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• What are some of the biggest problems that 
your Sales Department faces?
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– Complacency on the part of your Sales Reps
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Technology to the rescue?

• No doubt technology can help increase sales.
• If you haven’t done much with STEP1’s 

strategic sales tools yet, this class will be your 
blueprint for how to start.

• Two subjects we will discuss:
– Automation level of the sales force
– Strategic tools that are either the easiest or most 

influential for you to start with
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Mobile Hardware available for Reps:

• Tablets (iPad, Android, etc)
• Microsoft Surface
• Smart Phones
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Mobile STEP1 Tools available for Reps:

• Web Sales Rep
• Pricebook  
• CRM
• JM ERA
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So how far should you go to   
automate your reps??

• No automation
• Some automation
• Full automation
• REALLY Full automation
• REALLY REALLY Full automation!!

– (mobile plus CRM plus ERA)
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What’s the level they should be at?

• No automation
• Some automation
• Full automation
• REALLY Full automation

– Everyone automated, Web Sales Rep & CRM

• REALLY REALLY Full automation
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Big Picture Goal of Utilizing Technology

• We need to use technology to:
– Increase our sales (within existing and by opening 

new accounts)
– Increase our margins
– Increase our Average Gross Profit/Order
– Increase our Managerial Control over the process

• So where should you focus first?
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• Average GP/Order by customer

• This is a vote for  ‘REALLY Full Automation’
– Check out this CRM screen:
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Focus Points:

• Average GP/Order by customer
• So this customer has Ave GP/Order of $62…

• Now let’s check out our net profit on this 
customer…   (switch to spreadsheet)
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Focus Points:

• Average GP/Order by customer
• Market Group:

– The more we sound like experts, the more they buy
– The easier it is to prospect for new similar accounts
– The more effective our Email Marketing campaigns 

will be
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• Sales Manager – set Goals
• Precision Marketing – 88 Graphics
• Dispenser Manager
• Supply Usage Manager
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Sales Manager Goals

• Very easy to set up
• Good visibility for both reps and manager

– Web Sales Rep
– Order Desk
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Precision Marketing

• All you have to do is decide on a topic…
• They do the rest:

– Email 
– Reports on customer response by rep
– Banner for your J&M shopping cart
– Themed Flyers with individual rep contact info
– Timed social posts for your Facebook account
– Landing Page(s) on website
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Precision Marketing

• Current users report instant payback!
• …And often the vendor featured will pay for it
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Dispenser Manager

• Most GAIN for the least PAIN of any STEP1 
Strategic Element

• Probably no more than 30 minutes for you to 
complete the project.  Maybe half that time 
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SUM - Supply Usage Manager

• This strategic product is designed to help you 
attract and keep major pieces of business.

• Helps you with all 3 issues for major accounts:
– Budget control by location
– Theft control by item by location
– Item use compliance by location

• Gives you something refreshing to lead with 
when approaching new business
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SUM - Supply Usage Manager

• There is a breakout session on this product, 
it’s in the Web Sales Rep class.
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What’s stopping you?

• …from using technology to help your sales?
• The ‘Person In Charge’ (owner, GM, Sales Mgr) 

has not embraced it or prioritized it.
• The wrong person is trying to spearhead it 

(usually the Office Manager or Supervisor) 
(many tales of woe)
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If that’s a problem what’s the plan?

• Keep on trying!
• Pick small battles that will have big gains to 

get things started and see how far you get.
• We need to address this somehow –

otherwise the ageing sales force and 
complacency will eventually kill the company

• How about talking the owner or person in 
charge into coming to SUGM? 
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If we’re committed then what?

• Work towards bringing new blood into the 
sales force.  Utilize STEP1 Strategic Elements 
to help:
– Web Sales Rep & CRM
– J&M ERA
– On Point Training
– …and your own expertise!!!



If we’re committed then what?

• Concurrently, work towards the goal of a well 
directed sales department!



Managerially Directed Sales Force

• We need to transition our reps from being  
Self Directed to being Managerially Directed

• BUT, we need to partner with our reps, not 
treat them as adversaries.

• …AND, we need to hold them accountable.
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Managerially Directed Sales Force

• Managerially Direct them HOW??
– By guiding their PRICING so we don’t lose margin 

from arbitrarily assigned special prices.
– By looking for low-hanging fruit that existing 

accounts should be buying.
– By guiding their PROSPECTING so we leverage our 

strengths.
– We can’t direct them if we can’t connect to them!



How Connected are your Reps?

• Survey



Legacy of this Class



Legacy of this Class

• ABCD Rankings of customers
• Ave GP Per Invoice
• ‘D’ accounts, problems with, and how to 

contain



ABCD Ranking of Accounts:

Sales/yr GP/yr
• A accts $15,000+ $5000+ 
• B accts $5,000 $1500
• C accts $2,000 $750
• D accts <$2,000 < $750/yr



Ave GP per Order:

• Current Benchmark Group Average is $128. per 
order of gross profit.

• After rebate is $148. per order.



Managing small orders:

• A accounts – evaluate and fix where possible, 
but don’t worry about these unless the small 
order % is too high.

• B accounts – same
• C & D accounts – impose rules so it is 

impossible for these accounts to give you a bad 
order.



Managing ‘C’ and ‘D’ Accounts:
• Meaningful minimum order or small order 

charge – especially now in 7.38!
• No backorder privileges
• No special order privileges
• Charge for Delivery
• No Commissions.

Pick any 2 of the above and you will improve
your bottom line significantly
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Advanced Strategic Elements

• Dimensions Business Intelligence
• Campaign Manager (Dimensions)
• Market Catalogs (Catalog Builder)
• Market Price Plans (Customer Price Manager)
• J&M ERA
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Branding

• Logo – every decade you need to freshen it 
up! …and no more often than every 5 years.

• NOTE:  That doesn’t mean completely 
changing it, just update it in most cases.

• Your logo is the cornerstone of your image! 
Don’t neglect it if it needs updating!
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Branding

• Logo
• Your Website – like it or not, you website is

your company’s image to anyone who doesn’t 
know you.

• This also includes having On Line Ordering 
capability and an on-line catalog.  Customers 
and prospects alike assume you have it!!
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• Logo
• Website
• Company Facebook Page
• Business Cards – your main marketing piece! 

Make sure they make a positive statement 
about your company!

• …and don’t forget Company Shirts with Logo!
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Bob’s ‘Top 3’ Picks:

• #1   Logo – first step to successful branding
• #3   Website – First place a prospect looks
• Company Facebook Page
• #2   Biz Cards – easiest fix, all of you use them
• Truck Signage
• Building Signage & Appearance
• Interior Signage, Banners, also Classroom



Branding:

• Keep up the good work!



Thank You!
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