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Executive Summary 

 

This Sales and Marketing Plan is to address the need by XxxXxxxxx to expand their market to include ERP 

software companies that sell to the small to mid-size manufacturing and distribution industry. The primary 

focus will be on accounts payable, accounts receivable, production, inventory management, Human 

Resources, and sales applications that support in excess of 500 transactions per day. XxxXxxxxx is 

targeting ERP software companies as Joint Venture Partners that have between $5M and $50M in 

revenue, although the upper limit can be expanded. They should have, on average, over 200 existing 

customers and should not have an existing document viewer or workflow application. 

The initial goal is to bring one new joint venture partner on board each quarter. Each new partner will 

contribute ten new sales per calendar year from their installed based and eight new customers from their 

new customer sales. It will take thirty man-days of integration effort to bring each new partner on. 

XxxXxxxxx’s plan is to pay the partner $25,000 if the partner will help XxxXxxxxx implement the integration 

within 60 calendar days of the agreement signing. XxxXxxxxx will pay the partner 20% of gross sales for all 

sales to their customers, existing or new. XxxXxxxxx will supply the channel sales person dedicated to 

each Joint Venture. This channel sales person will have a base pay of approximately $60,000 and a 

commission rate of 12.5% of gross sales. The total compensation would be $140,000 and $175,000 per 

year, based on results. 

Integration Incentive Paid to Partner $25,000 

Integration Cost incurred by XxxXxxxxx $24,000 

Sales Commission paid to Partner as a per cent of Gross Sales 20.0% 

Sales Commission paid to XxxXxxxxx Dedicated Joint Venture Partner 

Sales Person as a per cent of Gross Sales (Base pay is $60,000 per year) 

12.5% 

The Pro Forma indicated that XxxXxxxxx will make a small contribution to fixed cost in the first year of 

implementing this strategy. The subsequent year show a contribution to fixed cost of in excess of $700,000. 

Total revenue in year two is projected to be $3.0M. The total cash required to fund the start-up is $400,000. 

This will cover the initial cost of bringing on the first two partners, the new channel sales persons and cost of 

sales overhead. All other costs are relative to sales and are not incurred until after the sale. 

Total Revenue from both installed base and new customers second full 

twelve months of the program 

$3,058,000 

Total Expenses from both installed base and new customers second 

full twelve months of the program 

$2,284,060 

Net Contribution to fixed cost $773,940 
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Business Plan 

Sales and Marketing Plan for XxxXxxxxx Joint Venture Initiative 

Mission Statement 

 XxxXxxxxx, through its staff will develop and deliver enterprise document/information/ knowledge 
management solutions that enhance and expand the deliverables of its strategic technology 
partners. Through those partners, have a profound impact on the accuracy, methodology and 
information workflow and retention of their customers. Thereby, establishing XxxXxxxxx as a 
dominant force in document/Information/ knowledge management technology. 
 

Vision Statement 

1. Capture all “documents” associated with a business enterprise into the control of 
XxxXxxxxx. 

 
2. Automate the capture of documents to the greatest extent possible. 

 
3. Extract and make accessible key data associated with each document. Develop tools to 

utilize this data that result in operational efficiencies or provide accessible information that 
results in value for our customers.  

 
4. Create and maintain a user friendly, logically functional software solution. 

 
5. Provide the highest level of customer satisfaction possible. 

 
6. Continuously develop new and innovative modules for the core XxxXxxxxx product suite. 

 
7. Associate with successful, established technology firms.  Mine their customer base through 

a strategic alliance/partnership relationship. 
 

8. Achieve significant growth and profitability on an annual and long-term basis not only for 
XxxXxxxxx but also its alliance partners and our mutual customers.. 

 
9. Provide and achieve wealth through real and sustained profitability for the equity owners 

and employees of XxxXxxxxx. 
 

Be a desirable merger/acquisition candidate for an appropriate suitor. 
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Market Value 

General Market Background 

 
Worldwide ERP software sales grew by 14 percent in 2006 to $28.8 billion, according to a recent 
report from IT analyst firm AMR Research. While 2006 was "spectacular," according to AMR, the 
good times should continue to roll for the next five years, with an average annual growth rate of 11 
percent, a percentage point more than the group predicted nine months ago. 
 
Since early last year, AMR was forecasting 2006 to be another banner year for ERP software 
sales, and in fact the Boston-area company accurately predicted the percentage growth for the 
year: 14. That comes on the back of growth rates of 7 percent for 2005 and 14 percent for 2004. 
As expected, SAP and Oracle continue to dominate the ERP segment, and these companies own 
a combined 62 percent of the market with about $16.8 billion in revenues. In third place on the list 
is Infor with about $2.1 billion in revenues. After last year's acquisition of SSA Global, Infor now 
owns most of the ERP products designed for the OS/400-i5/OS server. 
 
Like its colleagues on the list, Sage Group, at number four, continued to grab market share 
through acquisitions. The company, which is strong in the market for Windows-based ERP for 
small and mid size businesses (SMBs), grew revenues by 27 percent to $1.8 billion. Microsoft also 
had a good year in 2006, with 18 percent revenue growth, to $996 million. Lawson Software, 
which completed its acquisition of rival Intentia last year to form the midrange's other dominant 
i5/OS ERP software vendor, came in at the number six spot with revenues of $560 million. 
 
More good news came in the form of ERP software license revenue growth, which was a very 
healthy 18 percent for the year. Maintenance fee spending was a bit less--15 percent--perhaps 
reflecting the slowdown in license growth during the 2004 to 2005 timeframe. 

 

Fueled by globalization, midmarket growth and other factors, the market for ERP software will 
reach $47.7 billion by 2011, according to AMR Research Inc. That's up from $28.8 billion last year 
-- a compound annual growth rate of almost 11%. 

"Overall, this is the healthiest the ERP and enterprise applications market has been since the 
1990s," Shepherd said.  

Manufacturing traditionally makes up the largest share of ERP spending, but AMR expects retail, 
the public sector, financial services, healthcare and telecom to be strong drivers of this round of 
growth.  

Two areas where SAP has placed a particular emphasis also stand to see strong gains -- the 
midmarket and Software as a Service (SaaS).  

 

Key characteristics/dynamics required for good joint venture relationships for 

XxxXxxxxx 

 
During discussions with XxxXxxxxx management several important characteristic were stated as 
necessary for a successful partnership. Some of these characteristic are not critical constraints to 
success, but they are seen as possible roadblocks to a profitable ongoing relationship. 
 

http://www.amrresearch.com/
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 A small privately held Company  
 Are willing to engage in a full partnership with XxxXxxxxx in which XxxXxxxxx invests dollar 
and technology and the partner invests his customer base and technology. 
 They own the rights to the software they have developed and are not a reseller 
 Average Value of a Partner sale is between $75,000 and $250,000 
 They use a direct sales model to distribute their product 
 Revenues are between $5M and $100M 
 They have at least 200 installed clients (this may vary slightly over time) 
 They do not presently have a Integrated Document Management Solution (IDMS) offering 
 They are open and honest about both product and professional services abilities 
 They are aggressively pursuing their market. 
 They have an active User Group or User Conference 
 Initial market penetration will be for applications in the sales/purchasing/Account 

Receivable area with transaction rates 500 documents per day 
 60% to 70% internally generated 

 

 

 

Model Joint Venture ERP relationship  

A.   integration 

The Partner understands the value of and encourages full integration into their product 
suite. They see the XxxXxxxxx Suite as a strategic enhancement to their existing product 
line. 
 

B.   customer sales model 

The Partner has a direct sales team. That team is responsible for lead generation, 
prospecting, follow-up marketing and closing deals. Their sales model is based on solution 
selling principles with a clear value proposition that enhances their customer’s bottom line. 
They should have customers with high transaction loads centered on sales, purchasing, 
accounts receivable or any other document intensive applications. 
 

C.   customer support model 

The partner should have a customer support desk function. They should already be 
supporting annual maintenance licenses for their software. They are providing both first 
and second level support, including R&D support for bug fix problems for their solutions. 

 

Business Description 

Solution Product Suite 

Solution Components: 
 
Enterprise Content Server (ECS) Module $12,500 

The content server allows you to import and store virtually any kind of document. Some 

of the key features Include: keyword validation and population, automatic document 

linking, life cycle parameter definition, and exception reporting. 

 
Enterprise Report Processing (ERM) Module $9,500 
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XxxXxxxxx automatically captures, indexes, and stores forms and reports generated 
from your ERP system as they are printed. Relevant documents are then cross-
referenced and linked to the captured report allowing nearly instantaneous access to 
source documents. 
 
Auto Fax and E-mail Module $8,500 

XxxXxxxxx can automate the delivery of business critical documents via Fax or e-mail. 
Electronic delivery of routine documents greatly reduces costs spent on packaging and 
postage and streamlines the billing process. 
 
WebDocs Internet Access Module (unlimited users) $6,500 

The XxxXxxxxx web server software provides users with immediate access to 
information and documents from any location via standard web browsers. Customers 
can search for required documents at any time without the need for customer service 
representatives. 
 
Import Processing Module $3,500 

The XxxXxxxxx import processor module is a conversion tool for large back-file 
conversions from legacy systems or as an everyday process to import documents from 
third party scanning systems. 
 
Document Indexing and Scan Module (I user) $1,250 

By converting paper documents into digital images, our document scanning software 
eliminates the costs associated with file cabinets and on-site storage space. It allows 
quick access to documents without time wasted on manual filing or retrieving. 

 

Average Solution MSR Price  

In 2007 XxxXxxxxx sold 29 systems primarily through their relationship with Infor. The 
average value of a sale was approximately $56,000 including maintenance. Our plan is 
assuming an average value of a sale at $51,600. The breakdown is as follows: 
 

 2007 Partnership 

Professional Services  $       9,310   $  16,000  

Training  $       4,800   $    3,600  

Software   $     35,730   $  30,000  

Maintenance  $       6,430   $    6,000  

Total    $     56,270   $  55,600  

 
The configuration can vary significantly with customer requirements. In 2007 the 
average installation supported 4 simultaneous index and scan users. 

 

ERP Technology Platform 

The only technical requirements are that the partner software has a Graphical User 
Interface. XxxXxxxxx’s application resides on a separate sever. It interfaces with most 
external databases. 

 

Number of Professional Service Employees 

XxxXxxxxx will need to absorb about 160 man-days of professional service in the first 
year of this plan. XxxXxxxxx billed around 300 man-days of professional services during 
2007. The increase in need will have a direct relationship with the sale of new systems 
and the integration requirements of new partners. In subsequent years there will be 



STRATEGIC SALES PERFORMANCE OPPORTUNITY REPORT 

 

CONFIDENTIAL AND PRIVATE  8 

 

additional demand as customers upgrade and modify their systems. Ongoing XxxXxxxxx 
will need to monitor workloads and add technical people as required. The requirement 
will not only be dependent on the number of professional services days scheduled but 
also the geographic disbursement of the jobs. Currently XxxXxxxxx has the equivalent of 
one man-day allocated to after sales software support. This is divided between four 
individuals and they support approximately 140 installations. It may be some time before 
XxxXxxxxx will need to add another support headcount, but it should be monitored. 

 

Average Services Billing Rate 

 

For the sake of the Pro Forma calculation a daily rate of $1,600 was used. XxxXxxxxx 
should target a daily rate of $1,600. They can get more than that for initial installation 
by setting a fixed installation price. At $1,600 per day, they should be a reluctance to 
discount. If XxxXxxxxx finds discounting an issue, I would suggest raising the daily rate 
to compensate for it. I know software vendors that charge $1,800 and $2,000 per day. 
When they discount they do not go below $1,600. 

 

Annual Software Maintenance Fees 

 

Industry standard is 18% to 20%. This includes all minor and major software releases during 
the contract period. It does not include the application of the releases. This is a client 
responsibility which can be contracted to XxxXxxxxx at normal professional services daily 
rates. 

XxxXxxxxx will be responsible for all normal first and second level support. There will be a 
need to set a qualification procedure for the partner to help determine if any of their support 
calls are for XxxXxxxxx software as well as XxxXxxxxx having policies to involve the Partner 
when the problem includes their software. 

An additional issue that need consideration is how many releases behind can a client be 
and still be in compliance? Once XxxXxxxxx integrates into more disparate systems, 
keeping code current will become critical. Fault isolation within many possible ERP systems 
will be difficult enough without the added complexity of multiple versions of XxxXxxxxx code. 
The ERP vendor will have their own policy concerning this. Their policies should be well 
understood. 

Primary Market Research  

Results of Primary Research 

In preparing this document FocalPoint was in contact with several industry experts. 
These experts were Senior Executives of software companies, serial entrepreneurs in 
the software industry and technologist. In the technology industry the concept of a 
“partnership” is viewed with skepticism. This is in part because customers talk about 
partnerships with vendors as a way of getting a higher discount. Most of these 
partnerships are not partnerships at all.  
 
Several finding became obvious. First, any program must have a strong financial 
inducement for the partner. This inducement will almost always be in the form of 
additional sales and income. The second most important constraint is that the new 
technology being introduced need to be compliant with their existing solution and fill a 
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competitive void in their product line. The third is how the sales process will unfold and 
who is in control. 

 

Financial Inducement: Almost everyone feels the financial inducement of paying the partner for 

the right to integrate into their product is novel, new and could work. The majority feel 
the real issue will be the compensation from sales. Generally it is accepted that 30% to 
40% inducement is standard in the industry. That assumes that the partner incurs the 
cost of sales. Under the proposed plan the actual compensation to the Partner 
including cost of sales (assuming one sale per month) would be 42%.  This is actually 
above the acceptable range. The risk would fall on XxxXxxxxx to make sure the sale 
person performed. This again might be seen as a positive financial incentive. Overall 
bottom line dollars and their comfort that XxxXxxxxx can deliver those bottom line 
dollars will determine the true viability of the partnership. 

 

Technology Integration: Most of the interviewees have a technical background. This was a 

point of concern. Tight integration would enhance the partnership. How that integration 
would be accomplished, including the required testing was what got their attention. In 
discussions it was almost universal that a well defined integration and testing plan 
needs to be developed. This is both to protect XxxXxxxxx from scope creep and 
excessive cost and to assure the partner of the viability of the exercise. Most technical 
people are skeptical of the effort required to accomplish this. All of them feel that 
paying the partner for their involvement is new and the opposite of what they would 
expect. Their thoughts were, “If the product is all it should be, why wouldn’t you ask me 
to pay to play?” They understand the incentive is to expedite the process and maintain 
control of the timeline. They feel that that may be difficult when the partner owns and 
controls access to their software. The incentive might change that dynamic, but having 
a viable offering that enhanced financial performance will mean more than being paid 
$25,000 for the integration effort. 

 
 

Sales Integration: All generally agree that this is more an art than a science. It has to do more 

with personality traits than financial inducement. Would a partner give up 5% overall 
margin to have more control over the process? Most think the average software 
company owner, especially in the mid-market, would. Ego is going to drive this more 
than business sense. The approach again is novel in that very few companies have 
tried to make this offer. XxxXxxxxx may need to point out the overall incentive is more 
than 40% when the cost of the sales person is added in. The partner may still push for 
35% without XxxXxxxxx sales person and sell that as an advantage to XxxXxxxxx. The 
real issue behind the discussion is going to be account control. The ERP market is very 
competitive. Having the benefits of XxxXxxxxx’s product to enhance their offering will 
be a plus. But fear of losing control of their client may offset that desire to have a 
competitive edge that XxxXxxxxx will bring. Fundamentally using a sales alliance 
approach would be of more interest to the partner because they can still maintain some 
level of account control. 

 
 
 

Competitive Products: XxxXxxxxx’s Product Suite was compared with two similar products 

from software companies in the greater Atlanta area. The first product was SNAPSflow 
by SNAPS. Both XxxXxxxxx and SNAPSflow are similar in their document viewing and 
documents ingest capabilities. SNAPSflow can store and display all Microsoft based 
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products, Adobe and TIFF, whereas XxxXxxxxx is limited to TIFF images today. 
XxxXxxxxx will add Adobe in the near future. SNAPSflow also has a robust rules based 
workflow engine. SNAPSflow is written is .NET2, a more up to date language than 
VBS. But SNAPSflow sells almost twice as much as XxxXxxxxx, between $80,000 and 
$125,000. SNAPSflow is also sold by a direct sales force, therefore not competing with 
XxxXxxxxx channel strategy. 
 
The second product is tmsEKP by TMS (The Media Shoppe). tmsEKP is an information 
portal that interfaces with backend ERP and CRM systems to display balanced 
scorecard information based on role. tmsEKP has the ability to drill down to the 
document level only if the documents are previously stored. They rely on the client 
installing separate scan stations for document input. tmsEKP is based on J2E 
programming. It has an international installed base of over 1,000 accounts. It is sold 
through a channel strategy much the same as XxxXxxxxx. tmsEKP sells between 
$75,000 and $100,000.  
 
The advantage XxxXxxxxx has over both of these solutions is that it is priced well 
below their desired selling point. SNAPSflow is sold through a direct sales force 
because of its complex workflow. tmsEKP is sold through a channel but is not targeted 
toward balanced score card applications not document display.  
 
There are countless variations of document display, document scanning and workflow 
software products on the market. Most of the companies that created these 
applications are local in scope. There as a few very large competitors, but they don’t 
compete for the same market as XxxXxxxxx. There is an enormous market for these 
products both in conjunction with existing product and stand alone. Although 
XxxXxxxxx will come up against competition, each has strengths and weaknesses. 
XxxXxxxxx has identified a niche with ERP applications in the distribution market 
specializing in high transaction loads specifically with accounts payable, accounts 
receivable and sales processing. 

 

Sales Plan 

Objective Joint Venture Business Development Manager 

The sales plan is to develop a sales channel outside of Infor. XxxXxxxxx will take much 
of what they learned from their ongoing experience with Infor and use it to establish 
reseller agreements with smaller software companies primarily in the distribution 
industry. The goal is to achieve this as quickly as possible understanding the 
constraints put on XxxXxxxxx by this expansion.  

In the first twelve months the goal is to have two new Joint Venture agreements in 
place. Each Joint Venture will require integration into their ERP platform. This 
integration effort will take 30 days of professional service time, on average. XxxXxxxxx 
will compensation the Joint Venture Partner $25,000 for the required effort on their part. 
It is believed that from the initial conversation to final formal agreement will not be less 
than 90 days. Even with what we feel is a very attractive offer, there are certain 
logistical issues that slow down the sales process. The three biggest issues will be 
technical compatibility, cultural fit and legal issues surrounding the Channel Agreement. 
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If the sales plan is moved out three months due to delays, the first year net margin 
drops to zero. 

Once the agreement is in place and the integration effort is complete, XxxXxxxxx will 
be in a position to introduce the Joint Venture Partner sales person. This is a dedicated 
person whose responsibility is to penetrate the installed base and help the Joint 
Venture Partner’s sales force sell workflow as an upgrade to their current offering. It is 
assumed that the first sales will not be complete until 90 days after the signed 
agreement. The Account Sales Person probably should not attempt to contact the 
installed based prior to completion of the product integration. It will only take one 
misunderstanding to soil the relationship. This time will be spent educating the Joint 
Venture Partner on the features and benefits of the product. 

Objective Dedicated Joint Venture Partner Sales Person 

Each Joint Venture Partner will have a specific sales plan targeted toward maximum 
account integration in the shortest time allowed.   

The Dedicated Joint Venture Partner Sales Person will follow the existing XxxXxxxxx 
sales methodology with one possible exception. XxxXxxxxx uses group demonstrations 
to qualify Infor clients for the document view application. Infor has an extremely large 
installed base and their sales people are not always directly involved until the end. 
Most of the Joint Venture Partners will not have an extremely large installed base and 
they may expect that their sales force will be involved in the initial introduction of the 
Dedicated Joint Venture Partner Sales Person. A more personalized approach will be 
required. The Joint Venture Partner Sales Person will establish a calling pattern in 
which the can personally contact the entire installed base at a minimum every six 
months.  

Based on a closing ration of 30% of demonstration resulting in sales within 90 days, the 
Joint Venture Partner Sales Person must do at least four demonstrations per month on 
average. If group demonstration can be implemented this will save on demonstration 
time, but not reduce the in face time required to establish a relationship. Because this is 
an altered approach, we don’t have specific information on the number of calls required 
to set up one demonstration. The assumption is that only 10% of the installed base 
contacted each quarter will agree to a demonstration of the XxxXxxxxx Suite. It may be 
determined that this number is conservative. 

If the Dedicated Joint Venture Sales Person contacts all 200 existing clients every six 
months and 10% of them agree to a demonstration, then XxxXxxxxx will perform 20 
demonstrations. If XxxXxxxxx can close 30% of these, they will close 5 sales on 
average in six months. 

 

Pro Forma Financials 

ASSUMPTIONS 

1. The Joint Venture Partner will be compensated $25,000 for their effort in the 
integrations process 
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2. Integration will take, on average 30 man-days of XxxXxxxxx Professional services. 

3. The Joint Venture Partner will require three days of product and services training 

4. There will be a dedicated sales person assigned to each Joint Venture Partner 

a. Base pay of the Joint Venture Partner Sales Person will be 
approximately $60,000 

b. Incentive pay will be 12.5% of total sales value. This will decrease 
each year are revenues per Joint Venture grow.  

c. A new sales person will get a three month $3,000 per month draw 
(non-refundable) 

5. The Joint Venture Partner will receive incentive equal to 20% of the total sales value. 

6. Gross Margin on Professional Services and Training are 50% 

a. Professional service bills at $1,600 per day 
b. Training bills at the same rate per day 

7. Gross Margin on Maintenance is 70% 

a. Maintenance is billed at 18% of the retail software value 

8. Software cost is $1,000 per installation 

9. The average value of software required for an end-user is $30,000 

10. Travel cost in the first year is set at $2,000 per month 

11. After the first two successful Joint Venture Agreements, XxxXxxxxx should stop and 
assess results. Changes to the plan and the timeline can be made at this time. 

12. Account penetration for a Joint Venture Partner with 200 clients is assumed to be 
12.5% in 24 months. 

13. Year two Pro Forma Direct Sales assumes one new Joint Venture Partner per quarter 
and ten new end-user licenses per Joint Venture Partner per year. 

14. Year two Pro Forma Partner Sales assumes two new system sales per quarter that 
includes XxxXxxxxx. 

15. Each Dedicated Joint Venture Partner Sales Person will require $3,000 in office start-
up such as cell phone, Lap Top computer and Printer. 
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1. Financial Pro Forma Direct Sales (Start-up) 

 

Period 1 2 3 4 5 6 7 8 9 10 11 12  

Income                          

Partner One   Integration   $55,600 $55,600 $55,600  $55,600 $55,600 $55,600 $333,600 

Partner Two      Integration  $55,600 $55,600 $55,600 $55,600 $55,600 $278,000 

               $0 

                          $0 

Total Income $0 $0 $0 $0 $0 $55,600 $55,600 $111,200 $55,600 $111,200 $111,200 $111,200 $611,600 

Expense               

Salaries   $5,000 $5,000 $5,000 $10,000 $10,000 $10,000 $10,000 $10,000 $10,000 $10,000 $85,000 

Sales Commission   $3,000 $3,000 $3,000 $6,672 $6,672 $13,344 $6,672 $13,344 $13,344 $13,344 $82,392 

Partner Integration   $25,000   $25,000        $50,000 

Partner Commission      $11,120 $11,120 $22,240 $11,120 $22,240 $22,240 $22,240 $122,320 

Integration P.S.   $24,000   $24,000        $48,000 

Installation P.S.      $8,000 $8,000 $16,000 $16,000 $16,000 $16,000 $16,000 $96,000 

Training   $1,800   $3,600 $1,800 $3,600 $3,600 $3,600 $3,600 $3,600 $25,200 

Maintenance      $1,800 $1,800 $3,600 $3,600 $3,600 $3,600 $3,600 $21,600 

Software      $1,000 $1,000 $2,000 $2,000 $2,000 $2,000 $2,000 $12,000 

Employee Start-up 
Cost 

  $3,000            

Travel     $2,000 $2,000 $2,000 $2,000 $2,000 $2,000 $2,000 $2,000 $2,000 $2,000 $20,000 

Total Expense $0 $0 $63,800 $10,000 $10,000 $93,192 $42,392 $72,784 $54,992 $72,784 $72,784 $72,784 $565,512 

                            

Monthly Net 
Income 

$0  $0  ($63,800) ($10,000) ($10,000) ($37,592) $13,208  $38,416  $608  $38,416  $38,416  $38,416  $46,088  

Cum Net Income  $0  ($63,800) ($73,800) ($83,800) ($121,392) ($108,184) ($69,768) ($69,160) ($30,744) $7,672  $46,088   
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2. Financial Pro Forma Direct Sales (Year Two) 
Assumes each Channel Sales Person sells 10 systems per year to the installed base. 
 

Quarters 1 2 3 4 TOTAL 

Income           

Partner One $111,200 $166,800 $111,200 $166,800 $556,000 

Partner Two $166,800 $111,200 $166,800 $111,200 $556,000 

Partner Three Integration $55,600 $111,200 $166,800 $333,600 

Partner Four  Integration $55,600 $111,200 $166,800 

Partner Five   Integration $55,600 $55,600 

Partner Six       Integration   

Total Income $278,000 $333,600 $444,800 $611,600 $1,668,000 

Expense        

Business Development Mgr  $50,000 $50,000 $100,000 

Sales Salaries $30,000 $45,000 $60,000 $75,000 $210,000 

Sales Commission $33,360 $40,032 $53,376 $73,392 $200,160 

Partner Integration $25,000 $25,000 $25,000 $25,000 $100,000 

Partner Commission $55,600 $66,720 $88,960 $122,320 $333,600 

Integration Prof. Svc. $24,000 $24,000 $24,000 $22,500 $94,500 

Installation Prof. Svc. $40,000 $48,000 $64,000 $88,000 $240,000 

Training $9,000 $10,800 $14,400 $19,800 $54,000 

Maintenance $9,000 $10,800 $14,400 $19,800 $54,000 

Software $5,000 $6,000 $8,000 $11,000 $30,000 

Sart-up Cost $3,000 $3,000 $3,000 $3,000 $12,000 

Travel $12,000 $12,000 $12,000 $12,000 $48,000 

Total Expense $245,960 $291,352 $417,136 $521,812 $1,476,260 

            

Quarterly Net Income $32,040 $42,248 $27,664 $89,788 $191,740 
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3. Financial Pro Forma Partner Sales (Year Two) 
Assumes each partner sells two new systems per quarter with XxxXxxxxx 
 
 

Quarters 1 2 3 4 TOTAL 

Income           

Partner One $111,200 $111,200 $111,200 $111,200 $444,800 

Partner Two $111,200 $111,200 $111,200 $111,200 $444,800 

Partner Three  $55,600 $111,200 $111,200 $278,000 

Partner Four   $55,600 $111,200 $166,800 

Partner Five    $55,600 $55,600 

Partner Six           

Total Income $222,400 $278,000 $389,200 $500,400 $1,390,000 

Expense        

Sales Commission $26,688 $33,360 $46,704 $60,048 $166,800 

Partner Commission $44,480 $55,600 $77,840 $100,080 $278,000 

Installation Prof. Svc. $32,000 $40,000 $56,000 $72,000 $200,000 

Training $7,200 $9,000 $12,600 $16,200 $45,000 

Maintenance $7,200 $9,000 $12,600 $16,200 $45,000 

Software $4,000 $5,000 $7,000 $9,000 $25,000 

Travel $12,000 $12,000 $12,000 $12,000 $48,000 

Total Expense $133,568 $163,960 $224,744 $285,528 $807,800 

            

Quarterly Net Income $88,832 $114,040 $164,456 $214,872 $582,200 
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Modified SWOT 

Organizational Strengths 

The factors that will lead to success are: 

¶ Over 140 successful installations, all reference customers  

¶ Experience integrating into Infor products  

¶ A positive experience with value proposition for end-user.  

¶ Established sales process  

¶ Commitment of management 

 

Organizational Weaknesses 

Factors that need to be better understood and overcome to achieve success are: 

¶ Signing up new Joint Venture Partners has not been the focus in the past  

¶ Integration with unknown software packages can be problematic.  

¶ Channel Owners must be willing to accept a Dedicated Joint Venture Sales Person 
working their accounts.  

¶ Speed and depth of integration must be controlled by XxxXxxxxx 

Action Items Needed to Succeed  

¶ Implementation will require XxxXxxxxx to absorb an additional 160 man-days of 
Professional Services in first year. 

¶ A dedicated high quality Joint Venture Partner Sales Person to implement the channel 
strategy  

¶ Working Capital to carry the plan through the 12 – 18 months.  

¶ A consistent, predictable and documented methodology for integrating XxxXxxxxx into 
third party systems.  

¶ Create Partner Agreement with assistance of outside council. 
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Joint Venture Solicitation Methodology 

This is a suggested sales methodology based on past experience. All sales methodologies 
should be tested and modified over time to provide optimum success. 

Pre-qualification: 

A database of software vendors will be supplied. This database must be pre-qualified prior to 
starting the calling process. Each company’s website must be viewed to determine suitability 
of purpose for XxxXxxxxx. The first step is to export a portion of the database to the pre-
formatted qualification form. This form should be modified as new information becomes 
available. The information in the database will provide: 

 Top Management Team 
 Company Name 
 Contact Name 
 Title 

 Phone Number 
 Address 
 URL of website 
 Number of employees 
 Revenue 

Additional information required should be: 

 Sales Model, direct of indirect 
 Do they currently have a document view product 
 Current partners 
 Number of clients 
 Number of New Accounts per year 
 Average Value of a sale 
 Unique Selling Proposition 
 Industry they serve that may be of interest to XxxXxxxxx 
 Applications they serve within those industries 
 Technology platform. 

Answers to these questions are the first qualification point. Only 4 or 5 company can be 
researched per hour. This is a tedious and time consuming process. There are over 6,000 
software companies in the United States with revenue between $5M and $50M. There are 
even more companies when the limit is raised to the $150M range. The idea at this phase in 
the roll-out is to get a couple of successes. The closer the prospect is to the ideal profile prior 
to entering the sales process the higher the success rate and the lower the discouragement. 
 

Qualification and Introduction Call: 

Previous test and measure processes have determined that on average it takes 8 telephone 
dials to talk to one contact. This is an average of all experiences and may vary. This same 
process has determined that 78% of the people contacted are not interested in taking the 
process further. This means on average it will take 550 calls to talk with 75 contacts to get 
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one to go through the process of selection. If the closure rate of contacts that are willing to 
talk through the process is 30%, then the pool of prospects must be at least 250 prospect 
companies and it will take over 1,800 dials to close one deal. 

 A script should be developed for this phase. It should not be memorized and delivered as a 
monologue. This is an interactive discussion in which the caller has 3 seconds to get 
permission to have an additional 30 seconds. Those 30 seconds will determine the rest of the 
conversation. The script should be tested and measure so that appropriate modifications can 
be made. The objective of the script is to establish a telephone appointment for further 
qualification. Most executives don’t have spontaneous time available to spend with a 
stranger. If they are willing to hear the offer on the first contact, they most likely are listening 
with one ear at best; they are doing other things as you talk. The second most critical mistake 
is to not be in a position to do most of the listening. If the caller is doing all the talking, then the 
prospect is qualifying the caller not the other way around. 

The initial statement must break the paradigm of the prospect. It should open with a question. 
The answer to the question should be seemingly obvious to the listener. The real answer 
should make logical sense but be a surprise.  The object is to pull the prospect to the next 
phase by having them ask the next question. 

The next 30 seconds must be used to find out the one pressing issue the software company 
has with generating new revenue. The use of open ended questions and active listening is 
the key. The right questions will open up the conversation and lead to a longer telephone 
appointment for in-depth qualification. 

Initial Telephone Call: 

This can sometimes happen at the tail end of the Qualification Call. The risk when this 
happens is that you may not have the complete attention of the listener. The goal of this call 
is to qualify the company for further discussion and a product demonstration. The rest of the 
qualification survey should be filled out at the end of this call. An appointment to demonstrate 
the product should be the objective. Along with a deeper understanding of; their products, 
market, customer, and technology you should determine the desire and ability to market 
XxxXxxxxx in an aggressive way. You will also get a sense for the management style. 

If the potential partner is interested they will ask about the business relationship. It’s really 
important to establish value before discussion price, even when the price is all but free. I 
would suggest putting off any meaningful business discussion until after the product 
demonstration. Control of the sales cycle is determined by who has the most information by 
which to make a decision. 

Product Demonstration: 

The product demonstration must be tailored to the specific requirements of the potential 
partner and their market. Features and functions that do not add value should be relegated to 
the end of the demonstration, if mentioned at all. XxxXxxxxx has experienced that 30% of 
prospects who view the product demonstration buy within the next within 90 days. This is the 
experience with end-users, not partners. There is an added layer as the potential partner 
involves their technical staff. This may take more than one demonstration to different parts of 
the targeted organization. 
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Contract Negotiations: 

This is where we will find out the viability of the channel model. There must be a standard 
agreement that XxxXxxxxx will accept. It is best to know ahead of time the concessions that 
acceptable. I think the biggest point of contention will be the sales model. The model that 
XxxXxxxxx plans to use is new and unique. Modifications may take place, but at some point a 
standard needs to be accepted. 


