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Ç The Product: ñMacroSoftôsCloud One Applianceò

- Basic model:  ASP ~ $20,000 (also available 

as subscription w/ ASP~$750 mo)

- Advanced model: ASP ~ $60,000 (also 

available as subscription w/ ASP~$2,000 mo)

Ç Target market: SMB and Upper Mid-market  

(50 to 1000 users)

Ç Competitive Landscape: one major appliance 

competitive vendor, though alliance relationships 

with HW and SW vendors compete also 

Ç Single tier channel of highly productive HW & SW 

VARs with solution and managed services 

capabilities.  Annual revenues around $3M+ selling  

to SMB and Upper Mid-market customers.  

Ç You are spending money to build your channel 
budget

Ç Your annual budget is $2M

Ç Your annual revenue goal to achieve with that 
spend  is $10M

- The 3-5 year ramp of this program is expected 
to deliver a $150M to $250M channel in terms 
of indirect revenues

Ç Headcount spend has already been taken care of; 
you are building the program spend portion of the 
budget

Phase 1 Simulation Business Problem to Solve
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Base = All respondents; by Vendor Type
Now, what is the mix of this investment, by activity type? This should
be the % of your total channel spending above, attributable to each type of activity -- not as a % of channel revenues.
Source: IPED CLF March 2015

2015 IPED Vendor Benchmark 

What is the Mix of Program to Headcount Dollars?  

How is the total channel budget allocated? 

39% 16% 14% 7% 11% 11% 2%

0% 20% 40% 60% 80% 100%

All channel-related headcount

Incentives

Demand generation funds

Program or other partner marketing excluding
MDF
Infrastructure and operations

N=98

For every Headcount Dollar;                          

1.5Program Dollars are spent
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1.5 to 1

3



Copyright © 2016 The Channel Company, All rights reserved.

LǘΩǎ ƴƻǘ ŀ ǉǳŜǎǘƛƻƴ ƻŦ ǿƘƛŎƘ ǘƻƻƭ ƛǎ ōŜǎǘΣ ƻǊ ŜǾŜƴ ǿƘƛŎƘ ǇǊƻƎǊŀƳǎ ŀǊŜ Ƴƻǎǘ ŜŦŦŜŎǘƛǾŜ Χ 
ƛǘΩǎ ŀōƻǳǘ ǿƘŀǘ ȅƻǳΩǊŜ ǘǊȅƛƴƎ ǘƻ ŀŎŎƻƳǇƭƛǎƘ

Consider This Question: 
Which Tool Is Most Valuable?

Why Might the Benchmark #s Offer Insight, but Not the Entire Answer? 

Wrench?  or Screw Driver? 

4

What causes success                                   
in the channel?

hǊ Χ

Why do some channels thrive 
while others languish or fail?
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Forget What You KnowéFocus on this Solution & Partner Profile
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The teams who have traditionally 

won were able to use best 

practices that applied from their 

current jobs BUT recognized that 

program investments, incentives, 

etc. had to be targeted to the 

MacroSoft solution and 

Solution/Managed Services 

capable partners!
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Å New or Mature Product?

Å New or Existing Channel?

Å A Program for the Masses or Targeted Few? 

Å Volume/Commodity versus Complex  Solution?

Å Customer Target Market Enterprise or SMB?

Å Which Routes to Market?  Customers they Reach?

Å Fulfillment versus Value-Add Channel 

Å Product and Brand Awareness & Share

!ǾƻƛŘ hƴŜ {ƛȊŜ Cƛǘǎ !ƭƭΧWhat are the Stated Objectives? 

The Million Dollar Channel AnsweréChannel Strategy is Critical

Is It Possible 
To Do All Of 
These At The 
Same Time?
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This is ά/ƘŀƴƴŜƭ /ƻƴǘŜȄǘέ 
Χ ŀƴŘ ¢ƘŜǊŜ ƛǎ NO SUCH 

THING as a Single 
Right Answer
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V Different again for components or embedded software versus whole products
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Your Strategy Depends on Your Products and Target Markets

7



Copyright © 2016 The Channel Company, All rights reserved.

Hard Deck

Routes to Market: Best Practices

Enterprise:

E.G. Direct

Mid-Market:

E.G. Direct & Partner

SMB: Partner Only
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Target
Market

VGlobal 1000
VComplex 

Systems

Want:
VSingle Throat
VVertical Expertise
VOpex, Low TCO

Want:
VCustom
VHigh Touch

Buying
Behavior

VVertical or 
Horizontal
VDept. to Ent. 

VBy VAR 
Specialty

Want:
VGuidance
VTerms
VSolutions

Want:
VProcurement 
VTerms
VTurn-around

VAll

Want:
VVendor Reln
VDevelopment 

Access

VSegmented
by Vendor

Your Routes to Market Depends on How the Product is Sold & Reach

Global SIs
ISVs,  

Service Providers
DMR & Web 

Sales
Direct 
Sales

Distributors
& VARs
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Post-Sale versus Full Service VAR-MSP Profile

ωPlan & Needs 
Assessment

ωDesign

ωData Integration

ωConfiguration

Pre-sale Services

ωTechnology Selection

ωSizing

ωPricing

ωProcurement

Resale
ωImplementation Plan

ωSizing validation

ωConfiguration, Tuning

ωMonitor, Manage, 
Broker

Post-sale Services

10
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Å Product Adoption Record: The entire 

Product Line to enable cross-sell

Å Enablement: Sales & Technical Training, 

Support Capabilities, Managed Services

V Dedicated Sales Staff Trained

V Technical staff trained for both pre-sales 

design/configure & post-sales 

implementation & managed services

V Maintenance: takes first line support calls

Å Marketing Capabilities: Dedicated 

Marketing coordinator, matches MDF, tracks 

leads and reports back on MDF usage

Å HW, SW, Services Mix: 50%-15%-35%

Å Top Line Revenue Growth:  10%

Potential Revenue

Å Sales Capabilities: (Customer Target 

Markets, Industry Verticals, Horizontal 

Solutions, Customer Satisfaction, References, 

Average Deal Economics, Transaction Volume )

V Upper mid-market customers with 

specialization in Hybrid Cloud, Network 

Infrastructure Design and Operation         

(can provide MSP option)

V Receives high customer satisfaction 

feedback, e is a ready reference

V ASP is $10,000 OTC and $3k/month 

managed desktop

V Last FY annual product revenue $100,000      

in vendor product

14

Additional Partner Profile Characteristicsé VAR/MSP Partner - Sample

11

Check 

Navigator 

for Ideal 

Partner 

Profile
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Partner Type
Account Management Objectives 

Requiring Program or Contract Support

ISVS
Development 
Design Win

Lead with 
Your Brand

PotentialRoyalty vs. Resale, 
less co-sell

DIRECTMARKETING

RESELLERS(DMRS)
Heads on Call 
Center Floor

Designinto               
Marketing Campaigns

In-bound vs.Outbound call 
centers, Spiff Impact is High

SERVICEPROVIDERS
Architectural
Design Win

ShareƻŦ άǎŜƭƭ ǘƻέ 
Revenue

Oftencommon target                     
VARs-MSPs, co-recruitment?

HOSTERS/MSPS
Share & Volumeof 
άǎŜƭƭ ǘƻέ wŜǾŜƴǳŜ

What About Other Routes to Market:
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CHANNEL STRATEGY PROGRAM DEVELOPMENT FIELD EXECUTION

RTM Recruit ManageEnable SellMarket

PRODUCT
STRATEGY

VRoutes to 
Market 
Selection 

VPartner 
Profile 
Development 

VValue 
Proposition 
Development

VPartner 
Productivity 
Assumptions

VCapacity 
Planning

VSales & 
Technical 
Training

V Tools & IP 
Sharing

VField 
Mentoring 
or teaming 

V Market to, 
through, 
with 
strategy

V Demand 
generation 
tools 

V Co-
marketing 
funds & 
rules

V Pre- and 
post- sale 
support

V Incentive 
structures

V Pricing and 
discount 
models

V Deal 
Registration

V Staffing 
model

V Onboarding 
activities

V Role of 
distribution  

V Program 
metrics 
management

V Joint 
business 
planning

V Rules of 
engagement 

Capacity

VProduct ASP

VTarget 
Markets 

VBuying 
Behaviors

VCompetition

REQUIRED 
INPUT

8
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SUPPORTINGINFRASTRUCTURE(PRM, 800#, SUPPORTLINE, PORTAL)

Finalize Strategy Based on Product Management Plans
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Capacity Planning Templates Help Identify How Many Partners are 
Required for Recruitment

ÅProduct ASP $_________

Å# of Deals an Average Partner can Sell _________/year

ÅMy annual Quota/Budget $ _________

ÅRecruitment Failure Rate: _________%  
(Historically what % of partners recruited do not achieve AT LEAST 80%
of the # of deals the Average Partner sells per year?) 

ÅAverage Partner Productivity $_________
(Equals Product ASP * # of Deals Average Partner Can Sell/year)

Å# of Partners Required _________
(Equals My Annual Quota $ \ Average Partner Productivity $; round up)

Å# of Partners likely to Fail _________
(Equals # of Partners Required *  Recruitment Failure Rate %; round up)

ÅFinal # of Partners to Recruit  _________
(Equals # of Partners Required + # of Partners Likely to Fail; round up)
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Context Factor Your Simulation Context

Newly established division utilizing direct sales, 
DMR and National Solution Providers

aŀŎǊƻ{ƻŦǘϥǎ /ƭƻǳŘ hƴŜ !ǇǇƭƛŀƴŎŜϰ

Small to Upper Mid-marketwho may have the following needs:  Backup 
Disaster Recovery, Web BasedApplications, Development and Test, Etc.  

Single Tier, services capable value added solution providers with managed 
services

People, Programs, Budget, etc.

$10MRevenue on a $2M budget spend. Set Program Fundingto                   
Build out ProgramΧ wŜŎǊǳƛǘΧ 9ƴŀōƭŜ Χ ²ƛƴ

25

The Structure of Your Channel Context
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V Partner strategy

V Routes to market

V Partner value proposition

V Partner program

V Field execution

V The impact of IoT, Cloud, 
Mobility & Hardware Function 
Shift to Software (e.g. SDN, 
SDDC)

How product goals dictate the: 

In a Wordé

16
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CHANNEL STRATEGY PROGRAM DEVELOPMENT FIELD EXECUTION

RTM Recruit ManageEnable SellMarket

PRODUCT
STRATEGY

VRoutes to 
Market 
Selection 

VPartner 
Profile 
Development 

VValue 
Proposition 
Development

VPartner 
Productivity 
Assumptions

VCapacity 
Planning

VSales & 
Technical 
Training

V Tools & IP 
Sharing

VField 
Mentoring 
or teaming 

V Market to, 
through, 
with 
strategy

V Demand 
generation 
tools 

V Co-
marketing 
funds & 
rules

V Pre- and 
post- sale 
support

V Incentive 
structures

V Pricing and 
discount 
models

V Deal 
Registration

V Staffing 
model

V Onboarding 
activities

V Role of 
distribution  

V Program 
metrics 
management

V Joint 
business 
planning

V Rules of 
engagement 

Capacity

VProduct ASP

VTarget 
Markets 

VBuying 
Behaviors

VCompetition

REQUIRED 
INPUT

8
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SUPPORTINGINFRASTRUCTURE(PRM, 800#, SUPPORTLINE, PORTAL)

Think Budget!  It is NOT necessary to build out the Program
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Distribution Pricing Desk, Configurators, Price Sheets

Education

Live & 
Distance by 

Role

Product 
Roadshows

Certifications 
& 

Specializations

Discount & Rebate Plans

Marketing

Co-Branding 
Tools, 

Concierge & 
Full Service

Co-operative 
Marketing 

Funds

Field 
Marketing 
Managers

Find-a-Partner

Sales & Support 

Pre- & Post -Sales

CAM Coverage

Conflict Rules of 
Engagement

Special Pricing

Product 

Development 
Access

Product Beta 

Developer 
Blogs, 

Workrooms

Partner 
Growth 

Capabilities

Access to 
Capital 

Rep 
Development

Transition to 
Services, MSP, 

Cloud

Partner Program Branding & Portal

Recognition & Spiffs

Product

Partners

Alliances

Sample Partner Program Benefits (Typically developed and differ by business model/track)

NDA, Custom
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