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3 Improved sales ïstrategy



A new sales strategy - reasons

ÅWe need to develop and improve our sales as we 

transform from Print to Online.

ÅPrint decline is accelerating ïDecrease print dependency

ÅLeverage our competitive advantage ïpresence in several 

media ïuse the database

ÅClarify customer value for money

ÅFurther increase our professionalism

ÅIncrease customer confidence ïa key to long term growth

ébyé

ÅSelling searchability, visibility and leads instead of 

distribution channels, and help the customer to get found 

regardless of media

ÅHaving customers pay for the possibility to be in Eniroôs 

database, not for a certain product
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ÅImproved sales culture and competence

ÅWorsening customer view of Eniro

ÅPrevious sales and product actions none 

customer value oriented

Increased professionalism 

and higher sales output 

from +1.000 sales reps
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Negative value in running two sales forces

SEK millions; Gula Sidorna; 2005-2008

-

Order intake growth1

Operative sales costs growth2

Contribution
Top line 

performance 

improvement 

cancelled out by 

increased sales 

cost

SOURCE: Eniroôs Agresso system; MBS customer database; Eniro payrolls; Eniro interviews

1 Cycle-adjusted, i.e., order intake per full campaign cycle (defined as 27 campaigns started in 2008); Gula Sidorna excl. greenhouse, before bundling

2 Operative sales costs excl. changed principles, including sales agent costs (agent costs ~11% of sales costs 2006, but only 1% in 2008)

+39

+46

-7



éand most important ïtwo sales forces is driving customer confidence the wrong way!

Customers raise their voice, 

complaining about multiple sales callsé

Open answers to question ñIf you would recommend ONE thing for Eniro to improve, what would it be?ò

ñOne sales rep per customer. Not 

one per product and constantly

new onesò

ñHave one contact per 

customerò

ñSynchronize. Have ONE 

sales rep for the book and

wwwò

ñWhen you contact your

customers sell both online and 

printòò

"Coordination, one contact for 

central procurement of Eniro's

services online and offlineò

SOURCE: Synovate, ñAdvertisers view on Eniro - Sweden 2008ò

According to Eniro customer service this is 

the main driver behind our negative CSI 

trend in Sweden



So, one sales force is a 

given strategic development



New sales strategy - concept

Å

Å
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We are to complexé

It's like buying a car in pieces ï

who is doing that. And more 

important ïhow is selling that?!


