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Scope

Three main interconnected
topics

1. Assess
your Azure
opportunity

THE SPLA
BUSINESS
SPLA OF THE
FUTURE

2. Qualify
your Azure
opportunity

NEW TOOLS
AND
SCENARIOS

3. Execute
your Azure
campaigns

HOW TO
CALCULATE THE
TCO OF AN IT
INFRASTRUCTURE




Objective:
Migration vs. Transformation

Business ‘

How do | differentiate
model

In a highly competitive
Cloud and Managed
Services world?

ﬁj Datacenter
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Running Marketing Campaigns




SureStep Campaigns B® Microsoft
Execution

for partners

30 Days to Campaign Launch
\

30 Days Journey to growth

A
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Explain Profitability Ensure Launch Close Tt sales Accelerate sales
& Opportunity Readiness a Value Proposition With marketing
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What it takes to have campaign profitability

UNDERSTAND CAMPAIGN
PROFITABILITY

Target at Reach
Tangible Values
Intangible Values

UNDERSTAND MQL & SQL

What is a Marketing Lead?
What is a Sales Lead?
What is an opportunity?
How to qualify an opportunity?

DEFINE METRICS

Traffic / audience metrics
Conversion metrics
Revenue metrics

DEFINE CAMPAIGN
OBIJECTIVES & KEY RESULTS

Strategic Objectives
Campaign performance
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2. Are we ready?

Technical Readiness Marketing Readiness Sales Readiness Operational Readiness
- - - ¥ ¥ ¥ ¥ - - ¥ ¥ ¥

MINDSET

SKILLSET

TOOLSET

MINDSET

SKILLSET

TOOLSET

MINDSET

SKILLSET

TOOLSET

MINDSET

SKILLSET

TOOLSET

.

o

o

.

Across 4 dimensions, readiness is made of:

.

.

o

o

o

.

.

MINDSET: What we envisage as the best possible transformation
SKILLSET: Which skills are needed
TOOLSET: Which management tools are needed

.




’What is Readiness

/

MANAGING «  Getting in touch with customers
»  Following up on marketing actions
SALES LEADS

Understanding customers views

* Analyzing customers needs

Analyzing market trends SALES
Understanding Microsoft vision
READINESS

UNDERSTANDING
JOB TO BE DONE

in local markets

N

*  Does the customer have a budget?
+ Does the contact have the authority to decide?
BANT *  Does the customer understand his need?
+  Does the customer have a specific timeline as a
target?

N

How to approach the topic STARTING THE
How to show the journey CONVERSATION

L

«  Provide effective information

USING SALES
TOOLS

* Assess customer situation
* Provide recommendations

~~

i

What is the purpose of the
objection?

What is the cause of the
objection? Where am | failing?

MANAGING
OBJECTIONS

How to react?

3
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Test you Value Market Fit

1. Transformation /consulting services

Services sold in man-days based on a precise agreement between the
customer and the provider who acts in reaction to a demand

2. Managed services

Proactive services sold in exchange for a monthly fee based on a list of
activities to be carried out to prevent issues and to ensure monitoring,
compliance, optimization, ...

3. Packaged offers/ IPs

Platforms ready to be used by customers and dedicated to solve specific
needs, providing benefits to an identified target



Ready to launch

Is it desirable?

« The best industry to use my assets:
“Where | can make a difference”

* The problem to be solved:
“What are my customers frustration”

« The job to be done:
“How might we help them...."

* The early adopters:
“Who is the most unhappy”

Do my customers need it?

Is it feasible?

My Reach capabilities:
“Can | reach the right target?”

Customer Trust:
“Will my target listen to my story?”

The right competencies:
“Does my staff have the skills?”

A great experience:
“Can | turn Unhappy to Happy customer”

Do | have the right capabilities?

Is it profitable?

Revenue impact:

“Will | increase my revenue?”

“Will I delay my revenue?”

“How will my time-to-revenue change?”

Cost Impact:

“People utilisation impact?”
“Marketing cost?”

“Sales compensation impact?”

Recuring revenue & Cash flow:

“What will be the impact on my bottom
line?"

How will | make money?
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NEED
RECOGNITION

GENERATE &
QUALIFY
LEADS

INFO SEARCH
&
PROCESSING

BUILD
RELATIONSHIP
& DEEPEN THE

NEED

Synchronizing the journeys

IDENTFY &
EVALUATE
ALTERNATIVES

PRESENT
SOLUTION &
RESOLVE
CONCERNS

PURCHASE
DECISION

CLOSE THE
SALE

PURCHASE
PROCESS

SALES
PROCESS




Accelerate Sales
ith Marketing
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Filling the Sales Funnel

TOP OF FUNNEL (TOF)

You need to provide awareness of the UNQUALIFIED

: PROSPECTS
problem as well as of solutions to most
common pain points
MIDDLE OF FUNNEL (MOF)
You need to create trust about your QUALIFIED
company and rationale to deepen the PROSPECTS

interest about solutions

BOTTOM OF FUNNEL (BOF)

You need to provide reasons
to buy the solutions in the planned
timeframe




The Content Mix

AWARENESS
STAGE

EVALUATION
STAGE

Content is
fundamental
to facilitate the
journey

Blog Posts
Email Newsletter
Introductory White Paper

Educational Webinar

Product or solution focused white paper

Product Spec Sheet

Product or solution focused webinar

FAQ Page

Free Consultation
Pricing Page

Live demo

Selected agencies
are available
to help
with Execution

Tip sheet
Checklist
Introductory eBook

Subject Kit

Demo Video

Catalogue

Free trial

Case Study

Free Sample

Microsoft provides
content and
guidance, as well as
the DMC tool (¥

“How-to" Video
Data Visualization
Resource Round Up

Educational Podcast

Estimate or quote

Coupon

(*) Digital Marketing Content On Demand, see next slides ~2LAYS



D

Expected timeline
for Business Transformation

30 Days to Campaign Launch 30 Days Journey to growth

\ \
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Explain Profitability Ensure Launch Close 1°t sales Accelerate sales
& Opportunity Readiness a Value Proposition With marketing
+ Where to Play - How to Win * Sales « Value-Market-Fit « Customer Success « Sales Funnel
+ Profitable Key success factors *  Marketing « Consumption driven « Connecting Buyer's « Partnering for success
+ Metrics *  Operations + Ready to Launch and Supplier’s journey « Content Mix
+ Partner's Role

P LAYS
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Tools to succeed
Digital Marketing Content On Demand




The Magic of Content: DMC

AWARENESS
STAGE

EVALUATION
STAGE

Y]

rosoft | Digital Marketing Content OnDemand Reports

Digital Marketing 3 ‘ — THE RIGHT CONTENT

Content OnDemand

A simple, easy-to-use tool providing partners with comprehensive
W o y — I = g ‘ digital campaigns that include curated, to-customer marketing
St | y materials and sales resources in a highly prescriptive format

Product areas @

AT THE RIGHT TIME

Digital Marketing Content On-Demand (DMC) includes a
Marketing Automation Tool that schedules content sharing based
on pre-defined timescales, according to industry best practices

>

Scheduled Available Contacts / Leads Reporting

Number of new leads in Percent compared to last

May 2022 33t 30 days.

THE RIGHT DATA TO CREATE THE FUNNEL

Su Mo Tu We Th Fr Sa 2 i 1000/ . .
L. ° : Suggested posts, statuses and emails can be shared (after
Q@ ID = _ personalization) as well as gated content across multiple assets
Q = (33 0w n Micrasott Azurel vas Month LastMonth  This Month Last Menth . . . .
e and social media accounts. Reports include your most effective
o N 40 3 product area, number of posts, number of new leads, and
mo O

reach/engagement across your social accounts




The Magic of Content: DMC

B¥Microsoft | Digital Marketing Content On Demand Reports Contacts Partner Go-To-Market Toolbox
Reports
Product area Campaign
e s I

Lead scores summary

As your customers engage with specific types of content with increased frequency, it's important to bag
capture your customers attention appropriately as they enter each of the different stages of the buying cycle

New lead

in having more targeted conversations. This will ensure you

« Awareness: Customers showing some interest. They clicked on an email within a specific product area or campaign within the past 6 months,

» Consideration: Customer showing p
6§ months.

+ General or solution intent: Customer showing targeted interest in a specific solution or product. They clicked on theee or more emails within a specific product area

or campaign within the past 6 months.

+ Targeted intent: Customer islikely in the buying cycle and has targeted interest in a specific solution ares or product. They clicked on a specific email three or more

times within the past 3 months.

of the buying cycle. They

» New lead
to nurture this lead.

Add this lead

list based on the type of product or solution content they requested access to in or

two emails within a specifc product ares or campaign within the past

der

AWARENESS
STAGE

EVALUATION

FROM “AWARENESS"” TO “NEW LEAD"

Data available through DMC reports provided a clear and actionable
guidance to help you understand when to have more targeted
conversations as your current customers enter a new buying cycle

Microsoft Dynamics 365 &
Power Platform

Microsoft Azure II

Microsoft Azure I

Microsoft Industry

Solutions
Subscribed +

Local UK Cross Solutions
Campaigns

IR, s |

Microsoft 365 for Business
& Security

Microsoft Azure
[Nonprofit]

Microsoft Business

Applications [Nonproff
Si

Meodern Work [Nenprofit]

Microsoft Surface

I =i |

I <o |

Subscribed ubscribed + §|bs{lih2d+ E a = I.
ISV Campaigns Security [Nonprofit] Do More with Less Microsoft Cloud Partner Surface in Government

Program
Subscribed +

I <= |

ACROSS PRODUCT AREAS

Suggested content is refreshed
weekly and made available by
product areas and by campaign
objective



Benefits of DMC for partners

FINDING CONTENT

Microsoft content is now easy

to find and to use for your
campaigns

Locating the right
Microsoft content

Partners report spending 3-8
hours/week on average looking for
content

USING A SIMPLE TOOL GETTING MARKETING DATA

Organize easily content and Test how your audience is using the

contacts and create campaigns content through marketing data
in Minutes, with your identity and engage sales conversations

Pulling together
cohesive campaigns

Finding the right content and
creating a campaign requires more
time or resources than partners

report having

X

X

Managing multiple Tracking ROI on
social media social media
accounts

Partners have no way to track
customer interactions with content

Consistency is the key to social
media and partners report not

having time to keep their blogs or or content ROI

social accounts active




Call to action

Link to the DMC
Languages (now and plans
Video

Content is
fundamental
to facilitate the
journey

AWARENESS
STAGE

EVALUATION
STAGE

Selected agencies
are available
hell
with Execution

Microsoft provides
content and
guidance, aswell as
the DMC tool (1)




Tools to succeed
Metrics




+Com panies that can demonstrate
sales of recurring revenue in a Saas
model have twice the valuation of

companies that don't



https://www.inc.com/bob-house/need-to-increase-business-value-recurring-revenue-.html

Journey to Cloud sales metrics

WHERE TO PLAY?

Cloud Consumption
Reach

How many accounts consume

cloud services from you?

Cloud Consumption
Yield - ARPA*

How much and what type of cloud
services are consumed by each

account?

PARTNER366 .NET

YOUR SUSTAINABLE GROWTH

DLAYS

New
customers
A
Existing
customers
Existing _ New
offering ~ offering

@ Core

@ Growth
Transformational

* Average Revenue Per Account

HOW TO WIN?

30



Journey-to-Cloud
Financial Metrics

Traditional metrics are Backwards looking

Sales revenue

Cost of Good sold

Gross income

SG&A

R&D

Net income

3]



Journey-to-Cloud
Financial Metrics

Journey-to-Cloud = Forward looking

ARR Annual Recurring
Revenue @ Start

Churn: Lost accounts recurring revenue

ACV: Annual Contract Value

PROJECTED ARR @ next period

Recurring Cost to serve ARR

RNI Recurring Net Income

32



Journey-to-Cloud
Operations Metrics

e Cloud business GROWTH

Subscription business grew revenues about 5 times

faster than S&P 500 company revenues from January 1,

2012 to June 30, 2019

THE SUBSCRIPTION ECONOMY INDEX LEVEL VERSUS
S&P 500 AND RETAIL SALES GROWTH

Zuora

33



Sales compensation
suggestions

e Base

A. Revenue & Margin

B. Accelerator on New ACV*

Bonus:
Accounts Breadth

Accounts Depth

*Annual Contract Value
or
.3 L YS Azure Contract Valve
o} | A L

=
—
—
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Metrics Objective Key Result

Cloud Consumption
Accounts Reach

Cloud Consumption
AccountsYield
ARPA

Key Metrics
in Summary

ARR

Annual recurring revenue

o O O

Cloud business
Growth

New signed
ACV
Annual Contract Value

YS 35




Tools to succeed
The TCO Concept




Tools to succeed: the TCO concept

A holistic view to the use of IT resources

TCO = Total Cost of Ownership

The Total Cost of Ownership is the total cost of acquiring, using, operating and
disposing of an asset over its entire life cycle

It is NOT a concept exclusively used in IT
It is usually calculated as a sum of 8 components

It is a variable considered as strategic in complex purchasing and sourcing processes

37



Tools to succeed: the TCO components

A holistic view to the use of IT resources

Purchase price: cost price and supplier margin

Cost incurred: transport, packaging, customs duties, payment terms
Acquisition cost: operations of the purchasing department

Cost of ownership: inventory management, depreciation cost

Cost of maintenance: spare parts, assistance

Usage cost: usage value, operation, services

Cost of poor quality: meeting deadlines, non-conformance processes

Cost of disposal: recycling, resale, destruction.

38



Tools to succeed: Cloud LAB

A holistic view to the use of IT resources

Mig ra’Fe / < « TCO Calculation
Azure Migrate ‘ - Carbon Footprint
L]
* Security Assessment
THE -

CLOUDLAIB \/

CSAT /
Manual input




Tools to succeed: Cloud LAB

A phased approach to calculate TCO

Phase 1 — Data Collection

Phase 2 — Data Checking

Phase 3 — Analyze Cloud LAB first results
Phase 4 — Modify Relevant Parameters

Phase 5 — Get Output Documents

40



Tools to succeed: Cloud LAB Phase 1

A phased approach to calculate TCO

Source (Configure, Azure VM,
Amazon EC2, Google VM)

VM-type Number of same
(Azure/AWS/GCS) VMs

Operating System
(Windows or Linux)

Application or
Instance name

# of Cores per VM

# of GBRAMSs per VM

test instance 1 1 8 PAYG-Windows Configure

devl 4 4 8 Sub-1Y Windows Configure

dev 2 5 2 4 Sub-3Y Windows Configure

production 1 6 56 PAYG-RHEL Configure
Eds v3 1 AHB-Windows Azure VM
D2sv3 2 PAYG-Windows Azure VM
B4dms 2 PAYG-Windows Azure VM
F8s v2 1 PAYG-Windows Azure VM
t3a.small 1 PAYG-CentOS/Ubuntu  Amazon EC2
zld.xlarge 1 AHB-Linux Amazon EC2
t3.large 1 PAYG-CentOS/Ubuntu  Amazon EC2
t3.micro 1 PAYG-CentOS/Ubuntu  Amazon EC2
nl-highmem-64 3 PAYG-RHEL-SAP HANA  Google VM
e2-highcpu-2 1 PAYG-SUSE+24x7 Google VM
c2-standard-4 2 PAYG-RHEL Google VM

t ez-highcj' 1 f t t PAYG-CafJbuntu Google VM f
VM VM # of VMs #cores per VM #Gb per VM (ON) Source
name Category of the same type (configure=customer on-premise VM)

(commercial name)

41



Tools to succeed: Cloud LAB Phase 2

A phased approach to calculate TCO

Region: West Europe ~  CSP Country : Neutral v Salary Benchmark : United States: 1 v

Windows: 23 VM / 98 vCore | 536 GB

DDA AVIVWATTH ). 92 2 DDA LVIVE N

Reseller The Cloudlab Customer Contoso WVD Wel

Linux: 0VM /0 vCore /0GB

AP WY

copasale $in: O

come Massimo Facchinet|

Instance Name Storage & Egress

O Search...

Backup

Outbound traffic in terms of T8/month m 0

_ S s b

Monthly estimated infra-cost usD o

usbo

Win0S & HypVi

Compute

Auxiliary Storage

Primary Storage

Total all-in FTE costs per manth

DE/Co-location

Hetwork

Total Storage in use (TB) B 2 B 2 TCO Input: Current Compute Cost (Estimata)
Percentage on SSD % 00 © Benchmark Cost @ RealCost
a Remote Desktop
* bata co ASE HANDLER
e o 5t s o a
n Remote App h
- . DC/Co-location usD 982 usD 0
[x] T TCO Input: Current Security Cost (Estimate)
Total ali-in FTE costs per month usD 1213 usp 0 E
UsD 830 uso o0 E
® Either the real security costs are filled in here or the industry benchmark of security s|
Auriliary Storage UsD 260 usD 0 ﬂ
Sizing parameters of the current infrastructure Compute = R el H
5 & Hypvisor wo o v 0 [ |
Number of reported Vs Per month
Linux licenses usD 0 usb 0
Number of vCores in use (VM) Spent on licenses usp 0
Total Mnl\ll\lflnlrﬁlﬂnh!!llr. cost USD 5,841 usoo
Number of GBRAM in use (VM) Spent on manpower (internalfexternal) usD 0
W cost detoils are not available, ihe total amount of your IT ¢
Number of GBRAM in use per VM (Windows) Compliance and security audit cost (internal/external) usD 0
Number of GBRAM in use per VM (Linux) . N
Total current spending on security usbo ture Cost
GBRAM/Core ratio - VM in use According to CSAT sean your current security maturity level is 0

4200 $ 400 £ 600 $ 800

§1,000 §1,200 § 1,400 $ 1,600

@ current invoiced Amount

usi

UsD 3200 UsD 3200
Remote Desktop Server (RDS) and ather VDI Licenses USD 9800 usD 9600 ﬂ
Dynamics NAV/GP Licenses uso 0 uso 0 E
Dynamics AX and CRM Licenses uso 0 uso 0 .
Socurity Liconsos uso 0 uso 0 E
Total monthly application cost USD 12,800 USD 12,800

Customer vs Benchmark Cost Structure

. ioux licenses

I WinOS & HypVisor licenses
Compute

W puxiliary Storage

I primary Storage

W Total all-in FTE costs per manth

. 0/ Co-location

- fitwork

Customer Cast Structure

Benchmark Cost Structure

42



Tools to succeed: Cloud LAB Phase 3

A phased approach to calculate TCO

Server Cost Comparison (monthly)
€ 566

€0 €0

All Windows OS

- Customer Cost (Benchmark)

All Linux 0OS Total Cost Compared

. Azure Consumption Estimate

€600

€500

€400

€ 300

€ 200

€100

€0

43



Tools to succeed: Cloud LAB Phase 4

A phased approach to calculate TCO

Select / modify the right category of VM (=refactoring)

Use AHB in combination with CSP where possible

Replace RDS with AVD in combination with MS365

Rightsize the VMs depending on on-premise infrastructure age
Snooze where possible

Reserve instances where possible

Calculate partner margins based on migration and management costs as well as on
distributors’ discounts, incentives, desired margins

YA



Tools to succeed: Cloud LAB Phase 5

A phased approach to calculate TCO

The TCO analysis of the holistic business case (monthly costs)

$ 150,000

$ 106,082

S 100,000

S 50,000

s0

Compute Cost Storage Cost  Application Cost Total Cost
Comnared

Customer Cost (Benchmark)

Self-produced
pre-sales documentation

P Microsoft Cloud Cost Optimized
TCO Calculation

Datacenter to Azure Migration

45



Tools to succeed

A holistic approach

Want to try Cloud LAB?

Please contact massimo.facchinetti@4plays.it

IIIIIII
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Tools to succeed

A holistic approach

Tools to succeed include:

- Marketing campaigns
- Operations Key Performance Indicators
- TCO Calculation Tools

- (Description of your Managed Services)

47



Multi-Cloud leads to higher value

« The Cloud market is growing 6 times the overall

‘ IT spending
Business
model E

5 Datacenter * Multi-Cloud has the highest Security / Price ratio

« Multi-Cloud maximizes TCO

IIIIIII

Under Microsoft — Partner NDA for discussion purposes o nly.



Multi-Cloud leads to higher profit

15%

Reselling

Product

Margin only

a® Microsoft

35%

Product

Services

Billable hourly-rate services.

Expand offering with

= Assessments

= Planning

* Implementation
* Migration

L 4

Profitability
70%
Packaged
IP
45%
Managed MoK
: cKinsey
Services & Company
Create repeatable, packaged
offers based on existi ng Technology, Wedia & Telecommunications Practice
PFOJelct services. (edgd SaaS and the Rule of 40:
P g:@;‘ vajue-a Keys to the critical
Packaged Managed Services value creatlon_ I_net_rlc
to drive ongoing annuity marsen yo s ingly sl e have boen able o dose, |
Here's how more can follow their industry leaders’ example.
* With different SLAs ' p
= Covering various capabilities P o e T
(e.g. Security, BCDR, DB, ...)
Opportunities for Recurring Revenue *

SaaS and the Rule of 40: Keys to the critical value creation metric |

McKinsey



https://www.mckinsey.com/industries/technology-media-and-telecommunications/our-insights/saas-and-the-rule-of-40-keys-to-the-critical-value-creation-metric
https://www.mckinsey.com/industries/technology-media-and-telecommunications/our-insights/saas-and-the-rule-of-40-keys-to-the-critical-value-creation-metric

Call » Please identify a customer case to
to action migrate / transform

- Engage with your distributor and
Microsoft to build business case

» Let's create new opportunities together!




From Insights to Execution
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We enable partners

sales acceleration
and GTM transformation
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