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We are human focused.



Methodology



What Have We Been Up To? 

As part of the Discovery Phase on DTE project, Valtech’s Experience 
Design and Strategy teams met with Westcon Group’s Business teams 
during a workshop conducted at their Tarrytown office. These 
workshops were structured to give a broader insight of Westcon Group’s 
operations, processes and systems that are likely to play an important 
role in the envisaged Dot Com and E-commerce solutions. Following 
these workshops, we spent an additional three weeks interviewing 
internal and external stakeholders to gain additional insights.  
  
We also reviewed Westcon’s digital landscape and evaluated it in 
comparison to the competitors.  



Workshop Insights 
Ò  North American Westcon/Comstor is a distributor for technology products through vendor relationships 

•  Very selective about vendor partnerships 
•  About 20 suppliers make up 95% of NA business 

Ò  Value added services and relationships are what set WCG apart from their competitors 
Ò  Seven practice areas in two categories 

•  Capabilities: Global Deployment Services (GDS), Cloud, Services 
•  Technologies: Data Center, Networking, Security, UCC (and Mobility) 

Ò  WCG typically acquires customers through vendor relationships-  distributors are identified by vendors, or is only distributor for a 
vendor 
•  A reseller typically has relationships with multiple distributors who all sell the same thing  
•  Pricing is not a differentiator, resellers will typically get the same pricing across distributors   

Ò  Sales cycle can start from the vendor level, or from WCG 
•  Depending on the size of the reseller, typically reseller will come to their AM with a solution looking for pricing 

Ò  Entire transaction- quoting, purchasing, logistics, invoicing and RMA – tends to happen via email between reseller employees and 
AM 
•  Multiple employees on reseller side 
•  Send request to a variety of different “gatekeeping” email address depending on step in the process 

Ò  Multiple login/password combinations to access a variety of content 
•  No SSO 
•  Requesting a “site” login is not the same as requesting an “e-commerce” login 
•  No strategy behind site gated content 

Ò  Becoming a new reseller is a manual process 
•  Can initiate request online but most of the process/validation takes place offline 



What you said…



Internal Stakeholder Interviews

Ò  17 individual interview sessions over a four week period 
Ò Each session lasted about 45 minutes 
Ò  Interviewees ranged from Project Sponsors and EVPs to BDMs 

and Account Managers 
 



How much does the digital space play into 
WCG’s opportunity for success?

Ò  “I have rarely leveraged or sent a customer to the e-com portal 
because that information isn’t reliable or accurate.” 

Ò  “We need to focus on the end-user, which we haven't had to do 
before.” 

Ò  “My concern is that we're building DT on top of a foundation that is 
not solid; I don't know if we've got our business process well defined; 
I don't get a comfortable sense that we're able to automate those 
processes yet.” 



What is your expectation for the public facing site and 
how it influences your sales funnel?

Ò  “Almost none. The majority of our business is vendor driven.” 
Ò  “It almost got me to not join the company because it was so 

terrible.” 
Ò  “We want our Services to be an obvious differentiator between 

the competition-- other distributors don't have these services. The 
site needs to be very oriented to explain this type of info.” 

Ò  “I don't think the sales team directs resellers to site as often as 
they could, it kind of gets forgotten about.  The content is pretty 
good, but awareness is lacking.” 



What is your vision for the new e-commerce site?

Ò  "Distribution is reaching the ‘disruptive stage’ – we need to 
figure out how to be game changers.” 

Ò “The site should be something that leads to a transaction, 
beginning and maintaining of a relationship.” 

Ò   “If we can take some of the operational and update 
component out of the hands of our AMs we can actually get 
them doing more pro-active and relationship development 
work as opposed to more of the day-to-day.” 



What are some of your understandings around 
reseller needs?

Ò “Our DNA is our ability to take complex orders, complex 
configurations together, those are our employees who have 
that ability, can't do that with a machine.” 

Ò “When it comes to our tools set and customer facing electronic 
set, we do not have a good reputation. We are seen as hard to 
do business with and it is something we over come with 
human power and capital, but it is not sustainable.” 



Any insight as to what your competitors are doing 
better than you? 

Ò “We are behind the competition.” 
Ò “Customers are leaving WCG because the competition has done 

things to leapfrog us from an informational transparency 
perspective.” 

Ò “Competitor’s online tools are much easier to use, more 
streamlined. We are getting crushed by competition in terms of 
their online content and what they have to offer versus what we 
have.” 



Then, what they said…



External Stakeholder Interviews

Ò 9 individual interview sessions over a two week period 
Ò Each session lasted about 30 minutes 
Ò  Interviewees included Buyers, Contract Analysts, Sales, 

and an RMA Specialist 



How often do you visit Westcon/Comstor.com?

“I don’t think I’ve ever been on the dot com site.”  

Are you a Westcon or Comstor customer?

“I don’t exactly understand the relationship or why two 
sites.” 



What are some of the things you like about the existing 
RMA process using the e-commerce platform?

“I like how Westcon does their RMA process: I have an 
email that confirms the request, I can grab the tracking 
online which is great, I can look at shipping and make sure 
it’s correct, I can pull up the info online, I can track 
everything on the website that I need to find. I can't do that 
with other vendors, it’s all through email. And I like having 
someone to call/talk to if I need to.” 



What are some of the things you dislike about the 
E-commerce portal?

Ò “Checkout is time consuming - three screens for end-user 
information.” 

Ò “The online tracking of orders is woefully misrepresented.” 
Ò “I don’t trust the availability or ETA data.” 
Ò “I should be able to have real-time shipping information, not 

receive a tracking number after a shipment has been 
delivered.” 



What are Westcon's competitors doing better or 
worse with their portals?

Ò “Being able to get the tracking without having to get a hold 
of someone else is really convenient.” 

Ò “Ingram has the best keyword search.” 
Ò “It’s easier for me to find contract #, end date, start date- I 

just enter an order number and will pull up the details I 
need.” 



If you could push a magic button and have the e-commerce 
portal do something for you, what would it be? 

Ò  “Look up tracking, ETAs, availability.”  
Ò  “Information relay from the manufacturer, updates on orders that 

are "stuck" or that are not getting completed - good news, bad news, 
indifferent it doesn't matter.” 

Ò  “I’d like to have an overview of status with the ability to look 
deeper if I needed to.” 

Ò  “The ability to customize my view.” 
Ò  “It’d be able to put everything on one order; a lot of our Purchase 

Orders would have multiple Sales Orders in one system, if I have an 
invoice it will tell me what Sales Order to look at, if not, I’m chasing 
a lot of details.” 



Key Observations and Findings
Ò  Management and internal teams are aware of reseller needs and frustrations 
Ò  Dot com presence is overlooked by internal and external stakeholders 

•  Analytics reflects this 
•  Focus of all conversations centers on e-commerce 

Ò  Services and GDS rely on the dot com properties to be a marketing platform for their practices 
•  These are differentiators for WCG  
•  Users come to the dot com properties for training 

Ò  Users have to move in and out of different portals to accomplish different tasks 
•  Platforms all have different log-ins, no SSO or seamless experience 

Ò  Customers are looking for an e-commerce platform with a few purposes-  
•  Smaller customer can be self-sufficient, significantly less reliant on AM resources 
•  Larger customers are looking for capabilities and functionality that competitors have that 

will allow them to be a bit more self-sufficient 



Dot Com Digital 
Landscape



The Current Digital Landscape

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Page views for all North 
America sites from  

Dec 2012 to Feb 2015 
 
 

 Separate sites under the 
North America Westcon 

Group Umbrella 

Of those sites are 
Comstor microsites, 

most of which are 
hosted by a third-party 

16 34 649,238 

*this	  number	  does	  not	  include	  Westcon	  
or	  Comstor	  microsites	  

*this	  does	  not	  include	  
WestconGroup.com	  or	  
www.Comstor.com	  
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A Picture

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  
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Site Structure

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Site structure and labeling 
is consistent between 

brand sites. 
 

Maybe too consistent,  
very little visual difference. 

 
No use of visual affordance 

or breadcrumbs on main 
brand sites. Some visual 

affordance is used on 
vertical and service 

provider sites. 
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Links

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Numerous outdated and broken links. 
 
Seemingly random pattern for opening links  
in new tabs or not. 
 
Cross linking to content between the two 
sites is confusing to users who aren’t familiar 
with the Westcon and Comstor relationship. 
 
Links don’t always open where they’re 
supposed to- often time the user is directed to 
the site homepage when they’re expecting to 
land on content within the site. 

24 



Page Hierarchy

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

The page hierarchy is 
often confusing – 

sections have landing 
pages (left) and child 
pages (right) with the 

same content but 
different URLS. 

 
This is seen across the 

digital landscape. 
 

This negatively 
impacts Search Engine 

Optimization (SEO).  

http://us.federal.westcon.com/content/
market-intelligence 

http://us.federal.westcon.com/content/
market-intelligence/market-intelligence 
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Emphasis

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

The focus of these sites is all 
about the linecard, not about 
WCG’s value added services. 
This is what differentiates 
WCG from their competitors.  
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Outdated Content

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Donny Lu, the contact listed on this page hasn’t been in 
the Federal Group for a while now. He is now on the 

Services team. However, he is listed as a vendor contact on 
this page and still receives calls requesting information. 

This page in the Academy section of Comstor 
features information about an event that took place 

in March 2014. And it’s not buried in the section, it is 
part of the secondary navigation 
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Design

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Site is not context 
aware, content is hard 
to read on tablet and 
smartphone devices. 

 
Designs are outdated 
and do not accurately 
represent the brands.   

 
The current site 

templates are 
restrictive. 
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Login

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Access to some content requires a 
login. 
 
There is no strategy behind what 
requires a login and what is public 
facing. 
 
Login for the dot com sites is different 
than the login for e-commerce: 
 
•  Dot com uses an email address to 

identify the user 
•   E-commerce uses a username, not 

an email address, to identify the 
user 
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Use of Third Party Services and iFrames

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

The use of third party services to build forms and microsites, as well as iFrame integrations (especially broken ones) 
reduces the level of professionalism and online reputation of a company. It reflects an apathy for a holistic user 

experience and a digital platform that can’t support a company’s needs. If your website is a patch work, what does 
that say about your company? 
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FLASH!

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

In the current landscape of technology and 
accessing the Internet through devices such 
as picture frames, netbooks, cell phones 
and televisions, the benefits of Web 
standards outweigh those of Flash, 
especially when delivering content to a 
broad audience on various devices.  
 
Since the introduction of smartphones 10 
years ago, there has been a shift from Flash 
to HTML5. Enterprise sites across the board 
are slow to adopt this technology and apply 
it to their digital spaces. 
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Mircosites

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Multiple microsites confuse users, they don’t know 
where they should be looking for the information they 

need.  
 

However, these microsites do a better job of 
highlighting GTM strategy and engaging users.  
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Search

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

When a keyword is misspelled, 
no alternate options are 

provided. 
 

A search for “Federal 
Summit” returns no results. 

Yet there is an entire 
microsite dedicated  

to the event. 

When search results are 
returned, they are not 

meaningful to the user. 
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Analytics

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Analytics and interviews confirm and reinforce that 
resellers are not using the sites for vendor content 
beyond identifying which vendors are on the line 
card: 
 
Avaya is one of WCG’s largest vendor partners. This 
section is made up of 86 pages- one of the largest 
under the vendor header. 
 
In 27 months, the entire section received 11,484 hits.  
 
That’s an average of 133 hits per month, or 5 page 
views in this section per day.  
 
Half of the 11,484 hits sited above consisted of three 
pages: 
Avaya Landing page 
IP Office Support Services – IPOSS 
Avaya IP Office 
 
Overall, the entire US Westcon vendor section 
averages 3 hits per month. 
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Comstor Microsite Analytics

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Some of the Comstor microsites get more traffic in a month than the Comstor site: 
 
•  Cash In with Comstor averaged 922 page views a month over an 18 month period 
•  EDGE 360 Blog averaged 953 page views a month over a 7 month period 
•  Comstor EDGE averaged 1,104 hits a month over an 11 month period 
•  Comstor Academy averaged 1,187,922 page views a month over a 25 month period 
•  Comstor US Engineering averaged 1,796,922 page views a month  over a 9 month 

period 
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E-Commerce Digital 
Landscape



Post-Login Line of Business Landing Page

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Site pages and content are slow to load, this is time consuming 
 
No real visual differentiator between countries (US/CA) and business 
lines (Westcon/Comstor) 
 
Can see all available manufacturers regardless which line of business I am 
viewing or what I am eligible to purchase 
 
Not easy to switch between different businesses 
 
Home landing page could do a better job promoting vendors, products 
and services without being overly obtrusive 
 
Positive feedback from users regarding lack of visual clutter (ads, 
promos, etc.) throughout the entire e-commerce experience 
 
Breadcrumbs are present under main navigation but not properly 
populated as the user moves about the site 
 
Account 
•  Standard account management functionality 
•  Opportunities for allowing user to customizing their portal experience 
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Quick Order

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Customers would like 
the ability to upload a 
spreadsheet and have 
their order populate 
based on data points 
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Product Listing

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Ability to quickly get to a specific 
manufacturer 
 
Limited sorting tools, but robust filtering 
capabilities 
 
Product data powered by third-party 
(etilize) 
 
Resellers do not trust accuracy of 
Availability/ETA information 
 
Dates are listen in European order  
(DD/MM/YY) – this could be confusing 
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Product Detail

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Amount of content varies greatly from product to product, even in the same categories 
 
Overview and Technical Specifications usually contain the same information, third tab “Similar Products” 
provides almost identical information as the column on the right 
 
Opportunity to enhance product details with (where applicable) diagrams, development kits, reference 
designs, complementary products, training and events related to the product or vendor, technical papers, 
application notes, products other users have viewed similar/related to this, etc. 
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Shopping Cart

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Multiple CTAs at the bottom 
overwhelm the user – primary and 
secondary actions not clear 
 
User can easily update quantity and 
remove items from cart 
 
3 steps of end-user details is seen as 
overwhelming 
 
Recommended products section at 
bottom is not always populated 
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Order Tracking

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Sorting and date range selection features add value 
 
Column labels are useful – can click to sort 
chronologically 
 
Order details provide high-level information with optional 
detail views – proper visual affordance is not used here to 
indicate when details are showing 
 
Easy access to invoices  
 
Products in order can be on multiple invoices – all 
appropriate invoices are accessible from within the order 
detail 
 
Tracking information is provided but isn’t always timely  
or trusted 
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Request RMAs

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Process seems intuitive and straight 
forward 
 
Noted as “best in class” 
 
6 step wizard to complete process 
 
Link to “Order Tracking” took me back 
to e-com landing page 
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Competitive Analysis



TechData

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

No real “Dot Com”  
 
Ecommerce landing page focuses 
more on products and less on 
vendor content – login required to 
view e-commerce 
 
Outdated look and feel 
  
Promotional content is a bit 
overwhelming, feels cluttered 
 
Primary navigation leads with 
selling, company marketing pages 
are farther to the right 
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IngramMicro

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Corporate site explains different 
business lines and regions, no real 
equivalent 
 
All content about the different 
business lines is awkwardly arranged 
in tertiary and quaternary navigation 
 
Site does have some engaging content 
info graphics, but very little  
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IngramMicro E-Commerce

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

E-commerce experience is rich with features 
including: 
 
• “Quick Links” at the top of the screen – are 
customizable in the “My Account” section 
• Ability to search by Categories and Vendors 
• Suggestive/predictive search returns relevant results 
as you type 
• Ability to tag items as favorites 
• Ability to quickly add products to the cart from the 
products search results page 
• Sort results 
• Grid view or list view 
• Compare functionality – can highlight differences 
and similarities between products 
• Ability to view stock in different locations and ETAs 
from the product search results page 

Users feel the site is cluttered with promotions and 
other distracting content 
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Avnet

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Site identifies user by IP address 
and directs them to the correct 
URL  
•  the user can not easily identify 
that this has happened other than 
reading the URL 
•  user cannot easily change regions 
 
Not easy to get from the corporate 
site to the E-commerce portal or 
Technology Solutions site 
 
Site is clean and simple 
 
Updated, responsive design 
 
Use of colors, images, interactions 
and visuals tell a compelling story 
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Avnet Express

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Site attempts to be responsive, but 
not executed well  
 
Can access parts of the  
e-commerce portal without logging 
in, this includes availability 
information 
 
Faceted search across the top of 
the page is confusing and 
overwhelming 
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Arrow Electronics

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Search on the homepage takes user 
directly to the E-commerce portal 
 
Arrow has a suite of tools for design 
exploration and collaboration – login 
required to see additional details 
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Arrow ECS

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Business lines are color coded 
 
Site has an updated look and feel 
and is responsive 
 
Engaging content, use of info 
graphics and not overly wordy 
 
Clear CTAs under each of the 
practice areas to drive users to “get 
started” 
 
High level vendor content with 
“complementary suppliers” section 
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Parts.Arrow.Com

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Site has an updated look and feel sets 
high expectations 
 
Getting to a specific product can be a 
challenge 
 
Search results page can be just as 
overwhelming as Avnet but also 
provides sorting/filtering tools 
 
Product detail page allows for multiple 
ways to order and displays relevant 
information and tools 
 
Vendor pages within the portal with 
appropriate information: product 
categories, development kits, design 
diagrams, contact information  
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Personas
User segment profiles & 
customer journey map



1. 
Personas 

bring focus 

More often than not, serving 
a specific audience 

extremely well is smarter 
than partially servicing a 

larger audience

You are not your users 
– personas help you 

live in your users’ shoes

A shared understanding 
within the project team helps 

establish appropriate 
expectations and goal setting

Personas serve as a tool 
for facilitating decision 

making when creating or 
enhancing a website

2. 
Personas build 

empathy 

3. 
Personas encourage 

consensus 

4. 
Personas create 

efficiency 

A Persona Defined

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

54 



The User Journey Defined

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

By documenting each 
persona’s site experience 
through the overall journey, 
the journey map helps you to 
best understand how 
customers and internal users 
are interacting with the site 
now and helps to identify 
areas for improvement 
moving forward.

A user journey map is a 
framework that enables you 

to improve the experience of 
your site’s users. 
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This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

To better understand the user, their 
objectives, & digital needs, we’ve identified 
8 different types of users that will each 
have specific needs throughout the 
customer journey. 
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Identified Customer Segments

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Each of these segments needs to tell a specific story, 
which will correspond to specific journeys to 
information: 

Ò  Visitor - purpose is to seek information, could be a job seeker or candidate wishing to 
learn more about the company 

Ò  New Reseller -  purpose is to begin new reseller process  
Ò  Existing Reseller Shopper/Decision maker - seeking to add vendors 
Ò  Reseller Sales Engineer - using e-commerce portal to create quote, check availability, etc. 
Ò  Reseller Purchaser - using e-commerce completing a buy on behalf of their customer, 

post-sales activities including shipment tracking 
Ò  Reseller Post-Sales Specialist - using the e-commerce portal to track packages,  initiate/

manage/track returns, manage contracts and renewals and audit invoicing 
Ò  WCG Account Manager – using the digital landscape as a resource to enrich their 

customer relationship 
Ò  Vendor – purpose is to seek information to consider partnering with Westcon for 
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Vicky
Site Visitor

College Student

“Would Westcon Comstor be 
a good fit for me?”



Summary
Vicky will be graduating from college this Spring with a degree in business. She 
attended a job fair on campus and met with a representative from Westcon Comstor 
looking for entry-level candidates. Her curiosity was roused, now she is seeking 
more information about the company, culture and benefits. 

Vicky Site Visitor / College Student

“Would Westcon Comstor be a good fit for me?” 

Pain Points
•  Google search for Westcon Comstor, 

returned a dozen different results that all 
look legitimate- doesn’t know where to look

•  Social media isn’t strongly represented

	  

	  Site Based Goals
I want to learn more about 
Westcon Comstor. 

I want to view job openings.

User Information Needs
•  Company information/History
•  Careers/benefits
•  News
•  Branding/Positioning 
•  Competitive differentiators
•  Value added services 

Devices	  



“I know who Westcon Comstor is from 
experience in the industry, but I’ve never 
initiated the new reseller process before. 
How do I get started?” 

Neal
New Reseller

CTO Sunrise Securities 



Summary
Neal and his business partner have recently branched out on their own to start a 
network security firm. Both of them have been in the reseller business for many years, 
working for a couple of different companies, but they see an opportunity for market 
disruption and are looking for a distributor to partner with to sell security products in a 
new and innovative way. 

Neal New Reseller / CTO, Sunrise Securities

“I know who Westcon Comstor is from experience in the industry, but I’ve 
never initiated the new reseller process before. How do I get started?” 

Site Based Goals
I want to find a distributor who 
understands my business. 

I want to use the website to learn how to 
become a Westcon Comstor reseller.

Pain Points
•  Offline application process 

seems archaic
•  The contact listed on the website 

isn’t responding/doesn’t work in 
that position any longer 

Devices	  

User Information Needs
•  How to do business with 

Westcon Comstor
•  How to become a reseller 
•  Financing information
•  Vendor linecard
•  Value Added Services
•  Thought leadership 



“When looking for a new cloud services 
distribution partner, I want to know about 
long-term viability, how the company is 
funded, their performance, and 
understanding how outages are handled.” 

Edward
Existing Reseller

VP Cloud Solutions, ACME Reseller
 



Summary
Edward is responsible for deciding what cloud services ACME will take to market. Once a 
partnership is established, the marketing, selling, delivery and analysis of those services are all 
part of his domain.  His counterpart in the Security practice of ACME does a lot of business with 
Westcon and has nothing but good things to say about his experiences. Based on that existing 
relationship, Edward has begun investigating Westcon Comstor’s cloud offerings with an eye 
toward potentially becoming a cloud partner.

Edward Existing Reseller / VP Cloud Solutions, ACME Reseller

“When looking for a new cloud services distribution partner, I want to know about long-
term viability, how the company is funded, their performance, and understanding how 
outages are handled.” 

Site Based Goals
I want to learn more about Westcon 
Comstor’s Cloud practice.

I want to know how it can help grow 
my business.

I want help educating my sales team 
on how to sell cloud to our customers. 

Pain Points
•  Information isn’t on the site, 

redirected to several different places 
to find it

User Information Needs
•  Sales enablement process
•  Pricing model
•  Scalability
•  Company information: funding, 

history, reputation
•  Technology and infrastructure
•  Thought leadership

Devices	  



“I want to be able to create a 
solution on the go, convert that to 
a BOM and quote real time so that 
I can service my customers as 
quickly and efficiently as possible.”

Steven
Existing Reseller

Sales, ACME Reseller
 



Summary
Steven has an engineering background and 8+ years working in sales for ACME. He is very 
familiar with solution design and is one of the top salesmen at the company. Steven enjoys 
working with his customers and helping them solve their problems. He splits his time between 
ACME offices and his customer’s office so he needs a quoting platform that is just as mobile as 
he is. He is very familiar with discount structures,  vendor’s websites and collateral, he goes 
there or pulls from his personal collection when looking for information to provide to his 
customers. 

Steven Existing Reseller / Sales, ACME Reseller

“I want to be able to create a solution on the go, convert that to a BOM and quote real time so 
that I can service my customers as quickly and efficiently as possible.”

Pain Points
•  Pricing on e-commerce doesn’t always 

match special pricing agreements with the 
vendor

•  Can’t access the tools needed on the go
•  Cannot easily move data between internal 

systems and Westcon Comstor’s systems 

Site Based Goals
I want to be able to put together an 
accurate quote for my customers 
regardless of my location- at my desk, 
visiting my customers or their end-users.

I need updated price lists for the 
vendors I sell.

I want to make sure I’m getting all the 
promotions and special pricing applied to 
my quotes.  

User Information Needs
•  Content, tools, detailed specs and 

information that support my needs during 
the sales process

•  Reviewing inventory, checking availability 
and expected arrivals to compare against 
project deadlines

•  Converting design specifications in to a 
quote

•  Sharing quote with customer for approval 

Devices	  



“I would like to be able to 
access a registered bid 
without bothering anybody.”

Ben
Existing Reseller

Buyer, ACME Reseller
 



Summary
Ben used to be in sales but has been handling the purchasing and quoting for ACME 
for almost 15 years now.  He is responsible for the majority of purchasing for the 
company.  In addition to purchasing, he oversees and coordinates all the installs for 
hardware and software that is ordered from his distributors. He relies on his account 
manager for ETAs and is constantly checking and re-checking the dates to make sure 
they align with his end-customer’s project dates. 

Ben Existing Reseller / Buyer, ACME Reseller

“I would like to be able to access a registered bid without bothering anybody.”

Pain Points
•  Having to rely on AM/OM to 

complete the order
•  Lack of self-service 

Site Based Goals
I need to process as many orders as 
possible throughout my day and I’d like to 
be able to do it on my own. 

I need to move seamlessly between my 
internal systems and Westcon Comstor’s 
systems. 

I need confirmation that the order was 
received and when it will be delivered. Devices	  

User Information Needs
•  Content, tools, detailed specs and 

information that Pricing orders
•  Product Availability
•  Confirmation
•  Shipment tracking



“Things move quickly and I don’t have 
time to wait on my account manager 
to get back to me with a response. 
I wish I could be self sufficient and not 
rely on him for the information I need.”

Patty
Existing Reseller

Post-Sales, Ma & Paw Reseller
 



Summary
Patty is part of a tiny team at Ma & Paw Reseller, and as such she wears many different hats. 
She takes over responsibility for an order once another member of her team has initiated the 
purchase. Her responsibilities include tracking orders, logistics, product returns, contracts 
administration and invoice auditing. She relies heavily on the e-commerce portal to find the 
information she needs for all aspects of her job. She can eventually find what she needs, but 
spends a lot of time manipulating the sorting and filtering within e-commerce to slowly extract 
the information she needs. 

Patty Existing Reseller / Post-Sales, Ma & Paw Reseller

“Things move quickly and I don’t have time to wait on my account manager to get back to me 
with a response. I wish I could be self sufficient and not rely on him for the information I 
need.”

Site Based Goals
I want the information I need to be easy to find, 
or easy to search for. I don’t have time to have 
to go to several different places to pull bits and 
pieces. 

I want to know that the information I pull from 
e-commerce is accurate and up-to-date. 

I want the system and my AM to be pro-active 
about providing the information I need. 

Pain Points
•  Information needed is often buried or not 

easily found in one central location 

User Information Needs
•  Shipping tracking for incoming 

products and returns
•  Understanding each the RMA policy 

for each distributor
•  Credit memos from the distributor 

once return has been processed
•  Sales Orders and Invoices
•  Serial Numbers
•  Service Contracts 

Devices	  



“I’d like to be able to focus more 
on developing my customer 
relationships and selling, 
not chasing order statuses, and 
checking product availability.”

Wes
WCG Employee

Account Manager
 



Summary
Wes is the single point of contact for his customers. Although there are other members 
of his team who handle certain tasks, when a customer needs something, they typically 
reach out to him. He handles not only the up front pre-sales process of working with  the 
customers to design a solution, he also actively participates in the post-sales process of 
order tracking, 

Wes WCG Employee / Account Manager

“I’d like to be able to focus more on developing my customer relationships and selling, 
not chasing order statuses, and checking product availability.”

Pain Points
•  Majority of day is spent on administrative 

duties
•  Would like the website to be a valuable 

resource, but it seems like it has fallen off 
the radar 

•  Westcon Comstor has a lot of good tools 
available for customers to use, they’re just 
not all in one location, or have one login

Site Based Goals
I would like to use dot com as a 
resource for customers- including tools 
and information.

I would like to use e-commerce to 
produce quotes, convert quotes to 
orders and send to the appropriate 
workflow.

I would like to direct customers to 
ecommerce for post-sales self-service. 

User Information Needs
•  Selling tools – collateral, price lists, etc.
•  Pricing, availability, ETAs for quoting
•  Compatible and complementary products

Devices	  



Vendor Personas

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

No vendor interviews were conducted. But based on secondary 
sources, we have the following understandings about the 
vendors: 
 
Ò  Vendors look to Westcon Comstor to help take their product to market and/or grow their business 

•  Seeking information similar to prospective new resellers 
•  Some vendors wish to maintain a certain level of control on how they take their product to market 

Ò  Vendors make investment in the business  
•  Level of funding influences marketing actives 

Ò  Vendor application is an offline process 
•  Currently very little (if any) content recruiting vendors is on any site 
•  No CTA driving prospective vendors to contact 

Ò  Vendors have expressed the desire for a self-service portal 
•  Similar functionality/data points as e-commerce 
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Site Status PRE-LOGIN PRE and/or POST POST-LOGIN 

Stages Awareness Research Implement Sales Purchasing Post-Sales 
Persona Visitor 

New Reseller 
Existing Reseller 
Vendor 

Visitor 
New Reseller 
Existing Reseller 
Vendor 
 

New Reseller 
Existing Reseller 
WCG AM 
Vendor 

Reseller SE 
WCG AM 

Reseller Buyer 
WCG AM 

Reseller PS 
WCG AM 

Doing Identify desire for more 
information; “just browsing” 

Learning about how to do business 
with WCG, exploring options 

Completing process to become a 
reseller; reseller onboarding 
process  

Designing Solutions 
Creating quotes, BOMs, POs 

Verifying Pricing/Availability 
Passing the PO to the AM  

Order tracking and logistics, 
RMAs, invoice auditing, contract 
tracking and renewals 

Touchpoints Conferences/ 
Networking events 
WCG marketing efforts 
Email, phone 
  

Network 
Search engine 
WC.com 
Email, phone 

Email, phone, WC.com WC.com, E-commerce, email, 
phone, vendor sites, WestView, 
Academy, internal systems 

E-commerce, email, phone, 
internal systems 

E-commerce, email, phone, 
vendor emails, shipping company 
sites, WestView, internal systems 

Thinking •  I’d like to learn more about 
WCG 

•  What vendors does WC sell? 
•  How can WCG improve my 

business? 
•  Can they support the global 

needs of my business? 
•  What is their reputation? 
•  How do they compare to other 

distributors?  
•  What value added services 

does WCG offer? 
  

•  I’m ready to start this 
relationship 

•  I’m excited about partnering 
with WCG 

•  I’m looking forward to how 
WCG can help me grow my 
business 

•  What is the process to 
complete an order? 

•  Who is my main point of 
contact? 

•  Are there additional resources I 
can share with my customer to 
make their job easier? 

•  Is my pricing correct?  
•  Are the products I need 

available? Will they be 
delivered when I need them?  

•  Do I have everything I need on 
the BOM? 

• How much will shipping cost? 
• When will the order be delivered? 

What carriers can I use? Can I use 
a special rate for shipping? 

• What is my total cost? Does this 
match the quote? 

• Has my order been placed?  
  

•  Has my order shipped? What is 
the hold up? 

•  What are the return policies for 
WCG?  

•  What contracts are up for 
renewal?  

•   What products have been 
invoiced?  

•  How do I find archived order 
information? 

 

Current 
Experience 

Doing a Google search returns 
half a dozen barely active social 
media accounts; WCG is the 
first listing, social media 
accounts are present, but 
other, non-related links show 
up as well 

Fragmented digital landscape, 
users don’t know where to look 
and value proposition isn’t clearly 
communicated across properties; 
services and capabilities are buried 

Process is clear, but requires a lot 
of reading; Offline application 
process could be seen as out-dated 

Most Sales Engineers know the 
design, submit the design or BOM 
to AM to turn into a quote with 
correct pricing; some SE submit 
design requests directly to 
WestView 

Buyer uses e-commerce to verify 
pricing/ 
availability then sends PO to AM 
for fulfillment 

Information needed is there, 
finding it is a task 

Opportunities Social Media strategy 
SEO  
  

Communicate a clear value 
proposition; engage users through 
content, prioritize content 

Secure, online reseller application 
process 

Upsell/Cross sell 
Self-service  
Quoting; SSO; ability to easily 
convert a design/BOM for many 
different purposes  

Self-service e-commerce 
capabilities  
Ability to convert a PO for many 
different applications 

Self-service 
Real time tracking updates 
Ability to pull information down 
from the site in an easily digestible 
way 

 Customer Journey Map



The User 
Experience

Best Practices & 
Recommendations



Overall 
Recommendations



Put the user at the 
center of all design 

decisions.

UCD is a philosophy that incorporates user 
concerns and advocacy from the beginning of the 
design process and dictates that the needs of the 
user should be foremost in any design decisions. 

User Centered Design

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  
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Context Aware Design

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Provide an 
experience that 

adapts to not only 
the device but the 
user’s purpose.

A context aware design not only responds to the 
user’s device resolution; but more importantly, it 

adapts the site navigation, content and the design 
display so that it is relevant to the needs of the user 

at that specific time and for that device.
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Semantic Search

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Search is a bidirectional 
conversation. 

One side has a query, the 
other has a response.

Semantic search goes beyond keywords to try and identify the user’s 
intent. Semantic search involves adaptive intelligence software that 

can recognize patterns, make decisions based on previous input, and 
can correct the most common misspellings of categories on your site.
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Easy & Intuitive Site Architecture

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Finding information is 
critical to the success 
of any site experience.

The header should use practical links that are displayed on every page of the site.

The main navigation bar must provide access to the most important content within the site. In addition, 
transversal content should be displayed directly on the first level of navigation.

The footer should also provide practical links. It is recommended to display a list of links at the bottom of 
the page that can also be occasionally used to navigate the site. These also serve the SEO purpose.
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Have Great Forms

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Forms stand between 
your users and your 

business goals.

It is our job to move the users quickly through the form, 
minimize the potential for error and illuminate the path to 

completion. We can accomplish this using top-aligned labels, 
smart defaults, inline validation and forgiving inputs.
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Reduce Cognitive Load

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Don’t confuse the user 
with a complex 

structure, instead make 
it a smooth ride.

Provide simple, direct and straight to the point content to the user by 
organizing navigation items and sections that will facilitate identification and 

tracking of requested information and improve scanning.

Minimize cognitive resources to read information displayed. Our visual 
system perceives the whole before the detail! 

81 



Maximize Screen Real Estate

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Take advantage of 
today’s larger screen 

dimensions.

Provide a complete and more engaging experience using the full resolution 
of devices and screens to obtain a more practical journey.
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Communicate Your Value Proposition

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Sound like branding? 

Well, it is.

Your digital marketing platform is just another marketing channel to deliver your brand message. 
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Reinforce Differentiators Through Great UX

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

What Makes You 
Stand Out?

User experience is a critical business differentiator when products and pricing do not vary greatly between 
competitors.  Using the digital landscape to demonstrate brand values, alignment between company and 
customer’s goals, and obvious knowledge of customer’s needs will positively affect competitive position 

and business performance.
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Dot Com 
Recommendations



This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Don’t think of this as a “website.”

This is a digital marketing platform 
that is your first, most integrated 

impression to the world. 
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Simplify and Priortize

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Define Your Objectives:

Who is my ideal audience? What do they want from this experience? 

Where do I want to drive them on my site?

What call to action will best direct users to the primary goal?

How do the secondary goals relate to the primary goal? How many goals do I have all together? Are they all for the same audience?
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Content is (still) King

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Invest in Content

Without great content, every marketing function will fail. Identify what users 
want and need then use that knowledge to become a destination site in the 

industry for that type of content. 
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Engage Users

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

A picture tells a 
thousand words.

Content is more than just copy! 

Consider where your audience spends time and how they access information. If your 
audience tends to access your site during work hours, they might find a blog post more 

helpful than a noisy video. Or, if you have a particularly complex piece of information to get 
across, an info-graphic can help clarify it.
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Search Engine Optimization (SEO)

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Better SEO leads 
to better search 
results both on 
and off the site.  

But it’s not just about tags, meta data, or keywords anymore.

Provide good, interesting, sharable narratives. Use clear headlines and delineate 
ideas. It’s what your audience wants and what search engines will give credit for.	  
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Scrolling is the New Clicking

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

No need to hide 
content, when 

scrolling can be a 
pleasant journey.

As the mobile web continues to grow and web design continues to skew in 
the direction of a more effective and enjoyable mobile experience, scrolling 

will continue to dominate clicking. 

It’s more intuitive, easier to do, cuts down on load times and allows for more 
dynamic interaction to take place between the user and the website.
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E-Commerce 
Recommendations



Don’t Make it Crazy

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Follow the leaders

The biggest and best ecommerce sites have spent 
significant time and resources finding out how to sell 

better online, so make use of their leaning. 
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This isn’t B2C

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Adjust Your Thinking

Users of the e-commerce portal aren’t shopping in the traditional way we think about online consumerism. 
Especially the buyers. They’re not looking at pictures or writing reviews, they’re not sharing content with friends 
(but maybe with customers) but they have very high expectations for their experience based on their experiences 
as a consumer. 

We need to provide the appropriate tools for the persona using the site. A sales engineer may need technical 
specs and dimensions for a product while a buyer needs to upload a BOM, check availability and process the 
order as quickly as possible. 
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Data Accuracy, Integrity, and Real Time Integration

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Information has a 
shelf life- and it’s 
shortening rapidly

Data is used to provide insight. When armed with this, businesses are able to improve the everyday decisions they make. 

Now days, not only is data arriving from all directions, but it exists in various formats, and just as many tools will be used to deal 
with it. And this data needs to be available to everyone in a way that they can digest it.

But it is no longer enough to just have this information, it must be used quickly- sometimes instantly. The periods of time in which 
business have to make their decisions is shortening. Instant access to relevant data is what enables businesses to get ahead of 
their competition, or keep up with them at the very least.  
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Communication

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

He said. She said.

Make it easy for users to track status changes, messaging and notifications within the portal instead 
of trying to keep up with the emails in their inbox. In addition to being able to use the expanded self-
service functionality, users should be able to ask for additional details or send a tracking number all 
without having to open their mail client.
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Breadcrumbs

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

WHERE AM I?!

Navigating an online store and knowing at all times where you are as not to order 
something by mistake or lose your selections, can be tricky. Breadcrumbs are a 

great method to let the customer know at all times where he is on the site.
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Product Page Optimization

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Good product 
details add life to 
the product and 

capture attention. 

Today, online consumers want to experience a website and not just browse it. Good 
product images and the product’s description are important elements in improving 
the conversion rate. 

Make product descriptions more compelling by:
•  Highlight important features at the beginning of the product description
•  Offer both a detailed and summary description
•  Use bullet points to make the information easier and quicker to read

98 



Make Recommendations

This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

Reduce the paradox 
of choice.

When showing multiple products, an emphasized product suggestion might 
be a good idea as some people need a little nudge. The more choice there 
is, then the lower the chances of a decision actually being made and acted 

upon. In order to combat such analysis paralysis, try emphasizing and 
highlighting certain options above others. 
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Next Steps



This document is confidential and shall not be disclosed and/or shared except in accordance with written approval by 
Valtech.  

VALTECH 
Ò Continue External Interviews 
Ò Draft Personas and User Journeys 
Ò Update Playbook for Round 2 review on 5/7/15 

 WCG 
Ò Laura/Ambrose to provide additional external interviewees 
Ò  Internal team to review UX Playbook draft in detail 
•  Please provide feedback/questions to Laura by EOD 

4/30/15 
 

Next Steps
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thank you 


