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i ) Consultlng applications at your organization. Is it O to 2 years, more than 2 years, or
factor Welghtl ng not sure but open to discuss?
- Interview '
. / L. . \ ) :_Q IT operations analytics (ITOA): automatically monitor
* Ma rket S|Ze * EX|St| ng Cl|ent # — . to customize marketing and sales performance and anticipate problems in the infrastructure and
e Market Growth Rate e Client Cloud Purchase Power Quantitative strategies and upsell CIMCORP offerings applications of entire organization
. . . . Questionnaire t oriti hort lient list, talk to bi Unified communication and collaboration (UC&C): bring daily
* Profit Ma rgins * Partnershi P Ca pacity o c(ljiepr::s)rilnléeri\s/afer seerciolfr;nclisdigadeezerlif communications tools, such as voice, e-mail, instant messaging and video
° St rength Of ° ReSOU rce Ca paCIty their concerns and needs conference, into a single interface
. . L . to better understand the top Hybrid cloud management platform: migrate and manage your
competition * Client Recognition/Branding requirements and needs of +1,200 applications on any private or public cloud
° I\/Iacro Fa ctors selected enterprises on cloud computing ______ Others
N * Entry Barrier VRN ) Q4. Key drivers to adopt cloud computing: | Q7. Expected timing to adopt following:

MIII # Focus on core competencies
< VA > VAR MOU R 73 ¢# Keep pack with tech changes ~ UC&C: more than 2 years
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Evaluation Questions MITEL | Applixure from vendors urchase products Presale/Ope
Brazilian Market . from distributors .

How to describe the market penetration in Marketing through Marketing through
Brazil of the product? CIMCORP’s marketing partner’s own Payment upfront to -
How to describe the exclusiveness of the Product Alignment Exclusiveness s marketing team purchase service
partnership? M 1 . \ J Marketing

: A pplixure ‘ Sell through CIMCORP’s online platform/sales
How to describe CIMCORP’s infrastructure e NAZAR team Subscriptions basis Marketing & Sale Team
investment difficulties to partner? T T \_
How large is the company? CIMCORP provides | Partner’s will provide -

Company Size Infrastructure added services after-sale repair’
How to describe the product alignment with | (differentiation) | upgrade or Operation
CIMCORP’s existing product line? 1 maintenance Team
CIMCORP maintain the ,C]'C'V'CORP °”t5°‘|‘rce| \
infrastructure infrastructure to loca
Identify Potential Members: Identify Responsibilities, Determine Plans and Priorities: datacenter provider Post-Sale Service & Maintenance
- Arrangements and Objectives: -

«Stakeholder Analysis eWho will take the lead? eWhy the partnership was Where can you establish partnership norms? Shared values Partnership
*Who should be involved in *Who will be responsible for set up? norm

the partnership? (Logistics, driving the partnership *Who is going to do what,

Presales, Marketing team, forward? and by when? Communication

etc) e\What accountability *Where does this Perspective-gathering questions:
*What level of involvement arrangements are in place? strategy/plan fit into wider > What is important to you when you are talking to someone?

for the members? (Primary, strategies? . . S . .

Secondary, Tertiary «How does it fit into partner » How do you communicate that you are looking for solutions versus looking for understanding?

stakeholders) strategies/local priorities? » What methods of communication work best for you? (email, phone, in person, etc)

o % o % o %

Resource Management
Perspective-gathering questions:
» What issues have you experienced in sharing your resources with others in collaborative partnerships
(equipped and supplies, facilities, professional contacts, etc)?
» What is an effective way for us to share our resources?

Is there a robust
communication strategy in

Is there an accepted
performance management

What skills and competencies
do we need to manage and

place? framework? support the partnership? Decision-Making

*Do partners know about eAre processes in place to eHas a full assessment been HEEPEEIE e G et neE . . . .. .
each others’ organizations monitor performance and made of the skills and > What has been your experience in collaborative decision-making?
and what the pressures act on results? competencies required to > How do you like to be involved in solving collaborative issues?
and imperatives are? eDo defined criteria exist support/manage the

Do partners talk to each against which to partnership?
other about their benchmark achievements? Conflict Resolution
organizations agendas and Perspective-gathering questions:
priorities? » How do you approach conflict in relationships?

- J - J - J

» What effective mediation strategies have worked for you?

Platform Benchmark

*  Automation of technical support to
minimize our human cost while
keeping customer happy.

*  Customers acknowledge what, why, and
how we can help their business.

*  Engage them at their interest to the
ecosystem that we build so as to
increase the conversion rate.

Retain Attract
members customers

*  Eliminate purchasing friction
* Tools that facilitate clients in navigating the resources, and finding the right solution.
*  Searchable document of Q&A to eliminate customers’ concerns

* Instant in-person respond to hesitant customers

Attract Retain

customers members

*  Billing & cost

*  Value Proposition *  Searchable solutions ¢
*  Portfolio *  Solution advisory manageme.n e
. *  Q&A/Tutorial/guideline/
*  Whitepaper * Demo : . . .
. Blog ¢ Free tria university Celebrating birthday of Sao
*  Account management
*  Pressrelease *  In-person tech support +h mobile devi .
e Customer reference/success *  Payment method with mobile device PaUIO C|ty

story/case study * In-person support

. Customer community/Forum Yeah.... We will come back soon!




