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ñWeknew we could provide expertise and bottom-line value

to our customers, but we were having problems initiating and

closing sales.ò

"After a year and a half of poor sales performance we

brought in Sales OverDrive to help us figure out what was

wrong. Sales OverDrive brought focus to our efforts. The

results have been immediate and sustained. In the first 90

days we closed three major new deals and doubled the

pipeline. They reduced our sales cycle time by 40%. Thanks

to Sales OverDrive, in 2003 we went from almost zero

revenue growth to $26 Million in new top line revenue and

are on track to do $44 Million this year. Sales OverDrive's

world class sales processes and great people are the

reason."

Senior Vice President

Newgistics, Inc.

Ken Johnson

"Based in Austin, Texas, Newgistics is the premier provider of

intelligent returns management solutions for the retail,

medical supplies, healthcare, service parts,

telecommunications equipment and computing industries.

Newgistics has developed the most extensive returns

management network in the industry that spans the entire

return cycle and includes dynamic barcode integration with

customer data at the point-of-sale, advanced returns

notifications, optimized return transportation and customized

reporting for inventory management, processing and

disposition.

For over 18 months the company had experienced significant

difficulty in accessing key targets, initiating sales dialogues

and closing new sales. While the sales team was

experienced in retail and logistics, and had experience selling

in other environments, they struggled to reach senior

decision makers and to communicate the Newgistics value

proposition in a compelling way. As a result, the company

gained no new top line growth and very little growth in

existing accounts during this period. Management struggled,

but was unable to isolate or quantify the root causes of this

problem. The Newgistics value proposition, while based on a

shared revenue model, paled in comparison to the cost and

organizational pain of implementing the Newgistics Solution,

which directly impacted up to five client technology platforms.
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The sales executives failed to team effectively with the

organization's technical and industry experts. Since the sales

process was incomplete and sales executives were unable to

sell abstract services and solutions at the C-level, they sold

mostly on price at lower levels in the prospect organization.

The lack of effective sales processes made it impossible for

the company to capture and repeat any sales successes and

best practices they might come across.

No inside sales resources were used to leverage the sales

executives' time and little or no effort was devoted to effective

lead identification, opportunity identification and qualification.

In addition to minimal sales process, there was no account

management process or cohesive strategy linking sales,

marketing and post-sale client management. No business

cases or customer focus groups were used to support

product development activities. This resulted in an increasing

Case Study- Logistics & Technology 

loss of customer confidence in the company's ability to

deliver product releases that responded to their stated needs.

Although Newgistics had an excellent management team and

had employed several prestigious marketing and sales

strategy firms, the company was unable to identify the

underlying problems and take the necessary steps to ñbreak

the codeòand jumpstart sales.

In November of 2002, CEO Gabe Gabriel turned to the

leading implementing sales consulting firm, Sales Over-Drive,

to attack the problem. Newgistics selected Sales OverDrive

to take advantage of its great track record and hands-on

expertise in assisting companies jumpstart sales and

accelerate market share capture in very tough and complex

business-to-business environments. Sales OverDrive

performed the market analysis necessary to develop a new

go-to-market strategy, positioning and value propositions that

would appeal to senior executives of large, multi-channel

retail organizations. To ensure that the optimal go-to-market

strategy, supporting sales processes and the best utilization

of resources were in place, Sales OverDrive performed a

proof of concept analysis to validate the effectiveness of this

new and unusual OverDrive strategy and the client-facing

sales tools. This allowed Newgistics to redefine its strategy

and its sales, marketing and product development processes,

Considerations Solution
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putting them in proper alignment with the agendas of

its prospects' key stakeholders. Sales OverDrive then

implemented the OverDrive sales process and a

variety of new supporting sales tools and techniques

needed to drive the new strategy. Next, Sales

OverDrive optimized the company's allocation of

resources, augmenting the sales team with pre-sales

executives, inside sales professionals and additional

sales executives. Sales OverDrive sourced, screened,

recruited & trained the new sales team on the Sales

OverDrive processes and added an Interim Sales

Leader to assist the existing VP Sales in driving the

new processes. Sales OverDrive selected and

implemented an improved sales force automation tool

which management then used to measure

performance, identify and institutionalize best practices

and design more appropriate training and coaching

protocols. Next, Sales OverDrive built a

comprehensive account management plan and

processes, compensation models and measurement

Case Study- Logistics & Technology 
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In the first 90 days following implementation, the firm closed three

major deals and doubled its pipeline. In less than a year, Newgistics

gained numerous landmark clients, developed a predictable pipeline

of realistic opportunities, shortened it sales cycle by 40% and

increased new top line sales from almost zero to $22 Million. By the

end of the second year, Sales OverDrive had helped Newgistics

reach $44 Million in new revenue and over $80 Million by the end of

the third year. Newgistics now commands the largest share of the

dedicated return business in the multi-channel retail industry. At the

time of this writing we are preparing to launch an advanced training

initiative and ongoing sales and account management oversight

initiative for Newgistics.

and reward systems that tied the activities of sales,

marketing, product development and account management

together. This created greatly enhanced teaming,

performance and accountability. Once the sales and

account management teams were deployed, Sales

OverDrive provided ongoing advice and field coaching to

drive results. Sales Over-Drive also trained the sales staff

and provided ongoing coaching and mentoring for the Sales

Leader's sales staff.

Sales OverDrivePrevious Team

Values/Results
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"I was very impressed with the power this sales process

brought to our practice. Instead of reacting to the market by

chasing RFP's as we'd always done before, we learned to

focus very clearly on what had to be done to win the best

clients quickly, and with little or no competition.ñ

"This experience taught us that Sales is not only a science,

but a competitive weapon. They brought us cutting-edge

thinking and real sales leadership. They also took us into

opportunities we wouldn't have seen otherwise, and

substantially improved our ability to win against other Big 4

firms."

Former Partner-In-Charge

Global Assurance Services

KPMG International

KPMG is a global network of professional services firms

providing Audit, Tax and Advisory services in to clients in 148

countries around the world. The firm is organized around five

industry groups (LOBs) and delivers value to its clients

through its member firm's services. Outside the US, KPMG is

comprised of an alliance of country member firms. In total,

KPMG employs 6,500 partners, 70,000 client service

professionals, and 17,000 administration and support staff

worldwide.

For over a decade, the audit and tax units of this Big 4 firm

had faced increasing competition, lengthy sales cycles, low

win rates and significant pressure on pricing. In a global

market growing at an average annual rate of over eight

percent, KPMG revenue growth was flat except in the

technology practices. The market increasingly viewed the

firm's offerings as commodity products which only contributed

to the intense pressure on margins they faced. The firm's

large and complex sales and service organization was

ineffective overall. KPMG had retained several prestigious

consulting firms and made large investments in several sales

initiatives which returned only very limited success.

ÁThe firm's sales and marketing strategy was out of step with

both the markets being served and key prospect stakeholder

mission critical issues.

ÁThe various LOB value propositions, while not unlike those

of their more successful competitors, did little to differentiate

the firm and were not well received by the firm's most

desirable targets.

ÁValue positioning also varied widely across Europe and

Case Study- Financial Services
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ÁAsia as did the makeup and focus of the sales organizations

among the country member organizations.

ÁSales efforts were carried out by partners and mangers

responsible for both sales and the delivery of the products

and services. There were few dedicated sales resources

except in the technology practices.

ÁPartners and managers responsible for sales failed to team

effectively with the organization's technical and industry

experts.

ÁEffective sales and marketing processes were missing or

incomplete in many areas and most LOBs. Even among the

most effective units, partners and mangers focused on

features and competencies. They were unable to sell the

intangible attributes and business implications of their

products and services and had limited success accessing

C-level stakeholders. Consequently, most of the sales

dialogue was with mid-level personnel around features and

pricing rather than on value and key customer outcomes.

Case Study- Financial Services

ÁThe lack of effective sales processes prevented the capture

and replication of sales successes and best practices, Poor

or missing processes made it difficult for management to

assess talent and overall productivity, to diagnose and

correct problems, and to make critical policy decisions.

ÁNo inside sales function was utilized to leverage the sales

efforts. Little or no effort was devoted to effective lead

generation and qualification, opportunity identification, or

appointment setting.

ÁMarketing was not well aligned with sales initiatives and was

out of step with market trends. Essential market research

data and key prospect research were lacking.

ÁAn unusually high level of customer service issues existed

due to poor teaming between the LOB practitioners and the

technical specialists. Many of the routine sales activities

tended to be redundant and have low customer impact.

ÁAlthough KPMG had employed several prestigious

marketing and sales strategy firms, the company was unable

Áto improve organizational effectiveness. Revenues remained

flat and market share continued to erode in most lines of

business.

Á

ÁKPMG turned to Sales Overdrive to research and analyze

the problem, to make recommendations on a go-forward

sales and marketing strategy, processes and organizational

design, to build a sales blueprint and to build, deploy, train

and manage the redesigned US-based sales organization.

KPMG selected Sales Overdrive to take advantage of its

hands-on implementation expertise in assisting companies

accelerate sales and market share capture in very

competitive business to-business environments.

ÁSales Overdrive performed an exhaustive discovery of the

organization, processes and talent, as well as a detailed

market analysis.

Solution
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Case Study- Financial Services

develop.

ÁKey sales accelerators were installed to shortening the sales

cycle further and Sales OverDrive coached and mentored the

sales professionals and practice personnel in the field.

Á

ÁIn less than a year, Sales OverDrive increased the win rate

in competitive situations for new clients by over 75%.

ÁNew top line revenue increased 20% in every key market.

ÁLarge account capture was also considerably improved,

ÁThe existing strategy and processes could not be

rationalized and a revised go-to-market strategy and process

were adopted. This phase off the work hinged on market

alignment, repositioning and the creation of a client-facing

dialogue that aligned with the key agendas of large,

multinational organization stakeholders.

ÁIn order to fine tune the unusual OverDrive strategy, client

facing sales tools, and assess the effectiveness of the

supporting sales processes and resource model, Sales

Overdrive performed a limited pilot which validated our

modeling and direction.

ÁSales Overdrive then implemented the OverDrive sales

process and a variety of supporting sales tools and

techniques needed to drive the new strategy.

ÁNext, Sales Overdrive optimized the company's resources,

segregating the sales and delivery functions. Sales

OverDrive then more effectively aligned the activities of sales,

marketing, and account delivery. This created greatly

enhanced teaming, sales performance and accountability

which supported the sales culture we were determined to

Áresulting in a 40% increase in the number of large account

wins over the prior period.

ÁSales cycle time was cut in half. Utilizing an unusual

teaming model, we created a large, virtual sales force and

the energized sales culture that management desired.

ÁSales and delivery roles and were carefully divided and

significant inefficiencies were eliminated from the system.

ÁPartners and managers that remained in a sales role

became much more focused and actively engaged in what

proved to be a more successful, repeatable sales strategy

and process.

Values/Results
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Contact Information

We invite you to visit our website at 

www.SalesOverDrive.com for more information.

Or please feel free to contact our Corporate Headquarters

15455 N. Dallas Parkway, Suite 600

Addison, Texas 75001

866.294.6767


