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THE 7  
TENENT 



ATI FAMILY 



ATI NURSING GROWTH 



NHA GROWTH 



210 – 400,000 

206 –  25,694 

ANY GUESS TO WHAT THESE #’S REPRESENT? 

ATI 2009 
$/Student        # of Students 

 
 

 

ClickSafety 2009  
$/Student           # of Students                        



WHAT IS YOUR VISION 
FOR YOUR CAREER? 

 “A Gallup poll indicated that more than 55% of people 
in the workforce were not engaged in their work — they 
felt no vital connection to it. This translates to a high 
level of dissatisfaction and performance”. 



ASC VISION  

2016 

To be the leader in safety compliance 
and training solutions, enabling and 
transforming worker awareness to 
make it home safe every day. 

 



ASC  
2016 

1) ENGAGE 
2) TAKE INITIATIVE 
3) PLAN 
4) IMPLEMENT 
5) EXECUTE 
6) PUT YOURSELF IN CONTROL 
7) HAVE FUN 



HAVING A VISION IS VERY POWERFUL! 

http://www.youtube.com/watch?v=zlfKdbWwruY


CREATING 
THE  
VISION ESTABLISHING 

GOALS 



VISIONING 
V/S  

PLANNING 

 VISIONING 
 
1. Proactive plan for the future. 
2. It is a view of the future that 

everyone can believe in. 

 PLANNING 
 
1. The process that provides 

specific direction and meaning 
to your day-to-day activities. 

2.  Strategic planning places the 
strategic vision into motion. 



VISIONING 

"People who soar are those who refuse to sit back, sigh and wish 
things would change. They neither complain of their lot nor 
passively dream of some distant ship coming in.  
 
Rather, they visualize in their minds that they are not quitters; they 
will not allow life's circumstances to push them down and hold 
them under." 
 

- Unknown 



“You got to be careful if you don’t know where you are going 
Because you might not get there”            

- Yogi Berra 
 

“Forewarned, Forearmed; To be prepared is half of the victory” 
-  Cerevantes (Don Quixote) 

 

“Plans are worthless.   Planning is essential”  
– Dwight D. Eisenhower 

 

“Good plans shape good decisions.  That’s why  good planning 
helps to make elusive dreams come true”  

- Lester Robert Bittel  

PLANNING 



WHAT IS A VISION 

STATEMENT? 
SAYS WHAT YOU WANT OUT OF LIFE. 

 

IT DEFINES WHERE YOU WANT TO GO. 

 

SETS THE STAGE FOR YOUR GOALS AND OBJECTIVES. 
 

GIVES YOU THE POWER TO CREATE AND DESIGN YOUR LIFE AROUND  

YOUR PERSONAL VALUES. 

01 

02 

03 

04 



WHY HAVE A VISION STATEMENT? 

IT GIVES DIRECTION TO YOUR LIFE. 

 

ALLOWS YOU TO LIVE LIFE WITH A PURPOSE. 

 

CREATES A POSITIVE VISION OF YOUR FUTURE. 

 

ALLOWS YOU TO LIVE LIFE TO THE FULLEST POTENTIAL. 

01 

02 

03 

04 



GOAL STATEMENTS IN 
ACHIEVING YOUR VISION 

 

PROVIDE US WITH MOTIVATION,  

ENERGY, AND ENTHUSIASM 

01 

ENSURE GREATER SUCCESS 

03 

KEEP US ON TRACK 

02 

BUILD CONFIDENCE 

04 



SUMMARY 

YOU HAVE TO HAVE A 
PLAN FOR SUCCESS! 

01 
YOU GET THE VISION BY 
REACHING EACH GOAL. 

03 

IT STARTS WITH 
A VISION. 

02 
YOU REACH GOALS BY 
HARD WORK, DEDICATION, 
AND PERSEVERANCE. 

04 



NUMBERS, METRICS,  
HOW TO MAKE MONEY 



THE 
NUMBERS 
& METRICS 



Measuring performance steers toward the vision, realizing  
the vision,  

 

MEANS SUCCESS. 

WHAT’S THE POINT IN 
MEASURING NUMBERS? 



IMPROVE VISIBILITY INTO OUR BUSINESS 

WHAT DO WE HOPE TO GET FROM 
MEASURING DATA? 

IMPROVE FORECASTING AND PREDICTABILITY 

INCREASE CLOSE RATIOS 

INCREASE REVENUE  



DO WE HAVE THE RIGHT METRICS? 

The Old Way… THE NEW WAY… 

BATTING AVERAGE 

+ 
WALKS 

+ 
SACRIFICES 

+ 
HIT BY PITCH 

On-Base % Batting Average 



COMPANY LEADS 



Leads per Rep.   

Rep Per Day Per Week Total % 

  Diana 0.21 1 219 5% 

  Mike 0.58 4 611 13% 

  Kim 0.65 5 686 14% 

  Irene 0.90 6 942 20% 

  Will 0.58 4 613 13% 

  Sheila 0.16 1 167 3% 

  Corey 0.41 3 434 9% 

  Sandy 0.51 4 530 11% 

  Stephanie 0.37 3 391 8% 

  Al 0.205 1 215 4.47% 

Total 5 32 4808 100% 
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Leads by  Rep  

LEADS BY REP. 



0 100 200 300 400 500 600 

NL 

1-10 

11-30 
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501-1000 

1000+ 

COMPANY SIZE 

Series1 

LEADS BY COMPANY SIZE % 
NL 1 0% 

1-10 528 34% 

11-30 359 23% 

31-50 131 9% 

51-100 170 11% 

101-500 244 16% 

501-1000 45 3% 

1000+ 58 4% 

TOTAL 1536 100% 

LEADS BY REGION   

REGION  Per day PER WEEK TOTAL % 

West 1.2 9 1299 27% 

Central  0.7 5 749 16% 

Mid-West 0.6 4 601 13% 

East 2.1 14 2159 45% 

TOTAL 5 32 4808 100% 

27% 

16% 

12% 

45% 

REGIONS 

West 

Central  

Mid-West 

East 

LEADS BY REGION 

LEADS BY SIZE 



Territory Sales  Calls Inputs 

New Business Only   

Daily Forecast   

Calls per day 12 

Sales Reps 1 

Avg Sale price  $      2,700  

Probability of Contact 10% 

Probability of Sale 13.7% 

Call Hours per day 4 

Measured Tracking   

Minutes per call 20 

Calls per hour 3 

Contacts per day 1 

Avg Sales per day 0.16 

Avg Calls Per week 60 

Avg Calls Per Month 240 

Avg Calls Per Qtr 720 

Avg Calls Per year 2880 

Avg Sales per week 1 

Avg Sales per month 3 

Avg Sales per Qtr 10 

Avg Sales per year 39 

Sales    

Revenue per day  $        444  

Revenue per week  $      2,219  

Revenue per month  $      8,878  

Quarterly Revenue  $    26,633  

Annual Revenues/Cost  $  106,531  

FORECASTING  
TOOL 



WHAT’S BEHIND THE FORECAST 



DIRECT INDIRECT 
1. Prospecting  1. Handling complaints 

2. Pre-call planning  (meetings/webinars) 2. Maintaining customer relations 

3. Building customer relationships 3. Market intelligence 

4. Attracting customer attention & interest 4. Maintaining technical competency 

5. Uncovering customer needs 5. Collecting accounts 

6. Making sales presentations 6. Networking 

7. Handling objections 7. Trade and public relations 

8. Closing the sales 8. Office work 

9. Servicing accounts 9. Managing information 

SALES/SUPPORT RESPONSIBILITIES 



SUCCESS  
DRIVEN METRICS 

 

 

 Total Sales 

 Total Pipeline 

 Count of Lead Companies 

 Lead to Oppty Conversion 

 Avg Days from Lead to Oppty  

 Avg Age of Open Oppty’s 

 Avg Days from Lead to Close 

 Avg Oppty Amount 

 Avg # of Oppty’s 

 # of times in front of prospects 

 Lead to Close Conversion 

 



SUCCESS DRIVEN METRICS CONT.. 
• Pipeline 

– It’s not just the # of deals, it’s  
how they’re moving 

– Total value vs. velocity 

• ASC Team 

– It’s not just how you’ve done, it’s  
how you’re going to do 

– Quota vs. scorecard 

• Process 

– It’s not just having a process, it’s  
making sure it’s followed 

– Data entry vs. data accuracy 

Pipeline 

ASC 
Team 

Process 



HOW TO  
MAKE MONEY? 



THERE ARE THREE TYPES OF PEOPLE 
 

• Ones that make things happen 

• Those that let it happen 

• And the ones that don’t know what happened. 

 

WHICH ONE ARE YOU? 



“SUCCESS” 

• You need perseverance 

• It requires the same amount of energy to be 
successful as it does to be unsuccessful. 

• 99% of your assets are standing in your shoes. 

• 80% of success is showing up 



ASC POSITIONING 
• A CLEAR STRATEGY FOR THE MARKETPLACE. 

– Targeted focus as to where best opportunities exist 

– Flexibility as to what models will generate consistent 
revenues and growth 

– Sizing organizations as to best opportunities for each of 
our offerings. 



PLANNING, IMPLEMENTING, EXECUTING 

80% sales people do not  
get past the first call! 
 
 
 
 
80% of sales are done  
between the 5th & 12th call! 

01 

02 



ASC SWEET SPOT  







WHERE DO WE GET THE BUSINESS? 

1) Incoming leads 
a) Psychometrician Partners 
b) Daily visits to our web site  
c) PC Software users 

2) ZoHo Database 
3) Other Partners  
4) Google Alerts 
5) Business Journals 
6) Local Newspapers 
7) Social Media 

 



THE 3% RULE 

3%  7% 

90% 

% BUYERS 
3% Mkt 7% Mkt 90% Mkt 



ASC PLANNING, GOALS  
& EXECUTION 

1 

2 

3 

4 

5 

MEET INDIVIDUALLY 
 
 
VISION 
 

 
PLAN 
 

PUT IN MOTION 
 

 
EXECUTE 




