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Introduction
This is the story of how a fictitious small business – Contoso – implemented a sales process featuring Microsoft® Office Small Business Edition 2003. The combination of a more prescriptive and measurable selling methodology and the enhancements in Microsoft Outlook® 2003 helped them sell more effectively to their medium and large business customers.
Situation
Contoso is a 35-person software solutions company based in the Midwestern United States that develops customized business-to-business Web solutions targeted at medium and large companies. Contoso’s solutions enable its businesses customers to use the Web to make their supply and distribution chains more efficient. Using Contoso’s solutions, businesses can share inventory information with suppliers, automatically reorder supplies, trigger emails to the purchasing department when lead times are excessive, and facilitate electronic funds transfers. 

Contoso has just developed a new version of one of its key proprietary technologies and needs to generate new sales quickly, before its competitors can bring similar technologies to market.

The Players
Don Hall: Owner, Contoso. Don started Contoso in a spare bedroom back in 1986 and remains the sole owner today. He is a technology guy at heart and relies heavily on his Sales Vice-President and her staff to drive the sales and marketing efforts.

Megan Sherman: Vice-President of Sales, Contoso. Megan has been with Contoso for eight years and has worked her way up from an entry-level Sales Associate position. She and her six-person sales force drive Contoso’s sales and marketing efforts.

Tamara Johnston: Sales Associate, Contoso. Tamara is one of the newer salespeople at Contoso, having been with the company for a little over a year.

Contoso Employees. The rest of the company is made is made up of technology consultants and developers, plus an Office Manager who handles the internal administrative workings of the company.

Lorraine Nay, Vice President of Channel Marketing, Tailspin Toys. Lorraine oversees all the relationships with Tailspin Toys retail partners. She is the decision maker on implementing any major distribution channel technology like Contoso’s solution.

Andy Carothers: Senior Marketing Manager, Tailspin Toys. Andy works for Lorraine and is the “sponsor” of Tamara’s initial inquiries with Tailspin Toys.

Key Business Challenges 

Contoso is facing a handful of critical challenges that are hampering its ability to attract and retain customers:
1. Problems with Customer Retention. Like all business owners, Don would like to generate more repeat business from his existing customers. He knows that it can be 6 or 7 times more expensive to bring on a new customer than to sell to an existing customer. The situation is even more acute at Contoso because the sales cycle for its Web solutions can be long and require a high degree of customer education and consultation. A recent analysis by Megan revealed that just over 80 percent of Contoso’s total sales over the past fiscal year were to new customers. Clearly customer retention is a problem, and both Don and Megan realize that they must drive more repeat business with their current customers.

2. Siloed, Difficult to Access Customer Information. Don and Megan also believe that their sales force is not making the best use of customer information to generate leads and close deals. Each salesperson manages customer information differently. Some prefer to use contact management software while others swear by manila folders and sticky notes. These idiosyncratic approaches make it difficult to share information effectively and to initiate effective, professional-looking sales pitches and marketing campaigns that leverage customer intelligence. And because information is not consolidated and readily available, it is impossible for salespeople to cover for each other when one is out sick or on a customer visit.

3. Poor Internal Communication and Follow-Though on Sales Leads. Megan is very concerned about the success rate of her sales force. Two of her most junior salespeople are energetic and imaginative when it comes to generating good leads. But they have problems probing these leads to get at their true business needs – as well as how Contoso can uniquely meet these needs. And three of Megan’s senior salespeople have uncharacteristically faltered during the negotiations process in recent months. One person offered an unacceptable price discount and another was too generous with customer support – resulting in two long-term deals that will ultimately lose money for Contoso. Another salesperson let a good deal slip away when he wouldn’t include a low-cost hardware add-on that the customer really wanted. Megan can’t afford the time to coddle her team all through the sales process – but Contoso can’t afford the lost profits if she doesn’t.
Solution: Sales Process Featuring Outlook 2003 with Business Contact Manager

· [image: image1.png]


Don and Megan decide to implement a formal sales process to help resolve Contoso’s business challenges. Microsoft collaborated with Sales Performance International, a leader in sales process consulting, on a sales process methodology specifically for small businesses based on SPI’s proven Solution Selling® methodology. This sales process is simply a series of customer-focused steps that enables sales professionals to substantively increase win rates, build customer retention, and increase revenue production. Each step consists of several key activities and has a predictable, measurable outcome.
Don and Megan customize the sales process to meet the unique challenges that Contoso is facing. They start by talking with customers because Contoso’s sales process should obviously map to their customers’ buying process. Megan looks across her sales force and selects the best elements from each salesperson’s approach. After a couple of weeks of interviews and other research, they are ready to unveil the new sales process to Contoso’s sales force.
After Megan has conferred with each salesperson individually about the new sales process, Don brings the sales force together to reinforce his commitment to the process (he knows that he needs to send a strong message that this is truly a new way of doing business and not just the flavor of the month). He describes how the new approach will drive success across the board. More satisfied customers means more profits for Contoso and more sales commissions for the sales force. He also rolls out a new compensation scheme that ties each salesperson’s compensation to the usage and metrics built into the model. And he explains that Contoso will be upgrading to Office Small Business Edition 2003 so that the sales process will be tightly integrated with Outlook 2003 with Business Contact Manager, building on the familiarity that the sales force already has with Outlook.


Tamara Johnston is one of the newer salespeople at Contoso. She has always been a bit of a technology geek and is excited about the new technology that Contoso has developed. She confided in Megan recently that she had been struggling to migrate prospects into a trial evaluation of Contoso’s new Web solution. She is glad to see a more formalized sales process with “job aid” templates to help her.

Let’s follow Tamara as she uses Contoso’s new sales process – implemented with Office Small Business Edition 2003 – to sell Contoso’s new Web solution to Tailspin Toys, a one-time Contoso customer. 

Step 1: Prospecting

One of Tamara’s favorite prospecting techniques is to attend conferences where she can talk with potential customers away from the hubbub of their daily routine. Because Contoso’s new technology helps manufacturers and distributors use the Web to work more efficiently with their own customers, Tamara decides to deliver a presentation at a supply chain conference in Florida at the end of the month. She gets a copy of the attendee list and forwards it to Megan, who recognizes Tailspin Toys as a former Contoso customer. Megan replies with the contact information for Andy Carothers, a Senior Marketing Manager at Tailspin Toys. She explains that Andy may not be the ultimate decision maker for purchasing a Contoso solution, but he could be a good “sponsor” or ally within Tailspin Toys to help Tamara craft a winning proposal and get it to the right person.

Tamara uses Andy’s information to create a Business Contact in Outlook 2003 with Business Contact Manager. From the Contact she sends Andy an e-mail introducing herself and inviting him to attend her presentation at the conference. Andy replies and says that he will look forward to her presentation because it sounds like Contoso’s new technology might be able to address some hot issues at Tailspin Toys. Tamara finds a printed brochure on Contoso’s intranet that gives an overview of the new technology. She opens up the brochure file in Microsoft Office Publisher 2003 and uses the “Convert to E-mail” feature to e-mail it to Andy. In her e-mail Tamara suggests they have a phone call before the conference so that she can bring more detailed materials when they meet. As Tamara works, in the background Business Contact Manager has created a history of Tamara’s interactions with Andy, including -mails, tasks, appointments, notes, and documents. This history is stored in the Activity History for Andy’s Business Contact.

In the days leading up to the call Tamara goes to work researching Tailspin Toys, the challenges the company is facing, and Contoso’s previous contacts with it. She discovers that Tailspin Toys has fallen behind other leading toy manufacturers in enabling large retailers to automatically reorder hot seasonal toys. Tamara realizes that this challenge can be overcome using Contoso’s new technology. Tamara then runs one of the 20 pre-formatted reports in Business Contact Manager and comes up with five examples of similar solutions that she has sold.

Tamara then goes to the Template Gallery on Office Online and downloads two of the 17 job aid templates that assist with the sales process. First she fills out the Customer Reference Story template to create a compelling success story from one of her other accounts that directly relates to the challenges that Tailspin Toys is facing. She then customizes the Selling Points Presentation template to produce a concise statement that quantifies the benefit that Contoso’s new solution will deliver to Tailspin Toys. Tamara then attaches the completed templates to Andy’s Business Contact so that all information related to Tailspin Toys stays in one place. Later that day she also fills out the Competitive Points List template so she will know how Contoso stacks up against the likely competitors for Tailspin Toys business. Now she is well prepared for the call and won’t be caught off guard.

( Outcome: Initial Sponsor Identified

Step 2: Qualifying

Tamara is running late, but as soon as she gets back to her desk a reminder pops up in Outlook 2003 that she has a call with Andy in 15 minutes. She instantly accesses all of her Tailspin Toys-related documents and job aids from Andy’s Business Contact.

The call goes well – Andy is impressed with Tamara’s preparation. She does a good job of probing to learn about out Andy’s read on Tailspin’s key business needs. With the benefit of the job aids that she has prepared – the Customer Reference Story, Selling Points Presentation, and Competitive Points List templates – Tamara is able to take it the next step and paint a Buying Vision with Andy. This technique is used by several of Contoso’s top salespeople. They create a vision of how a Contoso solution can enable a prospective a customer to meet their business needs. The Buying Vision should be vivid and should highlight Contoso’s unique capabilities versus the competition.

Andy is impressed so far but still wants proof, in the form of two references, that Contoso can meet Tailspin Toys business needs before he invests more time and resources in a formal evaluation. Tamara agrees to this and ends the call. She has learned much about Tailspin Toys and its requirements during the call. She’s also discovered that Andy is a gatekeeper and influencer on the decision process but is not the ultimate decision maker.

As soon as Tamara hangs up the phone she reviews the five Accounts that she had earlier identified as similar to Tailspin Toys. She notes that two of them had been flagged in Business Contact Manager as willing to be references. She looks at the list of Contacts associated with each of the Account Records and calls the people with titles closest to Andy’s. They agree to be references. Tamara sends Andy an e-mail and attaches the Contacts for the two references.

The next day Tamara downloads another sales process job aid: Follow-Up to Product/Service Sales Call. She quickly scans the accompanying description: “A letter sent which documents and confirms visions created by the seller with a potential Sponsor. The letter also confirms the buyer’s intention to introduce the seller to the true Decision Maker.” This is exactly the tool she needs to help push sales prospects along. She customizes the six main sections of the template – Needs, Reasons, Buying Vision, Agreement to Explore, Access to Decision Maker, and Proof Step. Her letter spells outs what she and Andy have discussed in their meeting and phone conversations. It demonstrates to Andy that Tamara – and Contoso, by association – is thorough, organized, and professional. Most importantly, the letter confirms the conditions for Tamara’s access to the decision maker: once the proof step is completed, it is Andy’s acknowledged responsibility to introduce Tamara to the decision maker.

After reviewing the letter and calling the two references, Andy suggests that the next step be a face-to-face meeting with his boss, Lorraine Nay, the Tailspin Vice President in charge of their Web distribution automation project. They agree to meet at Tamara’s presentation at the supply chain conference and talk over dinner afterwards. Tamara creates a Business Contact for Lorraine and connects that to the Account Record for Tailspin Toys. 

( Outcome: Access to Decision-Maker 
Step 3: Proposal

The supply chain conference is the following week. Before she leaves, Tamara prepares a draft version of another downloadable job aid – the Value Analysis Calculator for Product/Service – that calculates an approximate ROI for Tailspin Toys adopting Contoso’s Web distribution solution. She knows that this will have to be refined with detailed input from Andy or Lorraine, but she has based it on a similar installation by one of the referral customers that Andy called. She also prepares a first cut of a Product/Service Evaluation Plan that she will keep in her back pocket in case the meeting goes really well. 

The night before her presentation, Tamara sends Andy a copy of the Value Analysis Calculator and they collaborate on changes over the phone. She has one key pricing question that requires input from Megan before she signs off with Andy. Without leaving the ROI model in Excel 2003, Tamara is able to tell that Megan is online, so she sends her an instant message from within Microsoft Office Excel 2003. She gets the latest pricing data from Megan and updates the model.

Lorraine and Andy attend Tamara’s presentation the next afternoon. They have spent the morning listening to similar presentations from Contoso’s competitors and think that Contoso’s Web solution has several unique capabilities that would meet Tailspin Toys distribution requirements. After the presentation Tamara shares the Selling Points Presentation and Value Analysis Calculator that she worked through with Andy. Lorraine finds both the presentation and the value attractive, and she suggests some changes based on her broader perspective of Tailspin Toys business needs.

Lorraine agrees that they will go ahead with a trial evaluation with Contoso on a pilot project with one of their smaller retail partners. Tamara pulls out her draft version of the Evaluation Plan, and they agree to work through the details of the Plan in a conference call when they all get back to their offices after the conference.

Tamara is elated that Tailspin Toys has agreed to go through with the Evaluation Plan. She sends an instant message to Megan and Don with the news before catching her flight the next morning. Don is delighted to potentially have Tailspin Toys back as a customer, and he points out that Tamara is now in control of the sales process – because Tailspin Toys can only afford to go through the steps of an Evaluation Plan with one seller because of the time, cost, and resources to perform each step.

When Tamara gets back to the office, she uses Microsoft Windows® SharePoint™ Services, working in concert with Office Small Business Edition 2003, to set up a shared workspace for Contoso’s Tailspin Toys Evaluation Team (TET). The shared workspace keeps relevant information centrally organized and accessible by team members, including documents, meeting agendas, links, and team member lists. The first thing she posts to the workspace is the Tailspin Toys Evaluation Plan. Next she sets up the TET team list and sends an e-mail to each team member requesting their input on the Evaluation Plan.

Tamara and a key TET consultant participate in the conference call with Andy, Lorraine and two new people from Tailspin Toys. They finalize the Evaluation Plan during the call and verify owners of key plan deliverables at both Contoso and Tailspin Toys. After the call Tamara posts the finalized plan to the TET shared workspace and also adds the contact information for the Tailspin Toys plan owners. More importantly, she is able to give the people at Tailspin Toys access to the shared workspace so the TET virtual team can collaborate more easily on the latest versions of documents and spreadsheets, share calendars, conduct virtual meetings, and more – all from a secure central location.

While the virtual team kicks off the technology evaluation, Tamara understands that she needs to start thinking in more detail about how to structure an actual deal with Tailspin Toys. She opens up the Account Record in Business Contact Manager and creates an Opportunity. This feature enables Tamara to quickly assess the revenue potential with Tailspin Toys. She adds in the latest pricing information on the Web distribution software and number of licenses. She adjusts the pricing to reflect different discounting scenarios. She also sets the probability of closing the sale and selects a “sales stage” so that Don and Megan can run the Opportunity Funnel report in Business Contact Manager to get an overview of all the accounts across Contoso’s sales pipeline. From Tamara’s analysis, it’s clear that a Tailspin Toys sale makes sense for Contoso as long as she does not discount her price by more than 6 percent.

Over the next several weeks Tamara checks in daily on the progress of Tailspin’s evaluation via the TET shared workspace and with e-mails and calls to Andy. All of her emails are compiled in her Tailspin Toys Account Record.

After a six week trial, everyone agrees that the evaluation has been a success. Tamara schedules a conference call with Andy and Lorraine and “asks for the business” – that Contoso and Tailspin sign a contract and start to deploy Contoso Web distribution technology with all of Tailspin Toys retail partners. Lorraine agrees and requests that Tamara submit a detailed proposal within a week. Tamara works closely with the key Contoso TET team members to understand any issues that came up during the evaluation. She also works closely with Megan to structure the product pricing, as well as additional fees for training and support.

( Outcome: Business Value Demonstrated to Decision Maker and Proposal Submitted

Step 4: Decision

Tailspin Toys spends more than a week doing due diligence on the proposal. In the meantime, Tamara downloads two more job aid templates into Microsoft Word 2003. The Give-Get List for Negotiation Trade-Offs is a list of items open for negotiation that includes “gives” that are low cost to the seller, but are worth more to the buyer, and items that the seller would like to “get” from the buyer that are low cost to the buyer. The Rebuttals to Negotiation Roadblocks template consists of predetermined responses to any concerns the customer may have in the eleventh hour. Don and Megan work with Tamara to create customized versions of the two templates. Tamara now has clear negotiating parameters so she can move ahead with confidence – and Don and Megan can be assured there is a low risk of a bad deal at this critical stage of the sales.

Andy schedules a call with Tamara so that he and a senior manager from Tailspin Toys Purchasing Department can go over their response to the proposal in detail. They push for a lower price and accelerated implementation of Contoso’s Web solution. Tamara consults her Give-Get List for the negotiations; she is reminded that Contoso has already discounted their regular pricing by 2 percent and should go no deeper than a 6 percent discount. She had previously documented with Contoso’s implementation consultant that they could accelerate Tailspin’s deployment by up to three weeks. The list also identifies several high-value “gets” that Tamara would like to obtain from Tailspin Toys. For example, she would like to use Tailspin Toys as a referral for up to six prospects over the next 12 months. In return she is willing to offer benefits such as additional hours of training – an extra that would be highly valued by Tailspin Toys but would cost Contoso little. By the end of the call, all parties agree to a 3 percent discount with deployment being accelerated by two weeks. And Andy agrees to be a customer reference for up to four Contoso prospects.

( Outcome: Signed Contract

Step 5: Repeat Business

While Tamara, Don, and Megan are elated to have Tailspin Toys back as a client, they know that a signed contract is just the first chapter of a successful sales process. Although other people at Contoso will now take more of a leadership role with Tailspin Toys as the project moves into its implementation phase, Tamara will still own the overall relationship – and she realizes that long-term, profitable relationships with satisfied customers are the real intellectual property for a small business.

The Tailspin Toys-Contoso Implementation Team (TCIT) fleshes out the cross-company shared workspace with updated member lists and detailed schedules built in Microsoft Office Project 2003. Tamara downloads the Product/Service Satisfaction Tracker job aid template for Microsoft Office PowerPoint® 2003. Megan has trained her sales force that it is essential, prior to implementation, to agree with the client on key indicators that track the effectiveness of that implementation, and follow up with periodic measurement and reporting. Tamara works with Andy to benchmark existing Tailspin Toys distribution performance, and then brings in the entire TCIT to establish the key milestones and metrics going forward. Tamara then posts the completed Satisfaction Tracker to the TCIT shared workspace.

Tamara sets an automatic reminder in Outlook 2003 to check in with Andy (who is spearheading implementation at Tailspin Toys) every week to check on the status of the project. She also monitors the Project schedules and Satisfaction Tracker on the TCIT workspace. When she sees that all the Phase 1 milestones have been met, she uses the Sale Follow-Up Letter job aid template for Word 2003 to set up a post-mortem meeting with Andy and Lorraine. At this point Tamara realizes that she is going back to the Prospecting step in the sales process. In the post-mortem meeting – just as in the meetings at the supply chain conference in Florida many months before – she probes Andy and Lorraine to see if Tailspin Toys has an ongoing need that can be serviced with a simple reorder (e.g., deploy Contoso’s Web distribution solution with additional retailers). Or, if needs have changed, the opportunity to upsell or cross-sell a new solution (e.g., the Contoso raw material automatic reorder solution with Tailspin Toys suppliers).

Lorraine agrees that Tamara can feature Tailspin Toys as a reference story in a series of prospecting e-mail and direct mail campaigns that Contoso is creating. With the wide range of professionally designed templates in Microsoft Publisher 2003, Tamara is able to leverage existing content off the TCIT shared workspace and send out the marketing materials herself.

( Outcome: Satisfied Customer (Repeat Business and Customer Reference)

Next Steps
To continue your investigation of this small business sales process model, consider these resources:

· Interactive sales process demo. Explore the fundamentals of a small business sales process in this self-guided demo.
· Sales process overview. Dig deeper into the benefits of a sales process, the steps involved, and some best practices for meeting the challenges you may face during implementation. 
· Job aid templates. Download one or all 17 of the sales process “job aide” templates to help you jumpstart the implementation of your own sales process.
· Office Small Business Edition 2003. Discover how this collection of familiar, integrated, and easy-to-use programs can help you better manage your customers and market to them more effectively. 
· Outlook 2003 with Business Contact Manager. Learn more about this enhanced version of Outlook designed specifically for small businesses.
The example companies, organizations, products, people, and events depicted herein are fictitious. No association with any real company, organization, product, person, or event is intended or should be inferred.
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Benefits of a�Sales Process


Increase win rates, build customer retention, and increase revenue production with:


Definable steps


Predictable outcomes


Repeatable activities


Measurable results





Job Aids:


Business Dev Prompter





Cust. Reference Story





Selling Points Pres.





Comp. Points List








Sales Process: Prospecting





Generate new prospects (via referrals, networking, conferences)





Outcome:


Initial sponsor identified





Look at existing customers for opportunities





Identify initial sponsor/ally at�target company





Customer Buying Process: Identify business needs





Job Aids:


Product/Service Benefit Statement





Follow-Up to Product/�Service Sales Call








Sales Process:�Qualifying





Probe and assess needs with prospect/customer





Outcome:


Buying Vision + access to decision maker





Create a Buying Vision that maps product/service to business needs existing customers for opportunities





Deliver proof to sponsor that needs can be met





Customer Buying Process: Determine requirements





Job Aids:


Product/Service Evaluation Plan





Value Analysis Calculator for Product/�Service








Sales Process:�Proposal





Evaluation Plan to demonstrate to decision-maker ability to meet business needs








Outcome:


Value demonstrated + proposal submitted





Assess potential (revenue forecast, internal dependencies)








Ask for the business





Issue the proposal





Customer Buying Process: Evaluate options





Job Aids:


Rebuttals to Negotiation Roadblocks





Give-Get List





Negotiations Scenario








Sales Process:�Decision





Negotiate terms & conditions








Outcome:


Signed contract





Close the sales








Customer Buying Process: Negotiate





Job Aids:


Product/Service Satisfaction Tracker





Sale Follow-Up Letter








Sales Process:�Repeat business





Complete the work (deliver the product/service)








Outcome:


Satisfied customer (repeat business, reference)





Follow-up with the customer








Customer Buying Process: Implement & evaluate success









1



