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OptiVente : An external light
for best business visions

This brochure provides some examples of possible trainings.

They can be provided as proposed, or can also be considered as a base
to build specific trainings.

They are organized to be made for several companies at the same time,
or for people from a single company.
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WHY CHOOSING OPTIVENTE FOR
YOUR SALES TRAININGS?

VERY SKILLFUL CONSULTANTS FROM BUSINESS PROFESSIONS

20 years at least of business expertise B to B or/and in marketing ar ea, and more than
5 years as a business or/and marketing director.

Accurate knowledge of innovative companies.
Higher educations from best French Universitiess HEC — ESSEC — Engineering

“Grandes écoles’, etc.

SPECIFIC BENEFITS

Pedagogy and contents come from the best references and from the consultant’s
experience.

Specific methods that work in B-to-B pattern for companies, especialy innovative
companies.

Tools and practicable methods can be directly put in practice at the end of the training
course. For instance, participants leave with their first specific tools and, for lots of
trainings, with a CD including ready to be used tools.

Review cards. Summary of the tools contained on a plastic review card;, from
experience, most trainees keep it at fingertips for years.

Optional preparation for a perfect customisation to your company.
A range of personalized servicing (post-training coaching)

The training can be given in English.
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VARIOUS PEDAGOGY

Most of training relies on tools creation and immediate live practices either individual
or in groups. If appropriate, live video wor kshops simulate behavioral techniques.

Participants leave with the CD or DVD video, of their plays.
Individual or collective coaching techniques.
Discussions based on movies extracts.

Quiz — Games — Competition.

Practical cases are applied to B to B situations. (No scholar exercises)
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REFERENCES

Evaluation forms, from participants, are ranked higher than 9 out of 10.
More than 600 companies have trusted OptiVente' s consultants since 2005.
Partnership with public organizations: Chambers of Commerce etc.
Approved to deliver various subsidies.

More than fifteen publications: video interviews and management magazines, etc. (cf.
Web: www.optivente.com)

Books : Quadras et cadres— Gagner vos appels d’ offres (Editions CHIRON).



Tools to increase your chance to win commercial bids from RFPs.

In France, OptiVente has a unique know how. The Optivente’s CEO, Thierry Craye, has published the
first book in France which deals with methods and tools that will increase winning business proposals,
either for public or private customers.

There are severa assistance options:

Consulting
Audit - Recommandations Creation of tools
The audit will identify the possible improvement We assist the creation of your own methods and
about your RFP handling, or targeted on salesbids.  tools. These tools will significantly increase your
3 steps are examined: chance in winning your commercial bids from
Before the RFPs release, once the RFPs are RFP.

received, and your actions after the delivered bid.

Team'’s active assistance RFP Kit
We will be with you to bid: One of our consultants It contains successive stages of training and
works within your teamsto help you to bid with the  consulting. These adaptable steps are excellent
best possible tools. value for money: We help you to build your own
tools and then you' re offered relevant adjustment.

Trainings

From a half-day meeting to a 5-day training
Public purchase methods — Answers through electronic way
Winning actions before the request for proposals

Convincing business proposals
Defend face to face your business proposal — The way to avoid purchaser’ traps.

Lt §



Know-How
B Learning how private acquired

companies are

chosen STEP 1 —-UNDERSTANDING THE CONTRACT PROCEDURES
pate New stakes
E Preparing French Public market financia stakes — Do governments help Very Small and
administrative bids Medium-Sized Companies? How to identify Requests For Proposals? —
Dematerialization (electronic bids)
E Knowing how to < Themain principles
avoid purchaser’'s 3 legal sectors covered — The public contract fundamental principles —
traps. Main documents included in a RFP —Magjor stages to contract
< Major contract procedure
Requests for proposal: open — closed — contests, etc.
Business Managers,

Companies Managing

directors. sl 3 Negotiated contracts
N||rec ors, Sales accoun With Request For Information (RFI) and competition
anagers, Without Request For Information (RFI) but including competition

Commercial assistants,

) Without Reguest For Information (RFI) and no competition
Bid managers e (RFI) P

Specific negotiated defense contracts example

Knowledge Simplified contracts (MAPA —Marché a Procédure Adaptée)
required Simplified processes

Sales abilities What are MAPA “specificities

: Negotiation process - 3 compulsory steps to request a bid
How to find this kind of contracts? Financial budget for every kind of
2to 3 days tender

Lead-times to deliver bid

Pedagogy &

______practice I Electronic bid- New French measures (2009 & 2010)
B Lecture Acquiring knowledge about regulation obligations, for public contract
_ dematerialization (electronic bid): procedure opportunities from now
I Experience shared on, obligations as soon as January 1st 2010. What is an electronic bid —
with participants Understand the advantages of a dematerialized management for RFP
_ bids. Impact on bid lead-time.
F Business case How to provide an electronic bid?

Understand and control the electronic certificates use. Be able to bid
through electronic ways, no matter who is the platform provider.

< List of documentsto read — Based on French regulations
The RFP rules Document (DCE)

The Agreement Letter (DC8)

Particular administrative contract (CCAP)



Particular technical contract (CCTP)
General administrative contract (CCAG)
General technical contract (CCTG)

< The 4 administrative stepsto bid
1st step: Check your abilities
2nd step: Read carefully the Request for Information (RFI)
3rd step: Ask for RFP (Request for Proposal)
4rd step: Fill your Application Form:
Administrative Information:
The typical Applicant Declaration to fill in (DC5)
The typical Application Letter to fill in (DC4)
The Fiscal Annual Certificates (DC7)
Y our offer:
The Agreement Letter (DC8)
Y our technical solution
Tariff, pricelist
Appendixes, etc.
About scoring, criterias and calculation made by the purchasers

< Contract selections
Sorting and bid selection — About criterias and notations
Awarding decisions — Control parties— Information given to the
candidates

STEP 2 - CONTRACTS

< Thedifferent types
Payment period
The different types of contracts:
Dynamic acquisition system
Shared contracts
Fragmented contracts
Order Form contracts
Framework agreements
Conditional contracts
Definition and Project Management Contracts
<~ Additional acts
Order forms: different types
<~ Contract evolutions
The endorsement — Special act, etc.
Decisions that could touch a contract



WINNING YOUR REQUEST FOR PROPOSAL

Provided methods are aready used by some of the most performing companies for private or public RFP. For example,
in Information Technology projects that worth billions of Euros, but also in more traditional projects costing thousands
of Euros. Most of these tools are relevant for RFP which proposal layout is compulsory. This program is among the

most innovative from OptiVente.

Objective

I Developing your own
methods and tools to win
more RFPs.
F Increasing proposal
productivity.

Concerned people
Sales managers,
engineers, product
managers, bid-managers,

Knowledge
required
Sales ahilities
Duration

From 2 to 5 days,
according to the time
dedicated to practice.

Pedagogy &

practice
E Tools presentation —
Participants situations
workshop — Quiz.
B Handbook ready to be
tailored.
B Practical Tools
designs, adapted to each
company’s case.

The « + »
Comprehensive training,
covering al RFP steps
< Training done by
the book’ s author
« appel d offres—
stratégie gagnante »
< Pragmatic tools
CD: options

Know-How acquired

According to the book « appels
d’ offres — la stratégie gagnante pour
les gérer et les remporters

Appels d'offres :
la stratégie gagnante

pour les gérer et Jes remparter |
Thisrry Craye

< Test: Evaluate your methods
< 4toolstoimplement before RFP arrival :
How to recognize RFPs?
Tool 1: External and internal action plan
Tool 2: Prospect discovery form
Tool 3: the possibilities check-list to (legally!) influence RFPs
Tool 4: RFPs Forecast Calendar
< 2toolsto develop your winning strategy
In which conditions are RFPs carried out?
Conseguences. how to properly analyze RFPs?
Tool 1: Needs analysis
Tool 2: Criteriasfor bid decision, Go/ No-Go Matrix
<~ Ttoolsfor an efficient proposal

Typical well-argued proposition plan — Highlighting your needs and
stakes understanding. Technical summary: your solutions compared

to the customers' expectations: Tool 1: Compliance list. Tool 2:
“Bid-Table”: Tableto coordinate teams and tasks. 3 sales pitches
types: Tool 3: competitive analysis to develop your differences —
Tool 4, the“EBCD” Matrix to switch from “mere”’ argument to

persuasive argumentation — Tool 5: the “FAQ” to forecast repliesto
objections. Tool 6: the executive summary specia case, the covering

letter. Different proposals layouts. Closing steps: last actions
including the quality check-list

< Defending your bid after the delivery
Possible actions. Oral proposal plans. Getting ready to negotiate —
In order to make your bid impactful: Tools to make an oral
presentation

< Efficiency metrics
What to measure? Transformation rate, etc.

<~ Self-evaluation and improvement actions.
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CONVINCING

BUSINESS PROPOSAL

Objective
< Winning more
proposals.
< Increasing the
bid's productivity.

Concerned
People
Sales managers,
engineers, product
managers, bid-managers,

B
Qa
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Knowledge
required
Sales ahilities

Duration

Pedagogy &

practice
E Quiz — Lectures—
Participants situations
workshop
E Handbook ready to be
tailored.
E Appropriate tools
creation for each
company.

The « + »
< Training made by
the author of the book
« Appel d offres—
stratégie gagnante »
< Practica tools
CD.

Know-How acquired

Create awinning strategy

Testing your methods: What do purchasers think about the
business proposals made? Traps to avoid during the proposal —
Wheat to do if there was no preliminary preparation?

The first decisions to make during the proposal kick-off:
Technical, financial and legal. Are sales actions still possible? —
In which conditions are RFPs (Request for Proposal) made? —
Consequences. How to properly analyze RFP? Quotation
Methods.

M ethods and tools to analyze and structure the bid

Typical well-argued proposition plan — Highlighting the need
understanding and even better, of the stakes: Needs check-list —
Bid matrix: proving that each expectation has an answer in the
proposal. Technical summary.

The solutions linked with the customers expectations, the
compliance list tool.

“Bid table’: Table to coordinate people and tasks.

3 sales pitch types

Competitive analysis to highlight your competitive differences —
The EBCD Matrix to switch from “mere” argument to persuasive
argumentation — The “FAQ” (Frequent Asked Questions) to deal
with objections.

Commer cial information to give

Price presentation: the “sandwich” method. Can we discuss some
contractual clauses? If yes, how to do it?

How to optimize the references to show? — The your company
“suitable” description. The appendixes proper use.

The executive summary particular case, and/or the covering
letter. Good and bad writing styles — Different layouts — Good
use of graphic illustrations.

Differentiators

The service proposals special case: Introducing the organization,
promoting the participants — The different ways to present lead-
times. Introducing a design for multiple readers. the quality
approach, ethics, sustainable development policy — The cover
design — Further optional tools. CD, videos, etc. The offer’s
packaging — The bid closing: last measures including the quality
check-list.

Self-evaluation and improvement actions



DEFEND YOUR BID ORALLY

] Preparing a bid
presentation.

] Convincing
customers quietly, for
technical profiles and
other positions.

E Faciliting
audience speech,
applied to bid's
presentation.

] Managing the
purchasers' traps

People
Sales managers,
engineers, products
managers, bid-
managers, assi stants,
etc.

1to 3 days

practice
B Quiz - Lecture—
Participants situations
workshop
B Handbook
B Practical tools CD
including PowerPoint
presentation templates.
B Participant’s
presentation, sometimes
video coaching
B Auto evaluation grid
and improvement axes.

Know-How
acquired

HOW TO BE WELL PREPARED

< Possible actions
The good excuses to call? — How to get prepared for commercial questions?
—Which commercial strategy?

< Build your bid’s presentation
Which questions have to be considered before building your presentation? —
Typica presentation plan — Which are the traps to avoid, and the golden
rules for agood visual preparation? Which written rules should be used?
The purpose of the shown documents. Which size and when should we hand
them out?
2 days: application through the presentation writing
3 days: sales pitch techniques: competition, EBCD Matrix

<~ Mental training
How to get physically prepared? — Logistics — What to or not to do before
the presentation — Connecting the “ positive energy pump”
How to relax before the presentation? — A tip to be concentrated
How to tackle the issue with all deserved confidence?

LEADING THE AUDIENCE

<~ What you have to know about group communication

If 2 or 3 days: Communication is an individual sport — Communicationisa
team sport — Obstacles to control — A state of mind to embrace

< Your personal performance Qualities.

Being aware of your own qualities and develop them: Y our voice, gestures,
moving, glance and self-confidence.

Presentation simulation

< Difficult situations (if 2 or 3 days)
If minimum 2 days. Understanding your fright: rational and irrational
factors — Turning your fright into a positive energy pump
7 rulesto deal with tough auditors
If 3 days: Improvisation on unexpected questions + simulations of buyers
traps: devaluation — disregard — the competition’ s threat, etc.
< If 3 days: Understanding the purchasers as we know their
techniques
Which purchase strategies are used nowadays?
What are the different purchaser types?
Which traps can the purchaser set to sales person?
How to avoid these traps? — The purchaser’s 12 commandments

10



Complementary to the training:
<~ Challenging your
approach for private and/or
public requests for proposals.
< Specifying main tooals,
to win more proposals.

Consultant

More than 20 years of BtB sales

field.

Thierry CRAYE
< Author of the book

« Stratégie gagnante - Appels

d offres »

Appels d'offres :

i

< Certified “Consultant of
the month” by Management
Magazine

< Author of more than 15
publicationsin France & in
Europe

Interview(s) preparation
Face-to-face auditing
Recommends

Options: Written report
Deeper discussion about
written recommends

NANANARN

The method |

Test of your own bid processes, including both content and layout, in
3 essentia phases:

Before RFP receipt, during the bid, and after the proposal delivery.
We list your methods belonging to good practices, and the perfectible
ones (green-orange-red lights)

Checked points |

<~ Before the RFP receipt:

Y our sales actions, your information collection method, your approach
compared to the competition, your RFP influential techniques, public
procedures knowledge, RFPs’ selectivity, etc

<~ During the bid’s writing:

Drafting and deadlines management, RFP analysis techniques, bid’'s
skeletons, argument tables, visual aids, executive summary /covering
letter, quality control, etc

<~ After the bid’s delivery:

Carried out actions, oral presentation methods, visual aids, transformation
rate, etc.

Before Bid: PreparationP
Oral presentations tacfics? il

People included in RFP, known?

Contact within 48 hours ? Awareness of customers information

Bid Contents

Technigue to handle all expectations 7
Argumentation technique used

Analysis techniques ?
Table of contents, before bid' s writting 7

Further assistance |

The identified performance keys, can allow defining assistances:
personalized tools creation, trainings, assistance to bids, etc.

11



Sales actions are efficient only if well prepared.

The marketing cycle aims at providing methodol ogies and tools, in the following

specific contexts:

n

N\

N\
§

S

N
n.\

N\

New business start-up

Organize your sales actions

Target your best commercia positioning
Sell abroad

Selling with partners

Marketing kit

Communicating with your website
Selling with your website

Succeed your e-mailing campaigns

12



NEW BUSINESS START-UP

I Learning the basic
knowledge to start a
new business

£ Preparing a
business plan

Pedagogy &
Practice

Lectures

& Experience shared
with the participants

I Application:
business plan design

Consultant

B Company creator
B Experienced, more

than 20 yearsin
marketing and sales.

From 3 to 10 days

Know-How acquired

Choosing the good idea

<~ Main failure causes and success conditions for a new

business start-up

<~ Make good choices: strategic marketing
Define your abilities in order to target your offers — Market study:
determine your priority market segments — Take the obstacles into account
(competition, regulation, investments, etc.) — Apply the SWOT concept to

your activity — Make your own SWOT analysis— Lock your couple: Offers
| Markets.

Commercial strateqy

The main keys to define the company’s bid — Brand policies—

Price policy: Choosing the good business model, price level, main
contractual conditions.

Solutions to sell with partners? — Communication plan

Which communication? Especially low-budget

Sales tools selection:

Financial approach

<~ Accounting base

Accounting principles, operating account, balance sheet, main indicators:
break-even point, working capital requirements, etc.

<~ Resort to financing
What are the main public and private possibilities?
French subsidies.
First financial simulations

The administr ative approach

<~ Different choicesto or ganize a company
Unique Shareholder, Limited Company, Etc.
Social & fiscal consequences.

< Status
Their importance, how to set them up?

< Thedifferent launching steps of the company
Opening a bank account, registration, publication.

Business plan
<~ The main topics

Model your Business plan.

13



ORGANIZING YOUR BUSINESS ACTIONS

B Optimise your Know-How
business prospection acquired

approach.

B Forecast the best 3 STEPS IN BUSINESS ORGANISATION
sales actions.

I Build your business <~ 1—Accounts plan - Deter mine the best accounts to tar get

actions reports.

Analysisof SWOT pattern
Pareto Method: 3 prospects categories

ABC’ Method: Takes into account the potential turnover evolution
people Practical tools: Dedicated Excel spreadsheet

Entrepreneur,

Business Unit <~ 2-Businessaction plan

Responsible, Business

director, Salesman, Strategy and actions on each targeted account

especialy all the Methods and tools in order to design business actions

players that have to

organize their < 3—Reporting schedules

business activity
Quantitative: methods and tools to measure probable incomes
Qualitative: methods and tools to follow business actions

Knowledge
required <~ Set up apersonal action plan
Business culture

Participants self-analysis: strong/weak points.
Duration Improvement objectives
From 1 to 2 days

Pedagogy &

practice
Lecture — Experiences
shared with the
participants.

Application:

B Study of
experienced situations
B Use of practical
tools

14



DETERMINE YOUR BEST

BUSINESS POSITIONING

B Optimising your Know-How
best customers acquired

targets

B Optimising your <~ The 3 preconditions:
products-services Understanding your markets
portfolio The company’s vision and strategy

Understanding the company’s culture and its involvements

Concerned Some extra reflexion leads.
. People

Business Unit <~ Analyzing businessresults:
Executive, Business & Identifing the main indicators
Marketing Directors, Refine the analysis with a correlation between the indicators
Entrepreneurs, Identify the « contributors » and the « weakest links »
especialy all players
that should define FINDING THE PERFORMANCE KEYS:
business development
priorities <~ Optimising customers portfolio and define each segment
approach :

Knowledge Better exploit your customers' file
required Optimise the customers’ portfolio balance
Nothing. Develop a prospective vision of your portfolio

Analyzing the customers' portfolio segmentation
2 days < ldentify what customers give valueto:

Valorization matrix of customers expectations

Pedagogy & Kano diagram
practice Evaluate your quaity level.

L ectures — Experience Create customer value with your resources optimisation

shared with the

participants. <~ Definepriorities according to customer segments
Appreciate relations with your customers: loyalty matrix

Application: _

F Experienced <~ Set up apersonal action plan

situations study. Participants self-analysis. strong/perfectible points

B Practical tools use. Improvement objectives

E Self-evaluation

form

15



Determine methods and
tools for export. The
approach with partnersis
especially emphasized. It
is generally more
adapted to an export
activity launch for small
or medium size
companies.

Concerned people
Business Unit Executive,
Business directors and
especialy all playersthat
should define business
development priorities or
carry them out.

Knowledge

required
Business abilities

Duration

Pedagogy &
Practice
Lecture — Experience
shared with the
participants.

Application:

B Case study.

B Practical tools use.
B Self-evaluation form

SELL ABROAD

1"#$ % &' ! %! ()

Know-How
acquired

<~ The approach preparation: Importance of the Business

plan

Assessing the required competences

Where should you export?

Which part of the offer should you sell?

At what price and profit should you sell?

Exporting directly or with partners?

Fundamental questionsto raise to sell with partners
Communication plan

How to adapt the company’ s organisation? (If required)
Balance Sheets Forecast: yours —your partner’s

Implementation: Partners approach

Approaching methods and tools

Possible external assistances : financial and human assistances
Partnership agreement: Should we formalizeit?

Fundamental pointsto properly start a network

The method for along term sales development?

Business action control

Sales network organization

Communication

Set up a personal action plan

Participants self-analysis and diagnosis. strong/perfectible

points
Improvement objectives

16



SELLING WITH PARTNERS

Setting up and
organize a network
of sales partners.

Know-How
acquired

< Approach preparation: Importance of the Business plan
Which parts of your offerings should you sell?

Concerned Which business model and at which profit level should you sell?
With which types of partners should you sell?
Channels managers, Should you contract the partner agreement?
sales people, Business If acontract is signed: the contract fundamental points
Unit Executive, or Should you adapt the company’ s organization?
company creators, in Communication plans: Your company to partner — Your partners
charge of a network to end users
of agents, distributors
or partners for Balance sheets forecasts:
projects. -Y our operating account with your partner

- The Partner-Final Customers' operating account
Why using those two accounts? Contents and tools to help you to

Knowledge carry them out
required

Salesand people <~ Building specific argument tables for partners
management abilities To differ from your competitors
Build a presentation to convince your partners: Presentation plan

: A proven argument table technique: the EBCD method

2 days < Implementation: Partners approach

Develop your partner action plan
Approach tools use

Pedagogy

E Lecture <~ Starting the network
B Experience Trainings
?wa{ii(iipv;rlftgthe S{:\Iestoolsfor your partners _ _ _ _
B Practice : Tips to make_ your partners first meetings with their potential
Business cases (from Customers easier.
trainees real situations o
or proposed). < Long-te_rr_n development: Organizing your network
F Practical tools Organizing your network
creation Controlling your action
B Sdf-
evaluation form <~ Personal action plan development

Self-analysis and participants’ audit: strong/perfectible points
Improvement objectives

17



<~ Acquiring basics on
strategic marketing and
marketing mix

<~ Preparing your new
marketing position

< Working better with
amarketing service

Concerned people

] Engineers - Project
managers

B Business managers

I Information
Technology or consulting

companies

Knowledge required

None.

1to 3 days
Pedagogy

B Lecture

B Discussion with the
participants.

I Practical cases study
B Tools creation

E Self-evaluation form

MARKETING

FOR ENGINEERS

Programme
Know-How acquired

< Target your best potential customers, and your
priority offers: the strategic marketing

Determine your abilitiesin order to target your offers

The market survey

Determine the potential market segments

Take into account the obstacles (competition, regulation, investments, etc.)

Apply the SWQOT to your activity

Lock your pairs: Offers/ Markets.

The elevator speech

HOW TO APPROACH MY TARGETED CUSTOMERS?
THE MARKETING MIX

< The product policy contributions:
The product range - The offer’s packaging - Brands
The product-brand pair - Derived products or services.

< Choose theright price models
How to choose your selling price?
The yield management
Contract policy: Which possible formats (contract, general selling terms, etc)
The marketing information to consider for your contracts

< Solutionsto sell with partners?
Which partners to consider — How to interest them — How to come into
contact with them — How to stimulate and control them?

< What communication plan?
In particular for a small budget
The communication plan: what for, how to do it?
Define your salestools.

< The marketing plan:
Wheat for? What does it include? How to carry it out?

18



SALES TOOLS

< Defining the
minimum required sales

Programme

Know-How acquired

tools < Defineyour salestools.
<~ Preparing your The essential ones. web, brochure, etc. What could be
new marketing position additional comfortable tools.
<~ Beingableto
work better with a BUILDING SALESPITCHES
marketing service
< Be different from your competitors
How to argue well against your competitors?
r Marketing < Convincing offer presentation
positions How to structure your arguments?
] Business Practical tool: EBCD method
managers (Expectations, Benefits, Characteristics, Demonstration) - The layout.
B Small company < Deal with objections
CEO Identify the main foreseeable objections - An objection handling technique -
The F.A.Q. tool
required BUILDING THE COMMUNICATION TOOLS
None. < Your brochure

The brochure: When to use it? - The format choice (size, form)

The brochure structures, depending on the format

2to 4 days Transfer your sales pitch on your brochure.

Pedagogy <’ Your multimedia presentations

- L_ecture_ ithth The content of a good multimedia presentation.

W Discussion with the Transfer your sales pitch in your presentations (PowerPoint, etc.)
participants.

B Practical cases study o Your emailings

I Toolscreation

B Self-evaluation form Are we allowed to send emailslegally? - Emailing’s efficiency - The format

choice - A tool for your emailing is given for free - The targets choice -

: L _ Transfer your sales pitch to your emailings - Other rules to write a good

Thistraining'sgoal ist0 gpailin
, g

create the tools

structure and argued <

messages.

It does not include the

teaching of computer

tools.

Your business proposals

A business proposal’ s typical outline

Transfer your sales pitch in your typical propositions
The executive summary - Build your business proposal

< Your website

Typica website outlines - The page structure
Transfer your sales pitch on your website

19



MARKETING KIT
( *

<~ Building or
improving your business
approach: strategy,
development of your main
approaches including
communication and sales
tools

Consultant

< A consultant with
more than 20 years of BtB
salesfield.

Example:
Thierry CRAYE

-Author of the book
“ Sratégie gagnante —
Appels d' offres’

-Certified Consultant of
the Month by
“Management Magazine”

-Author of more than 15
publicationsin France &
in Europe

Optimization of your

marketing policy

< Target your best potential customers, and priorize your
potential offers.

< Define or refine your means to win markets: product/service
policy, company brands and products, prices, contracts, business
partners and communication.

pae Determine fundamental elements which will impact your
customers.

For your offers, we will build together your argument tables through 3
complementary methods and tool s specifically made for this purpose.
These argument tables will be the basis of all your communication tools,
including your oral approaches.

Build your communication
tools

< Decline your argument tables, especially on your website,
your company/product brochures, your multimedia presentations
(PowerPoint, etc.), your mailings, and your business proposal

templates.
Our intervention also
includes:

< A ddivery of templates (CD) with many tools, including an
emailer.

\

An assistance for your first business tools.

\

A diagnosis and recommendations about your business tools
created

< A very skilled consultant who has worked in sales and
marketing for more than 20 years. All our consultants are aso
CEOs.
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COMMUNICATING WITH YOUR WEBSITE

E Understand the

efficient keysto
communicate on the
Web.

E Design your pages
layout

B Writing with impact
E Useadll the
possibilities to
emphasize messages

Concerned people

Communication
executlv&s
E Marketing
executives
B Webmasters

Knowledge
required

None

From 2 to 3 days

practice
I Lectures
I Experience shared
with the participants
B Actual cases study
I your Website critical
analysis
B Self-evaluation form

)
Know-How acquired

< Today’swebsites

Who are the Internet users? — Internet uses
From 1% generation Websites to 4™ generation Websites

<~ Communication strategies on the Web

For whom do you communicate? — What for?
M essage devel opment — Website maps

< Your Website' s structure

Professional graphic quality —A good design rules.
Good visual use — Are multimedia applications useful? Is the typographic
system efficient and logical?

< Your Website's dynamism

Your home page — Structure information — Are the hyperlinks efficient? —
Picture-links use? Is your website properly linked to the Web? — Integrated
search engine? What are the other assistance tools proposed for the
navigation? — Some good website addresses

<~ Contents

Are the contents updated and attractive? — What is your content value?

Is the information provided credible? Organize linguistic versions — Use the
Web's added value — Are the contents useful for the Website? Do the contents
match to the promises? — Legal aspects — Are some important contents
highlighted?

< 9rulestowrite on the website

Titles — Subtitles — Things to avoid — Environmental context — How to
emphasize — Good syntaxes — How to reduce the initial text?
< Interactivity

Integrate visuals — Think about multimedia and dynamics — The contact
category — Forums — Other interactivity places — Customisation — Layout

< Theéfficient measure

About clarity — Visitor statistics — Tools to measure success — Popul arity level
on the Internet
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SELLING WITH YOUR WEBSITE

F Understanding the
efficient success keys
for an online shop.

E Designingthe
business model and
your Website
different categories

E Understanding an
online shop
specificities

E Feedback on your
forecasted Website

Concerned
people
B Communication
executives
B Marketing
executives
B Webmasters

Knowledge
required
None.

Duration
From 2 to 3 days, plus
an assistance day

Pedagogy &
practice

E Lecture
B Experience shared
with the participants
B Actual cases study:
examples of mistakes
to avoid, and good
Websites examples
B Critical and
constructive analysis
of your Website

Know-How acquired

Module 1: The sales Website design (2 to 3 days)

< Thedifferent types of sales Websites online
Window websites — Virtual 3D shops— Shopping arcades — Auction sale

<~ Thebusiness model

How should you charge product & service offers?

Break-even point: Excel application display.

Payment modes. Cash on delivery — Cheque — Transfer payment — Payment
platform (Paypal, for instance) — Payment through double-click.

< Legal aspects
Legal mentions — Sales conditions — Nominative databases.

< Your Website'sstructure
Your website map. Sales categories. visitor identification, shop identification,
navigation, purchase basket, customer account, order, extra services.

< Your Website’'sdynamism

Your home page — Structure information — Are the hyperlinks efficient? —
Picture-links use? Is your Website properly linked to the Web? — Opportunity to
integrate a search engine? What are the other assistance tools proposed for the
navigation? — Some good websites addresses.

< Creating the selling argument table
EBCD method (Expectations — Benefits - Characteristics — Demonstration)

< What you should know about sales Website protection in order to
chat with the Website’ s devel oper
Protected pages. Data encryption. Intrusion and usurpation.

< Your Website' sinteractivity
Integrate visuals — Think about multimedia and dynamics — The contact category
— Forums — Other interactivity places — Customization — Layout.

<~ Your Website's advertising — Efficiency contr ol

About clarity — Visitor statistics — Tools to measure success — The Website's
popularity level — Are advertisement formats efficient? — How to be referenced —
Y our website offline.

Module 2: Diagnosis of your forecasted Website — 1 day

1 to 2 month after the first module, participants share in subgroup each Website
sales.
The consultant brings useful adjustments for each website
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SUCCEEDING YOUR E-MAILING
CAMPAIGNS

Objectives
B Understanding the
legal and technical

Launch an e-letter

constraints

B Making punchy < E-lettersuses

emails A recent story

B Immediate The uses

application of The efficiency compared with other kinds of mailing
proposed tools

<~ Canyou legally send an emailing?

Concerned Opt-in and opt-out
e

BlCeT T Other legal constraints

executives Webography
E Marketing G.OOd practices :
SEETES Differences between a good mail and a spam
E Webmasters <~ Understand the technical constraints
The main paths taken by your emails on the Internet
Which possible formats and when using them? (HTML, RTF, etc...)
required Create or buy a database?
None. Some possible tools to achieve the sendings:
Online services — Softwares (delivery of afree tool)
2 days <~ Efficiency controls
Practice
ELecture
I Experience shared <~ Determine the expected objectives
with the participants. According to the uses: information letter, business e-mailing, etc. Target
choices.
F Case study
B Critical and <~ Make good choices
constructive analysis Title — Different kinds of plan — Other rules to design agood mailing —
of your e-letter Possible layouts — Different formats — When should you use pictures? — How
E Practical tools use to choose these pictures? — Using attached files? — Signature.
F Self-evaluation
form < Apply argument table techniques

EBCD method (Expectations — Benefits - Characteristiques — Demonstration)

<~ Thee-letter, a specific writing mode
Write without any censure — How to shorten? — How to make it ssmpler?
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Training modules of the sales categories propose to
acquire or to improve professional techniques in
sales, negotiation and business action to a greater
extent.

Most of those modules rely on a method which allows
the participant, from his own experience, to acquire a
new know-how in conditions closed to reality:
practical case, professional working conditions,
including videotape simulations.

Thetopicsraised are:

N

\
)

RN

Y

NN N NN N

Develop abusiness mind

Sales techniques

Intensive training to sales techniques
Service sales

Business negotiation

Negotiation with tough purchasers
Business manager: Complex sales
Selling over the phone

Selling over the phone: improvement, coached practice

Handling phone complaints
Sell better, in ashop
Commercial assistant

Consultants: the keys to succeed a customer meeting
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DEVELOP A BUSINESS MIND

+

I Increase the business
role awareness of

every person within the
company

E Beapart of the
business action through
your behavior and
speech

Every non-sales people
brought to talk with a
customer

Knowledge
required
Abilities to human

relations. No specific
knowledge

1 day

Practice
B Lecture
B Experience shared
with the participants
B Experienced
situations study
B Game: Multiple-
choice questionnaire
B Filmed and analyzed
role-plays
B Self-evaluation form

Know-How
acquired

< Adopting a business attitude
Assimilate the business position demands
Devel opping a business mind

< Develop communication abilities
Assimilating fundamental business meeting steps
Developping essential techniques for an perfect business
behavior

<~ Telephone
How to properly answer?
How to efficiently call?

<~ Face-to-face meeting
Specific behavior attitudes

<~ Forecast possible conflicts
We are all different... Sure, but in what ways?
A very important source to prevent from conflicts: adapt to
the others, to the « difference »

< Setting up a personal action plan
Self-analysis and participant diagnosis: strong/perfectible
points
Improvement objectives.
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SALES TECHNIQUE
N

Objectives
E Tools (behavior,

E From the
organization of your
business prospect
activity to customer
loyalty.

B Business meeting is
especially emphasized
(80%)

Concerned
people
E Every person
brought to advise a
customer in order to

sell or to build loyalty.
Knowledge
required
Sales ahilities

From 3 to 4 days.

Pedagogy &
Practice
B Very pragmatic
tools and playful

B Experience shared
with the participants
B Experienced
situations study (from
the participants or
suggested)

] Simulated or
filmed and then
analysed role-plays
] Review cards
delivery

Knowledge acquired

<~ CONCEIVE -TARGET: Your action plans
Tools: The Pareto method — ABC’' Matrix — Account plan; Business
action plan: Which actions by account?

< CONTACT: Efficient phone calls
How to build your phone script? — Behavioral traps to avoid and good
attitudes to adopt — Tools: Writing your phone scripts — Real-life
working conditions: Call simulations

< BEHAVIOUR: Integrate your contacts personality
What is your behavioral style? — Discovering your interlocutors style
— Tool: the behavioral styles pattern

< CONTACT: Start your face-to-face meeting
How to immediately gain your customer’s confidence — Tool: The
COPA technique (Context — Objective — Plan — Agreement)

<~ DISCOVER: The good discovery of your customer
Perfectly identifying the needs and the purchase approach (Ex: timing,
budget, etc.)
Tool: The Discovery Form —Meeting simulations

< CONVINCE : Argue of your offers— Sales pitches
How to structure arguments in order to impact?
2 Tools: Competitve & EBCD Matrixes

< COUNTER: Dealing with objections
2 techniques: Prepare OR (Objection Reply) — Put OCRE (Objection
Cushion Reply) —Tools and simulations construction.

< CONTROL: Negotiation
How to get prepared for negotiation? — Tool: Preparation table — How
to lead the negotiation cleverly: 5 indispensable steps — Real-life
working conditions. Role-plays

<~ CONCLUDE: Win the decision
Discover what slows down the decision — Detect the closing
stage beginning — 6 techniques to facilitate the commitment

< CAPITALIZE: Build customer loyalty
The « bottleneck » technique — The « champion » technique?
How to efficiently use your personal network

< Set up a personal action plan
Self-analysis from the participants. strong/perfectible points.
Improvement objectives
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INTENSIVE TRAINING

TO SALES TECHNIQUES
&

Objectives Know-How
E Improving thanks to acquired

practice. Using

methods and tools <~ CONCEIVE: Your actions plan
adapted to each sales Reminders. How to create a business action plan?
step. Creating your own business action plan

\

Concerned people CONTACT : Know how to get your meetings efficiently

B Every person Reminders: How to create a phone script

brought to advise a Creating and testing your phone script

customer in order to

sell. < CONTACT : Perfectly starting your face-to-face meeting
Reminders. The COPA technique (Context — Objective — Plan

Knowledge — Agreement)
required Testing your first minutes of meeting (video)

Knowledge regarding
sales techniques < CAPTURE: Discovering your customer

Reminders. How to create your discovery form?
Duration Testing your discover (video)

From 3 to 4 days.

< CONVINCE : Controlling the offer presentation
Pedaggy & Reminders: Technique salespitch
Practice Coaching on your company presentation

The ] +l1

B Quick reminders < COUNTER: Dealing with objections

about sales techniques Reminders: Techniques to deal with objections
B Experience shared Coaching on your most frequent objections
with the particupants _

B Practical tools < CONTROL : Toolsto better negotiate
creation Reminders: Negotiation techniques

B Real-life working Role-plays, video or coaching

conditions (from the o .

participants or <~ CONCLUDE : Winning the decision
suggested) Reminders: Closing techniques

B Simulated or filmed, Coaching on your commitment demands.

and then analyzed role- _ .
plays < CAPITALIZE : Setting up a personal action plan
B Self-evaluation form Self-analysis and participants diagnosis:

Strong/perfectible points
Improvement objectives
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SERVICE SALES

Service sales have their own specificities: complex needs and sometimes high stakes, top managers,
and often political decisions.

Objectives
E Thistraining
provides you with the
most efficient
methods, techniques
and behavior toolsin
order to « sell value »
and efficiently defend
your profits.

people
I Business executives
and managersin
charge of selling and
negotiating services or
complex solutions

Knowledge
required
First experiencein
sales

From 3 to 4 days

Pedagogy &

Practice

The « + »
E Lecture
I Experience shared
with participants.
F Experienced
situations study (from
the participants or
suggested)
E Simulated or filmed
and analysed role-
plays
I Practical tools
Creation

Know-How
acquired
< Designing your action plans
Which strategy should you carry out? The Pareto method applied to
sales. Which actions by account? Adjust your means of prospect

according to your interlocutors and stakes

<~ Phone contact: know how to efficiently take an appointment
How to prospect in a “tough way” environnement? (* Playing hard ball”)
The phone prospect script 5 steps

<~ Integrate your contacts personality
What is your behavioral style? — Anticipate your interlocutors behaviors
— How to use behavioral style in sales?

<~ Establish confidence from the first contact

Efficiently present your company— Show your professionalism

Take control of the meeting: COPA technique (Context —
Objective — Plan — Agreement) — Get a legitimacy.

<« Diagnosing the customer’s needs and stakes

Building an investigation plan: gather strategic information

Analyzing the decision network. Integrate the customer’'s logic:
Opportunities and risks

< Propose a «valuable » solution to convince
Involve the customer staff for the solution design
Y our offer’s advantages shown as value for the client

<~ Negotiate and deal with difficult situations
The negotiation principles to reach mutually satisfactory compromises.
Dealing with objections — Handling with tricky situations

<~ Obtaining commitment
Detect the right moment to close stage — Techniques to facilitate a
commitment

<~ Setting up a personal action plan
Self-analysis and participants’ diagnosis: Improvement objectives
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BUSINESS NEGOTIATION

Techniques are adapted to face-to-face or group negotiation.

Objectives Know-How
Acquiring pragmatic acquired

and tested negotiation

techniques. < Understand purchasers
What are the different purchasers types?
Demystify them as you know their techniques
E CEOs, sales manager Thetypical purchasers' traps
B In genera, every The purchasers' 12 commandments
person brought to
negotiate with < The negotiation or ganization
customers. How to differ from the competition?

Learning how to build awinning strategy

Knowledge Turning competitive analysis into an action plan
required Building your sales pitch

Communication Defining what is negotiable
abilities Y our Negotiation Preparation Table
< Meeting your customer

3 days Adapted communication techniques

Recognition of your interlocutor personality

Pedagogy & o .
Practice < Face-to-face negotiation techniques

E Lecture How to start a negotiation?

E Experience shared How to argue? _ o

with the participants. 3 techniques to deal with objections

E Practical exercises: Prepare OR (Objection Reply)

experienced situations Put OCRE (Objection Cushion REply)

study. Be COOL (Cushion — Objection Importance — Other
B Game: Multiple- Objections — Lock)

choices questionnaire. How to manage negotiation? S

E Roleplays. Particular situations — Bad faith — Handling with a disagreement
E Videos Price negociation

E Coached _ o

simulations. <~ Concluding a negociation

E Self-evaluation form 6 possible techniques to facilitate a commitment

After getting the agreement — In case of failure

<~ Set up a personal action plan

29



NEGOTIATION WITH TOUGH PURCHASERS
0 1

F Understanding how
purchasers proceed and
learn how to adapt.

I Specifically adapted
to negotiation with
tough purchasers.

Concerned people

Sales person and every
person brought to work
with purchasers

Knowledge
required

First trade experience

2+ 2 days.

Extra days enable to
adjust the tools
developed during the
first stage and to perfect
negotiation on harder
situations.

Pedagogy &

Practice
The « + »
F Lecture
I Experience shared
with the participants
F Role-plays
F Video
B Self-evaluation form

acquired
<~ Thedifferent types of purchases and purchasers
What are the buying strategies?
What are the different powers between purchaser and seller?
What are the different purchaser’s types?

What are the typical purchase processes?

< Public & Private purchase processes
The different Request For Proposal types
How purchasers build their demand (RFP)
How to influence a Request For Proposal?

< How to get prepared before a negotiation with purchasers?
Negotiation characteristics
Learn how to build a winning strategy

< How to manage a negotiation with tough purchasers?
Discovering your customer — Argue — 3 techniques to deal with
objections — Protecting yourself — Concede with a compensation —
Moving towards the final solution-What to do if the situation is blocked.
Adapted communication techniques
Recognition of your interlocutor personality
Price specific negotiation

< Conclude the negotiation
6 possible techniques to facilitate a commitment — What to do after
getting the agreement or in case of failure

< The purchaser’s 12 commandments
Negotiation principles applied by the purchasers

< Thepurchasers traps—How to avoid them
Devaluation
Threat
Urgency
Colombo effect
The Good one and the Bad one
Limited budget
Identical competition, etc.

< How to deal with a disagreement?
Rephrasing tactics — Redefining tactics
Particuliar situations — Bad faith
Assertive attitude, etc.
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BUSINESS MANAGERS: COMPLEX SALES

1

Thisis particularly adapted to innovative solution: Software, Information Technology, Biotechs,

E Control the methods
and tools specifically
made for business
managers.

E From the strategy
and meetings
organization to
customer loyalty

B Business meeting is
especially emphasized
(50%)

Concerned people

I Saespersonina
complex sales
environment:
technological sectors,
consulting, etc.

Knowledge
required

Sales abilities

From 3 to 4 days

Pedagogy &
Practice

B Very pragmatic
tools and playful
pedagogy
B Lecture
B Experience shared
with the participants
B Experienced
situations study (from
the participants or
suggested)
B Simulated or filmed,
and then analyzed role-
plays
B Self-evaluation form

complex services such as consulting.

Know-How
acquired

< BUSINESS MANAGER: Designing your action plans
Business specificities compared to an « ordinary » sale.
What distinguishes a Business manager from a pure salesman?
Business organization: what kind of Business manager are you?
<~ TARGET : Largeaccount strategies
Tools: Pareto method — ABC Matrix — Account plan — Business
action plans: Which actions per account, when, etc.
<~ THE PURCHASERS:
How do they set up their purchase strategies?
Which frequent traps do they set? How to avoid them?
< CONTACT : Starting your face-to-face meeting perfectly
Immediatly gain confidence
Tool: The COPA technigue (Context — Objective — Plan — Agreement) —
Timing control
<~ CAPTURE: All the project dimensions
Identify the stakes, needs, purchase method.
Tool: The Discovery Form —Meeting Simulation.
<~ CONVINCE: The salespitch
Every Business Managers have arguments but few of them have
efficient sales pitches : make a difference with some techniques:
2 tools: Competitive Matrix
EBCD Maitrix (Expectation — Benefits — Characteristics — Demonstration)
< CONVINCE : Toolsfor abetter negociation
How to get ready for the negotiation? - Tool: preparation table —
Cleverly lead the negotiation: The indispensable steps — Role-plays
<~ CONCLUDE: Winning the decision
Discover what slows down the decisions — Detect the right moment
to close — 6 techniques to facilitate commitment
<~ CAPITALIZE: Build customer loyalty
The « bottleneck » technique — The « Champion » technique
How to efficiently use your network

<~ Set up a personal action plan
Self-analysis and participants diagnosis: Strong/perfectible points
Improvement objectives
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SELLING OVER THE PHONE

L1] 23%!_“%!#-“ 4(

E Selling more over
the phone

F Increase call
efficiency

F Creating arelation
environment which
would enable cordial
trade

F Get the right
behavior

Concerned people

Every person brought
to sell over the phone

required
Abilities for human
relations

3 days

Pedagogy &
Practice
B Lecture

B Experience shared
with the participants

B Experienced
situations study

B Analysed role-plays

B Self-evaluation form

Know-How
acquired

MODULE 1-PHONE CALLSPREPARATION
SALESPITCHES

< The phone storyboard writing
5 keys: Contact — Capture information — Convince — Control objections
— Conclude
< Differ from the competition
Learning how to create a distinctive strategy — A practical tool
Practice: Creation of a specific tool for your company
<~ Master your offer presentation
How to structure your speech? —Practical tool example — The EBCD
method — Sales pitch for companies which aready have written
communication tools.
Practice: specific tool creation for your company
< Integrating objectionsin the sales pitches
Practice: Finalizing the sales pitches
< Good phone calls attitudes
How to create a good environment for trade?
Y our physical attitude
Y our mental attitude Practice:
Play-roles.

MODULE 2-EFFICIENT CALLS

< Call receipt
Having the fundamental keys Practices:
Call Smulations
<~ Making contact
How to briefly arouse your interlocutor’ s interest?
< Capturing: “the pain” of your prospect
How to prepare sales with right questions?
<~ Convince
Attractive presentation of your offer over the phone
Dealing with objections— Call Simulations
<~ Controling
< Negociation over the phone
< Conclude
How to facilitate your interlocutor’ s commitment?
< Handling difficult situations
No-grossness techniques — Calming down the agression — Control the
manipulation attempt
Evacuate the « unsaid », a relunctance
Practice : Call smulations
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< Handling your stress

< Setting up a personal action plan
Self-analysis and diagnosis: strong/perfectible points. Improvement
objectives
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SELLING OVER THE PHONE

Objectifs
E Selling more over
the phone

I Strengthen your
skills

E Make your
efficiency for ever

Concerned people

Every person brought
to sell over the phone

Knowledge

required
Y ou must have taken
part of the modules for
sales techniques over
the phone, or know
very well the
technique.

1 day, or 2 days but not
inarow

Pedagogy &
Practice
B Short tool reminder
B Practise
B Experience shared

B Coaching

Know-How
acquired

It isa complementary period that occurs ideally from 2 to 4 weeks
after thefirst step “ Selling over the phone — The
fundamental methods” :

This step can be repeated for a second time several weeks later.

Chronological process: According to the participants demands, each
step duration may change.

< Outcome — Objectives
Pedagogy summary
Participants' self-analysis: Outcome of improving points on the
passed period and improving points remaining a priority.
The participants choose individual s objectives.
<~ Evocation and handling of difficult cases experienced

<~ Coached practices

Situations in accordance with individual objectives are simulated and
assisted by the coach

If the number of person isreduced, it is perfectly judicious to coach
on live situations with real customers.



HANDLING PHONE COMPLAINTS

Objectives
I Acquire techniques
to handle complaints

I Deal with the stress
occuring from
complaints

Concerned people

B Sales persons
B Telemarketers

Knowlege
required
Communication
abilities

2 days

Pedagogy &
Practice
E Lecture

B Experience shared
with the participants

Practical exercises:

B Experienced
situations study (from
the participants or
suggested)

E Game: Multiple-
choice questionnaire

B Self-evaluation form

Know-How
acquired
<~ How to create a positive exchange?

Importance of agood start
Fundamental methods for a good start

< Learning how to sow down pressure

Why stepping down pressure?
Your physical attitude
Y our mental attitude

< Anticipate possible conflicts

Life positions
Basic rules to prevent from conflicts

< Understand the other’s point of view

A state of mind for agood audition

Sentences to accept discontent

The answer to complaint

The first complaint handling technique: Prepare OR (Objection
Reply)

The Second technique: Put OCRE (Objection Cushion REply)
Third technique: Be COOL (Cushion — Objection Importance —
Other objections — Lock)

<~ Handling with tricky situations
No-grossness technique
Caming down the agression
Controlling the attempt
Evacuating the « unsaid », a reluctance, a breakdown

< Control your stress

Prevention is better than cure
How to handle your stress?
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SELL BETTER IN SHOP

! "# O % #&

Objectives Know-How
E Sell more acquired

E Complete intuitive sall

with proven techniques < Well definetoday’s consumers
E Adopt appropriate
behaviours < Roles of the shop salesteam

Concerned people Sales meeting in 6 steps:

Seller in shop or sedentary

point of sale (show room, < 1% step: welcome

etc.) Good welcome: what you should and should not say. The good
attitudes

From 1to 2 days < 2" step: gather information about needs

Gathering information about a need: what for? Good questions to ask

Pedagogy & Practice on content and how to well ask it.

B Simplework methods <~ 3 step: argue . .
& tools We all have arguments, but few people use real sales pitch techniques:

How to differ from the competition, EBCD matrix
B Work in subgroups on

the mission: existing < 4™ step: reply to objections-complaints
situation, ideal Strength of objection anticipation: « OR » technique (Objection —
situation, gapsand list ~ Reply)
of encountered For tougher objections: « OCRE » technique (Objection Cushion
situations REply)

B Simulation and filmed < 5" step: introduce price

role-plays, face to face The sandwich technique

B Self-evaluation form <~ 6" step: conclude
Good ways to leave your customer

< Communicate with efficiency
Master face to face communication
We areall differents... Sure, but in what ways?
6 styles: Security, Pride, Novelty, Comfort, Money, Sympathy.
Distinguish them, how to adapt to the different styles?
Resolve tensions and possible conflicts.
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COMMERCIAL ASSISTANT

I Optimizing your
mission

E Improving your
daily work
organization.

I Practise: Have good
relation with internal
and externa
customers.

Concerned people

Every sales assistant
wanting to improve its
organization and
communication.

From 2 to 3 days

Pedagogy &
Practice

B Simple work

methods & tools

B Working in
subgroups on the
mission: existing
Situations, ideal
Situations, gaps and list
of encountered
Situations

B Simulation and
filmed role-plays,
phone/ face to face

B Self-evaluation form

Know-How acquired |

< Definethe aspects you have to control — I dentify your
missions

Contribute to your team’s efficiency

Centralizing, organizing and spreading information.
Being the link between management, field and supplier.
Business performance indicators

Optimize customer relations

Anticipating demand, etc.

Good practices exchange

< Communicate orally with efficiency

M astering face-to-face communication

We areall different... Sure, but in how?

Behavioral styles, distinguish them, how to adapt to the different
styles?

Working on your assertivity when needed

Resolving tensions and conflicts

< Efficient time and task management tools
Knowing how to get prepared and organized — Differentiating
emergency and importance
Choosing the good tools: for instance, using the retro-planning
resource.
Identifying waste of time sources
Example of tools: Business action plan — Sales forecast table.

< Better manage your stress
Understanding stress: rational and irrational factors
Physical answer to stress
How to develop an no-stress philosophy
< Manage phone calls
-Incoming call: what you should and should not say. The good
attitude.

-Outgoing call: 5 phone script steps. Specific attitude.
Building of scripts & simulations
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CONSULTANTS: THE KEYS TO SUCCEED A

CUSTOMER MEETING

Every engineer, project manager or consultant in a Software House or consulting firm, providing
technical assistance or consulting, has to convince his future customer during an oral meeting.

I For consultants:
-Be most possible employed.
-Be armed to make a
difference during an oral
meeting. Techniquesto win
technical assistance missions.
-Develop confidence

Concerned people

Software engineers, project
manager, consultants, sales
managers

From half-a-day to 3 days

2 possihilities:
B Group:
-From 2 to 3 days
-Methods presentation and
creation of tools
-Real-life working conditions
with coached meetings, filmed
if necessary
B Individual coaching:
From half-a-day to one day to
get prepared for an urgent
meeting, or as a complement
to group trainings.
-CV: Diagnosis, adaptation.
-Coached meetings, filmed if
necessary

CEO of aconsulting company,
20 years of commercial
experiencein IT (Information
Technology), including sales
department salesin Software
House

Raised topics ‘

<~ Information to gather —if possible — before the meeting
The customer’s company: Its occupation, its organization, its stakes
to take up, etc.

About the project: Targeted objectives, organizational context,
technique, difficultiesto solve, etc.

About the mission: Responsibility, tasks to achieve, skillsand
expected experience, €etc.

Tool: The discovery check-list

<~ Resume (CV)

Punchy resume structures — Attractive layouts — How to specifically
customize your resume to a customer demand?

CV adaptation case study, for a software development or consulting
mission.

<~ Mental & physical preparation

Brief dress codes reminder — Actions to or not to do before the
meeting — How to relax before the intervention and feel good?

$ n

<~ Stepstowin confidence — I nteractions with the customer,
the sales per son

The first 2 minutes: How to well start the meeting — Questions to ask
— Introduce your candidature — Discussions — How to well conclude?
<~ Introduceyour candidature: Crucial steps

-1% possibility: Classic approach, CV presentation — Pro & cons of
this method

-2" possibility: How to avoid paraphrasing your resume?

The Russian Dolls method — Advantages and limits

Design & the Russian Dolls method application

-3 possibility: Reconcile customers’ expectations with possible
contribution — Use a proven technique of argument table to
convince: Hold the « CAP » (Characteristics — Advantages — Proofs)
Construction & application of the CAP method

< Personal performance qualities

Being aware of your strong points and devel opping your personal
gualities: voice, gesture, |ook

Meeting simulation — Coaching — Debriefing — Personalized
recommandations
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The «Business management » modules provide methods and
performant tools to in-position and future business managers,
including especialy their business team’s dynamisation.

Thetopicsraised are:

— Business performance indicators
< Organize and manage your sales force

< Recruit your salesmen

(\\
Y
W

Salesmen: set up an attractive wage system
<~ Optimize rounds of your salesmen

<’ Business change lead

yd

Business manager: manage your time and
your teams’
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BUSINESS PERFORMANCE INDICATORS
(

1

F Define and set up
methods and tools for the
analysis and the
commercial activity
follow-up

F Being able to make
quick decisions

Concerned people
B CEOs
B Business Executives
B To agreater extent,
every person dealing with
abusiness activity

Knowledge required
Quantitative management
abilities

Duration
1or 2 days

Pedagogy &
Practice

B Lecture
B Experience shared with
participants
B Practical exercises
B Experienced situations
study (from the
participants or suggested)
B Game: Multiple-choice
guestionnaire
B Creation of practical
tools
B Self-evaluation form

Know-How
acquired
<~ The fundamental principles of an efficient supervision
system
What are the objectives to reach for a good supervision system?

What are the major elements of a supervision system?
The complementary layers

<~ Defineand set up the forecast system
Develop the target system
Forecast business activity: tool

< Recording useful data in relation with the mission ‘s
execution
Define your Business activity
Handle with the customer/potential customer file

<~ Get some visibility and reactivity thanks to business
supervision
From statistics to business supervision
Select relevant indicators and develop a business supervision
Insufflate actions dynamic

<~ Set up auseful information system
Create or optimise the information system
Making use of new business tools

<~ Set up apersonal action plan

Participants' self-analysis
Improvement objectives
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ORGANIZE AND MANAGE

YOUR SALES FORCE

F Organizing
efficiently your
business actions

I Developping your
sales ability, with an
impact on human
motivation

E Subtly set up tools to
measure business
productivity

people
B Sales managers
E CEOs
B To agreater extent,
every person dealing

with business activities

Knowledge
required
Management ability

3 days

Practice
B Lecture
B Experience sharing
with paticicpants
Practical exercises:
B Experienced
situations study (from
the particicpants or
suggested)
E Game: Multiple-
Choice Questionnaire
F Filmed and analysed
role-plays
E Practical tools use
E Self-evaluation form

5 ( 1

Know-How acquired

ORGANISING YOUR SALES FORCE

<~ Businessdirector, the function specificities
Activities to cover — Know-how, knowledge and required qualities-Ways
and imaginable keys — Collaboration with other business units

<~ Supervise marketing
Be in sync with strategic marketing
Manage mix marketing for your salesmen
Manage operational marketing

<~ QOrganizing business activities
3 main ways to manage — Seizing sales force

<~  Set objectivesto your salesmen
Design sales objectives — Necessary precautions to set objectives — Set
up a business action plan

<~ Recrut your salesmen
How to look for valuable candidates? — How to properly deal with the
selection steps? — Coach the new salesmen

CONTROL YOUR SALES FORCE

< How makeyour teamstrust you — Develop your leader ship
Emphasizing personal contact — Providing good tools
How to motivate? — The different leadership styles

<~ Business change management
Understand which mechanisms slows down changes
Change management techniques

<~ Control your salesforce
How to make the control principle accepted — Establish a measure system

Smart control, self control —When should you control?

<~ Thesalesforce'sInformation System
The salesman’s Information System — Computerize your sales force

<~ Set up apersonal action plan
Self-analysis and participants diagnosis, |mprovement objectives
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RECRUITING YOUR SALESMEN
1

Acquiring methodologies
and essential tools
adapted to sales people
wages.

Concerned people

Every person brought to
recruit salesmen.

Knowledge required

Communication ability

1 or 2 days

Pedagogy & Practice

B Lectures

F Experience shared
with participants

Practical exercises;

I Business case (from
the participants or
suggested)

E Game: Multiple-
Choice Questionnaire

E Filmed and analysed
role-plays (only with the
2 days option)

E Providing practical
tools

B Self-evaluation form

Know-How acquired

Preparing the businessrecruitment :

Define the recruitments objectives

The business recruitment specificities

Define the salesman’ s ranked missions

Define the profile and required skills

Define the wage package

External assistance: human & financial resources

Hunting for candidates:

Keys for agood advertisement
What you should know to succeed your direct approach

Interviews:

How to organize the interview?
How to proceed during the interview?
How to select your short list

Extra tools during the meeting:

What are the possible tools?
What to think about them
Graphology

Personality tests

[.Q. tests

Others

The candidate’ sfinal choice
Formulation and negotiation of the proposal
I ntegration within the company
Failure sources
Organising the first days and first weeks
Different types of coaching
Integration result
Set up a personal action plan:
Self-analysis and participants’ diagnosis

Improvement objectives

42



SALESMEN: SET UP AN

ATTRACTIVE WAGE SYSTEM

E Developping and Know-How
setting up the business acquired
payment system as a
real stimulating
management tool

B Beinaccordance
with the company and

<~ The wage system foundations

Fundamental principles

the wlt?nen Payment system elements

expectations A system which target strategy and added value
Concerned people

Business managers, <~ Assessing the existing wage system

entrepreneurs

Analyzing the system with the seller view
Knowledge Analyzing the system with alegal view
required Examine the tools in relation with the payment system

None

<~ Build a pertinent wage system

1 day
Developping awage plan
Pedagogy & Validating and commissioning the target system
E Lecture
I Experience sharing <~ A personal action plan set up

with participants.
Self-analysis and participants' diagnosis. strong/perfectible points
Practical exercises: Improvement objectives

F Experienced
situations study

E Play-role: Real-life
working conditions

E Providing of
practical tools

E Self-evaluation form
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OPTIMIZE YOUR SALESMEN'S TOURS

1

E Divide your

customers into

optimized segments

B Target tours o
objectives for each

appropriate action
plan

F Define good
controls

Concerned
people
F Area managers,
I Sales manager and
every person
managing a business
team

\

Knowledge <~
required
Sales experience

Duration

Pedagogy &
Practice

Bl ecture

B Experience shared
with participants.

B Toolscreation,
specific for each
company

B Real-life working
conditions

B Self-evaluation
form

Know-How
acquired
Identify / Sort / Select:

Strategic marketing adapted to your business team and rounds.

Y our customer portfolio analysis

Determine the main priorities, Pareto policy, ABC Matrix

Rebalance your customer portfolio according to regional and national
strategies

Take into account customers@pecificities

Competitors: Strategy and objectives, their position, your differences

Carry out a sector operational plan:

Define your ways adapted to your customers and offers
Salestools

Build your business action plan

Manage your daily customer file

Organize your toursand optimize your « visits capital »

Tours organization according to:

Geographical criterias

Priority objectives and targets

Different types of actions (Customer conguest or loyalty)
Business ability and time optimization:

Determine visit periods

Estimate necessary durations

Organization tools

The ways to efficiently manage his teams

Good activity indicator s dedicated to tours
What to measure?

When to measure?
What to take into account to motivate the team



BUSINESS CHANGE MANAGEMENT
1

Implement a business
strategy: from a specific
today’ s situation to a

Know-How
acquired

targeted one

<~ Success conditions for change programmes
F Sales managers How to integrate human dimension at the right time?
E CEOs How to prepare evolution?

Control the change compl exity

Knowledge
required <~ Understand the different steps of a change process

E Having agood

perception of today’s «| am scared », denial, refusal
business situation « | understand and | wonder » — Balance and reconsideration
E Having determined the «I join»— New frontiers
targeted business «| reinvest » — Consolidation
situation
<~ 5goldenrulesfor a successful change
1 or 2 days Create change need
Define avision and a project that will stir
Pedagogy & Transform vision into measurabl e objectives on a short term period
Make your partners part of the change
B Lecture Communicate, communicate, communicate. ..
B Experience shared )
with participants <~ Set up a personal action plan
Application: Self-analysis and participants’ diagnosis: strong/perfectible points
Business case or an Improvement objectives
experienced situation
study from the
participants

I Creation of practical
tools
B Self-evaluation form
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BUSINESS MANAGERS: MANAGE YOUR

TIME AND YOUR TEAM'S

] Identify what is Know-How
curbing your acquired

management time

i Understand & <~ Lacksof timedirectory

control the customer’s Obstacles encountered in your time management

emergency Individual waysto live time pressure

= Determine your Correlation between time pressure and stress

priorities

E Develop <~ Your position priorities

individual and team Organize into a hierarchy the sales manager’ s tasks: Notice

organization tools high-yield activities

i Switch from Distinguish importance and emergency (priority matrix)

undergone time to Assess duration: the sales manager’s activity analysis table

controlled time

[ Help your teams <~ Time management strategies

to be better organized Think about your organization and authority rules
Leadership and time pressure

Planning: tasks that can be scheduled, delegated or transfered

F Business managers Emergency management

B CEOs

<~ Time management tools. Individual time

Knowledge Biological rhythms:
required Understand your activity rhythms/ energy and time

None management
Individual organization:

Ergonomics, existing software tools, optimize your actions

From 1 to 2 days _ _ _
< Time management tools: Time sharing

Pedagogy & Optimize your bus_i ness team’ s time:
Practice Make team synergies work

Rely on your strengths and fight your weaknesses

| Lecture
I EXperi ence | mproye yourkt-eam mates aUtonomy
shared with part|C| pantS Orgamze WOrKIng groups:

B Creation of Lead time management, knowing how to delegate
practical organizational Better communication: manage breaks, and making your time

tools space respected : o
B Sdlf-evaluation form Optimizing the business meeting time.
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Trainings to develop your personal abilities on the following topics:

{\\
h
Y
|
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‘"Q

\

Manage conflicts

Be able to speak clearly in any circumstance

Speech in front of audience

The basis of Linguistic and Neurological Programming
Time management for salesmen

Stimul ate your memory

Be assertive

Manage & Coordonate a meeting

Handle with problems & solve them
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MANAGE CONFLICTS

| Have criterias to
notice hidden conflicts
sources

= Decide objective
conditions resolution and
carry them out

Optimize results
as you manage to
prevent from escalation
leading to conflict

E Know how to get
out of a conflict and
build the relation back

I Distinguish
conflict and tensionin a
negotiation

Concerned people

Every business
occupations

2 days

Know-How
acquired

<~ Being ableto forecast and get out of chaos

Making a difference between tension, disagreement, conflict or
crisis

Which senses, which sources, which stakes?

Notice a bad communication symptoms

Making your own diagnosis

<~ Know how to regulate tensions

Measure the tension level: pressure or stimulation?

What isright and fair: get out of your vision

Integrate the other one, and know how to take him into account
Developping your observation and attention, about the signs
sent by the other person

Using the step by step resol ution approach

Know how to be watchful about excess and balance

< How to handle with crises?

Knowing how to accept grievances and resentments

Noticing waste risks

How to cope with disqualification, threat or trial by
specul ation?

How to make a difference between level 1 symptoms
(temporary) and level 2 symptoms (structural)

How to refocus the dialogue in case of obstruction (flight,
debate, bad faith, obstinacy)?

< Forecast and solve conflicts

Knowing how to notice power stakes

Knowing your reaction profile in a conflictual situation: risks,
assets, handicaps

How to inhibit the conflict risks?

Why getting involved in a conflict?

Handle with the conflict end
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BEING ABLE TO SPEAK CLEARLY

IN ANY CIRCUMSTANCE

] Beat your lack of
confidence

i Discovering your
communication style and
enhance it

E Tipsto be
understood and increase
your message impact

] Adapt to
interlocutorsin order to
arouse their interest &
attention

] Succeeding in
making an oral
improvisation

Concerned people

Every business
occupations.

2 days

<

NN NI\

\

N

\

Know-How
acquired
Oral communication qualities

Improvisation exercises and vocal techniques. participants
will improve their oral communication

Improvised speech

Physiological speech aspects (breath, articulation, intonation,
delivery, volume)

Non verbal signature of the message (gesture, look, face
expressions, attitude, position, space occupation)

Fright characteristics and management

Expressive reading or how to take advantage of your written
notations. When you speak keep a written message impact
(give meaning, position your voice, sustain your look,
manage and keep silences).

Basic rulesfor oral communication

Controlling the signature is not enough to be orally punchy. It
is aso necessary to build the most appropriate message in
order to be understood and have the expected impact:
Communication process (from transmitter to
feedback cycle, message distortion, reference frame)
Idea structurations to improvise, inform, describe, explain,
persuade.

Highlight ideas (emotional canals, illustrations, coupling
words)

receiver,

Quick wit

During an ora intervention in a conference, meeting or
interview, we are sometimes resourceless after a criticism,
objection or unexpected question...

Improving your impact when you speak aso means
developing a quick wit. It allows you to accept in a positive
way destabilizing questions. Know how to deal with them.
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SPEECH IN FRONT OF AUDIENCE

L How to prepare
and managing a
presentation : to reach
your goals.

Efficiently show
atopicinalimited time

Structuring your
speech thanks to an
adapted plan use

] Using at best
different visual aids to
support your speech
(overhead projector,
paper board, video
beamer)

H Assessing the
audience. Adapting your
speech to reach the
targeted objectives. Dedl
with reactions and
guestions.

Concerned people

Every business
occupations.

2 days

Know-How
acquired

<~ Communication laws

Communication isan individual sport
Communication is ateam sport
Obstacles to control

Pitfallsto avoid

A mind state to embrace

< Understand fright:

Rational and irrational factors
Make fright a positive energy pump
How to get psychologically prepared?

<~ Build your self-confidence

How to get physically prepared?

Logistics — Actions to or not to do before the speech
Connecting to the « positive energy pump »

What to think about the audience?

How to relax before the speech?

Tipsto focus

How to tackle the issue with al the confidence you need?

< Maintain a contact with the audience

Plans to inform and explain: category plans, opposition and logical
sequence plans. Argument table plan for suggestion or persuasion
speech.

How not to fail during the first and the last 3 minutes: How to deal
with introduction and conclusion?

What are the good principles for a slide-show creation and a beam
projector use?

< Good attitudes

Golden rules— Y our physical position — Moves — Breath — Silences —
Y our look — Y our voice — Scansion — Articulation
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BASIS OF LINGUISTIC AND

NEUROLOGICAL PROGRAMMING

r Discover the

Linguistic Neurological
Programming acquired
applications to manage a

team, ameeting or < Knowing theintuitive communication part
during a speech

Create more easily a contact in front of “stressing’

E Using this proven auditors: rely on your gesture and not on your voice.
behavioral tool.

< Tipsfor abetter dialogue flowing
P Train how to use
the presented tools Listen in a different way: visual, auditory and kinesthetic

main characteristics determine the way we think and talk.

Talk to be listened: arouse interest and make understanding
Every business easier. Don’'t hesitate to challenge routine speech
occupations.

< Knowing when to speak
2 days Succeeding in making a mutual trust

Acknowledge your personal meeting parasite: speech
pressure, uncertainty, irritation...

Adjusting your listening as you accurately decode your
interlocutor’ s reaction.

<~ Reviseyour own position

Dismantle the a priori and prejudice mecanisms blocking

dialogue

Have a clarifying listening in order to ease problem

resolutions.

Negotiating agreement pointsin a discussion.

Face objections in order to improve your meetings.
criterias.

Improve locking agreement points: positioning techniques

Get prepared before an important stake.

Get rid of fright in tricky professiona situations. before

you tackle an important meeting, a speech...
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TIME MANAGEMENT FOR SALESMEN

] Better managing
your time.
i Learning how to

consider time resources
as akey performance.

E Understand
concepts, usages and
psychol ogical
conditionings managing
the way we handle with
time

] Creating good
decisions conditions to
better manage your time
and your priorities

People concerned
Every business
occupations.

2 days

Know-How
acquired

<~ Time: akey resource

How do we kill time?
What kind of distance do we have about our schedules and

caendars?

What isor is not satisfying in the way we handle time?
Relations between our personality and our attitude about

< Time management efficient tools

Knowing how to organize yourself and get prepared
Making a difference between Emergency and I mportance
Redefine the priority notion

Choose useful tools: organizers, agenda, etc.

Use the retro-planning resource

<~ Improvement mining

Identifying waste of time sources

Reconsider communication activities from the time
management point of view (interview, telephone, meeting,
mail, visit...).

Being pragmatic: making small decisions with great effects

< Stress, self-control and time management

Body clock and itsindicators
Practise recovery time

Lose time to win time
Damages from delay

Set up anew life discipline
Advice to regular latecomers
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STIMULATE YOUR MEMORY

] Understanding
how memory works.
Better understand how
your own memory is
working

Acquiring a
method and toolsto
optimize your memory
performances.

P Develop active
memorization behaviors
during atraining

People concerned

Every business
occupations.

2 days

<

P

Know-How
acquired

Reflexion and analysis of a priori and difficulties encountered
during a memorization process

Immediate memorization test.

Individual or group performance evaluation

Understand how our memory wor ks

What are the parts implied in memory?

Memory & Forgetfulness. Are memories stocked?
How to make them reappear?

What are the last researches in neurophysiology?

How to train and tame your memory?

The 3 memory steps. reception, treatment, reactivation.
Different memories. recall, recognition, short-term, long-
term...

<~ Control thetechniquesfor an efficient memory

Success criteriafor agood memory.

Voluntary behaviors which make memory easier

Develop your attention and your concentration, a state of mind,
avolunteer approach.

Know tools to handle with information:
association, creativity, visualization...

Restore information: Communicate, rephrase, act.
Mnemonic process. interests and limits

organization,

< Training and keysto have a good daily memory

<

Develop your visual, auditive, kinesthetic and olfactory senses
Remember the reading essentials

Remember names and faces

Memorize an oral message content

Remember numbers, lists...

Remember more easily various information

Have a good memory hygiene

Relation between sleep and memory

Is there a relation between food and memory?
Wheat is the relation between age and memory?
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BEING ASSERTIVE

Dare express your ideas & feelings

] Developping
simple and constructive
relations with people

Know-How
acquired

closeto you | dentifying self-confidence behaviors: discover your
communication profile.

= Becoming a What are the main behavior types and how to recognize them?

change leader How to decode your personality profile? Faced with anger,
authority and failure or with success stake.

Understanding the keys factorsin dialogue evolution

Every business

occupations. <~ Become an active auditor: mobilize your listening

How to decrease uncertainties and misunderstandings?
|dentifying listening obstacles.
2 days How to set up a mutual trust?

Anticipate information

<~ Say and act: Strengthen constructive communication
What are therights | allow myself towards the others?
Build the basis of an efficient partnership.
What prevents me from acting?
Working with personal objectives to move forward.
How to develop positive thoughts? Create a cooperative
atmosphere

< Rediscover your feelings and make them your allies
How to recognize them?
Feelings positive role of: joy, fear, anger, sadness.
How to express them? Express your discontent without
aggression, or your satisfaction without shyness.
Know how to ask, know how to refuse.
Having an influence on your work environment.
How to adapt to various situations encountered in your
professional or personal life?
How to refuse without losing your credibility?
How to deal with disagreements?
How to react to unexpected situations: objections,
indifference, blame, recriminations.
How to avoid deadlocks in communication?
How to cope with agression, manipulation?



MANAGE & COORDONATE
A MEETING

I Knowing how to
get prepared for a meeting

I Controlling
coordination techniques
and build tools

P Knowing how to
be a constructive and
productive participant

I Understand a
group behaviors.
Knowing how to regulate
them

L] Manage
interpersonal mistakes
and conflicts

I Knowing how to
deal with agenda and time

I Writing the report
inreal time

I Know how to
make a meeting reach its
goalsin order to satisfy
participants

People concerned

Every business
occupation.

2 days

Know-How
acquired

<~ 1% part: Preparing the meeting

A meeting opportunity: when is a meeting essential or useless?
Isit better to organize only one or several meetings?

Criterias which allow you to measure the meeting success.

20 key-questions that should be reconsidered to prepare a meeting,
examples: topic(s), agenda, participants, coordination methods and
material.

Material list and coordinator’ s logistic.

Coordination notations organization: aide-mémoire, red line.
Know how to establish the necessary duration with margins and
limits.

2" part: the meeting

The catcher, the launch introduction

Make a round table: coordination technique to make it quick and
efficient. Remind objectives at the beginning of the meeting.
Distribute operational roles (Report writer, timing and logistics).
Organize debates: launch, coordination.

Know how to impose on participants an individual or in subgroup
reflexion when necessary: When in the meeting? For which
productivity and how to use the participants productions? Know
how to sum up during the meeting. How to coordinate a reflexion
meeting? Know how to stimulate the participant’s credtivity
within a specific framework.

What are group dynamics?

- What can the coordinator do, , with oppositions between people,
to cope with tough participants?

- How to channel leaders?

- Influence mechanisms and their control.

An active listening is a of a meeting coordination fundamental
principles:

- Knowing how to listen to a group on 3 levels.

- Extending your questioning list to make people take part,
produce and make trade easier.

- Knowing how to rephrase, sum up and capitalize essential
information

- Using space and written aids

< 39part: After the meeting

Knowing how to end with an action plan
Knowing how to use a self-analysis form of coordination
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performance: draw personal lessons and improve.
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HANDLE PROBLEMS

& SOLVE THEM

] Establish a
common language within
ateam. Control the study
methodology different
stepsfor technical
problems (job).

E Applying a
rational approach

i Knowing how to
use treatment
complementary tools (30
tool-forms)

] Decoding the
meeting’s pitfalls and
knowing how to cope
with them

People concerned

Every business
occupation.

2 days

Know-How
acquired
< 1% part: Structure your thoughts

Appropriate a system method in 4 phases
Knowing how to detect a group study main sequences

<~ 2" part: Know how to set up a technical problem. Define a
resolution objective
Difficulties to formulate a problem: why? Methodologica
reasons.
Understanding the process of causegeffects/consequences to
better grap the problem.
Avoiding common distortions between problems and
objectives
Define a study, quick or detailed extent, to save time

<~ 39 part: Control the different sequences to solve technical
problems
Distinguish mandatory steps and optional steps
Distinguish 2 ways. diagnosis and curative
Understand each sequence specificity from cause to solution
search, from the decision-making process to implementation
Desintegrate into subsentences for complex problems

< 4™ part: Know the main and complementarity tools for the
resolution of technical problems

Knowing how to use the 6 main tools. principles and
applications (Pareto, listing...), training during case studies
Technical forms presentation to solve problems, with
comments, explainations and application suggestion
Knowing how to build a methodological script: correlation
between methological steps and tools from real cases from the
participants.

< 5" part: aidsrangein order to savetime
Transposable aids within the company
What should be remembered: the main principles fina
synthesis to memorize in order to strengthen acquired reflexes.
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Mission
Speeding up commercial development, especially for innovating companies:

How?
By boosting sales and marketing development:
For instance targeting good couples market-offers, designing and editing your offersin a profitable
way, recruiting and training your sales forces,

Solutions?
<« Training

<~ Consulting:

Audits and recommendations.

For instance How to make an attractive new offer? How to sell more?
Bidding better to calls for tender, introducing a new offer, exporting with partners, business plans,
improving the commercial team efficiency, etc.

<~ Qperational assistance

Examples: Sales Management time-sharing, creating appropriated sales tools, project or sales
coaching, setting-up relevant indicators, etc.

OptiVente' s Advantages

< Increase your turnover, probably morethan 10%:
By controlling the marketing processes and sal es techniques, adapted behaviors

< Increase your profits: Thanks to a better use of internal resources
< Speed up your Timeto Market:
How long time will you need to achieve the same result, as a development sales expert?

What isthe lost turnover in the meantime?

< Consultants have more than 20 year s of sales and marketing expertise, high level education:
Best French Business schools HEC — ESSEC — PhD “grandes écoles’, etc.

< Very remarkable knowledge of innovating companies, such as software, IT systems.

< Contractual commitments.

<~ Very practical, fast methodol ogies and reasonable prices.
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Certified Training Consultant

(Dale Carnegie)

COMPETENCES AND ABILITIES

Sales o Marketing
Management - coaching: Strateqgic:
Salesteams ¢ Lobbying. Product positioning
Market analysis
Sales: Business plans.
Direct sdes » sdesthrough partners ¢ action and
account plans s qualifying prospects ¢ offer Mix :
presentations ¢ objection handling ¢ replying to Company offers, price policies
int. tenders ¢ negotiations ¢ closing « follow up Implementation of indirect & direct sales and
contractud policies. Communication plan
Export :
Setting up of partnership ¢ Export related i ssues Operational -
(financing, incoterms, etc.) Cag]mumo-n
and sales tools creation.

LANGUAGES
English - Read, write and spesk fluently; Anglo-Canadian marriage; professional use
of English
- 3 months working experience in the US. Cambridge University Diploma
(FCE)
French Mother tongue
Basic knowledge
Spanish g
German High school level
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EDUCATION

2004 Coach Training Program Graduate by the Dale Car negie Ingtitute
(Paris- France)
2001 Marketing (20 days): from strategic analysis to operational
marketing plans, by ESM (Lyon - France)
1990 — 2000 Salestraining, sevenin total.
1987 ESSEC: Number one business school in France - Master of Business
Administration - Specialization in company creation
1987 Master of sciencesin electronics, by ENSEA
REFERENCES
OPTIVENTE  General manager - consultant :
Since 2003 Sales & marketing consulting and training.
International references. www.optivente.com
LYRIA General Manager :
Software Creation and application of marketing plan
Start-up 2002 Business plan, fund raising, board of directors member
ERICSSON Major Account Director :
Telecom European multi skill management : 30 peoplein 5 countries.
2000 - 2002 Targeted turnover over 4 year period: 3 billion €in Telecom
infrastructure and services
Customer and governmental lobbying, (for 2 large clients)
SAGEM Sales Director - North and Eastern Europe
Telecom A yearly turnover of 13 M € in Europe.
1997 - 2000 Team management: 3 sales people, 1 sales assistant, and 3
pre-sal es engineers
Setting up sales and marketing methods to improve sales.
STERIA Large Accounts Manager: Services sales
IT systems Associating companies for common bidding, France and
1993 - 1997 European territory.
Awarded several times best sales person.
France T8lécom  Business Manager
1991 — 1993 Joint operations with telecom operators in Eastern Europe
such asimplementation of the first smart card public phonesin
Hungary: Marketing consulting and training.
C.S. Telecom Project Manager : National Bank of Greece - Athens.
1988 — 1991

In charge of the installation of thefirst Greek P.A.B.X
Dedicated to brokerage firms.
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Web TV - Videos

< Studyrama- May 2008 —Video report: Gagner vos appels
d offres (Win your Request for Proposals)

<« FocusCo - May 2008 - Video : 5 astuces pour gagner ses appels d’ offres
(5 tips to win your Requests for Proposals)

<~ Salon des Entrepreneurs—-Web-TV report: RFP for Small & Salon. I~
Medium Enterprise - February 2008 Entreprensursiiy
Books

< Business French - November 2007

Articlesincluded in the training method
of French commercial - Business French
— Edited by « Teach yourself »

< Book «Appelsd offres— Lastratégie
gagnante » (Request for Proposal —Winning
Strategies) Edited by CHIRON - March 2007

This book isthe reference book in France which deals

with private and public call for tenders, including the
total sales approach.
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Economic magazines - Webography

Web - FocusCo — June 2008
Interview about sales incentives.

Manager Magazine - February 2008
Interview about sales incentives for SME.

Chef d entreprise Magazine - February 2008
Access to Public RFP, for SME

Suresnes Economical Magazine: Comment vendre par des partenariats commerciaux?
(How to sell with business partners) - February 2007

Management Magazine: Collaboration with the article "Insufflez & vos commerciaux une
culture delamarge" (Give your sales people a profit spirit) - February 2007

M anagement Magazine: Quatre méthodes pour retenir un client mécontent
(Four methods to hold a discontent customer) - October 2006

Management Magazine: Réaliser ses campagnes e-mailing
(Succeed your e-mailing campains) - June 2006

Construcom Magazine : L@centive, ou comment stimuler saforce
de vente (Incentive, or how to stimulate your sales force) — March
2006

Management Magazine: Exporter par des partenaires commerciaux
(Export with business partners) - January 2006

Classified in 2006 « Month consultant » by M anagement M agazine

<~ Manager Magazine Monthly: Le recrutement commercial chez Bio3G

(Business recruitment at Bio3G) - November 2005

<~ Management Magazine: Préparer efficacement les réponses aux appels doffres

(Efficiently prepare your RFP bids) - October 2005

<~ Management Magazine: Déouer les piéges des acheteurs

(Avoid purchasers' traps) - September 2005

Classified in 2005 « Best consultant » by *Consultant M agazine

< Suresnes Economic Comment assurer |e dével oppement commercial d@ne entreprise ?

(How to ensure the busi ness devel opment of a company?) - March 2004
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