Advanced Sales Force Development

Mastering the ability to assess, manage, motivate and develop your sales force
to maximise sales excellence initiatives in your organisation during a time of

economic turmoil

Renaissance Seoul Hotel
Seoul, Korea

16th & 17th April 2009

Facilitated by international consultant:

Frank Belzer Sales Strategist and Associate
Kurlan and Associates

Attend this two-day course to secure expert
advice on:

¢Building a strong sales team during economic turmoil

e Learning the best sales force management practice in current mature
market

¢ Increasing sales performance as a team through development of
individual sales force

e Maximising sales leadership skills

*Designing and developing an approach tailored to your organisation

¢ Implementing sales force development strategies while avoiding
common mistakes

¢ Considering many interesting case study examples through the
programme

¢ Obtaining the latest techniques that can be applied at different stages
of the sales force development

marcus evans training courses are thoroughly

researched and structured to provide intense

practical training applicable to your

organisation. Benefits include:

e Combinations of educational presentations, productive in-session
assignments and participant collaboration to provide actionable learning

o Strictly limited seats to allow for greater one-on-one interaction with the
trainer

¢ Detailed pre-course questionnaires to allow us to tailor the program to
address your individual concerns

e Comprehensive course materials, action plans and checklists

o Utilisation of the skills, learning, experiences and knowledge of the
participants and workshop leader through interactive plenary and small
group discussions

Pre-course questionnaire

To ensure that you gain maximum benefit from this event, a detailed
questionnaire will be sent to you to establish exactly what your training
needs are. The completed forms will be analysed by the course trainer. As a
result, we ensure the course is delivered at an appropriate level and that
relevant issues will be addressed. The comprehensive course material will
enable you to digest the subject matter in your own time.

marcus

“Outstanding leaders go out of their way to
boost the self-esteem of their personnel. If
people believe in themselves, it's amazing

what they can accomplish.”
Sam Walton

Effective sales force development will help the organisation reach at the maximum
benefit and also, help organisation alive in this bitterly contested present and future
business

®

marcusevans

Testimonials:

“I've used other sales development techniques in the past, but none of them worked well
because they all tried to change things in people without bothering to find out what,
specifically, each individual needed to do to improve, or if they even belong in sales to begin
with.”

District Manager
Sherwin Williams

“I would like to thank you for the tremendous effort your training has had on our organization.
Not only have our new sales doubled, but also our salespeople are enjoying their jobs more
than ever. Their new found excitement is energizing every level of our company. | have
recommended Frank and the Kurlan program to several other life sciences companies - just not
my competition.”

President
CardioCore Medical Systems

“The coaching I receive from Kurlan & Associates helps me to overcome my own limitations and
has been the critical ingredient to help me grow and develop my sales organization. It has also
made me a much more effective coach for my people.”

VP Sales
Bassett

“Kurlan & Associates integrated sales management program quickly helped me grow my
company from its infancy to a $50 million dollar operation. Their sales management program,
training, coaching, recruiting and screening tools have enabled me to avoid the types of costly
mistakes that so many others make. | now have an excellent selling system that | am
duplicating across the U.S and now internationally.”

President
Progressive Gourmet

“The Kurlan Sales Force Profile enabled me to understand where my team needed the most help
in the development of their selling skills. OMG's Express Screens also provided me with a tool
for determining whether or not I had the right people. My hiring efficiency has improved
dramatically. Now we have Frank working with our sales team and management staff and the
results are staggering.”

President
ARC Technology Group

“All I can say is WOW! It is absolutely amazing. Express Screens are a very useful and wonderful
business tool that any president or CEQ involved in the hiring process would not want to go
without. It also makes the process move more quickly - you know what you're in store for
before the candidate walks through the door.”

President
PENTA Communications, Inc.

“...I interviewed her with the additional questions that the screening recommended to ask. It was
almost incredible that she answered questions exactly like the screening said she would! It
really adds some new light to interviewing!”

GM
Minolta Printer Products

*Early Bird & Group Discounts
Ask about our savings

professional training




Day 1

Session One

Power of Evaluating Your Sales Force

Every President or CEO we talk to says that they would love their sales force

to perform at a higher level - but better than "what"? Until you know clearly

the condition and strength of the current sales group it is impossible to get
better.

e Defining the five hidden weaknesses - who has them and to what extent?
Can they be fixed? How do these weaknesses affect their ability to prospect
or cold call?

e Defining four crucial success factors - why are your best sales people
successful? What does it take to succeed in your industry? Can those
qualities be duplicated in others? Who else on my team has hidden
potential?

o Effectively aligning the data with your current strategic plan - developing
the effective systems and process. Are your people on the same page as
you? Do they feel the same way about your product, service or go to
market strategy? Are they resistant to management or do they need more?

e Are they Trainable? - do you really want to spend money investing in people
that will never be able to learn how to sell for you? Have you been
frustrated by countless failed attempts at teaching them specific techniques
without success?

Session Two

Understanding the Crucial Elements and Weaknesses for

effectively managing your sales organisation

This will Impact your ability to Manage. As a manager you also have

weaknesses and strengths - by understanding your own weaknesses you will

be able to work on them and equipped to overcome them. Knowing your

strengths will enable you to maximise your abilities.

e |dentifying how their hidden weaknesses will affect the way they respond to
supervision, accountability, coaching and motivation.

¢ Where should you be spending 80% of your time - not doing their job, not
selling, not motivating but holding your team accountable!

¢ Why your own personal strengths and weaknesses will influence your
management style - is it difficult to raise expectations. Are you
uncomfortable coaching someone that needs help? Do you avoid certain
tasks because they make you feel nervous?

e Exercise - group break out session

e Overcoming the barriers to success - if you have some of the weaknesses
what are the methods and keys to putting them behind you?

Session Three

Building a Stronger Team

Now you know where your team is strong and where they are weak, you also

know about your own inadequacies and are aware of problems that need

addressed - how will you translate that knowledge into meaningful goals and
expectations. What methods will you utilise to make sure your team is on
board and behind you?

e Charting your course - setting goals and raising expectations. Personal goals
translated into team objectives.

e Defining daily accountability - establishing exactly what is expected on a
daily basis. Daily standards that will ensure hitting the mark. How do you
know if a goal is too high or low?

e Exercise - group break out session

e Case Study - Hypertronics Corporation

Vice Presidents, Directors, GMs, Regional Managers, Managers involved in:
 Retail sales, sales directors/senior managers/Managers

e Sales * Marketing

* Key Account e Business Development

e Channel Marketing e Promotion Marketing

¢ Trade Marketing

From across industries

o |T Services ¢ Telecommunications

 Retail *FMCG

¢ Travel & Transportation ¢ Manufacturing

® Aviation ® Automotive

¢ Oil & Gas e Chemicals & petrochemicals

o Electronics / Electrical
o Real Estate & Property Development
e Financial institutions including banks & insurance companies

e Pharmaceutical & Medical Suppliers

Session Four

Motivation and Coaching

Every day your sales people are beaten up and abused by prospects and

clients. The role of a sales person often involves dealing with internal

struggles, like wrestling with weaknesses. Then they face the pressure of
providing for themselves and their families in a commission based pay
structure. How can you as a manager help counter those pressures with
effective mentoring? How will you help them improve and reach for the
stars? Where and when will you find the time to make them better? How
does making them better make you better?

e The “curbside critique” - knowing how to effectively de-brief after a call
provides an excellent opportunity for coaching. Three questions unlock the
secret of a five minute debriefing conversation

e Daily calls or huddles will allow you to impart encouragement and drive
successful mental patterns.

o Affirmations - the most powerful and underutilised way of providing
ongoing coaching for personal improvement.

Session Five

Leadership and Execution

It is one thing to be called a manager or vice president and it is quite another

to actually be thought of as a leader by those who report to you. What is the

difference between being a boss and being a leader? Are you able to inspire
your team and individuals within the team?

e L eadership principles - review the principles of leadership and how those
can be translated into your role as manager. Select some specific action
items to start using today.

¢ Training - who, what, where, when and how often? True leaders believe in
having the best trained sales force and providing all the tools that their
people need.

e How will you implement — How many and how soon

e Understanging the importance of synergy and maximising synergy

¢ Developing personal growth strategy - what is your program for personal
growth? Are you setting an example for your team to follow?

Session Six
Recruiting your sales force

Finding the right people is more difficult than ever. How do you know

someone can really sell? How do you know if they can sell your product, new

business or big ticket items? How can the interview be more effective and

turned into an audition?

e How do you identify the right candidates?

*\Who has the skills and strengths you need for your business model and
industry?

e Exercise - group break out session

e Finding the right fit for your team - more than just skills and abilities and
experience - where will they do well? Will they get along with each other?
Will they add or detract?

*The interview - phone interview and short first interviews that help separate
the men from the boys?

o Selling the opportunity

¢ On boarding a new team member

¢ Case Study - Financial Service Group

0830 Registration and Coffee

0900 Morning Session One

1030 Morning Refreshments & Networking Break
1050 Morning Session Two

1300 Networking Luncheon

1400 Afternoon Session One

1530 Afternoon Refreshments & Networking Break
1550 Afternoon Session Two

1730 Course Concludes

If you have a number of delegates with similar training needs, then you may wish to consider
having an In-House Training solution delivered locally on-site. Course can be tailored to
specific requirements.

Please contact Sarah Faradilla on +603 2723 6600 or email sarahf@marcusevanskl.com to
discuss further possibilities.
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Session One
Some Tactical Help for your Sales Force

Being an effective manager means “walking the talk” - so you must know
how to help your sales people find, track and close business when they need to.

¢ Where to find suspects? - are you exploring every avenue of lead
generation? Where can they go and look to find potential business?
e Help them to get more appointments

e Better qualification leads to higher margins - questions, questions,
questions, questions, questions...

e Eliminate objections by changing their perspective.
* The power of positioning
¢ Case Study - Genome Quest

Session Two

Strategic Tools for the Advanced Sales Person

Once you have your sales people past the basics or perhaps you have

acquired a more experienced group - how do you continue to help them

improve? Where can they put that experience to work and generate more

revenue?

e Understanding the buying criteria - every client has their own method of
buying that your people need to understand - do they?

* Mastering relationships - if your sales people have a clear understanding of

the personality types they are dealing with they will be able to care for your

customers and attract new clients.

e Strategic account management - your competitors are trying to take your
customers away! Do your people have the skills needed to maintain the
base and fight off the enemy?

e Referrals - the lost art of generating referral business is even more important

in a tough economy

Session Three
Systems and Processes that Result in Performance

Everyone on the team needs to speak the same language and understand the
terminology that is used. Forecasts and projections and your sanity depend on

being able to understand each other. A clear and well defined sales process
helps us to do that.

¢ The fundamentals of a selling system - do you have one? What is it
composed of and how reliable is it?
e Introduction to the Baseline Selling Model

o Will they be able to Close? Do you have a sales pipeline or is it more of a
pipedream?

Session Four
Improving your negotiation skills in sales

As your prospects tighten their budgets or institute spending freezes the need

to effectively negotiate is becoming more and more important. Buyers are

reading books to learn how to negotiate, buyers find it entertaining and

empowering. Additionally the markets are more competitive and the

consumers are more educated. Are your people prepared to negotiate

effectively or will you simply lose the business?

® Going in prepared - pre call/meeting planning is essential to strong
negotiating

e Bargaining chips - what are you prepared to give? Often it is not the deal
the prospect gets that matters as much as the deal they think they get.

e Knowing when to walk - rejecting the customer. Have you defined a clear
line in the sand?

e Optimising your negotiation skills and strategies in cross-border sales

e Case studies - how to prepare for a negotiation with organisations from
emerging and developing markets

Session Five

Negotiations know-how for minimising conflicts in your

organisation

Your people negotiate with you? You negotiate with them? Be cautious of

too much internal time wasting negotiations.

e Getting the team to focus on your core business

e Getting buy in support from top management to ensure that long term
sales strategies are properly implemented

¢ Bridging the generation gap among sales forces and raise their sales
capability as a team

¢ Building a sound working environment and relationship among organisation

Frank Belzer is Sales Strategies and an Associate for Kurlan Associates. Kurlan and
Associates have been helping companies improve the performance of their sales
people for over 25 years. The sales force assessment developed by Kurlan and
Associates is now recognized as the industry standard and has been instrumental for
some of the most reputable sales organisations in the world. Companies like Oracle,
Stanley Tool, Lucent Technologies, Pentax, Prudential, GTE and Toyota have all utilised
these tools as a way to improve the skills and success of their sales teams

Frank's combined his successful sales and sales management experience for over 20
years in different industries that include both B2B and B2C. He is a great team
builder, coach, and mentor who translates his experience into meaningful "real
world" coaching and training. Frank is energised by his work and appreciates the
satisfaction that comes from helping salespeople overachieve.

Frank Belzer who lived in Great Britain and went to school there studying Business at
the University of Liverpool, later moving to the U.S. in 1988. He started selling
business to business as soon as he was out of school for a screen printing company
and knew right away that he was going to succeed in sales. The next step in his
career brought him into the role of sales management for a floor covering
manufacturer (Shaw Industries) where he was able to drive sales in his particular
region to the point where his team was selling more than the other two combined.
After successfully managing and mentoring an overachieving sales team there for 12
years he moved into the realm of technology as a Manager for Konica Minolta.
Responsible for managing and leading a sales team for his eight years there - his team
sold business products and software - they surpassed their sales goals for the entire
eight years and finished in the top 10 every year. Having been recognized nationally
eight years in a row at the Presidents Club Winners Circle rewards trips he joined the
Kurlan team.

He also serves as a senior Sales Advisor and Board Member to a large Russian
Business Consortium.

At Kurlan he has been helping a number of companies with their sales force
development. These companies include a variety of industries - CardioCore - Life
sciences, AGM - Energy, Pyramid Technology - Computer Hardware, Arc Technology
- Engineered Testing Solutions, Atlantic Comp - Medical, to name just a few.

Current and Prior Clients Include:

e Oracle ¢ Toyota
e John Deere Tractors e GTE
¢ Lucent Technologies * Honeywell

o General Electric & Stanley Tool e CardioCore

¢ AGM ¢ Pyramid Technology
¢ Arc Technology ¢ Atlantic Comp

* GenomeQuest e Terracon

® Perceptis ® Gabriel Group

* Smith Medical ® Scoros

e Northern Lights
e Peter Pan

e Soap Opera Digest

As current economic conditions continue to worsen on an almost daily basis,
the importance of having the right people performing the right tasks and saying
the right things to your clients and prospects has never been more important or
timely.

Additionally the responsibility to manage a group of sales professionals has
become increasingly more and more difficult. Unlike other leadership roles
within an organisation the sales leader needs to not only manage time and
activities - they also need to motivate, mentor, coach, inspire, teach and most
importantly drive two of the most crucial numbers to any company; revenue
and profit margins.

This two day training is designed for the sales professionals that find themselves
in the crucial role of bringing true leadership and excellence to a sales
organisation. The act of simply being a professional business person or an
extremely hard worker will no longer suffice! Those who are responsible for
revenue and margins need to be providing the right strategies, monitoring the
required activities, expecting optimum performance from every team member
and understanding your sales force so that they can be managed effectively.

This training will provide you with practical guidance on how to become the
best sales manager, allow your success to improve the performance of the
organisation and develop the equivalent sales leaders afterwards.

marcus evans would like to thank everyone who has helped with the research and
organisation of this event, particularly the trainer, who has kindly committed and supported
the event.

marcus evans reserves the right to change the venue of, or speakers at the training course should circumstances require. © marcus evans
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Vice Presidents, Directors, GMs, Regional Managers,
Managers involved in:

- Retail sales, sales directors/senior managers/Managers

» Sales * Marketing

» Key Account * Business Development

* Channel Marketing * Promotion Marketing

» Trade Marketing

From across industries

* |T Services » Telecommunications

* Retall * FMCG

» Travel & Transportation + Manufacturing

* Aviation » Automotive

* Oil & Gas » Chemicals & petrochemicals

* Electronics / Electrical

* Pharmaceutical & Medical Suppliers

* Real Estate & Property Development

* Financial institutions including banks & insurance companies
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Frank Belzer= Kurlan Associates® J& HMSI0IXE =S
ZGXOICH Kurlan and Associates= Xl 25E2F SR S9)
AU A2 [l E2 IIMES &AL JUCH & AMAH OrE
ga Qe g9 M2 JjAsE2 2 A0 Sof ofgE Fgd
LIIE MPAE AROZ OIXMFID IHEHSIH =25t UL
Qct2, AE2] E(Stanley Tool), FEEHIA=Z XA, HEA
(Pantax), Z=2G&, GTE 2 EQEIE 1S9 Y9E Jlal
HBZ2 A AID|D| ft &ote 2 0] EES 26t QUL

Frank= B2B2 B2CE 0tRZ2= Ch2er M0 XIE 2004
EH2F A2EO0 99 9 oo Bp| AES ML = Xtalo
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Team builder)0I Xt 22X HEOICH Frank:
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201 21 UACH

H=20A MEHH Frank Belzers 2IHE UM HIELIAS
HSoIAU2M 0lF 19884 O|=2 2 J[RLH SWE EYUS &
FrankE ATl Z2IE SANM B2BEE S AIEHOD, 20210]
UM d=0tH & 20lcts 22 MEAH =Ct 09 29

tS © A= Shaw Industriesete BFE M MZEALHIA S22
‘i‘%*o &getol= A0IALH. 14—01|A-| Franke Xtalol &gt
HANA 2 B0l SO B2 0|40 28 HMES THifots
HEO0l OIZ2J| DXl ZHOH 04%* ZXotH =Ch 1262t =1
2S489 JuUE UWH ZHEsS 4382z 22| L N&EE 0=

=

1= ZUDL OlsEHKonica Minolta)ete HIAS2 X o2
22| XEM SOIH SCH O 20lA 8E2t JeEsS F—FEIOP_’
XNEole MAS SEHGIH M 09 €2 HIELIA M3 ATE
AHE TSI CH Ml 8EHN 2 Y SEE =0 €461

O Top10 dECZ JISLAULCEH 0= LHOIA 8 SO OfA
President Club Winners Circle =42 EoH HHE2 =02l Frank
= ¥ guruetl g = U= KurlanE 0fl &S 6tAH =IC

Frank= S8t 2{AIOF HIXULIA HAAIY  (Russian Business
Consortium)lA &2 I X2/Ad 2 /32 &S06tL
QUCH.

KurlanOlAd D= S8 JHEE ol H2 IMEE &2 21
QUCH oledst 3l A P%% Crrst At 0fl ol JUCH 2o oS
SAH, dgsro| CardioCore, WXl 202 AGM, ZFH
HAa=2 X2 Pyram|d Technology, AXILIKHE HAE &89

Arc Technology & X2 2| Atlantic Comps 0l RULCH.

Current and Prior Clients Include:

« Oracle * Toyota
« John Deere Tractors * GTE
* Lucent Technologies * Honeywell

» General Electric & Stanley Tool » CardioCore
* AGM * Pyramid Technology
» Arc Technology « Atlantic Comp

* GenomeQuest » Terracon
* Perceptis * Gabriel Group
* Smith Medical * Scoros

* Northern Lights
» Peter Pan

» Soap Opera Digest





