opment Workshop




ning

lon’s work




n the future of GEI work in the region

a sales forecast matrix, a sales pyramid,
ne potential client

t team is unified on the approach.

recasting Matrix

for matrix

ramid

e scope of what it means
gainst the Matrix

he growth desired

rk

ent required

eeded

Mapping

Ing prospective client



potential in this region
Ic beliefs

atrix




Levels of Thought

Inductive
A




IRSM [Standard Customer Name

IArnie Vance

Part Family Business Unit |01 RR ($'s) 02 ($'s Surge ($'s) Grand Total ($'s)
IGE AVIATION MATERIALS LP TODHPTBLADEOQ1ST STAGE [TOS $ 771 $ = $ =
NTODHPTVANEO1ST STAGE [TOS $ 76,431 $ = $ =
WTODLPTVANEO3RD STAGE [TOS $ 257 $ S $ -
TODLPTVANEO6TH STAGE [TOS $ 4,594 $ o $ -
IGE AVIATION MATERIALS LP Total $ 82,054 $ = $ =
IGE ENGINE SERVICES - DALLAS, LP ICFM56-2HPTBaffle Seal [TARO $ 63,900 $ -
NTBDLPTVANEO2ND STAGE DARO $ 43 $ 43 $ 43
[TARO $ = $ -
V2500 A5 1B NHARO $ 82,095 $ 82,095
V2500 A5 1V NHARO $ 32,838 $ 32,838
|V2500 A5 2B NHARO $ 265,185 $ 265,185
[V2500 A5 2V NHARO $ 87,262 $ 87,262
IGE ENGINE SERVICES - DALLAS, LP Total $ 63,943 $ 467,424 $ 467,424
IGE-CELMA NTSDHPTBLADEO1ST STAGE [TARO $ 8,126 $ 28,800 $ 28,800
[TOS $ 29,580 $ = $ =
IGE-CELMA Total $ 37,706 $ 28,800 $ 28,800
IGeneral Electric Houston ICF6-80C2HPTShroud/Duct Seg01ST STAGE [TARO $ 65,618 $ -
ICF6-80C2HPTShroud/Duct Seg02ND STAGE [TARO $ 16,286 $ =
IGeneral Electric Houston Total $ 81,903 $ ]
Honeywell [331/731 COATING - GARRETT [TARO $ o $ 540,000 $ 540,000
Honeywell Total $ = $ 540,000 $ 540,000




Sale

9 Proposals

» Pursuing possibilities
* Presentations

» E-Bits * Mailers

ork phone calls » Google Adwords
twork events * Radio segments
Exposure » Targeted emails




ategic Integration Model

eans of Integration
mer-Supplier chain

Performance
Track-record

Culture in Action
within the Business

Relation to
g Industry Paradigm




Beliefs, Mt. Laurel

le for growth

s growth not office size
Ss the river

er contacts to cultivate

ress

r environmental work
our water and geotech and enviro




Beliefs, Ithaca

contacts to cultivate

nvironmental work




s on Pricing for Growth

/clients can fuel growth at reasonable profit.

cost

2.9 multiplier
clients out there?

by region

eed to invest in people/offices
rives profit

cts

nt terms




DECISION SCOPE PYRAMID

What is the Customer Decision we are trying to affect? What's the Scope? Who has a Role in this decision?

DECISION: to Strategic Responsibility

& |

DECISION: (How) to

E's

DECISION: to

ISSUES:

© Managing Process, Inc. 199:¢




CUSTOMER DECISION GRID

Where is the Customer in their Process? (Map History. Current Status and Preferred Future on grid.)

STAGES OF THE DECISION-MAKING PROCESS

DECISION IMPLEMENTATION

STRUCTURING

OWNER
+0-

EVALUATOR
+

IMPLEMENTER
+ 00—

Time Frame
ISSUES:

= Managing Process, Inc. 1995



FACTORING

What Factors need to be managed to affect their decision? (Consider All Factors, then select priority focus.)

Customer: Product(s): 2
Time Frame: Apphcation:
Decision: CURRENT DECISION
STATUS POINT BHIGEITY.
SALES VOLUME: 5
ISSUES
4] hlo o]
L 1 1 J
MNo Sales Moderale Sales Total Sales
Potential Realized Potantal FHealized Potential Reahred
PRODUCT MIX: (Penetration, Contribution) L] |
ISSUES
[4] 100
L i 1 1
Undesirable Modarately Optimum
M Acceptable Mix
STRATEGIC VALUE: (implications, Positioning) ISSUES
o 100
L. L A ]
MNegaiive Acceptatle Optirmum
Impact Desirabis
MNEED: (Perceived Value) ISS5UES
o 100
L 1 | 1
Unparcemwed Perceved Comwction
(Need Recogrioed)
FUNDING: $ ISSUES
[+] 100
L 1 | |
Mot Funding Availabile Funded For
Funded wilh Speacial Approval Immediate Action
BUSINESS COMPATIBILITY: (Plan, Policies, Practices, Pricing) ISSUES
o 100
L L 1 ]
| Caonftlicting Some Compromise Compatible
Goals Required Goals
PRODUCT FIT: (Needs — Feature Compatibility) ISSUES
o 100
| L I | 1
MNeods Mot Satisfied Some Change Al Needs Satisfied
[ By Existing Product/ Reguired By Exisling Product/
Technology Technology
| CUSTOMER RELATIONSHIP: (Rapport, Credibllity, Trus?) ISSUES
o 100
i L —, | L
Rgfuses 1o Consdar Accepts You/Your Relies on YoulYour =
YoulYour Company [ ¥'s Cr iliny Company's Judgmeani
COMPETITION: (Alternatives) ISSUES
o 100
L 1 | A
Caompetitor O pan to Your Company
Entrenched Change Mantains
Customer Salisheac Preterred Stalus




STRATEGY RESOURCES

What Strategy Resources are required to manage these Factors?

Decision Making Roles Customer Decision Making Process

OWNER | EVALUATOR | IMPLEMENTER | RESEARCH CONCEPT | STRUCTURING | DECISION | IMPLEMENTATION | EVALUATION | MGT

GAPS
MNEGATIVE
POSITIVE




F_

SKILL RESOURCES

What Skill Resources are required to manage these Factors?

ral Resources

Message Design

Communication Skills

FEATURE BENEFIT QUES- BENEFIT REIN- ASSURING | MANAGING

’ER. | MFG. | CONT. SELECTION INTERPRETATION | TIONING LISTENING | STATEMENT | FORCING | (EVIDENCE) | OBJECTIONS | CLOSING
MEETING DESIGN

Cust. = c <@

P P P e =
Q

You o) aQ re)

P e P e P

What Actions are required

to implement our strategy?

. Managing Process. Iinc. 1995




I's 2011

opment Workshop

d Building My Future



Today’s Purpose

trol over our financial and

a unified perspective on the
lled GEI

to exercise more choice over our
Increase participation in
Nnt.




Products

1abits to my retirement account
contacts into sales

)lved in business development
career growth

revenue growth

GEI products

ges to the way we work that will

satisfaction, secure more sales and
/




Why this , why now?

d challenging projects that will
d clients. To do this we show
rough revenue growth of 10-




e present
backdrop of




Our Future In Ithaca




Our Future in Monte Claire




Our Future in NJ/PA

that would support the case to open the office

ployee steps up

.

der 50% pre-loaded
ith Atlantic Hdqgrtrs




requires

/‘\

Continuous Continuous
improvement Improvement in
in revenue client relationships
growth and the processes

serving them

R

drives




Premises

anagement is not solely accountable for

able for generating our salary and our future.

my retirement years.
reputation earned through current work.

reer at GEI and retire with almost $1M in the



Three Possible Futures

and bank on Social Security and inheritance

salary, 8% investment return, company match
any contribution to 401K..based on profit

000/yr withheld ~ $2400 company contribution
LT: $976,222

Let’s charge hard:

y to be a partner, personally buy

ny and fully contributed to the 401K




hat happens to the earnings?

Deposited
in the
Bank

to manage

cash flow




If you choose to be
the “planner” or the
“charger” your
wealth grows as the
Total GEI value of the

value driven compan FOWS.
through PR

sales growth

> 401K increasing contributions




Competencies for Growth
stry

nships

hnically recognized
ting tone and direction
ocates the GEI agenda

ent scouting and talent development




w/festablizhed techibus .
expertize. Aothvein
division bus planning and
implementation,

wiestablished techibus.
aEpartize.

Fey leader indivision bis
planning and
implementaion.

sewveral branches.
Leads operating unit.

units.
Recognized company-wide.

Junior fszociate D=zociate ir. B=sociate Princpd Sr. Frincipal
GEl Ternre 2 years, possible 6 monthe | 2-4 wears, possible 6 monthe | 46 yrs, possible 6 months-1 yr o | 6-8 yrs, possible 10+ yrs, possible
tol yrfor senior recniis, tol yrior senior recniis, far senior recriis. G months-1 yrfor senior 6 muonths- 1 yr for senior
recriits Techlits
Imdustry 8-10 yrs 8-10 yrs 1316 wr= 20-25wrs 25+yrs
Experisnce
Rezponsibility Grade 5% Grade 50567 Grade 720 Grade &M Grade 10
Lewel
BD Confribntion | Prowides work to suppoft 1 | Provides work to support 3-4 | Provides work to support 5-G Prowides work to support 8-10 | Proyides work to suppot 10 -
statf - FI00K - 200K, staff - F200K - 500K, staff - FEO0K - 200K staff - F1.00 -F1.30. 12 staff - F$1.20 - F1.501
hnages =mallto mediom | Oirect cliert relaions. hgjor contibutor and ey Responsiblefor Rezponsible for
proposals. Directs proposals. Source strategist invoheed in GEl wide regionalinational BO regionalinational BO
of leads. planning. programs or major clients, programs or major clizns.
GEl strategic planner. GEl strategic planner.
Cliert seruicer Primany service/B0 contatt | Pimany senvice/BO contast | PAimany senvice/B0 contact for | Pimany senvice/B0 contact Primany service/B0 contact
relztionships for 1-2 exizting clients, for 3-6 existing clients. 4-7 exigting clients. for 5-10 existing clients. for 7-10 exizting clients .
Securs repegt work and Secure repeat work and Develop new clients. Develop nem clients.
develop some new clients. develop new clisns. hanage large projects and hanage large projects and
Recognized by cliert a5 leader. | programs, programs.
Industry manager. Fecognized by client a= Recognized by client 2=
leader, leader.
Industry manager. Industry manager.
Business hBnages project budgets, | hBnages project budgets | hanages branch, division, or Branch orcompany wide Branch or compary wide
managernarnit schiedules, collections, schedules, collections, and program. GEl-wide mpact and | operating unit manager operating unit manager
contribt o client contacts to mest client contacts. interests. supporting averall GB or supporting overall GB or
business unit goals. Contributes to business uni manages veny |arge clierits. manages wery |arge clients,
plans and mgmt. Helps
others contribute to-business
unit:and GH goals.
Recognized for Participates in professional | Waorking to become tech Lead localimegingt Recognition by peers and Recognition by peers and
technical or technical socidias. expert in ared valuable to buzinesstech group: hin 2 clients. WMirkes and delivers clients; Wintes and delivers
leadershipin Prepares 1technical GEI clients. WNirkes and presentationsArto industry or | papers, seminar, shart papers, seminar, shart
irdustry paperdyr. delivers papers, seminars, client groups. Imited presenter | courses. COurses.
and =short courses, to industrysicliert groups.
Leadership Techfproject leader Techiproject laader Recagnized leader boy staff of Leads across branchesfop Leads across branchesfop

anits .
Recogrized compariy-wide.




a to Assess a Consulting Firm

Criteria to assess consultant

Business risk determinants

Market reputation

Sector of operation

Project quality track record
~Hurnan resources quality
Quality of design systems
s Project composition and size

. ® & @

Financial risk determinants

» Financial flexibility
e Liquidated damages exposure
# Insurance cover




3.15 Multiplier - 24.5% profitability

Work on the high side
of multipliers might
best be found in
locations where
remediation is new
and practices are just
being established.

ditional zone of acceptable

multiplier variation

| Se.
‘ ifting to the left

r Service Agreements (MSAs)

multiplier

Our challenge is to put
together a balanced
portfolio of projects



tability

Utilization

3.15x0.65=2.04

2.9x0.70=2.03




isting clients to maintain and harvest additional work (AGL,
contacts and actively pursue new work (NiSource, Liberty

to join GEI and create PA expansion
ch and GEI exposure at conference, business groups, etc.
| client meetings and track progress

educational sessions (internal and subsequently external) to
oming

his is the natural evolution of the work.

n we manage them as a portfolio of projects with a consistent
ts with varied approaches.

look like National Grid with converged contractors.

rement groups and long history are moving toward MSA'’s with
ultipliers.

ity companies is a consultant annuity!
e today will require some changes in our current patterns of

guires individual office practices to merge into one GEI practice.
S increased people..either from new hires or improved utilization.

h sales >$3M target ~ 2.9 and 68%, clients <$3M may require
w clients may require 2.8 or less.



Financial Mantras

uy-outs or operating expenses.

gs

sh




oney In the Store..Cash Flow

|In|::l:|me Statement: |M|:|nth 1 Money stsidle
|Sales ($000) EE if the flow of cash

<+— s abundant.
|costs ($000) E:

|Profit ($000) |10

| Cashflows relating to Month 1: ‘Munth 1 |Munth 2 |Munth 3 ‘Tutal

<+— Healthy rule of thumb:

|Receipt5 from sales ($000) ‘ 20 | 35 | 20 ‘ 75
cash flow = Net income

|Payment5 to suppliers etc, ($0007% ‘ 40 | 20 | g ‘ 65
et cash flow ($000) ESIEE 10
|Cumu|ati\.re net cash flow ($000% ‘ (2070 | (5} | ‘ 10

<+—— Short term borrowing
isrequired to cover bills
if the flow of cashistoo
low.



clal Metrics Related to Cash
Flow

e for your time to be converted to

___ B

Client approves invoice
mails check to GEI



need to sell”
r down we must increase the

ate results in:

ple at a higher utilization rate
level utilization
f work to keep lower level staff highly utilized




Question

he current
m around
countability?







A PERSONALITY TO SELL?

re unigue. Claim
ge of great projects. Brag

spot of project size. Scope

y current. Relevant




Bragging Rights
tion for the US Capitol’s Visitor

erican Canal
nnel jacks as seen on Discovery

, Vibration monitoring of adjacent
t walls

3treatment system
ater resource engineering




Bragging Rights
Sue

ations: Bill Walton

ers

Palmieri

r Heynen

ment: Mike Walker
erigin

| Naser

rce Planning: Naser

| success factors to be successful and it
gineering and technical knowledge.




Selling Survey

BELIEFS ABOUT
SALES PROFESSIONALS

Belief Living to the fullest?

1. My potential is limited only by my 25% 50 @ 75 100
imagination.

2. There are more opportunities for good
salespeople today than ever before.

3. Selling today is based on relationships. It
is more mental and emotional than technical.
4. Top salespeople are ambitious...they see
themselves capable of being the best.

5. Top salespeople are courageous...they
face the fears that hold most people back.

6. They are totally committed to their
work...to their companies, their customers,
and to themselves.

7. They are professional...they see
themselves as consultants and advisors to
their customers.

8. They are prepared...they review every
detail before every sales meeting.

9. They are lifelong learners...continually
reading, listening and taking additional
training.

10. They are responsible...they see
themselves as the President’s of their own
professional sales corporations.




Beliefs about Selling

wledgeable people and the knowledge needs to be given-

edgeable people but buy based on other criteria.
accuracy (ours and theirs).
hrough our knowledge and data when it is brought to bear to

1es first, product knowledge comes second (buying process takes

Ing the customer meet their “bottom line” needs.
jement) + performance = trust. Joint creation of

“buy” is a selling strategy which allows an easier paradigm

—

ly model...

en relationships and sales.
precedent over talking.
companies.

a commodity product.




Blggest Mistakes of Salespeople

1 @0 omlng back Wlth the same old pitch
N

9 il
i
rylng instead of creating. %
; "°

elling without customer knowledge
! AN TE N |
ﬂ@ Running with the pack
RN
eIImg technology instead of benefits
M

nderestimating sales training 25
use presentation aid{ JW

Ilgnoring customer goodwill
it N o




'S Philosophy about Selling

stomer’s requirements with your

p happily involved with your product.

mer



Flowmap: Selling

» Generating Getting the
proposal “Yes!”
* Product

configuring

DAY [ O — >

decision activity inspection transportation delay storage




/ Laws of Expectations

-Bob Miller

t matched, someone is in a losing situation.
align than assuming “the customer is always

ects us to do what we say or imply.

nly can be accomplished after you do
plied.

doing something the customer is not

an be a +/- situation; if the 1st law is broken,
igned.

cipate, they will come to expect.



The Buyer’'s World

We can expand their
knowledge of existing
technology through training.

They come to us
because they
New trust us to be

: > responsive to their
creation of | | Cnology rgsts.

We know their business
so well that we can
project next trends &
provide solutions before
edge they even need them; we
help them see what does
not exist yet.




Political savy
IC: Greek, citizen

moting a policy; ingenious in
measure, plans, etc. shrewdly
regard to self-interest. Artful in
procedure; worldly-wise

ense perception, esp. in scenting;

n and judgment; discerning and

INng men, motives and means;
shrewd




30 Second Impression

Image Manag

ement

Target
Audience

Image Desired

Metrics of
Success

Current
Perception

5-Why's to Root | Messages We "Medium" to Actionable
Cause Must Send Send Messages | ltems




The Power of Reframing
What is YOUR “if only™? Reframe it! To

“I haven’t figured out how to
find new sources of money.’

‘I haven’t made getting cards
a priority yet.’

‘| don’t have my goal broken into
doable steps yet.’

‘Given my commitment, | need
to adjust how | spend my
resources.’




?
d to sell?







