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Marketing to the Cloud Buyer 
Plan your customerõs 

journey to buying 

The cloud changes your partner business model. Buyers 

buy differently than in the past. With all the information 

on the internet, buyers tend to research and self-educate 

long before they engage with sales people. By the time 

they do engage with sales, theyõve already made some 

decisions.  

Working with the sales teams to understand the customer 

challenges and expectations, their dependencies via 

legacy systems, youõll quickly understand the need for 

messaging at each stage of the customer journey. 

To help illustrate this, just think about the way a buyer 

might go about buying a new car. Before going to the car 

dealership, the buyer will likely read about various car 

models on the internet, read reviews, and make some 

decisions. When the buyer is ready to visit a dealership, 

they already know what they want and how much they are 

willing to pay for that car. This poses a challenge for 

sellers. How can you get prospects to engage with you 

earlier in the process? Through marketing. 

Another way partner businesses are changing is that when 

selling cloud solutions, you gain recurring revenue 

streams. Recurring revenues provide business stability and 

confidence for business owners and managers, allowing 

them to make business decisions that may not be as easy 

when revenues are irregular and lumpy. While these 

recurring revenues are smaller on a per-transaction basis 

than buyersõ large capital expenditures, you adjust for this. 

Youõll need a higher volume of transactions. To support  

that, youõll need a higher volume of high quality sales 

leads (through modern marketing techniques) coming in 

to create larger sales pipelines. Clients who are buying on 

a recurring basis represent great opportunities for you to 

upsell and cross-sell additional products and services. 

 

 

Marketing is not an option anymore. Marketing helps you 

educate, identify, and engage with prospects earlier in the 

sales process. By identifying prospects who indicate 

interest in your products and services via their behavior 

(website visits, clicks, downloads, etc.), marketing can 

deliver high-quality leads. 

Inbound marketing techniques such as search engine 

optimization and pay-per-click advertising make it easy 

for prospects to find you. Outbound marketing 

techniques, such as e-mail and telemarketing, enable you 

to tell prospects about your companyõs solutions. 

Marketing is the toolset that addresses all these changes. 

Marketing today is digital and has the power to reach 

more people. Again, itõs not to say that more traditional, 

non-digital marketing is ineffective. But to be found by 

prospective buyers that you donõt have a relationship 

with, you need to employ digital marketing techniques. 

Modern marketing is focused on the prospectsõ and 

clientsõ views of the world.  
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Advanced Analytics Customer Decision Framework  
An important consideration when defining your sales process, is defining whom to target. The sales conversation should 

predominantly center around the line of business decision makers and increasingly centralized IT is less involved than in the 

past. The following diagram summarizes the key roles to be aware of, their concerns and their purchase triggers when 

making advanced analytics purchase decisions. 

 

Observe that the line of business purchase criteria puts most importance on the vertical specificity and cost of the solution, 

followed by criteria such as compatibility with existing infrastructure and long solution shelf life, low solution maintenance. 

The buyerõs journey for advanced analytics should come as no surprise, your practice needs to target and work with the Line 

of Business to ensure that they can discover your offering and know how it uniquely helps them. IT only enters the discussion 

at the last phases of the evaluation, as they decide how to provide the technical and infrastructural resources to implement, 

deploy or support the solution. The line of business decision maker ultimately makes the buying decision with the input of all 

four parties.  
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Align Marketing Goals with Business Goals 
What do you want your marketing efforts to accomplish? These goals should be clear, 

specific, realistic, measurable, and have a stated time period ñ usually one year. These 

should support your overall business goals. 

 

One way to begin setting goals is to envision the result. 

For example, you may begin with the following statement: 

òBy the end of the year we will achieve ___________.ó 

 

EXAMPLES  

¶ By the end of the year our integrated marketing 

programs will increase sales by 25%. 

¶ By mid-year we will have revamped all our 

marketing materials so they have a consistent 

look. 

¶ By the end of the year, cloud-based solutions 

and services will represent 30% of our revenue 

mix. 

The sales forecast is the level of sales an organization can 

expect based upon your marketing strategy.  For the first 

year that you forecast, intuition and educated guessing 

play an important role. As you gain more experience with 

your marketplace, your sales forecasts will become much 

more accurate. Make sure that your sales forecast aligns 

with your business and marketing goals. This includes 

your stated timeline and target performance increases.  

BEST PRACTICES 

¶ Consult with the sales team. 

¶ Donõt set it and forget it; do periodic status 

checks. 

¶ Reality check: validate your plan and forecast 

with someone else. 

¶ Build on your past forecasts and learn from the 

results of previous forecasts. 

Compare your original forecast to actual results. Analyze 

the results at different stages throughout the customer 

journey. See if you can determine where you had success 

and where you had drop-off. For example, were you able 

to produce the right number of leads, but not the right 

number of conversions? By analyzing your results 

throughout the c ustomer journey, you can better 

determine what needs to be corrected for the next 

campaign. 

BUILDING YOUR MARKETING BUDGET 

After you determine the sales forecast, you can set a 

marketing budget. As you build your marketing plan, you 

will determine the specific marketing tactics needed to 

accomplish your goals. But until you focus on and define 

the tactics you will use to achieve your goals, you canõt 

accurately calculate your budget. As you can identify 

those specific tactics, try to associate costs with each. If 

you donõt know what those tactics will be, you can begin 

by allocating a percentage of revenues.  

M ARKETING SPEND BEST PRACTICES 

Marketing spend can include all costs for planning, 

execution, media buys, tools, outside agency work, and 

marketing staff costs. 

¶ Spend 5% of revenues (total revenue * 5%) to 

maintain current awareness and visibility. 

¶ Spend 10% of revenues (total revenue * 10%) to grow 

and gain market share. 
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VALUE PROPOSITION AND SUPPORTING 

MESSAGING  

The value proposition and supporting messaging is the 

foundation for all sales and marketing materials. 

Developing strategic messaging and positioning is 

foundational work that is often overlooked by technology 

companies. Itõs difficult to quantify the impact of bad 

messaging. And itõs just as difficult to present any accurate 

ROI for implementing or changing the approach of how 

we talk about a company or product. But consistent 

messaging is a key to building strong, effective marketing.  

Clarity in communicating the value of your company and 

solutions is vital to attracting the right customers. A value 

proposition and supporting messaging provide the 

foundation for a consistent message across all your sales 

and marketing materials. You donõt want each statement 

you make to a particular customer or put in a particular 

marketing piece to be different depending on where the 

statement is made, who wrote the copy, or how much 

space they have. Instead, your messaging should be 

consistent every time you talk about your company or 

solution. This foundational messaging is how you make 

that happen. 

USE YOUR MESSAGING TO 

¶ Build sales decks for your customer-facing team. 

¶ Create internal training. 

¶ Build marketing campaigns. 

¶ Create content for your offer to be used on your 

website ñ in landing pages or microsites, or in any 

social marketing.  

¶ Create your solution sheet(s) and battlecard(s). 

ELEMENTS OF YOUR VALUE PROPOSITION AND 

SUPPORTING MESSAGING 

¶ Solution/Offer name : What is the name of your 

solution/offer?  

¶ Value proposition : How will your solution add value 

to your client? (See the value proposition module 

later in this document.) 

¶ Target audience : Define your ideal customer; include 

demographics, geography, industry, company size, 

buyer roles, attitude toward IT, etc. 

¶ Customer experience : What do you want your 

customer to say about you when the engagement is 

complete? Hint: Ask current customer what they think. 

¶ Key points of differentiation : What makes you or 

your solution unique? You should have 3ð5 main points 

that make you stand out from your competition. 

¶ Pain points : What is your customer experiencing that 

makes them seek you out?  

¶ Results from engagement : What will the customer 

be able to do once your product/solution is 

implemented that they cannot do today? 

¶ Lead solution messaging/key customer ben efits : 

What will you highlight in your campaigns & marketing?  

¶ Call to action : Identify your main calls to action. 

Consider these action items: download more 

information, sign up for a webinar, sign up for a free 

assessment, click here to view our special offers. 

¶ Promotional offer(s) : Identify any promotional 

offers you will attach. Consider items such as first 30 

days free, free migration and set up.  

¶ Proof points : Why should the prospect believe you? 

How can you show that what you say is true? List 

items you have or will create to prove to prospects 

you can do the work. Consider items such as special 

training or competencies, case studies or whitepapers, 

and customer testimonials. 

¶ Top obstacles to overcome : What obstacles are your 

sales people likely to encounter? What can they say to 

overcome those objections? 

¶ Key competitors : Who are your chief competitors? 

Before you start work on any other marketing materials, 

make sure this foundation is solid. Work with key 

stakeholders in all areas inside the company ñ sales, 

marketing, finance, and operations ñ as well as with 

customers, to ensure you have buy-in.   
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MARKETING PERSONAS AND BEST CLIENTS  

You canõt send the same message to all your clients and 

prospects. Sure, itõs tempting and easy, but it just doesnõt 

work. We all get plenty of advertising and marketing and 

we filter out those things that arenõt relevant. Messaging 

needs to be relevant to the recipient, the more specific the 

better. One concept that helps us to create and deliver the 

right message to the right person is called persona 

marketing. What makes a client a best client? Biggest isnõt 

always the best. Big ones may require more resources and 

demand discounts. Some pay slowly, while others are 

prompt. Clients who are loyal, require little support and 

donõt squeeze you for discounts, may be a better client 

than the biggest ones. 

Think about what a best client is for you. It may be those 

who pay the price you want without negotiating. Clients 

that donõt consume a lot of time from your support staff 

and are happy and satisfied with your service may be the 

answer for your company. By identifying the 

characteristics of your best clients, you can replicate those 

by targeting prospects with similar attributes. Decide what 

attributes are important to you. Look at existing clients 

that meet those criteria. Then search for prospects that 

match those characteristics. This way you will be able to 

target prospects that you want as clients. Now, instead of 

having a few great clients, you can have many. 

USING A SEGMENTED DATABASE 

Chances are your database has many names of contacts, 

prospects, and clients, but they may not be separated into 

logical groups. By segmenting your database into groups, 

you can deliver messages and marketing materials 

appropriate to their  needs and interests.   

The importance of segmentation cannot be 

underestimated. You must be able to find prospects that 

fit òbest clientó characteristics when searching your 

database. Since many cloud buying decisions are made by 

business departments such as operations, sales, 

marketing, human resources, or other non-IT 

departments, itõs important to identify them along those 

lines as well. You canõt lump them in with the technical 

decision makers because they usually have different goals 

and concerns. Therefore, the marketing messages and 

content you use for them should be different.   

Search for prospects that match òbest clientó criteria. This 

is a fast and easy way of growing your base of quality 

clients and focusing on who you want to sell to.   

A persona is a fictional representation or a profile of your 

target client. It is not a specific individual person, but 

rather a composite picture that represents each of your 

targeted client types. Once you know what that persona 

òlooks like,ó you can use it to find and attract ideal 

prospective clients that match that profile. By 

understanding the persona, you can create segmented 

marketing that will resonate with them.  This might seem 

a bit obscure at first, but with just a little bit of practice 

youõll quickly see how to use these. 

You can think about these in the context of head, heart, 

and hands. Head is what they think about. It is the logical 

aspects of their thinking. Heart is about their passions, 

their worries that keep them up at night. Itõs also about 

what gets them excited. Hands is about what they do.    

We suggest you begin by trying to create just one or two 

personas. You can use your sales history to begin the 

analysis. Of course, your marketing and sales people can 

help with this. Youõre trying to categorize using the 

following criteria: 

¶ Who bought what  

¶ Why they bought 

¶ Why they bought from you 

¶ Common characteristics  

The personas you identify should evolve over time and 

become more detailed, exact, and personal.  Initially, you 

may not have many personal details, so a good practice is 

to ask your clients about themselves. What do they care 

about? How do they spend their time away from work? 

What do they do for fun? These personal details will let 

you create marketing materials that resonate with them at 

more than just a logical business level. 
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PERSONA EXAMPLE 

An Azure partner that sells to IT departments might have the following persona: 

¶ Your target Persona is John Malcolm. 

¶ John is 45 years old with two children at home. 

¶ He lives in Toronto, and loves the outside. 

¶ He is the Director of IT at a manufacturing company. 

¶ He supports an organization that has eight offices 

throughout Canada.  

¶ He works long hours and is on call on weekends. 

¶ He is technology savvy and spends a lot of time online. 

 

¶ Heõs been with this company for 10 years, starting as an 

Exchange Administrator. 

¶ He is an early adopter of new technology and led the 

move to the cloud at this company. 

¶ He plans to use Azure to allow the 750 employees in his 

manufacturing company access to the most current 

files, and help the company expand its infrastructure as 

the company grows. 

 

Customer Needs:  Since itõs a manufacturing company, the company is concerned about security in the cloud and a 

potential loss of IP. 
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POINTS OF DIFFERENTIATION (PODS) 

Making your company stand out in a crowded 

marketplace is essential for your company positioning, 

and ultimately determines your sales success.  

Without differentiating yourself from competitors, you 

become a òme tooó organization that offers the same 

solution as other organizations. With solid points of 

differentiation, your company can start taking steps to 

being a leader in its space and avoid being a òme tooó 

organization.  

A common concern that many partners have is how to 

sound different, and how to highlight the benefits their 

company offers. This tends to occur when marketers donõt 

search deep enough in their PODs. A good POD will offer 

details ñ number of years, number of projects, types of 

industries, and specific skills.  

EXAMPLE 

¶ Generic: Experts in migration. 

¶ More detailed: We have migrated and managed 

over 3,500 Office 365 seats for law firms in the 

past five years. 

The first example is very generic and doesnõt differentiate 

them well from competitors. Ask yourself, òWhy have our 

current customers selected us?ó If you donõt know the 

answer, the best way to find out is to ask your customers. 

CONSIDER THESE AREAS AS YOU THINK ABOUT 

YOUR POINTS OF DIFFERENTIATION  

¶ Client service 

¶ Deep vertical market knowledge and experience  

¶ Product expertise 

¶ Geographies served 

¶ Types of businesses served 

¶ Cloud experience 

¶ Price 

¶ What do you have that they donõt? 

¶ What is your wow factor? 

¶ How do you compare to your competition? 

 

VALUE PROPOSITION 

Prospects have many partner choices for purchasing IT 

products and services. It is critical that your organization 

can articulate a meaningful, and differentiated, value 

proposition to prospects. Being able to clearly express the 

value of your company and its solution offering is a key 

factor in the decision-making process. If prospects can 

clearly see your ability to address their biggest business 

pain points and understand how you differ from your 

competitors, you will move to the top of the consideration 

list. 

Prospects and clients need to hear that you understand 

them, their businesses, their needs, and that you can solve 

their business challenges. They also need to understand 

why you, how do you differ, and what you do better than 

other solution providers. 

These messages are not about technical mastery, number 

of certifications, or being a one-stop shop.  These 

messages should be in the language of business and of 

their vertical markets. Your thought leadership-oriented 

messages should convey your experience and expertise. 

You need to be thought leaders who they can trust and 

rely upon to help them successfully adopt, embrace, and 

consume cloud-based solutions. They need to see that 

you will provide an excellent client-centric experience, 

whereby they will gain all the benefits of the cloud. 

In simple terms, the value proposition is a short paragraph 

that describes the value of your product/service, 

combined with the value your company provides.  
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WHY IS A VALUE PROPOSITION IMPORTANT? 

¶ Potential buyers must need what youõre selling. It 

must resonate  with them. 

¶ Prospects must see why you stand out from other 

available options. You must differentiate  yourself. 

¶ Prospects must believe that you can deliver on your 

promises. You must substantiate  your claims. 

 

EXAMPLE 

Palmetto Technology Group tackles the question of, 

òWhy would you work with us?ó head on: 

Why would you work with us? PTG helps clients 

reach a standard and then move forward beyond 

that. We want our customers to say, "How did I ever 

live without PTG?" Anyone can get you to the cloud, 

but once you are there, what are you going to do 

with it? PTG is there to make your team more secure, 

more productive, and help you leverage your 

investment. 

These statements do a nice job of presenting their 

value and differentiators at the same time.  

 

EXAMPLE 

Onsupport provides cybersecurity risk assessments, 

remediation, and ongoing monitoring services to 

healthcare provider organizations. Here is its value 

proposition: 

Onsupport has worked with over 60 healthcare 

facilities to help assess their compliance with HIPPA 

and HITECH guidelines for the security and privacy of 

electronic protected healthcare information. 

This value proposition immediately describes what 

they do and provides the validation of their 

expertise. 

Keep these key points in mind when writing and reviewing 

your value proposition: 

¶ Value propositions should articulate your specialties 

and describe what makes your solution different.    

¶ They should be memorable and stated simply and 

clearly.   

¶ Focus on the key things that you want prospects to 

know about you.    

¶ What vertical markets and industries do you specialize in? 

¶ Which market segments do you focus on? 

¶ Which geographical locations? 

¶ Know who your target audience is so you can create 

appropriate value propositions. Craft variations for 

each persona.   

REFINE CUSTOMER VALUE PROPOSITION & 

OFFER 

Having delivered to your customers, work with your 

customers, staff, partners, and others with whom you 

engage to better understand how you can improve your 

value proposition. Ask them how you could do better by 

using the four magic questions: 

¶ What do your customers love about your company? 

¶ What would they change? 

¶ What keeps them awake at night that we solve? 

¶ What are competitors doing they wish you did? 

Take the answers to these questions and refine your value 

proposition, and if necessary, your offer. 

UPDATING AND REFRESHING 

Value propositions, like many other things, need to be 

revisited and refreshed from time to time. Your business 

may have changed. Certainly, the cloud, as weõve said, 

changes things. Clients and their needs have changed. The 

market and competition have changed. So, your value 

propositions may need to be changed.    

Ask yourself these questions when considering whether to 

update your companyõs value proposition: 

¶ Does it resonate with current prospects?    

¶ Does it still help close sales opportunities?   

¶ Does it still attract new prospective buyers? 

¶ Does it generate sales leads? 

If the answer is òno,ó or ònot as well as it has in the past,ó 

itõs time to update it.     

http://www.palmettotg.com/it-support/data-security
http://www.palmettotg.com/it-support/be-my-it-team
http://www.palmettotg.com/it-support/control-operating-expenses
http://www.palmettotg.com/it-support/control-operating-expenses
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YOUR SOLUTION FEATURES AND BENEFITS 

A best practice of marketing is to focus your content on 

what your solution DOES, not what it IS. If you mention 

what the features are, always describe the benefits. 

Feature  ð What it is? 

Benefit  ð How it helps your business? 

EXAMPLE 

¶ Enterprise -grade security : Protect your business 

with anti-malware/anti-spam, continuous data 

backup, globally distributed datacenters, and a 

99.9% uptime. 

¶ Features: Anti-spam, anti-malware filters, 

continuous data backup, globally distributed 

datacenters, 99.9% uptime guarantee. 

¶ Benefits : Protect your networks and data, improve 

uptime, save money dealing with data breaches or 

malware, and improve productivity 

PROOF POINTS 

When introducing yourself to new prospects or a 

potential referral source unfamiliar with your company, 

you can accelerate the sales process by establishing 

credibility. That means answering the basic question, òwhy 

should I believe you can do the job?ó There are many ways 

to prove your stated points of differentiation, including: 

¶ Third-party accreditation 

¶ Client retention rates 

¶ Awards 

¶ Case studies 

¶ Testimonials 

Identify key awards or testimonials relevant to your 

prospects and customers. Keep track of your clientõs 

successes and write case studies. Ask satisfied clients for 

testimonials. Feature your case studies and testimonials 

on your website. Join key industry trade associations to 

align yourself with prospects. 

EXAMPLES OF PROOF POINTS 

¶ Microsoft Partner 

¶ Microsoft Gold Partner in a specific competency 

¶ Member of the Better Business Bureau 

¶ Chamber of Commerce member/board of 

directors/planning committee member  

¶ Member of XYX association (vertical industry) 

¶ 98% customer retention rate 

¶ Winner of Business Journal Small Business of the Year 

¶ Microsoft Partner of the Year Finalist/Winner 
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CUSTOMER JOURNEY 

The research firm IDC identified the stages a buyer goes 

through in making buying decisions. Like the sales cycle, 

this model provides guidance as to what the buyer is 

concerned about throughout the various stages. Our goal 

is to nurture them through the various stages using 

appropriate messaging and content.    

The first three phases ñ explore, evaluate, and purchase 

ñ  all focus on prospective clients .    

Explore : At this stage, prospects have a business 

challenge and are looking for solutions. Their goals could 

include lowering costs, raising productivity, and/or 

responding to competition in their own market. Theyõre 

looking for information, so partners need to clearly 

communicate to that prospective client what their unique 

value proposition is. And be specific! As prospects search, 

they use keywords specific to their needs, so focus on 

business segment and vertical as much as you can. 

Evaluation : The prospect is validating sellers by taking 

demos, following references, and enlisting in product 

trials. Partners want to get to know and keep track of 

those prospects, and find good points of intersection. At 

this stage, the prospect may share information with the 

partner ñ this is where you begin to get to know the 

prospects and can ensure your messages are relevant and 

valuable. 

Purchase: The prospect is ready to commit and become a 

client. This is a great spot for partners to provide 

testimonials, quotes, ROI tools, case studies, whatever the 

prospect needs to tip them over the edge.

THE NEXT THREE PHASES ARE FOCUSED ON 

WHAT HAPPENS ONCE THEY ARE CLIENTS.  

Expansion : Onboarding, driving consumption and 

growth. The prospect has purchased and is now a client 

that is using the solution. Now theyõre ready to move from 

pilot to company-wide rollout, for example. At this point, 

partners should consider providing best practices to drive 

success, plus leverage your service, sales, and marketing 

staff to help cross- and up-sell into happy accounts. 

Renewal: The client is reviewing to decide whether to 

continue the relationship. A key insight from successful 

cloud partners is to reach out and check in with your 

clients starting 90 days in advance of renewal. Then make 

sure all outstanding issues are resolved and avenues for 

cross-sell or up-sell are addressed. Donõt leave renewal to 

billing or auto -renewal. 

Advocacy : The client loves you! They want to be an 

advocate for you, so let them. Make your client the hero in 

your marketing. Get testimonials, case studies, and shout 

outs on social media. 

Customize your messaging and content depending on 

where the recipient is along this journey. This way, you can 

fine tune your messaging so you can use email to help 

nurture prospects into clients and clients into long-term 

business relationships. This leads directly to creating a 

quality client experience. Look to each stage of the 

buyerõs journey and determine how you can improve the 

experience. Then look at the complete journey and see 

the experience from the clientõs viewpoint. Throw in some 

problems, learnings, and questions, and see how it's 

handled by your team. It's no longer great service that 

defines a great relationship and retention, but the whole 

of the experience. For example, how can you make a 

prospectõs experience during the evaluate stage 

exceptional? One idea is to make sure your website is self-

explanatory and easy to navigate, with plenty of thought 

leadership documents to download. 

 

  




















































