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The Alexander Group (AGI) Overview

p Revenue Growth Strategy and
Management Execution

Consultin g  Revenue Growth Specialists

» Over 1,000 clients across multiple industries
» Mainly Global 2000 companies
» Media Vertical Focus

» Benchmark Data

R r h * Proprietary database of + 7M data points
€searc » + 1,200 sales forces and + 900 sales comp plans

* + 120,000 unique sales time profiles

- p» Connections and Knowledge Sharing
§" Commun |’[y « Chief Sales Executive Forum events

« Symposiums, roundtables and webinars
» Chief Sales Executive Digest and LinkedIn groups
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The Revenue Growth Model

AGI utilized its Revenue Growth Model to structure the Media study
around the key drivers of revenue performance and growth.

This report delivers the
Insights Revenue leaders | i

need to formulate a Media Ad — REVENUE GROWTH MODEL"

Sales growth Strateqy, REVENUE LEADERSHIP

design the sales Structure, STRATEGY MANAGEMENT

. 4 @° A ®
and align the Management P o lA & «UliI®D @ | ¢
and Enablement levers mcx; | e

critical to effective execution.

REVENUE ENABLEMENT: OPERATIONS, PROCESSES & TECHNOLOGIES
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The Numbers

Available Metrics

AGI’'s Media Ad Sales Benchmark Database

== 00+

mmm Sales Organizations

across print, broadcast, digital, and
ad-tech industries

Revenue and Cost Roles & Headcount Sales Compensation

“Oor

Y

Revenue/Rep, Quota/Rep Cost/Rep

Gross Margin % E/R%

% Revenue Achievement
vs Goal

Comp Cost of Sales

Sales Enablement

Revenue Growth Rate Spend/Sales Cost

% Revenue from New Cost Growth Rate

Accounts and New Products

© 2018 The Alexander Group, Inc.®

=

conducted with Sales VPs, CSOs,
CROs, and Strategy Leads

40+

Interviews

20+

Sales Metrics

collected for each company

ad As 1:X $K
A [E] [E]
1st Line Manager % AEs at / above Base Pay by Target and
Span of Control Quota Role Actual Base
Variable Mix by
Field Rep to Inside Sales Time Target and Role
Rep Ratio Benchmarking (By Actual Variable
Product, Customer, Pay by Role Total
Support Roles (Pre-  gyying Type, etc) Compensation
Sales Support, Total Target Cost

Overlay Specialist,

AMs, Sales Ops, etc)

Rep Turnover

and Actual Pay
by Role

Sales Readiness
Scoring

Black = study includes metric / Grey = study does not include metric



AGl’'s Modern Media Ad Sales Study Objectives

Clarify & Quantify Understand
Sales Models Change Drivers

JSSY ~

> Coverage Models Select Examples

> Sales Roles > Programmatic Services

> Revenue > Mobile / Video

> Sales Costs > Contextual vs. Audience

> Headcount ratios > Multi-Product and Platform
> Productivity > Advanced Sales Ad Ops
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Sales Strategy

New Sales Roles
Activity Reallocation
Change Levers

Compensation / Pay Mix



Modern Media Ad Sales Study Participation Process

Study participationis free and includes a phone interview with a senior sales executive and data
collection with sales operations.

® T
=g Ll -
Interviews Data Analysis Results
AGI conducts a 1 hour AGI collects your company AGI compares your AGI will present study
phone interview with data, including cost of results to industry findings and

recommendations based
on 30+ years of industry
experience

peers and AGl’s
benchmark database

sales, headcounts, and
productivity

senior Sales Executives
to capture key industry
trends
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