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	IBM Opportunity Plan
	Account Name
	
	Last Updated

	
	Opportunity Name
	
	



	Opportunity Information Section 

	Sector
	Country
	Region
	International
	Decision Date

	
	
	
	Yes/No
	

	Potential Revenue ($K)
	Opportunity ID #
	SSM Stage
	IBM Owner
	Primary Competitor
	Odds %

	
	
	
	
	
	

	Opportunity Description



	1 - What client business initiative does this opportunity support? (See Account Plan)

	How does the client describe the initiative in their words?  (See annual report/web.)

	

	Measurable Business Goal
	Achieved through
	Business
domain/function/process

	
	Client Actions
	Client Projects
	

	
	· 
	· 
	

	· 
	· 
	· 
	· 

	Who is the client for this opportunity? (See Relationship Responsibilities in Account Plan)

	Who is your primary client? (Name)
	Their job title:
	Buying decision role:

	
	
	

	What is the client's business need to act now?

	

	2 - What are Team IBM's capabilities and differentiation?    

	Primary client's view:  List the IBM capabilities which the client views and values as differentiators.

	· 

	Team IBM's view:  What capabilities will differentiate IBM for this client? (List)

	· 

	3 - How will the client make their buying/procurement decision?

	· 

	Who must support an IBM decision?
Title

Buying

Decision
Role
Perception
of IBM
for this Opportunity
Team IBM 
Relationship Owner
IBM Executive Involved
Action needed
(Y/N)*
Other influencers
(External/Internal)
Influencer/Company

Influencer’s effect on opportunity
Action needed
(Y/N)*
Legend 
Buying Decision Role:  K=Key Decision Leader,  A=Approver, I=Influencer, E=Evaluator, B=Benefit Owner, SP = Sponsor, St=Stakeholder, U=User
Perception of IBM (for this opportunity): Positive (+),  Neutral (=),  Negative (-)

Team IBM Owner:  Who from IBM is the point person to maintain this relationship for this opportunity?
IBM Executive Involved:  Which IBM Executive do we require to establish a relationship with the client?
*Document all actions needed in the Opportunity Action Plan


	4 - What are the client's expectations (benefits, value) for this project/opportunity?

	· 


Opportunity Assessment Section
Note: For ‘yes’ or ‘strong’, add supporting detail on page 1


          
For ‘no’ or ‘weak’, add action item on Opportunity Action Plan
	( FAST  PATH – questions with ( highlight the key questions to use for a quick assessment 
	

	I. Is this opportunity real?
	I don’t know
	Yes
	No

	(1. How compelling is the client's need to act now?
What business initiative is this action tied to?  What needs or issues are driving it?   What is the decision date and timeline for action?  What are the consequences and impact if nothing is done?  What business payoff and value  does the client want?
	___ I don’t know  

___ Weak  

___ Strong

	2. Does the client have funding available now?
	
	
	

	Notes: Remember to complete section V. Do we want to pursue it?

	

	II. Can we offer the best solution?
	I don’t know
	Yes
	No

	3. Do we know the business capabilities the client wants?
	
	
	

	4. Do we have a solution that fits?
	
	
	

	( 5. How differentiated are Team IBM's capabilities?

What IBM capabilities differentiate IBM from the competition? What’s the client’s view of IBMs differentiation? What is this differentiation worth to the client?  How much differentiation do we need to win?
	___ I don’t know  

___ Weak  

___ Strong

	Notes: Remember to complete section V. Do we want to pursue it?

	

	III. Does the client want our solution?
	I don’t know
	Yes
	No

	6. How strong is IBM’s client relationship at all levels compared with competition?

Consider key decision leader and other key influencers. Could this be impacted by 3rd parties, e.g., parent company, SIs, ISVs, auditor? Is client satisfaction high?
	___ I don’t know  

___ Weak  

___ Strong

	7. Do we know how the buying decision will be made?
	
	
	

	( 8. How strong is the key decision leader's support?

What is our relationship with the key decision leader?  How do we know the key decision leader believes IBM’s solution will best deliver the expected business value? What risks does the key decision leader see with our solution and/or capabilities?  How is the Decision Support Plan addressing these risks and validating Team IBM's differentiation?
	___ I don’t know  

___ Weak  

___ Strong

	Notes: Remember to complete section V. Do we want to pursue it?

	

	IV. Does the solution meet client expectations?
	I don’t know
	Yes
	No

	9. Can we meet or exceed client expectations?
	
	
	

	( 10. How strong is the value proposition for the solution for this client?

What are the client's expectations for the solution?   How compelling is their business case?  
What shows that the key decision leader supports the value proposition for the solution?
	___ I don’t know  

___ Weak  

___ Strong 

	Notes: Remember to complete section V. Do we want to pursue it?

	

	V. Do we want to pursue it?
	I don’t know
	Yes
	No

	11. Will this impact any other engagements or opportunities with this client?
	
	
	

	12. Do we have support of all involved IBM business units?
	
	
	

	13. How strong is the win strategy and plan?

Do we have necessary IBM exec support? Do we understand the competition? Have competitive experts been engaged? Do we have a winning price assessment?
	___ I don’t know  

___ Weak  

___ Strong

	(14. Is it worth pursuing?
Benefits (e.g., revenue, GP, market/wallet-share gain, follow-on opportunity, assets)

Costs (e.g., bid, transition & delivery resources, investment)

Risks (Competition, Relationship, Skills, Sub-Contractors, Pricing, T’s&C’s, Legal, HR)
	
	
	

	Notes

	


Opportunity Action Plan (Win Plan)

Include all actions determined from the opportunity information and assessment sections.
	#
	Action
	Owners
	Other people or resources needed
	Due Date

	1
	
	
	
	

	2
	
	
	
	

	3
	
	
	
	

	4
	
	
	
	

	5
	
	
	
	

	6
	
	
	
	

	7
	
	
	
	

	8
	
	
	
	

	9
	
	
	
	

	10
	
	
	
	

	11
	
	
	
	

	12
	
	
	
	

	13
	
	
	
	

	14
	
	
	
	

	15
	
	
	
	

	16
	
	
	
	

	17
	
	
	
	

	18
	
	
	
	

	19
	
	
	
	

	20
	
	
	
	


User Instructions
1) Use this 3-step plan early and often to:
· Step 1:  Document critical facts about the opportunity in the appropriate places on page 1. 
· Step 2:  Assess the opportunity and gaps in the sales strategy 
· Step 3:  Identify actions to close the gaps and execute the sales strategy
2) Adding additional lines:

· Within a cell (text box), just carriage return and keep typing
· If you want to add a row in the table, 
as in step 1 section 3 “How will the client make their buying decision? or in the Action plan,
position the curser in the row. At the top select Table, Insert row (above or below).


3) Field definitions

· Decision Date = Date when client & IBM plan to sign the contract (if acceptable). Remember to consider the client’s full procurement process, e.g., not just key decision leader’s intention but also the client Finance, Legal, etc. requirements.

· Potential Revenue = estimated amount included in the contract to be signed on the Decision Date
· SSM Stage = This must reflect the client’s position in their buying cycle in accordance with SSM.
· Odds = This is your assessment of the Win chance based primarily on the opportunity assessment on page 2.

4) For Step 2 – Assessment:
· For a fast path on the assessment (Step 2), just answer the questions with a star ( at the left of the question. 
· For ‘yes’ or ‘strong’, add supporting detail on page 1


          
· For ‘no’ or ‘weak’, add action item on Opportunity Action Plan
· This assessment tool is designed to be used in your opportunity planning in one of two ways:
i. Complete review – assessment involving sections I – V: often during initial planning of the opportunity in SSM Stages 2 Identifying and 3 Validating or during the final SSM stages of the opportunity life.
ii. Sectional review – update a section of the assessment as part of your ongoing monitoring of the opportunity health and progress.
· Remember to assess “Do we want to pursue it” (section V) as part of your engage/disengage analysis each time you do a complete or sectional assessment of your opportunity. 

5) Additional user guidance
For other tips, refer to the Opportunity Plan User's Guide available in the SSM Reference Guide ( ZR23-9964) or from the Sales Aids Web page at:
http://w3-03.ibm.com/sales/compass/sigsel/sigseldownload/sales_aids/opportunity_plan_user_guidance.ppt




