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BET Sales Force Enablement Strategy

Mission Statement:
Leverage strategy, process, people, and technology to enable StorageTek to become the highest performing sales and marketing organization in the storage marketplace based on a foundation of loyal customers

Vision Statement:

1) Best-in-class Customer Relationship Management implementation delivering measurable business value that helps StorageTek attract, retain and grow profitable customer relationships

2) A team recognized by our business customers as thought-leaders in using technology to grow profitable revenue and increase relationship building interactions with customers

3) A change agent to help our sales and marketing customers create streamlined, effective processes
4) Unleash trapped profitability by creating a highly efficient production support team.

Goals:

1) Create a unified and comprehensive view of our customers and our interactions with them by the end of 2003 using one CRM platform across all of StorageTek

2) Leverage Siebel to interact with every customer and prospect on a regular and personalized basis at least once per quarter by the end of 2003

3) Enable best in class processes with best in class technical solutions 

a) Marketing Campaign & Lead Generation

b) Sales Management

c) Telesales

d) Pipeline Management

e) Forecasting

f) Quote to Order

4) Prioritize all initiatives based on alignment with Strategic Direction & ROI

5) Deliver New Initiatives with Excellence

a) Adherence to schedule greater than 80%

b) Adherence to budget of less than plan

c) Adherence to requirements greater than 80%

d) Defect rates less than 5%

6) Support existing applications with Excellence

a) Defect rate less than 5%

7) Manage Employee Performance

Strategies:

1) Create a unified and comprehensive view of our customers and our interactions with them

a) Leverage our strategic software tools SAP and Siebel as much as possible – We will evaluate best of breed applications as appropriate while helping our  business customers understand the value of an integrated source of customer information.  
b) Eliminate “islands of information”

i) Partner Database – Use Siebel’s Partner Relationship Management functionality to provide Channel Sales with the capability to maintain accurate lists of our partners, their profiles and key contacts.  This functionality will also streamline the distribution and tracking of leads sent to our partners.

ii) Marketing Database – Marketing currently has a well maintained and accurate database used for lead generation activities.  Considerable effort is expended to insure this database contains complete profile information on our prospects.  If this database is merged/integrated with Siebel, both Sales & Marketing will benefit from increased accuracy of customer/prospect information.  Further, the process for distributing leads and tracking the ROI on Marketing campaigns will be streamlined.

iii) Account Management – Today, Account Management is used in 3 distinct environments internationally.  Our strategy is to replace AM with one integrated Siebel environment throughout the world.

iv) Others as identified 

c) Enable Siebel for additional users – In order to fully develop a comprehensive view of our customers and our interactions with them, we must enable Siebel for all key departments that interact with customers.
i) Storagetek Channel Sales – Today, this group has Siebel, but it requires enhancement to be useful for them.

ii) StorageTek Partners – Use Siebel’s Partner Relationship Management functionality to provide Channel Sales with the capability to maintain accurate lists of our partners, their profiles and key contacts.  This functionality will also streamline the distribution and tracking of leads sent to our partners.

iii) Telesales – This new sales channel will require the same access to customer information, and selling tools as our current direct sales force.

iv) Field Marketing – Today, the data quality of our Siebel database and a lack of familiarity with how to use it to manage campaigns prevents its widespread use for field marketing.  

v) International – International Sales is anxiously awaiting Siebel for sales automation.  We must deliver needed functionality to them in a timely, high quality manner.  We must architect a global solution that balances local needs with a cost effective support infrastructure.

vi) Corporate Marketing – The BET Sales Team needs more information to understand the strategies of the Corporate Marketing department.  But as other departments use Siebel effectively and it becomes a repository of customer profile information, it should be leveraged by the Marketing department.

vii) Service – Whether the Service team uses SAP or Siebel as their future contact center platform, tight integration is needed so that all interactions with a customer can be viewed in one application.

d) Integrate Siebel fully with other applications

i) SAP – Vital corporate information must be shared between these applications, including: Accounts, contacts, products, pricing, orders, and actual sales. It is critical that the interface be robust.

ii) eBusiness – As StorageTek interacts with customers and partners over the web, these interactions are needed in Siebel to present a truly comprehensive view of a customer.  These interactions might include: page views, report downloads, and forms completed (such as the tape sizer).

iii) Data Warehouse – Detailed customer information from Siebel must be shared in summarized form with the data warehouse.

iv) WebMethods – Today, applications are integrated with a series of point-to-point interfaces.  This is costly, hard to maintain, and difficult to enhance.  We will use WebMethods to improve and streamline our existing interfaces and allow for faster, easier changes going forward.

2) Leverage Siebel to interact with every customer and prospect on a regular and personalized basis

a) One To One Marketing - Work with Marketing & Sales to develop a program for differentiating customers based on need/interest, profiling them individually in Siebel, and interacting with them on a regular, personalized basis via their requested channel.  For example, sales representatives could “subscribe” data center managers to a quarterly business continuity best practices email newsletter that is sent from StorageTek “courtesy of” the Account Executive.

3) Enable best in class processes with best in class technical solutions

a) Marketing Campaigns & Lead Generation – The ability to create a marketing campaign and track its success is enabled today in Siebel, but it is underutilized.  The company has multiple lead sources that are each tracked separately.  These sources should be integrated into Siebel so that each lead is tracked from its source in order to provide closed loop analysis of the success of each campaign.

b) Sales Management  - StorageTek has a corporate initiative to deploy a comprehensive sales management process.  This process considers pipeline, forecast, and performance vs. quota.  
i) Short Term – In the short term, we will facilitate the use of the existing Excel Spreadsheets for SMP in North America by generating data exports from Siebel.

ii) Long Term – By 2003, we will use the Forecasting and Commissions modules of Siebel and SAP Actuals to provide all needed Sales Management Process information as well as much additional functionality.

c) Telesales – MarketBridge has been hired to help StorageTek develop a new sales channel.  This team will need tools to be able to efficiently send emails, literature, etc. to customers as well as the ability to share opportunities with the North American Sales organization.

d) Pipeline Management – This functionality is working relatively well in North America.  It will be provided internationally as part of the replacement of Account Management by Siebel.
e) Forecasting – Today, forecasting is done by exporting data from Siebel and then rolling it up in Excel.  This is a time consuming process.  We need to implement the best-in-class forecasting functionality of Siebel to reduce field admin time, improve forecast accuracy and provide flexible reporting by geography, product line, margin, etc.
f) Quote to Order – Today, the quoting/configuration process is highly inefficient and needlessly complex for users.  The interface between Siebel and SAP requires high maintenance.  We should improve the user interface of the SAP configurator, re-engineer the product launch process to insure product configuration rules are complete and accurate, and redo the SAP/Siebel interface.
4) Create a unified and well understood process for prioritizing all technology initiatives impacting Sales – Today, nearly every key stakeholder in Sales has different priorities for technology initiatives and there is no well understood process for determining which requests are acted upon.  We will develop and communicate a prioritization process for all of Sales.  The process will include these steps
a) Leverage Sales Productivity Advisory Team – This team of field users represents the “Voice of the Field.”  They convene monthly via conference call.  They will review all current and planned projects and set the field’s priorities.

b) Monthly Communication to Sales VP/GMs – Based on feedback from the SPAT, balanced by corporate initiatives, the combined BET Sales Force Team and Sales Operations will compile a project roadmap.  This roadmap will be distributed monthly to all VP/GMs and then a voluntary conference call will be held.  The purpose of the call will be to adjust project priorities. 

c) Participation in Sales Executives Staff Meetings – On an as needed basis, the BET Sales Force team will participate in the VP of Sales’ staff meetings to further understand executive priorities.

5) Deliver New Initiatives with Excellence – No strategy can be successful if it is not implemented well.  For the BET Sales Force team, the key to success is to deliver our new projects excellently.  This will be accomplished by:
a) Rigorously following the Project Management Process – All standards for process, deliverables, and managing milestones must be followed by every member of our team.

b) Work with EDS to deliver high quality results – We will work with EDS to leverage their best practices and training resources to insure our team is enabled to deliver.

c) Manage and deliver realistic expectations among users – The team must insure that all projects are fully scoped before committing to any dates or costs for delivery.  Having achieved this, we must communicate reasonable expectations to all stakeholders and then be willing to stick by our commitments. 

6) Support existing applications with Excellence – In order to achieve the full potential of CRM technology, we must first support our existing users and functionality well. To achieve this we must:
a) Structure the support team to provide clear accountability – Management reports and a clear organizational structure are needed to insure all issues are resolved on a timely basis.

b) Ensure support team is adequately staffed and trained – Today, only one person is on the helpdesk for 940 users.  Additional resources are required.

c) Fully document procedures to insure problems are only solved once – The knowledge base of issues and solutions must be improved and made public so that users can solve their own problems.

d) Leverage Sales Community to communicate FAQs, User Documentation and other self help – This vehicle should be greatly expanded as a resource for the field.

e) Proactively Reduce Problem Areas – Regular steps should be taken to identify recurring problems experienced by users.  Where possible, we should take proactive steps through technology or training to reduce the incident of these problems.

7) Manage Employee Performance - Create and define opportunity paths for employees that define education, training, skills, and experience needed for promotion/or movement into new positions to support development and career goals.

Metrics:

2) By the end of 2003 – Siebel is used internationally by direct Sales and Partners

a) Number of licensed Siebel users per quarter

3)  Leverage Siebel to interact with every customer and prospect on a regular and personalized basis

a) Number of Siebel Activities by type: email, newsletter, etc.

4) Enable best in class processes with best in class technical solutions

a) Business case enablement

b) Process cycle time

c) Process throughput

d) Customer satisfaction

e) Availability

f) Response time

5) Prioritize all initiatives based on alignment with Strategic Direction & ROI

a) Project seen through to completion

6) Deliver New Initiatives with Excellence

a) Adherence to schedule

b) Adherence to budget

c) Adherence to requirements

d) Defect rates

7) Support existing applications with Excellence

a) Average time to respond to a CSR

b) Average time to close a CSR

c) Defect rate

d) Number of Defects reopened

Roadmap:

a. Project Roadmap:  Sales roadmap.ppt
SWOT
	Strengths

· Best of Breed systems in US 

· Corporate management commitment to improve business practices

· Customer orientation and heterogeneous system skills

· Committed and experienced employees
	Weaknesses
· No single customer view

· Inflexible processes that no longer fit the business model 

· Disparate, inefficient processes and systems in each country

· Current systems implementations need improvement

· Lack of deep technical knowledge of Siebel

· Inconsistent vision/priorities for systems among sales management

	Opportunities

· Management commitment to improving sales management and selling methods

· International interest in Sales for SFA

· New internet architected Siebel version with key enhancements (forecasting & commissions)

· EDS relationship can improve production and development practices
	Threats

· Management commitment to current sales system fluctuates

· Evolving priorities could stop current projects before completion


a. Critical success tactics

1) Executive Sponsorship – Sponsor must set direction, ensure funding, own the process, be clearly visible and carry the authority of the CEO and the rest of the executive team.

2) Involved User Community – The Sales Force is extremely busy, but their involvement is critical to insure their requirements are met.

3) Integrated Team – International and domestic project participants must actively participate and interact as a cohesive group.  

4) Quick, Small, Incremental Successes – Deliver in 90 day increments and do not allow scope creep.

b. Corrective actions

1) Address skill gaps

2) Obtain commitment for user involvement prior to initiating a project

3) Develop a strategy to ensure timely application of software hot packs

4) Increased training on key applications
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