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Background

Experience:
A 30+ yearexperience consultingn competitive intelligence (CI)
A Focus on Win/Loss and training of Win/Loss and ClI

A Secretary/Treasurer of the board of directors of the Strategic
and Competitive Intelligencrofessionals

A AdjunctFacultyof Champlain College (Burlington, ¥)ght
undergraduate courses in Competitilrgelligence

Education:
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College (V)T
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A Masters in International Affairs from the American University
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Step 1: Understanding Win/Loss
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Overview of Win/Loss Analysis 4

Win/Loss Analysis is: ‘

A formal, systematic review process for completed deals to obtain insight on the outcome,
provide tactical sales intelligence, and support strategic decision making

»

Helps you understand why your customers are (or are not) buying your products

* t NP A RSA Ay aA 3K iexpérighiedvithesgediiN Salesizgagements B Q
lff2ga @2dz G2 o0SYOKYF NJ @&2dzNJ FANNVIEa LISWNSF |
perspective

Win/Loss Analysis is Not:
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staff
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Targeted customer debriefs to provide support for predetermined strategies or actions
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Types of Win/Loss and Purpos

> v D

\_

Sales Win/Loss

Evaluates the sales team:

]
@® Presentation
' Professionalism

‘« Politeness E}._
x Responsiveness @

Not shared outside the sales operation
Account specific
Sales Win/Loss is about the selling

process

O
V-

!

Strategic Win/Loss

‘A Evaluates the entire offer:

Fit & Function
Reputation
N

:O Messaging
1 Pricing e

o]". Competitors ".,
w 'nl Integration t"
g

A Shared across all business functions
A Individualand aggregated accounts

A Understandweighting of decision factors
and how closely they are met

A Includes third party role

A Focuses on value proposition & how
overall product fitO dza (4 2 Y S N &

A Competitive benchmark metrics
A Managed systemic deal selection

N
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Effective Strategic Win/Loss Programs Cover Seven Key Decisic

Factors

e

References

=
‘ Effective ‘
| o |
Program
\ Nn___/
Service & f
Delivery

Priceis often cited as the \

reason for a loss

A Yet it is often only one of many
factors that contribute to sales
outcome

A Ranked by role in the sale, price
typically comes in between fourth
andseventh

Product
Function

Best PracticeRankperformance on these decision

Additional question to ask factors based on importance to the prospect and in
IS reason why the comparison to competitor performance.

customer went to market
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Successful Versus Unsuccessful Wln/Loss Progrc

Most successful Programs |Least Successful PrograMs

A Mixture of qualitative and ’ . L
quantitative data A Only Ql.Jantltatlve or Qualitative

A Continuous effort A Sporadlc. effort

A Deals selected based on set criterig| A Cherry picked degls

A Strong executive engagement A Allow deal excl_u3|on

A Regular sharing results A Lack of executive support

A Deliver results to both sales and | |# P° r.10t share_results
other teams A No link to action

A Recommend action
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Step 2: Drive Engagement In
Win/Loss
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Win/Loss Success iIs Driven by CGiosmpany
Involvement

Sales: \

A Sales team is the gateway
to the customer

A Sales team is incented to
sell

A They need to see a return
for their contribution

@nior Leadership:

A Can incent/require
participation in the proces

A Has strategiinterest in dea
outcomes

A

Looks for diagnostic insig
on individual higkprofile

deals Company A Win/Loss should be more
A Needsactionable than sales performance
recommendationsand Involvement
\results
(Other Groups:

A Refinemarketing messaging
A R&D and new produatevelopment

A Service learns what customers need
\A Finance can compare terms aodnditions
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Sales Force Engagement and Participation IS Esser

The frontline sales force will be directly involved with the execution of the Win/Loss
program, and its support is critical to encouraging client/prospect participation

Sales force engagemead@innotbe forced for a Win/Loss
VERY > program to work effectively over the lortgrm

IMPORTANT!

» A Win/Loss program may be undermined by the sales force if it
IS not perceived as being in its best interest

to gaintbuyin from the sales forece:

municatethat the intent of the process is to be
portive and informative, and not punitive

w key members of the sales force the ability to provide
t into the process

rethe tactical dealevel insights with the sales force
ctly in a timely manner so they can apply the findings
cessfully on new account pursuits

won a periodic basis how program insights are being
lemented and driving greater sales success

WWW.SCIP2017INTERNATIONAL.COM 10 #SCIP17



32nd Annual SCIP International Conference & Exhibition

° o
SClp DEVELOPING & ENGAGING THE MODERN INTELLIGENCE WORKFORCE.

MAY 15-18, 2017 | ATLANTA, GA

Importance of the program and the level of executive
t to prospective and current clients providing feedback

es force participation and adherence to the program
nd adds an additional degree of accountability

Impetus for action and authority to leverage valuable
ights across the organization

Example Roles and Responsibilities

| SVP Global Sales Communicates program
sales executives and creates internal alignment

Enforces participation from regi
responsible for implementing sales process changes

|

Regional Sales VPs

Ensures program is m
leadership and oversees any needed changes

— Program Sponsor

Manages day to day internal co
communication with regional VPs and sales force

|

—— Program Admin

Notifies clients/pros

Sales Force and participates in the interview process
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Engagement Exercise

A Without effective engagement, a Win/Loss
program is less likely to succeed. Think of tool
that can be used to engage these groups:
| Sales
I Finance

I Marketing

I Senior Management

I Others
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Step 3: Build & Execute your
Win/Loss Program
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