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Vincent Compas at a Glance
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Vincent Compas Sdn. Bhd. (formally known as Compas Management Consulting Sdn.
Bhd.) was founded in 1998 by our Chief Consultant Mr. Vincent Lee.

Since then, Vincent Compas is strongly committed in developing Sales Organizations
and Sales Force Competencies. Our scope of business includes 8 series and 24 sales
training programs specifically designed for the FMCG environment, sales force learning
and potential assessment, on-the-job coaching, post training follow up action and tools,
field sales and in-store performance system, frontline management, training plan devel-

opment, national sales and distributor conference etc.

Over the course of 14 years, we have
extended our sales management system,
models, techniques and theories to hun-
dreds of companies and thousands of
salespeople. To date, we have assisted
hundreds of salespeople to progress their
career to senior management position.
For the great values and benefits given to
our clients, today, our core business is
generally made up of clients that have
been with us for 5 to 10 years.

Vincent Compas
Sales Management
System is frequently
copied by others,
but hardly being
surpassed.
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Trainer’s Introduction
PR -45

My vision is to increase
sales force competency
and professionalism in

the FMCG industry.

- Vincent Lee

Vincent Lee

Through his solid and practical experience,
he founded Vincent Compas Sdn. Bhd. in
1998. Vincent has been awarded and recog-
nized by international institutions on deliver-
ing specific training programs; appointed by
Danone Group to be their sales management
and training consultant for their China opera-
tions; training partner with Carlsberg brewery
China for more than a decade.

With 30 years of sales, management and
training experience, Vincent has developed 8
series of 24 training programs. His unique
and outstanding training methods are inspir-
ing and interesting, this enables participants
to convert knowledge and tools to skills and
habits. Vincent is regularly engaged by multi-
nationals in China, Hong Kong, Malaysia and
Singapore as their sales management consul-
tant.

As at 2011, Vincent has conducted 1,913
sessions of workshop and 50,134 man-days
of training for hundreds of companies across
Asia Pacific. Today, Vincent’s achievement in
training consulting industry is well respected
and recognized. He is truly the Guru and
Master in the FMCG industry.
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‘ 10 Reasons for choosing Vincent Compas
AR AR T I

1. Master programmer and trainer Je AR B K IT B )T

Vincent Lee has trained 50,134 participants across Asia, America and Europe continents in the past 14 years.
And he has personally developed more than 95% of Vincent Compas training contents.

RBAGHZINT B RRRESZARENGELZER T TR, X T wERBFTFRARIT LT A,
ARF RO M, AR = K,

2. Specifically for FMCG environment 25} i& & il s 47 3k
Combined with his 30 years experience in modern trade, FMCG sales & management, training and
consultancy, he has developed programmes that are specifically designed for the FMCG industry.

FEMLEGAY =T HMRHITHEE, RHREEREE, MEAFZIN, TR 2T RFTLTE
) RAZ,

3. Well-established and recognised = 25 R4F. kRS

Our major business is supported by clients that have been with us for 5 to 10 years. 90% of clients repeat
purchase after the first session.

FEMEZNEAZTHRIEMERLETENEP, BHIATHEP LE—2REHRZELRM,

4. Series of programmes AZIRAR. HERMRR
We have 8 series of 24 courses that can fully satisfy the major training needs of FMCG clients. Courses are
interrelated, hence no contradiction or confusion for the participants.
EMPAANKRZRI =TT, B HELRBREF W EL2FR, REZIMETHE, TAMITER
HEF & R E A R,

5. Working tools provided BT, BKEITHEIR
We have successfully developed a lot of working tools, tricks, methods and models for the participants to
transform knowledge into instinct and habits.
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6. Post-training action planner )| G AT 3 1 R ROR
2 — 3 weeks of action plan is provided after every course to enable the organization to rehearse, check and
evaluate the participants.
HFIRERGAA B Z EIGRATH TR, TR, FTRELSENERBFENELT. B
RAeE M

7. Programs updated every 2 to 3 years iRAEEHH = F £ AT

New modules, contents and teaching methods are updated every two to three years so that participants
can learn and absorb better. Participants are ensured of up-to-date knowledge and staying ahead of
competition.

WRAZF 3 = F 1A l’ﬂ%ﬁ/\% AFTAE, BEAZREERRRTX, ARFREEHFEFRIK, EFRMRS
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8. Manual published in bilingual P SLARGE A I F 5T %R

Participants can understand the contents, learn, analyze and complete exercises easily. It maximises the
training outcome.

PSR PR RHONIRIRAEAN L, RS, TRk, BREI R KEZER.

9. Workshop conducted in Mandarin A8 18 R A E IR

& Cantonese

Enable Chinese educated participants, or participants who communicate in Mandarin or Cantonese to
actively involve in discussion, assignment and role-play, increase their learning.

TP IHE, RAALEBERT EHRETWNFR, REAZNLET RS, EFIORRRITIRS
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10. Successful career development for AEEE AN LR F L

salespeople

Through our training, we enrich participants career and develop many of them to be corporate leaders or
successful businessmen.
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5 Stages of Sales Organization Development
B WP R B BANIEK

Stages of Sales Force Development Process Sales Force Position Training
Development Providers
BB HENRIT AL 412 IR G XA
. : : A
School leavers, new in the industry, self-learning, learn from :
: L C . ’ Part-time Workers,
mistakes, lead by improperly trained senior. I\/Iaerroklmrgr?diszrrsers i g M
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Induction training, train by senior who has attended training, A\
in-house program, internal workshops focus on sharing experience Frontline Salespersons A
_) and successful stories. SRR R P
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Engage external qualified trainer, mainly focus on essential City Managers. Executives 2 3
knowledge and skills, management assist in post-training follow up. Suyervisorgs ’ ’ - 3
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Engage professor from universities, mainly focus on strategies and Province or Area Managers,
4 case studies. Senior Managers Y
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‘ 6 Keys to Successful Sales Training
BT e 4B e s el R

Impart - What is it - R4 A
mpa - Why doing it - A4
Knowledge
1 35 den g7 - What to do - AT 4
- - How to do - EHHK
Tools - Formulas - HFEAK during training
YR A - Mnemonics ST sy AR A A AT 49
- - Forms & formats - RAFaAE X
- Role-play - B BIE %
Enshka"rllsce - Discussion - At
Y9 it 4 75 - Case study - B 5T
i - Skills assessment - Homig \ 4
. . - Exercise - AEAk A
Post-training -~ Homework i
Fi;";‘;‘ﬁ’,:;p - Post-training test - BB FE K
e - In-house role-play - W BRBATIR 45
Conduct - In-house demo - N3 _ .
Eval altjion - Field coaching  REHS by client after training
3 'P‘%'#‘; - Internal assessment - AR IEAE eIV B S B i
AT - KPI achievement - G H M
: - Positive attitude - B E
Elizll)r:lcsth - Improved behavior - BEAAATA
3 AR - Better personal habit - AL AT IR
e - New point of view - AHTILE 4




Training Programs
B RAZ

Salesmanship Development Series 4 5 & 31

Knowledge
and tools
foster skills,
follow-ups and
evaluations
refine instinct.

JogR LA
F 47,
SR 13t 1 1%
T AN Ao

- Vincent Lee

ViggENTCOmpas
& % BSD1

version 2012

Functional
Salesmanship

version 2012

Advanced

- Cultivating winning attitude

- Sales driving forces

- Personal performance management
- Sales target achievement tools

- Sales call practice

- Building call index

- Time & self management

- BRSO A

- A5 E IR B )

- AR R

- BRAEBIAF LA
- ARABEFR T RE

- EIaFmRK

- B RASAE R

(Most fundamental and essential course)

R A Al Fe ke F 0 IRAL

Salesmanship

AL A

- Field sales management

- Increase market coverage

- Widen product distribution

- Conduct retail audit

- Successful in-store improvement

- Merchandising management
system

- Basic account management

- T IHATA B R

- R EE

- ¥R AT R

- AT REJE A

- RIJE W Bt

- BRI THALR

- AHE PR

(Expected to release in April 2012)
it F20125F @ A 4 &

7



Sales Competencies Advancement Series

VINCENTCOMPpAas |

LR RS 3

BP1

version 2012

Essential
Selling
Skills

BT

ndaan obiaenon
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Essential Selling Skills
LR RS

- Effective questioning
- Four questioning tactics
- Transforming feature to advantage
- Leading customer to benefits
- Feature-Advantage-Benefit
FAB selling skills
- Effective sales approach
- Objection handling skills

- B EAR F AT

v AR AR B F ik
TR E AR L
&P F A

- B E-R) B AE R
- B BAKE TR

- AR IRABE T

No. 1 Seller ‘
R IRAE |

VINCENTCOmpas
L KK
,,,,,,,, ,‘-'5 ]

BP2

version 2012

SN —
LR ES

Py 1 Advanced
o Selling
Iml!:\llll .
- Skills
,5,‘{:"‘5"&“-‘“{:3“{"i“q Skills ]:'g"j é&égj % %i ;5

WS- A8 B AR P

.

BP3

wrares B version 2012

mee @ Commercial
“w.un B Negotiation
Skills

B S 55

Commercial Negotiation Skills
R R R

- Numeric FAB selling

- Tabulating complex sales approach

- Rules of sales argument

- Magnifying & contracting tactics

- Counteracting the unknown

- Median approach and common
ground

- Introductive AIDA approach

- Consultative SPIN approach

- RYE R A A K

- R A 9B TRR

- AKE FE R 69 R N

- I R AR YE R ek

- A HUAR KR R

- VAP AL R A 3k ] B A4

- AIDA XA~ F %

- SPIN 7] X A s A% X

- Essential negotiation attitude
- Mastering the trade-off matrix
- Practical negotiation tools

- Face-to-face negotiation

- Tactics and counter-tactics

- FACT counter-tactics

- Key negotiation strategies

- Winning negotiation tactics

EAEF S &
F AR V4B

- EHRFEA TR

- & & & A

- BRA B R B A

- FACT R_¥k A4 X
- REEEF) Kk

- BRI A A

Strongly recommended
% E A



Channel Development Series £id 7 & £ 7

VigerNicompas

ENTCOmpas

| VINCENICOmDas

ouditng
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CD1 CD2 B & BCD3
version 2012 k= version 2012 o PVErSION 2011
Field In-store Trade Marketing
Sales Performance for Salesperson
- Management | \ Management P o0 ORI E AN
Fvlevlfllvs.:lcs Management ’/fi-/‘lf;é’ ,A;B’:. iﬂ lr:~'s::lo.m;.P‘e.rlgrmancc Management }‘E ]*J éﬁ ;i,f/g’; }E »va:'Jc‘vM:al::c:-r??ior Salesperson T‘Fi}‘] ;}ﬁ};‘
- Practical itinerary plan - Defining the in-store criteria - Trade marketing concept & theories
- Establishing the FSM system - Establishing the ISP system - Eight scopes of trade marketing
- Sales call management - In-store data collecting and auditing - Pros & cons of 12 types of
- Building & analysing call indices process promotional activities
- Collecting market information - ISP reports and data analysis - Sales promotion management
- Strategic management review - Monthly management review - Measuring promotion effectiveness
- Professional field sales operations - Strategic direction management - In-store brand building
- Implementing corrective actions - Create consumer loyalty
- EZRATAZ X - BAHJE N SRR AL - WHHES AR E®
- FEFFSMATAE % 1 A % - FZISPE N GHA L - WHRSAKRER
- FGEPER - JE N RIBK A AZ AR - T AR E S e A S B
- RI B M F TR - ISPHR & A B3I 5 H7 - RA R
- KR ET & - A B4y = R - B EARAE E A6 R
- Rmd gy aE - Rk gy E R - JE A SRR
- b ATAE B - B R BT - I AR IR
(This program is under (This program is under
revision for the time being) revision for the time being)
SLIRAZ B AT A2 E T IT F SLIRAZ B AT A EH T F



Modern Trade Management Series #LX.i#

vor.‘f‘EN’.comp35

T™MA1

version 2011

Partnering with
Key Account

Pnrltnrjn‘n?.w-lh‘ !(cy Account —
= s,
e 2

Growing with key accounts
Establish key account management
system

Building relationship with key
account

Assessing account’s potential

5% 5% P ERARK
L PEEALR
BIEH XA
EAEE P T

(This program is under
revision for the time being)
o iRAZ B AT A Z#ASIT

TM2

version 2012

Planning &
Negotiating
with Key Account

KA Planning & Negotiation ﬁ
EAF 25k

%) R H

- Structuring account plan
- Target allocation
- Cost evolution and comparison
- Negotiating with key account
- Preparing trading terms
- Cannibalization strategy
- Category management approach
- Annual review and format
- B PR
- FBAR BT
- AR T Atk
- H5F 5K P AT RS
- /ri%] % BN 'F)\
- 3B ) R E R
- R ERETF X
- SRR A A X

2G|




T™M4

version 2011

version 2011

Selecting & Developing &
Auditing Managing
£ Distributors 2. Distributors
et e kel )t W A% Tl T % % B T

L)

- Understanding distribution strategy

- Managing & motivating distributors

- Evolution of selling system - - Establishing wholesale network
o - Establishing distributors’ roles & - Distributor’s sales information
functions system
- Checking distributor’s market - Building partnership
: - Selecting and auditing distributors - Providing value-added activities
."_: - Four stages of distributor’s business
T #5948 Rk - BB RLZHTR
- BB RGHER ' - BRI PE %
- u& 24T A & 55T - ZHBAETERLAR
Z4K T 89 T 9 TAE F - IR E A

%JinZUM? =220
- ZAE R Ak S0 m AN B

- RABLIGEIR G

(This program is under
revision for the time being)
Y IRAZ B AT £ E#HASIT P

(This program is under
revision for the time being)
B IiRAZ B AT £ Z#ASIT P
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VINCENTCOM

Promoters Development Program
0044 A B A€ #iE 4T

Promoters Management Series 1244 A

PG1

version 2010

Promoters
Development
Programme
PR N
RITRAR

LR a2

Questionieg shils
EEWHARIS
FAN Saling
LI TS
Sokos ergomant

L LS

Yo

Selling Skills for Promoters
ST A M EK 18 4L 05

PG2

version 2012

Selling Skills
for Promoters

PR A
512 HT

- Be a qualified promoter

- Standard work practices

- Three effective introductions

- Handling customers problem
- Appropriate sales argument

- Merchandising management

- In-store performance improvement

- R A EAEAREE T

AR B FARAE

ZREANBF ik
fig e B P AEARABE X,

ié%ﬁ%%?i%i’a
% 5] %
- JB N 45 »’(?i

- Introduction skills

- Ice-breaking techniques
- Fundamental questioning skills

- FAB selling skills

- Sales argument tools and technique
- Skills assessment and standards

- BT

- BLRTF %

- AR H T

- AFRA A B

AR T AR Tk

- BT IE B AT A

=z XK

g]r/"

A7)

0 (f' mars
Devalopin
zﬂﬁmdﬂ
& coachng
Epd L)

an sysem
W ﬂhliQ

Promoters Management
044 A N 4R

PG3

version 2010

Promoters
Management

AR A% N haL 7 32

- Daily management techniques

- On-the-job coaching

- Follow-up of PG’s training

- Field observation and improvement
- Strengthen promoters roles and

functions

- Promoter management system
- Developing promoter team
- Monthly assessment

- BREEHE
- AT TR 3

3% H A AR
AT 4 A P4

PRAE N 3ED S SRt
R G &
BACALAE A A & 5 TR &
AN AR B T2 R 41
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Sales Force Management Series

A5 AE AR 1 A 7))

VINCEN "com
Ll:.\u'v}tnh.! 2= i
Mevole 3

SF1

version 2010

Motivating &
Leading
Salespeople
S BAR
4% & AR

- Motivational probe and analysis
- Major motivational theories

- Measuring staff morale

- Handling demotivators

- Leadership analysis tool

- Understanding employees style
- Determining leadership potential
- Adapting leadership styles

BNR R A2 T

- EZH
-MER LA
-%ﬁ%%%%%ﬂ%
- AR AT LA
- THRRTEA

- AR T

- R iE L A AR F A
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Sales Force Management Series 441 A& % 22 A 7]

A"‘"" “wznnas
] S

version 2010

‘Ncwcompas

Managing &
Evaluating

N o Salespeople
Mn‘r.\‘a.g-ng & Fv'at\uhng Salespeople % iﬁ.g_ &'E‘F"f#
4% & AR

- 5B chairing meeting

- Meeting planner and minutes
- Praising and reprimanding

- Praise Sandwich technique

- Problem solving model

- PART follow-up action

- Performance evaluation

1 HANHEBHT
EEH R AR BT
#AT R P Ae ik

M =385

- fRR R T TR XA X
- PART R sg #4773

- EIZRF M

Strongly recommended
% F N

VINCENTCOmMPpas
 eawa
SF3

version 2010

wtpangatve °
Ruagan

JART qaal i
LLLUDS

= ¢oaching

Coaching &
Counseling

« Salespeople
corcnng t coseos siessope | (PR
& R

- Consciousness and competence
matrix

- Seven steps of field coaching

- Field coaching forms and reports

- PRICE counseling model

- SMART goal setting model

- STAR interrogative skills

- BIRFRE S SE M

- AR FE B

- EHA FEAE TR
PAE 50 AL X

- A5 B AR AL K
- ERF R HS

Strongly recommended

% & |

VINSENTCOmpAas

‘)L.l e e A
\ e BSF4
' s B version: N/A 4537

Training &
Developing
S - Salespeople
Training éAl[lrvflova"Lx Salespeople i%i/}]] & %i
45 & IR

- Sales training strategic direction

- Training needs analysis

- Training tools development

- Classroom assessment

- Potential rating & analysis

- Post-training follow-up and
reinforcement

- Assessing T&D effort

- A5 B D R8T @)

- N E RS

- FFAEI T E

- R

- 5 R B IRE Fe AT

- B g Bt R iR

- IRE R A AR AR

(This program is not available
for the time being)
SLIRAZA AT R F
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VIZENTCOmMpas

SMA1

version 2010

Sales Planning &
Execution

(SO 45 1 X
D e Brmouteo 5 AT

- The annual planning process

- Designing sales strategies

- The SWOT analysis & gap studies
- Key functioning areas

- The eight planning styles

- Key action & L-matrix

- Implementation & follow-up

- RO RIRAR

- R E R

- SWOT % #7 Fa £ FEAT 7T
- S BRAE

- NFF SRR 77 X

- REATHH RLAE S

- PAT 5 R

Sales Management Series 45 & ¥ % 7|

SM2

version: N/A 1437 F

Sales
Management
| Ratio
RERERTAR HE TR

5L X,

- Comprehensive KRA management

- Field sales and market data

- In-store performance criteria

- Credit control management

- Inventory monitoring &
management

- Promotion effectiveness

- Sales operations calculations

- AmE EAEER E R
- ERATAY BT AR
- JE NG 3GEE

- WM SN EE R

- BB NBERER

- AR AR

- AKAE BRI Sk

(This program is not available
for the time being)
HIRARA TR F
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VINCENTCOmMPpaASs

ST1

version 2012
Selling Skills for
Shop Assistants
FRITE 7
4B H T

- Fundamental questioning skills
- FAB selling skills

- Effective sales approach

- Objection handling skills

- Hybrid questioning techniques
- Numeric selling

- The AIDA & SPIN model

- Conduct sales bargain

- Post-training follow-up

- AR H

- R A A BT

- AR KRR

- A FEIAERT
AR

B & A

& ik X Fe = % X Ip4L
AT A
)| G SRt

morc i ST

- W version 2012
Managing Shop
Assistants

- Motivating shop assistants

- Managing morale

- Assessing leadership

- Adapting your leadership style

- Charing regular meeting

- Providing and encouraging
feedback

- Problem solving model

- Evaluating shop assistants

A HOR N E R

- EH AR

- M IREAR F )

- & IR 894 5 N AS
- THH

- PRAE R H R B AR

- R

- WEE R

Excellent Store Manager’s Series 4 /& K # 3]

ST3

version 2012

Coaching &
Counseling

: Shop Assistants
E:‘o.::c?zn(‘g‘;i Counsaeling Skils }rs %&iﬁ ,%_

J& 7

---------------

- Standards of qualified shop
assistants

- Customer service skills

- Developing shop assistants

- On-the-job coaching

- Face-to-face counseling

- SMART counseling model

- STAR interviewing skills

- Personnel management system

- S JE T AGATSE
- REZ P 35S
- BARER

W ITAEF F
AT @ KA 5
- ALK
- 2R \IRIET
-AREHRARAL
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Sales Force Development Path
AHAE AR R AL A

General Trade Salespersons Modern Trade Salespersons
R RENSRE l V BIRERR SRR
X

Compulsory Salesmanship Functional Salesmanship» = = = =Advanced Salesmanship= = = = » Essential Selling Skills
ol -4 SRS : BBHEHEF — HERKIDS

Planning & Negotiating

Sales Competencies Advanced Selling Skills= = = =sCemmercial Negotiation Skills= = = »

R e T : | with KA
I 4k 6K 6K 6K 6K 6K 6K 6K 6K 6k @K @K @K .K!
v !
Channel Development Field Sales Management In-store Performance = = = =: Trade Marketing
REIFE THERE [E & LiEZiIN
¥
¥
! N ~~ Developing & Managing _ _ )
Trade Management Selecting & Auditing Distributors : Partnering with Key Account
s g WAl Distrubutors w A
T E R PER HiXEHE > GRGETE IR T B E KAY w18

T

Sales Force Management

HERNEE MRS . EER TG — BEERBS

Motivating & Leading SP= = = = sManaging & Evaluating SP= = = =Goaching & Counseling SP

Promoters Development
TR AT T A

Promoters Managements = = = Selling Skills for Promotersx ax «x « Promoters Development
REEAREE REARHERKTS 1RSH A R F

Sales Management
HEER

Training & Developing SP» = = = Planning & Execution Skills» = = = Sales Management Ratio
IFRF % . TR ReT — HEEEAR

NIV IV NV NV N
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Key Clients 2007 — 2011

2007 — 2011 . &1kt 1

Top 5 Groups
in 2011
20115 B R A1EE

BINSTIME

China
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’ bad: E KT
China

Top 5 Individual
Companies in 2011

20114 2 K & 1F £ 42
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Vincent Compas Sdn. Bhd.
Iy sk 7 Ib AR R AG R TR 5]

Suite 8, GF-18, The Waterfront@Parkcity,
No.5, Persiaran Residen, Desa Parkcity,
52200 Kuala Lumpur, Malaysia.

Website: www.vincentcompas.com
Email:  vincentcompas@hotmail.com

Find uson
Facebook

http://www.facebook.com/VincentCompasCompany




