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BUILD A NON-BIASDEALER & SALESPERSON EVALUATION PROCESS

BMG developed a 15-issue evaluation and grading procespteffectively evaluate new
and existing dealers and sales reps. The process helpduate\every dealer or sales rep on
all the critical issues related to their potential sucegdsa company and its products. It also
helps remove a lot of the emotion that typicallgeps into a selection or termination. When
you realize that it takes about one year or moreltg &ccept that a dealer or sales rep will
never achieve the market potential you desire, thensitdel@w months to execute a
termination, and finally another year before most dewalers are truly up to speed, anything
that improves your selection process is worth a siodtline.

BMG describes its program as a process because weerelap asking all the same
guestions of each prospect because each dealer or sadésaapn is different, even when
guestioned about the same product line. More importantlyingdehat the goal of

dealer/sales rep discussions is to arrive at a compleigerstanding of the dealer/sales rep
and what we could really expect if they were given tleepct line. Then we can compare our
understanding with that of existing exceptional dealdessaps working the product line
today. We try to achieve as objective an opinion asilplesso BMG has developed a rating
system for each issue and then applies the total ®a$isue ratings to a scale that indicates
how successful a new dealer/sales rep might be. Vharslbrating then helps BMG compare
potential dealers or reps for the same territory.

Although some of the issues are purposely overlappingcgo discuss each specific issue in
any order you wish and decide how deep a line of questioningeexito pursue. However,
no matter how difficult it is, you must stick the saissue until you feel you have reached
solid clarity. If you jump around to other issues alltiee you will end up with a lot of
general statements and not much detail. The goal we &r with each issue listed below is
underlined.
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BM G Dealer/Rep Evaluation Issues

(For brevity, when the word dealer appears, it refeesther a dealer or sales rep)

1.

2.

Determine the dealer’s real motivation for possiblyrigkon your products.

Evaluate the dealer’s knowledge and experience levelyeir type of products and
then specifically with your exact products. (average lottes)

Through examples of other product lines taken on by therdeakermine how
aggressive they have or would be in promoting your products.

Firmly understand what unit volume potential the deatpeets in the first year and
then the second and most importantly, the third adlkdng) on the line in his market
and why. (average both scores)

What other existing product lines would compete for theetdisatime and how do they
compare with your potential rent utilization and/or sabeefit potential and
rental/sales commissions.

What would be the real percentage of the dealer’s tonebglieve would actually be
spent on your products and who would spend that time.

. Determine how critical would your products would becomtéodealer’s bottom line

and how quickly.

What potential territory do you believe would be actuakgllwovered versus the
dealer’s total territory?

What level of competition does the dealer expect te &l how does he plan to
compete beyond price.

10. Analyze the dealer’s current customer base for ramiglsales to determine the

percentage of customers that have or could use your products.

11.Have the dealer describe what would be the prime custaasenithin his territory

and how his dealership will pursue them.

12. Throughout the dealership — sales, service, parts, manageaweership, etc. — what

level of internal support will the dealer give your compang products?

13.Given the product line, what would the dealer specifigaltiyn to do within the next 30

and 60 days?
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14.Determine the financial strength of the dealer and ghditpurchase and support the
equipment to meet the market today and tomorrow.

15.What does the dealer see as his major internal anchakstumbling blocks with
regards to your equipment that must be overcome and hdb¥wendlo it.

BMG typically requires at least three phone calla one-day visit to go through these 15
issues to achieve enough in depth information to reaclidagsa feel for each issue unless we
are already very familiar with the prospect. You ea&pect information will overlap during
discussions, but this is a good thing because conflictingr#ats often appear.

BMG is a hands-on sales development, research and tingrkem with a focus on
manufacturers selling equipment and services into thstieaition, mining & aggregate,
environmental & recycling and agriculture markets worldwide.

For more information contact BMG: phone 260.422.4100; e-onad@ barlowmktg.conr
visit our Web site atvww.barlowmktg.com

© Barlow Marketing Group (BMG)



