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What Clients S

Effective Execution of
Regional Programs

DSO and Order-to-Cash

Optimize Receivables and
Inventories

Sales Productivity and
Growth

Working Capital
Reduction

r 2009
rof Asia Now

highlighted elevated levels of working capital and poor sale s productivity f

leading to margin erosion & lost growth!

The Lean Growth Promise

R ecently a group of senior CEOs shared their challenges with Asia Now - they

asianow

The Lean Growth Company

Lean Growth addresses these challenges practically and helps business leaders get reductions in

In this special issue our friends at leading companies explain how Lean Growth has helped:

y t wotking capital and improvements in customer service & sales effectiveness!

% Optimize business planning to ensure team alignment to the best markets & products

%  Streamline support processes to improve service, reduce receivables & free sales time

0 be BEnhdndeisdleg phnning & execution to dr ive revenue & margins

Above all, Lean Growth is enabled by change management tools & techniques which assure
effective execution in complex organizations.

“IPthe words of a client who hired us when internal programs short -delivere d :

have a partner

Simon Littlewood
President

Asia Now
simonl@asia-now.com
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Segment sales and service activities

Understand tomorrow’s markets
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Aligning Channel Partners Helps
You Get Closer to Your Customers

Segmentation includes partners!

For any CEO understanding
tomorrowbds market
customers helps focus effort on
growth. Aligning internal effort to
future value certainly enables you to
deemphasize poor contributors and
in-crease intimacy with key growth
ac-counts 0 driving greater share
and better margins.

But segmentation initiatives can only
succeed fully if they are also rolled out
to business partners. The benefits of
aligning partners 0 like distributors o
include not merely greater insight into
your customer base but an ability to
foster better margins and optimize
working capital. The downside o
misalignment & can lead to customer
irritation, deteriorating margins, and
sub-optimal growth.

The alternative can be disastrous.
Absent real end-user demand,
distributors may find they cannot sell
product pushed on them by an eager

a nsdles Soecg mmvant by nirglated sales

targets. Soon, distributors may
become unwilling or unable to pay for
the stock they can-not sell, driving up
your receivables.

Partnership means sharing o
including datas

Effective and frequent exchange of
data between supplier and distributor,
together with the cross-functional
alignment of sales targets and
incentives across operations and sales
will help focus on real demand from
end users.

Distributors need to supply regular data, such as:

e Which products

distributor and with what frequency?

e What
contribution

are prices
from
users/small retailers?

are being sold by the
and what is the real
sales made to end

e How much stock (in days cover) is being held by
the distributor at any one time, and which
products are being held?

Better inventory management

Inventory data, for example, can be
shared by the distributor with his
supplier to enable stock levels to be
aligned to real demand, rather than to
optimistic sales targets. Distributors
need to supply regular data, such as:

e Which products are being sold by
the distributor and with what
frequency?

* What are prices and what is the real
contribution from sales made to
end users/small retailers?

e How much stock (in days cover) is
being held by the distributor at
any one time, and which products
are being held?

Answers to these questions allow
companies to effectively plan and
control the procurement of raw
materials and finished goods so that
they can hold the right type of
inventory in the right quantities.

Aligning economics to provide win-win
outcomes encourages distributors to
share financial data, including profit
and loss, working capital and cash-
flow. This in turn will allow you to pro-
actively manage the risk profile of each
partner and determine who is best able
to grow your business profitably and
sustainably.

For the partner, tracking these key
performance indicators and making
them freely available to the producer,
will enable early recognition of
deteriorating  performance trends
before they become terminal.

Distributor partnerships are a key part
of the Lean Growth approach and have
been adopted by S
leading multinationals with our help.
Clients have chalked up faster growth
plus working capital reductions of 20%
to 30%, with improved standards of
customer service.

A siaNow were

retained to evaluate
opportunities  for
making a profitable
entry into the fast-
growing energy
market in Vietnam.
The Asia Now team
based in Hanoi con-
ducted detailed on-
the-ground analysis
of the economic,
competitive and
regulatory environ-
ment in Vietnam
and identified areas
for profitable
market entry.
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the key growth markets in Asia. GDP
growth averaged 7% p.a. between
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background of
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member of the
WTO in 2006, and

developments and markets, including

decide when and
how to |

foreign multinationals.

the impact on
trading and
distribution

energy markets,
will open up a
variety of
attractive oppor-
tunities for

The Asia Now

team leveraged public and private data
sources and proprietary research frame-
works to model potential liberalization
scenarios and developed a signpost
monitoring tool linked to the scenarios.
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R Leigh Mann, MD Asia of Buckman Labs, reveals how Asia
Now helped drive receivables and inventory optimization

Ireceived a mailer from Asia Now and was interested in thephasramept

the demands on cash flow are great. Positive cash flow is key in our globalorgani sati on. |

cash flow management as a gateway opportunity to improve our practise in this area.

The recent completed project on Accounts Receivable and Inventory Management made our team aware of the importance of
implementing good practices and also taught them alternative approaches to analyse their work. It also showed up areas of
weaknesses in our systems and it provided ideas to make the process more effective than their traditional methods. | was especially

interested in Asia
consultants were extremely
waso fast.

The industries we serve are heavy manufacturers of commodity products. There is a continuous squeeze

N o wabysis methiods wared the nnwertance styessedrupon short-term overdue. The Asia Now
professional

and practical.

on price/performance however we do not sell our services, only our products, whilst providing a great deal

of expensive service as "value added" to the package. The challenge here in Asia is to continue to remain

value attractive versus cost attractive and being able to maintain our top line margins. We have many non

value-adding competitors who can afford to sell products cheaper than we do, with no service attached.

Thereforeitisimportant f or us

R Leigh Mann
Managing Director
Buckman Laboratories

to achieve Lean Growth. o
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NTU Study 8 Companies Can Boost Sales Productivity by Over 40%

NTU & Asia Now have

released first-phase findings

of  their  ground-breaking

survey of sales productivity in

Asia looking at 500 salesmen in 10 key sectors including
chemicals, energy, technology, and FMCG.

In the scramble for growth you might think it obvious
that companies would give priority to selling. After all
Asia is the driver of global growth, some sectors are
growing at up to 40% a year, and more time spent selling
translates into more sales and competitive advantage,
right? Yet according to data accumulated by Asia Now,
the leading growth consultancy, over a 5-year period,
salesmen in Asia spend as little as 38% of their time ac-
tively selling 8 and as much as 43% stuck in the office
doing administration!

i Wh en
about how to grow revenue
they tend to look at customer
strategy,
but if the sales team is hardly
ever in front of the customer
t hen itos al |
academic! o says
Yeung of NTU, who is leading
the jointly funded research
project. 6
this is a key area which lacks
transparency and which & in
some industries i has the
fied opportunities for  potential to deliver dramatic
companies to gain improvements in cqmpetitive
competitive advantage @dvantage!o

by improving use of
sales time.

Asia Now Project
Manager David Bell
(left) with Prof Chris
Yeung of NTU identi-

il n China, for
salesman may think that he o
not the company 6 owns the

compani es

CRMijne, et

fiThat 6s

customer so he wants to control all aspects of the
relationship. Secondly in an MNC the Asian business
may have grown by servicing MNC customers inherited
from Europe or America so the salesman has never
learned to grow new ones. Thirdly i and we hear this all
the time i problems thrown up by extended supply-
chains and error-prone support processes may mean
heods constantly
customers. 0

Says Simon Littlewood, founder and President of Asia
Now: Al niti ad laty500wsaleshemoirk 10 key
sectors T including high-tech, chemicals and energy -
measuring how salesmen spend their time, correlating
this with other growth and productivity data, and ranking
companies based on how well-positioned they are to
achieve competitive growth. What we have identified is a
massive lost opportunity to accelerate growth and market
sharel! o
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