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SALES INCENTIVE PLAN DESIGN

We hear confusion from general managers: “My company pays lots
of attention to our sales people, but they still seem unsatisfied and
did not meet the sales targets. The turnover rate is high every year,
is there anything wrong with our sales incentive system? ”

We hear complaints from sales directors/managers: “Our sales
people show no passion in work and can't meet sales targets. |
experience a lot of pressure when facing our general manager.”

We hear feedback from HR directors/finance directors: “Compared
to the market, our sales people’s salary level is competitive. Why
are they still unsatisfied? How can we evaluate the effectiveness of
our sales incentive plan?”

Facing the challenges above, do we have a solution? How can we
improve the effectiveness of our sales incentive plan to encourage
sales people to meet the company’s sales targets? Mercer’s 2-day
workshop will help you deep dive to Mercer’s ten-step sales
incentive plan design process by aligning with your organization’s
sales strategy. Tools and case studies will be shared to help you
better understand and learn how to design a sales incentive system
that matches your sales strategy while being competitive for sales
force, all on the premise of reasonable pay cost and sales target
completion.

We will take the method of Mercer blended learning, which will
strengthen and consolidate learning effect through combining on
line module with off line workshop.

TOPICS COVERED
The Place of Sales Force Rewards
e Fundamentals of sales incentives
e The place of sales force incentives
e Maximizing the effectiveness of the sales effort
o Mercer’s sales effectiveness model
o Elements of sales effectiveness

Objectives, Process, and Approaches of Sales Force
Rewards
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e Six key objectives
e Process: three-phased approach
e Approaches to design

Deep Dive: Mercer’s 10 Sales Incentive Plan Design
Methods and Tools

e Reward philosophy
Eligibility
Pay levels
Pay mix
Leverage
Performance measures
Plan mechanics
Performance objectives
Payout timing
Administrative guidelines

Case Study and Wrap-up

BENEFITS TO PARTICIPANTS

e Learn different sales incentive methods corresponding to
different sales modes, and better understand your own system

e Learn to choose the right pay mix and bonus system with
incentives to design sales staff’s salaries, and establish the right
connection between sales incentives and the organization’s
sales performance

o Master improvement methods of the sales force’s performance
management systems by determining different performance
ratings and pay levels, so as to accurately evaluate the sales
force’s performance

e Case studies from different industries

TARGET PARTICIPANTS

Relevant personnel involved in sales incentive plan design,
including but not limited to general managers, sales directors, HR
directors, and sales incentive professionals; Sales
directors/managers and HR directors/managers participate in the
workshop at the same time is highly encouraged
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