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PROBLEMS WHAT TO WHOM THROUGH WHOM AGAINST WHOM
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Sales & marketing engine is underperforming
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2,955 3,694 2,955 9,604 12,805 20,008 95,731 128,051

148 185 148 480 520 1,000 4,648 6,403
35 46 37 120 120 240 1,139 1,601 Hardware vendors  20% Main street 6% 8% 6%
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Sales utilisation 87% 99%  105%  107%  80% 92% 105% 107% | 98%

CAMPAIGN PLAN

New Targets (43801) Contact received (275803) Interest established (13532) Gap acknowledged (3338) Need identified (1657) Offer understood (1389) Preference formed (949) Decision made (653)
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