PHASE 1

Set Your Partner

Program Budget




Phase 1: Simulation Business Problem to Solve

* You are spending money to build your channel budget

* Your annual budget is S2M

* Your annual revenue goal to achieve is S5M

* The 3-5 year ramp of this program is expected to deliver a $30M to S$50M channel in terms of indirect revenues

* Headcount spend has already been allocated and hired; you are building the program spend portion of the budget

* The Product: “MacroSoft’s CloudOne Appliance”

*  Managed Services Offering: ASP 51,000 per mo./ per appliance

* Target market: SMB, mid market, enterprise customers

* Competitive landscape: limited to one major appliance competitive vendor competes but many larger
HW & SW vendors claim capabilities via alliance or OEM relationships

* Single tier channel of highly productive HW & SW VARs with solution and managed services capabilities.
Annual revenues $10M - S40M and growing.
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IPED Vendor Benchmark Research: Helping Channel Chiefs Justify Spend

This is a Channel Chief task in real life!

You will allocate budget across these categories in your teams.

There will be no budget targeted to headcount, it has already been allocated for you!

How is the total channel budget allocated?

W All channel-related headcount

M Incentives

B Demand generation funds

16% 14% 7% 11% 11% B Program or other partner marketing excluding MDF
M Infrastructure and operations

M Education budget

M Other

HC has been hired,
do not allocate
budget to headcount

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Source: IPED Channelytics Vendor Benchmark Study
Base = All respondents; by Vendor Type

IPED Consumng Now, what is the mix of this investment, by activity type? This should ChannelMasters 29
© 2019 IPED — The Channel Company be the % of your total channel spending above, attributable to each type of activity -- not as a % of channel revenues.




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

What causes
success in the
channel?

I

Why do some
channels thrive
while others
languish or fail?
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The Million Dollar Channel Answer...Channel Context & Strategy is Critical

Avoid One Size Fits All... What are the Stated Objectives?

Is It Possible To Do All Of
These At The Same Time?

New or Mature Product?

New or Existing Channel?

e A Program for the Masses or Targeted Few?

Ill
Microsoft Dynamics ax El Ofﬁce 365 * Volume/Commodity versus Complex Solution?

for Retail Microsoft Partner

e Customer Target Market Enterprise or SMB?
* Which Routes to Market? Customers they Reach?
This is “Channel Context” ... * Fulfillment versus Value-Add Channel

and there is NO SUCH THING * Product and Brand Awareness & Share
as a Single Right Answer

IPED Consulting ChannelMasters 41
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Let’s Use a Methodology Based on Context to Solve our Simulation Business Problems

9,

PRODUCT
STRATEGY CHANNEL STRATEGY PROGRAM DEVELOPMENT FIELD EXECUTION

REQUIRED INPUT Capacity Enable Market Sell Recruit Manage
v" Product ASP v" Routes to v Partner v Sales & v Market to, Pre- and v’ Staffing v’ Program
Market Productivity Technical through, post- sale model metrics
v’ Target Markets Selection Assumptions Training with support management
strategy v Onboarding
v" Buying Behaviors v Partner v Capacity v' Tools & IP Incentive activities v' Joint business
Profile Planning Sharing v" Demand structures planning
¥’ Competition Development generation v Role of
v Field tools Pricing and distribution v~ Rules of
v Value Mentoring discount engagement
Proposition orteaming v Co- models
Development marketing
funds & Deal
rules Registration

SUPPORTING INFRASTRUCTURE (PRM, 800#, SuPPORT LINE, PORTAL)

IPED" Consulting
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Which Target Markets are You Going After?

{ ENTERPRISE }

%

g

{ COMPLEX }

%

{ SIMPLE / COMMODITY }

(swe |

v" Different again for components or embedded software versus whole products
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Which Partner Business Models have Access to the Target Markets?

s

Target
Market

Buying
Behavior

IPED" Consulting
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v Global 1000 v’ Vertical or
v Complex Horizontal
Systems Solutions
Want: Want:
v/ Custom v'Vertical
v'High Touch SIPEFIEE

v Avoid custom
development

Service

Providers

!

v' ClO, Dept.
Buyers

!

Want:
v OPEX

v’ Low barrier to
entry

v'May be lower
TCO

v Flexibility

Distributors
& MSP/VARs

!

v By MSP/VAR
Specialty

!

Want:

v'Technology
Guidance

v'Solutions

v’ Low barrier to
entry

oT

Distributors &

Integrators

!

v’ Enterprise

to SMB LOB

by Vertical

!

Want:

v" Vertical Biz
Problem
Discussion

v' Edge &
Industrial
System
Knowledge

DMR &
Web Sales

v All

!

Want:

v Procurement

v Competitive
Pricing

v Quick Turn-
around

Direct Sales

!

v Segmented
by Vendor

!

Want:

v'Vendor
Relationship

v Development
Access

ChannelMasters’
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A Solid Partner Profile Is Essential! Sample: Hybrid MSP/VAR Partner Profile

Partner Potential Revenue

PRODUCT ADOPTION RECORD: The entire Product REVENUE/SALES:

Line to enable cross-sell * Target: $10 - $40M annual revenues

ENABLEMENT: Sales, Operational, Technical Training,
Support Capabilities

* Dedicated Sales Staff Trained (Qty.)

* Vertically targeted customers with specialization in our
target markets and products

* Receives high customer satisfaction feedback, has
 Technical staff trained for both pre-sales customers ready for be references

design/configure & post-sales implementation * Last FY annual or recurring or product revenue SXXX, XXX

* Operations staff trained for Managed Services
Delivery M
rticals, \—\or'\zonta\

CAPABILITIES: Dedicated Marketing coordinator, . \ndustry Ve rion Volumes
eLs, \
matches MDF, tracks leads and reports back on |A: Customer Target Mar Deal £conomics, Transac
n

MDF usage AMPLE GALES CRITER con References: Average 4 erctony segmentatio

faclioOth . na

mer Satis in your
HW, SW, SERVICES MIX: 25%-25%-50% Solutions Custo et quantity of accounts il
unt Align Low, Me jum,

TOP LINE REVENUE GROWTH: 10% AcCo counts: L=

BTW... You will rarely find a partner that meets the profile EXACTLY.

Judgment is required.
IPED" Consulting ChannelMasters 46
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Capacity Planning

I n rea I I |fe, as you build your program features,

you need to know if you are building for or accommodating 1000s
of partners or 100s of partners.

Most channel chief reviews, with management, include an assessment
of the number of partners required to achieve annual revenue goals.

Capacity Plans model these numbers.

IPED" Consulting
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Capacity Planning Helps Identify How Many Partners are Required for Recruitment

INFO REQUIRED
e —

Product Average Selling Price (ASP) of a deal @ Net Revenue $10,000
Number of Deals Average a Typical Partner Can Sell / Year 10 / Year, |
My Annual Quota $1,000,000

Recruitment Failure Rate:
(Historically what % of partners recruited do not achieve AT LEAST 80% of the # of 30%
deals the Average Partner sells per year?)

CALCULATIONS ~~——

Average Partner Productivity Per Partner = $100,000
Product average selling price (ASP) * number of deals partner can sell/year

Number of Partners Required =

RESALE Example

10
Quota / average partner productivity/year (round up)
Number of Partners Likely to Fail =
Recruitment failure rate * number of partners required (round up) 3
Final Number of Partners to Recruit =
Number of partners required + number of partners likely to fail (round up) 13

In this example, all numbers are net revenue to the vendor. 50




Capacity Planning Worksheet for MRR: Estimate the Number of Partners to Recruit

From the Navigator we find the following info:

* Net Revenue Average Selling Prices (ASPs) $1,000/month
* less 25% discount

We chose ACV for Simulation purposes only:

> All deals generate 12 months of MRR revenue using Annual Contract Value (ACV) without
regard to the month in which they close

inreal Iife, there are several options when MRR is involved:

* One month of MRR is recognized monthly over the life of the contract
* 12 months of MRR is recognized up front with likely auto-renew, aka, the Annual Contract Value (ACV)

* In some cases, 36 months or MRR is recognized up front, aka, the Total Contract Value (TCV)

We will use ACV for Capacity Planning purposes and MRR for Partner Value Propositions

IPED" Consulting 51
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LAUNCH Year Capacity Planning Worksheet for MRR....Complete as a Team

Launch Year Capacity Plan (First Year Revenue for New Program)
FOR SIMULATION EASE ONLY: ASSUME ALL PARTNERS ARE ON BOARD MONTH ONE and Deals are recognized at ACV

Failure Rate = o
(% of partners recruited historically that don’t make revenue expectations) 30%

[ ]

Q Average Selling Price (ASP) at the Typical # Sub-total

ACV = (MRR * 12 Months) Sold /Year (ASP * # sold/yr)

E Year 1: New MRR Deals @ $1000/month $12,000 lyear 10 $120,000

x Total = Average Productivity Per Partner / Year 1 (list price) $ 5120’000 @=L
m Less Partner Discount (per Navigator = 25%) ess $ $30'000 $ discount

Equals Net Productivity Per Partner / Year 1 (net to MacroSoft) $ S 90,000 @ net~

m Annual Quota? $5,000,000 net (after 25% discount)

Number of Revenue Producing Partners Required =
(annual year quota / net average productivity per partner / year (round up)) 56

Number of Partners Likely to Fail =
(failure rate * number of partners required (round up)) 17

Final Number of Partners to Recruit =
(number of partners required + number of partners likely to fail (round up)) 73




Based on the Ideal Partner Profile...

Let’s prioritize the type of benefits required to make that partner immediately
successful in the ROLE he/she is playing with your product, service or solution.

Education

C.’.: Marketing

IPED Consultlng ChannelMasters 54
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Based on the Ideal Partner Profile...

Let’s prioritize the type of benefits required to make that partner immediately
successful in the ROLE he/she is playing with your product, service or solution.

t Education
aik

ChannelMasters 55




Start with: Vendor Education Infrastructure Needs

Proyide Content & Educate for Solutions
Learning Paths by Role Rather than Products

Private cloud versus server & storage, Retail
POS solution versus database & network

Architect, Sales, Developer, Implementer,
MSP Operations, Marketing Mgr. etc.

Ensure Learning Path are

Easy to Access & Use and are Personalized Facilitate Access to Communities

* Learning paths support training plans

* Track progress via individual dashboards Both inside (authenticated) and outside

+ Leverage content inside & outside of firewall (YouTube, LinkedIn, Twitter) of your Partner
»  Think hard before requiring expensive, Portal to create sustained learning
in-person training and ecosystem collaboration

* Provide “test outs” and fast path education options

IPED" Consulting ChannelMasters 56
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Add Partner Priorities

Pre-Sales Resources Post Sales Resources

1 Technical Product Training 1 Configuration and Integration Training

2 Competitive Training 2 Architecture and Design Training

3 Configuration Training 3 Product Optimization and Tuning Training
[ 4  Vertical Industry/Business Value } [ 4 Project Management }

Advanced Architecture/Solution Design

. 5 Level 1 Product S t Traini
il eve roduct Support Training

How do your Education offerings map to these?

Source: IPED State of Partner Enablement — Technical
. . Q: Please rank the most critical skills requirements you need addressed by vendor training for pre-sales resources .
IPED Co nsultlng Q: Rank in priority order the most critical skills requirements you need addressed through vendor training for post sales technical services. ChannelMasters 57
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Include As a Service Education & Support Delivery for MSPs

Pre-sales support through Mentoring Program —

-

THE MSP EDUCATION PROCESS
“The right sales education is hard to find.” Azure Mentor Program (AMP)

Program Goals

Market’ng mater’aIS: Kick start your Azure Practice with a customized

oge technical plan, help with pre-sales and deployment, and
pos,t’on prOduct and Customer Value prop post-deployment support using your MPN benefits
Accelerate the sales cycle with deal-specific, pre-sales 1:1

technical support to confidently close and deploy your first Partner Technical
several customer opportunities Readiness Pre-Sales

Support
; As a Service Success
I,f Complex- . Deploy up to 5 Azure solutions deployed within
Provider 6 months s
we’ll look for tech specs on the web Attain the Silver Cloud Platform Competency Sappost
Ability to build a profitable Azure and/or
EMS practice EM S
’ what
° . Interested? Contact your PSE and USCESMBHelp@microsoft com
If not clear: matters is

we Google to see what others are saying, LinkedIn

and MSP discussion groups support

“Regarding education, our needs are a bit different. We’re an MSP,

to ensure web based, free or on-site for our team works. | don’t think | should

If we commiit strategically:

my SLA is have to pay to understand how to sell the product.”
then I'll find vendor’s sales education not
impacted

“We would pay for post-sales support then pass that

We’re an MSP, we just need positioning

on to the client in our service level contracts.”
20 minutes would be ideal; no more than 1hr

IPED" Consulting Source: IPED State of Partner Enablement & IPED State of Partner Marketing Studies ChannelMasters 58
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Check for Realistic “Number of Training Days” Goals

Days of Vendor Training Annually Across all Vendors (by role and business model)

e.g. NOC Operators

_ _ Days of Vendor Training (avg.)
NOT back office operations staff

VAR (n=53) MSP (n=47) Consultant and SI (n=48)

Pre Sales Technical Staff @

Post Sales Technical Staff

6
Telephone/Help Desk Support 9
Break/Fix Onsite Support 8 7 5
MSP Operations Staff 9 @ @
Customer Success Team 9 6 5

How do the # of days your How do you balance against complex MSP and

loT Programs based on far greater
investments required.

program require map to the
number above?

IPED Research Note: # of days have been rounded up as appropriate

Source: IPED State of Partner Enablement Study

I pE D CO nSU|ting Q: Approximately how many days of vendor training annually do the following staff members attend (all delivery methods, online, in-person)? Cha n nel Masters‘ 59
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Factor in Partner Education Delivery Preferences when Possible

Facilitates weekend training!

SALES TECHNICAL

oo o [ v o

Distance learning —

Vendor Training Delivery Methods

Distance learning —

On-line On-line
self-paced self-paced
“What matters is fast and efficient. "Different people learn in different ways; for some
Let me download materials/audio and people a (recorded) webinar is a waste of time because
use while I drive.” (non-major metro area) you can't ask questions." - $2.8M regional VAR

Source: IPED State of Partner Enablement Study — Sales & Technical studies
IPE D CO nsulting Q: What are the primary delivery vehicles you prefer for your team to receive vendor sales training? Chan ne| Ma sters’ 60

2019 IPED — The Channel Company Q: What are the primary delivery vehicles you prefer for your team to receive pre-sales and post-sales technical training?



Education: Biggest Inhibitors...Does the Partner Believe You Understand?

v" Time and Money
v" Return on Investment

v True Opportunity Costs:

* Keeping the business running while participating in education
* Pulling people out of the field
* Project delays if we pull people off projects to train

* SLA impact if we pull people off the NOC/management to train

v Access to enablement resources, post-training

* Demo/lab gear

* Technical sand-box The ideal length of
* Access to vendor field technical staff training should be

less than 2 hours.

Source: IPED State of Partner Enablement Study
IPED’ Consulting Q: What are the biggest weaknesses in current vendor enablement efforts (rank top 4) ChannelMasters 61
© 2019
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Based on the Ideal Partner Profile...

Let’s prioritize the type of benefits required to make that partner immediately
successful in the ROLE he/she is playing with your product, service or solution.

ChannelMasters 62




Support: Access to Product & Field Technical Staff are Critical for Managed Partners

~

Prioritized Technical Enablement Resources / 8 6 O/

_® Equipment for our lab of solution providers prioritize
access to vendor field technical staff
2. Access to product/solution training pre-product launch post-training as critical to

Earl
/ technical enablement

access . . q
- —@ End-customer placed trial and pilot equipment k /

product
highly Access to vendor lab for customer demos Vendors are missing both the
value tech side and the sales sides
5. Early release product announcement info by not offering gear ...
Beta program participation It lets me get my techs on
board with the product — then
7. Access to product developers techs talk it up to sales guys.”
— Regional VAR

Source: IPED State of Partner Enablement Study
. A Q: Please rank in terms of importance access to the following technical enablement resources
IPED" Consulti ng Q: What are the biggest weaknesses in current vendor (technical) enablement efforts? (rank top 4) ChannelMasters 63
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Pre and Post Sales Support: How do these offerings affect a partner’s P&L?

Technical Support Offerings:

- 800# Unlimited * Field based services division mentor A" Pa rtners

* 800# Limited Calls * Distributor technical resources
* Field based technical staff * Demo Systems, Not For Resale Code
For VISPs: LEVERS OF PARTNER PROFITABILITY: MSPs
° N . SELLING GEMERAL & ADMINISTRATIVE SELLING GEMERAL & ADMIMISTRATIVE
Expedited Support Processes: to Support SLAs OPERATIONS MANAGEMENT VENDOR ENABLEMENT AND
* PSA: Professional Services Automation & | TRANSACTION SUPPORT
RMM: Remote Monitoring & Management F g oo soomationtoos 41% (PROGRAM)

Integration
Make training and certification

Expanded financing to help us

. 33
ES absorb the cost of building/ 32 % more affordable 640/ 0

* Customer Success Processes: Service adoption
rates and renewal motions, LAER etc.

expanding our data center

. EPY Reduce/Eliminate 0
Provide greater services i3 33
44 automation tools that linkto their 44 % il ChanneliAlkance Program Fees %o

= systems
Adopt E 3 Make marketing funds easier to 2 8(}/
4 What support do you need from your traditional IT vendors to E Cl getaccessto 0

decrease your SGAA costs?
Please select three and ramk in order of importance

7

IPED' Consulting 17 T CharmlCarpany LLE. T wpaning 4l ics o rag e diradoneess o1 T Chen el Comgary, LLC: Al g HE 15 v waw e Eascar THECHANNELCO

IPED Consu”jng Source: IPED State of Partner Enablement — Technical ChannelMasters 64
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MSP PSA Integration & Elevated Levels of Support Samples

[l

It
!

“l only work with products that integrate with ConnectWise.

]
CISCO

Simplify Your Cisco Business

Streamline Process & Grow Sales with

ConnectWise Solutions

ConnectWise solutions are designed to address the unique challenges of managing your Cisco® lines of business. See how our integration with Cisco

tools helps you save time, sell more, solve inveicing nightmares with cloud billing software, and gain more insight into your business.

Quote Anytime, Anywhere

By using technology built in the cloud, your quote
and proposal process is free of on-premise
limitations. Deliver richly branded quotes, attach
supporting documents, make changes on the fly,
and receive customer approvals via built-in e-
signature, no matter where you are.

Ticket Everything

From emails to phone calls to live chats, enhance
your help desk ticketing system by automatically
tracking and capturing service communication for a

history of every issue resolution.

Automate Your Cisco Quotes

Reduce your Cisco quoting process from hours to
minutes when you dynamically import complex

spreadsheets such as Cisco CCW BOMs, or quotes
from your distributor, with just a few clicks. While

importing, you'll calculate your customer's pricing,

customize product descriptions, and hide
unwanted line items from the quote.

Ease Billing Pains

Automated invoicing allows you to save time,
reduce errors, profit from prorating, and deliver
your customer a single, consolidated monthly
invoice for all services.

il

Drive Smarter Business Decisions

ConnectWise Sell Intel - our Microsoft® Bl content
pack - utilizes your quoting and sales information
to track key business metrics and deliver intelligent
reporting. Easily build custom dashboards that
show your progress towards Cisco rebates, or plan
for the future with automatic forecasting.

See Everything & Stay Proactive

Gain increased visibility into all your Cisco solutions,

and monitor proactively for superior productivity
and enhanced customer satisfaction.

Billing, service delivery & management integration allowed
me to double revenue while maintaining expense. As a

result, my profitability increased!”
Mid-market MSP

—

Hewlett Packard
Enterprise

Proactive Care Service — Partner
Delivery Program

HP will provide to authorized service partner:
* HP Remote Support Team for L3/L4 Severity 2+ incidents

* Remote support service coverage window to achieve 24x7
* Accelerated escalation management

* Firmware release and software patching analysis

* Proactive scan of covered HP equipment

* HP Advanced Solution Center technical resources

* Access to electronic support information thru the HP Support
Center portal

Channel Masters MSP Partner Panelist: “/ need an
elevated level of support. You can tie it
to certification or other requirements.”

5 Il |

“. . l l . l l . .?'?‘ruMethods

ConnectWise CISCO AL
Read Bio Read Bio= ~ Reac d Bio

ChannelMasters’
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Based on the Ideal Partner Profile...

Let’s prioritize the type of benefits required to make that partner immediately
successful in the ROLE he/she is playing with your product, service or solution.

li/:- .
.:) Marketing

\

ChannelMasters 66




Marketing is Strategic to Business Growth but Planning and Skills are Declared Weaknesses

» MARKETING’S ROLE IN
COMPANY’S SUCCESS ~ o

" 70%

Critical - 49%

Important — 41% important or

Doesn’t Have a Role — 0% critical to their

’
Q: How does your company view marketing as it relates to their success in the future? company's future
(1 — 7 scale agreement); %’s represent top two agreement categories

say marketing is

P CREATE A REGULAR MARKETING PLAN? P SKILLS DESIRED IN NEW MARKETING EMPLOYEES

4 1 o/ SOMETIMES 32% Digital marketing
) 6

Social marketing

NO 11%
Content development
ONLY ASKEY 16% Events
SUPPLIERS
REQUIRE SEO

ALWAYS

Marketing technology

Source: IPED State of Partner Marketing
Q: How does your company view marketing as it relates to their success in the future?

IPED Co nsulting Q: Does your company create a regular (annual, quarterly) marketing plan as a key component of your business plan? ChannelMasters 67
© 2019 IPED - The Channel Company Q: In which of the following areas will your company look to focus when hiring these new marketing employees?




Formal Marketing Certifications Becoming a Common Education Offering

Marketing curriculum and training modules count towards
partners’ accreditation and program tier eligibility
Focus on building digital and social marketing skills

- also tied to Dell’s "Four Transformations” DAL

Technologies

Formal accreditation; required at the Gold program level .

i
CISCO. *

[ | Marketing accreditation:

Facebook Audience

Insights - A Beginners » Partner Academy: Marketing Institute

Curricudium-based traning through required and alective basad

it 10 redanns a partnec’s aeducanon around avaiable

L

New Ways to
Connect
Workspaces

0C0 |
LOCO ¢
0co |

a6 | :
1\“}

¥
a W,

Cisco Partner
Marketing Professional

Visit today at
www.cisco.com/go/marketingprofessional

4

\

Q:

IPED" Consulting
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Dell EMC resources and industry trends and behaviors to help with
marketing efforts.

Define and download marketing strategy and
customer-facing content:
> Campaign Playbook

Partners recaive direct access 1o a wide range of marketing
materials including infagraphics, videos, white papers, ad banners,
event presentations, sales activation packs and customer references.

Build and execute to activate campaigns:
> Marketing Platform

NO-COST marketing automation tool that can turn websites
into a dynamic sales and marketing platforms. Provides content

syndication, automated email marketing and social media marketing.

=

Pre-packaged or custom-built
campaigns through agencies:

> Marketing Concierge

Supports partners in the development and execution

of Dell EMC initiatives. MDF can be utilized and the
agencies can help partners penetrate new markets,
customers and/or prospects to potentially uncover
new opportunities.

Merchandise and swag:
> Dell Event Shop

Partner site to purchase co-branded items from
tchochke items to tablecloths for their activities.

68



For Your Un-managed Partners, What % are Utilizing Your Portal Marketing Assets?

PARTNER MARKETING SUPPORT DELIVERY MODELS

PARTNER SELF-SERVE

What % are using portal materials?

VENDOR SUPPORTED

4 3 % Vendor supports

Templated
materials& content
made available

for partners to

partner customize & create
lannin campaigns around;
VENDOR Vendor and/or P 157 : ’
M . materials and/or partner is
ANAGED  partner materials, execution; autonomous
1 8(y managed asa partner leads
O complete campaign;
managed by vendor
on an ongoing basis
Source: IPED State of Partner Marketing study
IPED Consulting Q: Thinking about your company's marketing activities and campaigns over the past 12 months, which of these types of

© 2019 IPED — The Channel Company IT vendor co-marketing engagement apply? (n=219)

Best of Breed
Partner Marketing
Programs:

Offer all three engagement
models

Offer marketing agency
support to assist with
sustained (portal) utilization
and execution

Build independent skills
Offer automation that
supports access to self-service

marketing (ranked #1
automation benefit)

ChannelMasters 69



Partners Claim MDF Program Complexity and Lack of Staffing as Top Inhibitors

Partner Marketing Inhibitors

Partners Perceive MDF Program Barriers

Rank

1

IPED" Consulting

© 2019 IPED - The Channel Company

Issue

Approval complexity or timing for proposal-
based MDF

“Our #1 inhibitor is lack of full time staffing
| -- we have 2 FTEs, we supplement

W/th outside firms.

Lack of MDF predictability for 6+ mo. planning

Insufficient MDF funds available ..

_________________________________________________________________________

Complexity of rules for eligible activities

—————————————————————————————————————————————————————————————————————————————————

Insufficient vendor marketing staff to help plan _i ”Quarter by quarter approva/ Offunds doesn’t

& execute campaigns i , ’ i
. work, as we can’t plan. If you can’t tell me what :
. my 2019 funds are in January, | can’t write a '
. plan with you to execute and staff for the year.”

Source: IPED State of Partner Marketing Study Ch IMast © 70
Q: What are the biggest barriers your company faces regarding engaging with your leading IT suppliers around marketing? (n=382) anneiivasters



Marketing Best of Breed Vendor Examples: Easy to Access, Turn Key and Digital-Enabled

“Datto marketing offerings are “The best marketing support is
“Adobe has great templates superior. By making it simple from VMware.”
and microsites.” '~‘“" partners use it, alzd it works, so S @Rew i s hrends)
Adobe partners engage. for customer
* Fed by an email lead nurturing
e They set up webinar to attend; campaign (3-5 emails)
email blast and 5 nurturing emails e Laid out over 3 — 5 weeks with
“Nutanix content is very good.” in between. activity coming from us
* easy portal * Full product info on portal * They hired a marketing
* list buying through 3™ party * Designated person to help craft firm to host drip campaigns Vm*'are
o list development healthcare HIPPA campaign
, e Datto University teaches us
requirements and how to size
(medical vs. hospital and how to “Lenovo Campaigns are very good.”
go after new markets) » Web browser access to see what leads
“Citrix Marketing 1Q Portal” » Datto helps do this for $1,000/year are coming in.

* We can use MDF to pay for it.

. / k to th '
. Great interface can get back to the customer in 5

. datto minutes
Great content .. * They use OneAffiniti
* Proposal based CITRIX automation platform Lenovo.
L]

IPED" Consulting ChannelMasters 71
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Based on the Ideal Partner Profile...

Let’s prioritize the type of benefits required to make that partner immediately
successful in the ROLE he/she is playing with your product, service or solution.

Education

C.’.: Marketing

IPED Consultlng ChannelMasters 72
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Team Workshop
Phase 1

Set Your Partner Program Budget




Phase 1 Worksheets Required to Complete the Workshop

Please pull from the back pocket of your binder.

PRODUCT STRATEGY WORKSHEET a

Complete the Product Strategy for: MacroSoft CloudO

1. Target Markets:

CAPACITY PLANNING WORKSHEET a

Launch Year Capacity Plan (First Year Revenue for New Program)

FOR SIMULATION USE ONLY:
ASSUME ALL PARTNERS ARE ON BOARD MONTH ONE and Deals are Recognized at ACV

2. Average Selling Price as Monthly Recurring Revenue (MRR):

Average Selling Price
(ASP) atthe ACV =
(MRR * 12 Months)

Typical # Sub-total

Soldivear |  (ASP* # Soldivear) Match Your Spend Priorities to the Navigator Simulation Buckets

3. Describe the Competition:

Year 1: s AT
TR S s JHCSTMives Demand Generation Funds ElrenaorOthey
JOPEX oniy and includes T Partner Marketing Activities
businass davainpmeat funds ] : fmrciuching MOE]
Total = Average Productivity Per Partner/Year 1 (list price) $ @ list This category includes &l of the L‘"‘;';‘:ﬂ;’:';r)r“gﬂ?;l"e; :Iewr;;eaw
4. Describe the Typical Buyer: peocram alamanis assaclted with oot wilh 2rd |
Less Partner Discount (per Navigator = 25%) Less $ $ discount _— peatnen ingenlives fo dive, rugh your petnere At oiate et
scription - Product zales . ) progrem an &1 sxpecls of “marketing b
Equals Net Productivity Per Partner/Year 1 (net to MacroSoft) $ @ net - Fduzatian Nale: this does.not incude corporate | your pariners.

& Usar demand genarstion,

= | rail
Feiring bahavior, el acverfising, trace shawa, ¢z,

Annual Quota? $5,000,000 net (after 25% discount)

- Dmsiness davalapmeant funds = Enchuser targesad acvartising - Channal hasad printieeb advartizsing

5. For What Use Cases:

IPED" Consulting
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{ahava namnal fech suppody
- Conueige services
+ Prolessionul servioes supporl
- Technical bast practicas, otc
- Automation systems

ChannelMasters’

+ Eabes webinars
+ Cuslomer aducation
+ Comgatitive posifioning, st

= Sales 3FIFFs Pramations * Incusary cvemts
- Rahatas = Marketing actiities designed to - Emalls
Failure Rate = e wr+ Performance incentives ganaratn qualied loacs - Wewslattcrs
(% of partners recruited historically ;-;-:;‘;;:ME = Dl ragistradion incentives = Trade show parlivpalion » Salf-craated wabinars .
that don't make revenue expectations) % e nsotaet - Speral pricing prgrams, #ic = Joint seminars, e - Parmer road shows, @ ulation Buckets —
6. What is the Profile of the Ideal Partner You are Trying to Recruit? Number of Partners Required =
annual year quota/net average productivi r partner/year (round u
(i yearq ge p ty per partnerfyear P o s
anira-rewanun st 3
ta3iers comipail ( y ! AR
Number of Partners Likely to Fail = 1‘_‘ .
(failure rate * number of partners required (round up}) E program alamants N3t are nacassany This category is open endad and
o This catagory Inchudas all of tha deesigriend o be & place b make
. . ; program slesnents fat ae elsied  investinenls utside of what i
ChannelMasters  Name: Compan: s I?fu",:':, andimplemenl o B abling year parner's kst This & Inbanciad 1o BA & placa
pany ) . . technical or sales 16ams 1o @ craafive ideas st might be
Final Number of Partners to Recruit = + Suppont partnam during saien nutsicie of the nonmal investments.
(number of partners required + number of partners likely to fail (round up)) engagEments
- P etz (1 ] R
- | oo ppon | " ool v o
ﬁ ACV (Annual Goniract Value) parnerm + Preduct or solution . .
PAY  1AR (uionthiy Recuming Revenue) Inchsdes: . Eval unils ard fof cestifications, training = Focused investments in a
I Theze s fams that *‘:!i&'l':‘ il pruof of cunepl webinarin-peraon ssssions tergeted competiiive parirer
T . may b inciudad in salhes suducalion programs - Abity to M Un-budgeld
ChannelMasters Tiabadptselin . Posteaks fach supportfor padnars L product iraining for sales reps ivestments L consulting

assktanca) in the real word
theat iz ol peart of standard
pariner cperations, eic.




Posters In Each Team Room Offer Additional Considerations

ChannelMasters

INDUSTRYINSIGHTS

4%36% | 18% ©71% | 10% 35%« 75%

g‘

-_— = ==

-_— e = = ==

"o ~7-9days | ~10-13days [T
Jk' _A ' ';;‘f,"i!;.‘? o :,"_’,;;:;;’:_;',L”;;;l' ol 'ﬁ‘-

28

ARC IMPORTANCE C ERIA RANKINGS RANK ARC IMPORTANCE CRITERIA RANKINGS’ RANK

(Product) Quality and Reliabiity 1 Services Opportumity 2

Ease of Doing Business 2 Pre-Sales Support B

Revenue and Profit Potential 3 Solution Provider Program

(Product) Technical innovation Field Te and Channel Compensation Alignment * 5 .

e  NE— . Note: CRN Annual Report Card (ARC) partners rank vendor
e s B - v evaluation criteria. Ranking shown reflects average across selected
(Product) Compatiteity & Ease of integration 7 Integration with Services Management Tools |}

PN s DRSSO e value based products categories.

ommunication 9 Marketing Support 20

Manages Channel Consumption Based / Subscription Pricing * a

Markotabeity n Thewrs g s 1 CAnd vt Mg Lave

Newer solutions may require different priorities.
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The First Program is One With no Tiers nor Tracks. You Are Recruiting “Managed” Partners.

Managed Partners

Top group to start

Designated CAMs

May write business plans

Will have high value contact with MacroSoft

Charter
Partners

Partners who join after this
charter group will be supported
VAR, MSP OR HYBRID with more programmatic benefits
until they earn their way up a
new program with levels.
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You Now Have Your Channel Context and Some Best of Breed Program Examples!

COMPANY

PRODUCT

CUSTOMER

CHANNEL

RESOURCES

OBJECTIVE

IPED" Consulting

© 2019 IPED - The Channel Company

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

MacroSoft's CloudOne Appliance™

Small, upper mid market, enterprise departmental who may
have the following needs: Backup Disaster Recovery, Web
Based Applications, loT, Etc.

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

People, Programs, Budget, etc.

S5M Revenue on a $2M budget spend. Set Program Funding
to Build out Program... Recruit ... Enable ... Win

Context Factor Your Simulation Context Use Cases

Managed Security or Networking
Digital Ready Infrastructure
Hybrid Cloud Server

loT/Al Server

Backup-Disaster Recovery

Any LOB or Departmental Enterprise Server

Key Product Features:

Cloud management and loT platform
Self-contained hardware unit
Built in security and network

Pre-integrated access to most major public cloud
offerings

Open APIs

Customer Business Value:

Reduced costs
Faster time to market

Reduced risks

Sold as MRR:

Consumed by MSP or placed with customer
in order to offer a service

Priced as a service

ChannelMasters
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Now, Prioritize Your Budget Spend Priorities for Your Ideal Partner

All are important,

RED Indicates Partner Priorities

Product Led
Resellers

edictable prod

Competitive SRP pricing &
Rebates

Nccess to Ghannel rep

AN N N N W NN

Minimal/chahnel conflict

Simplicity & affordability

/ Project Based

Services

v"  Reference architectures

v" Technical training,
architectures & tools -
Certification/Specializations

v’ Clear rules of engagement
(w/vendor, partners & field
sales)

v" Co-marketing/MDF,
Incentives/Rebates

v' Use-cases and references

v Prof. Services mentoring
& tools

Services-attach
\ & tech. depth

Managed \

Services

Deep technical relationship

Classroom and lab based
training

Utility-based licensing
models

Expedited L3/L4 support
Creative financing

P2P collaboration program
visibility

Compensation neutrality
for vendor field teams

Solid technology

financing/licensing /

ChannelMasters’
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Match Your Spend Priorities to the Navigator Simulation Buckets

i . Program or Other
Incen_tlves , Demand Generation Funds : . -
(OPEX only and includes business ) Partner Marketing Activities
. (includes all MDF) )
development funds*) (excluding MIDF)
_ _ This category includes all of the program

This category includes all of the elements that are related to driving end

program eIem(_ants assoqated with | ser demand with and through your This category includes all of the program
Descrintion partner incentives to drive: partners. elements that relate to marketing your

P * Product sales program and all aspects of “marketing to”
* Education Note: this does not include corporate your partners.
« Training behavior, etc. end user demand generation,
advertising, trade shows, etc.

* Business development funds  End-user targeted advertising * Channel based print/web advertising

* Sales SPIFFs * Promotions * Industry events
Includes: . I . ;
These are items that may be * Rebates » Marketing activities designed to * Emails
included in this budget section. | * Performance incentives generate qualified leads * Newsletters
This Is not an exhaustive list, * Deal registration incentives * Trade show participation * Self-created webinars
so other items can be included. . .

* Special pricing programs, etc. * Joint seminars, etc. * Partner road shows, etc.

*This includes OPEX funds only so do

not confuse this with any contra-
revenue items or discussion. We will
address contra-revenue later in the

' Channel Masters curriculum.
IPED Consulting ChannelMasters 79
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Match Your Spend Priorities to the Navigator Simulation Buckets continued

Support
(includes program infrastructure AND
partner eval units, POCs, Pre/Post sales
support items & portal)

Education
(Sales and Technical)

Other

This category includes all of the
program elements that are necessary
to:

* Execute and implement your partner

This category includes all of the program

This category is open ended and designed
to be a place to make investments outside

Description program elements that are related to enabling your of what is listed. This is intended to be a
duri | partner’s technical or sales teams. place to add creative ideas that might be
Support partners during sales outside of the normal investments.
engagements
* Partner portal (content updates . -
P ( P ) * Technical training programs
* Pre-sales technical support for . e s
PP * Product or solution certifications,
partners training webinars/in-person sessions
Includes: g P * Focused investments in a targeted

These are items that
may be included in this
budget section. This is
not an exhaustive list,
so other items can be
included.

* Eval units and proof of concept
sessions

* Post-sales tech support for partners
(above normal tech support)

* Concierge services

* Professional services support
* Technical best practices, etc.
* Automation systems

sales education programs
* Product training for sales reps
* Sales webinars
* Customer education

* Competitive positioning, etc.

competitive partner

* Ability to make un-budgeted
investments (i.e. consulting assistance)
in the real world that is not part of
standard partner operations, etc.
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Reading the Navigator Handbook

Four Case Study Sections

in the Navigator are each

color coded.

Section 1: Company Overview
Section 2: Product Overview

Section 3: Customer Overview

: Go-to-Market Overview

CASE STUDY: COMPANY OVERVIEW

Lat’s ook at tha case study information that you will use during the imulation. The company, product and market
information Is fictional, but Is graunded in relevant, real world axamples. As always, you will never have all of the

nformation you will nead, 5o you wil
that is prowidod. Good luck and we ha

Il COMPANY BACKGROUND

Yiour business argantzation 15 3 newsy
n soling on promiss based hardwara

Channal History: The comeany
consstortly rocognized as s £
partnars Including:

DMRs (Diroct Markating Re

Iozal and regicral sokation |

o 2 loszor extont, Managoo

Tr: compiary has rocontly doveloped
channes sincs this solution wil go b,

I NEW CHANMEL TEAM CREATED

in ordlar to drtve e appropriste foo
new sokation offering to market. Ther,
Darters, recTult thasa partnars and o

Focus on new partnar recnattn
may ba 2 good fit for tha now ¢
newhy developed ldcal partnar
*  Channal only product: Manzg
diroct sales fore will ot hava
= Tiar 1 inttially: Whila marzgen
a direct sales force, they dong
vou'll nood to corsider tha soo
channal managemart: tsam an

2Tlar distribution modalis s |
tabba 2nd unckrstands that int
overall go-to-market plan. You
ba 2 key part of the plan Intha

B COMPLEMENTARY PROFESSION,

Thie: company has professional sarvil
stage of the product ifecycie. Tha mis

*  Ensurs oustomar suoctss Snc |
arganization ta stay vohved ac
Partnor anabloment: The axo
erablemant of the partner’s ta
Funding allecated from chann
partnar program to mentor an

CASE STUDY: PRODUCT OVERVIEW :ccrvacny

PRICING AND PARTNER DISCOUNT
The compary has dewolopod two afforings o addr

Trarditional Resell Offaring

End customar k=t jprice (ona time, upfront)

Partrar price (25% discount)

Approwimate numiber of users por system

Mznaged Sarvices Offaring®

Endl cusbamer =2 price (per manth)

Partnor price (por month-F5% discount)y

Approximata number of users per system

* (AL this fime, s opbion & anly awaitable o Soidion A
MOS0t cocs ot sl B ity o cstmos)

IMPLEMENTATION AND MAMAGEMENT SER
Based an the Pllot Flzgship customer program (2]

the amount of professional/managed services nee

Fre-sales consulting oppartunky:
fi2 reguimmants devniapment, FOC
implomentanion, plamng snioss afc) m

Implementation services coportuniy:
e instaAtion, confipuration, cata migration, oic)

Managed Sorvices opportunity:
e monsoning. bk fx At i dosk,
\pahch manapament, back/ D)

Appronmatody ] 6u of £ CUStHmEDs Aave ststod iy 2
adhanced cypabiffics of the applances by delvering s
CoRSUTinG, SnpNCtion Intogration and doweiopmant, by
that hawve Hrese Capabilties

*  Forfoct fior your partnars to hast any cusor
«  Farfoct for your MSF Fartnor to place on-sk
or managed socurky contract whare an on-

CASE STUDY: CUSTOMER OVERY IEW

W TRFSET CUSTOH B LEE CEES
Ties: CimusiOoms aiuiion b biee podestinl £
oo o p ik ctereem, b iodawing o

Faragad Meten g
Faraged aoady

[
Pl

CASE STUDY: GO TO MARKET OVERVIEW
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dapLinsa
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Team Workshop Phase 1 — Reading the Navigator Handbook

Navigator (Simulation) Overview

* Pages 4-6 TEAM WORKSHOP PHASE 1

The Business Environment B SET YOUR PARTNER PROGRAM BUDGET

Assignment

* Pages7-14

TEAM WORKSHOP PHASE

* The Product: “MacroSoft’s CloudOne Appliance”

‘The categories to choose from are:

Dascription:

* Managed Services Offering: ASP $1,000 per mo./per appliance

* Target market: SMB, mid market and enterprise

* Competitive Landscape: limited to one major appliance vendor, but many larger
HW & SW vendors claim capabilities via alliance or OEM relationships

* Single tier channel of highly productive HW & SW VARs with solution and
managed services capabilities. Annual revenues of S10M - S40M and growing.

Nots:

F
z
H
£
£
8

Phase 1: Partner Program Budget Planning

&

* Infrastructure assumptions: Page 13
* Invest in the Right Program Elements: Pages 17-19

* Spend $2,000,000 to build your program that will achieve a $5,000,000
revenue contribution in launch year one

IPED" Consulting ChannelMasters 82
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Phase 1 Build Program Budget: Simulation Logistics
You are buying program components in the stated increments

Lisa will send each team member an email with:

* Input Spreadsheet for Phase 1: to allocate budget dollars

* PPT Templates/Reference Materials for Phases 2 & 3 (hold onto these for later

Pull Capacity Planning Template and Budget Allocation Definitions from the back
pocket of your binder.

1. Using the Capacity Planning Template, estimate the number of partners
you will need to achieve $5M in revenue.

2. Using the Budget Input Spreadsheet provided, complete your purchase of
the program components until you spend your $2,000,000 budget to achieve

a $5,000,000 revenue number in Year 1
(Note: The 3-5 year revenue expectation is S30M — S50M in annual revenue)

3. Save your Capacity Planning Template (paper) for Phase 2

4. Save your final Budget Allocation (spreadsheet) on your laptop

5. Email a copy of your final Budget Allocation to Lisa Isabourin@thechannelco.com

IPED" Consulting

© 2019 IPED - The Channel Company

File Message Insert Options Format Text

Review Help

IR RO

Tags | Dictate | Insights

2 Tell me what you want to do

Templates
Voice My Templates

hase 1 - Team 3 Input.xlsx
$05 KB

Ll Bhase 3 Template.pptx
ﬂ 2MB

Lisa Sabourin
Director of Engagements - IPED
5613335517

Isabourin@thechannelco.com

THECHANNELCO.

The Channel Company
One Research Drive | Suite 4008

—

r Y hase 2 Template.pptx
ﬂ 2MB

; == R0l B_E Calculations
KB

Once emailed, you may not
make any adjustments.

ChannelMasters
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Debrief
Team Workshop

Phase 1

Set Your Partner Program Budget




Debrief

What info did

‘ What info did ‘ How did you
you have? ‘ you need? ’ use it?
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Simulation Calculation Methodology

VENDOR INVESTMENT PRIORITY "
CRN
Vendor Channel Benchmark on Budget 2019 Annual Report Card StUdy-
Ranking shown reflects average ﬁ R C PARTNER PREFERENCE

o o across selected value based  FNIN[EFYR

ki P S — products categories. [Tl 1) ARC Importance Criteria Ratings RANK
ey o = _ (Product) Quality and Reliability
T Lo _ .. Focus on Ease of Doing Business

+ How other Vendors are combination Revenue and Profit Potential

hwere 11y 161 - allocating channel budget } of HW and (Product) Technical Innovation
s - o — SW vendors Richness of Product Features / Functionality
Providers L4 0% 7N 0% 1%

N-12

Profit Margins / Profit Potential *

i

| I
{
|
|

WAl charnel-related hesdeount B Demand gereration funds
W Prog o oth part markets, exd MDF B Infrasructure and operations W Education budget

Dther

(Product) Compatibility & Ease of Integration
Post-Sales Support

IPED Cansulting ChannelMasters’ 100

Communication
Manages Channel Conflict

Marketability
Services Opportunity

-
reaw: JEH B ol Pariners | Pre-Sales Support

13

e T —— Solution Provider Program
CHANNEL EXPERIENCE £t Field Teaming and Channel Compensation Alighment *
1 Incentives {OPEX only) Quality of Field Management
Used re'al world 2 Demand generation funds (Includes all MDF) Training 17
experl'ence'to 3 Program or other parimer marketing sxcluding M0 Integration with Services Management Tools*
ratlo:aIII:e 4 Supportfincludes Infrastructure] Cloud-Readiness of Channel Program *
sirrr:l).llaetio: s Cducation budget Marketing Support

assumptions e oo Consumption Based / Subscription Pricing * 21

Tatal Allacited * Refers specifically to Cloud and Managed serviced

IPED" Consulting

© 2019 IPED - The Channel Company
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Partner Priorities. Annual Report Card for Value Based Solutions

ARC Importance Criteria Ratings RANK

What’s Most Important (Product) Quality and Reliability

When Evaluating Vendors Ease of Doing Business
Revenue and Profit Potential
(Product) Technical Innovation
Richness of Product Features / Functionality
Profit Margins / Profit Potential *
THEM‘.CO" v~ 2019 Annual Report Card (Product) Compatibility & Ease of Integration
Study. Ranking shown Post-Sales Support
reflects average across
selected value-based

Communication

Manages Channel Conflict

roducts categories.
P 8 Marketability
v" Over 3,000 solution Services Opportunity

provider respondents Pre-Sales Support
A N N U A L v Different for your Solution Provider Program 4
REPORT CARD specific products. Field Teaming and Channel Compensation Alignment * 5

(o))

Quality of Field Management

Y

Training
Integration with Services Management Tools*

Cloud-Readiness of Channel Program *
Marketing Support
Consumption Based / Subscription Pricing *

N
©0
I

IPED" Consulting * Refers specifically to Cloud and Managed serviced
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IPED Vendor Benchmark Research: Helping Channel Chiefs Justify Spend

This is a Channel Chief task in real life!

You will allocate budget across these categories in your teams.

There will be no budget targeted to headcount, it has already been allocated for you!

How is the total channel budget allocated?

W All channel-related headcount

M Incentives

B Demand generation funds

16% 14% 7% 11% 11% B Program or other partner marketing excluding MDF
M Infrastructure and operations

M Education budget

M Other

HC has been hired,
do not allocate
budget to headcount

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Source: IPED Channelytics Vendor Benchmark Study
Base = All respondents; by Vendor Type

IPED Consumng Now, what is the mix of this investment, by activity type? This should ChannelMasters 29
© 2019 IPED — The Channel Company be the % of your total channel spending above, attributable to each type of activity -- not as a % of channel revenues.




But Wait, There’s More!
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What About Other Routes to Market; Stay Tuned for the IPED Profitability Webinar

Account Management Objectives

Partner Type ..
P Requiring Program or Contract Support
Development Lead with Potential Royalty, Resale,
Design Win Your Brand Influence Revenue
DIRECT
MARKETING Heads on Design into In-bound, Outbound call centers,
RESELLERS Call Center Floor Marketing Campaigns Spiff Impact is High

(DMRs)

With “sell to” relationship,
Share of “sell to” Revenue investigate opportunity to
coordinate reseller recruitment

SERVICE Architectural
PROVIDERS Design Win

Influence as existing on-premise
Share of “sell to” Revenue workloads move to managed
service

Architectural
Design Win
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Which Partner Business Models have Access to the Target Markets?

Target
Market

Buying
Behavior

v'Global
1000

v Complex
Systems

!

Want:
v'Custom

v'High Touch

o

v'Vertical or
Horizontal
Solutions

!

Want:

v'Vertical
Expertise

v'Avoid custom
development

Service

Providers

!

v'ClO, Dept.

Buyers

!

Want:
v OPEX

v'Low barrier
to entry

v'May be
lower TCO

v Flexibility

Distributors

&

VARs/MSPs

!

VAR/MSP
Specialty

!

Want:

v'Technology
Guidance

v'Solutions

v'Low barrier
to entry

oT
Distributors

& Integrators

!

v Enterprise
to SMB
LOB by
Vertical

!

Want:

v" Vertical Biz
Problem
Discussion

v Edge &
Industrial
System
Knowledge

DR ScIliED Direct Sales
Sales

VAl v'Segmented
by Vendor
Want: Want:
v'Procurement  v'Vendor
‘/Competitive Relatlonsh|p
Pricing v'Development
v'Quick Turn- Access
around
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