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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

= Increase customer
satisfaction

= Expand your relationship
with your customer

Uncovering Service Sales Opportunities

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 with Cisco®

hardware or software that is not covered under an existing Cisco service agreement.

Uncovered equipment is Cisco hardware or software sold without
the added benefit of Cisco service.

This sales guide is part of an ongoing Cisco effort to increase your service sales effective-
ness by helping you sell Cisco services at the very first sales opportunity, secure additional
revenue through targeting uncovered equipment, and better capture opportunities to sell

service renewal contracts.

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 start marketing campaigns quickly to promote the value of services and

generate demand.

For more information about selling services at the very first sales opportunity, please refer
to the “Making the First Sale” series of sales tools, which includes a comprehensive sales
guide, an at-a-glance reference tool, a PowerPoint-based learning module, and a quiz to
help reinforce the learning process. The “Making the First Sale” materials can be found

at http://www.cisco.com/ca/go/arm/resources.

Selling Services: Addressing Needs Created by Uncovered Equipment
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.
Customers will buy service more readily if you show them the value it can deliver as

part of a complete solution.

And yet, for a variety of reasons, your customer might have purchased a Cisco network-
ing solution without the added benefit of Cisco Technical Support Services. Or the cus-
tomer might have chosen to cover only a portion of the network solution. That means
that your customer is inadequately protected and that you have an opportunity to help
your customer see the additional value created by having service contracts on all of the
customer’s Cisco equipment. The most effective way for you to help your customer see
this value is by showing how Cisco Technical Support Services can help solve business
problems and by timing your sales approach to coincide with critical moments in your

customer’s decision-making process.


http://www.cisco.com/ca/go/arm/resources

Focus on the Business Need
The “Making the First Sale” guide provides an overview of some business factors that
can influence your customer’s need for Cisco Technical Support Services. These factors

also affect your customer’s need to fully cover all Cisco networking solutions.

The “Making the First Sale” guide can be found at

http://www.cisco.com/ca/go/arm/resources.

Customers need their networks up and running—Today, businesses of every size are highly
dependent on their networks, and these networks need to stay up and running to
enhance productivity, revenue, and business credibility. 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 overtime and travel
expenses. By including service when they invest in Cisco technology, customers can
protect their investments and increase the contribution that their networks make to

their businesses.

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 sup-

port the business by operating at its full potential for the duration of its working life.


http://www.cisco.com/ca/go/arm/resources

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 emer-
gency repairs or impromptu service calls. The cost of a service contract is rapidly out-
weighed by the costs to the business of any downtime, not only in terms of cash, but also

in terms of credibility and lost business.

Customers need to maintain a competitive advantage—Keeping network elements current
with the latest features and enhancements aids business in quickly and efficiently imple-
menting 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 cus-
tomers 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 SAS
— Cisco Software Application Support plus Upgrades (SASU)

Cisco SMARTnet and SMARTnet Onsite

Providing World-Class Support

Cisco SMARTnet services and SMARTnet Onsite can help commercial customers acceler-
ate 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 replace-

ment parts at a customer site.

For more information on Cisco SMARTnet services and Cisco SMARTnet Onsite, please

go to www.cisco.com/en/US/partner/products/svcs/ps3034/ps2827/ps2978/serv_home.html.

Table 1 shows general tools to help Cisco SMARTnet services customers support their
networks.

Table 1. General Tools to Help Cisco SMARTnet Services Customers Support Their Networks
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www.cisco.com/en/US/partner/products/svcs/ps3034/ps2827/ps2978/serv_home.html

Table 2 shows security tools to help Cisco SMARTnet services customers support their

networks.

Table 2. Security Tools to Help Cisco SMARTnhet Services Customers Support Their Networks
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Table 3 lists voice tools to help Cisco SMARTRnet services customers support their

networks.
Table 3. Voice Tools to Help SMARTnet Services Customers Support Their Networks
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Cisco SMB Support Assistant

Protecting Network Investments

Cisco SMB Support Assistant is a service option that provides technical support to small
and medium-sized businesses using select SMB-class products targeted to organizations
of up to 250 employees. 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 provides 8x5 access to the SMB TAC, advanced hard-

ware replacement, and minor software updates.

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

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

Cisco Software Application Support Services:

= Cisco Software Application Support (SAS)

= Cisco Software Application Support plus Upgrades (SASU)
Providing Increased Return on Investment, Strengthening Application Functionality
Cisco Software Application Support (SAS) and Cisco Software Application Support plus
Upgrades (SASU) help to keep mission-critical software applications, like network man-
agement and voice over IP, current with application updates to strengthen application

functionality and to increase the return on investment.

SAS and SASU include minor software

updates, minor version releases, comprehen-

Table 4. Comparison of Cisco Technical Support Services Features
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For more information about Cisco SAS and SASU, please go to:

http://www.cisco.com/en/US/partner/products/svcs/ps3034/ps2827/ps2993/serv_home.html.

Table 4 compares Cisco Technical Support Services features.

o
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Timing Your Sales Approach to Seize the Uncovered Opportunity

After you have made a sale, it is vital to make a follow-up call to help ensure the cus-
tomer is satisfied with the purchase. This is a great opportunity to learn about how the
customer’s business continues to evolve and to discuss how Cisco Technical Support
Services can help the customer continue to achieve its goals. If your customer did not
purchase a service contract at the outset or chose to cover only part of the solution, this
is an optimal time to get the customer thinking about expanding service coverage to

include all Cisco hardware and software.

Timing your approach correctly can reinitiate the service discussion and open the door to
securing expanded service agreements. There are a number of critical milestones for you

to seize this important opportunity.

90 days after the first sale—At this point, the Cisco solution is fully implemented, and
the customer has begun to experience the benefits to its business. Remind the customer
that the warranty coverage has ended and the customer should consider protecting its
investment with a service agreement. For those customers who decided to rely on in-
house support, this is an ideal time to check that everything is operational and to discuss
how to maintain the successful installation. This is a perfect opportunity to approach the

customer again regarding the value of a service contract.

When there has been a problem—This is probably the next best time to approach your

customer. Your customer has experienced the real effect of what happens when something
goes wrong. The customer might even inquire about service without additional prompt-
ing. If not, however, never try to sell service until the problem has been resolved. The
ideal time to follow up is about 30 days after resolution. Take the time to look at what
happened and conduct a “lessons learned” evaluation. Use the evaluation results to see

how a service contract would have avoided or helped to avoid the problem. In all likeli-

hood, this will also be an opportunity to sell professional services.

At the time you renew other contracts—When renewing existing service contracts is a
good time to look for other equipment that the customer might have that is not cov-
ered under a service agreement. Showing the value that the customer has received on
the existing contract will help demonstrate the value the customer can receive from
covering the other equipment in the network. This is usually a discussion with the cus-
tomer strictly about services and the benefit received from a service contract, so it is
a time where the customer can specifically focus on service issues. You might discover
other equipment, purchased from other sources that the customer has, that does not
have service contracts. This is a good opportunity to get an entrance into other areas

of the customer’s network.

When adding to an existing network—When equipment is being added to or replaced on
an existing network is a good time to look for other equipment that does not have a
service contract. This will add to the “first sale” total solution. The complete network

is covered, so the customer receives the full value of the installation.



Best Practices for Selling Service on Uncovered Equipment

Understand the Cisco warranty—You need to know exactly what the Cisco warranty
covers on each piece of hardware and software and when it expires. Remember that
customers often refuse service because they think that the warranty will provide pro-
tection, so it is essential to arm yourself with the knowledge that will help you counter
this argument when the time comes. Cisco products come with one of the warranties

summarized in Table 5.
Table 5. Understanding Cisco Warranties
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Help your customer see the benefits of Cisco Technical Support Services over the

standard warranty by reviewing the information in Table 6.

Table 6. The Right Support Features
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Create a database to manage the process—The most successful Cisco service resellers are
those that have a system in place to help them track service opportunities, which they use
to promote selling activities. You might already have something in place, but if not, invest-
ing the time up front to create a simple system to help you manage your opportunities will

make the process of selling services for uncovered equipment more effective.

Consider including the following fields in your database tracking system for each

individual sale of Cisco equipment:
e Date of sale

e Equipment sold
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Table 7. Sample Customer Database Report

e Warranty details for each type of hardware or software solution
e Whether or not service was sold with the solution

— If yes, details of service program sold: Cisco SMARTnet services, SMB Support
Assistant, SAS/SASU

- If no, reasons why customer declined: relying on warranty, in-house
resources, budget

¢ Follow-up strategy
- 90 days after sale
— When there has a been a problem
— At the time you renew other contracts

— When adding to an existing network

Your follow-up strategy might consist of a face-to-face meeting or a phone call. You
might also choose to use the Cisco marketing materials such as e-mailers or direct

mailers to help you sell services on uncovered equipment.

Your database might end up looking something like Table 7.

The primary takeaway is that you need some sort of system to help you:

e identify the critical moments when your customer will be most receptive to purchasing

service coverage,
¢ build an action plan,

e track your performance.



Track response rates for marketing campaign activities—The database best practice
described earlier lists three different marketing communication methods: e-mailers,
phone calls, and direct mailers. It is important to track the response to these different
media. Cisco resellers state that different approaches work for different customers. For
example, an e-mailer might produce a response of 10 percent, and a mailer might also
produce 10 percent; but it will be a different 10 percent. Eventually, you will discover
which customers respond best to phone calls, which prefer e-mail, and so on. The most
important thing is to keep tracking and recording variables until you have refined your

strategy for each customer.

Lead with the right offering—Doing your research is important, so you can lead with
the right service package. You can use Figure 1 to help you determine which program

to propose.

Figure 1. Service Program Decision Guide

Cisco SMB
Support Assistant
_ T NBD
Minor Regular
SMB SMB Software Business
AT Tools Class Operating Updates Hours Advance
P —— —>» Applications —> System —>» Response —>»  Replacement
PP Software
Enterprise Complex Upgrades 24/7 ¢ Faster
Tools
SMARTnet 24 x 7 x 2
SMARTnet 24 x 7 x 4
SMARTRet 8 x 5 x NBD SMARTnet 8 x5 x 4

Use Cisco SMB Support Assistant—Cisco SMB Support Assistant is particularly valuable
when selling to smaller businesses that have uncovered equipment, because it gives you a
fresh story to tell. Cisco SMB Support Assistant has been tailored to the needs of smaller

businesses and is a great proposition to put to these customers.

Cisco SMB Support Assistant is a cost-effective support and maintenance program that
delivers help tailored to the needs of your customer’s business and network, lowering the
customer’s total cost of ownership and providing higher operational reliability. However,

remember that Cisco SMB Support Assistant covers only specific Cisco products.

For up-to-date information about which products are supported by Cisco SMB Support
Assistant, please go to
www.cisco.com/en/US/products/ps6193/serv_datasheet0900aecd8025e¢842.html.


www.cisco.com/en/US/products/ps6193/serv_datasheet0900aecd8025e842.html
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Handling Objections

As you roll out your strategy, you might encounter the same sorts of objections as were
raised at the point of first sale. Refer to the “Making the First Sale” sales guide for more
information about handling objections at the point of first sale.

http://www.cisco.com/ca/go/arm/resources

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 Cisco warranty covers repair and replacement of defective parts, whereas Cisco ser-
vice contracts cover the life and functionality of the solution after it is installed and
working. Your customer’s warranty will expire. Remind your customer of the warranty
status and be sure to list any equipment for which the warranty has already expired.

Then describe the additional benefits of Cisco service.

Objection

I’m sure my in-house staff can handle anything that comes up.

Response

Ask how the customer is handling Cisco OS Software updates. Remind the customer that
Cisco OS Software updates are only available on products with service contracts. Discuss
the need and benefits of being able to update Cisco OS Software. Ask the customer if ser-
vicing equipment is really the best use of its in-house team. 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 the customer’s core business. Also discuss the expertise of the in-house staff.

Does it have the necessary knowledge and experience, especially on new technologies?

Objection
I still do not have budget.

Response
Revisit the cost of downtime for your customer. Ask your customers how downtime

affects:

¢ Employee productivity

e Customer and partner relationships
e Revenue

¢ Financial performance


http://www.cisco.com/ca/go/arm/resources

This will give you a framework for showing that the initial expense of a service contract
is far less than the effect of not being adequately covered. This is also an opportunity to

discuss Cisco Systems Capital® financing solutions with your customer.

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

Response

A good topic to explore is whether the network has changed or any new applications have
been put on the network since the customer originally purchased the equipment. Remind
the customer that service can increase return on investment and can help reduce total
cost of ownership over time. It enables 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 the Cisco investment in innovation and keep its infrastructure current
with the leading edge of networking technology. Emphasize the value of software down-

loads to help ensure that the customer has the most current versions.

Marketing Support

Marketing campaigns can help you generate new business and/or reinforce the reason
for buying services. These resources can also be used to communicate to the customers
you have identified with uncovered equipment to help them understand the value of
services. Campaign Builder from Cisco 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.
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For More Information
To access Campaign Builder from Cisco, go to http:/www.cisco.com/go/campaignbuilder

We have provided examples here to help you get started with your marketing campaigns

to sell service for uncovered equipment. More resources can be found in the Campaign

Builder tool.

Full Page Ad Half Page Ad

Flier Direct Mailer


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

Web Banners

E-Mailer

You can find extensive sales, marketing, and training material for all Cisco service
offerings by visiting the Cisco Technical Support Services Portfolio Introduction page at

www.cisco.com/en/US/partner/products/sves/ps3034/ps2827/serv_group_home.html.


www.cisco.com/en/US/partner/products/svcs/ps3034/ps2827/serv_group_home.html
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