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Observations

#1 – Global economy is growing again, albeit very unevenly; with BRIC 
countries taking the lead.
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Observations   

#2 – Global forces will continue to create turbulence and 
disruption, including:

Accelerated rates of product innovation; shorter product life 
cyclescycles 
Increased number of low-cost competitors, particularly in LA, China and 
India

Reduced capital intensity in new industries allowing them to adapt and 
change swiftly (e.g. software, biotech, and chip manufacturers)

Faster flow and more open access to information about competitors, 
markets, customers, and suppliers 

Fluid talent flow particularly of executives making it difficult to sustainFluid talent flow, particularly of executives, making it difficult to sustain 
competitive advantage

Difficulty recruiting enough mid-level engineers and scientists
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Observations   

#3 – The frequency of major inflection points, requiring new 
growth strategies, will increase.
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Source: Research by Bain Capital, 2009



Implications  

1 Managers will need to choose swiftly between Strategic1. Managers will need to choose swiftly between Strategic 

Re-direction and Operational Improvement

2. Many will struggle and be tempted to preserve the “status 

quo” (Feature ROSI data)q ( )

3. The lure of “New Business” will be strong but insufficient

4. Success will be found in “organic” growth strategies!
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Implications
Strategic Re-direction or Operational Improvement? 

Sales E ec tionSales
Discerning between the two and maintaining alignment are critical to achieving sustained 
growth. 

g p p

Sales
Strategy

Execution
Sales Strategy StrategyOrganization Execution

Strategy Organization Execution

g

Which markets? Optimal sales organization Sales Management

Strategy Organization Execution

Which markets?

Which customers?

What products and services?

What value proposition(s)?

Optimal sales organization 
structure and roles?  

Complete market coverage?

Ideal channel network & 
t t ?

Sales Management 
Processes?

Sales Skills and Capability?

Data Driven Planning and 
A l i ?What value proposition(s)? partner ecosystem?

Most efficient sales 
processes?

Most effective sales tools?

Analysis?

Performance Measurement 
Systems?

Sales Force Enablement?Most effective sales tools? Sales Force Enablement?

Compensation Plans? 

Actionable Optimized Revenue Operating Platform for
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Actionable 
Growth Plan 

Optimized Revenue 
Engine 

Operating Platform for 
Revenue Growth
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Implications
Many Will Struggle; Do You Have the Requisite Capability?y gg ; q p y

Our Research Finds that Many Organizations Lack the Sales 
Ops Capability to Develop and Manage Growth Strategies.
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To assess your sales ops capability, take our assessment at: 
http://www.evergreengrowthadvisors.com/sales-ops-right-stuff.shtml



Implications
The Lure of “New Business” Will Be Strong but Insufficientg

Success Rates of Different “New Business” Strategies.

5-10% Big-bang Acquisition/Transforming Move

10 15% Di ifi ti i t H t M k t10-15% Diversification into a Hot Market
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Implications
Success Will be Found in “Organic” Growth Strategies…g g

…that Build on One’s Base and Clarify: What Will be Sold to 
Whom, and How!,
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Organic Strategies have a success rate of over 30%*
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Setting an Organic Growth Strategy 
Getting Startedg

There are three pre-requisites:

1. Understanding of Sales Potential

2 Cl d A ti bl S t2. Clear and Actionable Segments

3. Adequate Sales Coverage

Organic growth strategy development ultimately involves making 
i f d h i b t h t l h i d i tinformed choices about where to place emphasis and invest 
scarce resources. To maximize returns, it is critical to know which 
opportunities have the greatest sales potential and ensure 
adequate resources are invested to capture full valueadequate resources are invested to capture full value.
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Setting an Organic Growth Strategy
Understanding Sales Potentialg

Growth rates vary significantly within an industries; pinpointing the 
relative sales potential of accounts within markets is critical. p
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Setting an Organic Growth Strategy
Understanding Sales Potentialg

It’s insufficient to merely know the “total market” opportunity!

Total Market OpportunityTotal Market Opportunity

Addressable Market Opportunity

Realizable Market Opportunity

Market 
Share
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Setting an Organic Growth Strategy
Clear and Actionable Segmentsg

Creating groups of customers with similar needs and buying 
processes enables efficient and effective sales coverageprocesses enables efficient and effective sales coverage.

Four Dimensions for Segmenting Customers

1. Customer Descriptors/Demographics

2. Purchasing Behavior

3. Needs

4. Product Preferences
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Setting a Growth Strategy
Adequate Sales Coverageq g

Adequate coverage entails not only aligning the right channels and number 
and type of resources with customers, but also ensuring that role 
accountabilities are clear across the sales processaccountabilities are clear across the sales process.

Responsible Manages the Process
Accountable Ultimately Accountable for Result
Consulted Expertise to Contribute
Informed Needs to be Informed of Decisions and Actions
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Setting a Growth Strategy
A “MAP” Generates Many Insights

A S l  G th MAP

Looking “back to the future” is counterintuitive, but extremely useful!

$10 000

$10,720$620

A Sales Growth MAP

$10,000

Last Year’s  This Year’s 

Churn

$(7,650)

M i t

$2,450

A i iti P t ti00
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$3 407

Last Year s 
Sales

This Year s 
Sales

Maintenance Acquisition Penetration
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$3,407

M A P
Calculation detail:

S

Calculation detail:
$7,650 Maintenance sales ÷ baseline period sales of $10,000 =  76.5% Maintenance
$   620 Acquisition sales ÷ baseline period sales of $10,000 =  6.2% Acquisition growth
$2,450 Penetration sales ÷ baseline period sales of $10,000 =  24.5%Penetration growth

107.2% total sales growth
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Setting a Growth Strategy
A “MAP” Generates Many Insights

The analysis begins at the Account level, but could easily be done for 
each segment, to reveal trends and opportunities.

Proprietary & Confidential
15



Setting a Growth Strategy
A “MAP” Generates Many Insights

Similarly, the analysis can be used to look at growth and profitability, 
by territory, segment, or product within segment.
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Closing Thoughts
Please Remember:

1 A strategic re-direct is in your future1.A strategic re direct is in your future

2.To rigorously and frequently assess the need to re-direct 
strategy vs. improve operationsstrategy vs. improve operations

3.Organic growth strategies significantly increase the odds of 
success 

4.To utilize MAP and coverage analyses….keep building and 
leveraging Sales Ops capabilityg g p p y
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Questions?Questions?
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Contact Information

Thomas G. Knight Erik G. Birkerts

Partner Partner

866-549-3191 landline 866-549-3191 landline

630 364 8805 bil 224 554 9137 bil630-364-8805 mobile 224-554-9137 mobile

tknight@evergreengrowthadvisors.com ebirkerts@evergreengrowthadvisors.com

Mailing Address:  736 N. Western Avenue, Suite 253, Lake Forest, IL  60045

Website Address:  www.evergreengrowthadvisors.com
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