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2020 MAPP Sales Process Forum

Committee & Speakers

SPECIAL THANK YOU

Events like the Sales Process Forum cannot be done without significant investment of time, knowledge 
and resources from dozens of individuals. Thank you to the 2020 Sales Process Forum committee 
members and speakers!

2020 Planning 
Committee

• Brad Doornbos
• Dave Harman
• Doug Drummond
• Elizabeth Roberts
• Jennifer Latiolais
• Kevin Allison
• Marcia Ciryak
• Rob Simon
• Roger Pickens
• Sam Richards
• Steven Brown
• Tom Wood
• Zack Mofield
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2020 MAPP Sales Process Forum

ATTENDEE PROFILE

131
Total Sales Process 
Forum Attendance

MULTI-DAY ATTENDANCE
131 individuals attended the 2.5 day event, explored 
sessions, strategy workshops, peer networking and 
engaged in the full Sales Process Forum Experience.

TOP 5 JOB FUNCTIONS IN ATTENDANCE

1
2
3
4
5

Business Development Manager/Director

President/Owner

Sales Account Manager

Marketing Manager/Director

Sales Engineer

92
Total Companies 
Present

11%
62%

3%
10%

15%

ATTENDANCE BY REGION
29 states were represented by those in attendance, 
with the largest percentage coming from the Midwest, 
specifically Indiana, Wisconsin and Ohio.

“There was so much great information and ideas shared! I feel like 
I have a better road map on what to do and I’m so excited to start 
developing processes to follow and execute to build our SALES! 
Look forward to sharing our experiences next year.”
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EVENT OVERVIEW

ASK THE EXPERTS

KEYNOTE SPEAKERS

BREAKOUT SESSIONS

PEER LEARNING

Attendees are able to access all the presentations & session 
recordings using their Sales Process Forum link!

BENCHMARKING

4 industry experts answer questions and 
insights in 3 unique Ask the Expert sessions.

2 thought leaders present direct and 
impactful keynote presentations

In 25-minute sessions, 4 peers led breakout 
sessions on real-life solutions

During 2 days, attendees engaged in 8 
different peer learning exchanges

In live benchmarking, attendees answered 10 
key questions related to the sales process.

96% of attendees 
rated the overall 

agenda as excellent 
or above average

 “ I was really impressed 
with the virtual format. It 
was so well thought-out 
and flowed seamlessly. 
I liked it better than any 
of the in-person sales 
networking events I've 

attended (maybe because 
I'm an introvert!). 

It was really a good use of 
my time--thank you!”
- 2020 Sales Forum Attendee

Recap of Sessions and Programming
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Actionable Tips for Using Content to Generate Leads

DAY ONE KEYNOTE AND KICKOFF 

Presented by Shelly Otenbaker, WayPoint Marketing

Recommended Resources
Project Management:

• Editorial Calendar
• Google Docs
• Web-Based PM Tools like Trello 

Creating Content:
• Canva
• Shutterstock
• Kizoa 

Other Tools:
• MOZ – SEO metrics/key words 
• Ahrefs – turnkey SEO tool
• BuzzSumo – content insights
• MailChimp – email marketing
• Constant Contact – email marketing
• Hootsuite – social media mgmt.
•  Sprout Social – social media mgmt.

To begin day one of full programming, Shelly Otenbaker from 
WayPoint Marketing shares tips and tricks for generating content. 
Instead of getting stuck with thought traps, such as “We have 
nothign to talk about,” “Our company isn’t exciting,” or “Is it really 
that important?,” Otenbaker shares that each company already has 
great content to share. 

When you are designing content, she suggests looking at these 6 
basics that are applicable to any company:

1. What is my company’s “Why”?
2. What is new, different, or improved at my company?
3. Talk to employees and share milesotnes, volunteer activities 

or unique stories
4. Look at “Five Reasons Why” Stories, such as processes, 

industries or materials
5. Trends in the plastics industry or markets you supply
6. What activities or events is my company participating in?

From there, marketers can generate blogs, videos, infographics, 
case studies, checklists, interviews, white papers or studies. These 
can then be shared across all platforms: website, social media, direct 
marketing and sales materials.

This content  helps to boost sales, so make it good content. 
Otenbaker suggests making content engaging, visual and always 
having a call to action.
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Leveraging the Power of Video & Social Media
Presented by Shana Bailey, Viking Plastics

Shana Bailey of Viking Plastics presented on the power of social media marketing. Bailey 
explained how video marketing can be a key component in marketing your capabilities 
and facility to your customers. The modern molding customer wants to see their 
product in action, and video marketing can explain systems, updates and capabilities 
in a much more concise and clear way. Viking Plastics began fully integrating video in 
their marketing strategy in 2017. Since then, Viking has had roughly 40,000 video views 
across all of their social media channels 

Viking was successful in improving their social content and website by employing the 
use of videos with their “18 in ‘18” campaign. They released one video a month that 
included branding, capabilities, people, and announcements. 

Their videos on capabilities and featuring people performed the best as far as 
engagement. From the time they launched their video campaign, engagement and 
followers increased substantially over all social media platforms and email. Video 
marketing can be a key marketing tactic for your business and improve your company’s 
brand awareness, relationships with customers and ultimately lead to sales. 

MARKETING & SOCIAL MEDIA BREAKOUT SESSIONS

Why Use Video?

• The modern customer wants 
to see the product in action 

• Video marketing can explain 
everything clearly 

• Appeal to mobile users 

• A company is 53 times more 
likely to show up on Google 
first if they have a video 
embedded on their website 
(via Moovly) 

• Builds trust and engages users 

• Can boost conversations and 
sales

Best practices to produce a video include the following steps: 
• Decide on a topic and purpose
• Write the script  
• Decide how you’re filming 
• Film the video (use a professional or even your iPhone)
• Edit the footage & add animation
• Choose your music or voiceover 
• Post! 
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MARKETING & SOCIAL MEDIA BREAKOUT SESSIONS
Staying Current Through the Noise & Clutter
Presented by Elizabeth Detampel, Sussex IM

In this breakout session Elizabeth Detampel, the Marketing and 
Sales Coordinator at Sussex IM, leads attendees through the key 
elements to understand when you are trying to break through the 
“noise” of social media and e-mail marketing.

Current Environment
The pandemic has completely changed the way we communicate 
and how business is conducted. Face-to-face meetings are no 
longer taking place and new technology has been implemented 
to make up for these changes. Also, there have been changes in 
buyer demographics as millennial will make up over a third of the 
workforce and are beginning to be heavily involved in B2B buying 
decisions.

Initial Assessment
A best practice is to have a fluid calendar spreadsheet with all 
marketing efforts (trade shows, social media posts, mailings, etc.) 
currently in place with costs and responsibilities. This provides a 
good picture of where your effort lies and where you are in your 
budget. 

Updated Marketing Strategy
Controlling Budget: When looking at the budget, it is best to split 
up by campaign type (SEO, Website, Social Media, Advertising, 
etc.). For each campaign type, have a more in-depth spreadsheet 
detailing dates, goals, and who is involved. Give access to all sales 
and marketing employees so everyone is on the same page. 

Design and Content Tracking: Use an online tool for tracking 
projects and processes with multiple team members. You can  
track progress on projects, set up calendars, assign responsibilities 
and communicate with team members. 

Website: All of your content and marketing efforts should lead 
back to your website. This means all created content should be on 
the website and all outreach should send people to the website. 
You’ll also want to maximize SEO for your website to increase 
traffic.

Social Media: LinkedIn has been a driving force for Sussex IM 
and is an incredibly useful outlet for content and networking. 
Most content posted on your website should also be featured on 
LinkedIn. The best way to post the content is to include an image, 
provide a brief description, have a call to action, use hashtags, 
and put the link to the website. Also, the more likes and shares a 
post have, the more people see it, so have the sales and marketing 
teams all interact with the posts with their individual profiles. 

Emails: Try to get out a monthly newsletter. Try not to send out 
emails more than a few times a month. Create tailored lists that 
cater to specific jobs, customers, or markets to keep the relevant 
content going to who would be interested in it.
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DAY ONE GENERAL SESSION
Lead Generation and Nurturing New Leads
Presented by Kevin Allison, Crescent Industries & Ash Brown, Precision Molded Plastics

Resources 
Target Market
• The Importance of Targeting in Marketing 

• https://blog.alexa.com/targeting-in-marketing

• Six Steps to Defining Your Target Market 
• https://www.marketingdonut.co.uk/marketing-strategy/your-tar-

get-market/six-steps-to-defining-your-target-market

• How to Do a Marketing SWOT Analysis
• https://blog.alexa.com/marketing-swot-analysis

• Market Segmentation
• https://courses.lumenlearning.com/boundless-marketing/chap-

ter/market-segmentation

Persona
• Make My Persona  - free tool from HubSpot that 

will walk you through creating a Persona

• On-line Training by HubSpot Academy
• Creating Buyer Personas
• How to Create Buyer Personas
• Using Buyer Personas in Sales

• Book 
• Buyer Personas by Adele Revella

To wrap up programming on day one, Kevin Allison and Ash Brown presented a tag-team presentation on how they have streamlined 
their lead generation and lead nurturing at their organizations. To begin, Allison & Brown broke Lead Generation and Lead Nurturing 
into unique processes. Lead Generation is composed of identifying the target market, developing customer personas (and reviewing 
them annually), carefully working on your company brand, and developing and executing on a content strategy. 

The second step includes the Lead Nurturing process. This process includes designing your CRM and pipelines to leverage your content. 
These pipelines show the value and number of deals at each stage with clients and prospects in the funnel. Allison & Brown agree 
that having a CRM is place is key to lead nurturing. This system (either home grown or paid system) allow syou to stay organization, 
communicate regularly with your contact, track your data, schedule tasks, create marketing lists and automate important workflows to 
keep engaged. 
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Resources 

Branding
• How to Craft a Brand Manifesto: https://blog.hub-

spot.com/marketing/brand-manifesto

• Secrets for Building an Unstoppable Brand: https://
www.entrepreneur.com/slideshow/342969

• Style Guide: How to Write One for Your Brand: 
https://contentmarketinginstitute.com/2020/07/
how-to-brand-style-guide

• Simon Sinek: https://simonsinek.com

• StoryBrand: https://storybrand.com

Lead Nurturing
• HubSpot Free CRM 

• ZoHo 

• Sales Force 

• Insightly 

• Google Analytics
• Set up google analytics account if you don’t 

already have one for your website, this is free.

Content
• HubSpot Content Audit 

Template

• On-Line Training: Content 
Marketing World Institute

• Conference: Content Marketing 
World 2020 Virtual Event

• Free Create Your Own Content 
• Prezi
• Canva
• Blog – HubSpot

• Paid Resources
• Vive Marketing
• Waypoint Marketing 

Communications

• Books
• Practical Content Strategy 

& Marketing – Julia McCoy
• Optimize, How to Attract 

& Engage More Customers 
by Integrating SEO, Social 
Media, and Content 
Marketing – Lee Odden

Content Strategy
• Perform Content Audit

• This step provides you valuable feedback on what content you 
have available and where it fits in the “Buyer’s Journey”.

• Create Content
• Content should be relevant and meets your persona’s needs.

• Content Distribution
• Pushing your content out to your target audience on the 

platforms your persona visits.
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Evaluating Your Customer Base & Sales Process

DAY TWO KEYNOTE

Presented by Laurie Harbour, Harbour Results

Effective Sales Process

1. Collect and Analyze the Data 

2. Understand Your Markets 

3. Use Data to Quote Better 

4. Develop a Plan – Existing 

5. Customer and New Business 

6. Communicate Internally 

7. Leverage Marketing 

8. Talk to Your Customers

To launch day two, focused on the sales process overall, Laurie Harbour delivered 
a keynote in her signature no-nonsense style. During this session, Harbour brings 
up the currently reality of the plastics and manufacturing environment. 

Harbour points to many factors and barriers for plastics companies in improveing 
their sales process, including lack of a strategic sales plan or process, lack of 
investment or priority on sales, and not having accurate metrics and KPIs. 
However, due to market challenges, customer issues and the COVID-19 crisis, 
sales have never been more important. 

One of the most important aspects of evaluating your customer base and sales 
process is looking at the data and asking yourself, “What is the data telling us?” 
For instance, good data will both help you understand your customers and 
understand what your company does best.

Harbour recommends conducting a customer analysis and plotting your 
customers on a graph that looks at their annual sales and the average margin 
with that customer. Doing so will help you reveal 3 primary clusters: big revenue 
with moderate margin; smaller revenue but higher profitability, and “the dogs,” or 
the customers that are low revenue and low profitability. 

Additionally, key data will reveal 5 key points: your best customers/industries, 
your strategic niche, quoting ROI, most profitable work, and potential growth 
opportunities.
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Best Practices for After the Sale
Presented by Steven Brown, Plastic Parts Inc

SALES PROCESS BREAKOUT SESSIONS

“You don’t get what you expect, you get what you inspect.” Every customer is at risk of moving their business somewhere else, even 
those that have been with you for years or if you have a special niche capability. Companies need to create metrics that can assess risk 
and analyze each customer based on those metrics. Every sale is different and needs different support teams. They also always require 
follow through. Most sales professionals are very good at following up but need to focus more on following through after the sale.
The lack of follow-through causes issues that result in missed lead times, poor quality, pricing issues and loss of customers. .

When looking at disappointing a customer from the lack of follow through, there is a simple formula:
Expectation – Reality = Disappointment. To set expectations, Brown recommends the following best practices: 

APQP Plan and Design Program: 
• Beware of scope creep
• Listen to all team voices 
• Provide a mechanism for concerns
• Preliminary list of specialized materials, process, testing and 

equipment 

Product Define and Development:
• Identify hurdles to part quality
• DFM review is crucial
• Leverage prototype or 3D virtual testing
• Over 80% of your profit is captured or lost at this stage gate.
• Now is a good time to show off your team’s problem solving 

and solution skills

Process Define and Development
• Agreement on how to measure the parts
• Agree on any packaging requirements
• Pre-launch control plans
• Process Instructions
• Characteristics Matrix

Product and Process Validation
• Don’t be afraid of production feedback
• No short cuts for customer approval
• Preliminary capability study
• Production control plan
• Clear and regular touch points of communication

If you commit to the actions above and follow through with customers as opposed to following up, you will have increased success with 
customers after the sale.



2020 MAPP Sales Process Forum

No Late Quotes - Streamlining the Quoting Process
Presented by Rob Simon, EG Industries

SALES PROCESS BREAKOUT SESSIONS

Rob Simon of EG Industries presented on the quoting process. Simon explained how 
the quoting process is very important to the success of your sales team. The best place 
to start is getting your team prepared to understand the components that go into 
providing a quote? 

Understand your plants open capacity  at any given time so you are ready to prepare a 
quote. 

• Understand your core competencies. Everybody wants to get new business, but 
make sure that this business matches with your company’s strengths. 

• Clean up your templates to prepare your quotes on a regular basis. Avoid reusing 
templates without checking for any leftover formulas. 

• Make sure your company has the right person doing your quotes! A successful 
estimator will be a self-starter, outgoing, technical, and have financial acumen. 

• All of these best practices in quoting will help streamline your quoting process 
making it efficient for everyone involved. 

Best Practices

• Make sure that you have 
updated your plant costs so 
there is no confusion. This 
should be updated quarterly. 

• Ask the right questions before 
you present the opportunities to 
your quoting team.  

• Provide the estimator with 
all the necessary background 
information up front so they do 
not have to follow up with more 
questions  

• Make sure to understand not 
only the current open capacity, 
but what the future open 
capacity will be before you 
prepare a quote 
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Leveraging Your Sales Team and Staying Relevant in Your Organization
Presented by Tom Wood, E-S Plastics

DAY 2 GENERAL SESSION

Thirty-year industry veteran, Tom Wood, closed out programming with his 8 primary areas of concentration for sales people. Wood 
insists that the role of sales people are changing and that those in sales will need to focus on more than just generating sales. Instead, 
the new salesperson thinks of how they can create value that makes them vital to the organization. By mastering these 8 areas, sales 
professionals will be essential, and viewed as the individuals who can get things done. 

1. Sales 2. Pricing 3. Account Rationalization 4. Accounts Receivable

5. Obsolete Inventory 6. Strong Connections 7. 180 Review 8. Accountability

• #1 Priority
• Adding profitable business
• Steady volume of new 

opportunities
• Effective Prospecting
• Using sales tracker with 

probability factors

• Adjustments to restore 
margin erosion

• Review EAU actual vs. 
quoted

• Control the narrative 
with customers and don’t 
deviate from your message

• Review and qualify for 
potential

• Create tactful plans for 
increasing business, 
maintaining, or exiting

• Simplify your account list 

• Remember parts are “Free” 
until the invoice is paid

• Have AR let you know 
when a customer is past 
due

• Decide on an action plan 
for the customer

• Have proactive meetings 
with key team to review 
distressed inventory

• Work to resolve while the 
program is still relevant

• Demonstrates your 
business acumen

• Create your own 
relationship with key 
accounts

• Be involved in major 
situations and discussions

• Make it personal

• Ask leadership and 
customers for feedback

• Shows you are open to 
constructive feedback and 
willingness to improve

• Look for patterns in the 
responses

• Tie yourself to self-
imposed deadlines

• Provide progress and 
updates, even unsolicited

• Suggest proactive monthly 
sales updates along with 
margin review
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Benchmarking Questions Answered by Attendees

BENCHMARKING DATA FROM ATTENDEES

Does your company have a CRM to help 
capture and track leads?

Does your company use an outside cold 
calling service?

On average, how many new customers are 
obtained each year?

Which ONE of the following is the strongest 
lead generation channel for your company?

56%

10%

22%

12%

Yes, purchased a
software

Yes, homegrown
system

No formal CRM No CRM at all

Yes , 1%

No, 96%

Investigating, 3%

54%

33%

9%
4%

1 to 3 4 to 6 7 to 9 10+

44% 40%

7% 4% 2% 1% 1% 1%
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How would you rate your company’s overall 
marketing strategy?

Does your company utilize a formal content 
calendar to manage and schedule marketing 
messages, email, promotions and/or social 
media posts?

What is a new customer typically worth in 
sales revenue annually?

What is your average quoting hit rate?

44%

30%

14% 11%

Some Strategy,
Needs Some More

Attention

Low Focus,
Unclear, Needs a
Lot of Attention

Dedicated and
Clear Strategy

Nonexistent, No
Formal Strategy

59%

18%
13% 10%

No, we do not
utilize a content

calendar

Yes, but not
utilized to the

fullest

We are beginning
to plan for this

Yes, utilize fully

31% 31%

15%

23%

Less than $100,000
annually

$100,000- $250,000
annually

$255,000-$500,000
annually

$505,000-$999,000
annually

8%

38%

8% 8%

38%

5% 10% 11% 15% >15%
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How long do you guarantee a mold for a 
takeover/transfer tool?

When do you have a customer takeover 
repair costs for transfer tools?

What do you guarantee for molds that were 
transferred into your company?

• 0 shots
• Depends on shot count when we get it but in total with 

a non-filled material, 1M shots
• Depends on supplier agreement
• Maintain tool for normal wear and tear. 
• No guarantee
• We don’t typically transfer tooling from another 

company.  In the rare case we do, it with “best effort” 
based on tooling capability.

• As soon as is needed.  We will do some minor 
repairs to win the customer over and show our 
partnership.  But usually anything over $1,000 I get 
the customer involved.

• As they are incurred.
• Customer is required to pay all repair costs for 

transfer in molds
• Damage is on us. Maintenance is on us. Repairs 

due to wear or age is on them.
• If it is a simple fix, we will usually let them know 

and go fix it in our tool room. Larger problems, we 
work out something with the customer.

• If we transfer a tool in, the customer is responsible 
for all initial development/repair costs to produce 
an acceptable part.  • Depends on the material used and how many shots are 

on the tool when we get it. For non-glass filled we can 
usually go up to 1M total shots. 700k and we start making 
phone calls.

• First shots to qualify tool.  We will get tool running to 
validate it is capable. 

• No guarantees.
• Very few garuntees. We typically will inspect for free and 

then give additional quotes if repairs are required prior to 
running parts that meet spec.


