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Phase 1 Simulation Business Problem to Solve

£ Q)

You are spending money to build your channel
budget

Your annual budget is $2M

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

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

Target market: SMB and Upper Mid-market
(50 to 1000 users)

Competitive Landscape: one major appliance
competitive vendor, though alliance relationships
with HW and SW vendors compete also

Single tier channel of highly productive HW & SW
VARSs with solution and managed services
capabilities. Annual revenues around $3M+ selling
to SMB and Upper Mid-market customers.
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2015 IPED Vendor Benchmark

What is the Mix of Program to Headcount Dollars? PROGRAM TO HEADCOUNT DOLLAR RATIO:
ALL VENDORS (MEAN)

For every Headcount Dollar; .
1.5Program Dollars are spent & \

How is the total channel budget allocated?

m All channel-related headcount

Incentives
16% 7% m Demand generation funds
Program or other partner marketing excluding
MDF
m Infrastructure and operations
0% 20% 40% 60% 80% 100%
N=98
Base = All respondents; by Vendor Type
® Now, what is the mix of this investment, by activity type? This should
Chan nel MaSte I‘S be the % of your total channel spending above, attributable to each type of aetiniy as a % of channel revenues. TH ECHANNELCO~
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Why Might the Benchmark #s Offer Insight, but Not the Entire Answer?
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Consider This Question:
Which Tool Is Most Valuable?

Wrench? or Screw Driver?

ChannelMasters’

jdzSadArzy 27

T 6KAOK (22t A
82dzONB GNBAYI G2 0

What causes success
In the channel?

O
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Why do some channels thrive
while others languish or fail?
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Forget What

You

ChannelMasters’

KnowéFocus on t hi

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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The Mi Il Il 1 on Doll ar Channel Answer é
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| g2 AR hy$S Whatia® theStafed Objettives?

Customer Target Market Enterprise or SMB?
SEUE
Which Routes to Market? Customers they Reac

\
A New or Mature Product?
Is It Possible A—-“ 1!;\/Hcrosio:ft Dynamicsax A New or Existing Channel?
Retai !
ToDo AllOf & ™ § J
TheseAt The A A Program for the Masses or Targeted Few?
Same Time?
y A Volume/Commodity versus Complex Solution?
A
u
A

Thisish/ KIF Yy St [ 2y
X YR ®®&SUCH A&
THINGas a Single A Fulfillment versus Valuadd Channel
RightAnswer

A Product and Brand Awareness & Share
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Your Strategy Depends on Your Products and Target Markets

x | EnTERPRISE
*

{ COMPLEX}

%

{ SIMPLE/ COMMODITY}

{SMB}

V Different again for components or embedded software versus whole products
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Routes to Market: Best Practices

’\ Your Customer and/or Product segmentation e.g. “hard decks”
avoids deploying all in the same space

Enterprise:
E.G. Direct

Mid-Market:
E.G. Direct & Partner Hard Deck K

SMB: Partner Only
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Your Routes to Market Depends on How the Product is Sold & Reach

Global Slis

Service Provider

|

Target V Global 1000 v/ vertical or V By VAR
Market V Complex Horizontal Specialty
Systems V Dept. to Ent.

ISVs, Distributors
& VARS

DMR & Web Direct
Sales Sales
vV All V Segmented
by Vendor

. Want: Want: Want:
Buying V Custom V Single Throat V Guidance
Behavior V High Touch V Vertical Expertise V Terms

V Opex, Low TCO V Solutions

} |

Want: Want:

V Procurement V Vendor Reln
V Terms V Development
V Turnraround Access

ChannelMasters’
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Post-Sale versus Full Service VAR-MSP Profile

wimplementation Plan

Assessment
wDesign wTlechnology Selection wSizing validation
wData Integration wSizing wConfiguration, Tuning
wConfiguration wPricing wMonitor, Manage,

Broker
. wProcurement
(Wl Pre-sgle Service 34N - o
\_/ Postsale Service

ChannelMasters’ THECHANNELCO.
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Addi

Potential

A Product Adoption Recordrhe entire
Product Line to enable crosell

A EnablementSales & Technical Training,
Support Capabilities, Managed Services

VV Dedicated Sales Staff Trained

V Technical staff trained for both pisales
design/configure & possales
implementation & managed services

V Maintenance: takes first line support calls

A Marketing CapabilitiesDedicated
Marketing coordinator, matches MDF, tracks
leads and reports back on MDF usage

A HW, SW, Services Mixs0%15%35%

A Top Line Revenue Growth:o%

-
ti1 onal Partner

Profil e Gkhanplac:t

Revenue

A Sales CapabilitiegCustomer Target
Markets, Industry Verticals, Horizontal
Solutions, Customer Satisfaction, References,
Average Deal Economics, Transaction Volume

V' Upper midmarket customers with
specialization in Hybrid Cloud, Network
Infrastructure Design an@peration
(can provide MSP option)

V Receives high customer satisfaction

. Check
feedback, e is a ready reference Navigator
for Ideal

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

managed desktop Profile

V Last FY annual product revenugd®,000
in vendor product

THECHANNELCO.
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What About Other Routes to Market:

Account Management Objectives

Partner Type Requiring Program or Contract Support

Development Lead with PotentialRoyalty vs. Resale,
Design Win Your Brand less cesell
DIRECTMARKETING Heads on Call Designinto In-bound vs Outbound call
RESELLERDMRY) Center Floor Marketing Campaigns centers,Spiff Impact is High
| Architectural Shar2 ¥ G &St f Oftehéommon target
<ERVICIEROVIDER Design Win Revenue VARsMSPs, caecruitment?

Share & Volumef
GasStt G2¢é¢ wS@SydsS

HOSTERMSPs

ChannelMasters’ THECHANNELCO.
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Finalize Strategy Based on Product Management Plans

PRODUCT
STRATEGY

CHANNEL STRATE(

~RUOGRAM DEVELOFPIVI

ELD EAECU T

REQUIRED -
INPUT b Capaoiy
V Product ASP V Routes to V Partner Sales & V Marketto, V Preand V Staffing V'  Program
Market Productivity Technical through, post- sale model metrics
V Target Selection Assumptions Training with support management
Markets strategy V' Onboarding
\ Partner V Capacity Tools & IP V Incentive activites 'V Joint
V Buying Profile Planning Sharing V Demand structures business
Behaviors Development generation V  Role of planning
Field tools V' Pricingand distribution
V' Competition V Value Mentoring discount V' Rules of
Proposition orteaming V Co models engagement
Development marketing
funds & V Deal
rules Registration
UPPORTINGNFRASTRUCTURIEM 800#, BPPORLINE FORTAL
ChannelMasters’ THECHANNELCO.
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Eapamty E|ann|ng |emp|ates ﬂe|p |aentlﬁ How Many Partners are

Required for Recruitment

A Product ASP $

A # of Deals an Average Partner can Sell lyear
A My annual Quota/Budget $
A Recruitment Failure Rate: %

(Historically what % of partners recruited do not achidBVdLEAST 80%
of the # of deals the Average Partner sells per year?)

 CALCULATIONS:

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

A # of Partners Required
(Equals My Annual Quota\$\verage Partner Productivity $; round up)

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

A Final # of Partners to Recruit
(Equals # of Partners Required + # of Partners Likely to Fail; round up)

THECHANNELCO.
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-
The Structure of Your Channel Context

Context Factor Your Simulation Context

CO M PA N Y Newly established division utilizing direct sales,
DMR and National Solution Providers

PRODUCT aronNe{27FGUua /t2dR hyS ! LILXAIyOS

C U STO M E R Small to Upper Mignarketwho may have the following needs: Backup
Disaster Recovery, Web Bag&gplications, Development and Test, Etc

C HA N N E |. Single Tier, services capable value added solution providers with mar
services

RE S O U RC ES People, Programs, Budget, etc.

$10MRevenue on a $2M budget sper®kt Program Fundirtg
OBJECTIVE Build out ProgranX WS &NBzy i 6t S X 2 Ay
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How product goals dictate the:

Partner strategy

Routes to market
Partner value proposition
Partner program

Field execution

The impact ofoT, Cloud, e h
Mobility & Hardware Function All are building blocks

Shift to Software (e.g. SDN, < (one linked to the other) >
SDDC) to achieve a desired end

< < K< K <K <
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Think Budget! It is NOT necessary to build out the Program

REQUIRED
INPUT

Product ASP

Target
Markets

Buying
Behaviors

Competition

Routes to
Market
Selection

Partner
Profile
Development

Value
Proposition
Development

Partner
Productivity
Assumptions

Capacity
Planning

Enable

V Sales &
Technical
Training

V Tools & IP
Sharing

V Field
Mentoring

orteaming V

V Market to,

PROGRAM DEVELOPME

Sell

V Preand

post sale
support

Incentive
structures

Pricingand
discount
models

Deal
Registration

Staffing V' Program

UPPORTINGNFRASTRUCTURIEM 800#, BPPORLINE FORTAL

ChannelMasters’

model metrics
management
Onboarding
activities VvV Joint
business
Role of planning
distribution
V  Rules of
engagement
THECHANNELCO. .



Sam ple Partner PI‘Og fam BenefItS (Typically developed and differ by business model/track)

Alliance
>

<

Partners "'

Live &
Distance by
Role

Product
Roadshows

Certifications
&
Specializations

Simulation Phase 1

Partner Program Branding & Portal

Development

CoBranding
Access

Tools,
Concierge &
Full Service

Pre- & Post-Sales

CAM Coverage Product Beta

Cooperative
Marketing
Funds

Conflict Rules of Developer
Engagement Blogs,
Field Workrooms

Marketing i ici
Managers Special Pricing

Find-a-Partner

v

Partner
Growth
Capabilities

Recognition & Spiffs

Discount & Rebate Plans

Distribution Pricing Desk, Configurators, Price Sheets

ChannelMasters’
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