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4. SFA(Sales Force Automation)®
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- Increased Sales Effectiveness

_‘a

- Improved Sales Efficiency

- Higher Customer Satisfaction

- Estimating the Return on lnvestment

- Personal Productivity Tools : word processors,
spreadsheet pg, expense report pg, preseniation
software, e-mail

- Personal Management Tools : calendar, schedule
pg, contact managers, account/territory manage -
ment systems

- Functional Tools : proposal generators, order entry
systems, sales Configurators, sales analysis pg

- Sales Process Tools : opportunity management

systems, Tele-Business Systems, Team-Selling

Systems
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(22l 2) Lead Management Process

4.1.71 Capturing the Lead
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4.1.2 Lead Generation
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4.1.6b Lead Analysis
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4.2 Sales Cycle
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(22l 3) Sales Cycle Process

4.2.1 Verify Lead Qualification

PRz Alo] #ul] w2 2ol i)
A gAlA R AR AR, BAAEE vt
B®o & azle]l F7E 7HX7F /1= opportunityQ14]



2 58l Eok g}, Salespersono] 1 BT} 4
sAel rkn AFsn UE o)A 1 elme
sales opportunity”} =] 31 sales pipeline .2 Eo]7It}.
Opportunity 2 52 ¥ 2] 5¢ 2= WE ol
el tA) ZBESEAL) telemarketing 2o 2 WA
follow-up2- 3}= & 3} "= resellere] Al {71ch

4.2.2 Initial Sales Call

B EE A B¢ 38 FEE 7R3, o]
opportunityl] gk A A& & z, BXE &
HE F vk 7] A {MES(Marketing Encyclopedia
System) F-22 AwE For} gl=v o] sales
call £H]2 f1djA Bog AP, ZANFE
AFFE T2 MESE B3 H4ile Atg & o}
E = 9011 sales call 10| BE A|7HE AHoksi=

b ggdr

4.2.3 RFP & Presentation
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4.2.5 Opportunity Management, Con-
sulting and training, Sales Con-
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4.3.3 contract & Negotiation
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agreement, Consulting contract and agreement, Licens -
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4.3.4 Forecast
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Discount Schedule, Pricing, Sales Configuration,
Confidence/Probability, Shipment Schedule, Payment
Termso] %3€ 4 itk
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4.3.5 Closing
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- Sales Order(=F%% Report)

- Product Availability (2} 2.3 Report)

- Bookings Report (FPAFE AA| Aok gl
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4.3.6 Postmortem
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4.4 Managing the Customer Relationship
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4.4.1 Order Processing, Shipment
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4.4.2 Booked Revenues
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4.4.3 Installation/Consulting
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4.4 .4 Post Sales Service
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