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Introduction

Sales Operations Portal introduced in 2004 to replace 
SalesForce.com system.
Design as a single source for remote access to all 
sales  related activities:  Account management, 
calendar, tasks, opportunities
Used by all field employees : Account Executives, 
Sales Consultants, Sales Managers & Directors
Data related  to Sales Opportunities will be the 
subject  of our analysis
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Introduction- Sales Opportunities

• Life cycle of a Sales Opportunity
Customers

- Partners

- Homepage

- Events

- Industry Seminars

- Customer Referral

- Cold Calls

Lead

Opportunity

Order

Lost Deal
Sales Process
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Objectives

1. Taking advantage of data gathered by the 
system to  predict the likelihood of open 
opportunities becoming  won or lost deals 

2. Improve the process to assign resources to 
opportunities based on the sales potential 
and skill of the sales force

3. Better understand the most influential 
factors that lead to a  win
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Sales Opportunity- Parameters

Opportunity Type
Lead  Source
Revenue Stream
Region
Opportunity Creation Date
Opportunity Close Date
Age (days since creation)
Amount
Milestone
Competitors

New Customer
Customer - New  Business
Customer - ExpansionPartners

Referrals
Events  ….

- Lost
- Order

22 Regions

License
Consulting
Support Maintenance
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Dataset

Raw data from ROLAP database exported  to Excel
2080 records
Opportunity Milestone is response variable
Naive rule:  86% of opportunities result in orders

Cleanup & Transformations
Consolidate Regions (from 22 to 8)
Consolidate Opportunity streams and create dummy
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Regression Models
Logistic Regression

Complexity
Hit R

atio

New Customer

Business Cycle
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Product Placement
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Applications

Opportunity probability can be used in conjunction with other data to 
determine a master plan for sales  efforts
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Recommendations
Incorporate the predictive model as part of the Sales Force 
reports already available.
Automate the process so that the model improves as more data 
is gathered.
Quantify costs associated with false positives and negatives to 
be incorporated into the model.
Add granularity to competitors data (currently missing values)
Investigate  why particular regions have lower hit ratio and 
losing high amount deals
Include opportunity probability as part of the quota and 
commissions system.
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