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SBSC Roundtable Events - Sydney, Brisbane, Melbourne 

November 7, 8 and 9, 2007        

           

Last week we held a series of SBSC Roundtable Events in Sydney, Brisbane and 

Melbourne. The objective of the events was to create a forum where SBSCs could 

provide input and feedback directly to Microsoft on important issues facing the small to 

medium business community. The events generated much spirited conversation and left 

us at Microsoft with a far clearer understanding of your needs and many ideas on how to 

better support you. Our intention is to continue with a regular rhythm of these events to 

ensure a high level of ongoing interaction. 

 Hosted by Inese Kingsmill, Group Director SMB; Wendy Smith, Channel 
Development Manager Breadth; John Gilhespy, Consumer Partner Development 
Manager for Vista. 

 SBSC representatives from Sydney, Brisbane and Melbourne attended the events.  
 

The events focused on three key discussion areas: Brand Value, Helping you grow your 

business and Partner Satisfaction. Following is a summary and review of those 

discussions.  

 
Brand Value 

We were interested to understand what the value proposition of the SBSC brand is to you, 

what drives the value in the program? What do you want to see more and less of? 

Your Feedback 

Most attendees felt that in the customer space there was very little understanding of the 

value of the SBSC brand. Most saw the value of the brand as the way they could leverage it 

to win a customer over a competitor based on their skill and expertise. The value of this is in 

securing a customer once there is an opportunity to work, not in creating demand.  

Many liked the ‘We’ve got a guy’ campaign that was done in the US. There was some 

discussion about doing a broader branding campaign via TV and radio advertising as a way 

of promoting the SBSC brand – MS was upfront in saying we unfortunately do not have the 

scope to do this from a budget perspective, however we could look at other options like 

producing the ‘We’ve got a guy’ collateral, with landing pages web pages etc for you to send 

to customers and prospects. We also discussed the option of packaging the SMB customer 

newsletter in such a way that the SBSCs could on send it with their own logo attached. One 
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option discussed was having the SBSCs contribute an amount that would enable MS to run a 

broad radio campaign – some were supportive, others felt this was asking too much. 

Some felt it is too easy to become an SBSC and that we should raise the bar on maintaining 

the SBSC certification. There was a feeling that the value of the brand was being de-valued 

by small retailers having the same brand, and hence feeling that increased SBSC 

requirements such as attending readiness training and events, a revenue minimum, perhaps 

with a points based program would be welcome. 

Outcomes / Follow up: 

 Review the program Robbie Upcroft implemented in the UK for raising the bar 
on the SBSC program and assess for potential changes in Australia – will provide 
feedback at next roundtable 

 Plan to implement SBSC branding campaign potentially leveraging the ‘We’ve got 
a guy’ campaign, via the web with flyers and email tags to help SBSCs 
communicate the value of the SBSC program – this will be a H2 initiative (Jan-
June 2008) 

 Look at extending the customer SMB newsletter to the SBSCs so they can on-
send with their own logo to their own customers – H2 (Jan-June 2008) 

 

 

Helping you Grow your Business 

One of our key objectives is to help drive revenue for SBSCs – what should we be focusing on 

to really impact sales for you? Training, enablement, marketing, sales offers etc? What 

activities actually drive sales for you? 

Your Feedback 

Training: This came back as a significant area of interest from the attendees.  

 Licensing was a big issue, many SBSCs are selling OEM and full packaged product 
rather than licensing due to complexity around licensing programs and getting 
access to information on how to license. Additionally, selling the benefit to 
customers when they see a lower price via OEM is difficult – the request was for 
additional support on communicating and selling the benefits of licensing to 
customers, and clear licensing training for the SBSCs. One opportunity would be to 
have a licensing representative present at the SBSC User Groups in future. 

 Online training was discussed – they see a great value in online training, its quick, 
easy and affordable. We will look into the training that may be available in the US to 
see if we can leverage it in Australia 

 Many said they would like to see more training around ‘how to market’, how to 
manage finances in a small business etc. Similar to a franchise business.   
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Marketing/Sales offers:  

 We proposed the idea of providing you with funding to run events or activities in line 
with certain campaigns we are running. The feedback was that some may be 
interested, but it has to be easy, no 10 page forms to fill out, no detailed marketing 
plans to complete. Some said you would like to see us provide some training on how 
to build campaigns that will drive success, would love MS to brainstorm with us. 

 We discussed the idea of sales offers (discounts, free product to the partner etc) 
versus awareness campaigns and there was some disagreement. Many felt the offers 
had no impact on closing a sale as the customers are only buying based on pain, and 
in fact could risk de-valuing what the partner does. Others felt that the offers that 
benefited the partner were worthwhile, and others felt that offers did enable them 
to get over the line and close sales. There was a suggestion that an offer around 
training – so providing the customer with training on the product they were 
purchasing could be a real value. 

 

Follow Up 

 Licensing – we will plan to extend licensing training awareness via campaigns and 
training vehicles, another option is to look at having a licensing representative 
present at the SBSC User Groups. H2 (Jan-June 2008) 

 Marketing – we will continue to provide offers but will we will investigate alternative 
offers that could drive different outcomes. Will also explore MDF offers as 
appropriate based on the campaign.  H2 (Jan-June 2008) 
 

  

 

Partner Satisfaction 

Satisfaction scores dropped last quarter with unclear drivers – in this session we were 

interested to understand why you think it may have dropped? What key things should 

we do to improve it? We also discussed customer feedback with respect to Vista 

compatibility. 

Your Feedback 

Communications - There were some comments that communication had slowed over the 

past couple of years. Some remembered a newsletter that came from Bill Vlandis on a 

regular basis, but were not aware of the current SBSC newsletter that still comes out 

monthly – also some were not leveraging the SBSC Blog.  

Follow up: 

Our primary communications mechanisms for SBSCs are the newsletter and blog 

(Blog address: http://blogs.msdn.com/sbsc_australia/). Due to privacy laws we are 

http://blogs.msdn.com/sbsc_australia/
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unable to contact the entire SBSC based unless they are listed at Ok to Contact. The 

newsletter is emailed monthly, if you are not receiving it please check your partner 

profile here as you may be listed as ‘do not contact’.   

Action Pack - Was seen as a partner satisfaction issue based on the challenge of some 

customers managing to purchase it.   

Follow up: 

Some of you will be aware of the changes to Action Pack taking place today, we have 

implemented some changes that make it harder for non partners to access it by 

introducing an exam that must be taken and passed on a two year basis. This is a first 

step, and you can expect to see further changes down the track to help address this 

issue. We also intend to implement a local auditing program to take this a step 

further in Australia – investigating in H1. 

  

Windows Vista 

There were some perceived challenges with selling Vista  

 Don't have ability to test it in a closed environment, so have to test in real world. 
Default to XP because it is easier. 

 Applications compatibility issues – particularly with Industry line of business 
applications is a barrier to Vista adoption.  

 Don't have a business case to tell their customers why upgrade to Vista 

 Customers are resistant to changing to Vista/Office2007 due to the new user 
interface 

 

Many felt that tools to help train and educate customers on how to use the new products – 

Office 2007 and Vista etc would make a huge difference as they are not set up as trainers. 

Some charge for it, others feel they can’t for the size of customer they sell to.  

Follow up 

 With regards to testing in closed environments prior to deployment we are working 
with the US to see if some of the existing enterprise diagnostic tools can be tailored 
to help you in the small business environment. 

 On application compatibility we are looking at two angles to help you cover this area 
1) Virtualisation - training and best practices and 2) ISV Engagement for key Industry 
applications.  John would like specific feedback on key applications for your verticals. 

 For business case to move to Vista – Messaging is being developed that will give 
specifics comparing Vista to Windows XP and advantages of small businesses moving 
to Vista  
 

https://partners.microsoft.com/partnerprogram/PartnerMembershipCenter.aspx
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Wrap Up 

At Microsoft we value your feedback, it is critical to us in determining future investments 

and strategies and we thank all the attendees for taking the time to attend the sessions 

and providing their feedback to us.   

We plan to continue these roundtables on a regular basis, at this stage it’s likely to be 

three times per year – already we are very much looking forward to the next one, and in 

the meantime will look to implement some of the suggestions made last week.  

Thank you again for your passionate support of the SBSC community and being as 

focused on its growth and success as we are.  


