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Introduction

Pre-amble

The strategy session is about reviewing the past and mapping the future. We have many opportunities before us and we will need to make decisions about how to move forward. 

There are many opportunities that we can pursue. We have a diverse range of skills and experiences amongst us. We’ll tap into each others ideas, resources, understanding, knowledge and creativity to construct new shapes, blocks, buildings and formats, ways of doing things. A primary goal of the strategy process is to draw out these ideas from us, filter them and prioritise them. From this we will determine next steps to turn abstract ideas into profit. So put your thinking caps on and start thinking outside the nine dots/outside the box. Scan the environment, see what opportunities you can see.

There is pre-work that is needed to be done by all us prior to the strategy session. All of us will contribute ideas on possible business opportunities. Use the Opportunities Template in the workbook at the end of this section or on the enclosed CD to put your opportunity ideas into writing. Top ideas should stir public interest. Go for innovation, surprise, practicality, aesthetic value, different usage, time efficiency, quality, worth. We’ll then filter the opportunities based on criteria such as market size, profitability, first mover advantage potential, competitive advantage and entry barriers etc. Perhaps the ideal business is one where we:

· Build a system rather than a product or service

· Setup the business to run itself

· Go after niche market

· Go for high volume not low volume high profit margin

· Not geographically constrained

Firstly though a discussion about the software industry. Software companies, not traditionally known for their customer focus, are making efforts to be more customer-focused. The Sand Hill Group CEO Outlook 2005 study found 40 percent of software CEOs say their customers want to buy via a service or subscription model. Is this a model we should go for? Is this us in the future?

The enterprise software business of the future will be more dynamic, innovative, efficient and business-driving than ever before. Read Seismic Shifts for the Software Market at http://www.sandhill.com/opinion/editorial.php?id=22
Enterprise customers are pouring more and more of their budgets into the hands of the largest software vendors, leaving a smaller budget for young independent software companies such as us. Savvy software startups understand this from birth. Their exit strategy will most likely be one where they sell themselves to a larger vendor which could also be our endgame. That means the startup must immediately become part of the target acquirer's eco-system: using their development platforms and products, targeting their customers, and so on. We’ll talk about endgame during the strategy session.


Biggest successes are going to come by creating disruption. Breaking the mirror. Look at companies that have done this, E-bay, Amazon and Google. These are online businesses. Should we setup a few diversified online business streams? Like a portfolio of online businesses? Maybe we develop software way outside of our comfort zone and go into podcasting, VOIP (i.e. Skype) or something like Google maps? 
Or we can seek out opportunities for products or services already in the US and apply them to XX?

What about the idea of connecting the product companies with the XXXX cmpanies as there does seem to be a lot of disintermediation with these relationships.

Of course we still have a fantastic product called xxxx. See the xxxx opportunities chapter.

As you can see there are many opportunities for us going forward with the above regurgitation. You all need to contribute and be involved in the decision making to set the course for a successful future.
Lets start with the basics…

What is Strategy?

Determine boundaries, focus, secure consistency and win against competitors i.e. Where are we now? Where do we want to go? How will we get there?

	
	Purpose/Mission
	What business are we in?

What value do we create?

What’s our focus of action?

What do we stand for?
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	Strategic Goals
	What’s our preferred future? (Endgame)

(next three to five years)

How do we measure long term success?
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	Strategic Objectives
	Achievable, measurable, time-phased results

(yearly results)
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	Action Plans
	What will we do?

Who will do it? When?

How is it to be done?

What resources are needed?
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	Implement
	Do it!


Objectives

Objectives of this strategy session are to jointly:

· Review where we are today

· Determine boundaries

· Understand where we want to go

· Determine how we are going to get there

· Gather ideas in a forum environment to possibly implement

· Agree to some action plans to move forward with XXXX
Big Rules for the Strategy Session

· There are no rules!

· Anything goes (put everything on the table irrespective of how ridiculous it sounds)

· Brainstorming most welcome

· Encourage and support each other’s opinions

· Participate please – and listen

· No daydreaming on the laptop. We need focus during this strategy session. 
· There may be many items that are not relevant in this framework or cannot answer now - we’ll skip over
· We’ll move briskly through this work-book

· Can chop and change. Can skip items if not applicable

· Action items will have owner and completion date

· Draw all over this workbook with your ideas.

Opportunities Template

Business Idea Name: ________________________________________

(There may be many parts we do not know or cannot answer or may not be relevant so skip those items)

Answer the questions by completing the template word doc on the CD.

Product/Service Overview

· Product/Service Description

· Product/Service attributes (i.e. Integration, XXtomation, visibility, life cycle, footprint control, effective, efficient, ROI, Low cost, Modular, Open Standards, Industry standard protocols (XML))

· What attributes are customers willing to pay for? 
· What customer motivations and unmet needs does this product/service solve? (i.e. reduce transaction cost, improve visibility and transparency; poor data quality/integrity)

· How can this offering be differentiated? 

· Can a cost advantage be gained by offering a no-frills product or by reducing product costs?

· What is the strategic vision for this product/service? What are the key assets and skills to be maintained and developed to have this product/service in our portfolio?

· What are the growth trends? What alternative growth directions should be considered? How should they be pursued?

Competitor Analysis

· Who are the existing and potential competitors for this product or service? 

· What are their strengths weakness and strategies?

· Can you find ways to produce/deliver this product/service more effectively and efficiently than competitors? (Keeping input costs down.  Improving the value chain)
· Do we add customer value by doing something better than or different from competitors? If so what?

Market Analysis

· How attractive is the market or industry and its submarkets? 

· What are the forces reducing profitability in the market, entry and exit barriers, growth projections, cost structures and profitability prospects?

· What industry trends are significant to this product/service?

· What are current and future key success factors?

Self Analysis

· What is our expected performance, costs, strengths and weaknesses if we proceeded with this product/service?

· What is our cost of developing this product/service in terms of level and effort and cost?

· Any strategic problems you can see?

· What is our sales and distribution strategy?

· What risks are there?

Current Situation
Overview

XXXX is founded with the purpose to …  It is our vision to become the leader and the standard XXXX XXXX methodologies and technology. Its founders are former operational, project and business managers who have extensive hands on experience in this area.

Our current flagship product is XXXX which XXXX. The software is based on Open Standards hence can run on virtually any platform by any vendor. The software is built to handle double-byte so is readily deployable to international markets, such as Japan and China, that require it. The software development method is iterative therefore besides being quick to deploy allows a low cost entry for the customer with a long term continuous revenue stream.

Medium term growth is expected to come from expansion of a sales presence to other key areas of the world such as London.

With the controlled growth plan in place XXXX is striving to close FYXX with USD$XXm in opportunity identified and a turnover of  USD$XXm. 

Below is a summary view of XXXX today.

1. IP – XXXX, etc.

2. Operations in XXXX, presence in XXXX, potential to establish presence in XXXX
3. Sales force in XXXX only

4. Global accounts, deal and pending deployments 
5. Funds for investment

What are our challenges?

1. No clear focus or IP differentiator

2. … deal pipeline

Our opportunities?

1. Entrepreneurialism

2. Global reach and contacts

3. Proven example of technology and services providing customer value

Our threats?

1. Irrelevancy – don't capitalize on our assets

2. Inability to establish a customer base / IP too limited relative to competitive landscape

Current Priorities

1. Deliver on …

2. Establish a large pipeline of future deals and land some more customers. 

FY05 Financials

Refer Appendix 1

US fiscal year Jan 1 to December 31

Present Staff

Competencies

· What do we do well?

· Process re-engineering

· Sales, bookings, reporting

· Workflow analysis

· Data analysis – data feeds, data quality

· Business analysis

· Where are our skills?

· Java, internet, wireless

· When are we needed most?

· Who are our partners? 
· What competencies and assets do we require?
· What are our weaknesses/Challenges?
· Finance – positive cashflow – overheads to be kept low
· Development time 
· Lack of capital

· Speed

· Market

· Desire

· Lack of skills

· Collateral

· Competition

Purpose/Mission

Why are we doing this?

If we have the right structure, the right strategy and the right growth plan with clear investments objectives and responsibilities we will be very efficient in making XXXX a success. 

Therefore we need to determine:

· What business are we in?

· What value do we create?

· What’s our focus of action?

· What do we stand for?
Are we doing this to create wealth i.e. capital growth, or as a lifestyle business? Therefore we must increase valuation of XXXX i.e is our first priority is to grow?

Are we in the business of commercialising internally developed software? Any other business?

We need to decide whether we want to be a product company, an application company or a platform company.

What is our own personal objectives and timelines?

Strategic Goals
	
	Why ventures fail…

· Finance (cashflow, controls, cost of finance)

· Marketing (no demand, competition)

· Exogenous (economic conditions)

· Operational Management (lack of knowledge, skill)

· Owner/Manager (Personality clash)

Why ventures succeed and grow…

· Flexible planning (especially if small)

· Emphasis delegation, training of staff

· Emphasise financial control, planning

· Focus on customer, competitive advantage

	


What is our preferred future? (Endgame)

An endgame must be agreed on and aimed for. The endgame is where we take the company and is a target point for where we may finish up in a given timeframe. A number of endgame scenarios exist.
Time horizon = next three to five years

How do we measure long term success?
What is the exit strategy for XXXX (build to sell, build to grow?)

We need to look at being on the path of Siebel, Sales force.com… best way to be acquired… if this is our exit strategy. 

What end game are we aiming for and when? 

· Lifestyle or growth business?

Where do we want to take the company and where do we want to finish up in a given timeframe? 

· Setup and then sell out? Partner? Ally? Or growth by cloning and replication i.e. franchise. 

Core Business

What is our core business and our priorites (XXXX? or something else…?)

Should we focus on one product – XXXX? Or should we be willing to entertain business opportunities that coincide with our competencies and stated direction.
Growth

On growth – this is an absolutely critical discussion for us to have. This is probably the most important determinant of whether we share a common vision for the future. 

Product Development

Where do we take XXXX in the next 1 to 3 years. See appendix 6 – XXXX Opportunities. We hear from prospects what they would like to see. Should we prioritize the requests and have a strategy for the next 12 months on what developments make sense?

Refer to Appendix 2 for Product Development

Value proposition?

Precise segmentation

Messaging and positioning

Product roadmap?

Product validation and positioning

Competitive differentiation (as seen by prospects)

Mode of Operation

Keep assets and expenditure low
Outsource as much as we can. Keep things as virtual as possible. Lease things, virtual/serviced offices, use contractors and outsource as much activity as possible

Strategic Objectives

Future Goal Set

Here we determine achievable, measurable, time-phased results (yearly results). This goal set will help us in future decision making.
e.g.

Income $XXX FY06

Build redundancy into structure

Setup XX sales organisation?

Setup proper structure

Product development

Action Plans

Do it!

Determine:

· What will we do?

· Who will do it? When?

· How is it to be done?

· What resources do we need? What competencies do we need? Depending on time commitment of current staff gaps with external staffing/outsourcing
3 Year Plan

We must agree on a 3 year development plan based on financials. We know how much we made this year. We should give ourselves a target for the next 3 years? From there assess the margins and then look at how we could invest?

When we know what we might be able to invest , we need to decide how we will... We could/should focus on 3 priorities:

1. Product development

2. Sales

3. Marketing

How do we want to grow the company. Re-investment of all or part of the profits? External funding…

Legal Structure

We must make sure that XXXX has the right structure to grow worldwide in the future. The interests of the company (and the directors) should be protected and of course making sure that we optimise our investments. Structure needs to maximise protection of assets including IP as well as personal assets whilst being as tax effective as possible.


Agree on what the structure of XXXX should be i.e. XXXX XX/XXXX Inc/Off-shore arrangement.

US is ground zero due to size of market, currency as world standard, strong credibility with HQ in US, access to finance, etc.


· Regional offices and HQ to be structured with minimal assets and carry all liability. XXXX Inc, XXXX XX etc will be our shop front i.e. hold staff and equipment required to operate. 

· XXXX Inc has the public visibility of shareholders and officers as well as the "front" for XXXX therefore has to be setup from a credibility point of view. 

· Split ownership in company that holds IP

· XXXX Inc has 100% ownership of subsidiaries

· US LLC has anominity of owners and officers. Technology lawyer said IP is best held in US in a Delaware LLC if possible due to strong IP international IP laws if we need to contest

· If we buy office's in our asset company we then lease to XXXX 
This is consistent with endgame of continually growing the business - Seibel and Cisco operate this way

· Tax incentive disappears when US Inc transfers to Delaware LLC. 

· Setup a company to hold IP. Setup trust company. 

Management Team

We must ensure that the company has the quality of management to be able to turn the business plan into reality.


· The senior management team ideally should be experienced in complementary areas, such as management strategy, finance and marketing, and their roles should be clearly specified. The special abilities each member brings to the venture should be explained in the meeting.

· Identify the current and potential skills gaps so we can determine how we will aim to fill them. 

· What are our controls, performance measures and remuneration for management, employees and others?

· How will be our auditors and other advisers. 

We need to discuss weaknesses, as we all have them, discuss them candidly and so we can determine how to overcome these weaknesses. What accounting, legal, advertising, banking, and other professional relationships does XXXX have/need to establish? 


Resources – Filling the Competency Gap

On resources -  Define what additional resources are required to getting the job done. Our first challenge is to understand what job needs to get done. 

Selling

Basics – what are we selling? Are we selling:

i. Sales? ie. Give me a chance to sell for you Mr Customer and I can do a better job than your inside sales force a less cost?

ii. Sales proficiency? ie. I can teach you how to improve the effectiveness of your sales force?

iii. “Business Intelligence”? ie. Let us work with you and we will provide you access to your own data or facilitate the collection or creation of data you don't even have. This presented to you will help you guide your business decisions, know and service your customers better, develop products, manage or direct your selling efforts. BTW – you should buy from us vs. Oracle, Siebel, etc. because????

iv. All of the above – because we can make money on all of them. What's the price, though? Loss of focus, administrative burden? 

Infrastructure – how are we going to sell and deliver our services?

Couple of options:

1. Hire part time, commission only sales people

2. Get some funding and build our own sales force

3. "hire" a third party sales force company 

4. Do #3  and  move to # 2

What consulting capacity do we have? At what cost? ie. We can supply 5 consultants and competitive wages (and thereby margin) but the 5th consultant costs us incremental margin and thereby we suffer a loss. 

What selling capacity do we have? But our expected yield does not match our desired pipeline, ie. We can only close deals once/year instead of once every other month. 

We need to develop/ review the sales strategy. Direct vs indirect...

Number of people we could afford. Presales, PS sales....

We also need to review the sales process/review. Who does what, when…

Marketing - We also need a plan there. Which trade shows do we want to attend over the next few years. What kind of marketing campaign. Budgets....Who where when....

Marketing

Having defined the relevant market and its opportunities, it is necessary to address how the prospective business will exploit these opportunities.


Back to same question – what is our sales and distribution strategy? What is our planned sales force? What are our strategies for different markets? What distribution channels are we planning to use and how do these compare with our competitors'? Identify overseas market access issues and how these will be resolved. 

What is our pricing strategy? How does this compare with our competitors'? 

What are our advertising, public relations and promotion plans?


What part will advertising play in XXXX’s marketing? What type of advertising will be employed, and who will direct the effort? 

Our best marketing tool is our web site. Let's make sure it looks " big". If you want to be a 100 million company, look like it "
Funding

Funding from VC's?

Funding from angles?

Funding from high net value individuals?

Government grants, NSW Govt, Federal Trade commission, Incubators, customers fund development, other places???

Austrade - EDMG

Commercial Ready Grant

Innovation

Innovate by looking for gaps (environment scanning), emphasising leading edge technologies, chasing opportunities that arise from a change in industry and continually revising and adapting product to specific market needs. 

Refer to Appendix 5
Risk

Business is risky. What risks are most dangerous for us and how do we intend to neutralise them. Some risks that might be discussed include: 


· risks that relate to the industry

· risks associated with not obtaining financing on schedule

· risks of not meeting the development schedule or the product cost estimates

· risks that competitors may develop new, more competitive products

· risks that key personnel cannot be located or retained

Every major risk of which management is aware should be addressed. 

· US Recovery?

· 100% commission mode for sales - could lose motivation

· trademarks may be challenged

· technology obsolescence

· Insufficient sales reps 

IP protection - we own the code hence covered by copyright laws. No patents yet. Staff have signed NDA docs. Trademark for XXXX and XXXX in XX and US pending.

if don’t obtain finance then expand by cash-flow with a little debt financing – money put in by owners.

Communication/Decision Making

The advantage of small size is nimbleness. We are however working across multiple time zones and we are not always available for immediate decision making. Our personal familiarity allows us to avoid consensus management, but we do need some mechanism to review and understand the consequences of decisions taken. 

Email is not effective. If critical then chase up with phonecall.

Channels of communication
-  Increased frequency of communication
-  Strategic to be done face-to-face

Decision Making – Boundaries – judgement required
-  High risk
-  High value
-  Urgent/critical
-  People
-  Significant

If in doubt move forward…
Execution and accountability - now in order to be efficient in execution , we need to define who is doing what. I would suggest to clearly identify this.   Then the person in charge should make recommendations to the board (strategy, investments,,,,)

For example: Products developments.  Someone needs to look at the various options. Should also do some technology reviews, where the market is going from a technology perspective....and then make proposals.

Appendix 1: Financials
Appendix 2: Product Development

Success

Some businesses succeed more than others because:

· They positioned themselves within their industry context and reacted either quicker or better to specific industry conditions to gain some advantage over their rivals 

· They acquired or developed resources or assets that are scarce, valued by customers, non-substitutable and are non-imitable

· They gradually accumulated complementary knowledge to build routines and core competence that are hard for rivals to imitate

Think about how we determine our product with respect to the above

Also this is a template and is used to structure our thinking however there may be many parts we do not know or cannot answer or may not be relevant so we’ll skip those items.

Customer Analysis

· What are the major segments? 

· Target SME Australian/US companies with a focus on current partners?

· What are their motivations and unmet needs? 

· Reduce transaction cost, improve visibility and transparency?

· Poor data quality/integrity?

· Quick win customers?
Competitor Analysis

· Who are the existing and potential competitors? What strategic groups can be identified?

· What are the level of sales, share and profits? What are the growth trends?

· What are their strengths weakness and strategies?

Market Analysis

· How attractive is the market or industry and its submarkets? What are the forces reducing profitability in the market, entry and exit barriers, growth projections, cost structures and profitability prospects?

· What are the alternative distribution channels and their relative strengths?

· What industry trends are significant to strategy?

· What are current and future key success factors?

Environmental Analysis

· What environmental threats, opportunities and trends exit? Elections, War, US economy recovery, XX building boom /bust

· Businesses globalising – different competition

· More choices available to clients

· What environment do we operate within? (Diversity, complexity, stability, hostility?)

· What major environmental scenarios can be conceived?

· What are the major strategic questions and information-need areas?

Self Analysis

· What is our strategy, performance, costs, points of differentiation, strengths, weaknesses, strategic problems and culture?

· What is in our existing business portfolio? What has been our level of investment in our various product markets? 
· Cost of products

Strategy Development

· Attribute analysis 

· Integration, XXtomation, visibility, life cycle, footprint control, effective, efficient, ROI, Low cost, Modular, Open Standards, Industry standard protocols (XML)

· How can our offering be differentiated? How can we add customer value by doing something better than or different from competitors? 

· How can perceived quality be enhanced?

· Demand Side: What attributes are customers willing to pay for? Value adding comes from getting customers to pay more for your package of attributes. Stopping others from competing

· Can a cost advantage be gained by offering a no-frills product or by reducing product costs?

· Supply Side:  Keeping input costs down.  Improving the value chain. Can you find ways to do things more effectively and efficiently than competitors?

· Can synergy, focus or a pre-emptive move be employed to gain advantage?

· What is the strategic vision? What are the key assets and skills to be maintained and developed?

· What alternative growth directions should be considered? How should they be pursued? i.e Consulting to shrink wrap

· What investment level is most appropriate for each market-withdrawal, milking, maintaining or growing?

· What strategies best fit our strengths, our objectives and our organisation?

Differentiation

· No licencing fees. XXXX grants to the customer a royalty-free, non-exclusive, non-transferable, worldwide license in perpetuity, to use, modify, and reproduce (provided XXXX's intellectual property rights are protected).

· Substantial pre-processing engine.

· Proximity matching, fuzzy logic, data normalization, intelligence.

· Able to build very complex business logic – i.e. Goldmine over-night processing.

· Semi- customized, not shrink wrapped.

· Open standards therefore vendor switching costs are low. Not tied to any one vendor and is platform  specific. Easily extensible for future add-ons. 

· Iterative development methodology means partial functionality is available very quickly to the field, it is customized, not shrink wrapped. It is an iterative and adaptive process with short development release cycle. It provides flexibility and empowers XXXX developers to confidently respond to changing customer requirements, even late in the development life cycle. Also allows continuous integration and continuous improvement even after the software development cycle has been completed.

Protecting IP

Appendix 3: Market Analysis

Market Analysis

Are we convinced there is a real commercial opportunity for XXXX and its products and services?

Define our market and determine in what industry sector our company operates. What is the size of the whole market? What are the prospects for this market? How developed is the market as a whole, ie. developing, growing, mature, declining? 

How does XXXX fit within this market? Who are competitors? For what proportion of the market do they account? What is their strategic positioning? What are their strengths and weaknesses? What are the barriers to new entrants? 

What are the projections for XXXX and the market? Assess future potential problems and how they will be tackled, minimised or avoided.


What is the price sensitivity of the market? Pricing structure for XXX is based on A$XXXX per day per consultant. This is the high end of what complex/technical consultants command.
Discuss why the market for XXXX’s products such that XXXX can expect to achieve its sales goals despite the existing competition. 

Who are the major buyers for XXXX’s product? Are they more interested in price, quality, or features? How does XXXX’s product meet these interests? What research have we done? Are customers interested in XXXX at the current price? If so, how concrete is their interest? If not, why not, and how does their lack of interest affect XXXX’s plans?

What is the magnitude of the market XXXX is going after in whatever measurements are appropriate - units, revenues, etc. Who are the players? How much will the market expand, and how much of the market must we capture to succeed? What factors are moving the market and in what the direction is it going. Is XXXX’s products positioned to take advantage of the trends? 

What are our competitors' products and their histories in the marketplace? Consider the market share and reputation for aggressiveness of each of the company's main competitors. 

“Businesses will need consulting services tailored at improving business processes and building an appropriate technical underpinning for a services-oriented architecture. Bloomberg predicts that revenue from business process and architectural consulting services will surpass systems-integration sales by 2006. He said that the market for business-process consulting will jump 20-fold from today to 2010.

The report, released April 2003 by Waltham, Mass.-based analyst group ZapThink, forecasts that the market for service-oriented process tools--products that use a predefined business-process workflow to connect dissimilar systems--will explode to $8.3 billion five years from now, from about $120 million annually today. 

A services-oriented architecture is a method for constructing software systems so that information can be shared relatively easily between multiple applications and data sources. Rather than hard-coding connections between applications, a services-oriented architecture exploits more flexible mechanisms such as Extensible Markup Language (XML) and Web services to exchange data. The advantage for businesses of this "loosely coupled" approach is that changes to an individual software module can be made without causing glitches with linked software systems.”

“Nearly half of all companies said they planned to buy business intelligence tools this year, including data mining and analysis software. Customer relationship management and enterprise resource planning software purchases are expected to rebound. “

Appendix 4: Financial Projections

Financial Scenarios

Realistically assess sales, costs (fixed and variable), cash flow and working capital. Produce a pro-forma profit and loss statement and balance sheet. These should be easy to update and adjust. 

Assess our present and prospective future margins in detail, bearing in mind the potential impact of competition. What are the assumptions? 

Discuss XXXX’s growth prospects over, for example, a three to five year period. 

What is the value attributed to XXXX’s net tangible assets? 

What is the level of gearing (i.e. debt to shareholders' funds ratio)? How much debt is secured on what assets and what is the current value of those assets? 

What are the costs associated with the business? Remember to split sales costs (e.g. communications to potential and current customers) and marketing costs (e.g. research into potential sales areas). What are the sale prices or fee charging structures? 

What are our budgets for each area of XXXX’s activities? What are we doing to ensure that management keep within these or improve on these budgets? 

Present different scenarios for the financial projections of sales, costs and cash flow for the short and long term. 

Ask "what if?" questions to ensure that key factors and their impact on the financings required are carefully and realistically assessed. For example, what if sales decline by 20 per cent, or contractor costs increase by 30 per cent, or both? How does this affect the profit and cash flow projections? 

Keep the plan feasible. Avoid being overly optimistic. Highlight challenges and show how they will be met.


Appendix 6: XXXX Opportunities

XXXX Opportunities

If we continue to pursue XXXX there are 4x business models:

There may be a new approach to the launch of XXXX, into the market, there is a new phenomenon in the software and service markets of giving part of the original product away for free. This attracts customers, and then with various marketing value propositions the customer is enticed to buy valued added service based on the first free offering.

Here are some ideas for penetration into the market via ”free” services to SME and some existing customers:

Existing customers:

Technical issues:

· XXXX has multiple features and modules.

· What basic components are needed?

XXXX can supply a service that provides one “free” module similar to Free CRM

Need to be described and marketed with the new names i.e.: XXXX
All Modules available:

Actions for XXXX
We need an XXXX product brochure with benefits, features and description.

Update the web site

Publicity

Advertising

Create a partner plan

At present we have loose associations with:

Other possible parallel opportunities with XXXX are:

· XXXX Lite. A .NET port for those customers who do not or will not use Java and Oracle. Customer pays, we tell then it exists, have the port done at the time of implementation by India.

· Maybe we use someone else’s toolset to build enterprise software? i.e. AG Software, EIA

· Do we become a SAP partner and do bolt-ons using XXXX components?













































































