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1.0 The Strategy 

1.1 Summary 

Our mission is to provide products that will simplify the design effort and reduce development  costs  for  new  data/telecommunication  products  or  to  improve operational efficiencies for businesses using local area networks. 

We  offer  a  communications  controller  for  new  product  developers 
(system 

integrators just below the very large tier of companies)   in the communications industry and a LAN system integrator for small to midsize businesses across all industries. 

We  will  be  competing  with  major  companies  such  as  Motorola,  Texas Instruments, 3COM,  Compaq  and   Alcatel  as  well  as  numerous  smaller companies. Our objective is to capture a 15% to 20% market share for both of these products within the next two years. 

The sales process involves a considerable amount of hand holding with the prospect  as  they  make  their  purchase  decision.  This  will  be  done  using distributors for the LAN_PORT-200 product and in-house sales representatives for the LW_CONT-200 product. 

1.2 Mission Statement 

Our mission is to provide products that will simplify the design effort and reduce 
development costs for new data communication and telecommunication products 
or to improve operational efficiencies for businesses using local area networks. 

1.3 Product/Service Description 

LW_CONT-200 
is  a  communications  controller  that,  when  coupled  with 

supported microprocessors, provides functionality to allow access from a user's local  area  network  (LAN)  to  the  wide  area  network  (WAN).  Features  of  the controller enables data routing between Ethernet and various WAN technologies, such as ISDN, T1/E1, T3/E3, Frame Relay and  xDSL. 

LW_CONT-200 is the "new kid on the block" and thus will have to prove itself. Our objective is to work with product designers and achieve a 70% design win record over the next year. The extensive feature set, ease of integration and compatibility  across  multiple  technologies  will  be  the  factors  that  make  our objective possible. 

We  assign  an  engineer  to  each  design  project  who  is  available  to  answer questions or to help with design problems as necessary. 
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LAN_PORT-200  allows  a  small  to  mid-size  business  to  distribute  a  single high-speed  DSL  connection  to  multiple  computers  and  protect  their  network against illegal entry. The product incorporates a modem, a DSL router and a firewall as an integrated feature set. Our unique and patent protected chip design allows connections for Ethernet, telephone lines and USB to network up to 250 computers and Internet access devices, and our proprietary software provides automatic configuration for all major broadband service providers. The product installs in minutes and is pre-configured to work with most broadband service providers, so no networking experience is needed 

Our objective is to be the low cost provider of local area network integrators and capture at least 20% of the market within two years. 
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1.3.1 Product/Service Position

Product/Service Name
Revenue
% of Total     Price vs. Comp.
Curr. Mkt Share
Proj. Mkt Share
Comp. Mkt Share

Percent
Percent
Percent

All Prods/Svcs
$29,700,000
100.00%

LW-CONT-200
$19,200,000
64.65%
Comparable
2.00%
15.00%
30.00%

LAN-PORT-200
$10,500,000
35.35%
Low
17.00%
20.00%
40.00%

1.4 Market Segments 

The LW_CONT-200 is designed to be integrated with microprocessors such as MIPS or  PowerPC to provide a complete router subsystem. Large companies like Cisco and D-Link represent major system integrators which we are not targeting at this time. Our market objective is the tier of system integrators just below the very large companies which better fits our production capabilities and ability to provide quick turnaround for small to medium size orders. 

The  LAN_PORT-200  is  aimed  at  $5M  to  $50M  companies  with  local  area network integration requirements. Companies of this size will usually have a management position assigned to information technology. This position is our primary prospect target. 

1.5 Competitive Positioning 

The primary competitors for our LW_CONT-200 offering are Motorola and Texas 
Instruments. Neither of their products exactly match the features and functionality 
of ours. In fact, the designer will usually have to incorporate at least two of the 
competitor's products to accomplish their design objectives. We believe this will 
be a major selling point and because we can offer more features in one product, 
our  prices  will  normally  be  less  than  the  combined  cost  of  two  or  more 
competitive products. Our other major advantage is our on-line Internet CAD tool 
provided at no cost to engineers who are designing products incorporating the 
LW_CONT-200. 

The primary competitors for our LAN_PORT-200 offering are  3COM, Compaq 
and  Alcatel. They all offer similar, though more complex to install, products. As 
we strive to capture early market share we will be pricing at the low end of the 
pricing range, which should be profitable, but marginally so. As we become better 
established in the market we will price more comparably to the larger companies. 
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1.6 The Sales Process 

1.6.1 Informing the Market 

We have an Internet web site for our company that describes all of our products including functionality, customer testimonials and, where appropriate, pricing. For the LW_CONT-200 product we provide an on-line telephone connection direct to our sales department or they can call an 800 number or they can request that a sales representative contact them. 

We also offer an online and secure computer aided design tool for registered designers  that  provides  all  the  necessary  functionality  to  design  circuitry incorporating  the  LW_CONT-200.  The  designer  also  has  direct  access  to  a ABC engineer's e-mail who is assigned to the designer's project. 

For the LAN_PORT-200 product we describe all of the configuration options with a general description of prices. We list all of our distributors by country or state so the prospect can contact them directly or the prospect can request a call from a sales representative and we guarantee a response time of four (4) hours or less. We also offer a "Frequently Asked Questions" section that addresses most of the situations an installer of the product will encounter. 

All of our promotional efforts are geared toward driving potential customers to this web site. This includes considerable direct mail advertising, some printed publication advertising and all the publicity we can generate. 

1.6.2 Distribution Channels 

We  sell  the  LW_CONT-200  product  through  our  in-house  sales  force.  The 
LAN_PORT-200  product  is  sold  strictly  through  distributors.  No  sales  are 
conducted on the web site, although we are looking at ways to include this in the 
mix. 

1.6.3 Identifying Prospects 

We have a cost sharing program for ads placed by our distributors promoting the LAN_PORT-200 product. On all direct mail and printed publication advertising we include our 800 number, e-mail address and web site address. Prospect contact via any one of these channels will result in the prospect's contact information being  relayed  to  the  appropriate  in-house  sales  representative  for  the LW_CONT-200 product and to the appropriate distributor for the LAN_PORT-200 product. For prospects for the LAN_PORT-200 product that reside in locations where we do not have a distributor the contact information is directed to an in-house sales representative. 

We  also  require  that  LW_CONT-200  sales  representatives  make  a  specified 
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number of "cold calls" each month to promote consideration of the product in future design projects. 

1.6.4 Sales Technique 

Sales Technique 

Push the Product
Problem Solving Oriented

High

Concern for Sale

Low

Take It or Leave It
People Oriented

Low
High

Concern for Customer
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1.6.5 Making the Sale 

For the LAN_PORT-200 product the sales representative (usually a distributor) 
must visit with the prospect, either on-site (preferred) or via phone or e-mail, to 
gather  information  about  the  computers  and  other  Internet  devices  the  user 
wishes to link together on their local area network. This information is used to 
generate a written proposal describing a LAN_PORT-200 product configuration 
and the resulting features and benefits. A complete price list is included along 
with a contract ready for signature. The sales representative is required to hand 
deliver the proposal. 

For the LW_CONT-200 product the sales representative must make a visit to the 
prospect's site to gain an understanding of the prospect's design objectives. This 
should result in a proposal describing the availability of our proprietary on-line, 
CAD design tools for the initial design stages and a specified number of chips for 
the prototype process. The sales representative stays in constant communication 
with the prospect and where necessary includes one of our engineers in the 
process  to  resolve  any  concerns  or  questions.  When  the  design  process  is 
concluded  to  the  prospect's  satisfaction  the  sales  representative  delivers  a 
proposal and a contract including pricing based on the volume of parts required. 
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2.0 Sales Tactics 

2.1 Summary 

The organization reports to the VP of Sales. There are three direct reports to the vice president: marketing, sales and customer support. There are a total of 94 personnel in the organization with the sales group making up the majority having 67 personnel reporting to three regional managers. 

We  will  aggressively  pursue  new  product  design  wins  that  incorporate  the LW_CONT-200 by providing a lot of engineering hand holding and the use of our in-line CAD system. While this will translate to about a 15% growth this year, we expect the second year results to be about a 30% growth (compounded on this year's 15% growth). 

We currently have 36 sales representatives in the field. The average quota for these representatives is $500,000. We expect 75% of them to meet or exceed quota. If everyone met quota we would achieve  $1,800,000 in revenue. We actually expect to exceed quota on the average by about  6% for a projected revenue of $19,200,000 or about $533,333 per sales representative. 

Distributor revenue is expected to average about $150,000 per distributor. We 
currently have 70 distributors so we are projecting a revenue of $10,500,000. 

By  achieving  these  objectives,  we  will  realize  a  combined  revenue  of $29,700,000 which will be over $312,000 per sales employee and over $200,000 per  ABC employee. 
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2.2 Milestones

Start
Complete     Estimated

Task
Responsibility
Date
Date
Cost

Complete first sales indoctrination class
Mktg
2/1/2004
3/1/2004
Budget

Complete feasibility study for Internet sales
Mktg
1/1/2004
4/1/2004
Budget

Lease space in KC, Raleigh-Durham
Sales
1/1/2004
5/1/2004
Budget

Upgrade on-line design tool
Tech Supp
1/1/2004
7/1/2004
Budget

Acquire 10 (net) new distributors
Dist Rel
1/1/2004
10/1/2004
Budget

100 design/sales wins
Sales
1/1/2004
12/31/2004
Budget

Totals
1/1/2004
12/31/2004
$0

2.3 Organization

2.3.1 Reporting Relationships

Our organization has the following structure:
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