== Microsoft

Commercial App
Go-to-Market
Playbook




Promoting
Commercial

ApPpPS

Welcome

This playbook includes resources to help you effectively promote and sell your commercial apps
built on Windows, Windows Phone, Azure, Office and more. In the following pages, we will cover:

Pre-launch decisions, activities, and sales and marketing assets that can create buzz and
ensure a successful app launch

Launch-time promotions to generate customer trials and sales leads, plus public relations,
marketing and pitch techniques

Post-launch tips to keep your customers coming back for more

Below is a general launch timeline with the key actions you'll want to consider for each phase of
the launch process.

Launch Timeline

T-6 MONTHS T-3 MONTHS T+6 MONTHS

LAUNCH DATE

1- PRE-LAUNCH PLANNING 2 - LAUNCH PHASE 3 - POST-LAUNCH PHASE ’

Plan and build your sales and Market your app Sell your app
marketing assets

Public relations Customer emails
Press releases Create app assets Telesales script
Marketing content Demos, videos Customer newsletter
Sales content Marketing collateral Microsoft amplification
Pilot your app or solution Sales training
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Leverage this useful checklist to ensure that your team is on track with all necessary materials and processes to
support the pre-launch planning, launch and post-launch phases.

Plan your assets:

Press release content

[] Press releases by ISV partner with Microsoft
messaging or quotes

[] Press kit with company information

Marketing content

[] Visual identity assets, logos and branding
guidelines

[] Digital web presence (web landing page and
social media sites such as YouTube, Twitter and
Facebook)

Brief app overview (1-2 sentences)

Infographic that shows product benefits and
features

Leave-behind product brochure (one-pager or
multi-page)

App demo video

Customer direct marketing emails

Customer newsletters
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Sales content

[] Pitch decks for Microsoft and ISV sellers to
present to customers

[] Telesales scripts for Microsoft and ISV sellers (not
customer-facing)

[] App demo scripts and demo bits with test
accounts

Pre-launch

[] Arrange partner participation in launch and
industry events

[[] Connect with your Microsoft account manager
to see how Microsoft can help to amplify your
sales and marketing efforts

Market your app:

|| Drive public relations campaigns with your PR
agencies

|| Share and distribute your app assets (app
demos, videos, marketing collateral and
telesales scripts) internally and externally

| | Create marketing campaigns (digital/social) to
drive web traffic to the product landing page

|| Include limited-time-only promotional offer to
grow customer interest and drive sales velocity

|| Train your sales force on the features and
benefits of your apps and Microsoft's
technologies to help customers tackle their
business challenges

Post-launch

Sell your app or solution:

Pilot your app or solution:

[] Identify noteworthy customers to create early
evidence

Complete the pilot phase of your app with early
evidence customers

]
[[] Create written and/or video case studies and/or
use cases

]

Collect testimonials, quotes, and feedback
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|| Articulate the customer value proposition of
your apps and Microsoft's technologies to your
customers

|| Leverage Microsoft engines to amplify your
sales and marketing efforts if applicable

| | Continue to drive sales opportunities and build
awareness of your solution through online and
offline channels, and through your
direct-to-customer channels







Pre-launch

Plan and build your sales and
marketing assets

Articulate compelling customer value proposition through storytelling

A successful app launch requires thoughtful planning. As you prepare to launch your
app or solution, you will need to create a series of polished, professional assets to share
with your customers and channel partners. These will serve as critical sales and
marketing resources throughout your launch process.

Considerations as you plan and create your materials:

Allow plenty of time. Creating useful, engaging assets will always take more time than
you expect, so don't begin any later than three months before your launch.

Focus on benefits. We know your app is packed with amazing features and
cutting-edge technology, but your customers want to know how it will help them tackle
business challenges and grow their businesses.

Prove your value. Customer testimonials and feedback are essential to showing
decision-makers that your solution is workable, valuable, and ultimately, essential for
them to purchase. Be sure to align your product value proposition pillars to the
customer case study structure. (See page 12 “Pilot your app”)
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Sales and
marketing asset
examples

Marketing in action

Your sales and marketing assets should be formatted for a variety of different platforms and channels,
including landing pages, social media accounts, printed brochures, and more. Here are some examples of
strong, multi-platform marketing assets that our partners have created to sell and promote their apps.

Web landing page

Social Media

Whitepapers
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Product Brochures

Case Studies

App Demo Video

MeshVista®

Quickly Deploy Turnkey IoT Systems
for Smart Products

Connect Your Data, Devices, People and Processes — Seamlessly

MeshVista - Fast Track Your Smart Product Launch

MeshVista is a component-based platform that enables Mesh Systems to design a Smart system specifically
tailored to your specific needs. Highly compatible with wired, wireless, and hybrid networks, MeshVista helps
customers unlock digital data stored in heterogeneous devices, thereby allowing companies to make informed
decisions, improve operating efficiency, enhance customer service and drive new revenue streams

Innovative System Design Leveraging the 'Internet of Things'

Notification System Gets Word Out Fast
Thanks to Capabilities of Cloud Platform
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Demo Scripts

Windows Mobile App for BuildPro
Script

. in a portable, mobile device

3 por
that you can take virually anywhere ...even to your job sit.

Quickly and converienty

« View job documents.
« Outage and Important System Noifications via too tps

Cincom CPQ

Cincom CPQ
for Microsoft
Dynamics” CRM

Any Application. Any Channel.
Any Device.
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Visual association is key

When it comes to app recognition, visuals are essential. Your marketing and sales
collateral should always include visual assets that customers will associate with
your solution over the long term.

Third parties who are partnering with you to drive awareness and solution sales
can also use these photos, illustrations, branding assets and/or logos. When it
comes to distributing your visuals, think broadly. Make sure they're ready for your
organization (and all its platforms, networks and channels) to leverage as required,
in addition to sharing these visuals with your customer and sales channels.
Remember that Microsoft can also work with you to distribute visual app collateral
through our extensive customer and partner channels.

Q
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App
marketing

collateral

Tying it all together

Whether you engage with your customers online or in one-to-one meetings, it's important to create a
digital web presence in the form of a landing page that can articulate your product value proposition to
customers and offer a one-stop shop for sales and marketing collateral. Your collateral should include app
demo videos, customer video case studies, leave-behind product brochures, industry and digital event
details, and additional information that highlights the top benefits your app delivers.

In addition, you may consider creating a monthly or quarterly marketing campaign to drive continued
customer interest and demand through newsletters, outreach emails, and social media/communities, as
well as through third-party sales partners, news outlets, and trade media.

Here are some of the collateral materials you should have ready for all sales and marketing opportunities:

« Infographic. This is a great way to quickly and visually convey the
benefits of your solution. Show how the app supports business
goals, how much time it can save, how it could enhance profits, or
how it addresses a business challenge, for example.

 Leave-behind (one pager). Clearly and succinctly outline the
benefits of your solution, which problems or challenges it solves,
and (briefly) how it works. Be sure to add purchase and contact
information.

C

¢ Leave-behind (multi-page brochure). Think of the multi-page
brochure as a more comprehensive tool to help close sales after
the customer interaction. Cover all the basics from the one-pager
(as described above), plus relevant details about the technology,
the app’s functionality, or anything else your customer needs to
make a decision. We will share more information about sales Jeppesen FliteDeck Pro Fact Sheet
collateral on page 19.

—ePPESEN.
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App demos

Would you see a movie without watching the trailer?

We suspect the answer is “no.” So why would you expect someone to purchase your app without
seeing it in action first? App demos can occur online, at live events, in customer meetings, and by
partners, and should always highlight your solution’s tangible benefits and functionality. These
demos do not need to be long, but they are essential to helping your customers see what the app
provides — and why they should purchase the solution.

You can use this demo in one-on-one meetings with customers, at live events and trade shows, and in
industry presentations. Brief demo videos should also be featured on your own platforms (such as
your website, social media accounts and internal networks), distributed to members of the press
through PR outreach campaigns, used in paid media placement, and highlighted in sales
communications, such as customer newsletters emails and customer-facing blog posts.

Here are the basics of a strong app demo:

UA ——

« Clarify how your demo video will be used, and by whom ' s

Click to view (3) |

=

« Begin with a “level 100" app demo script for high-level
decision makers (remember that you can always create
a more detailed level 200 version later on)

« Tailor your script to help Microsoft and ISV sellers
demonstrate the business value of your app

« Include one or two usage scenarios that show the app
in action

+ Keep the demo video brief — short version (3-5 minutes
max), detailed version (15 minutes max)

AssistX TestPolicy and ClassPolicy
App Demo Video (detailed version)
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Pilot your app

Gather customer-ready evidence

Customer references are one of the most important tools in your sales and marketing arsenal. Even
before most of your prospects have the opportunity to test and buy your solution, you need to
complete a full customer pilot phase and ensure you have a few early adopters (customers) on board.

Note — customer references need to be completed early, during the pre-launch phase, so they are
ready to use as sales and marketing assets and leave-behind materials when you formally launch
your app. Here are the seven steps in the pilot process:

1 Identify noteworthy customers who would benefit from using your app or solution

2 Leverage Microsoft resources if your customer is interested in using a Windows solution or
Windows devices

Complete the pilot with selected customers and collect detailed feedback

4 Create written and/or two-minute video case studies that show how your customer has
implemented and benefited from the solution

5 Include partners whenever possible, including
. Notification System Gets Word Out Fast
Microsoft, hardware OEMs, and channel partners Thanks to Capabilities of Cloud Platform

“RedFlag is freqy
Jabl

room for

WINDOWS AZURE ISV:
Pocketstol

M SiTUATION:
as

6 Ask the customer(s) to provide testimonials, quotes
and make their key team members available for

press interviews

7 Arrange for your customer(s) to participate in
major launch or industry events

READ MORE:
Windows Az

Case study - PocketStop
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Generate market demand through PR and marketing

You may have just built a groundbreaking new app or made remarkable improvements to an existing solution.
However, your customers (both current and potential) don’t necessarily know about your new app or
understand all its business benefits. This is where marketing comes in. To ensure you promote broad awareness
and understanding of your solution, you need to:

Use press releases and customer evidence (case studies and videos) to create
buzz and general awareness across trade press, paid media and social media.

Be sure to gather up all the screen shots, high-resolution
visuals, logos, branding elements and other assets you will need for sales, marketing and PR purposes.

All videos (app demos and pitches) should be focused on benefits and less than 15
minutes in length. Customer video case studies should be no more than 3 minutes. See page 11 for more
details on how to create a valuable demo.

Remember that today’s market (and your customer decision-makers) often
requires multi-media content, including print, video, static visuals, and even audio.

Drive all customer traffic to a single landing spot as a one-stop shop
for sales and marketing assets to propel sales actions.

Be sure your sales team has a
thorough understanding of the app’s benefits,
features and unique functionality. Most importantly,
your team should be ready to share a clear value
proposition with customers and answer their
questions about the solution. We'll cover sales

S TestPolicy for Windows
training in greater depth on page 16.

App Demo Video
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Market
your app: PR

Jeppesen FliteDeck Pro for
Windows Press Release

Customer video with
Delta Airlines
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The importance of public relations

Clear, crisp and engaging PR materials and campaigns are a smart way to
create broader awareness for your app or solution. Not only can they help
you create excitement and buzz among your customers, but they also
generate interest in your partner ecosystem.

Keep in mind that PR is a way to influence the messages that appear in
“earned media,” such as newspapers, industry publications, blogs,
websites and magazines.

Your PR kit should include:

Press release. Put yourself in your customers’ shoes and focus on benefits
and simplicity. Why should they use your app? Answer that question at
the beginning and add more detail later in the release. Send your release
to the appropriate media outlets, bloggers, writers, and review sites for
your industry. You can also use online services, such as PRWeb and
Marketwired, for distribution.

High-resolution visuals. Prepare screenshots, promotional photos,
videos, logos and anything else that will enhance the coverage. Be sure
these are easy to download.

Company information. Make sure that anyone who covers or reports on
your app or solution can easily find basic company statistics, such as
history, number of employees, products, service, management team bios,
and other applicable details.

15
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your app:
Sales training

Know your pitch

Sales training starts with a concise and powerful pitch that equips your team for success, and
works to support both print and verbal sales opportunities. Craft your pitch carefully and get
ready to answer common questions and concerns. Make the most of every interaction and
remember that an effective pitch typically includes:

« An overview. Be sure your team can summarize your app in 1-2 brief sentences — whether
they are pitching in print or in person.

» The value. Quickly prove the app’s benefits, opportunities, and hook your audience in so they
are eager to learn more.

Know your platform

Your app or solution runs on Microsoft technology, but does your sales force know that? Your
sellers not only need to be familiar with your new solution, but also the benefits of its running
platform and devices. Microsoft can help by providing live or online sales training focused on
the benefits and features of Windows, Windows Phone, Azure, Office, Windows-based devices
and more.
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/
Access key resources and land your pitch

As you begin to sell your solution, it can be helpful to remember that Microsoft has a vast partner
ecosystem and a huge install base. Many of these resources are available for you to access throughout
your sales and marketing process.

To effectively leverage Microsoft's broad customer reach, be sure to share your pitch — early and often.

Microsoft partner Jeppesen (a Boeing company) created a Windows app called Jeppesen FliteDeck Pro.
Keep in mind that this is a print version, but you should ensure that your sales team has strong verbal
pitches. Here's how Jeppesen phrased its pitch:

"Jeppesen FliteDeck Pro is
the industry’s first and best
data-driven, interactive chart

rendering experience for .y

£_k
Jeppesen enroute chart data. £ A s @ i
No matter where you are, ' : Click to view (3 B

you will have up-to-date and 13 ol I8 Wil
immediate access to global : ; :

Airway Manual Terminal
procedures and airport
diagrams at your fingertips.”

Flight Deck Pro 8.0 - Windows

Commercial App Go-to-Market Playbook
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Sales collateral

Land the pitch and make the sale

Sales don't stop once the seller finishes the pitch, ends the meeting,
or wraps up the campaign work. Good sales collateral can also help
to spark customer interest and close deals. This collateral can be used
online, in person for one-to-one executive meetings, and at live
events. Key collateral pieces include:

« Customer emails. Your emails can include both standardized
and/or personalized communication that address specific
customer, industry, or market concerns and relevant opportunities.

« Telesales script. As we mentioned earlier, a solid sales or call script
will keep your team on track and ensure they focus on the benefits
of your solution.

« Customer leave-behind. We've discussed the need to create a
leave-behind one-pager, product brochure, or spec sheet. These
materials keep your solution top-of-mind and can often answer
questions that arise during meetings, customer interactions and
live events.

« Customer newsletter. Don't forget to mention your new app or
solution in both internal and external (customer-facing) newsletter
blurbs. Use every opportunity to spread the word.

Commercial App Go-to-Market Playbook

—=JEPPESEN.

Jeppesen FliteDeck Pro Fact Sheet

INTRODUCING...
App title here: EH

Catchy Haadlng ithat lsn't the app tithe)

Directly Address Employees
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Email announcement template —
for example only
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Microsoft
amplification

Keep selling — and let Microsoft help you turn up the volume

A successful launch is exciting, but it's just the beginning of what needs to be an ongoing sales and marketing
process. It's important to keep your team’s momentum up and continue driving sales through all your online,
offline, and direct-to-customer channels.

Remember to:

« Promote ongoing awareness of your app or solution through your current sales force, while leveraging all your
external and third-party sales channels.

« Continue sharing new angles and highlighting different features of your app to keep your customer base
engaged — while also attracting new customers who could benefit from your solution.

« Share your marketing assets through as many different, multi-media platforms as possible.

« Stay in communication with your sales team to ensure your assets are effectively addressing common
questions, business challenges and customer concerns.

 Seek out new PR opportunities through media contacts, press release distribution, and press outreach
campaigns.

« Work with your Microsoft account manager to explore opportunities to boost awareness of your apps through
partner newsletters, customer calls, in-person and online events, partner-facing sites, and much more.

« Join the Microsoft Partner Network (https://msdn.microsoft.com/applicationbuilder) to receive additional

benefits that help save you time and money while you strengthen your capabilities, better serve customers and
build connections to reach your full business potential.

Talk to your Microsoft account manager about how we can turn up the volume and boost awareness of your
apps — and increase your sales.

Commercial App Go-to-Market Playbook
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