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Transforming Dealer Training with Webcasting

NEC

Company Name: NEC Unified

Headquarters: Irving, Texas

Line of Business: Enterprise-class
telecommuncations equipment and PBX
systems

Early Adopter of Web Technology

NEC Unified, a subsidiary of Japanese
electronics manufacturing giant NEC,
distributes NEC telecommunications gear in
the North American market. From its
headquarters in Irving, Texas, the company
manages a network of nearly 500 dealer
partners that re-sell NEC products to
corporate customers primarily in the United
States.

The NEC unit has been an early adopter of
Web-based  communications  solutions
throughout its history. It first began using
Web Conferencing services with integrated
Voice over IP in the late 1990s. By 2000, the
company first began experimenting with
Webcasting and has gradually expanded its
use of online multimedia since then.

Dealer Training an Ideal Webcasting
Application

Dealer training is an essential component of
NEC’s business activities. Individuals who
represent NEC’s products in the enterprise
marketplace are required to receive training
courses designed to teach the basic
attributes

telecommunications systems. With its
training, NEC also goes beyond the bits and
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bytes, providing its dealer partners with
expanded tutorials on how to properly
portray NEC’'s products to prospects and
strategies for addressing key customer
concerns.

Historically, dealers attended training at
NEC's offices in Irving, Texas or at regional
training sessions presented by traveling
NEC sales representatives. Either way,
training typically required upfront investment
in time and travel for both NEC and its
partners.

In 2000, NEC began to recognize the value
in using online multimedia to capture training
sessions and making them available online.
However, the company wrestled with the
costs of Webcast development, and quality
of the Webcasts themselves. With the
company’s first Webcast publishing tools,
three multimedia professionals would be
needed to capture a single presentation.
Also, the company’s initial publishing system
offered little in the way of editing flexibility.

Bryan Williams, who manages the
development of Webcast events for NEC
Unified, in 2005 began looking for ways to

“With a single e-mail we can tell a
whole dealer channel in a single day
that product education is available
and ready — and you come view it
whenever you're ready.”

by

Bryan Williams
NEC Unified




re-allocate the company’s existing budget
for Webcasting technology into a publishing
solution better suited for supporting his
sprawling schedule of training-oriented
Webcast video productions.

IVT MediaPlatform Anchors NEC's
Webcasting Initiatives

To address quality and cost requirements,
and gain the ability to scale to hundreds of
Webcasts, Williams and NEC licensed IVT
MediaPlatform on an ASP basis from
Interactive Video Technologies.

Using MediaPlatform to replace other
Webcasting solutions previously used by
NEC, the company benefited from a lower
monthly licensing fee, improved reliability
and increased control over the publishing
and management of the company’s
Webcasting activities.

For Williams, MediaPlatform’s flexibility
proved a huge benefit. MediaPlatform’s
template development tools provide NEC'’s
multimedia team an array of options for
building fresh interfaces for Webcast
presentations that can be easily accessed
and implemented by NEC's online trainers.

The MediaPlatform solution has worked so
well for Williams that he has expanded the
use of Webcasting beyond the dealer
training  applications and into the
development of internal Webcasts in which

top NEC executives communicate deliver
presentations for the NEC workforce.

Most importantly, Williams says that dealer
partners find NEC’s Webcasts educational,
professional, engaging and easy-to-view.

MediaPlatform Delivers Solid Benefits

Webcasting provides measurable, tangible
benefits for NEC, streamlining the ways in
which the company communicates with its
far-flung dealer network. The impact of Web
multimedia on NEC’s day-to-day activities is
guantified in multiple ways:

Cutting Costs for NEC Dealer Partners:

NEC dealers must pay for the trips their
employees take in order to be participate in
training sessions offered by NEC at its
regional headquarters in Irving, Texas. The
need to participate in this type of training is
mitigated by the availability of effective
multimedia online training. IMS estimates

Measuring Travel Savings for NEC’s Dealer Network

During an average month, NEC's dealers access a combined total of 200 online training
sessions. Each session typically lasts for up to an hour, providing tips for selling, installing and
maintaining NEC gear. IMS estimates that the online training sessions eliminate the need for as many
as 50 training trips monthly that would have been without the availability of the online option. Estimating
an average cost of $500 per trip, the aggregate savings for NEC'’s network of dealers adds up fast. In a
single month, the dealers collectively save $25,000 in training travel costs. On an annual basis, those
aaareaate travel savinas total $300.000 for NEC's dealers.
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that NEC dealers save an aggregate of
$300,000 annually by replacing in-person
training with the online alternative. (Please
see: Measuring Travel Savings for Dealer
Network sidebar.)

Streamlining Multimedia  Event
Development: Thanks to MediaPlatform’s
powerful and easy-to-use template-building
features, NEC’s support costs are low.
Using other publishing tools, NEC used to
allocate three  multimedia  publishing
professionals to take part in the process of
capturing a presentation in a multimedia
format suitable for online distribution. With
MediaPlatform, one person can handle the
same task. Reducing manpower needs from
three to one workers saves the equivalent of
one full day of NEC staff time for each
Webcast produced. At NEC, which produces
75 Webcasts annually, that translates into
nearly 15 full weeks of staff work time that
can be allocated to other projects.

Reduced Strain on Sales Reps:
Williams says the Webcasting initiatives
helps to foster improved relations with road-
weary sales representatives who may not
relish adding to the travel schedule to attend
training sessions.in Texas. “A guy that has a
family doesn’t have to be gone a week on an
installation and then come back and have to
go to a week’s worth of training,” Williams
said. “If he can spend that week with his
family in the evenings, he’s going to be a lot
happier and he’s going to sell more product

for you than the guy who has to be on the
road two weeks out of a month.”

Employing Webcasting to Boost
Marketing Effectiveness: One key gauge
of the value of Webcasting comes in the
form of measuring how much it costs to
replicate its marketing impact using
traditional approaches. It is difficult and
expensive to use traveling sales
representatives to replicate the number and
quality of customer contacts that can be
generated via Webcasting. (Please see:
Gauging Equivalent Market Value of
Webcasting sidebar.)

“| can actually just point back to
travel expenses, and | win the battle
every time.”
Bryan Williams
NEC Unified

Right Tools are Critical for Success

NEC has recognized that the selection of a
publishing tool can dramatically impact the
way Webcasting is used by an organization
and the extent to which a company can
realize benefits from integrating online
multimedia and corporate communications
programs. Even companies experienced in
the deployment of Webcasting can enhance
the bottom line impact of the technology by
making sure they implement solutions best
suited to support their growing schedule of
Webcast event production.

Gauging Equivalent Marketing Value of Webcasting

IMS estimates that putting a single NEC executive on the road to interact with dealers costs the
company $9,500 per month. Assuming that the traveling NEC sales representative can successfully
complete 100 dealer contacts per month, the average cost of an outward-bound dealer contact is $95.
Using this $95 estimate as a baseline for the value of an NEC dealer contact, IMS extrapolates that the
200 Webcast training sessions accessed on a monthly basis, create an equivalent marketing value of
$19,000. In short, NEC would have to spend $19,000 a month (a total of more than $225,000 per year)
to re-create the marketing benefit generated through its Webcasting efforts.
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