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tems Inc., headquarterad in San Jose, Calif..
“You've gat to sit down with that customer and
understand their business neads. What do thay
want to accomplish, and how can the technalogy
address that?"

If'= a matter of establishing where the
customer wants io be in the nest 12, 24, and 36
months, Stanton says. “You need to make sure
that not anly does that initial implementation ga
wall, but that the integration partner has pre-
seribed the right platform, so that, as the busi-
neess's needs change and grow, the [communica-
Lires salution] can grow and evabee with them,”

“Establish the scape,” savs Pierce, “Are we
lalking abaut just & single location, or & number
of locations? Are 3l of these locations, just 2 few,
of qust ene [getting the ValP irstallaton]?

2. Establish the Goals
Why is the business considering @ mave to ValP?
Jim Cavanagh, knowledgs transfer sgant &t At-
lanta-based The Consultant Registry, says it's
one af the first things he asks. “And they oftan
give me that desr-in-the-headlights look that
says: “Are you stuped? This & the future.™ Thay

may have heard tha buzz about tremendous cost
savings," Cavanagh says. However, he adds, "A
Iot of them find out that Vial P may cost a certain
percantage mare than doing it the old way.”
Also, he says, “Tha really compelling reason to
make the shift to VolP is manufacturer discan-
tinuation of thesr equipment.”

Therefiare, advises Cavanagh: “Make absolutaly
certain that the customer is doing this for the
right reasan, The custormer will respect you and
vou'll have a batter relationship, long-tesmn, i
vou're taking their side.”

Teed Witllinglord, foundier and emsculive can-
sulant for Ehyria, Ohio-based 1T consulling T
Best Technology Strategy, says that relying too
heavily Lpan camar savings 5 a means of jus-
titying the cost of the project is a prirme pitfall,
“If your target saings delta sn't met, then you
end up blowing your project budget o you don't
get the ROI you were expecting by engaging
in the praject,” he says. “I've s2en it happen
over and ouer.”

‘Wong af Metwark Architects calls selling ValP
solely an the basis of saving maney on long-dis-
tance costs “a five-year-old model.” The message

his company tries to corvey to customers is: “The
rearson for daing WolP is the productivity benefits
you get whan yau integrate the telephone and a
computer together, and what that can do.”

3. Educate the Customer
Educating the customear and properly setting ax-
pectations are closely intertwined. Joe Scotto,
global director for small bussness solutions mar-
keting at Avaya, headguartensd in Basking Ridae,
N.J., observes: “Thene are going to be fewar pit-
falls with larger businesses,” as the larger finms
usually e in-hause 1T staff who can spesk the
technical linga, Bul for smaller businesses,
“Ihene's ess thiat they understand, o the onus &
an the VAR o educate and really make sure that
what they ane saeng 1s setting the right expecta-
tuans—and making sure that the customer really
understands what It means,”

Scotto s that 2 situation in which ecucation
i needed “oould be sormething like softphane us-
age. [A softphone is software used for making
calls cwer the Infermet using a computer.] Some-
ane wha's familiar with softphones has an expec-
tation aof the quality, bacause they know that the
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