FEATURE TOPIC—IS YOUR PIPELINE OF BD
OPPORTUNITIES REAL?

As you start off another year in BD,
| recommend that you begin with a
squeaky clean pipeline. 'm falking
dbout o pipeline that is honest and
will lead you to closed deals. Typicalby
BD professionals will hold onto ™files”
tao lang while redl opportunities are
passing them by. Here is a plpeline
cleaning methed that can help you lay
the: plons for o suceessful 2015 and beyond.

Cretite o spreadshest with a heading that looks like this:

Opportunity | Declsion Decislon

My fororite story would be about my dad who worked for a
company as a tradesman for nearly 50 years. He was offered
promotions several fimes and turned them down. He liked

to be in the field getfing his hands diry. Do you think dny
significant decision that impaeted my dad was run past

hirn, absolutely it was. He may have not had a title in the
executive suite, but he had the clout and could kil a deal
with one simple *Na”

Who are the Decision Makers?
Mote that this section says makers not maker I'm not
speaking of just the owner of the company. They are the:

= |nitiator - the person who begins the process of
considering d purchaose (oftentimes your first confact)

»  Influencer — the person who atfempts to persuade the
group by impesing thelr choice eriteria on the decision

(can be peaple within the organization as well 88 an g4 yyrough your list and honestly ask yourself,"Do | know all

outsider) the decision makers on this deal sheet? Who are my deal
+ Decider - the person who has the power and/or the killers?" '

financial authority to make the ullimate choice (again
ctn be people within the organizations as well as an
outsider)

Do you know the Declslon Protess of each of your deals?
Mot YOUR process, THEIR process! A vanilla flovored process
only exists in training manuals and books on BD. If you are
assuming what their process Is and do not have o concrete
pathway to getting this deal done, bock up and find out
before you waste more time and resources.

Typically what will be listed in the decision makers column
will be one name when in reality there can be many
people inside the company as well 0s outside that hove
their say. One example would be the banker who lost the
deal because he didn't see the ex-wife of the owner as a
decision maker. Why the ex-wife? She is the mother of the
children and was not about to be left out of a significant
decision that may affect her kids and their economic
future.

It may be as simple as asking your prospect what the
process might look like when they have engaged in a deal
with a scope and budget similar to yours. Take this of foce
wilue and be prepared for stalls and ohstocles outside of
how they described the process eardy on. At least you can
begin planning the process fo mateh what they described.

‘“ you start Dﬁ IIIIIII'“'IB'T ’fﬂ_ﬂr il:l BD’ Do you know the Impact of this deal to the customer?
| recommend that you bﬂﬂlll with a | know the impact to you is another project to work on and

squeaky clean pipeline.” A
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money in your pocket. The reality s, | may see the elephant
in the room, but unless my custorer acknowledges that

it is an elephant and it is a problem, | don’t have a deal.
Your sense of urgency to their pain doesn’t mean they feel
any pain. Have THEY acknowledged the impaet by maoving
forward with this project and have they ocknowledged that
it Is significant enough 1o invest time, money, and resounces.
Furthermare, do all the decision makers in this deal feel o
similar level of pain and urgency?

Do you know what the REAL deadline Is for this project? The
deadline 1s defined as "bad things will happen if we go past
this dote” Who declared the deadline, you or them? What is
happening between now and the deadline? Are they scoping
out the competition? Is there active participotion by both
parties in the process or have they gone dark?

Does the Budget exist for this
project?

Have you seen it or are you
going by their word? Hove you
done some research into the
myriad of anline resources

to check the health of the
compamy? Blind faith couses
so much domage in companies when the supposed seeure
deals fall through based on the lack of information on the
budget.

There are many creative ways budgets and agreements

can be designed to cover the risk for both parties. Again,
don't take a vanilla approach to every deal. Be willing to get
credtive to meet their financial needs as well as meeting

YOUF G,

Do you know who the Competition Is In this deal?

Are you the winner of this deal or a seat filler? Do you

know your competition by name of company as well os

by rep? Do you know the extent of relationships between

the competition and members in the company? Go out fo
Linkedin and other social media platforms as well os Google
to find the connections you may not hove been aware of
when you started this deal. Use your netwark of connections
to find owt who knows who in the company. You'd be amazed
at how the six degrees of connections shrink in your industry.
The goal here Is to be the winner, not a sedt filler. The more
you can |everage your connections and be aware of the
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relationships your competition has with companies, you can
position yourself to win maore deals.

Is everyone getting their Homework done on time?

The homewoark is the back and forth sharing of information.
You send something to your custorner; they are supposed
to send something baek to you. This con range from
agreements, necessary Information for the project,
maodifications fo the project, ete. Is this process going
smoothly? It is ¢ good Idea to test those waters early and
request some information to see how long it fakes them

ta respond. You con gauge the project from these early
communications. Will this be @ hurry up and walt project
of ane that we have ta cram for ot the deadline? If there is
stalling on their part, this could be a leading indicotar that
either the competition is in there or the sense of urgency
and impact is not at a level that is maving them forward.
Go back in there to diagnose what is going on. Make an
educated and caleulated cholee about moving forward. Your
time, maney, resources, and other opportunities maoy be at
risk.

And finally...

If you hove successfully and confidently answered all of
these questions, you have a real prospect. i not, you have
some homework to do fo tighten up your opportunities.

You may find out you do not have the stealth pipeline

you thought you had for 2015, but best you find out eary.
Hopefully this process, painful as it was, can help you shore
up the holes in your BD efforts os you start new deals. [t con
be used as o dashboard for all existing os well as new deals.
[t will also help you spend the time on the deals that hove
the greatest chance of elosing. This keeps us less emotional
and maore objective about our pipelines. -

BE PROSPEROUS IN 20151
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