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1. Build a Case For Change

2. Know the Steps and Components for a Plan
Design Blueprint

3. Drive Rapid Plan Adoption

( ; www.newsigma.com www.remedycomp.com m
®



The Case For Change




What Problem Are We Trying To Solve
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drive the right
behaviors

Our sales people
I NBYy Qi Y2
or engaged

Effectiveness

Our process takes

too long, requires
too many people

Profitability
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too much for
what we get



Sales Compensation Issue?




Case Study

U Route Sales Adi UNFUSIAOE

i1 $35k- $65k Base A High concentration of
ongoing business

A Hunters turned

U 5% Commission



Where is Your Strategy?

Revenue

1. Start Up

AAny Business
AOne Pioduct

/’ ~ ALimited
[ j market

O

presence

2. High Growth

AMore
Business
AExpanded
Portfolio
ALower Costs
ANew
Customers

APoor new
product
penetration

Alnadequate
rainmakers

3. Managed 4. Optimization
Growth

AcCertain AMultiple
Business Strategies
AMultiple ATargeied
Product Lines Business
AHold Share ACustomer
Segments

njoid

APricing/Margins AChannel conflict

ASales A Attraction/
productivity Retention of
AJob Sales Talent

contamination



Strategy Drives Comp Design!

1. Start Up

A ow/no base
salarymix

ARevenue

AUnits

ACommission

2. High Growth  3- Managed
Growth

ALow-moderate AHigher Base
Base Salary Salary

ARevenue AMultiple Quotas

AQuota

ACommission
ABonus

ABonus
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assigned within your
USNNR G2 NE € assigned

4. Optimization

AMlultiple Comp

Plans:
U Hunter
u Farmer

AMlultiple Quotas
ATeam Measures
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Case Study

U IT Consulting
Services Sales

U $100k to $120k
Base

u 1.5% to 4.0%
Commission +
Bonus

ol

A Wide variations Iin
performance

A Trapped by legacy
business

A Turnover
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Total Variable Distribution
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Pay and Performance Not Aligned
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2009 Incentive Pay and Performance
Distribution

m % Rev Goal

m % Target Pay
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Bonus Measures = Little Impact

450,000
400,000
350,000
300,000
250,000
200,000
150,000
100,000

50,000

2009 Variable Pay Composition

1357 911131517192123252729313335373941434547495153

M Accelerator Bonus
= NA Bonus
mTD Bonus

®m Commission




GP Influence on Incentives

2009 CSD Incentive Earnings Versus Reve
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No Correlation Between Pay and Quota

Total Variable Pay

2009 Incentive Earnings Versus Quota
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Score Card {418

Should Be As Is

Highrmargin, highgrowth Highvolume, lowmargin
business business

Health care, federal and stat O Wide mix In industries servec
government, select F1k

New customers @ Lack of consistent focus
between pre and postsale

Motivating, market ( ) Motivating pay levels

competitive pay levels

Positive program ROI @ Poor goal alignment

O i



Getting Started

@ Data Matters

Networking

The Path Forward



