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INTRODUCTION

[image: image2.wmf]The Inconvenient Truth – A Business Case Validates the Need to Improve Sales Managers’ Coaching Effectiveness
A recent study of 3000 sales managers and reps to identify the traits of world-class coaching by the respected Sales Executive Council concluded: “While coaching is the manager activity most closely associated with rep success, and the key to maximizing value of training efforts, it is, regrettably, also the activity that managers perform least well.”  
A synopsis of the findings:

· On average, teams that report receiving more than three hours of coaching per  rep (each month) exceed their goals by 7%. Teams not receiving three hours per month underperformed by a significant margin.
· Without on-the-job reinforcement, reps lose 87% of training within one month.

· On an index of 10 sales manager skills, coaching had the lowest performance ranking and repeatedly indicated underperformance of this critical skill.
· Combining training with coaching improves returns four-fold relative to training alone.

· Allocation of coaching time is a major factor in coaching results. However, most sales managers spread coaching time equally across team members, which is the least effective method.  
Together, these coaching obstacles present a challenging, ongoing problem that significantly impacts sales and profits on a daily, weekly, and annual basis.
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Porter Henry & Company has had great success with its leading-edge sales manager workshops and online courses, often referred to as the Ultimate Sales Manager curriculum.  However, we recognize the need to provide a coach-training program with a unique, broad, and effective solution. Consequently, we have opted to develop a two-day workshop, tentatively named SalesCoach3, that will offer three critical, interacting coaching formats, each with its own special use and application: Tactical, Strategic, and Distance Coaching.  The initiative will capitalize on these resources and learning essentials:
1. Porter Henry’s leading-edge courses including Field Coaching and Distance Sales Coaching, and our custom-design experience
2. Input and experience of Fortune 500/1000 Sponsors that join this initiative to share best practices, offer creative ideas. 
3. Engaging learning or reinforcement design capability that will drive the workshop, demand action, challenge ideas, and focus on real-world coaching solutions.
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SalesCoach3 will be designed by Porter Henry in collaboration with a cadre of Sponsors and will be targeted at first-line sales managers ranging from rookies to experienced sales managers.  It will capitalize on Porter Henry’s vast sales/sales management curriculum and cover three interacting, critical coaching methods:

SalesCoach3 Methods
	Coaching Method
	Objective
	How and When
	Benefit

	Tactical Coaching
	Improve sales rep’s selling skills via pre- and post-call coaching
	Sales manager   observes skills on joint sales call, coaches afterwards    
	Builds tactical selling skills and reinforces them “live” on the job 

	Strategic Coaching
	Achieve sales results, penetrate accounts by on-going basis, gain the business
	Analyzes/assesses results/reactions before/after sales call, plans on-going strategy, how to overcome account obstacles; done any time and any where
	Teaches sales rep to sell strategically, analyze results, integrate and build strategy for accounts on continuous basis  

	Distance Coaching
	Reinforce tactical and strategic coaching on interim, select basis, determine activity, and monitor performance 
	Targets selected reps (as needed) and specific accounts; coaching accomplished electronically or by telephone
	Enables sales manager to reinforce coaching results and track progress with “hi-need” sales reps in- between visits


In addition to comprehensive learning and application of the three formats (above), the workshop will optimize sales manager coaching time by utilizing Porter Henry’s proven methodology for determining and allocating coaching time among sales team members.    

THE OFFERING
Below is an overview of the Sponsor offering
	GOAL
	Porter Henry & Co., Inc. is offering to design and produce a two-day SalesCoach3 workshop, to be developed in partnership with 10-15 sponsoring companies.  Sponsors will sign-on for a modest fee and receive significant ROI value.

	TEAM EFFORT
	The program will be designed to meet the needs of today’s sales managers who are extremely challenged and under heavy pressure to perform.  The program will capitalize on Porter Henry’s 60 years of experience as the “salesforce specialists,” creativity emanating from our staff, intellectual property, content and tools from 25 proprietary salesforce programs.  Most important, it will capitalize on the quality input and best practices of the Sponsors who join in this team effort.

	ROI
	The front-line sales manager is the linchpin for success at the sales level.  Even a small improvement in performance has a cascade effect when it impacts the typical sales team of 5-10 people.  SalesCoach3 will enhance/replace Sponsors’ existing management training and contribute further to ROI.

	RATIONALE
	Porter Henry & Company has been a leader in designing salesforce development programs and systems since 1945.  We have successfully used this partnering approach to develop 25 programs in our AccountAbility, SalesAbility, and ManageAbility series.  Over 125 Fortune 500/1000 companies have participated as partners (Sponsors) in the development of these programs in recent years

	BENCHMARK OPPORTUNITY
	One of the benefits that past sponsors have identified is the opportunity to benchmark best practices and network with other professional trainers and with the Porter Henry & Company staff.  During development, a myriad of ideas will be shared, which enhances participants' professional growth and contributes to the return on investment for their companies.

	WIN-WIN
	We envision that this venture, as in past sponsor efforts, will produce a cutting-edge program offering extensive, long-term use for the sponsor companies.  We plan to solicit and contract with potential sponsor companies and anticipate that  arrangements will be completed during the third quarter of 2007.  Sponsors will be accepted on a first-come basis until we achieve the target number.


A preliminary treatment outline follows on the next page. 
PRELIMINARY TREATMENT OUTLINE

Overview

Below is a preliminary and tentative outline.  The actual content will be determined by Sponsor needs and input as Porter Henry Company staff does the development and capitalizes on our proprietary content and actual experience of Sponsors.

Pre-workshop Assignment

Participants will be asked to profile two sales people and bring coaching performance data and related assessments.  (During the workshop, the sales managers, individually and in teams, will use these sales reps to practice coaching.)
The Workshop
The SalesCoach3 overview:
1. Tactical Sales Coaching: Develops salespeople on the job by observing them in selling situations and coaching immediately after the “call”.  The focus of Tactical Coaching is developing the salesperson’s selling skills.
2. Strategic Coaching:  Focuses on the account and getting the “business”. It  includes specific strategy reinforcement, analysis of the call, and how to execute future on-going strategies with the account. While it’s desirable for the manager to observe calls periodically, strategic coaching can frequently be accomplished via telephone or email.

3. Distance Coaching: Supplements and reinforces both of the above coaching methods by (a) enabling the manager to coach between actual visits, (b) providing ongoing feedback, and (c) tracking performance improvements.
PRELIMINARY CONTENT OUTLINE 

The workshop that follows will capitalize on a number of our leading-edge coaching programs, integrated, enhanced, and customized to your needs; if desired, we can also utilize our 180 degree Coaching Activity Profile (CAP) instrument to set the stage for coaching training by providing each manager an assessment of his/her coaching skills. 

Day 1 – Tactical Coaching

· Workshop Objectives and introductions

· Planning the Tactical Coaching Visit

· Overview of tactical coaching model

· Planning and scheduling coaching visits
· Setting and communicating objectives        

· Observing the Sales Call

· What to observe (tool encompassing  skills, possibly enhancements)

· Implementing the pre-call briefing
· Do’s and don’ts for observing
· How to avoid the “rescue”
· Conducting the Coaching Conference with Tactical Coaching Model 

· Providing positive reinforcement

· How to get salesperson to analyze own performance

· Handling improvement needs and getting buy-in

· Dealing with challenging sales reps

· Gaining commitment

· Creating practice and follow-up opportunities 

· Role Practice

· Small group role play using sales scenarios; participants rotate being sales person, coach, and observer with critique after each situation.

· Long-term development plans, wrap-up and review 

Day 2 – Strategic and Distance Coaching, Allocating Coaching Time 
Strategic Coaching

· Definition of Strategic Coaching 
· Objective: to win the business, account penetration

· Improve strategic selling by thoroughly analyzing what happened
· Strategizing to move business forward on subsequent calls 
· Differences Between Strategic and Tactical Coaching

· Introduce STAR Strategic Coaching Process 
· STAR model provides in-depth questioning process

· Enables manager to help salesperson analyze sales call situation, move forward with account strategy
· S = Situation questions about the strategy, what was the plan, how it worked, shortfalls, etc.

· T =  Tracking questions tracing specific steps, customer reactions, obstacles, what was learned during visit
· A =  Actions, questions to develop solutions, overcome challenges 
· R =  Re-start questions to adjust the strategy, next steps, future calls
· Review  Account Strategies

· Example: cross-selling multiple products (other strategic initiatives)

· Possibly add 1-2 Porter Henry strategies such as “negotiating”, “selling to multi-level decision-makers”, or “value selling”
· Role practice

· In triads using  strategic-based case studies 

· Participants rotate using STAR questioning tool

Distance Sales Coaching

· Definition

· A system for coaching from distance, supplementing and reinforcing regular strategic and tactical coaching visits

· Benefits

· Accelerates coaching contact frequency and improves quality

· Enables manager to focus on specific reps and target accounts
· Enhances communication between reps and manager
· Improves ROI for manager’s coaching time
· Creates discipline for salespeople (when manager is not there) to (1) plan every sales call and (2) self-coach skills and analyze strategy afterwards    

· Steps to Execute Distance Sales Coaching

1. Benchmark Selling and Strategic Skills – Normal coaching visits are used to identify development needs (both tactical and strategic)
2. Create Development Plan – Manager and salesperson create an electronic Development Plan focuses on 1-2 critical sales skills and 6-10 targeted high-potential accounts
3. Implement Development Plan – Salesperson uses electronic tools to plan calls, do pre-call briefing, provide post call assessment for targeted account visits, sends to manager for review, feedback
4. Track Improvements – Sales manager and salesperson review Trend Tracker tool that captures performance metrics
5. Validate Improvements – Regular field coaching visits are used to assess the gains in selling skills use and strategic account penetration    
· Practice Session

· Team simulation using distance sales coaching tools, monitoring salesperson’s  progress through process with typical accounts

· Teams debrief on results, what was learned

How to Allocate Coaching Time Based on ROI 
1.  Assessing individual needs based on “coachability” and “skill/strategic needs”
           2.  Determining coaching frequencies

           3.  Developing a quarterly coaching plan 
Review of Workshop, Field Follow-up Expectations and Assignment
SPONSOR PARTICIPATION
Sponsors for SalesCoach3 are expected to participate in the development as follows:

· Attend a telephone start-up conference or meeting to provide ideas, as well as to review and critique detailed content/treatment outlines for all elements of the program.  This start-up meeting will take about 2-3 hours.

· Make two sales managers from the sponsor organization available (if needed) to participate in telephone interviews, a conference call focus group, or brief email surveys.

· Review/critique written materials at various stages as they are created on a scheduled basis.  The materials will include tools, guides, procedures, etc.

· Make top sales managers in your organization available for a questionnaire/ survey to identify "best practices" and challenges.
· Be available for consultation by telephone or email when special input/expertise is required.

· Have training team and 1-2 sales managers attend a two-day pilot/certification workshop.

Porter Henry & Company will assume expenses for meeting sites, equipment, and the usual amenities (lunches, breaks) for the pilot/train-the-trainer session(s).  Sponsors will pay travel and lodging expenses for personnel from their own companies who attend meetings.
DELIVERABLES & PORTER HENRY COMMITMENT
Porter Henry & Co. will commit its staff, resources, and 60 years of experience to designing and developing a high quality, state-of-the-art program as described.  We will retain the copyright to the final version of the SalesCoach3 workshop for resale to other sales organizations.

In addition, Porter Henry & Company will provide sponsor-input opportunities as described on the previous pages, and will maintain close communication with Sponsors on content development, scheduled events, and timetables.

Sponsors will receive ownership of the following print masters:
1. A two-day sales manager coaching workshop that the client will own, can further customize, and can reproduce in unlimited quantities for internal use and with channel partners.  The workshop will contain the following:

· Facilitator’s Guide (approximately 75 pages) for a two-day sales coaching workshop for sales managers.  It will cover strategies and tactics, facilitation techniques and exercises, etc.
· Approximately 50 PowerPoint slides.

· A Participant’s Workbook (about 50 pages) consisting of exercises, skill practice, reviews, application assignments, and a sales manager tool box (includes planning and analysis forms for on-the-job use).
· A pre-workshop assignment to set the stage for the workshop.
In addition, Sponsors will be offered:

2. A two-day pilot/train-the-trainer with both sales managers and trainers from  sponsor company.

3. Transfer of ownership of all masters for unlimited internal use (and reproduction) within the sponsor business unit or organization.

SPONSOR FEE
The fees for ownership of theSalesCoach3 workshop are as follows: 
· $10,000 (Sign-ups by September 30)
· $12,500 (Sign-ups by October 31)
· $15,000 (Sign-ups by November 30)
Ownership will enable Sponsors to reproduce/distribute materials in print and electronic formats in unlimited quantities in perpetuity, and customize, repurpose and translate training materials.  Ownership is restricted to use within the Sponsor’s sales organization, including channel partners, and cannot be re-sold.

Upon completion, we will transfer rights for the program to Sponsors without additional cost or future royalties.

SPONSOR ROI

Like all Porter Henry Prospectus offerings, this program offers Sponsors a significant return on investment. Based on the $10,000 initial entry fee, and the market selling price (ownership) for a two-day workshop at $100,000, this offering provides an initial ROI of 10 to 1. However, the ultimate ROI in sales, profits, and new business for the Sponsor organization has unlimited potential value. 

PROJECTED DEVELOPMENT TIMETABLE
	· Sponsor teleconference start-up meeting


	Mid-October, 2007

	· Research, writing, development (first draft)

	Completed by Mid-December, 2007

	· Final draft of workshop


	January 31, 2008

	· Train-the-trainer session, launch /introduction to public


	February , 2008


SPONSOR AGREEMENT
This is an agreement between _______________ and Porter Henry & Company, Inc. based on the attached prospectus, which describes the SalesCoach 3 two-day workshop program.

As a Sponsor, we agree to keep all information and materials confidential until the program is released to the public, and to participate in the development of the program as described.  We have opted to sponsor the program as follows:

Porter Henry & Company, in return for our sponsorship, will develop the SalesCoach3 program with our guidance as well as that of other Sponsors and provide all master workshop materials for unlimited reproduction and use within our organization.  Please send the invoice for SalesCoach3 ownership for $__________ to my attention.
	Authorized by:
	
	Accepted by Porter Henry & Company, Inc.:



	
	
	

	(Title)


	
	(Title)



	(Company)


	
	(Date)

	(Date)
	
	

	
	
	


NOTE:  Sponsors signing up after September 30 will pay an additional fee of $2,500 for each month beyond September during development:
September, $10,000
October, $12,500

November, $15,000

PLEASE EXECUTE THIS AGREEMENT BY FAXING IT TO
PORTER HENRY & COMPANY, INC.
(631) 927-3541

PORTER HENRY & COMPANY QUALIFICATIONS
	MISSION
	
	Porter Henry & Company, the salesforce specialist, has had a single mission since 1945 — improving sales productivity.

	
	
	

	RESULTS
	
	As a result, 5,000 salesforces sell their own products and services better, to more customers, more profitably.  We've also developed 250,000 field sales managers and trained over one million sales reps.

	
	
	

	SALESFORCE SERVICES
	
	We work closely with our clients to identify high-payoff opportunities and then do what's required to leverage productivity gains.  Typical assignments range from needs analyses to sales/sales management programs, systems, standards of performance, and sales compensation plans, to visual presentations and sales aids.



	CUSTOM APPROACH


	
	One common element in every client project is our custom-design process.  Each client need, problem, or opportunity is different and often unique.  Therefore, a custom-designed solution — one that meets your needs and budget — provides a workable plan to generate optimum results.  In recent years, we have utilized our custom experience, along with input from over 125 major sponsor companies, to develop the AccountAbility, ManageAbility, and SalesAbility programs.

	
	
	

	PROFESSIONAL STAFF
	
	Our full-time staff, another element in every Porter Henry & Company project, is our most valued resource.  All of our project directors come to us with extensive sales, training, management, or consulting backgrounds.  Each assignment is a team effort, focusing a wide range of personal, and client experience on your project.

	
	
	


	MARKETING AND SERVICE NETWORK
	
	Porter Henry & Company has developed a national network of marketing consultants in the U.S., Canada, and overseas.  Our marketing associates bring many years of salesforce experience to bear on client problems and are available to provide local enhancement and service.


	
	
	


PORTER HENRY & COMPANY DEVELOPMENT CRITERIA

All Porter Henry & Company programs stringently adhere to these guidelines:

1. Programs must have measurable objectives.  Of paramount importance, we are results-oriented.  We begin a new program by asking the client and ourselves these questions: “What are our objectives?  What are the specific and measurable behavioral results we want to achieve?  What before-and-after standards can we set that will enable us to measure those results?” 

2. Programs and systems must be tailored to the needs of the target group.  Generalized, off-the-shelf training programs are not effective in most sales, marketing, and operations situations.  The training group will relate to and learn from a program that is built around the individual's own real-life problems.

3. Programs must be highly participative.  The training group learns little and retains less when the training is primarily based on “talk-at-them” lectures.  Similarly, poor results are attained when a self-study program is based largely on reading.  Furthermore, skills cannot be learned by listening or reading alone.  Our programs are therefore designed for maximum involvement and active participation.

4. Incremental learning is best.  When a training program “dumps the whole load” on a trainee, minimal learning takes place.  Training works best when applied in small steps.  The trainee puts one set of principles into practice before being asked to learn a second set of principles.

5. Training must be followed up and reinforced to be effective.  Knowledge and skills, once acquired, tend to fall off in a steep curve if not practiced consistently.  The only way an organization can ensure a high level of performance after training is to initiate a follow-up system (involving the sales manager) for on-the-job reinforcement.

SAMPLE OF PREVIOUS SPONSORS FOR

ACCOUNTABILITY/MANAGEABILITY/SALESABILITY PROGRAMS

	American Cyanamid Company

American Tobacco Co.

Arrow Electronics

BASF Corp.

Becton Dickinson

Black and Decker

Boehringer Ingelheim Pharmaceutical

Borden Foods Corp.

Bristol-Myers Products

Bristol-Myers Squibb (2)*

CIBA Vision

Coca-Cola Company

Colgate-Palmolive Company

Connaught Laboratories, Inc.

Continental Insurance

Core-Mark International

Coty

Dannon Yogurt
Daymon Associates, Inc.

Discover Card Services

Dow Chemical (6)*

Duplex Products Inc.

Duracell U.S.A.

E.I. du Pont de Nemours Co., Inc.

Eli Lilly

Fellowes Manufacturing (2)*

Fisher Scientific

Fisons Pharmaceuticals

Forest Laboratories

G.E. Medical Systems Corp.

GTE

Hertz Equipment

Hill's Pet Nutrition (2)*

Hoechst-Roussel Pharmaceutical, Inc.

Horner Pharmaceuticals

House of Seagram

IMS America

Johnson & Johnson Consumer

Johnson Wax

Kendall Health Care Co. (2)*

Lederle Pharmaceuticals (2)*

Lederle Proprietary Products

Lever Bros.(2)*

3M Company

M&M/Mars
	
	McCormack and Co., Inc.

McNeil Consumer Products (2)*

Medimmune Biotech

Memec, LLC

Miller Brewing Company

MSC Industrial

Nabisco, Inc. (5)*

NAPA Auto Parts

NEC United
Novartis Pharmaceuticals

New England Mutual Life Insurance

Otsuka America Pharmaceutical

Owens Corning Fiberglass

Pella Windows
Pfizer Inc. (3)*

Phillips Medical (2)*

Plough, Inc.

Polaroid Corp. (2)*

Procter and Gamble

Prudential Annuities
Rand McNally & Company

Rank, Hovis, McDougal, United Kingdom (4)*

Reuters Information Services

Rorer Consumer Products

Sanofi

Scott Paper Company

Serono Inc.

Sheraton Corporation

SmithKline Consumer Products Co. (3)*

Snapple Beverages

Sony

Standard Register

Stride Rite Corp.

Time Distribution Services (3)*

Toshiba

Traine Corp.

Uarco Incorporated

United Telephone (2)*

The Upjohn Company

U.S. Surgical Corp.

Whistler Corp. (3)*

Winthrop Pharmaceuticals

Wyeth Laboratories

Zimmer (2)*

Zurich Insurance


(  )* = Number of programs sponsored
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