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VALUE PYRAM ID PARTNERSHIP EVOLUTION

PUTTING R.O.T.I. TO WORK

KEY ACCOUNT REPRESENTATIVE ROLES

R.O.T.I. - RETURN-ON-TIM E-INVESTED

STRATEGIC

“Partner”

SOLUTION

“Partner”

SUPPLY

“Sell”

Value Sought

Value Offered Helps
Customer to:

• shape the business
   and realize success

• procurement and
   reduce/manage
   costs

• improve
   Performance
   Productivity
  Profitability

HIGH

LOW

HIGH

LOW

STRATEGIC PLANNER

• sophisticated business savvy 

and strategic thinking skills

• works for both organizations

• visionary

• in touch with the industries, 

customers, markets and 

economy of both organizations

• forecasting/projections

TRUSTED ALLY

• long-time supporter

• friend

• confidante

• known by many, liked by all

• optimal trust

• operates in the client’s best 

interests

FACILITATOR
• makes things happen
• oversees/ensures all aspects 

of implementation
• handles problems
• “ facilitates”  

BUSINESS ANALYST/
CONSULTANT
• knowledge, knowledge, 

knowledge
• experience, experience, 

experience
• focused on improving the 

bottom line of both 
organizations

• driven by results and metrics
• analysis, analysis, analysis 

(quantitative/qualitative)
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THE FORMULA:

R .O .T.I.  =
GROSS PROFIT

TIME INVESTMENT

TRADITIONAL
• single primary point of contact

in both organizations
• primary contact supported by 

internal personnel & operations
• all planning & strategy develop-

ment done autonomously 
w ithin each organization

• typically more of an adversarial 
nature

• “ supplier”  relationship w ith 
transactional foundation

EXTENDED
• single contact in one organi- 

zation interfacing with multiple
contacts in the other 
organization

• coordinated planning & strategy
development in one organization

• may indicate stronger relationships, 
but not necessarily

• transactional foundation & “ supply”
orientation likely still exist

INTEGRATED
• multiple contacts interfacing 

between organizations (often 
based on job-function)

• multiple contacts are supported
by fewer resources (they are 
up-front, rather than behind-
the-scenes)

• both organizations are aligned 
with mutual objectives

• collaborative nature
• consultative value becomes 

more important than the 
product itself

SYNERGISTIC
• multiple contacts from both 

organizations work as a team 
to drive both businesses

• select representatives from 
the supplier organization 
contribute at the strategic 
planning level within the client
(and often vice versa)

• both organizations operate 
as an integrated entity in 
specific areas

• the core “ strategic unit”  is 
supported by select resources
and operations within both 
organizations

• strategic value is the most 
important part of the relation-
ship — the products and 
solutions become an assumed,
fundamental component of 
the client’s business processes
and value chain
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SUPPLIER CLIENT

1 ) Set minimum R.O.T.I. standards on a daily, w eekly, or monthly basis for 
the follow ing:

•  your overall territory
•  existing accounts, new  accounts, and prospective accounts
•  big accounts, medium accounts, and small accounts
•  accounts in certain geographical areas
•  individual product lines

2 ) M anage current customer relationships to maximize R.O.T.I. Find w ays 
to reduce time spent on the account or increase sales volume in the 
same amount of selling time. Alternatively, look for opportunities to 
improve selling prices.

3 ) M aximize R.O.T.I. w ith each new  or prospective customer. Determine 
minimum selling prices based on desired R.O.T.I. and the time required 
to secure the customer. Or, in competitive pricing situations, establish 
amount of time available to secure the customer, based on minimum 
expected R.O.T.I.

4 ) Determine w hich prospects offer best financial viability. Some prospects
may not yield a desirable R.O.T.I., possibly because they require too 
much time to secure and maintain a small volume of business or 
because they are demanding too low  a price.

5 ) Ask yourself, “ How  is w hat I'm doing right now  directly tied to revenue 
generation, and how  is it helping me to improve my R.O.T.I. or profitability?”
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Specific.

Measurable.

Achievable.

Relevant.

Time-bound

What is the exact result you want to achieve? The more detail the 

better. Goals that are too broad or big or vague are difficult to 

achieve and don’t motivate behaviour.

How will you know when you’ve achieved it? Goals must be defined

in a manner that is quantifiable.

Can it be done? Goals must be viable. If they are impossible, they can 

actually de-motivate people.

Consistent with your other interests and capabilities? The goals 

must “ fit”  w ith you personally, w ith your role at work, and with the

company culture.  If they don’t, you will feel internal conflict, and

won’t be inclined to pursue them.

When does it have to be realized?  Effective goals must have a 

timeline. We must know “ by when”  the goal is to be achieved.

Corporate SBU

RegionTerritory

ACCOUNT

S.M .A.R.T. GOALS
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POTENTIAL BUYING CENTERS

GLOBAL TIM E ALLOCATION

Quota® identifies 4 categories of clients:

1 ) N = New Accounts

2 ) NBC = New Buying Centers

3 ) SBC = Same Buying Centers (Wallet Share)

4 ) CBC =  Competitive Buying Centers } P re -q u a lif ie d

Company       Client         Product      Revenue      Prob.        Timing

Jan Feb M ar Apr M ay Jun July Aug Sept Oct Nov Dec Total

ACM E Bill SPSG $20,000 0.4 4,000 4,000

W idget M ary SPM G $10,000 0.3 3,000

L& M Carl GFM $30,000 0.7 21,000

M icro Anita SPSG $  5,500 1.0 5,500

Zapp Rafael SPM G $70,000 0.1 7,000

SDDC W issam RPPV $  9,000 0.6 5,400

Fuji Taka SPM G $40,000 0.9 36,000

Forecast $184,500 Avg. 26,500 9,400 39,000 N/A N/A    11,000 N/A N/A N/A N/A N/A N/A     $85,900

$ 8,000

$ 3,000

$21,000

$ 5,500

$ 7,000

$ 5,400

$36,000

CATEGORY HISTORICALLY

%                    HRS

NEW TARGET

%                    HRS

REVENUE

N

NBC

SBC

CBC

100 1,880 100 1,880

REALISTIC FORECASTING
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M ARKET/ INDUSTRY ANALYSIS

1 )  To t a l S iz e / Po t e n t ia l
In order to build an effective strategic territory plan, it is important to be conscious of the size of the 

potential prize. Specifically, we should be able to quantify:

•  How big is the market (units, dollars, customers, etc.)?

•  Future trends of the market size (growth/ decline on all levels)?

•  How big can it be for us? What is the overall potential value of the market for us?

2 )  Yo u r  Po sit iv e  S h a re
The next thing to consider in  conducting a market/ industry analysis is “positioning” and “share.”

KARs should be very clear on how their organization is positioned in  the marketplace. Secondly, it’s important t

o be aware of their current and desired market share.

3 )  S e g m e n t a t io n
Segmentation is a process by which organizations break up their overall marketplace into logical categories or groups of

highest potential market segments.

This process allows organizations to:

• determine market direction and understanding of trends and customer behaviour

• determine realistic and obtainable marketing and sales objectives

• classify total markets/ customers into logical groups

• improve decision making

• improve effectiveness of sales and marketing plans, by building unique approaches to each element 

of the marketing mix (product, price, promotion, place)

H O W  T O  S E G M E N T ?
The process of segmentation involves asking several key 

questions about your customers, commonly known 

as the “5 W’s and an 2 H’s”:

• Who buys your products?

• What do they buy?

• Where do they buy?

• When do they buy?

• Why do they buy?

• How and How much do they buy?

D E M O G R A P H IC S
Customer Type: 

Vertical Market Sector: 

Industry Type (S.I.C.): 

Geography: 

Customer Size (revenue): 

Customer Size (locations): 

No. of Employees 

Postal Code: 

Types of products used: 

Who buys our product? 

Who buys our product?

T R E N D S
Who buys our product? 

What do they buy? 

Where do they buy? 

When do they buy? 

How do they buy? 

How much do they buy?
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S trengths

W eaknesses

O pportunities

T hreats

1) Define the criteria customers use to judge suppliers 

(price, service, reputation, etc.) .

2) Determine the relative importance of each criteria 

(High, Medium, Low).

3) Rate each competitor, including our own organization 's 

shared or exclusive strengths.

CLIENT

EXCLUSIVE
STRENGTHS

EXCLUSIVE
STRENGTHS

CLIENT
PRIORITY

NEEDS

CLIENTCLIENT

YOUYOUYOU COM P.COM P.COM P.

SHARED
STRENGTHS

COM PETITIVE ANALYSIS
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KEY ACCOUNT TARGETING M ODEL (KAT)

BUILDING YOUR TERRITORY PLAN
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RECAP:
• success

• challenges

INTRODUCTION
AND EX ECUTIVE

SUM M ARY

M OVING 
FORWARD:
• objectives

• operational
plan

• financial 
details

BUSINESS
IM PACT

CONTINGENCIES SUM M ARY

UNIQUE VALUE PROPOSITION (UVP)
The following illustration helps to show how a Unique Value Proposition

can be built. A UVP must demonstrate how we can help the client address

their core business issues, based on the existing trigger need/ objective,

given their unique Value Chain, in  a manner that cannot be found else-

where. Moreover, the UVP must be constructed based on where you are 

in  the value pyramid.

The unique value proposition is typically a brief (2-5 sentences)  description

of the solution you offer. Then, the balance of your proposal can outline 

the details of your solution, in  support of the UVP.

CLIENT’S CORE

BUSINESS

ISSUES

UNIQUE

VALUE

PROPOSTION

TRIGGER

NEEDS AND

OBJECTIVES

CONSIDER

1

2

3

4

BUILD

VALUE CHAIN

ANALYSIS

RESULTS

•   Salutation.

Introduction •   Introduce yourself (name and company) .

•   Provide context for your call.

Create a snapshot

1

Develop a plan to

eliminate land mines

2

Act on the plan

3
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ACCOUNT PROFILING

BUSINESS CASE RATIOS

A ) C O M PA N Y D ETA ILS

• Corporate Entity/ 

Ownership Structure

• Business Units

• Locations

• Contact Names

• Phone Numbers, Addresses, 

Fax Numbers, E-Mail, Web 

Address, etc.

• SIC Code

B ) C O R E B U S IN ES S

• What do they consider their 

core business and core 

competencies?

C ) TA R G ET M A R KETS

• What are they?

• Where are they?

D ) O FFER IN G S

• What are they?

• Primary, Secondary, and 

Ancillary

• Organized by Business Unit, 

Region, Division, etc.

E) P U R C H A S IN G P R O C ES S ES

• What process will they 

undertake?

• How is this process different 

from other purchases/

projects?

• What is the progression of 

involvement from decision 

influences?

•  Build a Flow-Chart

Examples:

1) identify need/problem 

(Line Manager)

2) source & screen vendors 

(Purchasing Agent)

3) produce RFP for selected 

vendors (Purchasing Agent 

and Line Manager)

4) preliminary screening of RFP 

responses (Purchasing Agent)

5) vendor presentations 

(Purchasing, Line Manager, 

Engineering, IT, Executive)

6) committee selection (Line 

Management and Executive 

have most influence) 

7) implementation (Line Manager)

F) S W O T W ITH IN T H EIR

M A R KET

• What are the client’s 

strengths, weaknesses, 

opportunities and threats 

w ithin their market?

• Who are their competitors?  

Positioning?

G ) S IZE

• People

• Sites

• Sales Figures

H ) S H A R E

• Market Share

• Mind Share

• Size, Trends, Targets\

I) FIN A N C IA L IN FO R M A TIO N

• Financial Report

• Stock Market Reports

• Financial Performance

J ) T R EN D S

• Market

• Industry

• Company

• Economy

• Technology

• Global

Net Program Benefits   

Program Costs

Program Costs   

Monthly Gross Program Benefits

Program Benefits - Costs   

Program Costs

Program Benefits   

Program Costs

Cost Benefit Ratio =

Return on Investment (ROI) =

Payback =

x   100

Program Costs   

Annual Gross Program Benefits /  12 Months

=


