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GO TO MARKET & CLOSBEALS

Marketing to theCloud Buyer

Pl an your
journey to buying

Thecloud changes your partner business model. Buyers
buy differently than in the past. With all the information
on the internet, buyers tend to research and seleducate
long before they engage with sales people. By the time
they do engage wualieddhmadesones ,
decisions.

Working with the sales teams tounderstand the customer
challenges and expectations, their dependencies via

|l egacy systems, youdll
messaging at each stage of the customer journey.

To help illugrate 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 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 arehanging 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 revenuesare irregular and lumpy. While these
recurring revenues are smaller on a petransaction basis

than buyersd | arge capital
Youdll need a higher vol ume
that, youdll need a higher

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 crosssell additional products and services.
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cust omer 0s

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 behawer
(website visits, clicks, downloads, etc.), marketing can
deliver higeh-quality leads.
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Inbound marketing techniques such as search engine
optimization and pay-per-click advertising make it easy
for prospects to find you. Outbound marketing
techniques, sut as email and telemarketing, enable you
y uhderstand e ne or

o tell prospects about "your
Marketing is the toolset that addresses all these changes.
Marketing today is digital and has the power to reach

more people. Again, ittiénal, not
non-digital marketing is ineffective. But to be found by
prospective buyers that you d

with, you need to employ digital marketing techniques.

Modern marketing is focused o
clientsd views of the worl d.
t h
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GO TO MARKET & CLOSBEALS

Advanced Analytics Customer Decision Framework

An important consideration when defining your sales process, is defining whom to targefThe sales conversation should
predominantly center around the line of business decision makers anéhcreasingly 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

e mm e e e e e e e — - -
| & C-Suite \

| Titles: CEQ, CMO, etc. |

| Care about: Technology as an enabler to adapt, differentiate and disrupt within their industry

I Purchase Trigger: Competitive pressures, industry trends and serendipity | LoB Purchase Criteria

_________ hj T e e e e e e N oo — - |* Vertical specificity i
. . ~ . 1 |
: Line of Business | : Centralized IT | = Costof solution i
1 [ S, . 1
1 | C tibility with
| 1 | existing data 1
I ® | ! | infrastructure i
I I o | !
] ‘ . ,
| Buyer (owns budget) < ] Influencer I = Longshelflife & low .
1 VP of Customer Experience, VP of ' Py Director of IT 1 manintance :
I Marketing ] Care about: Reliability, Accountability, Cost I i
i
1 Care about: Business results, solutions, cnsp' ] | i
| agility ! I 1 i
o o - !
| Key Influencer ] | i Some Influence = Limited [nfluence 1 Important for LoB DM
Data Scientist 1 | Data Architect Developer Team 1 : for Data Scientis
! Care about: Ease of use, access to data, 1 Capacity, Scale, Performance Data Quallty, Security, Access 1 Tmmﬁ“ or Data Scientist
l extensibility 1 ! | I} Size denotes influence
N e e e e e e e e m— - N e e e e e e e e e e e e e e = =

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 maintenane.

The buyerds journey for advanced analytics should come as
of Business to ensure thathey can discover your offeringand 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 oflal
four parties.

Discover / Learn Evaluate
Vendor communicates with
Data Scicntist about unique Confer with Data Architect

value / differentiation with LoB DM and Data Scientist and Developers if needed

other products. talk — Needs to solve 2
business problem, and bring

anew capability to Data
Industry-trained seller has Science portfolio H
cxploratory conversation 10 H Confer with IT DM if needed

Data Scientist
(1:am the key influcncer)
LoB DM
determine specific needs.
Determines LT pricrity of the
IT DM initiative, brings in Data
Architeet and Developer

. Determine data infrastructure
Data Architect i ‘mplications

Determine skills match and
Developer Team effort to deploy and maintain
code for AA solution

B sis within LoB
- Sits within IT

With the support of the DS
and IT DM, T will negotiate
and finalize the purchase
with the vendor,
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GO TO MARKET & CLOSBEALS

Align Marketing Goals with Busingssals

What do you want your marketing efforts to accomplish? These goals should be clear,
specific, realistic, measurable, and have a stated time pdtiogsually one year. These

should support your overall busess goals.

One way to begin setting goals is to envision the result.
For example, you may begin with the following statement:
0By the end of the year we

EXAMPLES

1 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, cloudbased solutions
and services will represent 30% of our revenue
mix.

The sales forecast is thievel 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 becommuch
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.
Donodt set it
checks.

ancastatusr g et

Reality check: validate your plan and forecast
with someone else.

Build on your past forecasts and learn from the
results of previous forecasts.
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Compare your original forecast to actual results. Analyze
the results at different stageshroughout the customer
jodrney? Seb it yBu'c8n determine where you had sufcess
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 customer journey, you can better
determine what needs to be corrected for the next
campaign.

BUILDING YOUR MARKETNG BUDGET

After you determine the sales forecast, you can set a
marketing budget. As you build your marketing plan, you
will determine the spedfic marketing tactics needed to
accomplish your goals. But until you focus on and define
the tactics you wil!/| use t
accurately calculate your budget. As you can identify
those specific tactics, try to associate costs with eh. If
you dondot know what those
by allocating a percentage of revenues.

MARKETING SPEND BEST PRACTES

Marketing spend can include all costs for planning,
execution, media buys, tools, outside agency work, and
marketing staff costs.

1 Spend 5% of revenues (total revenue * 5%) to
maintain current awareness and visibility.

1 Spend 10% of revenues (total revenue * 10%) to grow
and gain market share.

e Microsoft
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GO TO MARKET & CLOSBEALS

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. |tds difficuldt

messagi ng. aadiffetultitotprésent gnyacdurate

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 companyand
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 make to a particular cusomer 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 faundational messaging is how you make
that happen.

USE YOUR MESSAGING O

9 Build sales decks for your customefacing team.

9 Create internal training.

9 Build marketing campaigns.

9 Create content for your offer to be used on your
website fi in landing pages or miaosites, or in any
social marketing.

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

aka.ms/practiceplaybooks

ELEMENTS OF YOUR VALE PROPOSITION AND
SUPPORTING MESSAGING

1
1

T

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 85 main points
that make you stand out from your competition.

Pain points : What is your customer experiencing that
makes them seek you out?

fi uResultsifrbnyengademeni iifha wilt theadstorbea d

T

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 speciaffers.
Promotional offer(s) : Identify any promotional

d o giérd youAl Btfach.&CBrigifler iterhs&dc 48 firdt 80

1

1

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 emounter? 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 compan§i sales,
marketing, finance, and operationsfi as well as with
customers, to ensure you have buyin.

e Microsoft



GO TO MARKET & CLOSBEALS

MARKETING PERSONAS AD BEST CLIENTS Search for prospects that mat
You cand6t send the same mess alq_%fas{ acr)1d eg‘%YYvaVQfgrBWr'”g %opribagenotl‘ asualltg nd

. ~ . Clients anéi focusmg on whqDyou want t{) sell to.
prospects. Sure, itds tempting an easy, at i juUst doesn
work. We all get plenty of advertising and marketing and

A persona is a fictional regresentation or a prafile of \éour .
t%rtget cfﬁernt.elpisongtagpeckficeir\{dﬁ/ié]ual persg/ln?bsut aging
rather a composite picture that represents each of your

targeted client types. Once you know what that persona

0l ooks | i ke  dfindjaoduattrackideal y se it
Brtgspe(étiveI cl(laerqtst tf?at m%t'chgﬂ%teprsoftlle. éys not
understanding the persona, you can create segmented
marketing that will resonate with them. This might seem

a bit obscure at first, but with ‘lESt a little bit of practice
t

we filter out those things th
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 grsona

marketing What makes a client a be
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 supportand

dondt squeeze you for clikmtscoun
than the biggest ones.

—

ySu 0 m@yeqh%ﬁmﬁse eeset.t er

Think about what a best client is f It be th You can think about these in the context of head, heart,
ik about what a best client 1S for you. Tt may be those and hands. Head is what they think about. It is the logical

who pay the price YOU want without negotiating. Clients as;r)ﬁcts of their thinkin%. Heart is about their passions,
that dondt consume a |l ot of tjime. from y f f

ur sugppory t sta
d h d satisfied with . be th their worries ftAh keeputt-hem
and are happy and satistie W.I yc_>ur_serV|ce may be the what gets them excited. Hands is about what they do.
answer for your company. By identifying the

characteristics of your best clients, you can replicate those
by targeting prospects with similar attributes. Decide what personas. You can use your sales history to begin the

attributes are |mp<?rta.nt to you. Look at existing clients analysis. Of course, your marketing and sales people can
that meet those criteria. Then search for prospects that help with ¢t hiogategotizeusingtee t r yi n g

match those characteristics. This way you will be able to following criteria:
target prospects that you want as clients. Now, instead of

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

having a few great clients, you can have many. ' Who bought what
1 Why they bought
USING A SESMENTED DATABASE 1 Why they bought from you

Common characteristics
Chances are your database has many names of contacts, T

prospects, and clients, but they may not be separated into The personas you identify should evolve over time and
logical groups. By segmenting your database into groups, become more detailed, exact, and personal. Initially, you
you can deliver messages and marketing materials may not have manypersonal details, so a good practice is
appropriate to their needs and interests. to ask your clients about themselves. What do they care
about? How do they spend their time away from work?
The importance of segmentation cannot be What do they do for fun? These personal details will let
underestimated. You must be able to find prospects that you create marketing materials that resonate withthem at

fit oObest clientdé charact er i s drectianjuwshadogicabb@shéssiévelng your
database. Since many cloud buying decisions are made by

business departments suctas operations, sales,

marketing, human resources, or other nonlT

departments, itds important to identify them along those
lines as well. You candét |l ump them in with the technical
decision makers because they usually have different goals

and concerns. Theefore, the marketing messages and

content you use for them should be different.

| | FVH
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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. T Heds been with this comp:
John is 45 years old with twachildren at home. Exchange Administrator.

He lives in Toronto, and loves the outside. He is an early adopter of new technology and led the
He is the Director of IT at a manufacturing company. move to the cloud at this company.

He supports an organization that has eight offices He plans to use Azure to allow the 750 employees ihis
throughout Canada. manufacturing company access to the most current
He works long hours and is on call on weekends. files, and help the company expand its infrastructure a:
He is technology savvyand spends a lot of time online. the company grows.

Customer Needs: Si nce i manufacturing company, the comp
potential loss of IP.

| | FVH
aka.ms/practiceplaybooks @ Microsoft



GO TO MARKET & CLOSBEALS

POINTS OF DIFFERENTATION (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 O0me tood organizatio
solution as other organizations. With solid points of
differentiation, your company can start taking steps to

being a leader in its space andavoidéi ng a Ome t
organization.

VALUE PROPOSITION

A common concern that many partners have is how to _ _
sound different, and how to highlight the benefits their Prospects have many partner choices for purchasing IT

company offers. This tends t oPrefductsgndsefyiges ftis gyifcal thatyodroganigafan 5 ¢
search deep enough in their PODs. A good POD will offer can articulate a meaningful, and differentiated, value

detailsi number of years, number of projects, types of proposition to prospects. Being able to clearlyexpress the
industries, and specific skills. 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
Generic: Experts in migration. list.

More detailed: We have migrated and managed
over 3,500 Office 365 seats for law firms in the Prospects and clients need to hear that you understand

past five years. 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 whatyou do better than

The firstexampleisr ery generic and doe <OWe solutpnprovigerse nt j at e
them wel | from competitors. Ask yourself, OWhy have our

current customer s sel ected us 'J;hgse mqssagea qfe naté‘qP%t {eCthﬂlén&/SteEy H“émber

answer, the best way to find out is to ask your customers. of certifications, or being a onestop shop. These
messages should be in the language of business and of

their vertical markets. Your thought leadershiporiented
messages should convey your experience and expertise.
You need to be thought leaders who they can trust and

EXAMPLE

CONSIDER THESE AREAAS YOU THINK ABOUT
YOUR PANTS OF DIFFERENTIATON

Client service rely upon to help them successfully adopt, embrace, and
Deep vertical market knowledge and experience consume cloud-based solutions. They need to see that
Product expertise you will provide an excellent clent-centric experience,
Geographies served whereby they will gain all the benefits of the cloud.

Types of businesses served

Cloud experience

Price

What do you have that they
What is your wow factor?

How do you compare to your competition?

In simple terms, the value proposition is a short paragraph
that describes the value of your product/service,
8osnRirbeq wjth the value your company provides.

= =4 =8 =4 =8 =8 -8 a9
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WHY IS A VALUE PROPOSITION IMPORTANT? Keep these key points in mind when writing and reviewing
T Potenti al buyers must need OHrVEt‘IueV%DOSg'Orn:e selling. It
must resonate with them. Value propositions should articulate your specialties
1 Prospects must see why you stand out from other and describe what makes your solution different.
available options. You mustdifferentiate  yourself. i They should be memorable and stated simply and
1 Prospects must believe that you can deliver on your clearly.
promises. You mustsubstantiate your claims. I Focuson 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.

EXAMPLE

= =4 =8 =9

Palmetto Technology Group tackles the question of,
oOWhy would you wor k with

Why would you work with us? PTG helps clients

reach a standard and then move forward beyond REFINE CUSTOMER VALE PROPOSITION&

that. We want our customersto say, "How did | ever OFFER

live without PTG?" Anyone can get you to the cloud, Having delivered to your customers, work with your

but once you are there, what are you going to do customers, staff, partners, and others witivhom you
with it? PTG is there to make your team morsecure engage to better understand how you can improve your
more productive, and help youleverage your value proposition. Ask them how you could do better by
investment using the four magic questions:

What do your customers love about your company?
What would they change?

9 What keeps them awake at night thd we solve?

T  What are competitors doing they wish you did?

These statements do a nice job of presenting their
value anddifferentiators at the same time.

Take the answers to these questions and refine your value
proposition, and if necessary, your offer.

EXAMPLE UPDATING AND REFRESHNG

Value propositions, like many other things, need to be
revisited and refreshed from time to time. Your business
may have changed. Certainly,
changes things. Clients and their needs have changed. The
market and competition have changed. So, your value
propositions may need to be changed.

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 Ask yourselfthese questions when considering whether to
and HITECH guidelines for the security and privacy of update your companyds value p

electronic protected healthcare information. 1 Does it resonate with current prospects?

9 Does it still help close sales opportunities?
9 Does it still attract new prospective buyers?
9 Does it generate sales leads?

This value propositionimmediately describes what
they do and provides the validation of their
expertise.

Ift he answer is OoOno, 6 or onot
itds time to update it.

| | FVH
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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 FEATUES AND BENEFITS EXAMPLE

A best practice of marketing is to focus your content on 1 Enterprise -grade security : Protect your business

what your solution DOES, not what it IS. If you mentin with anti-malware/anti-spam, continuous data

what the features are, always describe the benefits. backup, globally distributed datacenters, and a
99.9% uptime.

Feature d What it is? 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

Benefit 6 How it helps your business?

PROOF POINTS EXAMPLES OF PROOF PITS

When introducing yourself to new prospects or a { Microsoft Partner

potential referral source unfamiliar with your company, 1 Microsoft Gold Partner in a specific competency

you can accelerate the sales process by establishing 1 Member of the Better Business Bureau

credibility. That means answering he basi ¢ questli Ehamberodoymerce member/board of

should | believe you can do t h edrgctorb/dafining committee member many ways
to prove your stated points of differentiation, including: 1 Member of XYX associatin (vertical industry)

I 98% customer retention rate
 Winner of Business Journal Small Business of the Year
 Microsoft Partner of the Year Finalist/Winner

9 Third-party accreditation
9 Client retention rates

T Awards

I Case studies

I Testimonials

Identify key awards ortestimonials relevant to your

prospects and customer s. Keep track of your <clientds
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.

| | FVH
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PAGE11

CUSTOMER JOURNEY

The research firm IDC identified the stages a buyer goes
through in making buying de cisions. 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 phasedi explore, evaluate, and purchase
i all focus onprospective 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 i n t heir
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.

own

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 d intersection. At
this stage, the prospect may share information with the
partner fi 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.

aka.ms/practiceplaybooks

THE NEXT THREE PHASE 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 soluti
pilot to company -wide rollout, for example. At this point,
partners should consider providing best practices to drive
success, pls 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 irwith your

clients starting 90 days in advance of renewal. Then make
sure all outstanding issues are resolved and avenues for
crosssellorups e | | are addressed.
billing or auto-renewal.

Advocacy : The client loves you! They want to & 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

fine tune your messaging so you can use email to help
nurture prospects into clients and clients into longterm
business relationships. This leads directly to creating a
quality client experience. Look to each stage of the
buyer ds
experience. Then look at the complete journey and see
the experience from the cl
problems, learnings, and questions, and see how it's
handled by your team. It's no longer great service that
defines a gred relationship and retention, but the whole

of the experience. For example, how can you make a
prospectds experience duri
exceptional? One idea is to make sure your website is self
explanatory and easy to navigate, with plenty of thoudnt
leadership documents to download.

e Microsoft
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