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Selling Cisco Technical
Support Services can
help you:

= Enhance cash flow and
margins

= Penetrate new markets

* Improve your competitive
advantage

* Increase customer retention

* Expand your relationship
with your customer

More Sales, Higher Margins
The information in this guide can help distributors, resellers, and channel service account
managers boost revenues, increase margins, and build long-term customer loyalty through

sales of Cisco Systems® Technical Support Services to commercial customers.

The guide provides an overview of the services market, Cisco® Technical Support Services,
sales best practices, and objection handling tailored to the specific requirements of selling
to commercial customers with up to 1000 employees. You will also find marketing
resources to help jump start marketing campaigns to promote the value of services and

generate demand.

Throughout this guide you will find a strong focus on selling services as part of a complete
solution at the very first sales opportunity. Integrating services into your solutions selling
approach will help ensure that you maximize your own opportunities for revenue and

margin, enhance customer satisfaction, and provide the customer with the greatest value.
Selling Services: Providing Incremental Value to Commercial Customers

Cisco offers the technical expertise and customer services needed to
help in deploying and operating customer networks.

Today, very few businesses can compete effectively without some form of network, which
means that nearly every business will need networking service and support. And yet, ser-
vice is often positioned as a kind of insurance policy. It is presented as a fallback in case

things go wrong, accompanied by scenarios designed to scare customers into buying.

This approach usually builds barriers of resistance and generates objections such as, “Are
you saying that the solution is unreliable? Surely, nothing will happen that I cannot fix

myself. And if things do go wrong, I’ll just call you anyway.”

Cisco customers will buy service more readily if you show them the
value it can deliver as part of a complete solution.

Focus on the positive benefits of the Cisco service programs, showing how they enrich the
functions and applications that have prompted the customer to buy the solution in the

first place.



Driving the Business Need
Below, review some of the key factors that will drive a customer’s business need

for service:

Customers need their networks up and running

Today, businesses of every size are highly dependent on their networks, and these net-
works need to stay up and running to enhance productivity, revenue, and business credi-
bility. The cost of downtime can be substantial and can be measured in terms of produc-
tivity or revenue loss, damaged reputation, impaired financial performance, and other

costs such as overtime and travel expenses.

Customers need to increase return on investment
Technology evolves at a phenomenal rate. When the solution is maintained and updated
on a regular basis, it continues to support the business by operating at its full potential

for the duration of its working life.

Customers need to manage total cost of ownership

Planned and budgeted service and maintenance costs are considerably less expensive and
less difficult to manage than emergency repairs or unplanned service calls. The cost of
downtime can be substantial and can be measured in terms of productivity or revenue
loss, damaged reputation, impaired financial performance, and other costs such as over-

time and travel expenses.

Customers need to maintain a competitive advantage
Keeping network elements current with the latest features and enhancements aids busi-
ness in quickly and efficiently implementing new applications that can lower costs,

improve customer service, reduce delivery times, and expand into new markets.

Customers need to maintain business credibility and continuity
Service can help customers ensure availability of company Websites and access to e-mail

services critical to day-to-day operations and successful customer and partner relationships.



Cisco Technical Support Services: A Complete Offering
Cisco offers a family of services to meet the needs of different types of commercial

customers:
e Cisco SMARTnet® services and SMARTnet Onsite
e Cisco SMB Support Assistant

e Cisco Software Application Support Services
— Cisco Software Application Support plus Upgrades (SASU)
— Cisco Application Support (SAS)

Cisco SMARTnet and SMARTnet Onsite

Providing World-Class Support

Cisco SMARTnet and SMARTnet Onsite can help commercial customers accelerate their
business success and protect their investment in Cisco hardware and Cisco OS® Software

with support tailored precisely to the needs of their business.

Cisco SMARTnet coverage includes software maintenance (Cisco OS updates), advanced
replacement (of hardware), technical support (access to the world-class Cisco Technical
Assistance Center [TAC]), and net access to an online suite of technology-specific tools to
help customers support their networks. With Cisco SMARTnet, customers reduce risk and

increase return on investment.

The Cisco SMARTnet Onsite option provides a Cisco field engineer to install replacement

parts at a customer site.
For more information on Cisco SMARTnet and Cisco SMARTnet Onsite, please go to:

http://www.cisco.com/go/smartnet

Table 1. General Tools to Help Cisco SMARTnet Customers Support Their Networks
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Table 2. Security Tools to Help Cisco SMARTnet Customers Support Their Networks
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Table 3. Voice Tools to Help Cisco SMARTnet Customers Support Their Networks
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Cisco SMB Support Assistant

Protecting Network Investments

Cisco SMB Support Assistant includes access to the SMB Support Portal and Client that
includes setup, configuration, and troubleshooting of devices, password recovery, and
access to basic health checks and network troubleshooting tools. Cisco SMB Support
Assistant includes access to the SMB Support Portal and Client that includes setup, con-
figuration, and troubleshooting of devices, password recovery, and access to basic health
checks and network troubleshooting tools. Cisco SMB Support Assistant provides 8x5

access to the SMB TAC, advanced hardware replacement, and minor software updates.

For more information about Cisco SMB Support Assistant, please visit:

http://www.cisco.com/en/US/partner/products/ps6193/serv_home.html.


http://www.cisco.com/en/US/partner/products/ps6193/serv_home.html

Cisco Software Application Support Services:
= Cisco Software Application Support plus Upgrades (SASU)
= Cisco Software Application Support (SAS)
Providing Increased Return on Investment, Strengthening Application Functionality

Cisco Software Application Support plus Upgrades (SASU) and Cisco Application
Support (SAS) help to keep mission-critical software applications, like network manage-
ment and voice over IP, current with application updates to strengthen application func-

tionality and to increase the return on investment.

SAS and SASU include minor software updates, minor version releases, comprehensive
24x7 access to technical support, and registered access to a wealth of technical documen-

tation, tools, and utilities on Cisco.com.

SASU additionally entitles customers to major application upgrade releases which often
include new software features and functions. Customers never have to pay extra to keep
applications current and can implement major upgrades quickly and efficiently to main-

tain a competitive edge.

For more information about Cisco SASU, please go to:
http://www.cisco.com/en/US/partner/products/svcs/ps3034/ps2827/ps2993/serv_home.html

Table 4. Comparison of Cisco Technical Support Services Features
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Discount incentives for
customers

Lower sales administration
costs

Higher renewal rates,
stronger gross margins

Improved cash flow for you
and your customer

Finding the “Sweetest” Spot

The most compelling moment to make a case for services is when you begin working
with a customer to determine overall business needs. This is the time to ask your cus-
tomers questions that will help you evaluate not only their hardware and software
requirements, but also their need for ongoing technical support services. This is your
opportunity to fully explore your customers’ questions about cost of ownership, the
impact of unexpected downtime, their need to show a return on technology investments,
and what a reliable network solution means to the long-term success of their business.
As you discuss these issues with your customers, you will discover the complete solution

that will best fit their overall needs—hardware, software, service, and financing.

The Advantage of Multiyear Options

Multiyear contracts (typically 3 years) provide customers the opportunity to take advantage
of discount incentives, lock in prices, match service contract to lease terms, and, with
financing, improve cash flow. Selling multiyear agreements can also lower your sales admin-
istration costs, boost your renewal rates, and increase gross margins and cash flow, with
other associated benefits for your return on investment (ROI). In particular, if you sell at
the point of first sale, you can secure the budget for the longer-term contract instead of
having to pitch for it every year. You can make a strong case for multiyear options because

they also remove administrative and management burdens from the customer.

Financing for Commercial Businesses
Offering your commercial customer a
financing solution that spreads the capital
outlay over a number of years can enable
your customers to deploy state-of-the-art
network solutions to help enable more pro-
ductive, collaborative business environments
—without having to worry about how they
are going to pay for it. Financing is one of
the most important tools you have to man-
age a customer’s budget concerns and pro-

mote multiyear contracts.

Cisco Systems Capital® financing solutions

provide straightforward, flexible leasing

options, competitive rates, and fast credit
processing (funding in 24 hours or less). This can help your customers acquire the solu-
tions they need to be successful. At the same time, financing solutions from Cisco Systems
Capital can help your organization preserve working capital and accelerate deals by tim-

ing your lease payments with payments from customers.
If you are interested in the finance packages that Cisco can offer, find out more at:

http://www.cisco.com/ca/channels/financing/


http://www.cisco.com/ca/channels/financing/

the sales cycle.

Service Sales Best Practices

Sell complete solutions, not just products or services

Your customer has business needs that Cisco solutions can address. Be sure that your
focus is always on the business issues that influence the need for a range of products or
services. In this way, you will be able to help your customer see the value of a complete
solution as well as the consequences of inaction. Make sure that your discussions of
products, services, and financing always map back to the higher-level business needs

that your customer must address.

Sell service at the beginning of the sales process
Your customers typically define budgets once at the beginning of a sales cycle. Put service
into the offer right at the beginning, as a fundamental component of a complete solution.

Otherwise, you may find it difficult to introduce the value of service at a later point in

Prepare your customer for the cost of service

Cisco Technical Support Services provide valuable benefits to customers. Prepare your

customers for the additional expense of these valuable services so they can plan appro-

priately. Your customers will certainly need service beyond the first year, so get them

thinking about the long-term value of multiyear contract discounts and build that into

the initial proposal.

Lead with the right offering

Doing your research is important, so you can lead with the right service package. You

can use the following guide to help you determine which program to propose.

Figure 1. Service Program Decision Guide
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Be flexible—match the service level to the budget

Adopt a flexible approach to the design of the solution you propose. Understand your
customers’ needs in order to build a service proposal that adequately matches their
requirements. If the budget will not stretch, consider leasing and financing options available
from Cisco Systems Capital. For example, many small companies would prefer monthly
payments for the products and services that amortize the cost over three or five years. Cash
flow is always a top consideration for commercial companies. A financing option may

provide additional opportunity to upsell the entire product and service solution.

Handling Objections

Objection

Why do I need service? Does the warranty not cover me?

Response

There are significant differences between the standard Cisco warranty and Cisco services:

The Warranty

A Cisco warranty is the company’s guarantee of the integrity of its product. It is Cisco
assurance that the company will be responsible for the repair and replacement of defec-
tive parts associated with your customer’s equipment during a designated amount of time
typically 90 days (see Table 5).

The entitlement associated with each warranty can be grouped into one of the following

categories:

Hardware—a guarantee that the piece of hardware will be free of defects in material and

workmanship under normal use.

Software—Cisco Standard Software Warranty warrants for 90 days from the date of
delivery to the customer that (a) the media on which the software is furnished will be free
from defects in materials and workmanship under normal use; and (b) the software sub-

stantially conforms to the documentation.



Table 5. Products Covered by a Cisco Warranty and the Additional Benefits Delivered by Cisco Services
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The Service Contract
A service contract covers the life and functionality of the solution once it is installed and
working, rather than the integrity of its manufacture. In other words, it is concerned with

what the solution does, rather than what it is.
Service contracts provide Cisco end-user customers with access to a range of resources:

¢ Software Maintenance—Cisco operating system software, maintenance updates, major

and minor releases.

¢ Advance Replacement of hardware, providing rapid dispatch of spares or replacement
units. Customers can specify the level of service in terms of access to support and speed
of delivery.

¢ Technical Assistance—Expert help available through the Technical Assistance Center
(TAC

-

e Net access to a comprehensive collection of Cisco product information, network man-

agement tools, and knowledge transfer resources.

¢ Software Application Support—maintenance updates, releases, and optional upgrades.
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These are the key points to keep in mind when speaking to your customers about the dif-

ferences between Cisco warranties and Cisco service contracts:

e Under a traditional warranty, there is a very high risk of leaving your customer’s equip-

ment and software unprotected against unexpected incidents.

e Service contracts provide rapid response to problems that can affect both network

availability and your customer’s business.

e Service contracts provide investment protection because they protect your customers’

equipment and software investment.

e Without a service contract, your customer will have to pay expensive time and materi-

als fees and wait longer for replacement parts delivery.

e Without a service contract, your customer has no access to resources to quickly resolve

network problems and keep software current.

An Example:

Your customer has purchased Cisco equipment without service coverage. They suddenly
experience network downtime. Your customer calls into the TAC to report the technical
issue. Unfortunately, because they do not have a service contract, they are not entitled to
service, and would have to purchase service at current time and materials rates. The
TAC engineer identifies that the network problem is related to a hardware issue. He fur-
ther explains to your customer that it will take approximately 10 days for the replace-
ment to arrive, and your customer must also send the defective part back first before the
new part can be shipped. Your customer is irritated, and explains to the TAC engineer
that he cannot wait that long. No one told the customer that it would take Cisco up to
10 days to ship the replacement part. Furthermore, your customer is frustrated by the
amount of time it took to get in touch with a TAC engineer and the fact that they were
not entitled to support from TAC and, therefore, had to pay for service on a time and
materials basis. In this situation, your customer could decide to switch vendors or not to
use your services moving forward; an outcome that could have been avoided if a service

contract had been in place.

Objection
The price is too high or I do not need all that Cisco SMARTnet offers.

Response
Revisit the cost of downtime for your customer and validate that you have the right level
of service given their needs. Adjust your service recommendations and propose financing

alternatives.



Another way to handle this objection is to take your customer through a series of possi-

ble scenarios and ask how they would handle them. For example:
¢ How would you handle your network being down?
e How would you address any issues you might have with a piece of Cisco equipment?

e What kind of resources do you have available internally to help you if your network

goes down any time of day or night?
¢ How do you prioritize your technical issues?
¢ On average, how much time does it take you to find a solution to a technical issue?
e What experience do you have in reconfiguring your equipment?
e What if you have difficulty loading new software versions?

Also consider whether Cisco SMARTnet is the right solution for your customer. SMB
Support Assistant may provide the right level of support for their needs and is priced
with the SMB market in mind.

Objection
I have just paid extra to get Cisco quality. Why should I pay for even more?

Response

Service can increase return on investment and can help reduce total cost of ownership
over time. It enables your customers to benefit from Cisco expertise to help them make
the most of the equipment they have purchased. As an industry leader, Cisco continually
evolves and develops its products; with service coverage, your customer can take full
advantage of Cisco investment in innovation and keep their infrastructure current with

the leading edge of networking technology.

Objection

I have an in-house technician that can handle all of my network issues and needs.

Response

Remind your customer that the primary value of a service contract is access to Cisco OS
Software upgrades and minor software updates. Ask the customer if servicing equipment
is really the best use of their in-house team. Do in-house technicians have the time and
resources to keep up to speed with the latest networking technologies and developments?
Emphasize that the best solution is to have coverage to help technicians when they need
it, and free their team to focus on work related to their core business. When they do call
for help, they will have the support and knowledge of Cisco experts to help them resolve
any problems quickly. This is particularly important when dealing with issues that may

be outside the experience of your customer’s technicians.
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Ask the customer questions that focus on the types of information they usually need
about Cisco products, the way they currently access the information, and how much time
they spend looking for this information. Show them that they will save time and money
by using the Cisco Website to get quick access to a wealth of information on Cisco prod-
ucts and solutions. It may be helpful to sit down with your customer and together visit
some of the internal Cisco product sites available within Cisco.com, such as the Cisco

Products, Technology, and Solutions pages.

If you are positioning Cisco SMB Support Assistant as the best option for your customer,
show them the Cisco SMB Support Assistant Portal and Client. Emphasise how this por-

tal and client will help your customer effectively manage contracts and devices, as well as
easily implement basic network configuration scenarios, identify potential network issues,

and resolve common troubleshooting issues.

Objection
I have Cisco SMARTnet for my headquarters network, but it is too much for my branch

offices.

Response

This is an opportunity to revalidate your customers’ requirements by asking questions
about how their business needs vary from headquarters to branch offices. You may find
that your customers realize that they want the same response time and service level for

branch offices. If so, then Cisco SMARTnet support is the best solution.

If your customers needs vary from headquarters to branch offices, then you can adjust
your service recommendation to include reduced Cisco SMARTnet offerings such as Next

Business Day or SMB Support Assistant where appropriate.

Objection

I do not want an onsite contract for parts replacement because it costs more.

Response

Ask your customers what would happen if they were to experience a critical network
problem after business hours or on the weekend. Emphasize that with Cisco SMARTnet
Onsite support, they would have immediate onsite help, even after hours. Ask if they are
comfortable with the risk of having their network down over a weekend, or even for sev-
eral days, until they can get a resource to the location to help them. This point is particu-

larly compelling for customers in remote locations.

Objection
Your customer does not see the value of purchasing an SAS or SASU service contract to
support their network software applications. In the customer’s words, “I do not think we

are going to need support from you on these applications in the future.”



Response

Getting patches and upgrades as new features are added is critical for any software appli-
cation to keep it current. Explain that the value of the applications in terms of their con-
tribution to business success will diminish more quickly if they are not kept current.
Emphasize the speed of software evolution, particularly in the area of security, and that
warranty does not cover software upgrades or minor software updates. Also, ask your

customers how they plan to support their applications in the future:

Do they have a support process in place?

What will they do if the software fails, or negatively affects their network?

Do they have access to a customer call center or IT group that can quickly

resolve issues?

What happens if they need technical assistance at night or on weekends?

Mention also that if they would like to upgrade their applications in the future and do
not have service coverage, the price of purchasing these upgrades will be greater than the
cost of a service contract. Remind them that future additions to their network may not be

compatible with their current application, resulting in unexpected additional costs.

Objection

There is no budget for service.

Response
Ask your customer about the business reasons for the investment and show how includ-
ing service can help to reduce total cost of ownership and build in investment protection.

Position technical support services as an essential extension of the technology investment.

Mention that the cost of one service call can be as expensive as the contract itself and
that the customer receives all the benefits (Next Business Day Advance Hardware

Replacement, etc).
Discuss Cisco Systems Capital financing solutions with your customer.

This is also another scenario in which Cisco SMB Support Assistant may be appropriate.
Be careful to position it as a “right-sized” alternative to Cisco SMARTnet for the commer-
cial market. Discuss the customer’s needs and show how Cisco SMB Support Assistant
addresses them. Note that if Cisco SMARTnet is clearly the right offering for the customer,
then selling Cisco SMB Support Assistant may actually be counter-productive. You may
create expectations in the customer’s mind that the commercial-focused package cannot
fulfill. Always ensure that there is a genuine alignment between the customer’s budget and

service requirements and the service solution that you are recommending.



Marketing Support

Marketing campaigns can help you generate new business and/or reinforce the reason for
buying services. Cisco Campaign Builder, formerly Collateral Builder, can help you create
customizable e-mail blasts, postcards, ads, flyers, and more to build customer awareness,
while reducing time-to-market and overall costs. Campaign Builder is for Cisco
Registered, Certified, and Specialized Partners in Australia, Canada, France, Germany,

Italy, Latin America, New Zealand, the United Kingdom, and the United States

For More Informatiion

To access Campaign Builder from Cisco, go to:

http://www.cisco.com/go/campaignbuilder

We have provided examples here to help you get started. More resources can be found in

the Campaign Builder tool.
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You can find extensive sales, marketing, and training material on all Cisco service offer-

ings by visiting the Cisco Technical Support Services Portfolio Introduction page:

http://www.cisco.com/go/tss.
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