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Executive Summary
With over 25 years of hardware and software sales and sales management experience, after leaving his most recent position as Senior Vice President, Sales & Marketing with ABC Systems, LTD, Tom Doe has been consulting back to ABC, Saba, BlueArc, and Net Continuum since January ’03.  

Tom was most recently Senior Vice President, Sales & Marketing with ABC Systems, LTD, a learning management system enterprise application solutions provider that takes the training function as it relates to either internal product knowledge and/or outside training courses and automates it interfacing back into a client’s ERP and associated systems (competing with Saba Software, Docent and Think, et. al.).  Possessing a consistent track record of building and retaining highly motivated sales teams, channel partners and marketing professionals, Tom is a proven entrepreneurial executive with experience managing sales, marketing, and technical support personnel, both domestically and internationally. His experience spans both startup and established companies where he has consistently identified opportunities for accelerated growth while serving as a strategic member of the management team.

As Senior Vice President, Sales & Marketing with ABC Systems, Tom has developed and executed the sales and marketing plan for this Learning Management System (LMS) provider that targets Fortune 500 companies with the need to train executives all the way down to workers on the factory floor.  His responsibilities include profit and loss responsibility for sales and marketing budgets, and building his organization from a “start-up” stage with less than $1M in sales and no sales organization in FY00 to achieving $10M in FY02 ($22.7M in backlog).  Having created and staffed the organization to 40 employees in sales, marketing, and support, Tom developed marketing strategies to penetrate the Fortune 500 account base, developed the branding strategy to increase name recognition, and successfully placed ABC’s product in the Gartner Group “magic quadrant” for LMS’s.  Tom was also instrumental in closing deals with GE & American Red Cross.

Not only did Tom start at ABC with no sales organization, but also he started when the economy was about to tank.  The first thing he did was refocus the company on not being all things to all people, and created a focus on a “capability” vertical in the “certification space” where employees needed to be certified in order to do their job.  In addition to “typical” corporate America that has a need to manage ongoing continuing education and development classes with respect to a specific employee’s development plan, some of the target industries included the nuclear power industry, airlines/pilots, pharmaceutical companies, energy companies, and a whole host of companies that are regulated by different agencies that need to have individual people certified in order to work. We would get into a company, and then really up-sell to the rest of the company once we were in.  Red Cross was a great example of getting into their Infectious Disease Group for about a $100K contract to $15M contract to do all of certification for people needing to take CPR courses, to swimming courses, and so on (basically now having everyone on the planet).

Tom runs sales, pre-sales tech support and marketing functions.  Originally, he not only had corporate marketing (i.e., collateral support, shows, public relations, advertising), and still does, he also had product marketing.  Product marketing has since grown big enough that they promoted a person who does product marketing on its own.  Tom felt the beauty of his “owning” product marketing is that there was a strong sense of sales driving product development (i.e., products that customers wanted) - as opposed to engineering driving product development (i.e., neat technology developed out of context of customer wants and needs).  When Tom came on board he had asked to have product development as long as there wasn’t already a product development person in place.

One of the main reasons the company got it’s first round of funding was because Tom decided to come on board.  When he came on board, the company had no significant revenue, and Tom was employee number 7 or 8 in the company.  They had no marketing or sales organization at all.  They had one pre-sales tech support person who actually doubled as a sales person.  Tom built the organization from that point hiring two different regional managers, and built teams in the west and east (five sales people in the west—six sales people in the east).  Later in time he began to expand overseas.  He also built the marketing organization hiring a marketing director that had one public relations person and one MarCom individual that handled all of the internal newsletters and trade shows and collateral material and a whole host of other things.  Tom had a product marketing individual and a few people on his team to actually go out and help really productize the products - “ …because they were not [productized] and they were under redesign and redevelopment going from C++ over to Java based.  So the products originally were good solid products—but we needed to go to a new platform that was more web based and Java enabled than where we were currently.  The products were a bit web enabled but not the entire application, so we needed to get it much more web enabled to allow remote users and local users to be able to just use the web browser to get onto the program. So we did that in the first six months—got all that set up and working. We went after quite a few deals, and signed the largest learning management system deal to my knowledge in the world—let alone in the United States. We signed American Red Cross for roughly about $15M. The Air Force was probably our largest account prior to the American Red Cross and it is still a large customer of ours. We’ve done a lot of business with SAIC—we’ve done a lot of business with Lockheed-Martin and several others.”

The typical target executive for the sales campaign is the company’s CIO, or whoever runs the corporate university. The “executive” for the Air Force deal was the Air Force Director of Training who does all of Air Force training down in San Antonio.

Tom also demonstrated a solid understanding of how government/agency procurement works in relationship to Aerospace & Defense prime contractors and subs, the various stages at which you can attempt to get “spec’d into the contract”, and how to generically compete in this environment.

There wasn’t any account that Tom didn’t have direct access into. Not to say he necessarily sold every deal—but there wasn’t any large-scale deal the company did where he didn’t have participation in, or visit the customer, or have a lot to do with negotiations.  In this context, Tom’s typical role was really trying to motivate sales and to go in and direct sales in a way that if it was getting off track to bring it back to center and to close.

Tom has been trained in a number of Strategic and Tactical selling methodologies.  The formal methodology was adopted prior to Tom coming on board – specifically Target Account Selling (purchased by and integrated into Siebel Systems). He competently discussed how he employs this account management/deal management sales/sales management tool set, and how it’s fairly simple to go in and ask questions of the sales reps to figure out exactly how much information they know, did they ask the right questions—did they have answers to all of these questions, did they put an org. chart together? Who are the decision makers?  And as a result, be able to assess in fact as to whether they have made the right calls, have they gotten to the right parties to be able to influence the sale, are they more in the drivers’ seat or not (are we outside looking in?).  Tom wouldn’t stop at simply working with his sales team to assess the state of a deal. “There are a whole host of questions that I could ask as well as getting on the phone and talking to the end user—not as much the end user but the actual customer—potential executive prospect—and figuring out how much he knows about us—how much we know about them and exactly what do we need to bring to the table in order to drive it further.”

Tom ultimately left ABC as a result of the company running out of money.  They’d burned through about $16M of the $18M they had raised.  They had about $22M in backlog, but they just couldn’t get it installed fast enough.  “We did go out for more funding, but it was just too expensive.  So we decided to scale the company back to about 5 sales people and a region manager that I set up to take over Sales.  I closed the marketing department.  At this point I told them they just didn’t need a VP of Sales executive, and they agreed.”

After obtaining his Bachelor of Sciences from the University of Maryland, Tom was recruited to MA/COM Information Systems (a reseller of DEC peripheral products into the Federal Government as well as the commercial sector) as a Sale Representative.  The Division was a combination of a company called Atlantis Data Communications as well as a company called Sigma Data merged together as one and called MA/COM Information Systems.

When Tom started with the company, there really was no “Federal” sales group or revenue.  “Rep’ing the Sigma Data side, we were a systems integrator selling services and support services to the government. On the peripheral side we sold terminals, modems, printers, concentrators and a host of other types of peripheral products into large either main frames or mini computer systems-both commercially and Federally. So that was kind of my first in-road into the Federal Government, as well as my first inroads into the automotive industry because Chrysler was our largest commercial account. We were the largest DEC peripheral product’s reseller in the country. VT 100s, VT 200s, DEC Writers, you name it peripheral products we offered them to everybody both Federal and commercial. It was strictly just peripheral input and output devices. So input meaning terminals, some card readers and printers for outputs, and that was really it. We did do some terminal concentrators and some modems and things like that in the early stages of 1200 baud modems, but that was pretty much all we did. 

Tom was promoted to a Branch Manager role having responsibility for the entire Federal Group reporting to him, which was about 5 sales people, plus tech. support and some others.  When they merged with Sigma Data and became MA/COM, Tom’s boss became the boss for the entire organization, and Tom became the VP of Sales & Marketing.  Tom had total about 25 people and was doing about $100M with a lot of it leasing as well as sales.”  When Tom left, he owned the $100M revenue stream as VP of Sales & Marketing.

“In ’74, the company was doing about $10M/yr. mainly in the commercial side.  There was one sales rep that was doing about $100K of Federal Business.  In my first year, I did about $5M compared to the commercial sector doing about $12M.  I know these numbers pretty well because our investors at the time didn’t want Federal becoming more than 25% of the company.  They wanted it for valuation purposes as well as it being a tax shelter for a couple of very rich men in California.  We did a lot of leasing, and they could write that off.  When I got to $5M, they put the clamps on.  I was told that until I became 25% or less, I wasn’t allowed to grow any more.  So as the years went on, I had to govern the growth to this level.  When I became Branch manager, I convinced the company to grow this to 50%.  Then by the time MA/COM had acquired us, as a public company, they didn’t care what the mix was or how much we grew.  So by the time I left, Federal was about 60% and commercial was about 40%.  We grew the business substantially so in the 4 year period I was VP we’d about doubled sales to the $100M mark.”

Tom was recruited out of MA/COM, to Sun, which was a start-up at the time with Tom being employee number 45.

“Originally Sun took a run at me back in June of ’82 when Owen Brown, the first outside President of Sun Microsystems (after Vinod Kosla and before Scott McNeely), had ask if I’d be interested in coming over to Sun as VP of WW Sales (this was prior to Sun hiring Joe Robuck into the role).  I was going to, and then I decided not to do it. I was a fairly brash young VP at MA/COM, a Fortune 500 company, and I was doing pretty well so there was really no reason to move. 

Truncating an interesting story that Tom told me - In December of 1982 after Owen Brown leaves Sun -  “Joe Robuck’s calling me and asking if would I be interested in running the Eastern half of the United States for Sun. I went through the interview process, really enjoying meeting McNeely, Vinod, Bernie LeCrew, and all the different players that were there.  I thought I really had a chance of doing it, and I thought if we could put together a great sales organization life would be pretty good. And that is exactly what we did. We really only had a fair product to be frankly honest—Sun 1 was a boat anchor, Sun 2 was not dramatically better from a technology perspective but we kind of coined some phrases—“The computer -is- the network.” and open systems and a whole host of other things that we coined that really made the difference. And we hired—I think the top notch - if not the worlds best—sales organization within Sun that really propelled us against our competitor, which was Apollo.”

So Tom left MA/COM and joined Sun Microsystems as VP, Eastern Region.

As a Vice President, Sales with Sun Microsystems, Inc., Tom’s responsibilities included full profit and loss for management and operations, of sales, marketing, technical support, and administration for the Eastern Region.  This position involved the formation of the regional offices, and included responsibility for all commercial and Federal Government business.  When Tom joined Sun, company revenues were approximately $8M with Tom’s region being a brand new region (i.e., Tom inherited no revenue stream). Sun was doing virtually no Federal Business; it was all commercial.  Tom opened up about 18 offices, the first one being in Boston.  About two years into the role, Tom started Sun Federal, Inc. to specifically go after the Federal Government.  When Tom finally left Sun his region was producing approximately $900M (almost $1B) of Sun’s approximate $1.4B company wide revenues.  When Tom left Sun, his organization had about 150 people and included sales, presales engineering, field engineering, and some consulting services as compared to when he started and had two people. He was instru​mental in securing major contracts with Commercial and Federal Government customers, in addition to the development and negotiation of the GSA Schedule.  As well, Tom was instrumental in securing funding for a private placement (equity investment) with Kodak, which at the time was strategic for the survival of the company.

I asked Tom point blank about the importance of his region’s revenue contribution to the company at the time.  “Well the theme to be frankly honest with you—the East carried the company. There was no question about that—we were the largest single segment of their sales.”  A large portion of Tom’s Eastern region sales were into Federal A&D oriented agencies as well as A&D contractors/system integrators such as Lockheed, Martin, CSC, SAIC, et al.  

Specifically, NSA was Tom’s largest single account as a result of winning the NSA workstation bid.  Sun has been NSA’s de facto standard ever since Tom left Sun.

Tom’s role in winning NSA started with going in and getting the right individuals to put Sun on the original spec and “pre-spec’ing” Sun into the deal.  He drove it all with the end user, and had all the relationships back then.  As examples, he “had the relationship with an organization called NPEC, which was the National Encryption and Imaging Systems Group within NSA.  This was the first system that Sun put into NSA.   NSA was using Sun workstations to view images and telemetry data and all sorts of things that came in through satellite and by the way—that was with Lockheed-Martin.”

The commercial side produced big deals in finance, banking, and Wall Street.  “In the financial community, all of the traders in NY had multiple terminals on their desks.  We showed them how they could display the same information using one workstation.  We got to the point where traders were writing in Sun workstations into their bids.  I started this mini vertical.  I got it going.  I opened up the financial district office.  I helped bring in ADP, Bloomberg, and others, but a lot of what I did was to recognize and open up markets.  I hired a very effective and a very strong sales organization that were able to go out and defeat a very strong and entrenched competitor – Apollo.”

Tom ultimately left Sun as a result of not wanting to move out to California, but to stay around the Washington area to watch his family grow up. “Sun wanted me to come out to California to keep growing with them. I also wanted to do a little less travel because we started having a family.  My wife also has a role here—she’s a fairly high-ranking government employee.  Her career was kind of taking off and she was not prepared—since I was on the road all the time anyway—she didn’t want to get stuck somewhere alone so she kind of gave me somewhat of an ultimatum that if Sun was willing to allow me to commute you could commute but she wasn’t gong to move.  As you know it’s hard to advance in companies if you aren’t willing to move to corporate HQ at some point.”  

Tom was being recruited hard by Silicon Graphics.  “So Silicon Graphics had been coming after me for a while—this was not a new thing—Silicon Graphics was calling me almost weekly for a while saying – Hey, can you do for us what you did for Sun? And to be honest I really didn’t want to do that because - why would I leave? I mean Sun was just—I think I told you this before—probably the most fun I ever had. And so to leave to just leave it really didn’t make any sense at all so what I asked them to do was I would help them [SGI] start their Eastern half of the United States. I’d hire the initial people to get them off the ground, and that over time I wanted to phase myself out of that role and more into a Federal role that would keep me here locally. And that’s what I did.  So for the first six months I helped them set up the Eastern half of the United States, hired all the different reps and managers, and then hired my replacement. I then moved into just the role of VP of Federal Systems. Built up their base—a lot of times going right back into a lot of my Sun strongholds—because now all of a sudden they had a real graphical workstation—unlike at Sun where we didn’t really have anything graphical but we had high resolution.”

After having helped establish the Eastern Commercial Region, as Vice President, Federal Systems for Silicon Graphics, Inc. (SGI), Tom’s responsibilities included the Sales and Marketing to the Federal Government.  This included writing and execution of the Federal Business Plan, established the local office and the negotiation and approval of the GSA schedule.  Helped establish the Eastern Commercial Region as well.

Tom inherited about $200K in revenue and grew sales from $2M FY ‘87 (his first year) to $8.5M in FY’ 88 and $17M in FY89, with projected FY ‘90 sales in excess of $45M.  He successfully positioned SGI for bidding and winning the largest opportunity the company had undertaken – the Navy Desktop Computer deal at about $45M award - and put SGI on the map in the 3-dimensional environment both commercially as well as with the Federal government.  Navy Desktop was a huge “team sell” that Tom orchestrated.  Tom’s Federal Organization grew from 2 to 50 people in twelve months.

Aside:
Selling into the Federal vertical is very unique Tony, and I know this from personal experience as well.  Any strategic solutions oriented sales training will tell you the selling into a “matrix” management organization is the most difficult.  Federal and especially DoD/”Agency” and associated contractor (e.g., Lockheed Martin, Northrop Grumman, et al.) are the most politically complex matrix management convoluted sales you can sell into.  Combine this with it being a –very- tight vertical where “the elephant doesn’t forget” if your company messes up, or you mess up personally, and you have a very unique selling environment.

“ When I finally came back to focus on it and to start building the organization we built it up in 1987 to $8.5M, which—I guess you’ve got to think back almost 16 years now--$8.5M was a huge increase as well as a huge amount of business to do into the Federal Government direct. We then started going after—we had to kind of build our credibility in the marketplace and after getting some—like Ballistic Research Lab—we got them to use our workstations for basically battle simulations. Instead of blowing up tanks we were able to give them the ability to blow up tanks on a screen. They had never had this capability prior to this. We gave them all three-dimensional capabilities. NASA was a huge account for us as well helping them do a lot of shuttle design and redesign.  To be able to go in and redesign it was clearly something that they did to test different kinds of capability on the system. So it was much more simulation—animation—things of that nature that Silicon Graphics brought to the table. Wonderful technology by the way—only wish I had it at Sun—and it gave us the ability to really go after the marketplace in a whole different light.”

I asked Tom how much of the Federal system sales went into aerospace and defense contractors.   “Well I’m going to tell you that of all the business that we did at Silicon Graphics went directly—I would tell you that about 90% was done through a middle man—either a systems integrator like a CSC or an aerospace company like a Martin-Marietta—Lockheed-Martin—today Grumman Aerospace—Raytheon, which was a big user of ours, as well as the guys out West in Boeing and McDonnell-Douglas which are now together.”

“We owned everything—the way we defined the Federal Group was if Federal dollars were used in the sale—it would be owned by the Federal Group. So if it was in Denver and it was like [Cheyenne Mountain] or if it was in Denver and it was the Lockheed-Martin missiles group that was out there—we did those.  If it was -the guys- in the big cube (i.e., “the Blue Cube” – an NSA facility) that is out near Moffitt Field—we did that. So we did everything that there was in the United States and in Europe by the way that was Federal Government. And by the way at Sun—I started Sun Federal, Inc. as well.”  Tom confirmed that almost all applications were predominantly engineering—software engineering—engineering simulation—animation—anything to do with telemetetry data and/or photos.

I’d asked Tom to paint his segue from SGI to Octel.  “Well not a good one, and when I say not a good one it has really nothing to do with leaving Silicon Graphics. I was interested in getting into the networking side of the world because things were changing.  Octel convinced me that they were going to go into the networking side of the world. SGI had made a bunch of disjointed acquisitions such as Mips, Cray and others that really defocused the company as they attempted and failed at becoming totally vertically integrated.  At the time I—talk about a mistake—if I have one mistake—I don’t regret Octel—that’s really wasn’t a bad situation when I got there—except I had an opportunity to go to Cisco and/or Octel—you tell me which is the better territory.  So I was very interested in networking and Cisco had come after me, and Octel had come after me. A lot had to do with the fact that they [Octel] wanted me to help them get into the Federal Government.

When Tom joined Octel Comm. Corp. as General Manager, Federal Systems, his responsibilities included sales and marketing to the Federal Government, the formation and staffing of the organization, as well as writing and executing the Octel Federal Business Plan.  When he joined, the company revenue was between $125M - $150M.  Tom was the -only- “sales rep” focusing on Federal sales, with the previous year’s revenue being approximately $3M.  He exceeded Sales goals in each year by 454% in ‘91, 385% in ‘92, and 129% in ‘93, and when he left the company, he was responsible for generating $40M revenue and 20 sales reps. “And the only reason that it stopped at $40M is that we had saturated the market. We literally owned it all. We had gotten to in excess of a 75% Federal marketplace penetration rate and there was really nothing more to do besides add-on business. Because unlike other products—once you have a voice mail system you don’t need two. I mean—you just don’t. You might need more ports—you might hire more people so you need more phone lines or something—but you don’t need a new voice mail system. So once we saturated the market—it was over.”

While at Octel, Tom positioned Octel to be the preferred vendor with the Treasury Department, on the largest government Voice Processing opportunity ever issued.  He generated and negotiated the GSA Schedule.  In addition, Tom established long-term relationships with Bell Atlantic and the rest of the RBOC’s.  

“Our market saturation was really the only reason why I left and went to 3Com, and again combined with my unwillingness to move to California. To be honest with you - I was too late to back to Cisco—which I wish I could have done—but 3Com was literally trying to get back into the Federal marketplace, and when they came after me it was a situation where they had dropped out of what was 3Plus Open. 3Plus Open was their network operating system, which competed against Novel (at that time Novel One). So 3Com decided - Hey we’re going to get out of this marketplace.  So lucky me—I kind of really stepped in it so to speak—what happened was that the only real user of 3Plus Open - guess who - the Federal Government. They standardized on it, and I was the lucky fellow to go in and tell them - Oh by the way, we’re dropping this, and oh by the way—now we’re really gong to get into the networking business.  So we need you to buy more hubs and switches and NIC cards from us since you’ll need these as a result because you’re going to expand. The government was not real happy with 3Com.  So my initial in road was to attempt at giving them more confidence in the fact we would be around, and we would be a supplier, even though we left them a little high and dry on the operating system side. The Government has a very long memory—they really do—they are like an elephant. They don’t forget companies that really don’t do well by them. But we did—we grew—we grew—we grew—we kept at it. We actually had a bigger Federal presence than Cisco at the time when I built it.”

As a Vice President Sales with 3Com Corporation, Tom owned “East of the Mississippi” and he was responsible for sales, marketing and technical Support for the Public Sector Marketplace.  This included selling to the Federal, State and Local Municipalities directly and through multiple reseller channels.  Tom grew the organization from the $5M in revenue produced the year prior to his arrival to $150M in sales on the channel side and $150M in direct enterprise sales by FY ’98 (i.e., $300M in total).  He established this organization in 1994, and grew it from 3 people to 90 employees exceeding sales goal each year.  Tom came in under the Enterprise Group.  He established channels of System Integrators, Regional Bell Operating Companies, and multiple other resellers.  As a result of Tom’s efforts, 3Com is the leading supplier of network products to the public sector.  Tom had to start a whole new level of end user sales organization as compared to the channel oriented sales model that existed.  Tom wasn’t just going after a network within an Agency (e.g., the Navy); he was going after an entire Agency.

I asked Tom to describe the organizations he was selling into.  “It was a little bit of everything.  It was the IT organizations--direct end users.  But remember, every program that the government put together, whether it was an aircraft purchase or a computer system buy, they seemed to always be stand-alone opportunities. Not only would they go out and buy hardware for it, but they would have to put in separate networks for it as well. And we were doing that. So we did the Pentagon redevelopment. So all of it’s switches and hubs and everything that went into the Pentagon in its redevelopment - we did. We did the joint strike fighter aircraft—there is the NMCI program for the Navy and Marine Corp to replace all of their infrastructure into kind of a seat management—you know—the big thing right now is seat management—where you own everything that is required to deliver to the desktop.  So if I need a PC—not only do I have to worry about the PC itself—but I have to worry about all of the applications that run on the PC, and then I have to worry about it connecting into a network, and then it goes up into the network onto the Internet and so on and so that’s the latest craze in the Government—seat management.”

While at 3Com, Tom tried to convince the Chairman and President of 3Com not to buy US Robotics.  3Com’s chairman and president at the time that Tom was there “felt he missed a little bit of the window against Cisco, and he did—making a couple of stumbles and stubbing his toes.  He thought in order to continue to grow like Cisco, he was going to have to buy companies in order to continue the revenue growth - and to look like he was also a growing company the same as Cisco was.  So we bought US Robotics, which was really a modem manufacturer—both from the laptop side, as well as from the desktop side. And they also had this little gem that we didn’t know very much about which is called Palm. So at the time we didn’t know much about Palm, and we didn’t actually put much value on it, but we did go and figure that their additional revenue and resources would allow us the ability to grow a little bit further on the network access side since they also had network access concentrators and some other things. So we bought them for an enormous amount of money, and it just did nothing but put a drain on us as a result of them [US Robotics] having already stopped all of their channels—they were pretty much going to go out of business had we not bought them—except we paid them a premium for their product.  The company [3Com] started self-destructing so they started selling off part of the company - and at the time—Palm was going to be spun out. We spun off all of the modem business to a Korean company. We spun out the enterprise side to Extreme Networks.  So we spun out literally all of the business, and I went to a start up company called Riverbed, a venture backed software company specializing in server synchronization tools for the Palm and Windows CE handheld marketplace.”

As Senior Vice President, Sales and Marketing with Riverbed Technologies, Tom was about the third hire, “We had a good idea, some of the product was built, but there really wasn’t anything there when I came on board.” Starting in January of 1999 with zero revenue, Tom built the sales and marketing team. By growing the company from a pre-revenue state and generating approximately $6M in revenue and about 15 people in his organization, he grew the market capitalization of $7M to over $800M. The company was sold to Aether Systems (wireless and mobile data solutions) in March of 2000. 

In addition to creation of product positioning, collateral material, shows and the Website, Tom established Riverbed in the global end-user and channel marketplace.  He established strategic relationships with Palm Computer, Symbol Technologies and Spyglass Computer, which helped establish Riverbed as the leader in this space.

“The key there was the alliances that we had.  We -were- Palm. I signed an alliance agreement with them where we were their service synchronization technology. So they productize our product to help them get into the enterprise market. So that really put us on the map. Then we had agreements with Symbol Technology and a whole host of other hand-held devices to be able to take our product plus their product into enterprise applications. When Aether Systems bought us they did away with the management team and just kept the engineering team.  I got a great package, but my stock was locked up with its valuation dropping significantly during the lock-up period – unfortunately.”

While attempting to take a little 30-day breather, Tom was recruited to Saba Software, the largest supplier of Enterprise Learning Management Software, by Stuart Jacobsen, who owned worldwide sales at Saba at the time.  Stuart asked Tom to consider just taking on Saba’s Federal operations and eventually taking on the overall VP of Sales role down the road.  “I went to Saba because I really wanted enterprise software experience.  Riverbed was middleware like Tibco, Webmethods kind of capability for the mobile world, but it wasn’t really an enterprise software solution.  Unfortunately the Learning Management software space has never really taken off.”

As a Vice President Sales with Saba Software, Tom was responsible for Federal sales establishing the Public Sector organization to focus on Government sales.  He developed and implemented the commercial and public sector business plan, and was instrumental in Saba moving from a privately funded company to a successful IPO in 2000

In addition to having created a separate marketing and product-marketing group to focus on public sector needs, and having grown the team from 3 people to over 30 people during his tenure, in the -8- months that Tom was with Saba, he was responsible for having increased sales from $.5M to over $12M in FY00.  “We got on a couple of programs—we started focusing a little bit better than they had in the past—we got on things like the Veterans Administration—we did the IRS—we did a whole host of other—you know the Army University—opportunities that worked out extremely well.” 

I asked Tom point blank why in the world he left when things were going so well.  “Well the only reason I really left is because I felt that ABC being a local company offered me the opportunity to be the head of it all and being local to be able to run it.  At Saba I would have had to move out to California—they [Saba] had just hired this new COO/President who they have since fired—who I thought was an absolute jerk so he kind of gave me the impetus to even consider leaving because I just felt I couldn’t work for him.  I was being recruited to ABC very early on into my role at Saba.”  This took Tom to his most recent position as SVP of Sales & Marketing with ABC Systems.

All along the way, Tom gave examples and alluded to his leadership.  If you’re a performer you –want- Tom as your manager.  Tom’s door is never closed.  Tom leads from the front. 

Tom is intrigued with the “The Client” opportunity, and if he accepted a position would consider formal relocation after his daughter graduates from High School in June.  

Tom needs to understand the “wealth creation” opportunity at “The Client” beyond cash compensation.  Being somewhat unfamiliar with “The Client”’s market opportunity, Tom also needs to understand the depth and breadth of the market opportunity.  Tom essentially is a little skittish after saturating a market at Octel after a short period of time, and doesn’t want to get into an opportunity that doesn’t “have some legs”.  I told Tom that he really needs to dialog with you about this Tony because ultimately – it doesn’t matter how “hot” I think the opportunity/market is.
Candidate Compensation

As SVP of Sales & Marketing with ABC Systems, Tom earned a $200K base with a total at quota target cash compensation of $340K tied to a revenue quota target of $28M.  
        50 Airport Parkway ( San Jose, California 95110 ( Phone: 408.451.8414 ( Fax: 408.904.4935

Executive Advantage Group, Inc.    Offices in Silicon Valley and the Pacific Northwest

