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I. Introduction
This paper is the second in a series devoted to a single topic that is not often covered 
in most renewal discussions: how to engage the channel for successful SaaS 
renewals sales.
 
In our first paper, Sales Renewals: A Primer, we introduced the importance of both 
change and risk management when it comes to renewals. In addition, we identified 
proven management tactics to address the inherent challenges to the renewals 
business:

•	 Uninterested, incompetent partners
•	 Unsustainable costs
•	 Preventable churn
•	 Organizational dissonance
•	 Incomplete, untimely information

As we worked through these tactics, we presented several frameworks for improved 
partner selection, alignment and overall channel design. Our intent being to help 
companies ensure they have the right partners for the right offers doing the right 
things – at the lowest cost.
 
This second paper takes us deeper inside the vendor organization to examine some 
best practices for engaging and enabling partners in order to minimize preventable 
churn and eliminate the “organizational dissonance” that occurs when functional 
team goals are not aligned.
 
Our continuing hope is that the collective wisdom in this series will help companies 
discuss and fine-tune their partner relationships for the increasingly critical business 
of SaaS renewals.

https://channelmechanics.com/channel_resources/whitepaper-saas-sales-renewals/?utm_campaign=Fhddfffahy+FbbF+Efafjbyf+4&utm_source=Email&utm_medium=FzbvyFvt
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II. THE SUPPORTING CAST FOR
OPTIMAL PARTNER LEVERAGING:
The Cross-Functional Team
Sometimes, when a company launches a truly great offer and it fails in the channel, 
the cause can be traced back to a lack of channel considerations in the early stages 
of offer development.

So, a key question to ask is who needs to be involved? Check the boxes you see as 
being critical:

Renewals Offer Team

Direct Sales

Channel Sales

Channel Marketing

Renewals/Customer Success

Sales Ops

Product Management

Finance

Customer Success

All of the above, and more

It’s no surprise that if you checked “all of the above and more,” you would be correct.
The entire organization needs to be involved in getting the most mutually beneficial 
relationships with your partner. But how should you work together? And what are 
your goals?

The framework we are about to describe outlines a best practice for ALL offers. For 
renewals, however, it has a very specific objective – the prevention and management 
of churn, thereby maximizing renewal rates. Which in turn maximizes renewals 
revenue.

In our first whitepaper, we identified “preventable” churn as one of the major risks to
a successful renewals business. To recap, we listed four major causes:

• Under-deployment
• Pricing issues
• Poor product support
• The quality of the “business deal” you create for your partners

In this whitepaper, we focus on how successful vendors, working cross-functionally, 
can address each of these causes in a multi-channel environment.
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SaaS Renewals 
Portfolio 
Planning

•	 Building expansion 
paths into the offer

•	 Capturing and 
sharing user data

•	 Developing 
a compelling 
business value 
proposition for the 
channel.

At the end of the day, the kind of churn we’re describing is a measure of your offer’s 
vulnerability to competitive displacement. However, a powerful weapon against 
competitive displacement is your team’s ability to create “stickiness.”

“Stickiness” is an informal measure of engagement that can be applied to both end-
users and partners. So, you need to ask if your offering creates “stickiness”? Does it 
engage partners and end users in ways that create value and adds emotions?

For SaaS renewals through partners, it is important that the cross-functional team 
consider this notion of stickiness at the following phases of offer development:

III. STICKINESS:  A Winning Play in 
Three Acts!

SaaS Renewals 
Concept to 
Market

•	 Partner market 
opportunity

•	 Partner selection 
criteria

•	 Partner policies, 
program and 
incentives

•	 Managing ramp-up 
(the “evolution path”)

SaaS Renewals 
Lifecycle 
Management

•	 Ownership of partner 
performance

•	 Support of partner 
performance

•	 Partner performance 
metrics
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ACT ONE: The SaaS Renewals Portfolio Planning Phase 
                        – Creating a Channel-Centric Offer
 
In a best practice environment, the SaaS offer team controls three important aspects 
of stickiness, but make it a point to include other functions:
 

1) Building Expansion Paths into the Offer

If you are going to depend on partners for some or all of your SaaS renewals revenue, 
it’s a good idea for both the renewals and channels teams to have a seat – and a 
voice – at the offer development table. Best practice is to develop the offer with the 
channel in mind – noting the channel’s existing skill levels and looking for ways that 
the offer can be designed for the channel to add its own incremental value. If the 
channel is relatively immature with SaaS, the offer teams can help partners succeed 
by building stickiness into the offer via expansion that can include:

•	 Usage-based prompts to new levels of functionality
•	 Built-in prompts on how to leverage an existing functionality for greater 

productivity
•	 Gamification  

2) Capturing and Sharing Usage Data

Additionally, it’s helpful to package any usage data you acquire and make it available 
to the channel as a benefit of the relationship. Examples here include:

•	 Usage data on the end-user’s internal performance and suggestions for 
productivity improvement

•	 Best practice insights gained from usage analysis from top-performing 
companies in a particular vertical etc. 

3) Developing a Compelling Business Value Proposition for the Channel

Sometimes vendors focus so heavily on the offer form/feature/function, they 
neglect to create a compelling value proposition for the business of SaaS renewals. 
This value proposition needs to be communicated clearly to partner principals who, 
in turn, can align, educate and support their renewals sales teams.
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In the creation of this important component of offer planning, the offer team 
CONTROLS:

•	 Documentation of the renewal’s value to the channel: 
 - Incremental revenue and margin opportunity 
 - Ability to sell other services as “drag alongs” 
 - Expected CLTV for the offer 

•	 Documentation of the renewal’s channel worthiness 
 - Ease of renewals 
 - Vendor support policies -- including tech support and training 
 - Renewals pricing strategy and competitiveness 

The offer team INFLUENCES renewals channel readiness by:

•	 How a vendor’s SaaS renewals policies, programs and incentives match the 
channel’s requirements

•	 Clear messaging on target “fit” markets, policies and performance 
expectations

•	 Skills development
•	 Quality and availability of support tools
•	 Vendor resources needed “behind the scenes” 

Viewed from 40,000 feet, the value proposition presents various views of revenue 
potential and discusses the implied profitability that comes from working with a 
vendor who focuses on managing the cost side by driving “ease of doing business.”
 

And, speaking about “ease of doing business”…

Vendor 
Support

Vendor 
Tools

CLTV for 
Partner’s 
Customer 
Segments ARR

Potential 
for Partner

ARR
Margin

Potential
Derived
Services
Revenue
Potential

PARTNER
BUSINESS

VALUE
PROPOSITION
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When Developing Your Value 
Proposition, it is Important to 
Recognize – and Emphasize – The 
Power of a Good Renewals Platform

 
In our work tracking renewals rates and revenue through partners, we found that a 
massive amount of money is left behind. This is not intentional. Rather, the main 
reason for this “revenue gap” is that many partners are not very good at “maximizing 
the monetization” potential of their customer base.
 
A good platform takes the burden off these partners and makes renewals what they 
should be – easy.  
 
What is “easy?”

• Upcoming/current renewal opportunities presented to every partner, every 
day

• Ability to request and receive a quote
• Ability to get custom views of renewals rates – e.g. by dollars/number of 

contracts
• Ability for partners – and vendors – to see where they are against target 

in each quarter (or current period) and track their improvement over time 
 

Both vendor and partner’s benefit:

• Improved renewals rate and revenue – we have experienced vendors moving 
their renewals rate by double digits!

• Ability to retain a footprint in accounts
• Basis for performance incentives and rewards
• Foundation for cross-selling and up-selling opportunity – we have seen a 

5-8% pull through with our channel program automation platform
• A differentiated, lower cost of doing business for the partner
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ACT TWO: SaaS Renewals Concept to Market 
                        – Creating a Compelling Business Deal

In whitepaper one, we discussed a framework for making some key strategic decisions 
around the market opportunity available to partners and the criteria vendors could 
use to improve the probability of aligning with the right partners.

Here, we continue our discussion of “stickiness” as it applies to the creation of a 
compelling business deal that effectively “protects” the vendor’s renewals from 
competitive encroachment. Creation of this “deal” is usually led by the channel’s 
sales and marketing teams and includes policies, programs and for more mature 
vendors, often incentives too.

Each of these components of the business deal needs to be assessed for its ability 
to:  

•	 Focus partners on the strategic importance of renewals to the SaaS 
business; yours, and theirs

•	 Ensure that partners have the right combination of skills and resources to 
achieve the renewals performance goals you set

•	 Defend against competitive displacement

Policies Program

Incentives

Evolution
Path

PARTNER
BUSINESS

DEAL
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The Importance of Role Playing to Fine-Tune your Channel Business Deal

When developing your organization’s relationship parameters for SaaS renewals 
through partners, it is a good idea to step back and do some role playing. Ask your team 
what types of questions partners are likely to have about the renewals business and 
jointly develop answers. Later, these answers can be captured and communicated in 
relevant media including recruiting dialog templates, legal documents (e.g. T&C’s), 
partner training and policy manuals.

You might wonder why it’s important to go through this exercise? There are two 
main reasons: (1) For many vendors, SaaS is still a relatively new business and (2) 
the practice of SaaS renewals through partners is newer still. Taking the time to 
understand and address the concerns of your partners up-front, helps ensure clarity 
and consistency of message and instills partner confidence in your commitment to 
the relationship.
 
Where to begin? At the end of the day, partners have lots of questions on two main 
topics:

a) How can I make money by selling your SaaS renewals?
b) If I am willing to invest in a relationship with you, will you be willing to make 
an investment in me? Can I make more money?

 
The following are some examples of questions to help get you started:

Types of POLICY Questions to Consider

1. How do you define renewals?

It is very important that your organization create and communicate a clear definition 
of how you define renewals. The most common definition we found across 
companies is “contract expansion beyond its original term.” If contract term is over 
and the customer migrates from one offer to another, most companies say this 
would not be a renewal, although there is some variance here.
 
2. What will I be paid for?

Partners should be selected and paid for the renewals that they have proven 
themselves capable of closing. The skills required for “simple,” “complex” and 
“strategic” renewals are outlined on page 12 of whitepaper #1.  Additionally, some 
partners may be able and willing to identify or close an upgrade and expansion 
opportunity. In these cases, the partner may receive a SPIF for a referral if the partner 
can prove participation in the sales process. Sections IV and V of whitepaper #1 have 
a full discussion on channel selection and channel system design.  

An example of a vendor using its own “direct” channels differentiates on the basis of 
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customer size. For “small” customers, the renewals person is the sales specialist. In 
a “large” customer opportunity, the renewals specialist may get a SPIF for the upsell 
or expansion. Depending on your assessment of your customers, your renewals 
complexity and your partners’ current capabilities, you can adapt this model for 
partners.
 
3. What happens if I encounter a renewal more complex than I can handle?

Best practice is to: (1) assess and quantify the likely level of complexity in your 
renewal base, (2) map current partners to this analysis and (3) develop a process and 
organization for making sure all levels of complexity are covered. Partners should be 
comfortable that, if they encounter a renewal more complex than they can handle, 
the vendor has a support system in place to assist. You can refer to Whitepaper #1 
for a full discussion.  
 
4. What are your top end-user policies and how do they affect me?

Because, with renewals, you’re working in an environment in which the vendor 
remains “attached” to the end-user throughout the lifecycle, policies that relate to 
the end-user need to be defined for the partner and the impact on the partner’s 
business needs to be addressed. Examples here include:

•	 Autorenewals
•	 Co-terming
•	 Grace periods/penalties (e.g. a re-instatement fee) – These types of policies 

apply to end-users when contracts/subscriptions expire or are renewed 
late. Enabling your channel sales team with consistent data allows them to 
explain to customers whose contracts or subscriptions have lapsed, how to 
regain service.

•	 Penalty revocation – There must also be clear rules for your channel 
renewals team on if/how a re-instatement fee might be revoked under some 
circumstances – i.e. to win back a former customer from a competitor.

5. How does your end-user pricing affect me? Does your renewals pricing reflect 
any discount on the initial sale? How will that affect my margin? How aggressive 
will you be if I am in a competitive bid situation?

If the vendor has established a discounted price on the existing sale, the end-user 
will most likely expect the renewal to reflect that. It is important to:

•	 Communicate your pricing strategy to your partner early on.
•	 Establish the “value” of the renewal for both vendor and partner. That is, is 

this renewal sizeable? Is it in an account with significant revenue potential?
•	 Compare the de facto margin to the partner: (a) the partner’s expected 

margin and (b) the actual effort involved in securing the renewal. Is the 
margin fair? Does it cover the partner’s cost of selling the renewal?

•	 Retain the option of improving the partner’s profitability via incentives or 
rewards.
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Regarding competitive bids, it is important to let partners know beforehand that you 
have a mechanism in place to respond. (Whitepaper #1 describes the role of the 
direct account resource who can assist in developing the bid.) Ideally, both vendor 
and partner would work together to determine how aggressive to be, based on a 
number of factors – strategic importance of the account, geography, vertical and/or 
market position and strategy of the competitor, etc.
 
6. What happens if my renewals customer wants to switch to another partner? 
How will any differences in margin be handled?

There may be a “hidden” question in this question – one regarding how you manage 
channel conflict. Best practice is to define your conflict management procedures 
and processes in your “business deal” dialogue, making sure to address both inter 
channel conflict (conflict that occurs between different channel categories – e.g. 
systems integrators and the direct sales team) and intra channel conflict (conflict 
within a distinct partner category – e.g. systems integrators) situations.
 
7. What happens if you – the vendor – do your job poorly and it affects my 
renewals rate? What does your company do to make me “comfortable” that you: 
(a) sell the value of renewals in the initial sale, (b) have a system for capturing 
critical data about the renewal and (c) measure and monitor customer 
satisfaction and flag any issues prior to renewal? My renewals rate could suffer 
as a consequence of what YOU do. Therefore, how are you going to keep me 
whole?
 
The following are a few of the most common vendor mis-steps that can impact the 
renewals partner:
 

•	 Sales mis-steps: 

- The vendor’s sales team omits to educate the buyer on the importance 
of the renewals contract from the outset. The buyer, therefore, fails to 
see the added value of renewing.

- The buyer forgets to register the offer – hence, the visibility to the end-
user’s details can be lost for future renewal sales opportunities. This 
often happens when the vendor’s sales team does not follow up with 
timely reminders to register the product.

- The buyer is not aware of, or forgets, when the subscription is about to 
expire. If the vendor has no system of record to track dates, the renewal 
may be lost. 
 

•	 Customer Success mis-steps 

- Issues with product features/functionality, pricing, etc. are not 
communicated back to the offer team.

- End-users have little/poor guidance on how to get the best value from 
their SaaS purchase and usage declines.
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- Customer success fails to monitor customer satisfaction and escalate 
any problems to the appropriate internal resource.

- Corrected issues are not communicated to partners. 

It is to your advantage that you acknowledge these potential challenges to top partner 
performance, address them internally and communicate this to your partners.

Types of PROGRAM Questions to Consider

One of the key decisions your team will have to make is whether or not to have 
a separate partner program for SaaS renewals – with tiers and associated 
requirements and benefits. It is our opinion that there should be, at least, separate 
specific criteria that a partner must meet in order to be “authorized” to see SaaS 
renewals (see whitepaper one on SaaS Sales Renewals). These criteria, along with 
any associated requirements and benefits can be handled as an “attachment” to the 
existing partner contract.

Regardless of how you decide to handle requirements and benefits, here are some 
of the top questions your “business deal” for the channel should address:
 
1. What skills, infrastructure, commitment, etc. do you require from a partner 
selling SaaS renewals? Or can anyone sell these renewals?

These are the criteria you established when you set the criteria (see Whitepaper 
#1 – Choosing the Players: An Analytical Framework for Partner Selection and 
Enablement).
 
2. What levels of performance do you expect – during the first six months and at 
full ramp-up? How long do you think it will take me to ramp up fully? 
 
At a minimum, it is important to establish a basic set of performance requirements 
that encompass both revenue targets and expected business practices that set the 
standard for how your mutual end-user customers will be served. Revenue targets 
should reflect “stretch” goals as well as “minimally acceptable” performance and 
can be expressed as:

•	 Renewal retention rates
•	 Number of multi-year deals
•	 The new increase in ARR over a specified period

An example of a business practice requirement could be specification of how well 
in advance customers should be contacted about their upcoming renewal. The 
requirement might be stated as: “All renewal customers must receive a renewal 
quotation 120 days in advance of contract anniversary.” This performance, along with 
others, should then be captured and tracked as part of renewal partner program 
management.
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Margin based on FUNCTION, 
i.e. using an activites-based cost 
methodolgy to identify the types and 
levels of cost the partner incurs during 
customer acquisition. 

Margin based on VALUE, i.e. the 
worth to the vendor to maintain this 
revenue stream.

 
3. What is my expected margin on renewals and how is it calculated? 

One of the main points of partner resistance to the renewals business is that the 
effort required, is not worth their time. To improve on this perception, vendors might 
consider the option of creating a VALUE-BASED MARGIN. Although we haven’t seen 
this tactic used widely, here’s how it might work:

4. How long will you pay me for renewals? 

The industry seems to be divided on this question, with 3 points of view: 

•	 “Renewals are easy” – pay for a limited time -- <2 years: Companies holding 
this view say that renewals are easy and should only be compensated for a 
short period of time, once the customer is “hooked.”

•	 “Renewals are critical” – pay during the life of the renewal: Another 
perspective is that renewals are the lifeblood of the business and that we 
should keep partners interested and focused. Therefore, compensation 
should last as long as the renewal.

•	  “Renewals are a barrier to offer migration” – pay for a limited time (e.g. 3-5 
years): Still another perspective is to say that renewals are very important, 
but our offer teams are designing new offers that we want users to migrate 
to. So we are going to limit the time we will compensate the partner for 
basic renewals in order to incent them to keep current with our new offers.

Net/net, there is no one right answer except “it depends!” Factors to consider include:

•	 The size and competitiveness of your market
•	 The level of complexity the renewals require (and the implied partner 

investment in acquiring necessary skills)
•	 The uniqueness of your offer and the strength of your brand

Initial Sale

Renewal
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• Alternatives available to your partners
• The cadence of new offers coming from the offer team

5. How will you support me for this business? What investments are you making
to help me succeed?

In addition to margin opportunity, your basic set of partner benefits should include:

• Renewals-specific training for partners (and training for your organization on
the importance, role and expectations of partners).

• Renewals pool leads and a process for assigning them.
• Documented response times to partner inquiries/need for support on the

SaaS renewal e.g. revised quote.
• Automated platform to ensure timely, accurate flow of data about the

renewal.
• Partner satisfaction surveys to capture any issues early and resolve them

quickly (Note: if you are just starting out, you may want to survey partners at
3 months, 6 months and again after one year.)

• Partner access to an “internal champion”, person or team, who can
troubleshoot issues and smooth the path for access to any additional
internal resources needed to assure partner success. Having this champion in
place at the outset is an industry differentiator and is one of the hallmarks of
every successful transition to channels.

6. What are the opportunities to earn more if I invest more?

Within a partner program for SaaS renewals, there are several additional benefits you 
can offer to capture and hold partner attention and loyalty. Again, you may choose to 
create a simple “tier” structure, or not. Some components to consider include:

• Access to higher-level benefits such as tier level, MDF funds, priority for
leads, etc.

• Free or reduced price benefits for top performers or to partners that
have committed to growth in the SaaS space - For example, you could
offer additional intelligence gained from usage date, whitepapers on best
practices, access to VIP events, etc.

• Payment for leads to expansion opportunities that are beyond the
capability of the partner to close e.g. cross-sell, upsell.

• Additional discounts or margin—There are mixed reviews on the wisdom
of offering deeper discounts for partners during the initial phases of a
transition to channels. For one thing, discounts are relatively easy to give
and very difficult to take away. Historically, vendors transitioning a business
to include channels have preferred to invest on the “retained cost” side (
support, training, easy access to internal resources) as these types of cost
are easier to scale back once the channel has matured.
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A Case Example to Consider: A separate tiering structure based on 
renewals performance

For many vendors, the ability and willingness of current partners to 
embrace and actively pursue SaaS renewals is mixed. And most vendors 
simply don’t have the power and resources to “force” a business model
transformation onto their entire partner ecosystem.

Faced with this reality, Nintex’s Stuart Campbell created a new solution 
- instituting a separate tiering structure and program specifically for
renewals. The program is aimed at partners with an interest in the SaaS
renewals business and a willingness to invest in the necessary skills and
infrastructure. The program focuses specifically - and aggressively - on
the renewal rate.

Key attributes of the program include:

• A requirement to have dedicated renewals resources.
• A target renewal rate of 95%. The minimal acceptable rate for

the top tier is 90%, while the minimal acceptable rate overall is
70%.

• Margin paid on renewal rate, with the highest margin paid to top
performing partners.

The Importance of Incentives

Incentives offer additional opportunities for partners to earn more during a given 
period of time and, again, help to capture partner attention and loyalty. These 
incentives can include:

• Rebates (i.e a percentage of the SaaS renewal sale value paid back to the
partner after a given period). Finance teams and the C-suite prefer this type
of “performance based” schemes as they carry no financial risk of giving
higher margins upfront or deep discounting. They are most effective, and
yield a good ROI, when targeted towards a specific activity or objective. For
example:

- “Boost your renewals rate by 2% and earn x% rebate; boost by 5% and
earn y%” – if you see that the renewals rates are below expectations
in a given geography, segment, etc.

- “Earn a z% rebate on multi-year renewals” if you see that competitors
are getting especially aggressive.

• Competitions whereby partners with the highest renewals rates in a region,
etc. get rewarded.

• SPIF’s/rewards to top-performing individuals within the partner
organization. These are helpful if the partner principal wants to improve the
renewals culture within the business.
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Creating an Evolution Path for your Transition to Channels

As you transition your SaaS renewals business to include partners, another best 
practice to consider is the creation of an “evolution path.” Vendors transitioning
from hardware to software, from software to services or from premises to 
cloud, etc. have historically found that: (1) not all their partners were capable 
of transitioning – or willing to make the journey and (2) there were some skills 
and culture gaps that needed to be developed over time before full performance 
targets could be met.

Highly successful vendors take the time to identify these situations and map out an 
evolution path.

This path can include such initiatives as:
• Recruiting new channel partners
• Developing a targeted program for renewals partners
• Engaging in teaming with new and evolving partners
• Phasing or staging the responsibility for renewals

Scenario planning exercises can help you determine what’s best for your specific 
situation. Some of the situations you may face include:

Situation 1:
“My partners have been great for my traditional business but most of them don’t see 
the kind of end-user we’ve targeted for our SaaS offers.”

The Path: New Partners and/or Mutual Investment
In the short term, this may mean you will have to rely on a 100% direct model as 
you recruit new partners. Or, if some of your partners have indicated a willingness 
to invest in new market entry, you may be able to help them evolve via a robust 
leads program coupled with a strong enablement initiative. This will be costly for 
you and for your partners and should be undertaken when the relationships are 
strategic, and you have the commitment of your partner’s senior leadership.

Situation 2:
“My partners are in the target SaaS accounts but they don’t currently call on the SaaS 
renewals decision maker. They don’t see it as worth their time.”

The Path: Enablement Program and Financial Incentives
If partners are experienced in SaaS but haven’t focused on renewals, you have an 
opportunity to create a solid business case and program that includes financial 
incentives to take on renewals. Some of these program components are discussed 
in the previous section.
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Situation 3:
“My partners see the right accounts and decision makers – but they are not fully 
capable of managing all of the renewals. The complex and strategic renewals are 
beyond their capability. But they can handle simple renewals.”

The Path: Phased Responsibility and Seamless Hand-Offs
Your response to this challenge depends on several variables:

• The size of the “gap” between current and required skill sets.
• The frequency of complex and strategic renewals in the customer base

these partners serve.
• The partners’ ability and willingness to invest in new skill sets.
• Your ability and willingness to invest in “ease of doing business”.
• One immediate action could be to take a “training wheels” approach. Allow

your “evolving” partners to manage simple renewals as you provide easy
hand-offs and assistance for the complex and strategic ones.



Best Practices for Leveraging the Channel

How To Engage The Channel for Successful SaaS Renewals 17channel
mechanics

ACT THREE: Lifecycle Management –
Assuring Consistent Performance Over Time

After your team has designed the renewals “whole package” for the channel – the
offer, the partner business value proposition, the capabilities required to sell, and 
the partner business deal – the work is great – but not complete! The next big job 
is making sure that the relationships you are investing in can run smoothly over 
time.

Early on, we introduced the concept of “organizational dissonance” to describe
internal environments hobbled by confusion, mixed messaging and gaps in critical 
hand-offs. Its opposite – “organizational harmony” – is a top goal of lifecycle
management and involves:

• Clearly identifying roles and responsibilities
• Assuring that all critical skills, functions and processes are in place.

Some important factors to consider include:

• RENEWALS QUOTA – Who owns it? Does the sales organization own this
quota or are their targets focused on new initial sales? Is it owned by the
renewals team? Shared with Customer Success? Does the channel sales
team have the same quota focus as AE’s (i.e. on initial sales), or do they
have a separate quota for renewals?

• PARTNER RENEWALS MANAGEMENT – Who does it? Who manages
partners for the renewals business? In our conversations with vendors,
we were surprised to learn that in one organization, the channels team
(who you would expect to manage partner performance for renewals) was
missing in action! As a default, the direct business team was taking over
this function. Obviously, there are concerns about this team’s full ability to
understand the SaaS renewals business in the context of the partners’ total
business, their ability to manage partner performance and resolve partner
issues.

• CUSTOMER SUCCESS EARLY INPUT AND ALERTS – How will this
happen? It is important for the customer success team to have an assigned
conduit to the team managing renewals through partners. It is important
for partners to know that customers are happy with the offer and with their
experience. Conversely, if customers are having problems in a particular
area, or with a particular offer, it is important to communicate this to
partners as soon as possible, along with a description of steps being taken
to fix the problem.
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• TEAMING – How will it take place? Because renewals operate in an
“always on” mode, there is never perfect certainty about a renewal’s profile
(simple vs complex) or about the customer environment. This means the
team needs to create a plan for rapidly marshalling and deploying internal
resources to assure the partner is successful. This is especially critical early
on, as partners learn to trust the vendor and form an opinion of the vendor’s
commitment.

• ESCALATING – How easy can you make it? The goal during all stages of
the relationship, but especially starting out, is to make sure that all partner
questions get answered and the partners have an opportunity to be heard
if they have problems with a policy or performance decision. There needs
to be a clearly defined escalation path for each partner. This can be an
assigned individual, an automated platform, or a combination.
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IV. SCORECARD

How do you rate worthiness of your Renewals Business for Partners?

Use this scorecard (or modify it for your organization) to capture current strengths 
and weakness of your SaaS partner renewals initiative:

Value Not Worthy (0) Worthy (5) Score

Your renewals offer 
fit with partner 
business

Little fit with existing 
partners’ customers

Good fit with existing 
partners’ customers

Offer complexity 
fit with existing 
partner 
capabilities

Poor/requires 
significant support

Good fit with minimal 
support

Vendor business 
value proposition 
to the channel

Nonexistent or not 
competitive

Competitive and clearly 
communicated

Vendor business 
deal for the 
channel (policies, 
program, 
incentives)

Incomplete and not 
competitive

Complete and 
competitive

Vendor training for 
all stakeholders

Nonexistent or ad hoc Created at program 
launch and monitored 
over time

Evolution path (if 
needed) in place

No yes

Quality of 
renewals partner 
management

Poor/ad hoc Good/with all necessary 
skills and performance

Ownership of 
renewals quota 
through partners

Not well-defined or 
resourced

Clearly defined and well 
resourced

Quality of 
customer success 
input for partners

Poor/nonexistent Timely and thorough

Quality of teaming 
with partners

Difficult to get 
resources assigned; not 
timely

Easy, timely access to 
necessary resources, 
following a plan

Opportunities and 
process for partner 
escalations

Primitive, rely on emails 
and voicemails

Assigned resources 
and robust automated 
platform
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V. Questions for Discussion

As a summary to this whitepaper, we have collected several questions that you 
may find useful to discuss within your organization, as well as with industry 
colleagues:

1. Does your organization have a cross-functional team assigned for renewals?
If so, who’s on it?

2. Are you satisfied with the business value proposition you’ve created for
partners? How does it stand up to the competition?

3. Do you think that the business deal you’ve created for partners – policies,
programs and incentives – is complete and competitive? What, if anything,
would you change?

4. Have you considered or created an “evolution path” to help the business
transition to partners?

5. In your opinion, do you have “organizational dissonance” or “organizational
harmony” around SaaS renewals sales through partners? What, if anything,
do you need to work on?
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Further Reading

How to Engage the Channel for Successful SaaS Renewals – Sales 
Renewals: A Primer

By Sue Heintz, Channel Mechanics with industry contributions from:
- Stuart Campbell, Renewals Manager at Nintex
- Bryan Koyano, Global Program Manager at Extreme Networks
- Donna Walter, Manager, Sales & Operations at Mitel
- Tim Willey, SVP Commercial Strategy and Operations at ForgeRock

Blog Articles

1. Best Practice for Maximizing Channel Renewal Revenue by Kenneth Fox
2. Five Predictors of Success for SaaS Renewals through Partners by Sue Heintz
3. Driving Renewals Sales via the Channel by John McArdle
4. How To Open the Renewals Conversation by Jacqui Rand
5. Measuring Renewals Sales Performance: Insights and Analytics by Jim Kelly
6. Renewal Pricing Strategy by Maciej Danielski
7. Renewal Sales 101 | The Business Opportunities and Practical Challenges by Jim Kelly
8. Renewal Sales Incentives by Maciej Danielski
9. Renewals Sales Organization Structures by John McArdle
10. SaaS Renewals Terminology by Niamh Salmon
11. Securing Renewals … Data is King by Maciej Danielski
12. Service Contract Renewals Time by Howard M. Cohen

To learn more about our Renewals Management Software, 
please visit Channel Mechanics

https://channelmechanics.com/channel_resources/whitepaper-saas-sales-renewals/?utm_campaign=Fhddfffahy+FbbF+Efafjbyf+4&utm_source=Email&utm_medium=FzbvyFvt
https://channelmechanics.com/channel_resources/webinar-channel-renewal-revenue/?utm_campaign=Fzbvy+Fvtabghef:+Jfcvabe&utm_source=Fzbvy+Fvtabghef&utm_medium=Email
https://channelmechanics.com/five-predictors-of-success-for-saas-renewals/
https://channelmechanics.com/renewals-sales-via-the-channel/
https://channelmechanics.com/securing-renewals-conversation/
https://channelmechanics.com/renewals-sales-performance/
https://channelmechanics.com/renewal-pricing-strategy/
https://channelmechanics.com/renewal-sales-opportunities-and-challenges/
https://channelmechanics.com/renewal-sales-incentives/
https://channelmechanics.com/renewals-sales-organization-structures/
https://channelmechanics.com/channel_resources/saas-renewals-terminology/
https://channelmechanics.com/securing-renewals-sales/
https://channelmechanics.com/service-contract-renewals-preparation/
https://channelmechanics.com/renewals-management-software/
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With special thanks to:
Stuart Campbell, Renewals Manager at Nintex;
Bryan Koyano, Global Program Manager at Extreme Networks;
Donna Walter, Manager, Sales and Operations at Mitel;
Tim Willey, SVP Commercial Strategy and Operations at ForgeRock
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