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Agenda 

• Sales Performance Management (SPM) 

What is it all about! 

How is it currently handled? 

Why Now? 

• Varicent SPM 

• Keys to Success 

• Why Varicent 
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WHAT IS SPM? 
How tough can it be? 
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What is Sales Performance Management? (SPM) 

Putting timely and accurate data in the hands of decision makers in order to aid them in 

making more informed decisions. 

 

• Who sold what products at what price last month? 

• What are our top selling products by region? 

• Why is my commission payment always wrong? 

• Are commissions payouts in-line with expectations? 

• Are my territories covered effectively? 

• How many of my reps are over 100% of Quota and now on accelerators 

• Are we promoting the behaviors we want in our sales team 
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How is SPM Managed Today? 

Spreadsheets 

54% 

Home Grown 

(22%) 

Commercial 
Software 

(14%) 

Manual 

(7%) 
Unknown 

(3%) 

CSO Insights - 2011 Sales Compensation & 

Performance Management, Key Trends Analysis 

How Tough Can it Be? 

 

• Get the checks out on time 

• Make sure they‟re accurate 

And . . .  

• Be flexible and nimble for changing priorities 

• Manage complex territories  

• Set accurate quotas 

• Generate enthusiasm 

• Deliver timely and insightful reports 

• Resolve questions and disputes 

• Do it with less headcount 

• Analyze impact of new plans 

• Plan for reorganizations 

• … 
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WHAT IS SPM? 
Why now? 
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Sales Compensation spend as a percentage of annual 
revenues is up to 11.5% from 10.7% 

Organizations adopting SPM technologies out-perform 
those who don`t – higher attainment of quota, more 

reps making quota, higher win rates, increased revenue 

Organizations adopting SPM technologies reduce errors 
by more than 90%, reduce processing times by more than 

40% and reduce administration time by more than 50% 

Why now? 
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Drivers of Change 

 

 

 
Business 

Enablement 

 

 

 
Risk 

Reduction 

 

 

 
Efficiency & 

Accuracy  

Reduce Errors 

Shorten Cycle Times 

Replace Technology 

Mergers & Acquisitions 

New Compensation 

Plans 

Business 

Reorganizations 

Internal Audit 

Federal Reserve 

Dodd-Frank 
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Some Contrasting Case Studies 
P

a
y
e
e
s
 

Monthly Transactions 

 Marketing Firm 

• 100,000 transactions 
per month 

• Single view of 
compensation 

• Model & forecast 
impact 

National Retailer 

• 50 million transactions per month 

• Efficiencies and compliance 

Credit Card Processor 

• 400 million transactions per month 

• Reduced payment process from 2 weeks to 2 days 

• Millions of dollars in reduced overpayments 

100,000 400,000,000 

150 

5,000 

50,000,000 



© 2012 IBM Corporation 10 

SPM Adopters Span Industries and Sizes 

1

0 
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SPM is Smarter Analytics 

• Reduce error rates 

• Increase speed of processing 

• Reduce Administration time 

• Align sales plans with corporate strategy 

• Allow new kinds of plans that drive 

appropriate behaviour 

• Gain insight as into good and poor 

performing areas 

• Move from revenue  to profit and 

margin based plans 

• Use compensation data as a key 

source for Sales Analytics 

• Internal audits 

• New compliance  requirements  

• Federal Reserve Bank 

• Dodd-Frank 
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WHAT CAN IT LOOK LIKE? 
Varicent SPM 
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Sales Performance Management 

Quota 
Planning 

Incentive 
Compensation 
Management 

Channel 
Management 

Territory 
Management 

$ £ € 

Comprehensive solution that helps organisations drive sales alignment from 
strategy through to execution… 

…ultimately leading to better management and utilisation of sales 
resources 

SPM Business Processes 
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Sales Performance Management CRM 

Industry 
Data 

HRIS 
Talent 
Mgmt 

ERP 

CPM 

Commission 
Statements 

Management 
Reports 

Business 
Intelligence 

SPM Business Processes 

Where does it fit in ?t? 
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Sales Performance Management 

Within Key Sales Operations & Management Processes 

15 

Results vs Objectives 

Earnings Estimation 

Forecasting & 

Modeling 

Audit Trail 

Coaching 

Compensation 

Calculations 

Credit Assignment 

Payment 

Dispute Resolution 

Adjustments 

Quota Administration 

Hierarchies 

Territory Definitions 

Crediting Rules 

Plan Distribution 

Sales Strategy 

Sales Coverage 

Model 

Incentive Measures 

Budgeting 

Territory Optimization 

 

 

 

Strategy & 

Plan Design 

 

 

 

Plan Setup & 

Administration 

 

 

 

Compensation 

Processing 

 

 

 

Reporting,  

Analysis & 

„Correction‟ 
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VIEWS OF THE APPLICATION? 
Varicent SPM 
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Log in screen 
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Sales Reps Dashboard 
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Online Compensation Plan Documents 
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Self Calculator 
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Commission Statement 
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Transaction level detail with dispute resolution 
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Transaction level detail with dispute resolution 
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Manager Dashboards 
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Geographic Performance 
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Geographic Performance 
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Cost of Compensation Analysis 
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Flowchart-Based Plan Builder 
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KEYS TO SUCCESS 
Varicent SPM 
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Keys to Success 

• Ensure Goal Alignment 

• Reporting, Know What you need. 

• Allow Enough Time for Data Integration 

• Consider Testing Requirements Early 

• Communicate, Communicate, Communicate 

• Understand Company Policies 

• Consider How To Handle History 

• Plan for Growth and Change 

• Involve IT 

 

 



© 2012 IBM Corporation 31 

Keys to Success – Goal Alignment 

2011 Sales Compensation and Performance Management, Key Trends Analysis 
CSOInsights 
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Why Us? 
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Varicent Differentiators 

3

3 

Business User Friendly 

Configure vs. code 

Visual flow approach 

Performance & Scalability 

Built for high transaction 

volumes 

Imports, calculations, etc. 

Integrated Product 

Calculation engine, ETL, 

workflow, reporting, etc.  

Lower cost of ownership 

Flexibility 

Commission, MBOs, etc. 

Meet changing needs 

Flexible data model 
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Varicent is Faster to Value 

• Single Product 

• Reporting 

• Calculation engine 

• Workflow 

• Inquiries and Disputes 

• Data Loading 

• Strong Audit and Security Capabilities 

• Easy administration configured through the 

application layer 

• Scalability and Performance 
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