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Sales Enablement is a set of CRM capabilities enabling a company’s sales
organization to achieve strategic objectives and operational excellence

Expected Benefits

+ Sales growth

» Cost reduction / cost avoidance
 Sales process standardization
* Monitor distributor performance

Completeness of Sales Enablement Strategy

+

» Trade spend optimization
» Customer profitability analysis

* Value driving sales analytics
* Promotion simulation and measurement
* Focus on customers acquisition / loyalty

Typical Consumer Goods
Company in Russia

Baseline capabilities
» Sales Force Automation

» Trade Promotion Management
(core capabilities)
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Advanced capabilities
+ Customer Business Planning

Sales Enablement capability completeness

+ Customer Profitability
» Trade Spend Optimization
+ Other extended capabilities
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There are some common key challenges to all Sales Enablement programs
which may threaten their success — which are amplified in Russia

Complex transformation journey Different distribution channels

*How to shape a harmonized sales solution? Mix of direct and indirect sales
*Complex to define a successful deploy roadmap

-Need to develop the right skills Prevalence of distributors networks

Low capability & high staff turnover Q

(Sonnectivity & climate issues

User Adoption
*Change of pre-existing sales processes & procedures h!
+Difficult to get the acceptance of the new technology
*Solution usability and performance can be an issue

Results measurement
+ldentify the right KPI's Absence of Analytical Tools

*Hard to recognize non-tangible business benefits

*How to calculate ROI? Data Accuracy & Availability
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We believe that the following drivers are crucial to determine the selection and
the success of a Sales Enablement solution

» Operating and Governance Model
* Route to Market Model
» Sales Force Type

* Process & Organization Maturity

« Enabling Technology & Integration

Copyright © 2008 Accenture All Rights Reserved. 5
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Operating and Governance Model

» Sales Enablement solutions need to match company’s operating model to be effectivene

Top Down Regional Focus “Glocal”
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= Global policies on most functions including = Some global coordination but mostly = Split policy with Brands run globally or locally
Demand side (brands, innovation, insight) coordinated regionally depending on strategic importance; shared
= Local execution with tailoring for specific market = Often used as transition step to global commercial services wherever possible
= Often used by American companies with autocratic model or in sectors where historically = Local execution with tailoring for specific market
culture consumer tastes have been local = Often used by consensus oriented organisations
= Country / Region business requirements are * Market business requirements collected = Market business requirements would be collected
collected and evaluated by Central Steering by Regional team who interact with either by Regional or local team who interact with
Committee. :)usm?ss“users. Intlleratc.;tloP W'.t(:' clz'entral business users. Eventually following central
eam for “core application” guidelines ali :
= The template would be managed by Central Design and best practicgz adheren%:e guidelines on best practices
Governance team that filters, approves, prioritizes ) ) = Delivery and support are fully managed at country
the business requirements. * Project delivery and support teams are level, focusing on local solutions (eventually groups
typically located in the Region of countries with similar characteristics)

= Unique central delivery factory
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Route to Market Model

» Need to address the increasing complexity of Route to Market models including direct, indirect or mixed
sales & distribution processes. PoS information capture & distributor control are typically key factors

Models

Owned Sales —
Outsourced
Distribution

Outsourced and co-
managed

Cost
PoS Information

Indirect Exclusive

(1)

Sales Activity Contro

Indirect Multi-brand
(IM)

INDIRECT

Wholesaler — Cash
- & Carry
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Description

Order management and distribution carried out by the Manufacturer
(including Distributors that are joint ventures with Manufacturers) with a
pre-sales model

Order management and distribution carried out by the Manufacturer
with a van-selling model (DSD)

Order Management carried out by Manufacturer
Warehousing and Distribution by the Distributor

Order management and distribution by Distributor
Manufacturer has significant control over the Sales Activity

Order management and distribution by Distributor
Manufacturer has marginal control over the Sales Activity

Order management and distribution by non-exclusive Distributor
Manufacturer has marginal control over the Sales Activity

Order Management and distribution carried out by the Wholesaler.
Manufacturer could have marginal role in Sales Activity mainly with
promoter or merchandiser
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Sales Force Type
» ...which are also reflected in which sales activities are executed by which type of sales force (internal/

external)
Applicability on
< Sales Force Role > e Djstribution Channels =p
Direct Sales Merchandiser / Distributor Sales GO-to-MARKET Modern Traditional = Open Impulse /
Force Promoter Force MODELS Trade Trade Markets Horeca

* Order Management
+ Deal&Promo Neg.
« Assortment Mgmt.
+ Cash Collection

* PoS Execution
* Promo compliance
+ POSM management

&

+ Order/Inventory Management
+ Cash Collection

» Deal&Promo Exec.

» Assortment Mgmt.

* Merchandising — PoSM

« Order Management
« Cash Collection

« Deal&Promo Exec.
« Assortment Mgmt.

» PoS Execution
« Promo compliance
« POSM management

Owned Sales —
Outsourced

* Pre-sales activity
« Deal&Promo Exec.
« Assortment Mgmt.

» Order Management
+ Cash Collection

» Deal&Promo Exec.
» Assortment Mgmt.

* Pre-sales activity
« Deal&Promo Exec.

» Order Management
+ Cash Collection

» Deal&Promo Exec.
« Assortment Mgmt.

Outsourced and co-
managed

Indirect Exclusive

™
Distribution D
D
>

(N

* PoS Execution
+ POSM management
* PoS Investment

» Order Management
* Cash Collection

» Deal&Promo Exec.
« Assortment Mgmt.

Copyright © 2008 Accenture All Rights Reserved.

« PoS Execution
* POSM management
* PoS Investment

» Order Management
« Cash Collection

» Deal&Promo Exec.
« Assortment Mgmt.

INDIRECT

Indirect Multi-brand
(M)

Wholesale — Cash &
Carry
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Sales Force

PRE-SELLER,

Client %» Distributor

Delivery Goods

(]
:
:.-- Web-shop

2
Printed
Delivery
Note

KEY ACCOUNT

% Customer

Delivery Goods

_ 2 /.
E-Order

~ 100 distributors
~ 50 own KA Sales Reps (working with KA)

product only and managed by client’s Sales Managers)

~ 1000 exclusive Sales Reps (distributors’ employees working with Client
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» VAN-SELLER
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Delivery Goods
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Process & Organization Maturity

»  Process maturity and business readiness vary widely across organisations and imply different needs in
terms of sales enablement capabilities:

—Historically, consumer goods companies in Russia have aimed for “basic” objectives: standardize & streamline
processes, manage high data volumes for the traditional trade, maximize in-store effectiveness and evolve towards a
more mature model

—But increasingly companies are using_Sales Enablement to provide distinctive capabilities, enabling to differentiate the
company against competitors and reach operational excellence

» Sales Enablement can successfully drive all these different needs, given the following prerequisites:
—sales processes are well defined

—solutions are tailored to the existing business processes, or applied only after a process reengineering and
implementation

Copyright © 2008 Accenture All Rights Reserved. 10
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Process & Organization Maturity

Trade
Marketing

Field
Sales

Customer
Service

Step |
“Get the Basics Right”

Account planning

Trade/Account Promotions
Management

Funds and Payment Management

Deductions Management

I
Account Management
Employee management
Contact Management
Credit & Invoice Information
Contract & Agreement Information
Price List Management
Marketing Encyclopaedia
Visit Management & Agenda
Quota Management
Merchandize Return Management
Order Entry
Order Management

Call/Contact Management
Customer Information Management
Order Management

Returns Management

Call Centre Order Entry (in-bound/out-
bound)
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Step Il
“Differentiate”

Data Analysis Tool / Data
Exporting

Product Information and Analysis
Point of Sale Support

Shopper and Trade Research
I

Customer Profitability Analysis /
Budget Management

Compensation Monitoring
Fund Request Management
Expenses Management

POS Management (data
gathering, POS Activities
management)

=

Step Il
“Collaborate”

Merchandising Material Request
Collaborative Trade Promotion

Customer Information

Credit Information

Internet Order Entry — Sales Rep
Campaign & Offers Information

Customer Information

Internet requests entry

Internet order entry - Customers
Campaign & Offers Information
Surveys
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Enabling Technology & Integration

= Sales programs are sometimes Technology driven and “technology at all costs” can be counterproductive.

» Furthermore, master data management and integration with external systems can drive higher costs, if not
carefully designed.

ACNielsen

Distributors

Technology can be an accelerator of
sales effectiveness, but only if
associated with user adoption and
effective application performance

An integrated approach and central
Master Data management are key to
maximize efficiency and minimize costs.

Copyright © 2008 Accenture All Rights Reserved. 12
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Diagnostic approach to select the right Sales Enablement Solution
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Driver Analvsis Solutions Software Business GOK/?SSZPCG
y 5 options list /Comparison Case Definition
Traditional Trade
Ability to Y o <C —
influence o L om
distributors L w
Gathering from client = Go-to-Market model Ability to influence the Record technical landscape and/or Develop the Business Case
_3 info/data belonging to  dominance leads to distributors around 3 main | business priority needs and level ' and Define the Governance
E market analyze separately the application areas: 1) ERP, | of sophistication required for new ' Model Definition
g characteristics context for Indirect and 2) SFA, 3) Data Sharing solutions
Direct
(%]
2
QO
3
% Research & Analysis / Interviews / Workshops Detail information: Business Case
Q and solution association Governance Model
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Sales Enablement: Supported Capabilities

Promo Calendar
Definition

TPM

Sales Planning &
Forecasting

Sales

Order Taking

Multi-channel service

Service

Service analytics

Accrue Funds

Organizational and
territory management

Contract
Management

Customer service and
support

Retail Execution /

Monitoring

Account and contact
management

Travel and expense
management

Resource planning and
optimization

Check Payment
Processing

Event / Payment
Matching

Opportunity

Activity Management Management

Sales analytics & suppol
of all interaction
channels

Service planning and

. Professional services
forecasting

Copyright © 2008 Accenture All Rights Reserved.

15



