing
Calls
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Wail 7 days
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Waitl 5 days
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Wait 4 days

Follow Up
Phone Call
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Follow up

People Buy
. . . from people they like,
. . . and remember,

. . . when they are ready to buy!
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Follow up - Prospects

Automated Marketing Plan

Not Interested Now Track

Mot Mow Letter or
Email #1
Mot Mow

Wait 30 days

Mot Mow Letter or
Email #2
Mot Mow2

-

Wait 30 days

Mot Mow Letter or
Email #3
Mot Mowd

-

Wait 3 days

Phicme
Fe-assign
Wvait
Stop

MNOT
INTERESTED
MOW

NOT
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ow up: Customer Care

Wait T days

Call Customer
FRefemral Status
More Referrals

Wiait 1 day

Fefarral
Intra Product B
Customer Cara
Wait
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Automated Marketing Plan

— Ll

- Care ]

Mew Customer
Letter or Ermail #1
Your Success #1

MEWCLUSO

Vait 7 days

Meaw Custormeer
Letter or Ermail #2
i ten i
MNEWCILIS02

L= s

Wiait 5 days

Flew Custormsar
Letter or Emsail #3

Viait 4 days

Faollow Lip
Fhone Call

CUSTOMER
CARE
6 MONTH

Wialt 4 daws

Faoflow g
FPhone Call

Wait 1 daw

Customer Care
Letter or Email #1
CUSCARE

Wwait 45 daws

Cusicimer Care
Laliar or Email #2
CUSCAREZ

‘\_____/'—_\‘“

Wiait 45 days

Customer Care
Leatier or Emall #£3
CUSCARES

\\_/Hﬁ‘“

Vi'ait 3 days

Mot
Frubesres e
Pl

Customer Care
Leiter or Email #24
CUSCARES

Wiait 3 days

Fotlonww L
FPhone Call
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Case Histories

« Advantage Business Systems, Jackson, MS
« Copy Graphics — McAllen, TX

« Topp Business Solutions — Scranton, PA
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through the Front Door

Generating New Business

Building Customer Loyalty to
keep the Back Door Closed

Automated Marketing Plan

] evelopment - Prospecting

B -
Bus

Intro Letter #1
‘Who We Are

Lo

Wait 7 days

Intro Letter #2
What We Do

e

Wait 5 days

Intro Letter #3
W Will Call

C

‘Wait 4 days

Follow Up
Phone Call

NOT
INTERESTED
NOW

Wait 1 day

Wait 1 day

Mot Now Letter or
Email #1
Mot Mow1

Wailt 2 days \Wait 5 days Wall 30 days Wait 90 days

Mot Now Letter or
Email #2
Mot Mow2

il

Wait 30 days Wit 90 days

Wait 1 day

Mot Now Letter or I Mo Letter
Email #3 or Emali #2
L

Not Mow3

Wait 3 days Wait 3 days

Wiait 3 days

Fhona

Re-assign
Wait
Stop
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Wait
Slop

Automated Marketing Plan

Customer Care Track

Mew Customer
Letter or Email #1
Your Success #1

NEWCUS01

Wail 7 days
MNew Customer
Letter or Email #2

; -
NEWCLS0Z

Wail 5 days

New Customer
Latter or Email #3

R
CUSREF1

Wail 4 days

Follow Up
Phone Call

CUSTOMER
CARE
6 MONTH

Wait 1 day Wait 1 day
Customer Care: b "
Letter or Email #1
CUSCARE1

Wait 45 days

Cuslomer Care
Letler or Emall #2
CUSCAREZ

e

‘Wait 45 days ‘Walt 30 days
Niirure
Latter, | or

Call Customer
Referal Status

Walt 4 days

Customer Care
Letter or Email #3
CUSCARE3

_

Walt 3 days Wait 3 days

Foilow Ug
Phone Call

Referral
Intra Product B
Customer Care
Wait

Not G Customer Care
Interested || | Hal Letter or Emall #4
Now || INterested CUSCARE4 Follow Lp
Phane Call

ol Uy
Phone Call
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AUTOMATED RELATIONSHIP MARKETING PLAN
BASED ON WORKING g.000 ACCOUNTS PER YEAR

- Each account in your database will receive an average of 3 phene calls, 3 personal letters and 6 personal emails, for an average of 1 contact every manth for 12 months.
- The average investment to make sure that every account in your database is contacted once every month is around $6.00 per year, or $.50 per month per agcount,
- $36,000 i5 less than the cost of 1 sales rep, but how many sales rep will make 12,000 calls on 6,000 Business, send 1,500 letters, 15,000 email and sell 720,000 this year?

RELATIONSHIP MARKETING PLAN

INVESTMENT SUSPECTS CONTACTS PROSPECTS LEADS SALES REVENUE
36,000 6,000 50% = 3.600 15% = 540 20% = 108 33% = 36 B 20,000 = £720.000

MONTHLY SUSPECTS = 500 CONTACTS = 300 PROSPECTS = 45 HEVENUE = $60.000
§3,000 1,200 calls (60 hrs) 60% of Suspects % of Contacts $20,000 per sale

RELATIONSHIP MARKETING PROCESS

MARKETING SELLING
{Telemarketing - Qualification - Database Mgmt - Lead Generation - Relationship Mgmi) (Sales Reps meeting with interested & qualified Decision Makers}
We will make an average of 2 calls to each account to; 1) intraduce your company, 2 identify Leads are emailed to the sales manager or sales administrator, who logs and distributes
decision makers and ask to speak with them, 2 ask about their equipmant, problems, leases and to the sake reps. Sales reps make the calls, complete the follew up questions an the lead
plans to replace, 4 update their contact racord, and 5) assign them to an appropriate salas track. natification amail, returns to the sales manager of administrator, who updates the contact

racord in the database and assigns the contact to the net appropriage sales track

CONTACTING PROSPECT CONTACT/PROSPECT  NOTINT. | INTEREsTED SALE

If after 3 attenpts, weare || I we are able to reach the decision- lfwe are able to reach the If the meeting !f they arenot || Sales rap Assign to ;*New Customer
unable o reach the maker or someone else, and we decision-maker and determing didnt cccur, the || interested manages the Celelration” Sales Track.
decision maker, or if we determing that they ara nat a good that they are 2 good prospect, we || Sales repcan now, assign process until a 1. Letter'email from Sales Rep
don't have enough prospect right now, we will assign will try 1o sat an appointmeant, but || reschadulz the o a *Not sales is wan, 2. Letter'email from Ciwner
information to qualify a them to a “not inlerested” sales track, || if unsuccessful, assign them ta apgt or send it Interasted |ost, or delayed. 3. Letter'email from Sere. Mr.
sales opportunity, wewill, || which will send tham 1 email 2ach the Executive Infrodiiclion Sales back 1o us and Naw” Sales If won, see new 4. Letter'email from Supply Hap.
schedule a call back in 1- || quarter and we will call them back Track and sand them 1-3 latters we will sand a Track with 2 customer track. || 5. Lettar’amail from Cust Sup.
2 months, or stop calling gvery & months in case their nesds ta; introduce yourself, educate "S:w:-r we letters’email If lost, assign to &. Letter'email Request Relarral
itwe don't think thay changa. them on a potential problam and missad you" and calls over || lost sala track. |f
coul become a prospect your solufion and ask for anappt. || email andcall to || the next 12 delayed assign

rescheduls manths to follow up track

This sample Marketing Flan doesn't gquarantee results, but it is a commaon sense sales process that works well, when executed and managed properly by an experienced
marketing partner like Market Mentor Online. Results will vary based upon;

1. Database: Quantity and quality of your database {accurate — complete - appropriate)

2 Telemarketing: Cuantity, quality and timing of prospecting calls.

3. Decision Wakers: Availability and interest of the decision makers in what you are selling.

4. h@_ﬁg@ﬁ Proficiency of your sales force I{sales knowledge, selling skils, atfitude, creativiy, persisience, palience)

5. Management: Commitment, faith and patience in an annual marketing plan to achieve the benefits of drip marketing compounding.

&. Collaboration: Realizing that we're all seeking the same results and that the sales process requires hard work. communication, cooperation and trust.




Market Mentor

Automated Marketina Plan

#Mnnusr MENTOR

New Business Development
Customer Relationship Managentent
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Start your sales reps out in scoring position, with
a heavy hitter at the plate on every sales call

€

with a precise and predictable
sales lead and sales rep development plan
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Managed Business Services

L) MARKET MENTOR ONLINE
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« Telemarketing and Lead Generation
* Relationship (Drip) Marketing

« Customer Relationship Management
« Sales Automation/CRM
 Employee Screening & Development
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QUESTIONS ?

Thank You!

Larry Breed
Office Automation Consultants, Inc.

800.875.7599
www.oacinc.com

www.marketmentoronline.com
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