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g Submit questions via the Q&A panel through WebEx

'P Slides and recording distributed via email afterwards
©
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= Global technology trade association — INFRASTRUCTURE PATHWAY
. V2NN 22NN
headquartered in Downers Grove, IL

= Not for profit, self-funded industry organisation ! N

CYBERSECURITY PATHWAY

= Global leading provider of vendor-neutral IT
certifications

= Certifying 350,000 IT professionals in 100+
countries annually

= 2.5 million certifications sold

= 2,000 Corporate members and 165,000 Registered
Users
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UK Channel Community

- UK-specific discussions,
and provides an
understanding of how
CompTIA can best serve
the UK channel and its
members

- Together, we're
advancing the UK IT
industry

L2
. , alw
ejohannes@comptia.org CompTIA

UK Channel
COMMUNITY
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'* The Next Gen

4 nezem - JnToday’s Webinar

* The biggest changes facing the IT Sales Profession in 2019

* Why we are seeing the shift from transactional sales to ‘As a Service’

* How buying technology has evolved & how our sales process,
approach and mind-set must evolve with it

* Which emerging technologies you should be betting on for 2019 and
how to successfully sell emerging technologies

» Key skills every successful sales professional & team absolutely must
master in the next year

Are you ready for 20207
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Q&A in the last 10 minutes

Send us your questions in the chat box
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Why We Are Moving From
Transactional/Product Focused Sales to
Selling 'As a Service’




Custo‘mers Want A New Way Of Doing Business

USAGE IS OUR WAY OF LIVING




Subscription & Pay As You Use

The Porsche fleet. At your fingertips.

Discover ultimate vehicle flexibility with Porsche Passport.
Drive a Cayenne on a Monday and a 911 on Friday.

Become a member )
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Porsche launches car subscription service in the US
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The Customer Has Won

“Pay as you go “ “Pay as you use “ “Device As A Service “
Cloud & Services Hardware Hardware
 Add users * Ports  Leasing

« Subtract users  Storage Space * Vendors acting as banks



PartnersiAre Evolving

subscnptions recurmng ratabie annuity consumption-based performance-based
Supplier Operating Model
Compiax OV Optimiz Ofr Outcoms Of o

ff) 'Od”C:j LEVEL 1 LEVEL 2 LEVEL 3 LEVEL 4 (gutcomg
ocuse SUPPLIER SUPPLIER SUPPLIER SUPPLIER ocuse
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Continue To Do This Add Some of This
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£
CapEx

Capital Expenses
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S& s reaeion - Traditional IT Sales

WOLF OF WALL STREET QUOTES

ITS BUSINESS,
LEAVE
YOUR EMOTIONS £ 3 4
AT THE DOOR. 5 (' o




. The Next Gen

g saies aoccleration - __Sales.Motion & Comp Plan Changes

The initial handshake is just the beginning of a
long relationship

Committed Monthly Recurring Revenue

* Moving away from "get the deal” culture and

towards a relationship-focused approach and e

$1,734,000

|l(

$1,750,000

keeping customers for life.

$1,380,000

$1,605,500

$1,283,000

§1,196,500
$1,250,000 §1,120,500
$1,055,000

e Shift from Short Term to Long Term (3-5 year
outlook) as the customer has to stay on board
with the subscription service for a matter of 5 & i i BB EEB

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

$750,000

-$250,000

years before showing real profitability s e psls o Donrdes G

 Compensation plan changes to drive the right
behaviour



-* The Next Gen
. Sales Acceleration

£ ey Ke@ping'Customers For Life

Customer Lifecycle

Expand

~ < Maximize

Install
‘\%‘ . Utilization

AcCccelerate
Jutcomes

Adopt
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Customers have changed
how they buy &
who is doing the buying!
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Prospect contacts Sales
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q Source: sirius Decisions

Self Initiated

) 67%
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comp I ete before

a customer even
calls a supplier
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I e o Do uCystomers Still Need Sales ?

S57%

Complete

Customer'’s First

A Meaningful Contact o
Diligence with Supplier Seller Decision
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Survey, 2016; n = 1,088 (Western Europe)

Budget Control for New

Projects
Solely
Solely IT

LOB 32%

20%
LOB IT with
with input
input from

fromIT LOB

23% 25%



The Next Gen

LY e They Generational Shift

Maturists Baby boomers Generation X Generation Y _ Generation 2

(pre-1945) (19451960) (19611980) (1581-1995) (Born after 199%)
Wartime rationing Cold W Fall of Boerin Wall 9N terrorints Economic
Rock'mroll Swinging Sixties ¥ ReaganVGorbachew Mracks Gowrturn
NuChear famules Moon Landings Thatcherism Social media GIODM warmeng
Defined gender Youth culture Live Akd ivasion of iraq Mobde devices
rodes - particularty Woodstock £ arty mobie Readty TV Clowd compuiting
for women Famity-orsenmtted technodogy Googee Earth Wik leaks

Dworce rate rses

“Millennials represent a growing percentage of the workforce. By 2020, it’s estimated
that they’ll represent 46% of professionals in the United States” Sales Force

Millennials used to be the “new” generation that marketers and sales people needed to
start focusing on — and while millennials are definitely increasing in terms of buying
power, there is a new generation emerging that both marketers and sales people need
to be aware of: Gen Z
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Adoption of Technology Changes How We Engage

Google
Hangouts
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Which Emerging Technologies
To Bet On?



Adoption of _emergi‘ng“’.c'ecﬁhno\log/ies — early 2018

Internet of Things
Machine learning )
Robotics |

Biometrics |

Artificial intelligence ﬁ
Blockchain |

3D printing |
Quantum computing ﬂ
Drones |

Virtual reality ) 23%
Autonomous vehicles | 21%
Augmented reality H 23%

No activity ® Exploration Early prototype B Production level

CompT A



Adoption of ,emergi“ng'".cie'c‘hno\log/ies — Late 2018

Internet of Things )
Machine learning |
Biometrics |
Robotics |

3D printing |
Blockchain |
Quantum computing )
Augmented reality H
Artificial intelligence —
Virtual reality |
Drones
Autonomous vehicles | 14%

No activity ® Exploration Early prototype B Production level

CompTlA



-Timeframefbr potential impact

Internet of Things
Machine learning %
3D printing

Virtual reality |
Drones |

Biometrics 15%

Robotics |

Artificial intelligence |
Quantum computing |
Augmented reality % 13%
Blockchain |
Autonomous vehicles | 20%

Not expecting significant impact B 4+ years 1-3years H Next 12 months

CompTlA



Other technologies on the radar screen

5G
Serverless computing 40%
Edge computing 29%
Containers 23%
Volumetric displays 20%

Digital twins 15%

SD WAN

| | | | | |

CompTlA



Major Factors Behind Decision to Offer Emerging Techs

1.Customer demand (72% of respondents)

2.Better revenue opportunity than current portfolio (59%)
3.Competitive differentiator (52%)

4.To avoid obsolescence (44%)

5.Vendors are pushing us in this direction (32%)



Bread & Butter Offerings

Services Provided by Channel Firms by Company Size

Small (1-49) m Medium (50-499) m Large (500+)

Managed IT services
Consulting
Integration services
Software as a service
Data analytics
Security services
Break/fix services
Custom app dev

Back office expertise
Vertical industry work
Digital marketing
Hardware device sales

Unified communications

T sow | eax
OO 0% | sa% |

TN aax | sex

TN ae% | 5% |

T aex | ss%

T aa% | amn

O 3 | se%

T aa% | 39%

T 3% | 34% |

T 3% | 3% |
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Continuous Industry Transformation

Natura
Int-rVnc.s

<>

Cloud

Big Data/
Mobility Analytics

Social
Business

3rd Platform gp—

Of Apps - Billions of U
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Overall 2016-2020 CAGR: 6.3%

[nnovation
cacr 19.8% Accelerators ICT

$ Trillion

0.6% -
HGRDO? 3rd Platform ICT

2nd Platform ICT




Greater integration of products, services & solutions

END-TO-END CAPABILITIES REQUIRED




Microsoft .EQ.._L-;,p-r'ese.nts a great revenue opp.

It means Microsoft will no longer support and fix the software. It will abandon it to focus its
teams on supporting newer software.

Challenge 1
If it breaks...
it'll

stay broken.

This creates four key challenges for businesses still using it:

Challenge 2

If you need support
on a problem
you've

not come across
before, there’ll be
no-one there to
help.

Challenge 3

GDPR

requires that any
software you use is
suitable. End of life
software doesn't
count

Challenge 4

EOL software is commonly
targeted by hackers because
they can exploit old
Vulnerabilities and know MS
won't spot it. This creates
huge data security
problems




Security is.ajpressing concern for customers

Security

Privacy

Regulatory /legal issues
Potential for job loss

Disruption/displacement

Digital divide 21%

Ethics 21%

CompTlA



Opportunities:can also present a challenge

Emerging Tech Skills Gap
Ranks As The Top Growth Inhibitor Concern
Among UK Channel Partners

Source- CompTIA State of the Channel
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How To Help Your Team To
Successfully Sell Next-Gen/
Emerging Technologies?



N The Next Gen

I spenccorain - __oNailA Niche

¢ Sp@Cialization iS gett|ng more real Demand Drivers for Vertical Specialization

* Customer demand for a technology provider Customer demand
with vertical industry skills and applications
knowledge is on the rise.

Significant revenue opportunity

Competitive differentiator

* "“Nearly two thirds of channel firms say they
embarked on a vertical specialty to satisfy
customer demand and as a competitive
differentiator”— CompTIA State of the Channel

In-house skills map well

Vendors pushing toward
verticals

Horizontal work not as lucrative

* Embracing a niche will deliver a proven PN
.. business areas
competitive advantage
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& e Taked he Lead Not The Order

The Traditional Purchase Journey Was Customer-Led

0 Winning Vendor
Is the One Who
R F P Vendor Best Conformed to
B the RFP

An“n”of 1 atthe Lowest Price
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« = Retail loT Next Gen Outcome story v2

— .
== OQutcome Chain
Improve Customer Increase Operational
Outcome Experience Efficiency




The Next Gen

E& x-S alling-Business Outcomes

« = Retail loT Next Gen Outcome story v2

2= Outcome Chain

Improve Customer Increase Operational
Outcome Experience Efficiency

: Transformational Strategic12-24 Tactical - 3-12
Key Strategies long term change months months




The Next Gen

E& x-S alling-Business Outcomes

« = Retail loT Next Gen Outcome story v2

2= Outcome Chain

Improve Customer Increase Operational
Outcome Experience Efficiency
- Transformational Strategic12-24 Tactical - 3-12
Key Strategies long term change months months
Financial

Reduce OpEx Increased revenue Reduction in costs
Results




The Next Gen

E& x-S alling-Business Outcomes

« = Retail loT Next Gen Outcome story v2

=== Qutcome Chain

Improve Customer Increase Operational
Outcome Experience Efficiency

Key Strategies

Financial
Results

Operating KPIS

Transformational
long term change

Reduce OpEx

Improve Inventory
Accuracy

Strategic12-24
months

Increased revenue

Improve Customer
Experience

Tactical - 3-12
months

Reduction in costs

Sales KPIs
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« = Retail loT Next Gen Outcome story v2

7= Outcome Chain

Improve Customer Increase Operational
Outcome Experience Efficiency

- Transformational Strategic12-24 Tactical - 3-12
Key Strategies long term change months months

Financial Reduce OpEx Increased revenue Reduction in costs
Results

Impr?ve |n~.ven‘ory Imp‘r_ove Customer Sales KPls
ACCuracy £Xxperience

Operating KPIS

Bus Capabilities promng &
& Processes Analytics

Inventory
Management

Supplier Customer

Omni-channel sales Management Management

Security Marketing Operations
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= e - Selling:Business Outcomes

« &2 Retail loT Next Gen Outcome story v2

=72 Outcome Chain

mprove Customer Increase Operational
Outcome Experience Efficiency

- Transformational Strategic12-24 Tactical - 3-12
Key Strategies long term change months months

;Lnsau':f;al Reduce OpEx Increased revenue Reduction in costs

Operating KPIS ooy " | ™ emeence Sales KPls

gu;rg::g:sbglsities Ffiggm’:gj Omni-channel sales ",1];:;‘:;;&2“{ Security Marketing Operations Masnua%‘:!’rﬁ'em Mgt‘\:g;”%eefm
Key tech

= Device Management Solution Support Solution functionality
capabilities
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HARLEY-DAVIDSON
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HARLEY-DAVIDSON

What we sell isthe ability for a 43 -year-old accountant
o dress in black leather, ride through smalltowns and

have people be afraid of him.
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Key skills every successful next

generation sales professional &

team absolutely must masterin
the next year




The Next Gen
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Are You Ready For 2020 Download

Are you ready for 2020 Checklist?

[0 We offer a Multi —Channel Sales Experience

[J We Sell As a Service

[0 We have implemented an Outcome Based Selling Philosophy

[0 We have moved the sales motion away from ‘get the deal’ to Keeping
Customers for life

[J We have retrained our sales team on how annuity based sales works?

[J We have implemented a new compensation plan for annuity based sales
to drive the right behaviour?

[J We know what % of the our customers buying process is done online

[J We have insightful content online to educate our prospects

[J Our sale teams have been retrained to have meaningful business
conversations on how emerging tech can create business changes

[J We are ready for the generational shift in decision makers
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Are you ready for 20207
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-
DITCH YOUR
PRODUCT

Trends & Technology




Exclusive CompTiA “Free 14 Day Trial Today

ﬁ} . The Next Gen
] d! Sales Acceleration
S

Academy™

Join The Next Generation Of Highly Sought After & Highly
Paid Next-Gen Sales Professionals Today

~) FREE 14 Day Trial

You will have full access to the 12 week sales transformation
modules, Next-Gen Technology Tracks & See Live Demo's of
other learners implememing what they have learnt

~) Bespoke IT Sales Training

The Next Gen academy is the only online sales training &
membership program that has been designed by IT Channe
wofessionals for IT Channel Sales Professionals

P

~) Evolving With Technology
https://www.nextgensalesacademyfreetrial.com/




Q&A
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Not a Premier
Member?

What Are You Waiting For?!

Accelerate your business
and professional success.

Content « Connections « Credentials

Visit the CompTIA Member Center for more information

Not ready for Membership? Login as a Registered User for select access
today. Visit the Member Center for details.
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