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Fundamental Components of a Business Case 

Type:
SkillSoft Course

Course Code:
SSSTGY0211
Tuition:
N/A

Contact Hours:
3.5



Overview/Description

"I don't know why a business case is necessary. Let's just go talk to the boss about our idea. I'm sure she'll give it a 'thumbs up'!" Sound familiar? Lots of us have heard these words before. Maybe we've even said them. But the truth of the matter is that your chances of persuading the decision-makers within your organization to implement your new product/service ideas based merely on a spoken suggestion stand little chance these days. The reason? Supervisors, managers, and other decision-makers want to SEE (not just HEAR) the arguments for developing new products, and the BEST way to convince them is by presenting a well-thought-out business plan! You'll learn solid reasons for preparing business cases and why they are worth the time and effort involved. You'll understand how to determine just exactly who your audience will be--it's usually not just your manager! You'll take a look at ways to adequately and appropriately define your product or service to your audience. Finally, you will examine ways to conduct the background research that will be an integral piece of your successful business case. 

Target Audience: supervisors, managers, product developers 

Lesson Objectives:

Why Prepare a Business Case? 

recognize the benefits of a well-prepared business case. 

recognize the definition of a business case. 

identify organizational decision-makers who will approve new products and/or services. 

recognize the four major steps in testing the business idea. 

specify the internal resources needed to implement a new idea/product. 

The Business Case Audience 

recognize the value of correctly identifying the audience of a business case. 

specify possible decision makers for a business case. 

determine the audience using the business case to implement the project. 

identify methods of persuading doubtful decision-makers on the viability of given products and services. 

identify the do's and don'ts of using appropriate business language. 

Defining the Business Case Concept 

recognize the value of clearly defining the concept of the business case. 

select the correct definitions for products and services. 

recognize whether the end-user is a business or a consumer. 

identify the three elements of a "total" product: core benefit, actual product, and augmented benefits. 

Researching Your Business Case for Viability 
recognize the benefits of conducting adequate background research before writing a business case. 

recognize the role of key ratios in establishing economic viability. 

identify information needed to analyze customer base. 

identify three technical issues that affect competitive edge. 

identify the important factors in analyzing competitive viability.

Unique Aspects of International Business 

Type:
Instructor Led Course

Course Code:
IISBDINTL
Tuition:
$ 0.00

Contact Hours:
4



Description:
To understand why International is important to IIS

To understand what IIS is focusing on internationally

To understand some of the unique aspects of International business

To understand some of the Raytheon assets you can use for success

To understand where you can get help!

Intellectual Property Overview 

Type:
Other Web Based Course

Course Code:
IPY250_2A
Tuition:
$ 0.00

Contact Hours:
1



Description:
*****Course Description*****

Businesses confront intellectual property issues every day; from use of multiple versions of a software program to protecting an invention or advertising campaign. Companies should know how to use the intellectual property of others without infringing, and how to protect their own intellectual property rights. This Module examines the general rules relating to four areas of intellectual property -- copyright, trademark, patents and trade secrets. It then gives some examples of real life situations in which these interests might arise.

This course is offered at Raytheon's Desktop Ethics & Compliance Learning Center -- copy and paste the link into your browser to reach the class: http://raytheon4-lcec.lrn.com/

Customer Focused Marketing
Type:  Other Web Based Course

Course Code:
IISCFM01                                         Tuition: $ 0.00

Contact Hours:
1



Description:
Customer Focused Marketing is the key to growth for IIS and all of Raytheon. This course defines CFM and its role in the day to day business of Raytheon IIS employees. It explains the reasons behind the CFM approach, key processes, the views of our customers and competitors, success stories, insights from Bill Swanson on CFM and what IIS employees can do to make CFM work to promote business growth. 

Customer Engagement I - Building & Enhancing Relationships     
Type: Instructor Led Course

Course Code:
CFMES001@F                                        Tuition: $ 0.00

Contact Hours:
16

Description of Course:

The Customer Engagement - Building and Enhancing Relationships seminar provides the process and skills needed to move from product-focused to customer-focused engagement.  This seminar teaches a framework and Six Critical Skills that enable participants to lead highly effective dialogues, understand customer needs, and build long-term relationships.   The seminar focuses on skills for effectively conducting a customer-focused dialogue and resolving customer objections.  In this seminar, participants will also learn to use effective questioning skills to create a more effective customer engagement.

Objectives of Course:

· To provide a consistent, customer-focused framework, and skills to develop and expand customer relationships, leverage internal resources, and increase results.

· To develop a customer-focused approach and support tools for preparing for, leading, following-up, and closing on customer opportunities.

· To increase participant awareness of one's personal approach, provide feedback on strengths and areas of improvement, and support the participant in developing strategies and skills to reach the next level of excellence in customer engagement.

· To develop feedback, peer and self-coaching skills to ensure ongoing development.

Learning Outcome

After participating in the Customer Engagement - Building and Enhancing Relationships seminar, participants will know how to prepare for and engage in productive dialogues to uncover strategic customer needs and foster strategic relationships.  With a more customer-focused approach, participants will create solutions that differentiate themselves as partners who can meet their customers' needs and advance relationships.

Target Audience:

Business Developers, Program Managers, Engineering Leads, individuals with significant responsibilities for customer interaction.

Accounting Principles for Managers              
Type:  Other Web Based Course

Course Code:
DEF250-A50          Tuition:  $ 0.00
It is crucial that management personnel and supervisors employed by contractors doing business with the federal government understand and follow specific accounting rules. After completing this tutorial, you will understand the different types of government contracts and the concept of direct and indirect costs - including the definition of direct and indirect costs, the circumstances in which the government will pay direct and indirect costs, and how contractors obtain payment for their costs. You will be familiar with the Cost Accounting Standards (CAS) and when they apply, the difference between full coverage and modified coverage, and some specific requirements of the CAS. You will also be aware of two special topics under the Cost Accounting Standards -- disclosure statements and allocation of home office overhead costs.

R6S Specialist            
Type: Instructor Led Course

Course Code:
R6SST100-G@K       Tuition: N/A

Contact Hours:
6



Description:
*****Course Description*****

This course prepares employees to use Raytheon Six Sigma to improve productivity in their professional areas of expertise. 

Course Goals: 

* Demonstrate application of Raytheon Six Sigma concepts and techniques to specific professional disciplines. 

* Prepare R6S specialists to facilitate improvement projects involving their specific discipline. 

Target Audience: Candidates for R6S Specialists
Proposal Management 
     
Type: Instructor Led Course

Course Code:
BD320@Q                Tuition: $ 658.92

Contact Hours:
16


Objectives/Description:

This course provides the information, tools, and skills required to effectively manage development of a winning proposal on time and within budget.  Its primary focus is on phases 3 through 5 of Raytheon's Capture/Proposal Process detailed in the Capture/Proposal Process Guide Winning New Business (April 2000). It also includes briefings by local proposal support services to acquaint participants with available resources.

>  Maximizing Evaluation Scores - How to manage for higher proposal evaluations; the impact of recent Federal Acquisition Reform initiatives; RFP preparation; source selection procedures; scoring and evaluation; how evaluators really evaluate proposals; and the source selection considerations when dealing in commercial and international environments.

>  Leading a Winning Proposal - How the proposal efforts fit into the overall capture/proposal effort; proposal leadership fundamentals and challenges; the efficient use of Review Teams; and how to get the most out of the proposal preparation phase.

>  Effectively Managing Proposal Development - Conducting daily operations; the all-important kickoff meeting; creating storyboards and  mock-ups; and proposal deliverables to include oral presentations.

> Planning for Successful Proposal Management - Choosing the right team members; what to do with the draft RFP; preparing the proposal management plan; the proposal schedule; the proposal outline; the proposal development worksheet; the executive summary draft white paper; and the volume drafts.

> Sustaining the Winning Bid - Debriefings; responding to evaluation notices; contract negotiations; and improving the capture/proposal process.

Target Audience: Raytheon proposal managers and proposal core team members (including program managers, volume leaders, contracts managers, pricing managers, and others.)

Capture Management        
Type: Instructor Led Course

Course Code:
BD301@AX                     Tuition: $ 569.03

Contact Hours:
16


Objectives/Description:  This course provides the information, tools, and skills required to manage a business capture effort effectively using a detailed capture plan and well-defined win strategy.  Its primary focus is on phases 1 through 3 of Raytheon's Capture/Proposal Process detailed in the Capture/Proposal Process Guide Winning New Business (April 2000).

> Managing an End-to-End Capture/Proposal Process - Understanding the capture leader's continuing role and the capture team's responsibilities

> Using Capture Management Tools - What capture planning is and how it is done, including process tailoring

> Aligning with the Customer Buying Process - Understanding complex buying processes, including Federal, commercial, and international

> Gathering and Leveraging Business Intelligence - Identifying available databases and how to use them

> Creating and Positioning the Opportunity - Why working with the customer early and often is paramount to success

> Conducting and Applying Competitive Assessment - Determining a competitor's likely strategy

> Developing a Competitive Solution - Using technical trades, mission analysis, modeling, and simulations to support win strategy development

> Establishing and Implementing the Win Strategy - Conducting win strategy workshops to develop competitive approaches

> Developing a Winning Price/Cost - Understanding competitive factors affecting cost/price and applying techniques that facilitate development of a winning price/cost

Target Audience: RSC business capture & proposal team leaders and their team members.

Writing Winning Proposals       
Type: Instructor Led Course

Course Code:
BD210@H                                 Tuition: $ 1,174.91

Contact Hours:
24



Description:
*****Course Specific*****

09/09/2003 08:30 17:00 Session 1

09/10/2003 08:30 17:00 Session 2

09/11/2003 08:30 17:00 Session 3 

Prerequisites:
None
Business Decision Gates 1-4 Overview            
Type: Other Web Based Course

Course Code:
BD102CBT               Tuition: $ 0.00

Contact Hours:
1.5


Retired by: Sharon A Owen 1/7/05 (per Jim Chatt)

*****Course Description*****

Objectives/Description:

This course provides a general overview of Business Decision Gates 1-4 as detailed in the Capture/Proposal Process within Stage 1 of the Integrated Product Development system (IPDS)

>  What's New - improvements to gates 1-4 as a result of a recent R6 Sigma project

>  Objectives - why gates are important and linkage to IPDS

>  Purpose and Timing - primary objective of each gate and when to execute

>  Opportunity Types - definitions for routine, non-routine, and strategic opportunities

>  Applicability - which gates to execute based on opportunity and customer buying processes

>  Approval Levels - criteria and thresholds for review and approval levels within the organization

>  Templates - using standard templates to develop gate review packages

>  Tailoring - how opportunity attributes influence tailoring of templates to best fit opportunities

>  Operational Aspects - guidance on scheduling and successfully conducting gate review meetings

>  Resources - web sites, capture/proposal development centers (C/PDCs) and other points of contact that can help

Government Contracts: An Overview     
Type: Other Web Based Course

Course Code:
DEF2050300@D                                    Tuition: $ 0.00

Contact Hours:
1



Description:
*****Course Description*****

Companies that do business with the U.S. government need to be aware of a variety of legal and ethical rules--most importantly, that they be truthful in their communications with the government and perform their contracts honestly. This tutorial discusses the specific kinds of contracts a company might enter into with the government and outlines the process the government uses to select a company to perform a particular contract. Understanding these aspects of government contracting will help companies and their employees be competitive in obtaining valuable government business and help them follow the rules--which, if violated, can result in termination of the contract, fines, and even the loss of future government business. 

This course is offered at Raytheon's Desktop Ethics & Compliance Learning Center -- copy and paste the link into your browser to reach the class: http://raytheon3-lcec.lrn.com/ 

Prerequisites:
None
Government Contracts: Truth in Negotiations Act         
Type:  Other Web Based Course

Course Code:
DEF2300300@C                           Tuition:   $ 0.00

Contact Hours:
1



Description:
*****Course Description*****

Negotiations with the federal government are unlike negotiations with commercial customers. Under TINA, a contractor must guarantee that during price negotiations, it provided the government complete, accurate, and current information about its costs and prices. Violations of TINA can result in serious penalties. This module explains when TINA applies and introduces the general TINA requirements and exceptions. It also addresses the mechanics of submitting cost or pricing data, the government's rights in the auditing process, and what remedies are available to the government when defective data is provided.
Finance Fundamentals 

Included in the program is a self paced CD entitled "Financial Competence". Completion 

of the first three lessons (Overview, Income Statement and Balance Sheet) is required 

prior to the classroom session. 

Objectives: 

· Prepare and interpret financial statements: 

· profit and loss statement 

· balance sheet 

· cash flow statement 

· Understand product costs and cost analysis 

· Understand how to chart, calculate, and use break-even analysis 

· Review and understand recent Nortel financial performance 

· Calculate financial ratios: 

· to interpret business performance 

· to analyze trends 

· to make comparisons 

· Review and understand the sales quotation (B-form) process 

· Analyze departmental expense statement 

· generate, manage, and use a departmental budget 

· Understand the financial planning process 

· Define concepts of shareholder value and investment hurdle rates 

· Understand the CLIP process for capital funds appropriation 

· Perform a discounted cash flow calculation 

· Prepare a sample business case 

Summary:
Finance Fundamentals of Nortel Networks covers financial terms, statements, and reports. 

The program includes the concept of shareholder value, how it is measured, and what you 

can do to impact it. During the session financial concepts will be explained and you will 

gain an understanding of the budgeting and financial reporting process. The program 

focuses on the practical application of financial concepts and the specific Nortel financial 

management and decision making processes. The session provides multiple hands-on 

exercises and small group activities to help you transfer knowledge back to your work 

environment.
Business Case Analysis 

The course is useful for those who require an in-depth understanding of business case analysis. 

Useful for individuals in Strategic Planning, Professional Services, Network Solutions, Business 

Solutions, Product Line Management, Marketing, Business Development, Systems Engineering, 

Product Development, Sales,  and Customer Engineering. 

Objectives: 

Provides instruction on the use of structured business case analysis methodologies for making 

sound business decisions. The methodologies are based on economic and financial impacts 

assessments, and are applicable to making decisions related to the development of products, 

systems, and networks solutions. Instruction uses case studies and instructor-led group 

discussions. 

Upon completion of this course, you will be able to:   
· Describe systems engineering life-cycle phases and problem-solving techniques 

· Summarize business case analysis methodologies 

· Develop economic and financial indicators for decision making 

· Make business decisions based on economic and financial indicators
Marketing Practices for Product Planning 

The course is useful for those who require an in-depth understanding of marketing and 

business development issues and practices. Useful for individuals in Strategic Planning, 

Professional Services, Network Solutions, Business Solutions,  Product Line Management, 

Marketing, Business Development, Systems Engineering, Product Development, Sales, 

and Customer Engineering. 

Objectives  

· Understand the marketing function and its interaction with other functions 

· evaluate critical aspects of interactions with engineering and finance 

· incorporate relevant marketing information 

· Identify information and intelligence requirements 

· develop internal and external sources 

· competitive analysis 

· Conducting SWOT analysis (Strengths, Weaknesses, Opportunities, and Threats) 

· Analyze data to develop strategic and tactical market plans 

· Generate product or service portfolio development/evolution plans 

· evaluate critical customer requirements 

· consider environmental factors 

Value Marketing 

Objectives: 
· Learn the principles of Target Account Selling 

· Apply TAS principles to marketing functions 

· sales support 

· new product introduction 

· marketing plan development 

· Evolve from marketing products to marketing value 

· Achieve greater alignment with sales teams and external customers 

· align marketing deliverables with sales strategies 

· understand marketing's role in a sales campaign 

· consistent, repeatable marketing processes focused on customer value 

· Learn five competitive strategies of TAS 

· Determine appropriate strategy in each sales campaign 

· Complete a framework for developing comprehensive competitive analysis 

· Understand competitor's strategies and the tactics employed to defeat them 

· Improve ability to determine unique business value (differentiation) 

· Develop marketing messages of quantifiable impact 

· Understand framework for analyzing customer's organizational structure 

· Focus on key marketing plan elements: application, description, compelling event, solution fit, unique business value, competitor assessment, strategy, tactics
Crowning the Customer - Feargal Quinn

· All key decisions are based on an over-riding wish to serve the customer better (customer driven). 

· Serving the customer is the business; no organization chart. 

· Work to get people to come back not to maximize profit from the current sale. 

· Look after getting repeat business and the profit will take care of itself. 

· Existing customers can bring back business themselves or they can refer business. 

· Nourishing existing customers is at least as important as going after new customers. 

· Don't measure the number of complaints for customer satisfaction measure things like response time. 

· Customer is partner not adversary. Attempt to know them better - even personally. 

· Measure how much repeat and referral business you get. 

· Takes courage to forgo short term results for long term results - risks may not be quantifiable. 

· Have to have customers perspective - marketplace looks totally different in their shoes. 

· Become your own customer on a periodic basis. 

· Must increase knowledge of customer all the time (partly because it constantly changes). 

· Market research rarely uncovers the one who is right.  Important because people don't always explicitly know what they want, but if given the choice, they will determine. Market research won't tell you the mood of your customer; it won't provide you with valuable criticism or gauge their dissatisfaction; it won't communicate the ideas your customers have for your business. 

· Set up a system to listen to your customers: customer panels, customer comment forms, customer service desks, staff invitations, customer access to management, formal market research, and media comment. 

· Bosses need to get in contact and listen to customers, to get into the trenches on a regular basis.  Keeping in touch with customers makes you more sensitive to change and better able to adapt.  The closer to the top you are, the more vital it is for you to listen to customers. 

· Avoid the "head waiter syndrome". Make sure that you hear what you DON'T want to hear. Make a list of things you don't want to hear and try to elicit responses on these lines.  List: your prices are too high, quality is deteriorating, don't want your service anymore, your competitors are better. 

· People don't readily give constructive criticism if it isn't fresh on their minds. They believe that you don't want to hear the criticism anyway or won't do anything about it. 

· Also perform your own research, try your own ideas. 

· Get broad representation on customer panels. Don't pay them, let them set the agenda, keep your side as small as possible, beware of the flattery obstacle, don't answer back, circulate a report, and take action. 

· Minimize the complainers. They are going to communicate their dissatisfaction to a lot of people that are currently satisfied with you. 

· How to handle complaints: express regret quickly, trust the customer, never tell them they are wrong (even when they are), don't pass the buck - accept responsibility, resolve complaint quickly, and thank them for complaint. 

· See customers as people: use their name, look them in the eye, and readily smile. 

· Smiling is not only a reflection of how we feel, it helps to determine how we feel. 

· People are far less typical than we would like to think. 

· You do not have to initiate the customer contact all the time - just be available and they will initiate it. 

· Be available to the media. 

· Center of the organization should be kept where the action is - where the business meets the customers. 

· Abolish head office.  It should be a support office. You don't want your employees catering to you; you want them catering to the customer. 

· Keep fun in the relationship with the customer. Remove the barriers to enjoyment, make sure people dealing with customers are good humored, and create occasions of fun. 

· Give them things that they don't expect - that are advertised as part of the sale (this is the keep 'em coming back ingredient). 

· Don't let the accountants win.  There are win/win situations and there are unquantifiable long term investments. 

· To produce you must be motivated. 

Fundamentals of the Wireless Business 

Objectives:
Understand factors which affect operator revenue: Penetration, ARPU, MOU 

· Understand factors which affect operator cost: Marketing,  Operating, CapEx 

· Identify operator success factors: National footprint, Bundled services, Brand name, Differentiated services 

· Review fundamentals of business plans:  

· Operator metric analysis 

· 3Ms of business plan (marketing, management, money) 

· Valuation 

· Break even analysis 

Summary:
Fundamentals of Wireless Business covers the factors which affect operator revenue, 

cost, and sales.  The program includes a review of the key elements of an operator 

business plan.  It shows the industry standard roll out of wireless operators. Finally 

a non-industry standard business plan is presented and evaluated by the class.

Wireless Industry Overview

This course offers a comprehensive, high level overview of the rapidly expanding wireless 

communications industry for all employees at Nortel. You will learn about wireless 

markets, products, technologies, regulatory forces and competitors. In addition, 

you will have the opportunity to learn about the products, strategies, and organization of 

the Nortel Wireless Networks business unit. 

Objectives

· Distinguish between the features and technologies of PCS and cellular 

· Identify world-wide wireless telecommunications operations and trends 

· Discuss the significant market segments, major trends and customer requirements 

· Identify strategies and strengths of major wireless service providers 

· Identify strategies and strengths of major wireless equipment manufacturers 

