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About the Study

A series of interviews were conducted between May 16-21 with a commercial sales team cohort
of MySales App (v.1.2.1) pilot users.

Research aims to inform feature prioritization, identify reasons for disengagement, and assess
overall value proposition for pilot users.

Prior surveys are found here and here.

Raw Data, Suggested UX Changes, and User Guide are included in the Appendix.

Contacts: Al Youngblood, Sheri Rosenbaum, Brei Ballog, Rob Faichney,
Paul Sturrs, Alisa Robinson, and Drew Mullaney
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http://intranet.dell.com/marketing/global_online/gsd/Research Projects1/FRS-Mobile-App-Survey.pdf
http://intranet.dell.com/marketing/global_online/gsd/Research Projects1/MySales-App-Rep-Survey.pptx
https://dell-tx.sharefile.com/d-s19c1320c3ab4e4c9

Research Timeline
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FRS Survey & App Feedback
‘ = ‘ . “ . ‘ Apr
5 First Round App . Sedcgnd
emo Survey Feedback oun urvey
(AE, AM) eedbac (Rep)
Global SFDC

& SF1 Survey
(August 2017)
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Pilot Interviews

Pilot June
Interviews Release


http://intranet.dell.com/marketing/global_online/gsd/Research Projects1/SalesforceWW-Survey-10182017-FINAL.pdf

Users

Seven accounts. Tier 1A (Stock

P1-Jarrett P Account Manager 4 4 years exchange, Healthcare, critical Australia (Sydney) Link
infrastructure, Real estate)
West commercial and public
ISR (Account Public state and local governments, K- .
P2—LaurenT Manager 3) S years 12 ,Higher education, Other Corporate USA (RR) Link
Accounts
: . K-12 public education sector, Australia
P3 - David B Account Executive 1 8 Years Department of Education Queensland (Queensland) Link
T
=
GEJ P4 — Kevin L Account Executive 4 10.5 years Tier 1 Accounts Australia (Sydney) Link
5
O . . State Governments. 6 Departments .
P5 — Nick M Account Executive 3 3 years Agencies (5 Sub-departments) Australia (Sydney) Link
. . New ACQ, R&D, Tier 1 Accounts Australia
P6 —Ingrid T Account Executive 4 2.5 years (Northern Territory Governments) (Queensland) Link
. . Medium Business, New ACQ, .
P7 — Nick M Account Executive 1 2 years Architecture/Law (300 Accounts) USA (Chicago) Link
P8 —Tina P Account Executive 1 3 years Medium Business, New ACQ, USA (Houston) Link

Customer for Life (300 Accounts)
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https://dell-tx.sharefile.com/d-s91dd8542cd44f0b8
https://dell-tx.sharefile.com/d-s38120a210334e5a9
https://dell-tx.sharefile.com/d-s6c879e3d47b47378
https://dell-tx.sharefile.com/d-sd1dd864ffd94f378
https://dell-tx.sharefile.com/d-s4b4ed36cdd3420f9
https://dell-tx.sharefile.com/d-s89a90c0b5ff4104a
https://dell-tx.sharefile.com/d-s86ccdfdc1b94608a
https://dell-tx.sharefile.com/d-sab8dc9295ca49628

User Profiles

Account Inside Sales Account
Executive (AE) Rep (ISR) Executive (AE)

Low Volume High Volume Accounts
Dedicated Accounts Named Accounts AE owns the account, or leads the
relationship with the customer; AE

Low volume account AEs tend to have ISRs are central points High-volume account AEs are given a typically signs off on the quotation
less than 10 accounts. They have a of contact for account territory or zip code, and service clients and serves as decision-maker on
smaller support team. Much of their maintenance, including in a transactional capacity. Some of their the account; Interfaces directly
day is spent dealing with customer action item follow-up, accounts are former customers, or on- with customer as needed, esp.
escalations related to orders, service service requests, and going service commitments. There is a escalations and service requests.
requests, and account maintenance lead follow-up lot of road-travel for this AE. Assembles service team support.

These are snapshots of the users in the study. More research is needed to
understand the full scope of MySales App users
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Executive Summary



“It's 100x better than the SF1 app. It's concise
and what | need.”

- P8 Tina (AE)



Executive Summary

MySales App users excited about prospect of better SF1 alternative
Core functionality captures essential MVP on-the-go features.
SF1 is what they are using but wish for a better app.
Users agree they would be more productive vs SF1 (minimum 2 hours/week).

App Experience is highly usable and Information Architecture is sound

Essential components of the MySales App fit well together to enable sales work.

Bottom Context Switch (Accounts, Deals, Sales Portal) is intuitive.

Users understood Page Lists (Account, Deal, Service Requests, and Orders).
Relational model of Account/Deal to Subpage (Overview, Details) made sense.
Standard conventions of app dialogs and menu systems easily learnable.

Internal Use - Confidential
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Executive Summary

Lack of Engagement is due to data, training, and installation issues
Users don’t regularly uninstall and reinstall new versions.

Perception that app data isn’t accurate (Example: P6-Ingrid unable to view accounts —FIXED, P1-Jarrett
only showing perimeter funnel, distances in miles not kilometers).

Users felt they needed a quick tutorial on the app.

Several Key Changes Needed to Refine Experience
All Refinements appear as prioritized list in Detailed Findings
Minor UX changes, layouts improve the user experience

Additional functionality for editing scenarios (Trip Report), Improved Sorting/Filtering (Pipeline &
Opportunities, Deals), and Improved Search.

Internal Use - Confidential
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Suggested UX Changes (Critical, High)

11of Y

Priority Screen Recommended UX Change Guidance & Rationale
Homescreen: . . Users worried that client or other competing rep would view that information. It should be
" L Protect Commission detailed : . . .
Critical Commission information available but demoted to less prominent page view, or at least have some kind of password
Summary protection toggle
Account Info: Tri Users need the ability to add and edit a trip report; Reports are created usually after a client and
Critical Report - 1P Add ability to Create and Edit verbally dictated on-site or transcribed into SFDC later in the week. On-site notes are more
P accurate immediately after visits
Currently % Probability is listed under Deal Name; users want an ability to view a column that
High Deals: Overview Add column for % Probability displays the % probability assigned to each deal; They expected a column (%) next to the
amount ($)
High Deals: Overview Add ability to Sort Deals U.sers wanted t_o_ sort deals pased on Amount and Probability; Default would be deal with the
highest probability (descending)
Users expected that note found in Account:Account Info:Deals:Details should also appear in
High Deals: Details Add Deal notes to Deal Details Deals:Deal Details. They reference deals directly from Deals, more than from the Account
section.
High Order: Details Add Shipping Information When discussing missed shipments users need to know where that order was shipped to

Critical UX changes are those that are “showstoppers” or otherwise lead the user to disengage with the app. These are strong
blockers which need to be reviewed first.

High UX changes prevent the user from achieving their task or otherwise achieve their goal. These are mild blockers since
the user will need to use another tool to complete the tasks which can lead to user frustration.
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Suggested UX Changes

(Medium)

Priority Screen Recommended UX Change Guidance & Rationale
Medium-High Deal: Details Add ability to Edit Deal notes Several users wanted to be ab_le t_o edit deal information; likely the_y would (_:hange this information after learning new
and/or more accurate information; could be on the road or after client meeting
Medium-High Overall Add User Settings Page A settl_ng; page is needed to enable users.to_custpmlze th.elr experience: Search default (Account, customer), Show
commission numbers, Homescreen commission view or Pipeline view, etc.
Users didn’t want specialized information like EMC UCID Account ID on their overview, but there is a need for
Medium Account Info: Overview Add More Details Screen specialized information like Affinity ID (see below); Suggestion is to create a link called “More Details” to another
screen which has more refined information like Affinity ID, EMC UCID Account ID, etc.
Medium Account Info: Overview Promote Trip Report below account details Users read trip reports to catch up on customer conversations, rather than notes.
s Account Info: Trip Report Add Action Items Field Dl'str'lk.)uted account teams need to coordinate follow-ups with internal support. Action item enables internal teams
prioritize next steps
Medium Account Info: Trip Report Add ability to filter by Team or Segment Notes from different accounts may be mixed W_hen d_lsplaylng chronologically (descending); Users want an easier way
to group notes by team members (or segment in which those teams work)
Medium Account Info: Overview Demote Account Team to bottom of screen Users already know their account team members; Rarely need to message or call them
Medium Account Info: People tab Swap Customers with Account team Users prioritize customer information over account team members
Medium Overall Make default Search by Customer Us_e_rs are cust_omer-focused SO when searching think about customers, rather than accounts, especially in lookup and
editing scenarios. Default options for search should be by customer
Medium-Low Deals: Details Reorder Fields Reorder Opportunity fields as follows: Opportunity Type, Solution Type, Book Date, Stage, Product (Solution Type)
Medium-Low Account Info: Overview Thls. Bl S'.:D.C ST L}sers BN This is from SFDC Survey. Users wanted to view the Affinity ID (as available)
to view the Affinity ID (as available)

Medium UX changes hinder the user, or get in the way, of the user from achieving their goal. User must perform additional
actions to complete the task.

Internal Use - Confidential
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Suggested UX Changes (Low)

130of Y

Priority

Screen

Recommended UX Change

Guidance & Rationale

Low Homescreen: Chanae Tab label to “Attainment” Users were confused about whether blended attainment was accelerated attainment or
Blended Attainment 9 standard attainment. Changing this label makes tab less confusing to users
Low Account Info: Notes Tie Notes with Deal If there are any existing deals associated with notes, users want to click through to that deal.
Users wanted to know when there were two kinds of changes to a specific account: Deal-
Low Overall Add Alerts/Notifications Feature based [esp. big changes to deal status] and Account-based [changes to shipping, billing
addresses]|
Ability to increase or decrease font One user thought that font was too small. When on the road, in poor lighting conditions, this
Low Overall . . S
size might be a factor when reviewing long notes.
Integrated geolocation functionality Users want to minimize the inputs that they are required, especially for new contacts and
Low Overall . . . : . .
into auto-population of data editing scenarios. Geolocation could be used to lessen this burden.
Low overall Add User Guidance _Users prefer to have :che app give all the gwd_anceT that th_ey need, but there are some
instances where they’d want to explore functionality outside of what they do
; ; Add additional shipping address Shipping address misdirection is a common cause of order delays. Users want to first verify
Low Order: Details . . . " .
information that the address is correct before any additional actions.
Account Info: Add channel and/or reseller Sometimes customer don’t know that AEs know they are working with channel partner, so
Low . . . . o .
Overview information customer makes transaction more difficult than it should be

Low UX changes are added value to the user experience that enable the user to complete their tasks more efficiently, or add a
layer of sophistical to the overall feature functionality. These can be reviewed last
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Homescreen



Users Expect Data Privacy B

($° MySales *  AEs are typically in front of clients and other account team members most
e ar Bty | Blaliied AR of the day, so they are sensitive about business critical information.
i - While good for understanding the big picture of earnings over time, or even
HTang Attasry arget Incentive . . . .
e 15?625_00 managing self-directed goals, more care is needed to protect this data.
‘ i - Users suggested password protection, or somehow hiding the tabs in a
e manner which leaves it less obvious
Eaming Attainment
| 1.88% | Need to
346 Accounts Visited ¥ Distance Protect
commission
Turano bakery May 15 924 mi
data
Aallied d ti May 15 9242 mi “ , . . .
— “ | really don’t want my client to be seeing my earnings.
o bR | prefer it to be password protected or at least not
American security s May 15 923 mi have it visible. For example, if | leave my phone on a
Kreher steel Mayls  9233mi table then, perhaps, someone could pick it up and

| He Deals | ka2 sales Portal view this information.” — P1 Jarrett (AE AUS)

o) —
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Attainment Needs Clearer View on Incentive

tommission Summa | Blended Attainment

Updated 05151618 = Q2-FY19 .
100

Blended Revenue Attainment

Metrics{Base) 1.78% 278.22

CCeIeTalons 0.0U
Maodifiers 0.10% 16,04
Total !

|  Deals | 7 sales Portal

Q =
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Clarify by Using
“Attainment”

|dentify Specific
Metrics and How
to Accelerate

Blended attainment is what is booked in comparison to Quota,
so it is a way of measuring goals as aligned to incentives.

Currently AEs are using SCORE to get a breakdown of metrics
related to accelerators/Gates and modifiers.

Product and Campaign Specific Incentives are useful to AEs,
so this can include accelerator programs (example: DellEMC
CI/HCI, Storage, Data protection rolling incentives)

P7 Nick (USA) — “This is basically all of the modifiers, and then
some of what we sell. Sometimes the modifier would be
storage. It's an incentive of the specific products.”

“You might have a gate in the ISG bucket, and you
don’t get the accelerators until you get the 80% ...
You need to know when the bucket is full, and
where it is kicking in so you are incentivized by
those modifiers.— P6 Ingrid (AE AUS)



Improved Search Needed Throughout App B

Improve Search Contexts

27 MySales

Search is an important feature to quickly
harvest data dense information when working
within a client encounter.

Commission Summary | Blended Attainment

Blended Revenue Attainment

High-Transaction AEs are constantly interfacing

Attainment % Commission(USD)

MetiosiBasd) 1.78% 57325 with customers, rather than accounts, so need a
Accelerators  0.00% 0.00 Select a Search Option better way to touch customer data quickly.

Modifiers 0.10% 16,04

Total

AEs need to search on Opportunities that are
e closing soon which are the most critical as they
are expected to close when an opportunity is
90% or higher.

“The biggest thing missing from this app is an
improved way to search on open deals (within
opportunities) .. The ones closing in 4 weeks.”
— P6 Ingrid (AE AUS)

| % Deals | a2 sales Portal

o] =
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Brief App Guidance Is Needed

«  Users expected for an app to be most useful if it were to be
easily learned without instruction manual.

*  However, users did want to ability to better utilize the app by
learning about all its functionality, and not just what they could
Al Youngblood learn by only using the app.

Feedback

Easy to Follow
Tutorial on Using
the App

Logout

“I've learned some things from training, a brief
training. But you can’t expect to sit with each
and every person 1-1 ... A quick overview would
be good.” — P8 Tina (AE USA)

Internal Use - Confidentia
18 of Y




Accounts



“| used Accounts literally 10 seconds before | hopped on this call. |
search the account I'm looking for and the information pops up.”

-P7 Nick M (AE USA)



Prioritize High Customer Touch

< Account Info QA=

Turano bakery 2731859776
B oa B & X ¢ F
' Pecple Notey Pecarts

EMC UCID Account ID 1003174191
& Account Team SEEALL 17 >

Amanda Deville
VMware Business

Development

o

Manager
o Customers SEEALL § >
anthony morelli e
@ Aecent Note SEEALL 3 >

Nominated Lee In Eloqua

Created by: Integration Lattice | Jan 3, 14

'ﬁ\ Accoumsl Y Deals | 7 sales Portal

Internal Use - Confidential
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< Account Info Q=
Alva-amco pharmacal companies 22248035

- @ | x ¢ /S
Vote ot 1ot e

Pacqbe n 1

&) Recent Note SEEALL 65 >

PO sent over for services renewal purchase

Will need new server and PC in the summer time
Created by: Kelley Kinney | Mar 15,17

’

Recent Trip Report

SEEALL 4 >

| |

TAE touch

Goal/Objective Business Dev

Dell Attendees Nick Mavricos

Customer Attendees Tom Plodzien
Nick Mavricos: #tae . | stopped by the office
and spoke with the receptionist. She tried to call
Tom, but he was busy on a meeting. | left him a

note on stationary.
i Accounts| v Deals| &2 sales Portal

Prioritize
Trip
Reports

Prioritize
Customer
Contacts

When scanning for account information, AEs
focus on customer-relevant data, including
customer team, trip reports, and contact
numbers

Trip reports are more salient than notes
since the AE creates trip reports and tends to
embed verbatim from client conversations.

P2 Lauren — “I really don’t know where the
notes are bring pulled from or how old they
are. It's nice to have the notes ... But | tend
to use trip reports for that missing
information.”

“Trip Report information is
important so if you have an action,
then you can follow-up and
address.” — P6 Ingrid (AE AUS)



Account Editing Freshens Customer Data

< Account Info Q=

Turano bakery 2731859776
M & @ @8 x ¢ /

Pocpie LS S

Nominated Lee In Eloqua
I Created by Integration Lattice | Jan 3, 14 Il

3/5/13- yao # goes to his wife. Left Anthony a
VM. Needs more research...

9/23/13- Found 708) 788-9220

8/8/13- Sent email to Steve and copied
Anthony Paynes

Created by Brian Rosales | Mar 11,13

01/09/13 tt jesse, said anthony is it dir and
person to talk to on this. storage deal lost, still
a need? sent em to anthony, lvm for anthony
morelli

09/11 lvm em for jesse, have storage deal
working with IT 1 Source

) . K called for Ie By ng e
'ﬁ\‘ Accoumsl * Dealsl 7 sales Portal
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< Account Info S
Alva-amco pharmacal companies 22248035

ma@dm x» /~

Title Date
TAE touch May 17
LOB’s Discussed Goal/Objective

Business Dev
Nick Mavricos

Dell Attendees

Details

Nick Mavricos: #tae . | stopped by the office
and spoke with the receptionist. She tried to ca
Tom, but he was busy on a meeting. | left him a

EEAAAR A L 2

Title Date

TAE Touch Jan 17

LOB's Discussed Goal/Objective
Business Dev

Dell Attendees Nick Mavricos

Customer Attendees Tom Plodzien

Details

Nick Mavricos: | stopped by the office to try
to talk to tom about the open opp that he has

Ability to
Create and
Edit Account

AEs spend considerable time in front of clients
and learn new information which is captured in
trip reports and account notes.

Static account information, while useful for
lookups, limits the user from adding fresh
customer data to accounts.

Users need to have confidence that the
information contained is the latest most
actionable data.

AEs were required to have 9 customer facing
contacts per week

“There are a lot of data
inaccuracies on SFDC.”
— P8 Tina (AE USA)

Information
ﬁ Accoumsl Y Deals l /" Sales Portal



Leverage Geolocation to Reduce User Burden B

< Account Info o - High-transaction AEs are using offline Google Maps information to plot
Tirang bikery 2731859776 address locations of customers that need visits.

M a @ @ x ¢ /F
~wupre Nutes Beporn

- All users believed that Visits in the Account List were tied to the Trip

Sales Rep River Holley Report when they were created
GROCERIES AND .
Industry RELATED PRODUCTS, «  Users expected to lessen the burden of creating new contacts
NEC
6501 ROOSEVELT Enable Geo
Billing Addres RD, BERWYN, IL, US, :
: s Information to
Populate Into
Distance Q 924 mi Eeatures
EMC UCID Account 1D 1003174191 . . . .
= “Geolocation is the most important feature. Like
o Ao Ammo - e Facebook, why not allow the app to check into a
0 P location which is my client (or nearby) and use
Development (LI~ that? To update trip reports. It's about
b productivity.” — P4 Kevin (AE AUS)

ﬁ Acc0unts| Y Deals | o2 sales Portal
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Deals & Opportunities



“It's great | can look at a customer and look at their pipeline and
see when the opportunity is set to close. It's appealing especially
at the end of my sales period.”

-P1 Jarrett (AE AUS)



Critical Deal Info Needs Reprioritization

3" MySales

Opportunity Pipeline

Plan
Discover
Qualify
Propose
Commit

Win

442 Deals Amount
W m a consulting engineers - . USD 99K

Qualify - 30%

U19 data center restructure usD o0
Plan-1%

Fp international - precision .. USD 4.2K

Win - 100%

Gk medical management - md +

I
h Accounts

S[) T
|ESales Portal

5 =

Ability to Drill down on
Deals by Sales Stage

Opportunity Name
Storage-SC5020
Account Name
JOHN'S BYRNE CO

Opportunity Type

Deal/Bid - Direct

Domain

Basic Hardware/Software Sale
Solution Type

Datacenter- Hardware Refresh

Solution Name
Storage

Amount
USD 25000.0

Stage
Discover - 10%

Book Date
2018-08-03

End User Contact

Daninn

Reprioritize by Sales Stage
(%) and Closing Date

< Deal Details Q

BT Ut vuITTaOut

Region
ABU

Primary Competitor
Unknown

Product Details

Product Name:

Dell EMC SC5020

Unit Price USD 25000.0
Quantity 1.0
Service Support ProSupport
Add Deal
Details Info

Users organized their
client focus based on the
position of the customer
on the pipeline

Deals closer to closing
were most important

Sorting by Valuation ($)
and Percentage (%)
needed

Opportunity Pipeline
should be considered as a
Homepage view due to its
importance as a reference
on Deals and Accounts

“The focus on pipeline is

to close the deal.” — P3

David (AE AUS)



Users Need Quick Access to Impending Deals [

< Account Info Q= * When reviewing deals, all users wanted a better way to access and
Alva-amco pharmacal companies 22248035 view deals that are about to close or are later in the sales stage. AEs
N \; p are assessed by closing metrics on their pipeline.

It iRm - Repirts . ortlar

Peaple Notes

Title Date *  AEs are expected to close deals in the 90% range or higher.
ALVA-AMCO PHARMACAL Jun 29 -

SE’:‘S’;:{'::A:V'“ SSC::::”‘" Ability to - Deal Details contain a wealth of information that should be accessible
USD 15,000 Sort via from other app views (Example: Deals: Details).

Details Sales Stage

5/25 isr je- customer is looking to refresh a one- .

Some users felt that editing Deal info wasn’t necessary because they
typically would have ISRs (support team) update those details, but
they expected the information to be fresh

off sql server next month

Title Date
ALVA-AMCO server refresh ep 7
Unweighted Rev  Stage

USD 1 Qualify - 30%
Details P
06.04 TSR KKinney get a meeting scheduled for romote
calls Deal ) .
Details Currently | go through my funnel with ISRs
Title Date
ALVA-AMCO PHARMACAL Dec 28 w_ho then look at SFDC and then _refer back
COMPANIES - Alva-Amco with my manual notes.” — P3 David (AE AUS)

Laptops/Peripherals Ablllty to Edit
) Accmmls' | o7 sales Portal Deal Info
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Trip Reports



“Part of my role are trip reports. This is the bane of all AEs.”

-P5 Nick M (AE AUS)



Users Need to

< Account Info Q=
Alva-amco pharmacal companies 22248035

e @ 8 x ¢ 7
Title Date
TAE touch May 17
LOB's Discussed Goal/Objective

Business Dev
Dell Attendees Nick Mavricos
MOV T TN T 5 S 1B 2 [T+ 7T
Details
Nick Mavricos: #tae . | stopped by the office
and spoke with the receptionist. She tried to call
Tom, but he was busy on a meeting. | left him a

note on stationary.

Title Date
TAE Touch Jan 17
LOB's Discussed Goal/Objective

Business Dev
Nick Mavricos X
Tom Plodzien

Dell Attendees
Customer Attendees
Details

Nick Mavricos: | stopped by the office to try
to talk to tom about the open opp that he has

ﬁ’ Accoumsl Y Deals | o2 sales Portal
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Create and Edit Trip Reports

Ability to
Create and Edit
Trip reports

Ability to
quickly find a
customer

Trip reports are critical because they capture the essence of a
conversation with a client, including statements of current and future
business.

AEs may go for weeks without contacting a customer directly, so they
need a way to remember critical discussion points to continue the
conversation.

AEs take notes directly manually, dictate them via a phone voice app
(or SF1in i10S), or type into their laptop. Sometimes in the Car.

Fuller trip reports are created at the end of the week, and can take
between 1.5-2 hours weekly. AEs are encouraged to complete them
weekly which is often on Fridays.

“Sometimes you have the luxury of a meeting, but
often these are really coffee meetings, or sometimes
in the elevator. You need a way to capture that,
because once its gone you won'’t have it anymore.”
— P4 Kevin (AE AUS)




Service Reqguests



“That service request information is invaluable right before visiting a
client so I'm in the loop before meeting a customer. It's all about
being proactive for business.”

- P5 Nick M (AE AUS)



Service Escalations Cause Account Churn

< Account Info Q= ' .

AEs are at a customer level and are often the ones who

Kirkland & ellis, llp 727393618 etail hear last about what has happened on a customer
Mo @ @ xSk S account related to service requests.
------- " Mople Nutes Repens Dl O win ¥ 962336687 Open
Case ID Created On Severity ~ Open SR Title Open since AEs estimated that they spend about 2-3 hours weekly
since ine- . . . . .
ctbioln Fiis Medium: 178Daye g::::‘:j':;‘gr‘:femu 200y dealing with escalations for service requests.
Title
Online-Returns - Return for TDE¥OA0BS0TT0 .
O B REI0IR00) Substatus Severity AEs need to have all service staff notes and follow-ups
& Unassigned available so that they can discuss what is being done
ase 1D Created On Severity  Open . . . .
since Crested On Cronted by about an issue directly with a client.
043686816 Feb11,17 m 473pays | | Mar19
Title Last Comment . « .
SR Created by MSS NA ‘ ‘ P4 Ingrid — “We need all requests. Right now they are
erShip only Dell and not EMC.”
Owner Priority
4-Low
BLJ 11 - . -
v et Typically a client will come to me because a
service hasn’t happened. They aren’t being

& Accountsl Y Deals | o2 sales Portal
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Fal Accounts | Yk Deals | o sales Portal

Organize Service
Type and Notes

looped in ... Maybe one has been outstanding
for 20 days. We need to be proactive about
this.” — P6 Ingrid (AE AUS)



Orders



Users Want Interactive Order Details B

< Order Info Q= - AEs are at a customer level and are often the ones who hear last about

TR what has happened on a customer account related to service requests.
Ability to view
d Purch: Ord .o . .

e il | el | and download - Account team needs to be able to sync their information with the AE on
Status Reason Description purchase order the ground.
Invoiced NA
OYer ke g;g;*;‘? *  AE need clearer line of sight on purchase orders and invoicing, if they
- , : are sitting with the customer and want to review specific order details.
Estimated Delivery Product Description Addltlonal
Date
May 15 ProSupport: Next P"Od!JCt *  P5 Nick — “Alerts might be handy when we have issues related to an

Business Day Onstte]  Details order. For example if there is a 10-day turnaround, and we have SLA
Customer Number Country , .
812982 United States agreements ... And we're over that time, or the product was EOL, or
Company Number warranty calls are out by 2-3 days.”
08

STy - View Order
Tracking No.  Carner Code No. of Boxes Shlpplng
NA NA 0
Address
“Information isn’t always passed down.”

ﬁAccoumsl * DealsluSales Portal — P5 Nick (AE AUS)
Internal Use - Confidential @
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Order Status Needs Clearer Actionability B

< Account Info Q = - Generally, AEs contact support ISRs to determine order status around
Alva-amco pharmacal companies 22248035 fliced orders, shipping and what stage in the process the order has
T aken.
Mo @d®m x ¢/
_ «  The app provides needed functionality for look-ups but users wanted to
view more detailed information (invoices) related to larger orders
Order 1D Amount Date
363187997 261,42 May8 | Ability toview -  P5 Nick — “AE is not always at the level of the orders in the system ... |
B and download don’t want to be caught off guard, and | can look in front of the
Invoice customer.”
Order 1D Amount Date
340502748 594 34 Feb 28 . . .
PO Number Status *  AEs tended to find these account and order anomalies related to credit
40972 Invoiced on accounts, when a customer purchased and invoiced (Example:
Order ID Amount Date Premier page with Credit)
330187401 S$2.1K Jan 30
PO Number Status
40877 Invoiced . .
S P e For customers that. we have a gooq relationship,
330187419 $43.82 Jan 30 they wouldn’t have it. It would be nice to look more
PO b . . . . 9
Al professional and it adds value to our relationship.

— P5 Nick (AE AUS)

Internal Use - Confidential @
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Final Thoughts



Final Thoughts

Adopt UX Guidance in Detailed Findings
Users were very specific about their needs on a screen-by-screen basis
Prioritization based on critical, high, medium, and low UX impact
Additional clarifying feedback can be sourced from cohort (as needed)

Research Follow-up with Pilot Users
Nearly all pilot users in this study were AEs
More study needs to be done with ISRs, TSRs, Field Sales
Potential for Longitudinal Study (with same cohort)

“To be honest, we never really had an app
that could help us. But | like what I've seen
so far.” — P4 Kevin (AE AUS)

Internal Use - Confidential
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“The app is simple and intuitive to
use.” — P8 Tina P (AE USA)
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Appendix

Interview Guide

Raw Data

Features & Capabilities (FRS Survey)

Verbatim (FRS Survey)

MySales App User Guide

Global SFDC/SF1 Survey (Auqust 2017)

Internal Use - Confidential
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Interview Guide

PART 1: Interview (Directed Questions)

Background (5 mins):
Role?
Time at Dell/lEMC
Team and Unit?
Commercial Segment: Type of accounts/clients, etc.
What might a typical work day look like? (BRIEF)
Sales App used before?

App Usage (Current) — (5 mins):
When was the last time that you used the sales app?
What kind of phone (Android, iOS, other)
Circumstances (time of day, context)
What was your experience?
How often? (Daily, Weekly), When? (morning, afternoon,
evening), Where? (on the go, office)

Are you more or less productive with app? If you are
productive how much more would you say?

Internal Use - Confidential
42 of Y

PART 2: App Walkthrough (User + Skype Control + MySales App

RealTime Emulator)

Typical Use (3-6 mins)
Can you walk me through how you typically use the
MySales App
Be sure to talk out loud

Be sure to swipe slowly on the emulator using your
mouse

This phone is my personal phone
Blockers & Delighters (5 mins)
Biggest issues? Why?
What feature or function really delighted you?
Why?
Issues & Enhancements (5 mins)
What features are important to you?
Why?
Can we improve them?
Any missing functionality?



Raw Data



Raw Data

Interview Data (Unformatted, raw)

Internal Use - Confidential
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Spreadsheet of UX Changes



https://dell-tx.sharefile.com/d-sd002c583cfb4cd1a
https://dell-tx.sharefile.com/d-sada809addf64f77a

Features & Capabillities

FRS Sales Rep Survey March 2018



Most Useful Aspect — Current App

Q19 — What do you find to be the most useful aspect of your current mobile sales application? Please explain.

46 of Y

Access to Trip

information Expenses
(33%) (21%) _—

Access to Information is the ability to the ability to access critical information. This is a
general need for on-the-road scenarios while visiting client offices and while traveling.

Lookups are capabilities related to retrieving account, customer, and sales information like
assigned reps, contact information, accounts for information as needed.

Trip Reports & Expenses are capabilities for creating and editing trip reports, and including
expensing for client visits.

Pipeline and opportunities is the ability to view pipeline and use opportunity management.

Performance & Usability are ways that ensure that the app is available when needed and
that users can navigate quickly and it is easy to use.

Pipeline &
Reports & Opportunities

N=24
Perf

(13%) _
Full Verbatim

Delta: ISR/ASEs
were less focused on
data intelligence for
planning; they
wanted to app to just
work when needed



Missing App Features — Current App

Q20 — Are there any features or functions that are missing from your current mobile sales application?
Please explain.

47 of Y

Improved Deal,
Other (45%) Usablllty & Opportunlty &

Performance | Forecasting
(20%) (17%)

Other a host of missing app features, including search, Maps, Multi-instance SFDC linking, channel
features, and configurable dashboards.

Usability & Performance is related to improving the workflow of the app itself, better
synchronization, navigation, and improved support features.

Deal, Opportunity & Forecasting is the capability for improved access and creating opportunities,
registering and creating deals.

Quota & Attainment is being able view sales attainment and quota information.

Order Tracking is being able to received notifications and status updates on the orders through the
delivery lifecycle, and being able to lookup this information via the app.

Internal Use - Confidential

Quota&
Attainment
(10%)

N=19
Order
(8%) Full Verbatim

Delta: ISR/ASEs
wanted more quota
attainment info &
better order visibility,
tracking



Most Useful Capabillities — General

Q13 - What capabilities would make a mobile sales app most useful to you? Drag and drop the below N=67

selections in rank order.

Ranked Capabilities

Account information

Recent account news

Pipeline information

Contacts (Sales
Team/Customer)

Trip Reports

Opportunity create/edit

Quota & Attainment

Order visibility (with details)

Service Requests

Assets/Install Base

Search capability

Notifications

Partner/channel information

Other

Trip Reports Assets/Install Service

Base Requests

Trip Reports is the ability to create and edit trip reports.

Search is being able to search through the entire set of account, customer,
pipeline, and deal information in one Google-like feature.

Assets/Install Base is was the management and information display of the
datasets, assets, and the installed base.

Service Requests are ways of connecting to service the application and other
related feedback.

Account News are notifications and updates on account information.

Internal Use - Confiuciiuau
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Recent
Account
NEWS

Delta: ISR/ASEs were
more focused on Trip
Reports and Search
than Managers/AEs who
mainly wanted pipeline
account information



Other Needed Capabillities

Q14 — Are there any other needs that would make a mobile sales application most useful to you?
Please explain.

Partner Information — Access to partner Geolocation & Localization — Ability to use

information in addition to customer info
Partner per customer per opportunity

Sales Management — Access to track and

app location to perform specialty options
Learn about the geography, territory, industries,

Partner entries for large opportunities in climate, culture

separate pipeline tools

Public news and collateral

manage sales information

490of Y

SCORE access

DAM access

Price protection form

Sell Out Promotions

Sales Results & attainments

Internal Use - Confidential

Nearby partner information and sales teams to
meet with during free time

Set Language to current location
Map travel routes to visit multiple customers
SSO - single sign on via location

Knowledge Sharing & Collaboration —
Shared, configurable team dashboards

Delta: ISR/ASEs were Brand momentum Score (BMS) — of customer
more focused on Trip through funnel — BMS Revenue

Reports and Search than
Chat and call logs access
Managers/AEs who J

mainly wanted pipeline
account information Full Verbatim




Verbatim
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Most Useful Aspect

Q19 — What do you find to be the
most useful aspect of your current
mobile sales application? Please
explain.

Taken from Prior research survey is
found here and here.

Internal Use - Confidential
5lofY

Q19

Use SFDC for trip reports and client information.
Also use Concur expense app for receipt entering into application.

none, slow & clunky. Not user friendly at all

Not much other than the odd contact

Ease of login and information quickly available

Ability to do trip reports on the road

Quicker to look up customers and deals than power up laptop and log in etc.

Easy access to Account contacts

Not very use, it is slow, mediocre Ul

It is linked to Sales Force, so it reflects pipeline in real time

Ability to find customer information and do trip reports while on the road.

Sfdc trip reports deal pipelines, etc.

That | can access it without my notebook / without having to log on

Quickly access , flexibility and agility to find out Sales Information

access to Account detail, creating trip reports

Accessability to all partner account/enduser/opportunity information. Review all
previous information with regards to previous mentioned elements

100% availability

simplicity, less clicks

Getting customer info on the go, but it is hard to navigate at times



http://intranet.dell.com/marketing/global_online/gsd/Research Projects1/FRS-Mobile-App-Survey.pdf
http://intranet.dell.com/marketing/global_online/gsd/Research Projects1/MySales-App-Rep-Survey.pptx

Missing App Features

Q20 — Are there any features or functions
that are missing from your current mobile
sales application? Please explain.

Taken from Prior research survey is
found here and here.

Internal Use - Confidential
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access to attainment and sales by account, order lookup

N/A

None on current apps.

Better workflow

It is clumsy as a phone application. ideal to quickly change a book date or a probability, not so
good to truly manage the pipeline or enter new deals

Support tickets deal creation, etc.

check in, quick info

Easy access to creating and viewing opps, trips etc

It is always linked to one SFDC instance, channel features are missing, dashboard is not
configurable as far as | know

not really, working really fine

Access to all Partner/Channel information: pipeline information, Quota & attainment, recent
account news, contacts, trip reports, order visibility including details, notifications, opportunity
creation and changes, assets & installed base, account information, search capability, services
requests, other channel related aspects...

no

Address Mapping, forecast

No

google like search

N/A

No access to opps, order tracking, HAC, ETA's etc

useablity for entering trip reports

na

Easy accessible data, SalesForcel is difficult to navigate at times



http://intranet.dell.com/marketing/global_online/gsd/Research Projects1/FRS-Mobile-App-Survey.pdf
http://intranet.dell.com/marketing/global_online/gsd/Research Projects1/MySales-App-Rep-Survey.pptx

Other Needs

Q14 — Are there any other needs that would make a mobile sales application most useful to you?

Please explain.

no

Na

chat service, secure call to customer, call log after the call
ended

Easy to access without too many logins and processes to use.

None

NPS (who gave what feedback in the last 2 rounds of NPS).

Open calls or open orders

Accounts paid up or overdue, as well as the ability to email invoices and
statements from the app to the customer

| loved the demo i saw on frs videos

Quick easy simple and include ways to increase knowledge
while traveling throughout territory.

Adding/Including Partner information is just as important as the
customer information from a teaming perspective. Having
mobile access to the partner information per customer per
opportunity is valuable. Also, adding nearby partner
ocations/addresses for the sales teams to meet with during free
time.

thanks

| need something that | can update on the go. If | am at a dr. appt and my AE texts

It must be easy to use and reliable. Sometimes
iti€™s not possible to use Salesforce1 for trip
reports for example as it wona€™t allow you to
add it and can be temperamental

me something urgent, we can move quickly without pulling everything out and going| d

through the 30+ steps to connect. no | think you have covered them all
ease of use N/A

N/A Cant think of any

social collaboration function within account team. Sharing No

Mobile Gov/OMS none

n/a

Language localization

Unsure. Being able to link opps, to quotes to
orders in a flow would be useful

No

no

ease of use, access to information

Of the previous listed needs. Its hard to rank because all is
mportant. | could go into SFDC on my phone if | had to - but
every thing in one place would be the most important.

no

great U/l for Android,
Doesn't kill battery life
Speed of CDN

N/A

User friendly, smooth interface

no

the previous list seems completed

Configurable dashboard that can be shared with other users

Until | can go thru it, | can not proposse any missing function

ease of use

Just make it happen

Gii access with DAM

Nope.

Price protection form - pending to answer , Sell Out Promo
results and attainments,

visibility of closed opportunity PO's

No

BMS revenue and distri revenue

Useability!

no

N/A

Score access and perhaps BMS

no

Being able to pull information on where the customer competition has been in the
news talking about new projects/technology. Talking points within their industry,
that we can look at and engage them on during the meeting. Any big wins that we
can reference within their industry either locally or globally.

No

none at this time

Hggfdhhgfdhdgf

NA

no

N/A

The ability to map a travel route to visit multiple customers.

The ability to access DADD in SFDC within this

Partner entries for large opportunities on separate pipeline
tools.

N/A

53of Y

If the app will work like at the FRS it will be a powerful tool, so at the moment i have
no other idea

app.
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Login Screen
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Powered by Pivotal Cloud Foundry

Use *Dell email address
using “ ” NOT dot (i.e.
John_Smith@dell.com)

Sign In

Michael_Dell@dell.com

frassword @ — -
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Home Screen

32 MySales

(3° MySales
Commis ( n Summary Blended Attainment
) 1 . Updated 04/23 10:45
M:FE = The Home Screen let's you view: S
Earmning Att Target Incentive Blended Revenue Attainment 100%
15,625.00

' o e Comm | SSiO n Summ ary Attainment % Commission(USD)
0% ‘-m Metrics{Base) 113.24% 17694.33

Commussion Earmed

23,066.85 « Accounts sorted by the “Last Visited” Acosierators 26.49% 413866
sy Maodifiers 7.90% 1233.86
Earning Attainment 147.63% 23066 8¢
147.63% Date o= t
313 Accounts Visited ¥ Distance  Current distance from each account
N ok i (based on Ship To, if not available
Smith, walter e furnitu... Apr19 8,546.6 mi .
then Bill To)
Nep electronics, inc Apr 19 8,546.3 mi
E— — — * Blended Attainment details
Opto international Apr 19 8,536,2 mi
cctigiens st v il Toggle between Commission Summary
Nucare services corp Apr 18 8,540.3 mi

and Blended Attainment

| *Dea!s | |o/ sales Portal | *Deals | |o/ sales Portal
4 of16 Dell - Internal Use - Confidential - DELLEMC




Home Screen - Search by Customer/Account

(3° MySales Q=

Commission Summary | Blended Attainm

U042 1045 O Click to Search

Blended Revenue Attainment 100 by Account
Attainment % Commission(USD)

Metrics{Base) 113.24% 1769433

Accelerators 26.49% 413866

Modifiers 7.90% 1233.86

Select a Search Option
Total 147.63 23066, 8F

Search by
Account or
Customer

| *Deals I ESales Portal
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Home Screen — Find Nearby Accounts

37 MySales
Commission Summary 1 Blended Attainment
Updated 05241313 Q
Earning Attainment Target Incentive
fO% 15,625.00
‘):“'zm Commission Eamed
1,247.35
Find Accounts nearyour
Earning Attainment currentlocation.
7.98% Distance based on Ship
ared 'y . To address. If NA,
: 312 Accounts Visite Distance calculated by Bill To
Click on Address.
to viewAccount
Details Intern code co... May 22 8,567.1 mi
Blue cap May 22 8,559.3 mi
Instrument associates May 22 8,559.8 mi
County packaging, inc. May 22 8,560.5 mi

I * Deals l 7 sales Portal
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Account Detalls

Allegiant air, inc 911171864
e 2 & x » 4
Sales Rep Lauren Ashiey Trammell
Industry AIR TRANSPORTATION,
SCHEDULED

3301 N Buffalo Dr Ste B-9, Las

S Address Vegas, NV, US, 89129

Distance Q 8396 mi

EMC UCID Account |D 1000337743

& Account Team SEEALL 43 >
Adam Rael

% VMWare TSR e
& Customers SEEALL 26 >
Adrienne Dougherty

S, (702)874-3398
&4 adnienne.dougherty@allegiantair.com

é} Racent Note SEEALL 23 >

Quote #722581515
'ﬁ\Accoums | *Deals | | sales Portal

61 0f16 Dell - Interf%/88L U ri&ntidential

Open in
Google
Maps or

call Uber

ma B B Kk ¢ A

Overview People Notes Reports Deals Order Serv Reg

The top menu bar lets you drill down into detailed
areas of a specific Account.

* Overview — High level information regarding
account

* People — Dell EMC account team and
Customer contacts. Call or email directly from
the app.

* Notes — Notes entered on the account by
MySales app user

* Reports — Trip reports sorted by most recent
» Deals — Deal Registration information

* Order — Order detail information including
tracking numbers for the account (currently only
Dell orders)

» Ser Req — Service requests for the account
(currently only Dell orders)

DEALLEMC



Account Detalls - People
radyBown Q=

Allegiant air, inc 171864 Gracier Bancorp Inc 727387415
: o= * -
Click on People Gowviow:  Poocte ~% h@ Deale \’ —/; .‘. @ i # \3 f' Toggle between
icon to view Sales Rep Lauren Ashley Trammell Overview People Notes Reports Deals Order Serv Reg Account Teamand
AIR TRANSPORTATION, Account TGOI“(41) Customers(’zS)
Wnchsstry SCHEDULED
— 3301 N Buffalo Dr Ste B-9, Las 2 Ashley Otterson Q 9
PPINg Vegas, NV, US, 89129 A= DFS Financial Sales Rep
Distance Q 3396 mi
Ben Nava
Click phone or
aa Account Team SEAL & > email icon to
Adam Rael Bradly Brown ° contact Account
“ VMWare TSR e Technical Sales Rep team or Customer
n..n Customers SEEALL 2% > Brandon More e 9
Adkiorie Dougherty Technical Sales Rep
S, (702) 874-3398
adrienne. dougherty@allegiantair.com Ben Nava
System Consultant
é} Recent Note SEEALL 23 >
Quote #722581515 : Bradly Brown

'ﬁ\Accounts I *Deals | |/ sales Portal rﬁ\Accounts | *Deals | |/ sales Portal
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Account Detalls - Reports
< Account nfo Q =

Kirkland & ellis, llp 727393618

Blue cap 2734096566
WMo g @ x ¢/ 8 | |
Gvorview Twople Notes Roparts Drala Order Sary Reqg - m * ? f’
Overview  People N?ee LT-J e a Orde ¢
Account Team (23) Customers (65) Click on Reports
And Lond icon to view Trip I::Letouch ! 1-03’1?
rew Lonaon viay £2
Reports . S
Document Management 9 LOB's Discussed G;al{ObJeclt)lve
System Architect usiness Dev
2 Dell Attendees Nick Mavricos
Customer Attendees Matt Vitaliano
Details

Nick Mavricos: #tae . | stopped by the office looking

Ann Calhoun e 9

iT - General
for Matt. They had tiny Acer monitors around the
office. Matt was not available, but | left him a note on

Ann Calhoun
e @ stationary
IT - General

Title Date

Archit Shah TAE Touch Jan 26

ASSOCIATE G 9 LOB's Discussed Goal/pb;ectwe

Business Dev

Dell Attendees Nick Mavricos

Gtk Vienee e 9 Customer Attendees Matt Vitaliano
Details

Nick Mavricos: Matt was not available, Left him a
Brian Fletcher note on stationary

Storage and Server o 9 Title Date

Architect ‘o 18 17

- L) ) }
) Accounts | Y Deals | |a sales Portal yn\Accoums | Y Deals I " sales Portal
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Account Detalls - Deals
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Account Info Q —

Kirkland & ellis, llp 727393618
MN= .
sa B @ * ¢
Cvorview People Notes Reports Daal Ordar Sery Req
Title Date
KIRKLAND & ELLIS Storage Refresh Feb1,19
Unweighted Rev Stage
USD 300,000 Qualify - 30%
Title Date
KIRKLAND & ELLIS, LLP - DataCenter Move - Jan 30,16
Dell
Unweighted Rev Stage
UsD 15,000 Lost, Cancelled - 0%
Details

12.2.14 MS (SSR) - emailed SA to find out if we have DCM or
SOW - emailed Steve (customer) as well

Title Date
Peter Ressler - KIRKLAND & ELLIS LLP - Mar 27,13
01230000000v9NO - Oppty-1941132

Unweighted Rev Stage

uUsD 598 Lost, Cancelled - 0%

Title Date
Sonny King - KIRKLAND & ELLIS LLP - Dec 10,13
License - Oppty-1802948

Unweighted Rev Stage

USD 66,210 Lost, Cancelled - 0%

Title Date

AMLY 8
/ﬁ\Accoums

* Deals I E Sales Portal

Click on Deals
icon to view

Opportunities

DEALLEMC



Account Detalls - Orders

Search
orders by PO
Numbers

Click Order #
to view Order

Details

Account Info Q E

Kirkland & ellis, llp 727393618
a \
EH a B B *x ¢ /
COverview Peopie Notes Roports Deals der Sery Hag
Order ID Amount
317192143 §2.1K Dec 17,17
PO Number Status
invoiced
Order ID Amount Date
228181557 $28.67 Jun 14,17
PO Number Status
Invaiced
Order 1D Amount Date
174328731 S0 Jan4,17
PO Number Status
Cancel
Order ID Amount Date
254153694 $674.16 Sep 4, 17
PO Number Status
Invoiced
Order ID Amount Date
314198184 S4K Dec 9,17
PO Number Status
Invoiced
Order ID Amount Date

/ﬁ\Accounts l *lJeals l MSales Portal
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Click on Order
icon to view an

Account’s Orders

Note:

Currently only
Dell orders are
available.

@ Order Info

Order Details
Order iD
199859314

Status
Proof Of Delivery
Order Date

03/21/72017

Estimated Delivery Date
04/14/2017

Customer Number
116519205

Company Number
27

Shipping Detalls

Tracking No.
729260357349 FEDX

'ﬁ\Accounts | *Deals | |7 sales Portal -

DEALLEMC

Carrier Code

Purchase Order
SS751677

Reason Description
NA

Amount

$61.59

Product Description
Dell Latitude E7270
mobile thin client
Country

United States

No. of Boxes
1




Account Info Q —

Kirkland & ellis, llp 727393618
@ : \
H & 8 & x ¢ /
Cveraew Peopis Notes Reports Dealz der Sery Hag
Order ID Amount Date
317192143 §2.1K Dec 17,17
PO Number Status
invoiced
Order ID Amount Date
228181557 $28.67 Jun 14,17
PO Number Status
Invoiced
Order 1D Amount Date
174328731 S0 Jan4,17
PO Number Status
Cancel
Order ID Amount Date
254153694 $674.16 Sep 4,17
PO Number Status
Invoiced
Order ID Amount Date
314198184 S4K Dec 9,17
PO Number Status
Invoiced
Order ID Amount Date

/ﬁ\Accounts | *l)eals l MSa!es Portal
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Account Detalls — Sev Req

Click on Sev
Req to view

open SR’s

Note:

Currently only Dell
Service Requests
are available.

@ Account Info Q —

Allegiant air, inc 911171864
® =

e 'Q‘ wm x ¢
rverview eopie oves Reporta Daain Owden £ OH
Case ID Created On Severity Open ance
960719175 Feb 12 ' 6 Days

Title

system not charging

Case 1D Created On Severity Open since
946122214 0372972017 ! 326 Days
Title

DOSD created SR for Tag 5220362

Case ID Created On Severity Open since
946122140 03/29/2017 ‘ 326 Days
Title

DOSD created SR for Tag B7G0T22

Case ID Created On Severity Open since
945523806 03/18/2017 3 338 Days
Title

Dell PC Diagnostics : 151

Case ID Created On Severity Open since
944027427 02/17/2017 366 Days
Title

DOSD created SR for Tag 1LPBF72

Case ID Created On Severnity Open since
926528687 03/10/2016 ! 711 Days
Title o
CF022- Customer doesnt freight charge

'ﬁ\Accoun!s | *Deals | ESales Portal

DEALLEMC



Account Detalils — Sev Req cont

Allegiant air, inc 911171864
Mo @ % ¢ /

oew Poople Notes feguts Deals e

Case ID Created On Severity Open since
960719175 Feb 1’ 6 Days
Title

system not charging

Case 1D Created On Severity Open since . .
946122214 03/29/2017 326 Days Filter By Severity
Title

DOSD created SR for Tag 5220362

Case 1D Created On Severity Open since
946122140 ‘ 326 Days
Title

DOSD created SR for Tag B7G0T22

Case 1D Created On Severnity Open since
945523806 03/18/20717 338 Days
Title

Dell PC Diagnostics : 151

Case 1D Created On Severity Open since C“Ck funnel icon to
944027427 02/17/201 366 Days fi ,

ilter Service
Title 5
DOSD created SR for Tag 1LPBF72 Requests by severity
Case 1D Created On Severity Open since
826528687 03/10/20 711 Days
Title

CF022- Customer doesnt freight charge

ﬁ Accounts * Deals | u Sales Portal
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Pipeline & Create Opportunity

My Deals

Opportunity Pipeline
Plan
Discover
Qualify
Propose
Commit

Win

417 Deals

Inx international ink c...
Transco-switches
Dorman trading - dorm...

Hucanto & flec..

Click
Deals to

i\

pipeline

. USDO0.0

13.09%

10.92¢

19.85%

6.93%

22.95%

Amount
USD 67.5K

USD 16K
USD 748.99
USD 30K
USD 25.5K
USD 40.5K

uUsD7.1K

Updatad 0423 23:12 C
Stage

Plan- 1%

Propose - 60%
Commit - 90%
Plan-1%
Plan-1%
Plan-1%

Win - 100%

STANDARD OPPORTUNITY

Record Type used for creati
Products. Also use when Suph

dard Oppartunities with
equests are required

Record Type used for After-Point-Of-Sales Warranty Renewal
Opportunities

Record Type used for creating Channel/indirect Opportunities
by Sales Reps

Record Type used by Giobal SMB Sales Reps for creating
standard Opportunities with Products. Also use when Support

Select +
icon to

create a

new opp

’ﬁ\ Accounts

* Deals

uSa!cs Portal

Create Deal Q

Opportunity Name

Account Name

Jo

Opportunity Type
Deal/Bid - Direct -4

Domain
Business Solutions v

Solution Type
Business Applications v

Solution Name
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Global SFDC & Mobile SF1
Survey

August — October 2017



Global SFDC/SF1 Survey (Oct 2017)

A global SFDC/Mobile SF1 survey was conducted from August to October 2017 with 1000 Sales
Reps, Manager/Directors, and Account Executives from EMEA, APJ, NA, and LATAM
Demographics,
Customer Metrics (Ease of Use, NPS, CSAT),
Process/ Feature improvements (Verbatim)
Salesforcel Mobile App

Details about the survey:
Response rate: 11.8%
Margin of Error: +/- 2.91% [Statistically-significant]

Countries participating: 56 (US = 36.4%, China = 12.6%, Japan = 7.8%, Germany = 5.6%, France 3.8%,
India = 3.8%, UK = 3.1%, Canada = 2.4%, Other = 24.7% [48 countries])

Link: http://intranet.dell.com/marketing/global online/gsd/Research%20Projects1l/SalesforceWW-Survey-10182017-FINAL.pdf
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As a SF1 Mobile User, | need...

Contact Management that enables me to create, edit, and update customer records when I'm on
the road or at a customer’s office.

Look-ups & Searches that are easy and available during offline times when my data connection may
not be up and running, so that | can conduct my business when at a customer’s location.

Trip reporting that can be done relatively easy and in real time.

Reduced distractors such as news feeds or other irrelevant information that clutters up my limited
screen real estate.

Most important features at top of screen so that I'm able to see important information without
needing to scroll through too many pages.

Limited Functionality (but with ability to unlock more extensive features) since | don'’t really use the
mobile app for more than a handful of cases

Internal Use - Confidential
72 0of Y



As a SFDC User, | need...

Better training so that | understand existing core functionality and existing training options.

Role-Based Customization to find important information without scrolling, restrict editors (esp.
territory & account planning), use simplified templates and lessen the burden of manual input of fields
(esp. trip reporting).

Improved Visibility on who owns which accounts, POCs, account and order sales histories,
verticals, and overviews of parent and child accounting.

Cleaner Data from partner and EMC teams so that | don’t spend my sales time performing data
clean-up of information that | have no access to or know of its context.

Interoperable tools that are smart enough to populate fields I've already entered elsewhere, to
make associations for me, and to enable me to use SFDC as it was intended.

Efficient Request Process that is timely and reduces my cognitive overhead, esp. around manual
input and options for support and change requests.

Based on direct feedback of 389 SFDC users globally for the question: “What Salesforce.com features do you want fixed or

improved?” [More Details] @
730f Y




Survey Summary — SFDC & SF1

Tracking and pipeline management were the chief rationale for using SFDC.

Biggest pain points for daily SFDC users, besides performance, was lack of intuitive navigation

(49.5%), intermittent error messaging (48.3%), and too much functionality (43.8%) — of which 50.3%
occurred at least 2 or more times monthly.

Highest regional satisfaction was in LATAM; NA least satisfied.
Chief delighter was Opportunity & Pipeline Management (70.8%, NPS 5.14).

Features with most dissatisfaction, besides performance and mobile app, were Account and
contact objects (21.8% NPS 4.7), Navigation (21.2, NPS 4.7), Collaboration (18.6%, NPS 4.6).

Biggest mobile pain point (about 20% of users) was exposing too much feature functionality which
affected on-the-go performance.
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Usage of SF1 Mobile App n-7ss

Q24 - Do you use Salesforcel? (Mobile App)

19.26%

By @ro

Fewer than 20% of respondents used the mobile app
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SF1 Mobile App Satisfaction — Global i

Q25 - How satisfied are you with SalesForcel (SFDC Mobile App)?
6 7 8 9 10

Median Mean Std Deviation Variance Count A large global segment

Mobile App 6.0 6.1 2.6 6.8 150 of dissatisfaction exists
Satisfaction (Global) for the Salesforce1 app
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N=150

SF1 Mobile App Satisfaction (NPS) — Global v

Q25 - How satisfied are you with SalesForcel (SFDC Mobile App)?

770f Y




N=150

SF1 Mobile App Satisfaction — By Region
Q25 - How satisfied are you with SalesForcel (SFDC Mobile App)?

100%
90%
80%
70%

0,
60% e N\ orth America

50% Latin America & Caribbean

= Europe, Middle East, Africa
40%

Asia, Pacific, Japan

30%

20%

10%

0%
0 1 2 3 4 5 6 7 8 9 10

Comparative graph is scaled as a percentage using respective per-region data only

Median Mean Std Deviation Variance Count L?‘rges_t grogp of regional _
dissatisfaction was found in

Mobile App 6.0 6.1 2.6 6.8 150 :
Satisfaction (Global) North America




Improving SF1 Salesforce App

Q26 - Do you have any suggestions on how to improve SalesForcel Mobile app? (Optional)

Limit App To Narrow Use Cases
#1. Contact Management: Create, edit, update customer records
#2: Look-ups & Search: Name, Phone number, address, opportunities
#3: Trip Report Management: Create, edit, update
#4. Calendar integration: Appointments

Improve Web App Performance (Or Develop A Native Mobile App)
Reduce Scrolling & Promote Core Functions To Top Of Screen
Remove Irrelevant Distractors (Newsfeed)

Allow Users To Expose An “Expert-mode” Ul (Show All Features)
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