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Executive Summary

Clopay Building Products Company, America’s largest resdentiad garage door manufacturer,
had rolled ot GQS (Globad Quoting System) to its deders to hdp them manage daly
operations. The god was to help the deders do their business in a better manner as well as to
reduce the error in the quoting and ordering process. However, GQS encountered a low
adoption rate among the dedlers.

The motivation behind the project was to find the reason for low adoption rate of GQS and to
determine Clopay’s strategy in this regard. Clopay aso wants to develop a B2B deder porta
that builds on the capabilities of clopaydeder.net, the current website for their dedlers.

The objectives of the project were to assess adoption of GQS and clopaydeder.net, and to
provide recommendations for the future drategy regarding GQS and an appropricte B2B
dealer portal.

The team gpplied severd methodologies in this sudy. A survey was used to find out deders
perception of GQS, clopaydeder.net and the use of a potentid eectronic ordering system.
The survey provided an overdl picture of the dedlers needs and helped the team to evauate
GQS, clopaydeder.net and the potentia eectronic ordering system. Based on the survey
results, the team sdected twelve deders for telephone interviews in order to gain a deeper
understanding of the survey results Benchmarking andyss was caried out through
discusson with other companies to understand the generd and specific characteridics of
dedership management and related B2B modes. Within Clopay, a tagging exercise was
conducted to map the ordering process and to identify the benefits of shifting to the
electronic ordering system.

Based on the andyss, the team put forth a sat of options to Clopay to judtify its drategy
towards GQS and its B2B dedler portal. The options included the pros and cons of promoting
GQS compared with implementing the deder portd. The team evaluaed the options and
provided afina recommendation to Clopay.
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