OPTIMIZING CHANNEL ALIGNMENT

A program to develop collaborative
advantage

8-Week Program (Jul 13 - Aug 31, 2023)

Ju JINESESITES Aug | Aug | Aug | Aug | Aug
13 20 27 03 10 17 24 31

ACTvantage



. First Name Last Name Team# Company
Zoom Platform |n5trUCt|0n5 Katie Bloom Team1l USTool Group
Kayla McLaughlin Team 1  Surpless Dunn
Jared Beach Team 1l JergensInc
* Please Add Team # to your name, by clicking |richard  Geary Team1  INSIZE USA
‘Rename' Option Erik Olson Team1l SBD
Mike Weber Team2  Weber Group of Companies
¢ Example Maria Payne Team?2 Jergens Inc
Jillian Johnson Team?2 SBD
’ J Doe [Team 1] Brandon  Verzal Team?2 SBD
Bill McElhaney Team 2  Cutler Industrial Sales
Taylor Music Team 3  Pack-n-Tape
Juan Santiago Team 3 Jergens Inc.
Participants (2) David Sachs Team3 SBD
. Frankie Rodrigez Team 3  Kennametal
PR More> : FIAOM, Lisa Higginbotham Team4  Pack-n-Tape
s Eriaiiad: Shi Tt ’ Josh Ashley Team4 Norton Saint-Gobain
Ryan Bankert Team4 SBD
Hover the cursor over Raphael Silva Team4  Kennametal
YOUr name to access the Jen Huber Team 5 Ste”ar
W — Shane McCarville Team5 WD-40
Allison D'Onofrio Team5 SBD
e Austin Drake Team5 Norton Saint-Gobain




Optimizing Channel Alignment Certification in 8 Weeks

Channel

Growth
(Part 1)

Supplier
Perspective

Assess your
current channel
goal-setting
process

Translate firm-
level financial
goals to channel
goals

Identify critical
success factors for
achieving channel

goals

Channel
Growth
(Part 2)

Distributor
Perspective

Learn to diagnose
distributor growth
challenges

Comprehend the
key elements of
the generating

growth framework

Learn about nine
growth strategies
used by
distributors

Channel
Focus

Learn to identify
the right channel
partners.

Assess existing
channel partner
performance.

Leverage purchase
order data for
channel
relationship.

Channel

Value

Proposition

(Part 1)

Understand the
trade-off of
channel value
proposition.

Discover the
critical elements
of channel value

creation.

Learn about
channel
compensation
comprehensively
using 11 forms of
capital

Channel
Value

Proposition

(Part 2)

Measure the
effectiveness of
channel
compensation
elements.

Assess current
channel
compensation
elements.

Harness the power

of channel data.

Channel
Alignment

Assess your
current channel
alignment process.

Connect channel
stakeholders’
interest to create
channel
alignment.

Apply the channel
alignment
framework as a
channel
relationship tool.

Understand how

to quantitatively

measure channel
alignment.

Channel
Evolution

Understand the
implementation
factors for channel
management
processes.

Learn four phases
of implementing
channel
performance
analytics.

Real-World
Example.

Roadmap:
A Plan of
Action

Learn to adapt to
channel forces.

Comprehend the
five principles of
channel
advantage.

The Roadmap:
How to apply this
at your company

8 Weeks, 60 Minutes Each Week.



CHANNEL ALIGNMENT FRAMEWORK

Supplier * Distributor » Customer
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JA Learning Objectives

e Learn to diagnose distributor growth \

challenges
Chan.ne! Clelljey e Comprehend the key elements of the
[DIStrlbutOr generating growth framework (from

distributor perspective)
e Learn about nine growth strategies used

by distributors /

Perspective]
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Discussion: Individual Activity —5 minutes (Type in the chat window)

What are the different growth strategies pursued by distributors or
your channel partners?




Growth Dimensions

DRIVING
PROFITABLE
GROWTH




GENERATING GROWTH

Growth Strategy

Aecount Penetration - Existing cushomera

Markst penetration - New Cusbomers

EROADEN
Mesw Products and Services

Salea & Marketing Channel

REACH OUT

Gangraphy

Market Sagments

héesw Platfom (multiple diivers)

‘alue Propesition Innovation

DIVERSIFY

Line of Trade & Value Ghain Funclion

Growth Drivers Best Practices

Bzt gap anaksis
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Markst gap araksis

Zuppiar collaboration
Compatiive vk proposition
Zalos foros pafomanca
Manag=mHnk

Saling process

Cusbomar Teadbadk
Fain point anakysis

Growth Mapping cor customer
* i ard sirerisgic suppliar
| Froduct & sanica portfcio
Ingury i managemant
Dynamics |

ﬁ i Markst mapping

| Textnology devalopmernts
Customar | oo e T
At ips I.' Cushomar need, Do KN

I

Hasn Foros
Effactivaneas

Growt h MAppINE con customer and
strabagio suppliar

Mappieg key com patibors

Supply o hain nebwark cplimizdion

Mariaing e B
Strategy | Fedationsnips  § Markst sagmantation

- ! Euppiar growth inputs
Compalitea anakesis
Inchustry trends anakais

Growt h mApEing con customer and
stratagio suppliar

Incustry trends anakai
Compaikia anakais

Cushomar Teadback

Supplar nputs

Walua ohain anakesis
Cross-ingdust sy besk practizes

Harkatmapping
Ingusiry trands anabysis
Compatiths: anshysis

e

Acquisition

Strategic Alliance

FRAMEWORK
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* Share of wallet

= Balancs revenue reliance [risk)

» Mew customer acquisition rate
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Growth

Growth Strategy ) Growth Drivers > Best Practices ) Mechanism Metrics

Definitions

9 ways to grow revenue

5 ways to convert a growth strategy into a specific
opportunity

Required strategic analytics for converting strategy into
specific opportunity

4 ways to implement a specific growth opportunity

Measures for each growth strategy




CUSTOMER STRATIFICATION: THE FOUNDATIONAL GROWTH ANALYTICS

Aceruint Penetration - Existing ustomers
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Driving Account Growth

All customers
All customers are -
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Customer Stratification

Segmenting customers into 4 quadrants based on a multi-factor ranking
approach

o
-?  High Profitability  High Profitability
g * No Relationship  Sustained Relationship
; * Low Cost to Serve * Low Cost to Serve
§ * Low Volume * High Volume
5
[
%’ * Low Profitability * Low Profitability
E * No Relationship * Sustained Relationship
S * High Cost to Serve * High Cost to Serve
§ * Low Volume * High Volume
N—

CUSTOMER LIFETIME VALUE
(Combining Buying Power & Alignment)




JA Account Growth: Three Key Decisions

Q@Q

=

Whom to call? What to talk about? What to cross-sell?

\ 4




J}s Real-World Case Study

 Channel Growth Platform

* Implementing customer
stratification

as a channel growth tool




CHANNEL GROWTH: ALIGNING SUPPLIER AND DISTRIBUTOR PERSPECTIVES
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Discussion: Group activity — 5 minutes

1) Having learned both perspectives, what will you change in your
conversation about growth strategies/practices?

2) What are the different growth strategies you would recommend for
your channel partners?

Each group is requlred to summarize the responses when we come back.
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Contact Information

Dr. Senthil Gunasekaran
senthil@actvantage.com

Dr. Pradip Krishnadevarajan
pradip@actvantage.com
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