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Audit Checklist – A Needs Scoping tool for our Partners 

Strategy, Marketing, Key Accounts, Sales/Management/Leadership, Distributors 

 

Introduction 

 

The phrasing of the questions contained in this checklist depends on the nature of the client (or 

prospect) and how they are positioned along the following dimensions: 

 

 Government or Non Government 

 Public or Private sector 

 Not-for-Profit or commercial 

 Large Commercial Enterprise (“LCE”) or Small to Medium Enterprise 

 Product or service based business 

 

We believe that all organisations must create value in order to survive, and these dimensions 

define vastly different ways in which they do this.  It will quickly becomes obvious that words like 

“customer” “distributor” “product” will not be appropriate in all cases.  You might need to talk 

about “stakeholders”, “alliance partners” and “service delivery” 

 

To help you adjust your terminology “on the run” we have used italic text in the checklist to 

indicate words which might require adjustment and we have inserted brief guidance notes (in red) 

wherever necessary.   

 

Also, there are often different “languages” at different levels within the organisation.  This 

checklist is designed to support an increasingly “Deep Dive” from the high level topic of business 

strategy, down through marketing (a functional strategy), to the “nitty-gritty” aspects of sales and 

account management, and dealing with distributors.  As the wording in the checklist becomes 

increasingly specific and customised to the issues, you may find yourself in less familiar territory.  

Please call me if you have any questions. 

 

Good Luck 
Clive Harrison 
Harrison Consulting 
0418 387 269 
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Business Strategy and Planning Frameworks 

 

We are looking for needs in the quality/outputs of the planning processes themselves, how well 

they are communicated and understood, the capabilities of those creating the strategy, and the 

implementation and control of the strategy.  Strategy, structure, systems, skills (4S). 

 

Do you have a well-articulated business strategy statement? 

How do you communicate the strategy throughout the organisation?  

Could your key managers articulate the strategy? 

What strategic models are used through the organisation? (PESTLE, Ansoff, Porter, Hubbard etc) 

How are goals and objectives aligned at corporate, business and functional levels? 

Do you have the fundamental capabilities to implement the strategy? What gaps are there? 

What is your unique strategic capability? What is your value proposition? 

To what extent are the organisation’s actions consistent with the strategy? 

Are managers at all levels trained to think strategically?  How is this achieved? 

How are major competitors evaluated? 

Do your action plans establish the specifics of implementation - the who, what, & when? 

Do your plans include mechanisms to monitor progress? What benchmarks/KPIs are monitored? 

How do you use contingency plans? What triggers their implementation? 

Who uses the finished plans, and how? Where are business plans filed? Should they be filed at all? 

Have all concerned in the writing of plans been sufficiently briefed and trained? 

Do you use a checklist to audit completed plans for thoroughness? 

How do you benchmark your strategic planning against best-in-class organisations? 
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Marketing 

 

All the above generic strategy/planning questions could be modified for scoping marketing needs.  

It’s probably worth remembering that some organisations might not define or recognise marketing 

as we have here.  We see it as a strategic discipline which cascades down from corporate or 

Business Unit (“SBU”) planning, following a similar process and flow. 

 

Does marketing get a seat at the table? Is there a CMO – Chief Marketing Officer? 

Does marketing provide strategic leadership for the “business”? Is it even seen as strategic? 

Or is marketing viewed as a tactical “department” who design promotional materials?! 

How do you identify the priorities, needs and requirements of stakeholders/customers? 

Are market shares, development indices and global targets set? 

How do you align goals and strategies? 

Do you set KPIs for sales and other areas, and are they based on marketing strategies? 

How do you define competitive advantage to give your “product” its best opportunity? 

What are the roles of promotion and other initiatives to move incremental volume? 

Is portfolio management appropriate? (Boston Matrix, GE model etc) 

Do you assess Products and Brands on their marketing lifecycles? 

How does your marketing planning take account of Brand Equity? Any models? (Acker, Keller) 

What is the implication of Web 2.0 for marketing resource allocation?  How is the mix changing? 

How do you use social media within the marketing mix? 

What other pathways could be used towards customer intimacy? 

Do you use “Voice of the Customer” (VOC) and “Net Promoter Score” (NPS) methodologies? 

How do you forecast volume, profit and market share? 

Are your current marketing resources equipped and trained for all this? 

How do you benchmark your marketing against best-in-class organisations? 
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Account Planning and Management 

 

Account Management is based on the premise that class-leading organisations identify and 

nurture certain individual client relationships, underpinned by Pareto or 80/20, and based on solid 

selection criteria.  We believe that these relationships deliver mutual benefit when they are forged 

in partnership, and that they require robust (joint) planning and implementation.  Again, bear in 

mind that not everyone defines “account management” in the same way! 

 

What is your philosophy of account management?  Is it a strategic business process? 

How do you classify accounts - at both field and Key Account level? 

How do you define the account management cycle and its drivers? 

What is the content of your Account Profile, database/CRM, and Account Development Plan? 

What are the critical aspects and competencies of the Account Management role?  KPIs? 

Is there a role for partner approaches and strategic alliances? 

Do all staff involved on the account see it as a business partner rather than an adversary? 

What do your Account Managers plan & control? 

How do you dissect sales and share data across Accounts, States and Products? 

Who implements the Account Plan, and what role does Field Sales have? 

How much sales force involvement is there in Key Account Planning at present? 

How do you use Account Plans to manage customer relationships and productivity? 

How well equipped and trained are your sales and Account Management team? 

Do they know the costs and benefits of Customer Retention? 

Have you implemented regular Business or Category Reviews, or BRAD Meetings? 

Does your team have business acumen and special meeting management skills? 

What processes do you use for internal review of performance to plan? 

Do these reviews cover all key performance areas? 

Are they positioned as a key input to the performance management of Account Managers? 

 

  



©
Harrison Consulting 2014.  All rights reserved. Licensed to the user for personal use only. 

 

Sales Management 

 

Here our core belief is that, whilst all the principles of managing people apply in sales, there are 

additional pressures created by the nature and scope of the role, the diversity of “sales” 

personalities, and the largely unsupervised nature of the work of the sales team.  As discussed in 

our recent blog post, many sales managers see their role as a “super-sales leader” and are 

unaware of their potential to multiply their effectiveness through their team – ie management. 

 

How well equipped are your sales managers? 

Have they been identified as perhaps the most critical resource in sales effectiveness? 

Do they understand the nature of performance management, and its peculiarities in sales? 

How do they perceive their role - leading by example or coaching? 

What coaching systems and processes are used? 

What Company culture impinges on their effectiveness? 

How often do they observe their salespeople in field, and with what aims? 

How well have you created an environment of “proactive” management to achieve plan? 

What framework does the Company use for diagnosis of learning and other needs? 

What incentives and motivational tools do your managers have access to? 

What is the current level of staff turnover in the sales team? Are you happy with this? 

Do you know your sales force's selling cost per call? What are the key drivers? 

How often do you refresh the fundamental sales processes and skills? 

Is your team's product knowledge up to date? (Both yours, and your competitors) 

Do you use market shares or population data to benchmark store by store and set objectives? 

Do sales appreciate the marketing role, and your product positioning in the market? 

Do you expect your field sales people to adopt the Five Key Steps of sales productivity? 

 

  

https://www.harrisonconsulting.net.au/10-steps-to-effective-sales-strategy
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Consultative Selling Skills 

 
The topic of consultative selling skills is well covered in the following three items in the public 
domain area of this web site: 
 
 Consultative Selling Skills e-Book 

 Consultative Selling Skills Checklist 

 Three blog posts at the top of the content list on our blog home page 

 
The following two pages of this checklist refer specifically to presentation skills and negotiation 
skills which must be honed to a high level for a professional approach to consultative or solution-
based selling. 
 
There are also 20 checklists (elsewhere on the site) which deal specifically with the financial skills 
needed by a consultative sales person working in the retailer dominated world of FMCG (Fast 
Moving Consumer Goods).  Info here….  

https://www.harrisonconsulting.net.au/store/p6/Consultative_Selling_Skills_eBook.html
https://www.harrisonconsulting.net.au/store/p32/Consultative_Selling_Skills_Audit_Checklist.html
https://www.harrisonconsulting.net.au/blog
https://www.harrisonconsulting.net.au/store/c3/Retail_Metrics.html
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Professional Presentation 

 

How do your sales people currently present recommendations to customers? 

What visual aids and tools do you use? 

What specific training have your sales people had in this? 

What is the best way to position the proposition and the outcomes of the meeting? 

In preparing written materials, do you: 

 ensure visual professionalism and impact 

 put the financial benefits "up - front" 

 use double page spreads with colour graphics 

 put the support data in appendices 

 use powerful financial statements and phrases 

 keep control of the document....or.... 

 use visual aids 

Do you avoid using letter proposals face to face? 

How good are your sales people at gaining commitment to a joint customer plan? 

Do they plan and prepare the right responses to likely objections? 

How often do you set up a role-play for key presentations, to minimise risks? 

What selling skills do they possess - can they close the sale, agree next steps? 

Do your presentations establish a foundation for a successful negotiation? 

Has simple application of technique led to quick and cost-effective solutions? 

Do your team believe that "customers need us" - important to your confidence and theirs? 
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Profitable Negotiation 

 

How do you discern the difference between selling and negotiation? 

When did you and your team last review negotiation processes and current best practice? 

How well do your people usually understand both sides of the equation? 

What skills and processes have you found useful to seek common ground? 

Which version of the "Win-Win" paradigm do you subscribe to? 

What is your philosophy of sales force empowerment and negotiation authority? 

What planning methods and formats are available for important negotiations? 

What training has been delivered, and with what results? 

Do your people understand trading concessions, the fundamental process of negotiation? 

What financial support tools are in place to help sales people quantify costs and benefits?  

Do you know the profit impact of every concession traded? 

How well do you stand firm when needed - gains respect and strengthens your stance? 

What do you do when negotiations reach a deadlock or impasse? 

How many methods have you developed to say "No" to the account's demands? 

Can your team maintain control & composure, whilst working towards a resolution? 

How do you deal with dirty tactics and emotional ploys? 
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Managing Distributors (See also Supplementary Checklist 5: Distributor Health Check) 

 

This final checklist is very specific to the interdependent roles of supplier and distributor in a 

supply chain type of model, generally (but not exclusively) concerned with physical products.  As 

such, it will require significant adjustment if used outside of this domain; for example, an 

Insurance Life Office working through a broker network.  

 

Is the desired market access being achieved? 

Are outlets giving appropriate levels of service? (Range, depth, service, returns, etc) 

Does the strategy give significant competitive advantage? 

Have the distributors been correctly selected and appointed? (Right type, right place?) 

Are they fairly equal in size or are some too powerful because of too large an area? 

Is sufficient business available or is competition among distributors too strong? 

Are they given sufficient support and development?: 

 advice   are they satisfied? 

 financial assistance  are they sufficiently resourced? 

 training   what improvements would they like? 

 information 

 systems 

 are individual distributors performing satisfactorily? 

 are they profitable for us? 

 are we profitable for them? 

 do they know what is expected of them? 

 do the distributors stock a sufficiently broad range of our product to give a good service? 

 do distributors sell actively or do they wait for customers to telephone or come?  

 are there regular contacts with each distributor at all levels? 

 has their business changed significantly? 

 are senior management (the founders?) still interested in the business? 

 are we getting good market information? 

Do we act as “business counsellors” to distributors? 

 


