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Build the             
Partner Program                 

& On-boarding Plan

PHASE 2
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8

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

CHANNEL STRATEGY PROGRAM DEVELOPMENT FIELD EXECUTION

RTM Recruit ManageEnable SellMarket

PRODUCT
STRATEGY

✓ Routes to 
Market 
Selection 

✓ Partner 
Profile 
Development 

✓ Value 
Proposition 
Development

✓ Partner 
Productivity 
Assumptions

✓ Capacity 
Planning

✓ Sales & 
Technical 
Training

✓ Tools & IP 
Sharing

✓ Field 
Mentoring or 
teaming 

✓ Market to, 
through, 
with 
strategy

✓ Demand 
generation 
tools 

✓ Co-
marketing 
funds & 
rules

✓ Pre- and 
post- sale 
support

✓ Incentive 
structures

✓ Pricing and 
discount 
models

✓ Deal 
Registration

✓ Staffing 
model

✓ Onboarding 
activities

✓ Role of 
distribution  

✓ Program 
metrics 
management

✓ Joint business 
planning

✓ Rules of 
engagement 

Capacity

✓ Product ASP

✓ Target Markets 

✓ Buying Behaviors

✓ Competition

REQUIRED INPUT

Finalize Strategy Based on Product Management Plans

PHASE 2
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Examples
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Role Based versus Specific Track Program Structures
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Cisco Partner Program 2019:  Building Lifecycle Management & Business Value Selling Skills

• The ability to sell 4 hybrid IT services 
(their own, Cisco’s or another Cisco-
powered provider’s offering)

• 40% services attach rate

• Min. of 15% of total revenues from 
services

• 12 unique FT certified employees

✓ Up to 4 Selling Business Outcomes-
trained staff or 
Cisco Business Architecture 
Approach-trained staff 

✓ Four Advanced architectural 
specializations 

• Mandatory participation in the end-
user satisfaction survey



102
© 2019 IPED – The Channel Company

• Customized managed services 
platform to help Cisco partners 
efficiently deliver managed 
services to the fast growing     
SMB market

• Manage Amazon Web Services 
and Cisco Platforms from one 
place; Cisco products include 
Meraki, Spark, Umbrella, and 
Stealthwatch Cloud

• Currently in pilot mode;  
Subscription costs 
$10/user/month after free trial

Cloud & Managed Service Providers: Cisco ConnectWise Unite 
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Dell EMC Trains and Shares Services IP to Help Partners Build their Deployment Services 
Capabilities 

High Perform. Computing

IoT

• Formal deployment (Prof.) services authorization 
• Supporting formal training & competency structure
• Share service delivery IP between Dell EMC and 

partners’ Implementation Engineers 
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Building Holistic Lifecycle Services is an Enablement Best Practice 

• Cisco’s Land, Adopt, Expand & Renew (LAER) 
Lifecyle Services Model

• Fed by best practices and learnings from 
Cisco’s own Customer Success organization 

• Supported by:
• VIP incentives to land and activate  

new software subscriptions
• Automation tools portal (SuccessHub)
• Sales/Marketing campaign automation 

tool
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Emerging vendors are NOT encumbered                       
by the past.   

✓ Focused on WHY they need partners and        
offering targeted programs

✓ Focused on specific business models that                 
make sense for their product offerings

✓Building programs that meet their needs 
sometimes contradicting traditional behavior

• i.e. AWS Managed Services Program

• Requires validation by 3rd party audit firm

• $3,000 USD audit fee + related travel 
expenses if applicable

• Represented as Audited Managed Services 
Partners on AWS website/marketplace

• According to AWS Partner finder =  114                
MSP partners 

Partner Program Examples: Complex Cloud Data Center Managed Services Equates to 
Larger Investments

As of 2017
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Verticals Use Cases

Energy Factory optimization

Manufacturing Predictive maintenance

Transportation & Logistics Automated process/QC

Communications Smart infrastructure

Natural Resources Smart metering & energy mgt

Healthcare Fleet management

Retail & Hospitality Security & access control

Remote asset management

Supply chain mgt & logistics

Compliance & documentation

Focused on Commercial and

Industrial IoT solutions ✓ Verticals & Use Cases

✓ Roles/Biz Models

✓ Offerings

Partner Program Examples: IoT @ Dell Equates to Larger Investments  

✓ Offerings

✓ Roles/Biz Models

✓ Verticals & Use Cases

✓ Call to Action

In Short
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Technology Provider Benefits & Requirements

Service Provider Benefits & Requirements

• Submit a short application

• Denote classification as  Technology or Services 

• Include a brief description of your offering 

• Dell will determine if you qualify for enrollment based 

on the requirements outlined in the Program Guide

• Dell will provide a link to our detailed application form 

to capture more information about your company and 

offering.

• Upon final approval, signed  NDA will be required

• Technology Partners will need to complete additional 

qualification testing and accept the Technology Partner 

program agreement 

• Services Providers will be provided a separate 

agreement to sign. 

• Upon completion of all requirements partner will be 

assigned an initial program tier

• Partner will be listed on the Find a Partner page 

• Partner will  gain access to a private portal and 

resources.

How to Enroll – Next Steps

✓ Call to Action

Partner Program Examples: IoT @ Dell Equates to Larger Investments 

http://www.delliotpartners.com/#benefits-requirements
http://www.delliotpartners.com/#benefits-requirements
http://www.delliotpartners.com/Assets/PDFs/Dell IoT Solutions Partner Program Guide_Final.pdf
http://www.delliotpartners.com/#!/partner/find
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New Partner Development

RECRUIT ON-BOARD ENABLE MARKET SELL MANAGE SUNSET

Collapse Time to Revenue Portfolio Management

Each discipline must be adapted to 
partner types (model / effectiveness / 

etc.) as well as relationship type 
& coverage model

▪ How much effort / investment?

▪ How much revenue expected?

▪ How stable is the relationship?

▪ Which specific actions / tactics apply?

Q:

Partner Management Lifecycle 
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Now Build Out the Program and On-Boarding Capabilities

You’ve Allocated Budget……
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Discount, Distribution Pricing Desk, Configurators, Price Sheets

Education

Live & 
Distance by 

Role

Product 
Roadshows

Certifications 
& 

Specializations

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 
Support

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
S

im
u

la
t

io
n

P
h

a
s

e
 2

NDA, Custom

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

Spiffs also valuable 
for VARs to 
incentivize 
education, 

penetrate new 
markets or push 

commodity products
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✓ Specialty Requirements

✓ Certifications

✓ Revenue

✓ References

✓ Customer Satisfaction

ROLE BASED OR BUSINESS 
MODEL TRACKS

✓ Deal Registration

✓ CAM Coverage

✓ Education

✓ MDF

✓ Rebates

✓ Logo Usage

✓ Mentoring, IP sharing

Tier 1

Tier 2

In Some Cases: Registered to 
offer Portal Access but w/o 

Program Benefits

Tier 3

A Mature Program Would Include Multiple Levels & Tracks by Biz Model or Role

Vendor Give to Get
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Deal Registration: Rightly or Wrongly…Vendors Have Taught Partners to Expect It…

Protect partners from Direct Sales

Protect partners from those who sell on price rather than value

Offer view to pipeline, incremental revenue

Incentivize desired behavior (e.g. SMB revenue, new customer            
logos closed, etc.) by offering additional discount

Before Building
Deal Registration…
Be Sure to 
Understand the 
Goals of the 
Program

Goal also 
determines if reg. 
benefit is: 
• Up front discount
• Back end rebate 
or
• Simply the right 

to fulfill the deal

Deal Registration is typically accompanied by Rules of Engagement to set clear expectations for all parties. 

Is it necessary with no direct sales team and a small number of partners with biz plans?
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*Business Plan should be initiated no later than 12 months after recruitment for “Managed” Partners

Building A Partner On-Boarding & Enablement Plan

• Foundation for Performance and Accountability

• Simple, Specific, Repeatable Process

• Brand It, Teach It, Own It, Execute It Consistently

• Incorporate Business Plans for “Managed” Partners in either Phase 1 or Phase 2

30-DAY

FAST START PLAN

90-DAY

ENGAGEMENT

PLAN

6-MONTH

ACCELERATION

PLAN

12-MONTH

BUSINESS PLAN

RENEWAL*

Phase 1: On-board, Educate, Market, Sell Phase 2: Manage
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30-Day 
Fast Start Plan

90-Day  
Engagement Plan

6-Month 
Acceleration Plan

12-Month          
Business Plan

✓ Basic Connections, 
Contracts, Forms, 
etc.

✓ Logistics

✓ Sales Introductions

✓ Initial Technical 
Training, Marketing 
Plan

✓ Direct or indirect 
fulfillment model  
(to vendor or disti) 
determined

✓ Technical Training 
Activities

✓ Sales Planning and 
Targeting

✓ Initial Sales 
Opportunities

✓ Systems Alignment

✓ Executive 
Alignment

✓ Marketing 
execution

✓ Joint Sales 
Activities

✓ Customer 
Assessments

✓ Product 
Demonstrations

✓ Initial Customer 
Wins

✓ Product Delivery   
& Logistics

✓ Accelerating Sales 
Activity

✓ Technical Service 
Development

✓ Sales Forecasting

✓ Communication 
Processes

✓ Growth Strategies

Typical On-boarding Structure – Brand the Program
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Dashboard Measures of Success

Monthly Dashboard 
Metrics

Track performance against plans: 

• Capacity 

• Sales & Tech. Capabilities  

• Marketing 

• Revenue 

Monthly Dashboard Metrics

In real life:                           
your company culture 
and systems support 
typically dictate how 
elaborate or simple 

your tracking 
dashboard will be. 

Insert new charts here

Q1 Q2 Q3 Q4

Partners On-boarded 8 20 28 40

Pipeline $3M $6M $9M $12M

Revenue $1.2M $3.1M $4.36 $6.23

Activity Goal YTD Notes

Partners Recruited; 60 60

Active Partners (made it to Lift Off); 30 30

Sales Training (2/partner) 60

Pre-Sales Tech Training 30

Marketing Training 30

Operations Training 30

Demo Unit 30

Joint Business Plan 30

MDF ($14k/partner) $420K

Marketing Activities (40/partner/year) 1200

Joint Sales Calls (1/month/partner) 360

Customer Wins $10M
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In Real Life: On-boarding Dashboard – Track Progress Through Phases
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Check List – 30 Days

• Contracts

• Introductions: Channel Manager / Sales / Technical

• Order /  Process Training

• Identify two Sales Reps and schedule training

• Identify two Sales Engineers / Implementation and schedule training

• Joint Meeting with Customer to schedule POC

• Identify Marketing Resources; contact interfaces

• MDF Planning Initiated 

• Demo Kits on site; and schedule on-site engineer to install, implement and train

Sample: 30 Day Plan to Success

3
0

 D
ay

s
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Check List – 90 Days

• Build business plan with CM

• Executive governance and alignment

• Complete training; both sales and technical

• Execute Marketing Plan

• Partner Ready On-Demand Marketing Tool Kits

• Complete Initial Customer POCs with WINs

• Partner identifies four potential customers 

• Face-to-Face Co-Sell 

• Schedule POC

Sample: 90 Day Plan to Success

9
0

 D
ay

s
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Check List – 180 Days

• Published Customer References / Press Release

• Execute two “Vendor prime--Partner sub” implementation opportunities

• 6 month review

• On-boarding & Enablement Plan review

• 4 Closed Opportunities

• Establish 90 Day Goals

• Prepare to move to full Business Plan at 12 months

• Identify additional resources to support growth in implementation requirements

Sample: 180 Day Plan to Sustainable Sales

1
8

0
 D

ay
s
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As Programs Evolve; Product Focus is Insufficient.  Solutions are Required!

Use Cases
• Managed Security or Networking

• Digital Ready Infrastructure

• Hybrid Cloud Server

• IoT/AI Server

• Backup-Disaster Recovery

• Any LOB or Departmental Enterprise Server

In Our Simulation

C R I T I C A L  K N OW L E D G E  F O R  P H A S E  3  
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Backup Disaster Recovery at Phoenix Children’s Hospital (Healthcare)

• Business Problem
• A need for: 24/7 access to and protection of patient data, 

records & diagnostic images 
• Archive data for 18 years, achieve regulatory compliance
• Need fast, easy, automated backups

• Solution
• Dell EMC Data Protection Software automates backups 
• Dell EMC Data Domain for protection storage provides 

industry-leading deduplication
• Dell EMC Cyber Recovery Solution safeguards data archives
• Dell EMC ECS (Elastic Cloud Storage) 

• Benefits
• 24/7 availability of patient records and images
• Accelerated data restore, enhancing the user experience
• Data access protected against disaster; Streamlines and 

assures regulatory compliance 
• Simplified data management, backup and archiving
• Back-up times reduced from 20-24 to 7 hours (70%)
• Reduced operating costs with a $100K savings in capital costs

•

https://www.emc.com/en-us/search.htm#/search/cPage=1:numP=1:query=phoenix%2520children's%2520hospital:resultPerPage=10:searchScan=null

https://www.emc.com/en-us/search.htm#/search/cPage=1:numP=1:query=phoenix%2520children's%2520hospital:resultPerPage=10:searchScan=null
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Hybrid Cloud at Merck (Pharmaceutical)

Merck leverages transformational hybrid cloud services to deliver life-saving remedies, while lowering operating 
costs and responding faster.

• Business Problem
• Merck’s IT resources must achieve high levels of availability in support of life-saving drugs needed to cure                    

and prevent disease.

• Solution
• Developed greater computation and storage capabilities  through converged infrastructure
• Implemented a hybrid solution including both on-premise and off-premise (Cloud) components.

• Benefits
• Ability to deploy infrastructure both on and off premises
• Improved flexibility
• Lower operating costs with higher level of quality
• Improved ability to report to the business

https://www.hpe.com/us/en/services.html

https://www.hpe.com/us/en/services.html
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Digital Ready Infrastructure at Otto Group (Retail)

The Otto Group is a global and one of the world’s largest online retailers. The Group comprises some 123 companies in more than 30 
countries across Europe, North and South America and Asia. These companies can be grouped into three main sectors: multichannel 
retail , financial services and the service sector (logistics service provider Hermes and predictive analytics provider Blue Yonder). 

• Business Problem 
• To improve IT services provisioning to end customers
• Provide a higher quality IT service to internal Otto Group clients

• Solution
• Complete transformation of Otto Group IT, including implementing a new hybrid IT (Digital Ready) operating model,            

with the help of HPE Transformation Consulting

• IT Benefits
• Better positioned to cope with future IT challenges
• Higher degree of IT standardization and automation provides more time for innovations and projects
• Competitive service quality and prices have led to more companies within the Group becoming IT customers

• Customer Benefits
• Up to 90% reduction in IT services provision times, thereby accelerating business project implementation
• Higher internal customer satisfaction with regard to IT services
• 40% decrease in Otto Group IT’s operating costs means that it can now provide quality and cost-optimized IT services
• End customers of the companies within the Group benefit from innovative shopping experiences based on reliable           

solutions provided by Otto Group IT

https://www.hpe.com/us/en/services/consulting.html https://www.hpe.com/us/en/searchresults.html?page=1&autocomplete=0&q=otto%20group

https://www.hpe.com/us/en/services/consulting.html
https://www.hpe.com/us/en/searchresults.html?page=1&autocomplete=0&q=otto group
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IoT and Artificial Intelligence (AI): at AeroFarms (Agriculture)

AeroFarms is the world leader in indoor vertical farming and sustainable agriculture. This indoor vertical farm uses data-driven 
insights from IoT deployment to increase yields, conserve resources and improve flavor.

• Business Problem
• Achieve higher crop yields while conserving natural resources and delivering a better product to the consumer;               

a very real transformation in agriculture.  

• Solution
• Created an edge-to-core-to-cloud architecture utilizing  Dell consulting services, Azure cloud services, Dell edge              

gateways & rugged tablets.
• Sensors capture operating and environmental data and send it to Dell IoT Edge Gateways.  Information then relayed            

to Dell Latitude Rugged Tablets and  local server cluster.  Information is monitored and analyzed.
• Future projects include growing customer’s machine learning capabilities with Dell EMC Ready Solutions thus delivering       

core computing to automate the analytics process.

• Customer Benefits
• Ability to collect new data indicating light and nutrient levels for agricultural plantings 
• 390x productivity using 95% less water and no pesticides
• Improved quality, taste & texture

https://www.emc.com/en-us/search.htm#/search/cPage=1:numP=1:query=aerofarms:resultPerPage=10:searchScan=null

https://www.emc.com/en-us/search.htm#/search/cPage=1:numP=1:query=aerofarms:resultPerPage=10:searchScan=null
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Team Workshop
Phase 2

Build the Partner Program                                    
& On-boarding Plan
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Navigator (Simulation) Overview
• Pages 4-6

The Business Environment
• Pages 7-14

• The Product: “MacroSoft’s CloudOne Appliance”

• Traditional Resell Offering:  ASP $50,000  

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

• Target market: SMB, upper mid market, departmental usage in enterprise 
customers

• 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 $3M+ and growing 

Team Workshop Phase 2 – Reading the Navigator Handbook  

Phase 2: Build the Partner Program & On-boarding Plan

✓ Present your Enablement Program to your Company Management: Page 21



127
© 2019 IPED – The Channel Company

• You are the Program Manager gaining buy-in to your program and metrics before you roll it out nationally. 

• Utilize the budget priorities you decided upon in Phase 1.   

• Your peers will role-play your leadership team and will rate you fairly on your presentation.

Build Out the Partner Program, On-boarding Plan & Measures of Success PowerPoint Deck Including:  

1. Screening criteria to qualify prospects for the Ideal Partner 

2. Education & Support Benefits and Requirements

3. Marketing Benefits and Requirements

4. On-boarding Timeline with Milestones 

5. Revenue Metrics/Measures of Success tied to the $2M investment in the Program

Phase 2: Your Assignment
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Partner Program and On-boarding Plan with Metrics Scoring Criteria

BELIEVABILITY

• Has the team been 
realistic in terms of an 
Partner Program that 
will execute resulting 
in partners that will 
deliver the committed 
revenue? 

• Might partners 
execute? 

• Can we the vendor 
execute? 

COLLAPSES TIME     
TO REVENUE

• Does the on-boarding,  
education and 
marketing plan, 
processes and 
infrastructure either 
accelerate revenue or 
decrease investment 
costs resulting in a 
shorter time to 
achieve payback on 
this technology? 

REASONABLE 
MILESTONES

• Have I bought into the 
milestones that track 
progress toward 
vendor and partner 
commitments and 
goals?

• Are they reasonable 
within what we, as a 
company, and the 
partner could truly 
accomplish?

MUTUAL                   
BUSINESS  
BENEFIT

• Does the plan 
represent a balanced 
and shared investment 
scenario between the 
vendor and partner as 
presented over the 
short and long term?

• Does the program 
meet the needs of the 
Ideal Partner Profile?
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✓ You are presenting your Program, On-boarding Plan and Measures of 
Success to your manager and other company cross divisional managers            
who have supported your effort

✓ Panel: Peers role-playing the individual executives

✓ We have confidence that judges will assess their teams as they do all others!!

Team Presentations: Partner Program & On-boarding

Timeline: 
• 13 minutes to pitch (GET MANAGEMENT BUY IN!!)
• 2 minutes questions
• 3 minutes to score 
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Build the Partner                          
Program &                                                

On-boarding Plan 
Phase 2
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Agenda: 

Meeting Goal:  

➢ Goal of today’s meeting is to update management on our progress before recruitment of partners 
commences.

➢ This meeting is a success if…management understands the partner profile, partner program, program 
elements, on-boarding program how they will support your revenue goal and measure of success

Today’s Meeting
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Capacity to Program Revenue Goal

• # of partners to recruit

• Typical Partner Productivity IN $ DOLLARS

• First year revenue goal for the MacroSoft Program

$2M Partner Program Budget Background

Background…in prior meetings we were granted a $2M budget, this is how we will use the budget 

to achieve the revenue goal

• Capacity Plan for how many partners to recruit

• How this many partners, through Typical Partner Productivity, will make the stated Revenue Goal

Budget Allocations

• $ allocated by category from Phase 1 
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Ideal Partner Profile: ______________________________________
_______________________________________________________
_______________________________________________________

Program Elements

Give (program benefits): Get (program requirements): 

Education

Support

Marketing

Sales

Other
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Immediate Near-Term Longer-term
Month Month Month Month Month Month Month Month Month

Administrative, Contracts, Meet & Greets 

Education

Marketing & Sell

Other

Text

Text

Text

Text

text                                                       text                                                       text   text 

Text                                                        text                                                     text    text                                   

• x • x • x

Insert On-boarding Program Name Here … 
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Determine what you will 
Measure and Track!!Xx Highlights :

• More thoughts

Measures of Success

Activity Goal YTD Notes

Partners Recruited; 60 60

Active Partners (made it to Lift Off); 30 30

Sales Training (2/partner) 60

Pre-Sales Tech Training 30

Marketing Training 30

Operations Training 30

Demo Unit 30

Joint Business Plan 30

MDF ($14k/partner) $420K

Marketing Activities (40/partner/year) 1200

Joint Sales Calls (1/month/partner) 360

Customer Wins $10M

Q1 Q2 Q3 Q4

Partners On-boarded 8 20 28 40

Pipeline $3M $6M $9M $12M

Revenue $1.2M $3.1M $4.36 $6.23
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Do you support our plan?

These are our next steps

?

Summary or Close

1.

2.

3.
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• You are the Program Manager gaining buy-in to your program and metrics before you roll it out nationally. 

• Utilize the budget priorities you decided upon in Phase 1.   

• Your peers will role-play your leadership team and will rate you fairly on your presentation.

Build Out the Partner Program, On-boarding Plan & Measures of Success PowerPoint Deck Including:  

1. Screening criteria to qualify prospects for the Ideal Partner 

2. Education & Support Benefits and Requirements

3. Marketing Benefits and Requirements

4. On-boarding Timeline with Milestones 

5. Revenue Metrics/Measures of Success tied to the $2M investment in the Program

Phase 2: Your Assignment


