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Optimizing Channel Engagement

A Custom-Fit Incentives Automation Strategy

Claudio Ayub - Chief Strategy Officer
Perks Worldwide
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Key Issues Impacting Partners

Digital transformation has created misalignment of
the partner’s sales process, with the new digitally-
connected buyer’s journey

Today’s empowered B2B Buyers demand a new
level of specialization and sophistication from
vendor’s partners that support them.

This new level of specialization and sophistication
has made it much more difficult for channel leaders
to find and recruit the right partners.

Channel leaders need a partner centric approach to
recruitment modeled on best practices built on the
Partner Journey.
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1 2 3

An overview of the A synopsis of the An incentive
partner’s journey different incentives framework to align
and personas and programs types and accelerate the
partner journey
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Understanding the

Partner’s Journey

Perksww
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To Gain Greater Adoption, Take the Partner’s Perspective

e . Investment oo

Perks\\vvv
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To Gain Greater Adoption, Take the Partner’s Perspective

D . Investment -

What's in it for us?
Is profit achievable?

What is the offer?

Benefits: discounts, margin,

MDF, Rebate?
Is there a pull effect?

Is there alignment?

TECH SALES | MKTG EXEC EXEC PROF
LEAD MGMT | MGMT MGMT MGMT SVCS

Engagement rules?
Exclusivity required?

Do we have staff or need to
hire new?

Are required skills in-house or
needed?

Do we have to learn about the
product?

People, training, investment
required commitments?

Are commitments contractual or
loose?

Free marketing, training, sales
and or marketing support?

Alignment in goals?

Time and money needed to
position sell and support the

solution? i
Changes in terms or strategy?

Co-marketing funds

required? Ripple effects on other

relationships?

Training required and delivery

O Incentives: Company? Team?
options?

Individual?

Recruitment and Onboarding Content Enablement Content Demand Content
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Considering the Different Personas Within the Partner Organization

Consider different roles within the partner’s organization, align tactics to each of their needs and define wins

Owner,
CEO, CFO
or President

Wins:
Grow Top-Line
Revenue, Drive

Profitability

TECH
LEAD

Engineering
or Technical
Leadership

Wins:
Innovate,
Best-of-Breed
Products
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SALES
MGMT

VP of Sales

Wins:
Drive Repeatable
Revenue, Sales
Productivity

Revenue, Leverage

Consulting
or Services
Director

Wins:
Drive Service

Existing Skills

VP or Director
of Marketing
(if present)

Wins:
Create Demand
Programs,

Generate Leads,

Fill Pipeline

Sales,
Consulting,
Support Staff

Wins:
Reach Goals,
Develop Skills,

Service

Delivery

Perks
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Know those personas can be influenced by different incentive types

The ideal mix of programs has expanded to include a blend of channel incentive program types.

.'. Co-op Funds | Marketing funds A Launch Funds E)IT:L?::%”: g’/vfunds k SPIFs s::?osrmance
earned through e partnerships, drive i incentive funds
revenue attainment ‘v 4 awareness/ demand earned by
(percentage-based) v for new offerings reaching specific

sales goals
Marketing

Development | funds used to earned upon reaching Points- rewards earned
Funds (MDF) | seed new market $ specific goals based i

opportunities Rewards through specific

or targets behaviors or

activities

Discretionary Rebates ‘ Monetary rebates ‘ Cumulative

Perksww
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Deliver Those Incentives Types Through Different Types of Programs

Expand the universe of rewards to align with corporate strategic and growth goals as well as channel-specific goals.

Revenue/
. Performance

Reward for reaching Managed
¢ predefined revenue I ||\LBQ\ Business
Achievement | . ,orformance ——1  Objectives
objectives

o Onboardi Reward for partner A Certification/
$- an O_atr ing | on-boarding within Specialization
elocity the desired Achievement

timeframe

_—————d

Reward for partner
engagement in
supplier programs

Partner
Engagement

! Customer
Success
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L — — —

Reward for I 6 Deal Reward for registering

achievement of u Registration opportunities, deals,
specific supplier- sales-accepted leads

defined objectives

| &

Reward for partners
reaching certification/
specialization goals

Reward for closed- I
loop lead reporting,
adherence to SLAs J

Lead Reporting

i

Reward for partners

A I I I I I I
transforming to cloud

Cloud
. Transformation
business

S i —

Reward for partners
achieving customer
success goals

Perks
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In Alignment to the Partner Journey and the Partner Personas

SR : Investment .-
m Qualification Commitment Enablement Productivity
LEAD MGMT | MGMT MGMT MGMT SVCS MGMT

Managed Business

Revenue/
. Deal
Revenue/Performance Rebates Objectives , Registration Performance
Achievement Revenue/Performance Points-based Rewards Achievement
Achievement
MDF Funds Rebates
MDE Fund Rebates
unds Deal Registration Partner Engagement
9ad Co-Op Funds  cystomer
MDF Funds
Success
Lead
Certification/Specialization LEmE [FIes Certification/Specialization ~ Reporting Managed
Rebates . X .
Achievement Achievement Business
Onboarding Velocity SPIFFs Objectives
Recruitment and Onboarding Content Real Incentives Spend
Perks
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And Aligned to the Partner Business Model and Sales Cycle

Investment/Enablement Productivity

PosSaes
o A '. -
& b | & 2 =@

R

Onboarding Certification/ Demand Early Opportunity Appointment Proof of Deal Reg + Subscriptions
Velocity Specialization Creation Registration Setting Concept Closing & Renewals
Reward for Reward for partners ~ Reward for partner Reward for early Reward for each Reward for each Reward for closing Reward for
partner on- reaching marketing learning opportunity appointment they set POC completed that deals, on total additional
boarding within certification/ and execution of registration from and complete within  includes documentation revenue, participating subscriptions
the desired specialization goals ~ demand creation  sales-accepted leads 30 days of opportunity  for how the POC will solutions, and and renewals
timeframe plays once approved registration be carried out alliance product
Perks
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But which incentives
are more effective?




Perks\\/\v The incentives A systematic approach

|| channel framework in action to incentive plan design

Perksww
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Start by Identifying Overarching Goals

il i e

W@

Growth Partner Persona Behavior
What Growth Goals Which Partner Types What is the role of the What Behaviors would
are you trying to can contribute to various Partner you like see those

achieve? those goals? Personas? personas perform?

Perksww
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Compare Your Partner’s Journey to Your Buyer’s Journey

Your Buyer’s Journey

Education Stage (1-2 Months) Consideration & Solution Stage (3—4 Months) Decision (1 Month)
Loose Status Commit to Explore  Research Determine Commit to a Build Assess :
Quo Change Solutions Vendors Strategy Solution Shortlist ROI |
' |
| |

Your Partner’s Sales Cycle

l
Enablement Post-Sales

Sales, Marketing & Through Partner  Business Demand Lead Deal Proof of Closed Deal Renewals
Product Training Marketing Planning  Generation ~ Follow-Up Registration Concept Registration Addt’l
1 Subscriptions
L}
Month 1 » Month 2 » Month 3 D
|
Your Partner’s Sales Cycle Length I '

|
[ o oo |

wown 1 Wy M2 | W » BTN » EEEITEE - EEETEE
n

Perksww
ill) channel
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Identify Desired Behaviors at the Individual, Team, and Company Levels

Company Confidential © 2019 Perks WW Channel All Rights Reserved.
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Partner Capabilities

* Onboarding velocity
Certification/training completion
+ Joint business planning

+ Increase program engagement

Demand Creation

* Demand creation participation

* Increase partner generated leads

» Closed-loop lead reporting

* Increase marketing contribution to pipeline

Financial Goal

* Increase sales revenue

* Increase pipeline contribution
» Customer retention

* Upsell and cross-sell

Perks
channel



The Incentive Framework — Activities and Behaviors

Align those activities, behaviors, and transactions to the 3 key areas of the partner’s journey

Enablement

Sales Accreditation

Pre-Sales

Demand Generation

Post-Sales

Stretch Goal Attainment

Technical Certification

Lead Follow-up

Closed Deals

Marketing Certification

Opportunity Registration

Additional Subscriptions

Joint Business Planning

Company Confidential © 2019 Perks WW Channel All Rights Reserved.

Sales Pipeline

26

Renewals

Perks\\vvv
11/ channel



The Incentive Framework — Company, Team and Individual Level Influence

Tag how you want to influence those activities, behaviors, and transactions

Incentive Level

. Individual

. Company

Enablement

Sales Accreditation

Pre-Sales

Demand Generation

Post-Sales

Stretch Goal Attainment

Company Confidential © 2019 Perks WW Channel All Rights Reserved.

Technical Certification Lead Follow-up Closed Deals
Marketing Certification Opportunity Registration Additional Subscriptions
Joint Business Planning Sales Pipeline Renewals

27
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The Incentive Framework — Influencing Behavior

Apply the right incentive program type to the behaviors you want to influence.

Incentive Level

. Individual

. Company

Enablement

Sales Accreditation

Pre-Sales

Demand Generation

Post-Sales

Stretch Goal Attainment

8 moF

1 Rewards. B NweRY G Rebates
Incentive Type
. Rewards Technical Certification Lead Follow-up Closed Deals
SPIFFs 1 Rewards. 1 Rewards. 1 Rewards.
. Rebates
ﬁ Co-Op Marketing Certification Opportunity Registration Additional Subscriptions
1 Rewards B

Company Confidential © 2019 Perks WW Channel All Rights Reserved.

Joint Business Planning

Sales Pipeline

28

Renewals
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The Incentive Framework — Applying the Benchmark Incentive Rate

And apply the right incentive value to each program.

Incentive Level Enablement Pre-Sales Post-Sales

. Individual

. Company Sales Accreditation Demand Generation Stretch Goal Attainment
D e s ST\ B . o

Incentive Type

. Rewards Technical Certification Lead Follow-up Closed Deals

. SPIFFs 1 Rewards 5500 0 (REEEE) o 0 REES) 1% o2
. Rebates

m Co-Op Marketing Certification Opportunity Registration Additional Subscriptions
$300 0 [ReWERES) o.75% 0D sEers 15%

N8 MDF 0 28 .

How much to invest? Joint Business Planning Sales Pipeline Renewals

% of revenue allocated to @ i 2 2% to 5% . - 1% . - 2% to 3%

incentive solution

Perks\\vvv
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The Incentive Framework — Putting it all Together

Decision (1 Month)

(3—4 Months)

Consideration & Solution Stage

Awareness (1-2 Months)

The Buyer’s Journey
Research Determine Build Assess
Shortlist ROI

Business Research Explore
Problem Options Solutions Vendors Strategy
The Partner’s Journey Marketing
Demand Generation Content Lead Management Content Opportunity Management Content
Infographics, Articles, Whitepapers, Webinars, In-person Events, ROI Calculators,
Newsletters, Reports, eBooks Demos, Testimonials

Viral Videos, SEO, Web syndication

Incentive Strategy
2, i )
4 &

9
[ £
.

(] A
R
P* 3 < 0| &
Proof of Deal Reg + Subscriptions

& Renewals

ap

Onboarding Certification/ Demand Early Opportunity Appointment

Velocity Specialization Creation Registration Setting Concept Closing

Reward for Reward for partners ~ Reward for partner Reward for early Reward for each Reward for each Reward for closing Reward for

partner on- reaching marketing learning opportunity appointment they set POC completed that deals, on total additional
boarding within certification/ and execution of registration from and complete within  includes documentation  revenue, participating  subscriptions

the desired specialization goals demand creation  sales-accepted leads 30 days of opportunity for how the POC will solutions, and and renewals

timeframe plays once approved registration be carried out alliance product
Perks
channel

30

Company Confidential © 2019 Perks WW Channel All Rights Reserved.



Case Study - Accelerating Time to Revenue

The Partner’s Sales Cycle

Enablement

Sales, Marketing & Through Partner Demand Lead =" Appointment <> Renewals
Product Training Marketing Generation Follow-Up u Setting Addt’l Subscriptions
Early Opportunity Deal Registration
Registration Closing
Reward for early Reward for closing
opportunity deals, on total

registration from
sales-accepted
leads once
approved

revenue,
participating
solutions, and

alliance product

Month 1 Month 2 Month 3
I
Incentive Rate 0.50% 2.50%
# Deals Reg Closing Ratio Deals Closed

Current 240 50% 120 $30,000 $3,600,000
Future 480 50% 240 $30,000 $7,200,000
Incremental Revenue $3,600,000

Perks
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Aligning Metrics to Behaviors Makes it Easier to Substantiate ROI

These are the basic measurements of partner incentive performance.

Value
Breadth

‘¢

Frequency

Accreditation/Certification
Demand Generation Activity

Lead Management MQL to SAL Behavioral

New Opportunity Registration

Registrations
Participation/Frequency
Accruals/Claims/Proposals
Engagement

Company Confidential © 2019 Perks WW Channel All Rights Reserved.

Financial

Programmatic

32

POS
MBO’s
Inventory

Partner Program Onboarding
Learning Management System
Marketing Automation

Deal Registration

MDF/Co-Op
Rebates
Rewards
Spiffs

Perks\\vvv
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Check List

To Gain Greater Adoption, Take The partner’s Perspective
Offer — Qualification - Commitment — Enablement - Productivity

Profile Partners Against your Ideal Partner Profile to Understand:
Business Model, Go-To-Market, Sales coverage, Marketing capabilities, Value added positioning

Define the Different Personas Within the Partner Organization
Executive team, Sales and marketing team, Product and support team

Segment Partners by Profile, Persona, and Go-To-Market
Use launch allowances and programs to accelerate time to revenue

Align Partner Incentives to the Partner Journey by Partner Type to Accelerate Time to Revenue
Channel incentives solely focus on past performance or closed deals don’t work any longer

Define Incentive Types, Programs, and Personas to Drive Desired Behaviors
At the partner company, team, and individual level

Model, Track, Measure and Tune Activities, Behaviors, and Transactions
Programmatic, Behavioral, and financial program measurement

Company Confidential © 2019 Perks WW Channel All Rights Reserved. 33
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Copyright

This content is copyrighted by Perks WW and is presented to you on the understanding that its contents are copyright
and that the ideas, proposals, techniques and creative design concepts expressed in it or presented as separate
examples are intellectual property belonging to Perks WW and cannot be reproduced or shared without prior expressed
written permission from Perks WW.

This presentation includes confidential and proprietary data that shall not be disclosed outside the addressed
audience and shall not be duplicated, used or disclosed — in whole or in part — for any purpose other than to
evaluate this framework and methodology.

Other companies and products named herein may be trademarks or registered trademarks of their respective owners,
and are hereby acknowledged.

© 2019 Perks WW | Channel. All Rights Reserved
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Register for more sessions now thru August 28th!

Join Our Next Session:
Simplifying the ChanTech Stack for Faster ROl & Partner Engagement

@ 3:00 PM ET
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