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	Partner name
	


	Country
	


	Date submitted
	






The information in this document should be considered confidential and only for the use of TRIMIT and the Partner


W
elcome into the TRIMIT Partner Network. We are delighted to have you onboard, and we look forward to a long and successful partnership with you! In TRIMIT we will do everything in our power to help you succeed with TRIMIT in your market space.

Running a successful partnership is in both your and our interest. When we agree on, where we are heading and how we will get there, we have a solid foundation from which we can build our joint success.

Therefore, the first step of the partnership is to give us your input to, how you foresee the partnership becoming the success it deserves.

This document is designed to put both you and us “on the same page”. By documenting what we are planning and then following up on how we performed, the document will serve as a dynamic tool for the partnership. Furthermore, it will constitute the background for our partner performance reviews that take place on a regular basis.

Please fill in all information into this document as detailed as possible. Sufficient time spent filling in this document already now, will result in a much smoother day-to-day partner relationship with a common goal and less time spent on administrating what we do and how we do it.

The document is designed to be filled in electronically, so please do not use hand-writing when filling it in.

Any questions on how to fill in information and what to fill in can be directed to: swp@trimit.com

Thank you!
[bookmark: _Toc271101259]Expectations from TRIMIT
In TRIMIT, our mantra is “Partnership made Easy”. We help our partners as much as we can in order to help them become and stay successful with TRIMIT and the partnership in general. In return for the services we provide to our partners, we also have some expectations for our partners:

3-8 TRIMIT deals closed per year
Sales people and consultants from partners are expected to complete the TRIMIT Academy within 12 weeks of the partner contract being signed
Openness between TRIMIT and the Partner about TRIMIT opportunities and deals in pipeline
Bi-weekly calls between TRIMIT Partner Manager and Partner to follow progress on the partnership
Commitment from  both sides
Use of TRIMIT Marketing Material (cf. section on TRIMIT Marketing)


[bookmark: _Toc271101260]Basic Information

	Name and address of Partner

	Partner name
	


	Address
	


	Zip / City
	


	Country
	


	Microsoft Voice ID
	





	Contact persons at Partner

	Department
	Name
	e-mail address
	Cell phone

	Management
	
	
	

	Sales
	
	
	

	Consultancy / Services
	
	
	

	Marketing
	
	
	

	Microsoft PAM
	
	
	




	General information about Partner

	Year of establishment
	


	Total revenue per year
	


	No. of employees
	


	Website
	


	Microsoft Partner level
	


	Countries served
	


	Office locations
	


	Industries served
	


	Solutions offered
	


	Vertical focus
	






	NAV experience at Partner

	Year of NAV experience
	


	No. of NAV customers
	


	No. of NAV sales staff
	


	No. of NAV consultants
	


	NAV certifications
	


	NAV revenue per year
	





	Business model at Partner

	Describe the steps in your typical sales cycle
	









	Average time spend in sales cycle
	(Time from first meeting to contract signature)







	Expectations for TRIMIT partnership

	Expectations for TRIMIT in the market
	

	Industries to be served with TRIMIT
	

	Other solutions for the same vertical
	

	No. of customers in vertical
	


	No. of consultants with vertical experience
	


	No. of sales people to sell TRIMIT
	


	No. of consultants to implement TRIMIT
	






[bookmark: _Toc271101261]A little bit of background

	Expectations for TRIMIT partnership
Tell us a little about the background for the partnership between you and TRIMIT

	Why TRIMIT?
	(Why do you find a partnership with TRIMIT interesting?)





	Why you?
	(Why should TRIMIT find you interesting for a future partnership?)





	Go-to-market strategy
	(How do you plan to take TRIMIT into your market?)





	Expectations
	(What do you expect from TRIMIT?)





	Potential
	(How do you see the potential for TRIMIT in your market?)








	Company & Market analysis
Describe the Strengths / Weaknesses / Opportunities / Threats you see regarding your company and your market

	Name strengths of your company and your market

	Name weaknesses of your company and your market







	Name opportunities of your company and your market

	Name threats of your company and your market











	Competitor analysis
Describe your top 3 competitors, what they are good at and how you plan to beat them with TRIMIT

	Competitor 1- Name
	

	Competitor strengths
	



	How to beat them
	







	Competitor 2 - Name
	

	Competitor strengths
	



	How to beat them
	







	Competitor 3 - Name
	

	Competitor strengths
	



	How to beat them
	





















[bookmark: _Toc271101262]Existing NAV customers

	Existing customers
Describe the potential of converting your existing NAV customers to TRIMIT customers

	No. of vertical customers
	(No. of existing customers in the vertical you plan to serve with TRIMIT)





	No. of conversion opportunities
	(No. of existing customers with a potential for converting to TRIMIT)





	Needs to convert
	(What is needed in order to convert customers to TRIMIT)








[bookmark: _Toc271101263]Numbers

	Expected revenue for TRIMIT per year
Describe the potential you see per year as well as immediate opportunities

	No. of known TRIMIT opportunities
	



	No. of expected TRIMIT deals per year
	



	Expected TRIMIT revenue per year
	



	Expected revenue per quarter
	Q1:
Q2:
Q3:
Q4:







[bookmark: _Toc271101264]Go-to-market strategy
(Part of first meeting with TRIMIT Partner Management)

	TRIMIT Pipeline Builder
Mark the parts of the TRIMIT marketing package you want customized with your company logo etc.

	Brochure
	|_| Fashion         |_| Furniture


|_|               
Product Configuration & Manufacturing


	Fact Sheets
	|_| Fashion Sales Portals
|_| Fashion B2B
|_| Fashion B2C
|_| Fashion Sales Agent
|_| Fashion Supplier Portal
|_| Fashion PDM / PLM

|_| Furniture B2B
|_| Furniture B2C

|_| Product Configuration 

|_| Data Capture

|_| Zero Cost Upgrade

	|_| Word file for translation
|_| Word file for translation
|_| Word file for translation
|_| Word file for translation
|_| Word file for translation
|_| Word file for translation

|_| Word file for translation
|_| Word file for translation

|_| Word file for translation

|_| Word file for translation

|_| Word file for translation

	Post Cards
	Fashion
 |_||_||_||_|

|_| |_||_|

  




Furniture
|_||_||_|

	Case Story Postcards
	Fashion
|_||_||_|
|_||_||_|

Furniture
|_|[image: C:\Users\hsk\AppData\Local\Temp\screenshots\2010-08-30 13h33_14.png]|_|[image: C:\Users\hsk\AppData\Local\Temp\screenshots\2010-08-30 13h34_38.png] 

Product Configuration / Manufacturing
|_|[image: C:\Users\hsk\AppData\Local\Temp\screenshots\2010-08-30 13h38_48.png]|_|[image: C:\Users\hsk\AppData\Local\Temp\screenshots\2010-08-30 13h40_17.png]

	New Customer Win Story
	Fashion
|_|[image: C:\Users\hsk\AppData\Local\Temp\screenshots\2010-08-30 13h58_42.png]|_|[image: C:\Users\hsk\AppData\Local\Temp\screenshots\2010-08-30 14h00_55.png]


	Case Story Pdf
	[image: C:\Users\hsk\AppData\Local\Temp\screenshots\2010-08-30 13h46_22.png]Fashion: 
|_| Hummel
|_| Vestergaard Frandsen
|_|[image: C:\Users\hsk\AppData\Local\Temp\screenshots\2010-08-30 13h41_50.png] Molo Kids
|_| Bruuns Bazaar
|_| Message
|_| Papfar
|_| Stella Nova
|_| Becksøndergaard
|_| Borch Textile Group
|_| Kvik
|_| Thygesen Fabrics


Furniture:
|_| JKE Design
|_| Montana
|_| Fredericia Furniture
|_| Bros. Andersen Carpentry

Product Configuration & Manufacturing:
|_| Interacoustics
|_| Thermisol
|_| Halton
[image: C:\Users\hsk\AppData\Local\Temp\screenshots\2010-08-30 13h44_24.png]

	Roll-Up
	Fashion: |_|[image: C:\Users\hsk\AppData\Local\Temp\screenshots\2010-08-30 14h14_28.png]Furniture: |_| [image: C:\Users\hsk\AppData\Local\Temp\screenshots\2010-08-30 14h16_29.png]





	PowerPoints
(customer presentations)
	|_| Fashion|_| Furniture[image: C:\Users\hsk\AppData\Local\Temp\screenshots\2010-08-30 14h32_33.png]


	Fact Sheets
	|_| Fashion Sales Portals
|_| Fashion B2B
|_| Fashion B2C
|_| Fashion Sales Agent
[image: C:\Users\hsk\AppData\Local\Temp\screenshots\2010-08-30 14h44_49.png][image: C:\Users\hsk\AppData\Local\Temp\screenshots\2010-08-30 14h43_29.png][image: C:\Users\hsk\AppData\Local\Temp\screenshots\2010-08-30 14h42_05.png]|_| Fashion Supplier Portal
|_| Fashion PDM / PLM

|_| Furniture B2B
|_| Furniture B2C

|_| Product Configuration 

|_| Data Capture

|_| Zero Cost Upgrade


	Image Box
(picture package)
	|_| Fashion
|_| Furniture


	Texts
(word format)
	|_| Fashion
|_| Furniture


	Business Partner Logo
	|X| Will be sent automatically    [image: C:\Users\hsk\AppData\Local\Temp\screenshots\2010-08-30 14h45_59.png]  [image: C:\Users\hsk\AppData\Local\Temp\screenshots\2010-08-30 14h46_31.png]


	TRIMIT Logo package
	|X| Will be sent automatically[image: ]



[bookmark: _Toc270943214][bookmark: _Toc270943309][bookmark: _Toc270943390]
	New TRIMIT Partner Marketing Material

	New Customer Win
	
|_| _________________

|_| _________________


	Case Stories
	
|_| _________________

|_| _________________



WEB
Expectations:
TRIMIT to be visible on your website within 30 days
TRIMIT Business Partner logo on website within 30 days (also available for email signatures)
TRIMIT New Partner Win Story (will be sent from TRIMIT) within 14 days of partner agreement signature

	TRIMIT on Partner website
Mark what material you would like to have from TRIMIT to use for putting TRIMIT on your website

	Image Box
(picture package)
	|_| Fashion
|_| Furniture


	Texts
(word format)
	|_| Fashion
|_| Furniture





EVENTS
Expectations:
2 event per year minimum 
Event is defined by:
Roadshow / seminar / conference
Customer day
Fair participation (exhibition)
TRIMIT Marketing Material + Partner Marketing Material to be ready (printed) for any event
TRIMIT should be visible
[bookmark: _Toc270673996][bookmark: _Toc270943215][bookmark: _Toc270943310][bookmark: _Toc270943391]
EVENT DESCRIPTION 1

	Event Title
	

	Event Type
	|_| Roadshow / seminar / conference
|_| Customer day
|_| Fair participation


	Event Description
	


	Solution/Themes
	

	Key Messages
	

	Target Companies
	|_| Existing customers
|_| New customers

|_| Fashion
|_| Furniture
|_| Product Configuration & Manufacturing
|_| Trade & Distribution


	Procedure
	
|_| Invitation, number of invites: _________
|_| Telemarketing
|_| Emailing
|_| “Personal” follow-up


	Event Date?
	


	Event Venue?
	


	Agenda
	






	TRIMIT Marketing Resources
	|_| Invitations
|_| Other TRIMIT material:


	Success Criteria


	

	Event Deadlines
	Invitations finished: 
Invitations sent:
Registration list deadline:
Presentation deadline:
Event follow-up: (filled out by TRIMIT)

	PR Activities
	|_| Internet, where?_______________________________________
|_| Internal Communication
|_| TRIMIT Web
|_| Print media, where?_____________________________________



TRIMIT/Partner Participation
	TRIMIT Participation
	|_| Sales
|_| Pre-sales

|_| Presentation
|_| Demo booth


	Partner Participation
	Names:


Other
	Comments





	



[bookmark: _Toc270673997][bookmark: _Toc270943216][bookmark: _Toc270943311][bookmark: _Toc270943392]EVENT DESCRIPTION 2
	Event Title
	

	Event Type
	|_| Roadshow / seminar / conference
|_| Customer day
|_| Fair participation


	Event Description
	


	Solution/Themes
	

	Key Messages
	

	Target Companies
	|_| Existing customers
|_| New customers

|_| Fashion
|_| Furniture
|_| Product Configuration & Manufacturing
|_| Trade & Distribution


	Procedure
	
|_| Invitation, number of invites: _________
|_| Telemarketing
|_| Emailing
|_| “Personal” follow-up


	Event Date?
	


	Event Venue?
	


	Agenda
	






	TRIMIT Marketing Resources
	|_| Invitations
|_| Other TRIMIT material:


	Success Criteria


	

	Event Deadlines
	Invitations finished: 
Invitations sent:
Registration list deadline:
Presentation deadline:
Event follow-up: (filled out by TRIMIT)

	PR Activities
	|_| Internet, where?_______________________________________
|_| Internal Communication
|_| TRIMIT Web
|_| Print media, where?_____________________________________



TRIMIT Participation
	TRIMIT Participation
	|_| Sales
|_| Pre-sales

|_| Presentation
|_| Demo booth


	Partner Participation
	Names:


Other
	Comments





	




CAMPAIGNS
Expectations:
2 campaigns per year minimum
Campaign is defined by:
Mailing

-CAMPAIGN DESCRIPTION 1
	Campaign Title
	

	Campaign Description
	


	Solution/Themes
	

	Key Messages
	

	Target Companies
	|_| Existing customers
|_| New customers

|_| Fashion
|_| Furniture
|_| Product Configuration & Manufacturing
|_| Trade & Distribution


	Invitation/Postcard
	
|_| TRIMIT General Postcard, which________________________________________
|_| TRIMIT “New Customer Win” story, which________________________________
|_| TRIMIT Case Story, which_____________________________________________
|_| Own invitation_______________________________________________________


	Important Dates?
	Invitation ready, deadline________________________________________________
Sent out______________________________________________________________
Follow up with TRIMIT_____________________________________________________________


	Success Criteria


	

	Campaign Media
	|_| Internet, where?_______________________________________
|_| Internal Communication
|_| TRIMIT Web
|_| Print media, where?_____________________________________


	Other

	Comments





	



-CAMPAIGN DESCRIPTION 2
	Campaign Title
	

	Campaign Description
	


	Solution/Themes
	

	Key Messages
	

	Target Companies
	|_| Existing customers
|_| New customers

|_| Fashion
|_| Furniture
|_| Product Configuration & Manufacturing
|_| Trade & Distribution


	Invitation/Postcard
	
|_| TRIMIT General Postcard, which________________________________________
|_| TRIMIT “New Customer Win” story, which________________________________
|_| TRIMIT Case Story, which_____________________________________________
|_| Own invitation_______________________________________________________


	Important Dates?
	Invitation ready, deadline________________________________________________
Sent out______________________________________________________________
Follow up with TRIMIT_____________________________________________________________


	Success Criteria


	

	Campaign Media
	|_| Internet, where?_______________________________________
|_| Internal Communication
|_| TRIMIT Web
|_| Print media, where?_____________________________________


	Other

	Comments
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