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SmarterAnalytics

Sales Performance Management
Roundtable / Best-Practice sharing

Gaston Russi — Cognos SPM/ICM Territory Manager
Switzerland & Austria

Marco Loprete — Cognos SPM/ICM Application Specialist
Products & Technology Experts Team
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SmarterAnalytics

Agenda

» Value Proposition: Sales Performance & Incentive Compensation
Management (SPM & ICM)

» Varicent Live Demo
» Incentive Compensation Management
» Territory Management
* Quota Management
« Channel Management

* Praxisberichte Varicent implementation @ F5 Networks & Touring
Club Schweiz, uvm.
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Value Proposition
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SmarterAnalytics

Why Companies Adopt Sales Performance Management
Technology

2012 viost Important Sales Priorities

Pressure in sales -
4
organizations to
grow and
become more
efficient
Yt-

VENTANA

And finance
leaders are Sales Compe?sationlspend as a.

. . ercentage of annual revenues Is U
recognizing the } 0 11.5% ron 10.7%
growing
magnitude of
compensation

CSO .f.%;:’" 7=
Chief Sales (fficer
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Part of a Larger Sales Planning and Operations

Framework

Strategy & Plan Plan Setup & Compensation Reporting, Analysis
Design Administration Processing & Correction

Sales Strategy

Sales Coverage
Model

Quota Administration

Incentive Measures

Hierarchies

Territory Definitions

Budgeting

Territory Optimization

Crediting Rules

Plan Distribution

Compensation .
Calculations Results vs Objectives
Credit Assignment Earnings Estimation
Forecasting &
FERITIE! Modeling
Dispute Resolution Audit Trail
Adjustments Coaching

© 2013 IBM Corporation
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Channel Distribution

» Increasing Complexity in Distribution Channels

Caiotive Agents

e i

Di rect
% ilmrmi ' ﬁ*
- Wholesalers

Carrier 1'%1 —_— ' — ﬁ*

(‘

Agencies
il[m‘mi
Brokers / Dealers Indep. Agents Customers
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SmarterAnalytics

How |Is Sales Compensation Managed?

How Tough Can it Be?

Get the checks out on time
Make sure they’re accurate

And . ..
Spreadsheets - Be flexible for changing priorities
(54%) Commercial - Manage complex territories
Software - Set accurate quotas
(14%) - Generate enthusiasm
- Deliver timely and insightful reports
Manucal - Resolve questions and disputes
(7 %) - Do it with less headcount
- Analyze impact of new plans
- Plan for reorganizations

Unknown
(3%)

CSO Insights - 2011 Sales Compensation & Performance Management, Key Trends Analysis

© 2013 IBM Corporation
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SmarterAnalytics

Why Companies Adopt Sales Performance Management
Technology

Org anizations adopt]ng Reduce errcrs Reduce processing Raduce IT/Admin
SPM technologies by mare than times by more than staffing by more than

Gartner

Bonus overpayment estimates:
Accenture: 3-5 %

Deloitte: 4-7%

Gartner: 2-8%

8 © 2013 IBM Corporation
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Why Companies Adopt SPM Technology

A

i

Business
Enablement

SO

Risk
Reduction

Efficiency &
Accuracy

Mergers & :
Reduce errors Acquisitions Internal Audit
: Deferred
Shorten cycle times New Comp Plans Compensation
Compliance with SOX,
Replace technology Salsetse/;?nrtner FINMA, Solvency Il
g Basel Ill, SIX, FMA. ...

© 2013 IBM Corporation
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FINMA minimum standards for remuneration schemes

V. Principles margin nos. 16-74

Principle 1: Tha board of directors is responsible for dasign margin nos. 16-22
and implementation of the financial institution's remunera-
tion policy and shall issug the remuneration regulations

Principle 2: The remuneration schemse is designed to be margin nos. 23-26
simple, transparent and implement-able as well as focused
on the long term

Principle 3: Indspendent control functions and specialists are margin nos. 27-29
to be involved in the dasign and application of the remunsera-
tion scheme

Frinciple 4: The structure and size of the overall remunera- margin nos. 30-38
tion are commensurate with the financial institution’s risk
Principle 5: Varable remuneration is dependent upon the margin nos. 39-43

long-term economic results of the financial institution

Principle 6: The allocation of variable remunearation occurs on margin nos. 44-47

the basis of sustainable criternia

Principle 7: Deferred remuneration binds remuneration to the margin nos. 48-56
financial institution’s futurs results and risks

Principle 8: Remuneration of control functions must not margin nos. 57-60
cause any conflicts of interast

Frinciple 9: The board of directors reports every year on the margin nos. 61-71
implementation of the remuneration policy

Principle 10: Dewviations from these principles are only al- margin nos. 72-74
lowed in justified cases. Such deviations must ba disclosed

VI. Implementation margin nos. 75-80

VI Transitional provisions margin nos. 81-83

© 2013 IBM Corporation
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Cognos SPM/ICM examples of realized Benefits

» Added 5-6 hours of selling time per sales rep per month / more trust
and enthusiasm

* Modeling allows simulation of plan changes prior to roll out =>
Improved plan management increased profit margins by 25%

* Increased Cross-sell ratio (products owned per customer) increased
from 2 to 5.66

* Increased partner productivity

» Payout process reduced from 2 months to 2 days.

« Went from hundreds of spreadsheets with manually entered data to
one simple system => 80% cost decrease on existing
Systems/Services

» Reduced time to set up new plans by 50 days annually

« Over $4 million in reduced commission overpayments lead to
system payback in 1st year

 Reduced number of questions and disputes by 90%

© 2013 IBM Corporation
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Cognos SPM/ICM
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SmarterAnalytics

Cognos SPM/ICM overview

Territory Management Quota Management

Manage crediting and frequent sales coverage
changes across territories

Plan and distribute quota targets efficiently across all levels
of your sales organization

Channel
Management

Incentive
Compensation

Build, model and administer €$£ Gain a single, accurate view
variable pay programs that drive of your entire sales force and

desired sales behavior Territory Quota all your distribution channels

Management Management
E

. IBM
Incentive ) Channel
Compensation Sales Performance & Incentive Management

Compensation Management

© 2013 IBM Corporation
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SmarterAnalytics

Cognos SPM/ICM overview

Data Access
& Reports

<@

Transactions

Sales Data

00

@

Payee
Information

Sales

¢

Finance

Unstructured
Data

¢

Operations

© 2013 IBM Corporation
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Cognos SPM/ICM Key Differentiators

Business oriented

Configure vs. code

Visual comp design approach

Management buy-in

Business Flexibility

Meet changing needs
Speed to market

Commissions, MBOs, long
term incentives, non cash
benefits, etc.

Integrated Product

Calculation engine, ETL,
workflow, reporting, etc.

Flexible data model

Performance & Scalability

Built for high transaction
Volumes — Imports, calculations,etc.

Cloud and Enterprise deployments

Proven CRM & ERP integration

© 2013 IBM Corporation
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Seamless CRM Integration

sal r:g%rce_ com

- “ Microsoft
Dynamics CRM

SADd

ORACLE

N SUGAR

» Single Sign-On to access SPM &
CRM information from a single
screen

= Data synchronization is automated

= Easy access to plan documents,
team reports and quota & territory
management tools

© 2013 IBM Corporation
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Example SFDC Integration

. salesforce.com - Developer.., » o7

€« C' | B htps:/fna7.salesforce.com/servlet/serviet Integration?lid=01r ADOOOO00ESIRic=1

Dan Huddle = L

VARICENT"
My Dashboard My Plans My Earnings Top Performers

Sales Representative Dashboard

dhuddieatigvaricent.com — Message Center — Reqguest Assistance — Logout

Below ig an overview of your performance of the current pay period including your sales surmrnary and fou mustfulfill all 3 categories in order to qualify for
team ranking, incentive compensation and pipeline. Fresident's Club
EE Performance Summary ERIE
Cutrent Rahk: 4 Category Current Need
41,100,000 ¥TD Gales: $1,852,156 New Clsiomers: 12 E
YTD Attainmment: a11% Growth Product Sales: §112 500 $87 500
$to 'i’arget: $723 427 Strategic Sales Count: 7 Done!
Jto Rank1: $424,520
RTI Rewards
¥TD Commissions
$1,867,550 §$15.852 My Balance: 12,234 Points
Here are your current pipeline overview and top apporunities. Please nate that forecasted commissions are for referance only and are subjecta change until the

opportunities are confirmed closed.

Top Opportunities

Opty ID Account

Qualfication

CAMADTE  Grand Hotels Kitchen Generator
CAMADZY  Express Logistics Standhy Generators
CAMADTZ  Express Logistics SLA
CANMBODE  University of AZ Installations

Act'ively. Engaged CAMAD4Z  United il Installations

Upside CAMCO16  United Oil Portable Generators

it CAMFOOT  United Ol Standby Generators:

a  loced CAMAD3S  United Oil Refinery Generatars

CAMDAAZ  GenePoint Lab Generators

Copyright 2010 RT International Ltd,

17

New  Strategic Growth Forecasted

Stage: Amount Client? Sale? Product? Commission
Commit  $50,000 1 Y Wl §1,374
Commit  §75,000 il M il £1,742
Commit  $540,000 ] M ¥ $11,220
Upside  $125,000 ¥ Y i $2,244
Upside F60,000 il W g §1.421
Upside  $150,000 il M il £2,472
Commit §10,000 ] M M $286
Commmit  $270,000 ] M M 54 655
Engaged  §675,000 il M Wl §13,956

© 2013 IBM Corporation
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Cognos SPM/ICM for Mobile

= Access Varicent while on the road
to review reports and deal with
tasks

= Browser-based access

» | everages HMTLS5 for cross-
device support

“With Varicent, over 1400 of our field sales rep can
access their sales compensation system via their iPads
along with the other tools they use on-site with
customers. They don’t miss a beat

when it comes to understanding the
compensation implications of their dex

selling activities.” m

© 2013 IBM Corporation
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Various quotes, case studies
and proof points
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Payout process reduced from
2 weeks to 2 days

S—

Ela@n

20 © 2013 IBM Corporation
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Faster Cycle Times

“With Varicent we are now able to see results within
48 hours of closing our books. In the past this would
typically take 2 weeks before we could even see
partial results. Varicent has revolutionized our
ability to see results, which has enabled better
customer service”

Elavon

1 © 2013 IBM Corporation
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Centralized payout administration from 30 to 3 employees for North
and South America

(0 MITEL
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‘What-If’ for Sales Reps

“Instead of reps looking back at what they earned,
they can use Varicent SPM to look towards ways
to earn more money, and put the 'mojo’ into their

144
sales performance.

MITEL

Simply Communicating”

2 © 2013 IBM Corporation
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Next steps (free of charge)

1.
2
3.
4
3)

Brochures, slides, short videos, Success stories

. Standard Demo & high level proposal (1-2 hours)

Customized Demo (1-2 hours)

. Proof of Concept / requirements discovery workshop (1/2 — 2 days)

. Final proposal, implementation estimates & ROI Total Economic Impact

calculation

Decision Board demonstration

© 2013 IBM Corporation
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Forrester Certified Total Economic Impact Analysis

FORRESTER

« Communicated

s created
« Base for future
« Valued financially

Business value

» Quantified and valued
« Measured outside of IT
» BU accountability

Technology cost

- IT budget
« [T accountability

Benefits

Costs (TCO)

Uncertainty

= Impact of assumptions
» More accuracy

= Higher success

Total
Economic

Impact™

(TEI)

Risk-Adjusted Profit-Loss Analysis

Five-Year ROl and Payback Summary
Mon-Risk- Risk-Adjusted
Adjusted Estimate
Return On Investment 312% 120%
NPV of ROI 270% 97%
Total NPV of Costs S 1,295,722 |5 1,295,722
Total NPV of Benefits S 4,737,831 |5 2,554,027
Total NPV S 3,492,108 |5 1,258,305
Payback Period 13 Months 22 Months

© 2013 IBM Corporation



