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Where to Next?




Uncertainties

How Do | Respond?

How Do Keep Everybody Safe?
What Are the Risks and Liabilities?

How Do | Lead My Employees?

What is the Business/Personal Balance?

What Changes Do | Make in the Business?

How Will My Clients Respond?
Immediately, 3 Months, 12 Months?
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Path to Refocus: Analysis, Decisions and Projects, Execution
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Path to Refocus: Analysis, Decisions and Projects, Execution

K 4 5 6 7
Analysis of SWOT Analysis Revisit the Identify Key Establish
External Organizational Priorities

Environment Vision

Expectations
for Each Key
Priority

8

Allocate
Resources to
Accomplish
Action Plans

Planning

3ChOn §

Positiolns.

9
Establish

and Adhere
to a Regular
Review
Process

10

Create Action
Plans, Due
Dates and

The Roadmap to
Organizational
Excellence

Performetrics
‘m : Processes

Assignment of

Responsibility

RETURN sTRONGER )



Environmental Factor m Impact on business How Changed? (Since Feb)

Economy
Governmental Issues

Regional Influences
—

Accognt Base B (R iy s [ Compe'tltlon

0 Vertical focus doenl 0 Footprint

00 Company size an . eployment 0 Customer view/acceptance
0 Common pains 0 Direct/remote O Growth pattern

0 Sales-cycle length [ Internal/outsourced O Sales/marketing strategy
[ Revenue potential [ Product/service-based 0 Pricing model
0 KARE (Keep, Attain, Recapture, Expand) 1 Team-selling focus 0 Distribution methods

0 Competitive positions 0 Alliance/channel partners O Territory value propositions
0 Industry specialization

0 Practice/specialty groups
0 “Strategic” teaming

00 Commercial vs. public sector
% Affiliations/Alliances
% Economy 0 Industry/trade associations
/ 00 Market cycles 0 Local colleges and universities
I 0 Seasonal buying patterns Market Pattgrns O Locations of clients from elsewhere
4 [ Regional influences [ Demographics O Current channel partners
? 0 Growth 0 Buying access O Current alliance partners
O Vertical impacts [ Brand image O Current prime/sub-partners
0 Governmental issues [ Ethical issues O Chambers of Commerce
O Environmental issues 0 Cultural issues 0 Company alumni/friends

0 Other affiliations/alliances



LM

Competition
How Will They Respond?
Which New Competitors?

Affiliations/Alliances
Who are my fellow Travelers?
Who do | need to join?

Service Structure

and Deployment
What New Requirements?
What will | need?

Market Patterns
What New Issues and Will Emerge?



Example: Analysis of the External
Environment

Economy
Governmental Issues 2 Moderate Remote working; no in-person
training
No in-person networking
Market Cycles: Recession 1 High- Likely Negative - Two customers- 1 shut down; 1

retail demise

- Construction may return to
training viability (was too
vibrant)

- Medical non-viable for
foreseeable future

Service Structure 2 Moderate- Positive - New topic areas in strong
demand

- Organizational
Excellence (analysis,
plan, execute)

- Remote Selling

- Remote management

- Crisis management

- Social Media Selling

Service Structure 3 Moderate- Negative - Hiring demand decreased,

lowing demand for “Hiring RETURN STRONGER O

Model” and Assessments
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SWOT For Today & 12 Months+

STRENGTHS

Leverage

Build
Maintain

WEAKNESSES
Diminish
Compensate
Remedy

* Products/Services
* Clients/Prospects
+ Selling Strategies

* Competition
* Distribution
* Pricing Policies

OPPORTUNITIES THREATS

Prioritize

Strategize
Capitalize

Defend
Neutralize
Overcome

How do | limit negative effects
within your control
(weaknesses) and outside your
control (threats)?

What can | do to leverage my
strengths and capture my
opportunities?

One action YOU can take today



IF YOU GHASE TWO
RABBITS, YOU
WILL NOT GATCH
EITHER ONE.

Proverb

PICTUREQUOTES.com-

identify

Where we are

. Where we want to go
Thg path to get there.
&



ldentify Key Priorities

LEADERSHIP TDOLS X

Establishing Expectations

What will change when you for Key Priorities Tool 1.7.1

have successfully addressed
this priority?

Key Priority #1:

Benchmarks:

How will you knOW When you Base Year: Year 1: Year 2: Year 3:
have Successfu”y addressed Impact on Organization.. ...if we do nothing? ..if we are successful?
this priority?
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ldentify Key Priorities

LEADERSHIP TOOLS X

Establishing Expectations

for Key Priorities Tool 1.7.1
How do we know y
Benchmarks Benchmark C
we’re on course? (easurement)
Quantitative Expectations Base Year Base Year. Base Year.
. Year 1: Year 1: Year 1:
What are our Metrics?
Year 2: Year 2: Year 2:
Year 3: Year 3: Year 3:
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* What are key priorities?

Stay Afloat

Generate Revenue
Scale to New Demand
Shift Market Positioning
Continue Current Course
Other

MC



Execute & Change Management

¢ How will this be
communicated to the
organization?

LM

LEADERSHIP TOOLS X

Allocation of Resources
and Responsibilities

Due Date Assigned To Cost Time Frame When | Who Approves
Funds Needed

Action Items
1.

Tool 1.8-9.1

Who is Responsible?

Who is Accountable?

Who is Consulted?

Who is Informed?




Questions

* Who's responsibility in the organization is it to drive the review
process’?
« Owner
« C-Suite
« Sales Manager
+ Sales Team
+ Outside Resource

* Is the buck being passed?
* Do you need to outsource any part of this?
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Test and Document T

The Plan Summary

Complete this form in the simplest terms possible! It is the starting point, and the agenda, of your review meeting.

anizational
on:

Organizational
Mission:

The plan is doable and nothing will prevent it from T——

ADE X
Planning Validation Survey Tool 1.10.3

= snmemm—— happening. Values and
ECEECTTET Beliefs:
Hon oo KEY PRIORITIES Key Priority 1:

T OJoooooodaond with quantitative

measures, action
OOooooooodd items, and due

dates/resources
ooooogooodao allocated; amount
used, next time Key Priority 2:
frame resources
needed; and RACI:

s s =l Il All key issues can be overcome in an effective and
miuiu{ululuiuiuiuiui timely manner.

O00ooocOoooo

Key Priority 3:

When the plan is shared with them, all members of the
team will be on board and there will be no push back.

Gaps Identified
and Possible
Actions to Close
Gaps:



t of the change. =
Identify the why, what, and when elements of getting there.
Involve the people affected by and integral to carrying out the change.
Develop a plan.
Monitor progress.




“The only thing standing
between you and your key
priority is the bullshit story you
keep telling yourself as to why
it can’t be achieved.

“At the end of the day, let
there be no excuses, no
explanations, no regrets.”

» >l o) 000/1:24



https://www.youtube.com/watch?v=iKfL4itTojI

Thank You For

Sandler Training by Mercury
Mark Kirstein
480-678-7778

mpd@sandler.com

Over 300 Sales & Leadership Podcasts
Dozens of White Papers and Webinars
Exclusive Videos & Course Samples
Sandler Advisor Newsletters

And Much More!

Attending!
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Business Assessment Survey
(please refer to Tool 0.3 in your Leadership Tools for blank worksheet)

LEADERSHIP T0OLS ¥

Business Assessment Survey Tool 0.3

rcle # of Points

() 0 17. Do you feel comfortable that you know who your major competitors will be three years from now?
@ 0 18. At least annually, do you evaluate your market segments based on ideal attributes so each segment can
be scored and ranked? (2 paints)
() 0 19. Are you gaining market share in each market segment?
@ a 20. At least annually, do you evaluate your customers based on ideal attributes so each customer can be
scored and ranked? (2 points)
1 (@ 21 Atleast annually, do you dig deeply enough to identify whether or not you have a true core competency?
22. At least annually, do you take a fresh look at identifying no more than three key issues that need to be
2 @ addressed, regardless of whether those issues are short il or longer ter egic?
(2 points)
9 @ 23. Do you set itative, time-phased i for each key issue that will enable you to

determine when that issue has been successfully addressed? (2 points)

a 24. Do you create action items to address each key issue, assign specific people to each action item, and
establish firm due dates for their completion?

. Do you allocate the resources necessary to implement the plan?

&

26. Do you hold regularly scheduled meetings to review action items and due dates, and hold people
0 responsible for attending all of those meetings and reporting progress on each item assigned to them?
(2 points)

Q@ 00

https://www.mercury.sandler.com/OrganizationalExcellence
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