


Why Silicon Valley?
The year was 1995 and I had just turned 17. Growing up, I was a huge baseball fan 
and the All Star Game was making its first visit to my hometown of Dallas, Texas. I 
remember how hot and sticky the air was that night as I watched my childhood heroes 
take batting practice. Ken Griffey, Jr., Ozzie Smith, Kirby Pucket, Cal Ripken. As a kid who 
lived and breathed baseball, these were supermen. I was star-struck.

Fast forward a few years, and while my dreams of being a major league shortstop 
never did pan-out, my backup plan of being a B2B channel marketer did (cue laughter). 
Jokes aside, today I’m an entrepreneur who’s spent my entire career in channel sales 
and marketing. And when I’m not fixating over my wife and kids, I’m living, breathing 
and sleeping business and the channel. More specifically, I’m obsessing over how we 
can build a company that transforms and improves channel sales and marketing like 
Salesforce did for CRM and Uber is doing for transportation.

And that’s where I turn back to baseball.  
And Silicon Valley. 
Last Fall, Allbound was selected to join Acceleprise, an “accelerator” for enterprise 
software-as-a-service (SaaS) startups, supported by the likes of Salesforce, Box and 
Silicon Valley Bank. During the program, I had the opportunity to spend six months in 
the heart of San Francisco, a place where innovation and transformational thinking is 
routine. Where people are not only trying to cash-in, but to literally change the world. 
And where, despite a few outrageous valuations and IPOs, 99% of startups are scraping 
by, day-to-day, for a chance to disrupt and improve their markets.

And me? Well, suddenly, I was a teenager again. Only, this time I was in awe of being 
surrounded by the likes of Google, Adobe, ZenDesk, Twitter, Stripe, Zuora, Uber, AirBnb, 
GitHub, Klout, Box, TechCrunch, and so many other innovative, esteemed organizations. 
They were the Ken Griffeys and Cal Ripkens of my adult life. And my goal during those six 
months was to learn all that I could from these modern-day thought leaders and bring it 
back to Allbound. And more specifically, bring those lessons back to the business leaders 
who are shaping tomorrow’s channel sales and marketing ecosystems.  

So, that’s what I did. And here are six of the most important lessons I learned.
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Lesson #1
LISTEN HARD AND OFTEN TO 
YOUR CUSTOMERS, PROSPECTS, 
AND COMPETITORS 
Early in a company’s lifecycle, the ability to create a product, service or solution 

that will truly have the opportunity to be impactful and gain market traction is 

more about strategy and intelligence than code. And that strategy and intelligence 

has to come from your market – customers, prospects, even competitors. Too 

many companies focus too much on the product itself way too early because they 

think that they know what the market wants, but have never really asked it. And 

they never achieve “product-market fit.” 

When it comes to the channel, we often see the same thing – but in places other 

than just product. Most businesses who sell through channel partners see 70-80% 

of their TOTAL REVENUE come through the channel. Yet these very partners, who 

are the direct conduit to the prospect or customer, are typically last in line when 

it comes to communication and input for corporate messaging, marketing, sales 

processes, and even the product roadmap. 

Today, as markets become more cyclical, consolidated and sensitive to massive 

changes taking place not only in their own industry, but in the industries across 

their ecosystem, proactively listening for signs of disruption is more important 

than ever. Luckily, technology provides us with endless tools and resources to 

do just that – from social platforms like Twitter and LinkedIn to collaboration 

technologies like Slack and WebEx, it’s never been easier to listen. 

“The very partners who are the 
direct conduit to prospects 
and customers are typically 
last in line when it comes to 
communications and input for 
sales and marketing messaging 
and processes.”



Lesson #2
BE SIMPLE, BE MODERN  
AND BE FOCUSED 
There’s no denying it – the channel, and partner sales and marketing in 

general, is COMPLEX. But part of the problem is that so much of that 

complexity has been man-made, baked into even more complex systems 

and processes, and then copied and pasted by other organizations who have 

heard the same thing over and over again for the last 30+ years.

Well, enough is enough. 

Over the last decade, we’ve seen massive innovation and change in all 

segments of marketing and sales technology. But in the channel, all we’ve 

seen is a few lightweight mobile apps, several overly-customized and overly-

complex partner portal utilities, some ridiculous attempts at integrating 

marketing automation with the channel (don’t try this at home!), and to every 

sales rep’s dismay, more attempts at channel CRM integration. 

It’s time to simplify. To start documenting processes and eliminating 

unnecessary steps.  And to replace “partner portals” with SaaS technologies 

that deliver, an intuitive and engaging channel experience. 

“Over the last decade years, we’ve 
seen massive innovation and change 
in key segments of marketing and 
sales technology. But only some cute 
mobile apps and lightweight utilities 
in the channel. Enough is enough.”



Lesson #3
TO CONSTANTLY IMPROVE, 
YOU HAVE TO BE CLEAR ON 
BIG DATA AND KPIs
Big data has taken a high speed, sometimes out of control, run through 
businesses across the globe, especially at the C-Suite. And at a time when 
most businesses are still trying to figure out exactly what big data means 
to them, many startups have a very clear and concise understanding of the 
analytics and key performance indicators (KPIs) that dictate business health 
and decision-making.

Take SaaS and venture capital, for example, where both entrepreneurs and 
investors are able to see straight into the heart of a business in today’s 
subscription-based economy and know which levers to pull. 

And there’s no reason that big data and KPIs shouldn’t play a larger role in 
the channel, where data is plentiful if only it could be gathered and analyzed. 
That’s why we’re creating the Allbound Channel Index, which we hope will 
be an industry-wide standard for not just gathering and measuring the most 
important data points to analyze channel performance, but also a blueprint 
to help you know exactly which levers to pull and how to make your partners 
and their individual reps more efficient and effective in the field. 

Which KPIs should you be 
paying attention to?

Here a few of the key performance indicators that folks in 
Silicon Valley are looking hard at. I’ve linked each KPI to 
a great article from some industry thought leaders you’ll 
want to bookmark:
 
  • Customer Acquisition Cost (CAC)
  • Lead Velocity Rate (LVR)
  • Churn Rate
  • Annual Contract Value (ACV)
  • Annual/Monthly Recurring Revenue (ARR/MRR)



Lesson #4
GROWTH ISN’T TIED ONLY TO 
SALES – IT’S CONTINGENT UPON 
CUSTOMER SUCCESS
For as far back as I can remember, it’s seemed that the cardinal way for manufacturers, 
distributors and partners to drive faster growth has been to simply “throw more reps at 
it” or buy more lists. But in today’s sales environments, whether b2b or b2c, prospects 
and customers are smarter and more informed than ever – about you, your solution, 
your customers, and your competitors. And throwing more reps into the mix doesn’t 
solve a thing.  

Let’s take enterprise technology, for example, where industry consolidation and 
the rise of the Cloud has caused massive shifts in the industry and where many 
partners and resellers are fighting for survival as pay-up-front hardware sales 
continue to diminish. Many of these companies, who for years have focused purely 
on new sales and logos, are now turning their focus to monitoring and reducing 
churn, keeping a closer eye on not only revenue, but user count, type and size of 
company, and duration of the customer relationship. 
 
That’s why Customer Success was one of the very first components of the 
business I put into place – even before building-out our sales team. We know that 
unless our customers were wildly successful using our platform, we’ll never grow 
like we want to. And the decision continues to pay off.

What are some 
best practices for 
reducing churn?

According to industry leader 
Gainsight, the most effective ways 
to reduce churn are:

  • Identify at-risk customers early
  • Measure usage and adoption
  • Perform thorough analyses of  
    churned customers
  • Survey existing customers to      
    find problems early and fix them



Lesson #5
USER EXPERIENCE IS KEY 
TO PARTNER ENGAGEMENT, 
WHICH IS KEY TO SALES 
EFFECTIVENESS 
In a 2014 survey on software user experience, nearly 70% of participants reported 
that they were satisfied or enjoyed the user experience and design of the software 
they use at home or in their everyday lives. But when it came to the software they use 
at work, only 15% reported satisfaction or enjoyment with the user experience of the 
software they used to do their jobs.

And we wonder why Gallop recently reported that more than 70% of US employees 
report that they’re disengaged at work?  

When it comes to the channel, the same can be said about the experience and 
value that manufacturers are providing to their partners through the technology 
and software platforms that are mission-critical for cross-channel communications, 
training, marketing, pipeline management, and fulfillment. The days of cobbled-
together, disconnected systems and legacy “partner portals” are quickly reaching 
their end as both millenials and the most seasoned reps are demanding more 
connectivity and integration. And a mobile app isn’t enough, nor should it be. 

Is software user 
experience really 
that important?

In a 2014 survey, 70% of users 
were satisfied with their “at home” 
software user experiences.
 
Only 15% reported satisfaction 
with their “at work” software user 
experiences.



Lesson #6
THE “FORGOTTEN” METRIC: 
TIME TO VALUE (TTV) 
Earlier this year, New York venture capital firm RRE published an article calling 
Time to Value “the most important SaaS metric nobody talks about.” And I couldn’t 
agree more. As the article’s opening paragraph perfectly states:

“In a world where applications are delivered via cloud and distributed across 
billions of Internet-connected end-points, we’ve seen barriers to entry, adoption 
and innovation compress by an order of magnitude or two, if not crushed 
altogether. Compound this by advances in application and data portability and 
the implication for technology vendors competing in this global, all-you-can-eat 
software buffet is that customers’ switching costs are rapidly approaching zero. In 
this environment it’s all about the best product, with the fastest time-to-value and 
near zero TCO.”

And in today’s day and age, a buyer’s expectations for selection, affordability, and 
instant gratification transcends far more than just SaaS and technology. So the 
next time your partner, reseller, agent, broker, franchisee, or retailer tells you that it 
took them too long to find the right information, knowledge, tools or resources to 
close a deal…you better be listening. 

“TTV is the most important SaaS 
metric nobody talks about.”

RRE Ventures



Conclusion

Whether it’s in baseball or business, we all have our 
heroes and people that we look up to. In fact, most 
of us have several of them, ranging from family 
members to business mentors to military members 
and professional athletes who we admire for their 
performance and integrity. 

While there’s no doubt Silicon Valley has plenty 
of warts that we should not ignore for even one 
second, the innovation and thinking that’s taking 
place amongst startups and entrepreneurs is 
something we can all learn plenty from.



NO MORE EXCUSES. JUST 
MORE CHANNEL SALES, 
FASTER.
All too often, channel sales and marketing gets impeded by 
cumbersome roadblocks. Too little training. Not enough content. 
Difficulty accessing both. And too many processes and portals 
to scavenge when looking for the right knowledge and resources 
right now to help move prospects toward a purchase. 

Those days are over. With Allbound, there are no more excuses. 
Just more channel sales, faster.

Request a demo today at Allbound.com.

111 W. Monroe, Suite 603
Phoenix, AZ 85003

480.685.5470
sales@allbound.com

Twitter:
Allbound.com
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@GoAllbound
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Linkedin.com/company/allbound

Allbound - Partner Sales Acceleration
Allbound is an all-in-one SaaS toolset that helps 
businesses lower customer acquisition costs and 
accelerate time to market by increasing and monitoring 
engagement and activity in their indirect sales channels.
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