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e Specialise in deploying proprietary Sales System to
any B2B organisation

model,

map,

design,

plan,

measure maximum sales team productivity and Rol

e Work collaboratively, transferring tools, skills,
knowledge



e Square pegs in round holes

o Insufficient arms and legs

e Inadequate skills, knowledge




e Sales Execs entrusted with too much bandwidth

e Lack a dynamic sales system to operate within
— Regardless of current members; personalities




e Scientific, data driven system dynamically determines
who, when, what, why ... for whole team

o Each Sales Exec’s bandwidth is focussed to how they
conduct themself during each “hour of truth”




e Analytics that alignh Sales team design and process to
customer base and prospect pool to ensure ....

— Maximum productivity and Rol from resource available

e Science of engineering a sales team to a tailored
system ...

— Mobilises resource to best utilisation for maximum realisation




e Right person

e Right time

e Right frequency
e Right reason

e Right value

o Right partnership framework



e Failure to deliver maximum revenue/margin

e From under-productivity

e Due to lack of sales system







RESOURCE LEVEL |8 VISIT CAPACITY

CUSTOMER COVERAGE @M PROSPECT PENETRATION

. *ave days perweekon .
*# headsineach role type ) ) *# customersin each class *
Z ) yp X territory (annualised) i} # targetable prospects
= + X
*9% dedication tofront *ave visi:s verday *baseline minvisit frequency *ave visits to convert/recycle
whilst on-territory

line sales (annualised)




Ratio of gross margin generated
per dollar invested to fully
moblise the sales team

# Organisations

margin generated : dollar invested in sales team




# Organisations

Visit : drive time ratio

A

Visit: drive ratio







S 5,665,000

S 24I$ 1




RESOURCE LEVEL @l VISITCAPACITY R= CUSTOMER COVERAGE sl PROSPECT PENETRATION
OPTIMISE MAXIMISE N/A

SET resource level, OPTIMISE visit capacity, MAXIMISE customer coverage and N/A prospect penetratio




oving to The Next Level

generate &
gather data

implement,
measure, reward
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systems
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enew sales strategy

assess current

prody & return

continuous
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implement,
measure, reward

set productivity
benchmarks

design salesteam
structure

upgrade selling
systems

generate &
gather data

renew sales
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e Review current channels to market and value chain
segmentation

— Who are the customers?

— Who are “significant stakeholders”?
— Why?

 Review current sales team alignment to chains, channels,
segments

— Who do we deploy to?
— How much resource?
— Why?
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consumption,
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...in such a way as it adds to the evolving form of the incoming
product/service towards its final state form

...and the end customer will either pay for value added or buy
more for costs saved
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Defined in terms
of where “focus player’'s”
product/service is consumed
' (in its visible form) or finally

changes ownership i




TO WHOM

2.End user:

3. User type:
4.Final format:
5.Buyer/Non-buyer:

6. Customer?:
7. Competitor?

8. Descriptors:
9. Commissioning:




Buyers Non-buyers End users

Defined in terms
of where “focus player’'s”
product/service is consumed
' (in its visible form) or finally

changes ownership
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WHAT WE SELL VIA WHOM TO WHOM

1. Enter nexlt 10. Segment player:
product / senice click for model
group: 11. Company role:

12. Buyer/Non-buyer:

13. Customer?:
8. Descriptors:

9. Commissioning:

15, Descriptors:
16. Commissioning:




SUMMARY OF ALL VALUE CHAIN SEGMENTS ASSIGNED TO SPECIFIC SALES TEAM

I Segment Playerls

Segment player:

Company role:
Buyer/Non-buyer:
Customer?:
Competitor?
Descriptors:
Commissioning:

No. of Customers No. of Customers No. of Customers No. of Customers No. of Customers No. of Customers No. of Customers No. of Customers No. of Customers

Populate number of
customers (direct and
indirect) for each
segment

Extra detail




Chains, channels, markets clarity leads to
meaningful review of Sales team alignment
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Buyers Non-buyers End users

- Defined in terms
of where “focus player's”
product/service is consumed
‘(in its visible form) or finally
. changes ownership




Syngenta chains and channels environment

Segment Player/s End User

Segment player: Maker Reseller/broker Wholesaler Reseller/broker Reseller/broker Specifier Specifier Specifier growers
B2B(Bus-to-bus)

Company role: lus applied & consumed
Buyer/Non-buyer: ] Buyer Buyer Buyer Buyer Non-buyer Non-buyer Non-buyer Buyer
Customer?: ] We trade with them | '|We trade with them | |We trade with them [*]We trade with them | |We don' trade We dontt trade We dontt trade We dontt trade
Competitor? ] Some compete Some compete Don't compete Some compete Don't compete Don't compete Don't compete Don't compete
Descriptors: ] H/O who act on behal |eg AIRR grower groups;co-ops| | Group branch places | |independent FFS agrq |KOLs industry bodies; resegih bodies; supermarke

Commissioning:

Populate number of
customers (direct and
indirect) for each
segment

Extra detail

Input total population for

each segment

Extra detail

Indicate the sales team
role type(s) and FTE of
each type being aligned

to each segment

No. of Customers

No. of Customers

No. of Customers

No. of Customers

No. of Customers

No. of Customers

No. of Customers

No. of Customers

No. of Customers

Landmark, Elders, CH

AIRR; Landmark

€20 grower groups (1

1,400

100

c30

c10

48,000

coops & major GG di

Direct & indirect CV g

predom WA

4-5 K engaged with

Total population of
segment

Total population of
segment

Total population of
segment

Total population of
segment

Total population of
segment

Total population of
segment

Total population of
segment

Total population of
segment

Total population of
segment

c30

1,400

Peter Close ; SAM

AIRR: CU Head, TSM

TSMs

TSMs; specialist seel

TSM; solutions sellin

Corp Affairs; Crop He

Corp Affairs; Crop He@ll TSMs; solutions ; sp!
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SERVICING FARMING HUNTING SPECIFYING

Ensure current Retain and grow Win new Solicit advocacy
customer orders existing customers from non-buyers
are fulfilled customers to buyers




Sales team strategy -
farming/ hunting/
specifying

Segment player:

Company role:
Buyer/Non-buyer:

Customer?:

Competitor?
Descriptors:

Commissioning:

Maker

Us

Reseller/broker

Buyer

We trade with them

H/O who act on behalf

Wholesaler

Buyer
We trade with them

eg ARR

Reseller/broker

Buyer
We trade with them

grower groups;co-ops

Reseller/broker

Buyer
We trade with them

Group branch places o

Specifier

Non-buyer
We don' trade

independent FFS agron

Specifier

Non-buyer
We don' trade

KOLs

Specifier

Non-buyer
We don' trade

industry bodies; resear

growers

applied & consumed
Buyer
We dontt trade

No. of Customers

No. of Customers

No. of Customers

No. of Customers

No. of Customers

No. of Customers

No. of Customers

No. of Customers

No. of Customers

Sales team role types:

Enter Se: Senicing and/or F: Farming and/or
H: Hunting and/or Sp: Specifying. Upper or
Lower case can be used to indicate
predominance.

Landmark, Elders, CRTIHJAIRR; Landmark €20 grower groups (1 mj§{1400 100 c30 c10 43000
coops & major GG dire¢H| Direct & indirect CV cajf{ predom WA 4-5 K engaged with
Total population of Total population of Total population of Total population of Total population of Total population of Total population of Total population of Total population of
segment segment segment segment segment segment segment segment segment
5 2 c30 1400
Peter Close ; SAM AIRR: CU Head, TSMLg | TSMs TSMs; specialist seeds| ¥ TSM; solutions selling ¥ Corp Affairs; Crop Head|| Corp Affairs; Crop Headll TSMs; solutions ; speci




Push sales strategy = sales exec visits customer
to sell direct




Push sales strategy = sales exec visits customer
to sell direct

Pull sales strategy = sales exec visits customer to sell indirect

ie to influence customer buying behaviour
when buying through their preferred intermediary




Push sales strategy = sales exec visits customer
to sell direct

Pull sales strategy = sales exec visits customer to sell indirect

ie to influence customer buying behaviour
when buying through their preferred intermediary

Specifying sales strategy = sales exec visits intermediary or end
customer who directs other customer
segment to buy a specific product/service

ie influence advocacy behaviour....."specify the specifier”



Syngenta chains and channels environment

Segment player: Maker Reseller/broker Wholesaler Reseller/broker Reseller/broker Specifier Specifier Specifier growers

Company role: us applied & consumed
Buyer/Non-buyer: 1 Buyer Buyer Buyer Buyer Non-buyer Non-buyer Non-buyer Buyer

Customer?: ] We trade with them We trade with them We trade with them We trade with them We dont trade We dont trade We don trade We don trade
Competitor?

Descriptors: ] HIO who act on behalf ¢¥leg AIRR grower groups;co-ops  [§| Group branch places orgfindependent FFS agrong{{KOLs industry bodies; resear

Commissioning:

No. of Customers No. of Customers No. of Customers No. of Customers No. of Customers No. of Customers No. of Customers No. of Customers No. of Customers
Landmark, Elders, CRTIHAIRR; Landmark €20 grower groups (1 mj¥{ 1400 100 c30 cl0 48000
coops & major GG dired™{ Direct & indirect CV cafpredom WA 4-5 K engaged with
Total population of Total population of Total population of Total population of Total population of Total population of Total population of Total population of Total population of
segment segment segment segment segment segment segment segment segment
5 2 €30 1400
Sales team role types: Peter Close ; SAM AIRR: CU Head, TSML4{TSMs TSMs; specialist seeds|H TSM; solutions selling f¥] Corp Affairs; Crop Head|| Corp Affairs; Crop HeadJll TSMs; solutions ; spec
- ) Se; f; sp Se; f Se;f;sp F;se Sp Sp Sp F;se
Enter Se: Senicing and/or F: Farming and/or
H: Hunting and/or Sp: Specifying. Upper or
Lower case can be used to indicate
predominance.
Push Push Pull Push Specify Specify Specify Pull

Select Push, Pull, Push/pull, Pull/push or
Specify from menu.




Syngenta chains and channels environment

Maker

_eseller/broker

Buyer
We trade with them

H/O who act on behalf

Wholesaler

Buyer
We trade with them

eg AIRR

Reseller/broker

Buyer
We trade with them

grower groups;co-ops

Reseller/broker

Buyer
We trade with them

Group branch places or

Specifier

Non-buyer

We don't trade

independent FFS agron

Specifier

Non-buyer

We don' trade

KOLs

Specifier

Non-buyer

We don' trade

industry bodies; resear

growers

applied & consumed
Buyer
We don' trade

No. of Customers

No. of Customers

No. of Customers

No. of Customers

No. of Customers

No. of Customers

No. of Customers

No. of Customers

No. of Customers

Landmark, Elders, CRT]

AIRR; Landmark

€20 grower groups (1 m

1400

100

c30

cl10

48000

coops & major GG dire

Direct & indirect CV caj

predom WA

4-5 K engaged with

Total population of

Total population of

Total population of

Total population of

Total population of

Total population of

Total population of

Total population of

Total population of

segment segment segment segment segment segment segment segment segment
5 2 c30 1400
Peter Close ; SAM AIRR: CU Head, TSML4H|TSMs TSMs; specialist seeds| | TSM; solutions selling ifH| Corp Affairs; Crop Head¥| Corp Affairs; Crop Headlill TSMs; solutions ; spec
Se; f; sp Se; f Se;f;sp F;se Sp Sp Sp F;se
Push Push Pull Push Specify Specify Specify Pull

branch lewel reseller ->
grower

Farming

Pull
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