LAMP® Recertification Questions
LAMP Basic Principles

1. Why is LAMP called a ‘process’ instead of a ‘program?’  What are the critical differences between the two?

2. A client says to you, “My people do not have any giant national or global accounts.  Why bother with learning LAMP?”  Write your response to her/him as well as the rationale behind your response.

3. What are the critical differences between managing an account and making a sale?

4. Historically, what have been some difficulties in account planning and management?  What patterns are common across companies and industries?  What have typical account plans looked like?  How is LAMP different?

5. In your own words, without using the words in either the Book or the Leader’s Guide, write a LAMP Overview.  Use your own words, examples and metaphors.  Imagine you’re describing what happens in LAMP to a teenage son or daughter, or your spouse or a friend.

6. What are the major outcomes of the LAMP process?

7. Define a strong account strategy.  Why is understanding this important?

Involving the Customer

1. Should the customer or client be involved in the LAMP process?  If so, when? Why?

2. What, if anything, is wrong with developing an account strategy without involving the customer?

3. Who on the account team, real or virtual, should conduct customer interviews?  With whom in the customer organizations should this be done? Why?

LAMP concepts and content

1. What is meant by the term Field of Play?  Answer in your own words.  Give an example from your own experience, not a book or leader guide example.

2. Why does the LAMP process advocate focus on a Field of Play instead of the entire account?

3. How do we really know what a Field of Play is at one of our accounts?

4. What is the reason for thinking about the Buy-Sell Hierarchy?  Give an example from your own experience to illustrate each of the five levels?  No hypotheticals.  Real examples.

5. How do you determine at what level you are positioned today on the Buy-Sell Hierarchy?

6. Should every account relationship always aspire to attain Level 4 or Level 5?  Why?

7. What is similar to levels 4 and 5?  What is different?

8. Critique and give feedback –comments or questions - to a team that comes back from the Buy-Sell Hierarchy workshop saying they are now at level #1 and aspire to be at level 4 in 18 months.  Note:  the company was literally thrown out of the customer company two years ago for business irregularities and has just now been allowed to bid on an upcoming piece of business.

9. Which level on the Buy-Sell Hierarchy is the best one, all other things being equal?

10. Why bother analyzing both our view and the customer’s view of the relationship?  After all, shouldn’t a good salesperson be able to make a sale regardless?

11. What is the difference between Coaches (as taught in Strategic and Conceptual Selling) and Strategic Coaches in LAMP?  What is the difference between a Coach and a Sponsor?

12. Does every Field of Play have anti-sponsors?  Why? Why not?  A team returns with no Anti-Sponsors list.  What would you say in coaching them?

13. How does a team setting a LAMP strategy know what Trends are affecting or impacting a Field of Play?  Besides reading their annual report, what else can we use to identify Trends affecting the Field of Play?

14. What is the relationship between strategic Opportunities and industry Trends?  Give an example from your own experience (no hypothetical situations) of a Field of Play, a Trend in that industry, and an Opportunity that arose as a result.

15. What is the relationship of Strategic Strengths to Opportunities?  Give an example from your experience.

16. What is meant by the statement “Brand, in and of itself, is never a Strength.”?

17. A team comes back from the Vulnerability workshop with a list as follows:

· Vulnerability #1  Competition about to introduce a new technology

· Vulnerability #2  We do not have “know-how” to develop this technology

· Vulnerability #3   Chances are high that we will lose significant market share.

Provide coaching and comments to this account team.

18. What is the purpose of each component of the Field of Play Strategy:  

· Targeted position on the Buy-Sell Hierarchy

· Charter Statement

· Qualitative Goals

· Quantitative Objectives

Give an example of each from your own experience, or give a metaphor for each (not from the book or leaders guide)

19. Why do we want to determine the benefit to us in the Charter Statement?

20. A team returns with only two of the criteria for a Charter Statement being met.  The other two are ignored.  Should you confront this sloppiness or not confront this with the team?  Give arguments for each.  (Note:  the audience is your largest account and this is the pilot LAMP program for a potential audience of 800 +  the Economic Buyer is a member of the team and she is a “testy” individual  whose decision style is Controller)

21. Describe some of the ways in which traditional sales Goals are typically faulty.  Use your own experience in sales or teaching.

22. What is meant by the statement that “the Goal is usually stronger if it focuses on one of the Strategic Players instead of the entire field of play?”

23. In starting the second day of the LAMP training seminar, as seminar facilitator you ask participants for any questions, confusions, or comments about Day 1 in order to do a quick review before moving forward.  Typically, you get zero response to this from the participants.  What do you do?  What do you say?  Again, in your words not the Leader’s Guide.

24. In debriefing the Goals workshop, list some things you want to check for and the questions you will ask to make that validity check. 

25. How does the Buy-Sell Hierarchy, the Charter Statement and Goals relate to each other?  Why do all three?

26. What is the difference between Goals and Objectives?  Why bother separating them?

27. Are there other Objectives besides revenue driven Single Sales Objectives?  What are they and some examples?

28. What does this statement mean:  “For every new Focus Investment decision, there must be a companion Stop Investment decisions.?

29. Using slide #78, in your own words briefly review the LAMP process showing the relationship of each component to other components and to the process as a whole.

30. What is the biggest error participant team make in setting Revenue Targets for a Field of Play?  Write the coaching you will use to both prevent and correct this error.

31. What is the difference between a Focus Investment and a Sales or Support Program?  How does one relate to the other?  Give examples from your own experience.

32. List 5 key points that you will use to check your seminar participants, understanding of the LAMP process as you wander around and observe them in their Gold Sheet team workshops.  Hint:  the five key points are listed as a set in neither the Leaders Guide nor the Book.  You have to extract them from your understanding of the LAMP process and prioritize for yourself.

33. What assignment will you give each team for which they must have the answer when you follow up in 60-90 days?  What is the purpose in doing this?
