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TQSalesM

Developing a sales team during a thriving economy is a challenge.
When you add the dynamics of the current economic challenges, it is
even more important to be strategic and focused on the mission critical
aspects of your business.

According to Chally’s 2007 World Class Sales Research, your salesperson
is now the single largest factor (39%) in a customer’s purchasing decision.
No other factor - product, quality, or pricing - equals the impact of a
salesperson. When you couple that with data from CSO Insights, we have
a monumental challenge:

« Only 53% of sales representatives make their quotas

- Sales representatives only win 49% of their opportunities

Chally’s TQSalesM methodology is the first to leverage the
productivity advantages of Total Quality Management,
Lean, and Six Sigma and bring that methodology to your
most important asset, your sales force.

The TOSal/esM Difference:

Just as TQM, Six Sigma, and Lean focus on finding sources of error and eliminating
them, so does Chally’s TQSalesM Methodology.

The method proposed by most sales consulting firms suggests that you study the techniques of the top 20% of sales
representatives and then train the middle 60% with those techniques.
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The Result: The middle 60% of the sales force only improves their performance by 5% on average which
represents a meager 2.25% improvement in sales.




Chally's T().Sa/esM  Approach to Managing Your Sales Talent

Replace the bottom 20% of your sales team with new salespeople who are average to above average performers.
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The Result: By replacing the bottom 20% of salespeople with average or above performers, you increase sales
to $223.7 million. Then train the rest of the sales force and get an additional 5% gain.

If you implement Chally’s TQSalesM Methodology over three years, and your business conditions resemble the
assumptions used in the model (see TQSalesM white paper), you will increase your revenue by 30% or $60 million as
shown in this illustration.
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Measurable results begin in year 2

*Year 1 = Implementation Phase




TOSalesM and Actuarial Science Require Accurate
Talent Measurement Tools

. . The key to TQSalesM success is based on Chally’s predictive
Predictive Talent Metrics must be: actuarial analytics. Most other talent management companies
Quantitative utilize traditional methods which are deductive and theory
based. Chally’s method is based on actuarial science, which
relies on the law of large numbers that have been collected
over 30 years. It is critical for measuring and predicting highly
complex issues.

Objective
Accurate

Following are the steps required to implement a successful I ) S2/2sM methodology:

m Conduct a Customer Audit...

A Customer Audit is a powerful, predictive sales management tool that can accurately identify and measure the
key factors that influence customers’ purchase decisions. The Customer Audit can produce:
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Organizations strive to become the undisputed vendor of choice in their markets. Loyal customers are substantially
more profitable. Loyalty, however, has less to do with the features of the product or service sold than with the ability
to guarantee the resulting benefit the customer seeks.




m Creation of Sales Profiles...

In order to determine a select group of skills that statistically differentiates top and bottom performers for a specific
position, a profile must be created. This will define what high potential performers have that low performers don't.
There are two main parts to a validation study:

1. Quantitative: Incumbents who complete the assessment are scored against 156 work-related skills
measured by the assessment and this data is then merged with actual performance data from the client.

2. Qualitative: Obtainment of information about the duties, activities, and responsibilities of those in the
focus position. Individual differences, in terms of knowledge, skills, abilities, and other attributes are also
discussed, and distinctions among high performers and low performers are described.

All Sales Roles are not the same. Just as any other profession, sales has uniquely different roles that have
different requirements to be successful.
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*See Chally’s“How to Select a Sales Force that Sells” publication.

m Conduct a Talent Audit...

A Talent Audit can help you gain a better understanding of your current talent pool, who is the best fit for
new roles, what employee training is needed for different jobs, and what is your current bench strength. The
Talent Audit provides access to skill comparisons and overall success potentials of an individual, team, or
organization with a predictive accuracy similar to the way a DNA strand identifies genetic makeup of each
individual.
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m Implement a Selection System...

A selection process should be
implemented to hire, place, and train

the right people in the right positions SSESSMENT RESULTS
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persan’s scores with a group of others who took the assessment. Percentage correct scores simply reveal the number of items
that one answered correctly out of the total number of items.

According to Chally's analysis of Your Company position inf ion, we have determined that the following Sales Skills are
maost critical to success in this position:
CRITICAL SUCCESS SKILLS PERCENTILE
MAXIMIZES RESULTS BY SYSTEMATICALLY MANAGING AN ACCOUNT PLAN 49
 DRIVEN TO PRODUCE BY INCREASING SALES TO EXISTING ACCOUNTS | 81
WORKS THE S¥YSTEM FOR THE CUSTOMER 86
EDUCATES CUSTOMERS THROUGH STRUCTURED TRAINING 78
PROMOTES CUSTOMER RELATIONS BY SOLICITING FEEDBACK 50
RESPONDS AT ANY HOUR 38
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m Training and Development...

In order to achieve the greatest possible ROI, an organization must
plan their training and consulting resources and strategy carefully.
Chally has partnered with top training and consulting organizations
to ensure that you achieve measurable results. This will not

only improve developmental ramp-up time but improve sales
productivity and effectiveness.




m Conduct Exit Interviews...

Exit interviews can capture critical causes of employee turnover from former employees. That information can be
utilized in the creation of employee retention solutions. The Exit Interviews will give you feedback on reasons for
leaving associated with:
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TOSalesM Process....

Proven Results




TQSalesM methodology can deliver predictable
revenue increases of 15%-25% through
improvements in salesperson ramp-up times,
cost savings associated with reductions in sales
force turnover, and growth in overall sales force
productivity.
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