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Overview of Growthorn Reporting Services

Focus on Sales Process Integration

• Use Reports to 
compliment the different 
stages within the sales 
process

• Help drive sales to new 
prospects

• Help grow sales to existing 
clients

• Validate strategic decisions 
with research 

• Use trade data to identify 
strategic opportunities

• Use historic data to 
hypothesize and forecast 
future strategic outcomes

• Use trade data to take 
corrective or accelerated 
actions

• Manage risks and potential 
disruptions to the trade 
environment

• Understand the trade 
activity and behaviour of 
an existing client

• Use the trade data to 
understand their market 
share and relative size

• Identify their relative 
performance in the market 
(growth or decline)

• Pricing analysis to identify 
opportunities and threats

• Monitor their legislative 
landscape

• Identify trade routes that 
are the most optimal

• Identify opportunities 
where trade route 
optimisation can be used 
to improve pricing offers 
or margins

• Pricing analysis across 
different trade routes

• View the imports and 
exports relating to a 
specific country of interest

• Understand the trader and 
clearing agent activity

• View ports of entry and 
exit  from a South African 
perspective

Sales Process
Integration

Strategic & Tactical
Insights

Customer 
Insights

Trade Route
Insights

Country View
Insights

Clearing Agent
View
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• Our Purpose

• Existing Client Approach
• Growth Drivers

• The Offer

• Generic Sales Process to Existing Clients

• New Client Approach

Content
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• The purpose of this report is to identify an approach to integrate trade data into the sales 
process to achieve 3 main objectives:
• Better new sales conversion

• Better client wallet share percentages

• Better margins

• The trade data is seen as one of the potential tools to be used within the sales processes 
to fulfill the above objectives

• This approach focuses on both sales approaches i.e.:
• The Sales Process to Existing Clients

• The Sales Process to New Clients 

Our Purpose

Build Purpose Driven Sales Outcomes



Existing Client
Sales Process Management

Using trade data to grow existing client sales
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Growth Drivers

Improving Wallet Share per Client

Remove

Make other Clearing Agents 
irrelevant or unnecessary to the 

client

Reduce

Eat into other Clearing Agent’s 
‘lunch’

Reap

Identify the growth areas in the 
Client’s business and make sure we 
dominate in those growth segments 

• Too many Clearing Agents means 
that the client is missing out on 
possible:
o Economies of scale
o Route optimisation
o Pricing consolidation

• Increased exposure to business 
risk

• Increased CA partner dilution and 
decreased improvement 
opportunities

• Apply the Pareto principle to 
(20/80) rule to driving synergies

• Be identified as the CA that is not 
just a service provider but one that 
takes an invested and shared 
business approach to doing 
business 

• Provide business insights that are 
meaningful, relevant and 
progressive towards the Client’s 
business

• Identify shared service incentive 
schemes

• Identify new, relevant growth 
opportunities
o Sourcing Countries
o Trade routes
o Pricing 
o Products

• Risk and opportunity management
• Improved business processes

o Streamlined
o Automated

Linear

Y = a x (1 + r) 
x

Retain

Make sure we keep what we have

• What ever successes we enjoyed 
in the previous year, ensure this is 
retained

• Keep client’s abreast of what has 
been delivered, achieved and 
proposed

Find the “Unfair” 
Advantage

?

‘Z’

Deliver ‘Z’ Growth ❶

❷
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Growth Drivers

❶What is ‘Z’ Growth?
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Where we 
are now

Where we 
plan to be

Where we 
could be

‘Z’
E

‘Y’

‘X’

‘Z’

Projects become or 
improve processes in 
the long run

Growth opportunities 
are tested,  
conceptually proven 
and then become 
projects/initiatives

Projects
“New”

Processes
“Better”

Projects
“How we will delight our 

customers tomorrow”

Processes
“How we delight our 

customers today”
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Value 
Management 

Performance 
Management 

Growth 
Management 
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Checklist

Checklist

Process Maturity & 
Institutionalised 

Growth 
Consciousness

B
A

REDUCEREADINESS

Find the “Unfair” 
Advantage

?

‘Z’

Deliver ‘Z’ Growth ❶

❷
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Growth Drivers

❷ The “Unfair” Advantage

The Trader

The Clearing Agent

The Price

The Market

• How many Clearing Agents they are using
• Their respective market share per dimension (e.g. 

tariff code, country, overall etc.)

• What each of the client’s CA’s:
• Volume and Value on every dimension
• No. of Trades made
• Countries traded with, ports traded through 
• Their AUP (FOB)

• Trends, changes, movements
• Structure
• Trade Routes, Countries

• Average Unit Price by:
• Tariff code
• Trade Route
• Clearing Agent
• Trader

What we know about the market (that others probably don’t!):

The Knowledge Advantage 

The Offer

Find the “Unfair” 
Advantage

?

‘Z’

Deliver ‘Z’ Growth ❶

❷
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The Offer

Value Propositions to Customers (4 Key Categories)

Find the “Unfair” 
Advantage

?

‘Z’

Deliver ‘Z’ Growth ❶

❷

Define the “Unfair” Advantage

• Based on trade routes, volumes etc. and 
consolidated over the previous year(s) trade 
activity identify what savings we could have 
offered the customer

• Demonstrate what consolidation and 
centralization benefits can be achieved through 
using fewer Clearing Agents

• Since we know how much the customer has 
traded and how many Clearing Agents they have 
used we can offer a rebate based on certain 
annual targets the client reaches if they do 
business with us

• Consolidate over certain trade routes so that 
customer’s can benefit from improved rates

• Use the trade data to provide 
insights into the customer’s market  

• Provide a competitive analysis of 
other traders in their markets

• Allow them to compare pricing and 
buying options

• Position one’s self as a business 
advisor/partner

• Provide trade duty alerts to 
customers together with a risk 
profile of possible impact

• Keep customers up to date with 
behaviour shifts and changes in their 
markets

‘Z’

1

3

2

4

Price Benefits

Define Build Deliver
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The Offer

Value Pricing & Benefits

Find the “Unfair” 
Advantage

?

‘Z’

Deliver ‘Z’ Growth ❶

❷

Build the “Unfair” Advantage

Price Benefits

Price
Acceptable

Optimal
Value 

Offering
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Sales Promotional Volume Terms Promotional 
Rebate

Annual
Bonus

Settlement 
Discounts

Incentive
Discounts

Sales 
Discounts

Value
Acceptable

Product 
Fit

Solution
Fit

Value
Created

Value
Captured

Benefits 
Price       

Value 
Optimisation

Value
Created

Product 
Breadth

Product 
Height

Our Client & Market
Understanding

With Existing Clients we have the advantage of 
better understanding their Business 

Landscape. This knowledge should equip us to 
offer an optimal ‘value focused’ solution
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Define Build Deliver
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The Offer

Value Pricing & Benefits

Find the “Unfair” 
Advantage

?

‘Z’

Deliver ‘Z’ Growth ❶

❷

Deliver the “Unfair” Advantage

Price Benefits
Optimal

Value 
Offering

Benefits 
Price       

Value
Captured

Value
Created

Insights
& Alerts

Savings &
Incentives

Client & Market
Understanding

Incentive
Discounts

Do 
‘Me Too’ 

Better

Your Wallet Share
Clearing 
Agent 1

Clearing
Agent 2

Clearing 
Agent 3

Clearing
Agent 4

Full Client Spend

• Our price and offering
• Volume and Value
• Incoterms
• Mode of Transport
• Countries traded with
• Trade Route
• Savino % spend with Client

• Their price and offering
• Volume and Value
• Incoterm (FOB)
• Mode of Transport
• Countries traded with
• Trade Route
• Savino % spend with Client

Your Potential
Wallet Share

Based on Your existing wallet share - what Price and Margins 
would we have charged to do Clearing Agent 1 and 2’s work.  
What Price are we prepared to offer to win this extra work?

Calculated 
Discount

Your
Gain

Client
Gain

Your Wallet Share Calculated 
Discount

Calculated 
Discount

Your Wallet Share
Calculated 
Discount

You will have 
access to other 
Clearing Agent 

trade activity with 
your client

Client
Offer

Value 
Optimisation

Desired Performance

Actual Performance

Pain Points

Time

G
ro

w
th

Specific Client 
Focused 

Strategies

What we know
(that others 

don’t!)

Value 
Optimisation
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e 
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Define Build Deliver
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Generic Sales Process to Existing Clients

Identify
Opportunity

Validate
Opportunity

• Wallet Share 
assessment for 
both imports and 
exports

Client
Engagement

Client
Offer

Client
Follow-Up

• Apply an 
attractiveness 
index or suitability 
checklist to 
validate identified 
opportunity

• Build another 
trade data report 
specific to client’s 
pain points or 
articulated 
interests

• Build a trade data 
report specific to 
client’s needs

• Use your own 
branding

• Use insight from 
trade data to build 
a value-based offer 
to win over new 
business

• Benefits should be 
a win-win 

❶ ❷ ❸ ❻❺Timeline in Weeks

Internal Assessment 

Generic
Sales 

Process

Sold? End
No

Yes

Maybe

Observe
and 

Monitor

Sales Conversion Analytics

Constantly Tweaked to Improve Conversion Rates

Sales 
Process

Assistance

Report 
Type 1

Report 
Type 2

Report 
Type 3

Report 
Type 4

Report 
Type 5
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Generic Sales Process to Existing Clients

Report Type 1 – Opportunities Discovery

• Monitor wallet share of existing clients

• Identify if intervention is required

• Map opportunities identified from Opportunities 
Report to existing clients

• Update Scorecard

Identify
Opportunity

Validate
Opportunity

Client
Engagement

Client
Offer

Client
Follow-Up
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Generic Sales Process to Existing Clients

Report Type 2 – Opportunities Evaluation

• Existing Clients can be mapped as:

1. Platinum / Key Accounts

2. Other Accounts (with the idea being to grow some of 
these into Key Accounts)

• When building the scorecards there may be a need to 
split them separately  into the above two client 
categories 

Identify
Opportunity

Validate
Opportunity

Client
Engagement

Client
Offer

Client
Follow-Up
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Generic Sales Process to Existing Clients

Report Type 2 – Opportunities Evaluation
Identify

Opportunity
Validate

Opportunity
Client

Engagement
Client
Offer

Client
Follow-Up
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Generic Sales Process to Existing Clients

Report Type 2 – Opportunities Evaluation
Identify

Opportunity
Validate

Opportunity
Client

Engagement
Client
Offer

Client
Follow-Up
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• Prepare a Report with your own corporate identity 
and branding 

• Report creates an opportunity to demonstrate 
“exceeded” customer service

• Report contents include:

• Trade activity over last few years

• Tariff code(s) performance

• Trader analysis (a view of how client compares)

• Trade routes, modes of transport, country analysis etc.

• AUP analysis

• Threats and opportunities (legislative views and 
potential actions)

• Legislative changes or proposed changes

Generic Sales Process to Existing Clients

Report Type 3 – Client Engagement
Identify

Opportunity
Validate

Opportunity
Client

Engagement
Client
Offer

Client
Follow-Up
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• Prepare an offer to the client that clearly displays 
what the proposed value add is expected to be

• Show value add in expected savings numbers

• Savings determined by balancing price and benefits 
(Value!)

Generic Sales Process to Existing Clients

Report Type 4 – Client Offer
Identify

Opportunity
Validate

Opportunity
Client

Engagement
Client
Offer

Client
Follow-Up



19

• Prepare Report for the client that focuses on their 
pain points, concerns or potential opportunities i.e., 
personalised to their needs

• This report will relate to trade that is specific to them 
as well as to their market in general 

• This report can also demonstrate the potential savings 
that were highlighted in ‘The Offer’

Generic Sales Process to Existing Clients

Report Type 5 – Client Relationship Building
Identify

Opportunity
Validate

Opportunity
Client

Engagement
Client
Offer

Client
Follow-Up



20

Generic Sales Process to Existing Clients

Client Decision and Outcome

• Client extremely unlikely to 
budge or ROI and effort is 
unattractive.

• Recheck Validation Checklist 
/ Scorecard (Reporting Type 
2) to ensure similar clients or 
targets are filtered earlier.

• Capture reasons and 
rationale and validate against 
existing clients.

• Capture reasons for success and 
identify similar profile 
opportunities with other 
customers (Reporting Type 1)

• Capture client baselines so that 
you can demonstrate growth.

• Recheck Validation Checklist / 
Scorecard (Reporting Type 2) to 
ensure similar client profiles are 
better weighted (Reporting 
Type 2).

• Monitor results and outcomes

• Capture reasons and concerns.
• Identify opportunities to address concerns. If practical 

run opportunities through reporting Type 1 process.
• Establish a communication “keep-in-touch” approach:

• Blog (keep abreast of changes in industry)
• Newsletter
• ‘Subscribe’ to Savino for future reports

• Baseline their industry so that you can:
• monitor change
• Prepare a Client Offer (Reporting Type 4) in the 

future
• Propose a re-engagement date. 

Yes Maybe No

End

Sales Conversion Analytics

Sold? End
No

Yes

Maybe

Observe
and 

Monitor

Identify
Opportunity

Validate
Opportunity

Client
Engagement

Client
Offer

Client
Follow-Up



New Client
Sales Process Management

Using trade data to grow new client sales
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Generic Sales Process to New Clients

Sales Conversion Analytics

Constantly Tweaked to Improve Conversion Rates

Sales 
Process

Assistance

Report 
Type 1

Report 
Type 2

Report 
Type 3

Report 
Type 4

Report 
Type 5

Identify
Opportunity

Validate
Opportunity

• Use trade data to 
identify positive 
growth trends
• Tariff code (s)
• Country
• Trade Route

Client
Engagement

Client
Offer

Client
Follow-Up

• Apply an 
attractiveness 
index or suitability 
checklist to 
validate identified 
opportunity

• Build another 
trade data report 
specific to client’s 
pain points or 
articulated 
interests

• Build a trade data 
report specific to 
client’s needs

• Use your own 
branding

• Use insight from 
trade data to build 
a value-based offer 
to win over new 
business

• Benefits should be 
a win-win 

❶ ❷ ❸ ❻❺Timeline in Weeks

Internal Assessment 

Generic
Sales 

Process

Sold? End

Wallet 
Share 

Growth

No

Yes

Maybe
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• Identify trends that are increasing:

• Tariff codes

• Trade routes that are developing

• Countries of origin/destination that are growing

• Average Unit Price (AUP) changes

• Other Clearing Agents growing or shrinking

• Behavioural shifts in the market

• Prepare Report with list of opportunities

Generic New Sales Process

Report Type 1 – Opportunities Search
Identify

Opportunity
Validate

Opportunity
Client

Engagement
Client
Offer

Client
Follow-Up
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• Configure Validation Checklist / Scorecard (Opportunity 
Attractiveness)

• Run opportunity through above Validation Checklist to 
score on suitability criteria, for example, the suitability 
of:

• The tariff code
• Trade route
• Legislative landscape/outlook
• Expected margins
• Barriers to entry
• Competitive density

• Number of clearing agents overall
• Number of clearing agents per trader
• Average clearing agent size (Agent and share of the market) 

• Competitive advantages
• Strategic Alignment (fits in with business plans)
• Operational Alignment (existing/past knowledge and 

process efficiencies  are attractive)

• Create Report with scores and opportunity prioritisation

Generic New Sales Process

Report Type 2 – Opportunities Evaluation
Identify

Opportunity
Validate

Opportunity
Client

Engagement
Client
Offer

Client
Follow-Up
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Generic New Sales Process

Report Type 3 – Client Engagement

• First (or near first) Call to Client

• Prepare a Report with your own corporate identity 
and branding 

• Report creates an opportunity to engagement and 
discuss (non sales mode)

• Report contents include:

• Trade activity over last few years

• Tariff code(s) performance

• Trader analysis (a view of how client compares)

• Trade routes, modes of transport, country analysis etc.

• AUP analysis

• Threats and opportunities (legislative views and 
potential actions)

• Legislative changes or proposed changes

Identify
Opportunity

Validate
Opportunity

Client
Engagement

Client
Offer

Client
Follow-Up
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Generic New Sales Process

Report Type 4 – Client Offer

• Prepare an offer to the client that clearly displays 
what the proposed value add is expected to be

• Show value add in expected savings numbers

• Build Case Study of similar examples (related to 
similar tariff codes and similar trade routes)

Identify
Opportunity

Validate
Opportunity

Client
Engagement

Client
Offer

Client
Follow-Up
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Generic New Sales Process

Report Type 4 – Client Offer
Identify

Opportunity
Validate

Opportunity
Client

Engagement
Client
Offer

Client
Follow-Up

Price
Acceptable

Optimal
Value 

Offering

Li
st

 P
ri

ce
 /

 M
ar

ke
t 

R
at

e 
C

ar
d

In
vo

ic
e 

P
ri

ce

N
et

 P
ri

ce

Po
ck

et
 P

ri
ce

M
ar

ke
t 

O
ff

er
in

g

V
al

u
e 

P
ro

p
o

si
ti

o
n

V
al

u
e 

D
el

iv
er

ed

Sales Promotional Volume Terms Promotional 
Rebate

Annual
Bonus

Settlement 
Discounts

Incentive
Discounts

Sales 
Discounts

Price Benefits

Value
Acceptable

Product 
Fit

Solution
Fit

Benefits 
Price       

Product 
Breadth

Product 
Height

Client        &     Market
Understanding

Identify the Prospects Business 
Landscape if Possible 
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Generic New Sales Process

Report Type 5 – Client Relationship Development
Identify

Opportunity
Validate

Opportunity
Client

Engagement
Client
Offer

Client
Follow-Up

• Prepare Report for the client that focuses on their 
pain points, concerns or potential opportunities

• This report will relate to trade specific to them as 
well as to their market in general 

• This report can also demonstrate the potential 
savings that were highlighted in The Offer 
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Generic New Sales Process

Client Decision and Outcome

• Client extremely unlikely to 
budge or ROI and effort is 
unattractive.

• Recheck Validation Checklist 
/ Scorecard (Report Type 2) 
to ensure similar clients or 
targets are filtered earlier.

• Capture reasons and 
rationale and validate against 
existing clients.

• Capture reasons for success and 
identify similar profile 
opportunities with other 
customers (Report Type 1)

• Capture client baselines so that 
you can demonstrate growth.

• Recheck Validation Checklist / 
Scorecard (Reporting Type 2) to 
ensure similar client profiles are 
better weighted (Reporting 
Type 2).

• Migrate to Existing Client 
process

• Capture reasons and concerns.
• Identify opportunities to address concerns. If practical 

run opportunities through reporting Type 1 process.
• Establish a communication “keep-in-touch” approach:

• Blog (keep abreast of changes in industry)
• Newsletter
• ‘Subscribe’ to Savino for future reports

• Baseline their industry so that you can:
• monitor change
• Prepare a Client Offer (Report Type 4) in the 

future
• Propose a re-engagement date. 

Yes Maybe No

End
Wallet 
Share 

Growth

Sales Conversion Analytics

Sold? End
No

Yes

Maybe

Observe
and 

Monitor

Identify
Opportunity

Validate
Opportunity

Client
Engagement

Client
Offer

Client
Follow-Up
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Sales Process Management

• Build a predictable, 
measurable and sustainable 
sales process

• Improved sales conversions 
and relationship building

• Enhanced service delivery 
and customer satisfaction

Project Delivery

• New product development –
cradle to ‘cradle’

• Help with entry into new 
markets and new routes to 
market

• Wicked problem solving and 
facilitation

Growth Management 

• Identify and define approaches 
to grow existing and new 
markets

• Identify and define approaches 
to row existing and new 
products

• Innovation and disruption

Value Management

• Lean process and waste 
management 

• Streamlined costing
• Pricing and optimal revenue 

management
• ‘More-with-less’ leverage 

philosophy

Performance Management

• Strategic and operational 
alignment 

• Strategic objectives and KPIs
• Scorecards, dashboards and 

measurement 
• Gap analysis
• Processes and projects

Contact Details

www.growthorn.com

sales@growthorn.com 

THE

Other Consulting Offerings

Get hold of us to find out more……..


