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About this Playbook
This playbook is intended for the business and technical leadership of companies that are 

exploring or growing a Microsoft Business Applications practice.  

Objectives 

The goal of this playbook is to help new or existing 

Microsoft partners develop offerings around Microsoft 

Business Applications, whether as a foundation to a new 

Microsoft Business Applications practice or a way to 

accelerate the growth of an existing Microsoft Business 

Applications or Microsoft Dynamics practice. The contents 

will help you plan for and build a new practice area 

quickly, using experiences and best practices gathered 

from Microsoft Business Applications partners of all sizes 

from around the world.  

For the business focused individuals in your organization, 

this playbook provides valuable resources for driving new 

revenue opportunities, developing strategies for 

marketing, selling, and lead capture, and building deeper 

and longer-term engagements with your customers 

through potential new one time  and recurring services 

offerings.  

For the technical individuals in your organization, the 

playbook offers guidance on several topics that range 

from the skills your technical team members will need, to 

resources you can use to accelerate learning. It also 

identifies key opportunities for both your technical 

delivery and product development teams to focus on to 

ensure your business practice expands and grows.  

 

 

 

 

 

NOTE: Many Microsoft Dynamics partners have assisted in the creation of this playbook, offering practical examples of best 

practices and recommendations. These are instructive examples and not meant to be exclusive.  

  

CONTRIBUTING PARTNERS 

Avtex Sable 37 (DXC) 

EBECS (DXC) Sopris 

Hitachi Sunrise  

Velrada Neural Impact 

Power Objects (HCL)  

http://www.sable37.com/
https://www.appliedis.com/
http://www.velrada.com/
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Using the Playbook Effectively 

Review the playbook to familiarize yourself with the layout and content. Each section includes 

an executive summary and key actions for that specific topic. Review these summaries first to 

decide which areas are of most interest and importance to you. Go over the detailed content 

several times, if needed, then share with your team. 

TO GET THE MOST VALUE OUT OF THIS PLAYBOOK: 

R Get your team together and discuss which pieces of the strategy each team member is responsible for. 

R Hold a white board brainstorming session on each of the key chapter areas of the book.  

R Share the playbook with your sales, marketing, support, technical, and services teams. 

R Leverage the resources available from Microsoft to help maximize your profitability. 

R Share feedback on how we can improve this and other playbooks by emailing playbookfeedback@microsoft.com. 

 

  

mailto:playbookfeedback@microsoft.com
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Partner Practice Development Framework 
The partner practice development framework defines how to take a business application 

practice from concept to growth in five stages. It is the foundation of this playbook, and each 

phase of the framework is covered in a dedicated chapter. 

 

Define 
Strategy 

Execute your sales and marketing 

strategy to optimize your lead 

generation, buyer engagement 

and conversion activities. 

 

Prepare for launch with 

systems, tools, and 

process in place. 

Hire talent, train resources, and 

complete certifications. 

   

Sales/Marketing  
Readiness 

 

Operationalize 

Optimize 
& Grow  

Hire & Train 

Evaluate the market opportunity to 

define your practice focus, identify 

customer trigger events and develop 

your offer and pricing. 

 

Collect feedback, expand customer 

lifetime value, grow post-sale with 

renewal and advocacy programs 

and land and expand strategies.  

 

 



BUSINESS APPLICATIONS PAGE 6 

 

 

The Business Applications Market Opportunity  
Digital solutions are redefining the way businesses operate. Organizations are discovering 

new opportunities for market expansion, revenue streams, ways to communicate with 

customers and suppliers, and even for entirely new business models. Digitalization can drive 

quantum leaps in organizational performance through improved productivity, risk 

assessment and decision-making, as well as transforming engagement through the vertical 

and horizontal business chains.   

Organizations embracing digital transformation generate 

an average of $100 million (or 8% points) more operating 

income each year than those who lag behind.   

So, it comes as little surprise that 86% of CEOs believe that 

technology will change their business more than any 

other trend in the next 5 years (PWC CEO Survey).  

But digital transformation is not simply about technology 

ñ itõs a business strategy that requires leaders to re-

envision existing business models and embrace a different 

way of bringing together people, data, and processes to 

create value for their customers and capture new 

opportunities for their organizations. 

Digital transformation means how you: 

¶ Engage your customers with personalized experiences 

they love. 

¶ Empower your employees for success with a 

collaborative, anytime-anywhere data-driven culture.  

¶ Optimize your operations with intelligent processes 

that accelerate responsiveness and reduce costs. 

¶ Transform your products.  

Intelligent business applications are the enabler of digital 

transformation. Gartner reports that through 2022, 

growth in enterprise IT spending for cloud-based 

offerings will outpace traditional (non-cloud) IT offerings. 

As a key driver of IT spending, enterprise software will 

continue to exhibit strong growth, with worldwide 

software spending projected to grow 8.5% in 2019. It will 

grow another 8.2% in 2020 to total $466 billion. 

Organizations are expected to increase spending on 

enterprise application software in 2019, with more of the 

budget shifting to  software as a service. (Source: Gartner, 

January 2019) 

  

https://www.pwc.com/gx/en/ceo-survey/2014/assets/pwc-17th-annual-global-ceo-survey-jan-2014.pdf
https://www.gartner.com/en/newsroom/press-releases/2019-01-28-gartner-says-global-it-spending-to-reach--3-8-trillio
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Data is the new currency 

This significant demand for intelligent business 

applications as the core driver of transformation results 

from the vast amounts of data relating to people 

(employees), products (operations and telemetry) and 

customers (signals) that are available.  Data is produced 

everywhere throughout your customer organizations and 

is driving a dramatic change to the business environment 

with three dominant themes emerging: 

CUSTOMER ENGAGEMENT IS EVOLVING 

¶ Everyone is mobile, and they want to access  

more information, qu icker. 

¶ People trust opinions from their friends  

and peers more than they trust brands. 

¶ Itõs easier than ever to switch to a competitor. 

¶ 57% of the purchase decision is complete before  

a customer even calls a vendor. (CEB) 

¶ 67% of the buyerõs journey is now done digitally. 

(Sirius Decisions) 

¶ By 2020, customer experience will overtake price and 

product as the key brand differentiator. (Walker 

Information) 

PRODUCTIVITY IS CRITICAL FOR BUSINESSES TO 

SCALE 

¶ Resources are limited; productivity is the way to scale. 

¶ 40% of a workerõs productive time is lost when  

switching tasks. (APA.org) 

¶ Productivity tools can be embedded directly into 

business processes to save time and increase 

productivity.  

¶ IHS predicts 80 billion connected IoT devices  

in operation by 2025. (IHS) 

A NEW SPEED OF BUSINESS 

¶ New technology is not only enabling new business 

models, itõs at a much faster rate than ever before. 

¶ People and processes need to respond quickly  

to changes in the market. 

  

https://www.cebglobal.com/insights/challenger-sale.html
http://www.siriusdecisions.com/blog/three-myths-of-the-67-percent-statistic/
http://www.walkerinfo.com/customers2020/
http://www.walkerinfo.com/customers2020/
http://www.apa.org/pubs/journals/releases/xhp274763.pdf
https://technology.ihs.com/576272?utm_campaign=PR_iot-platforms-enabling-the-internet-of-things-001&utm_medium=press_release&utm_source=Newsroom
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Business Application Industry Consolidation 

Mergers and acquisitions in the business applications market continues to be active, fueled by competition for human 

resources, rapid growth rates, and increasing customer expectations for industry domain expertise. The shift to an ongoing, 

recurring revenue base, facilitated by a SaaS model, is significantly increasing company valuations and the value shareholders 

derive. Buyers are willing to pay a higher price for a lower risk model, and benefit from lendersõ willingness to extend credit 

against recurring revenue. 

 

In most business application markets around the world, ERP focused partners are buying or merging with CRM companies 

and large traditional VARõs are acquiring or spinning off small ISV firms or divisions. Recent European examples within the 

Microsoft partner eco-system include:  HSO and Dynamics Software, Columbus Global and To Increase, and EPG and 

Dynaway.   

 

SEG Capital Advisors, a California based M&A firm exclusively focused on the software industry, reported CRM & Marketing 

continues to lead SaaS mergers and acquisitions deal volume with the category posting 159 transactions in 2018. HR & Talent 

Management and ERP were also very active with 87 and 73 transactions, respectively (SEG 2019 Annual Report) 

  

 
 

http://softwareequity.com/seg-2019-annual-report/
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The Opportunity by Functional Process 
Globalization is driving digital transformation across every key business function, workflow 

and process. Your clients must continuously reinvent their business models and strategic 

imperatives ð enabled by technology ð or risk being displaced. While the transformation 

opportunity may be unique to each industry, the business application opportunity applies to 

them all.  

This relentless desire and need to innovate and evolve represents an incredible revenue opportunity for Microsoft Dynamics 

365 partners. A recent Forrester Research report determined that existing Microsoft Dynamics 365 partners are generating 

$10 of service revenue for every $1 of Microsoft Business Applications licensing margin. 

CRM Opportunity 

According to Gartner Inc, at the end of 2017, worldwide 

customer relationship management (CRM) software 

revenue reached $39.5 billion , making CRM the largest of 

all business applications markets. Gartner also suggests 

CRM software revenue will continue to lead all business 

applications markets with a growth rate of 16%. (Gartner, 

2018).  

This growth rate is predominantly driven by lead 

management, customer engagement and acquisition, and 

field service management, each of which is growing by 

more than 20% (Gartner, 2018). Client organizations want 

accessibility to customer data in real-time to  provide a 

more personalized experience, with mobile and cloud 

solutions in the forefront. 

Companies are investing in CRM to ensure compliance 

with the European General Data Protection Regulation 

(GDPR) and other consumer privacy laws. It is expected 

that budgets for information security, CRM and CX, 

marketing technology, data loss prevention, security 

information, event management, and security consulting 

will continue to grow at an accelerated rate.  

GDPR non-complianceðdue to outdated, vulnerable 

legacy systems and incomplete dataðis also preventing  a 

real-time 360-degree view of the customer. Combined, 

these two business challenges, often compounded by 

disconnected systems and siloed information, result in 

declining customer engagement and lost revenue 

opportunities.  

ERP Opportunity 

According to Stratistics MRC, the Global Enterprise 

Resource Planning (ERP) Software market is expected to 

grow from $34.10 billion in 2017 to $74.20 billion by 2026. 

This represents a compound annual growth rate (CAGR) of 

9.0% (Statistics MRC). Gartner estimates that by 2020, at 

least 35% of new product-centric ERP deployments in 

large enterprises will be consumed as software as a service 

(SaaS) (Gartner). 

Key factors driving growth are improving operational 

efficiency, maintaining real-time data transparency, and a 

strong desire for cloud-based ERP deployments. Rising 

demand for ERP solutions from SMBs is another 

contributing factor  as SaaS licensing enables small and 

medium sized business to leverage industry-specific 

business applications that were once solely the domain of 

the enterprise. Product and services quality 

improvements, the increasing maturity and accuracy of 

data analytics, intelligent  business applications, and the 

need for greater workforce mobility are also driving 

significant ERP projects. Buyer purchase triggers include:  

¶ Outdated, slow, inflexible legacy systems that hamper 

the organizationõs ability to respond rapidly to market 

opportunities and customer demands 

¶ GDPR non-compliance due to outdated, vulnerable 

legacy systems 

¶ The desire to integrate smart sensors and IoT devices 

that support new business models  

¶ Inability to scale to address business complexity and 

growth  

https://www.gartner.com/en/newsroom/press-releases/2018-04-10-gartner-says-crm-became-the-largest-software-market-in-2017-and-will-be-the-fastest-growing-software-market-in-2018
https://www.gartner.com/en/newsroom/press-releases/2018-04-10-gartner-says-crm-became-the-largest-software-market-in-2017-and-will-be-the-fastest-growing-software-market-in-2018
https://www.strategymrc.com/report/erp-software-global-market
https://www.gartner.com/document/3587259
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Human Capital Management 

(HCM): Talent and Core HR 

Opportunity  

The overall HCM applications market is expected to reach 

$23.5 billion by 2022, up from $20.3 billion in 2017, which 

represents a CAGR of 3%. Within HCM, the core HR 

applications market was $12.2 billion in 2017 with a 

forecast growth rate of 3.1%. The Talent Acquisition 

business applications market was $4.8 billion, expanding 

at a CAGR of 3.4%. 

 

Investment in HR applications is being driven by several 

key factors, including:  

¶ Increasing employee demands 

¶ Competitive labor markets 

¶ Need for more agile recruitment and hiring  

¶ Acute competition for key skills 

¶ Rising social media and video recruiting  

¶ High-volume recruitment efforts directed at a 

primarily mobile workforce 

¶ Need for enhanced communication capabilities  

Buyer purchase triggers include: 

¶ Inability to quickly attract and recruit high quality 

talent to fill open positions 

¶ Outdated, manual and/or inefficient systems that 

undermine HR productivity and employee 

performance 

¶ Increasing hiring costs 

¶ Need to accelerate new hire onboarding to 

reduce time to productivity and employee 

turnover 

Customer Experience 

Opportunity  

According to the Walker 2020 Customers report, 

customer experience is on track to overtake both price 

and product as the key brand differentiator by 2020.  

The global customer experience management market 

(including both customer and field services) is expected to 

grow from $5.98 billion USD in 2017 to $16.91 billion USD 

by 2022 at a CAGR of 23.1%. (Markets and Markets) 

Key trends driving this growth are: 

¶ Heightened customer expectations for real-time 

service delivery 

¶ Omni-channel service enquiry and resolution 

including mob ile, email, call center, social media 

and chat 

¶ Customer demand for personalized experiences 

¶ Increased global competitiveness driving 

customer retention and brand loyalty through 

superior customer service delivery 

Buyer purchase triggers include:  

¶ Inability to access a single, accurate and complete 

customer view 

¶ Declining first call resolution and first-time fix 

rates 

¶ Productivity issues around remote fixes 

¶ Resource schedule optimization 

¶ Declining customer satisfaction ratings 

¶ Surging customer churn  

 

Sample customer service-oriented marketing landing page from 

PowerObjects. 

https://www.marketsandmarkets.com/Market-Reports/customer-experience-management-cem-market-543.html
https://www.powerobjects.com/
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Executive Summary  
With a clear understanding of the Microsoft Dynamics 365 practice opportunity, the first step 

is to define the strategy you will use to build yours. Like the foundation of a house, thinking 

through your strategy is critical to the long-term success of your practice. 

This section of the playbook will review the steps required 

to define your business applications practice strategy.  

Todayõs business buyers increasingly expect a high level of 

industry knowledge and/or  domain expertise. The 

following section will guide you through the process of 

analyzing, identify ing and defining your core practice 

focus in terms of industry, vertical workload or market 

specialization, to create defendable differentiation. 

It is important to  understand the common trigger events 

of your target market and how they lead to business 

application projects.  We will then outline the critical 

elements to consider to successfully define, design, and 

review your solution development options with regards to 

build ing, buying, or partnering.  

Next, we will review the four core cloud business 

application revenue streams (subscription resale, project 

services, managed services, and intellectual property), 

their respective margin contributions , and their impact on 

profitability and differentiation .  

Following that, we will also explore your solution pricing 

options. An effective pricing strategy will increase lead 

generation, accelerate customer acquisition and improve 

profitability . It also helps clearly communicate your value 

proposition .  

Lastly, weõll conclude this section by reviewing the 

benefits of partnering, both with Microsoft and 

complimentary partners in the broader ecosystem, that 

can help you efficiently and effectively bring your own 

unique Microsoft Dynamics 365 solution to market.  

Now, letõs start with defining your practice strategy. 

 

Top 5 things to do 

Here are the top 5 things you should 

consider when  defining your business 

applications practice strategy. 

R Define your practice focus 

R Understand the Dynamics 365 opportunity  

R Identify customer trigger events 

R Define and design your solution offer 

R Define your pricing strategy 
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Define Your Practice Focus  
Your Dynamics 365 business application practice will enable you to create and deploy 

innovative business solutions that help your customers reduce costs, streamline business 

processes, scale and grow, meet customer demands, attract and retain talent, deliver high 

quality services and secure sustainable competitive advantage in their chosen industries. 

The business applications market is both mature and highly competitive , and the barriers to entry, in terms of skills and 

expertise, are high. Customers expect their vendors to possess a deep understanding of both technology and industry, as well 

as expertise and experience resolving their specific business challenges. Domain expertise is a critical success factor. 

To effectively compete, you will need to focus on a defined industry, vertical, market or specialization to develop credible 

domain expertise. Developing this expertise requires discipline. 

In the Microsoft Dynamics Playbook survey conducted by MDC Research, partners reported that becoming specialized in an 

offering is a critical key to success when moving to a cloud model.  

 

Source: Microsoft Dynamics Playbook Survey, MDC Research, February 2018 
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Choose a Specialization  
Focus on an industry, market segment or solution specialization to drive competitive 

advantage. 

Business applications have been widely available since the 

1980s. As a result, most solutions contain more functionality 

than customers can realistically consume. They have 

effectively become commoditi es. Building a business 

application practice today requires specialization, 

differentiation , and the ability to deliver measurable 

customer business value quickly. 

Increasingly, customers are searching for pre-configured, 

purpose-built  industry solutions they can deploy quickly, 

with limited risk, at a relatively low cost.  

Business buyers are also selecting business application 

based on platform and, most importantly , the degree to 

which it is customized for their specific needs. They are 

reluctant to take on the risk of working with a partner who 

does not understand their business model, processes, and 

requirements.  

They are no longer willing to invest their time and resources 

educating vendors. Instead they are seeking and rewarding 

technology providers that offer pre-configured 

industry/vertical solution sets, who have successfully 

implemented similar solutions with industry peers.  

Historically, most business application partners adopted a 

horizontal customer acquisition strategy, mistakenly 

believing  that casting the net wide, targeting all industries 

and all market segments, was the most effective way to 

grow their business and keep their bench empty.  

Partners that still pursue that strategy today unfortunately 

experience some of the lowest win rates in the Microsoft 

ecosystem. They suffer from high sales cost, long sales 

cycles and low win rates. Their lack of differentiation 

inevitably drives them into pricing and discounting 

discussions.  

Building a business application practice in a mature, market 

requires specialization, differentiation, and the ability to 

deliver measurable business value to your customers. This is 

almost impossible without deep domain knowledge. 

We highly recommend focusing your business applications 

practice on a limited number of industries (maximum of 

three), a vertical solution specialization or a key market 

segment like SMB. 

This approach allows you to build domain expertise, which 

eventually culminates in a deep technical and business 

understanding of the unique challenges, pains and 

dynamics of the industries you serve. Focusing on a defined 

market segment also enables you to precisely tailor your 

service offerings, configure more compelling solution sets 

and develop your own high-margin IP. 

Most of the partners who contribut ed to the development 

of this playbook pursue three or fewer industries, while 

some focus exclusively on one. Limiting the breadth of your 

initial market enables you to hire resources with domain 

expertise who then quickly develop a strong working 

knowledge of your target customersõ business challenges 

and underlying business processes. This approach also 

reduces the risks and write-offs associated with scoping and 

estimating your initial customer projects. Most importantly, 

it enables your organization to begin the process of 

developing and monetizing your own IP, which reinforces 

your differentiation narrative and drives a more profitable 

business model.  

Business applications partners that adopt a horizontal, non-

specialized customer acquisition strategy should be 

prepared for lower win rates, higher sales costs, longer sales 

cycles, and lower revenue per customer. At risk of 

overstating the obvious, a lack of defendable differentiation 

will increase your  requirement to compete on primarily on 

price.  
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Industry Focus

So, where should you focus? First, your preferred  industry 

must be accessible to you and have a clear need for 

business process improvement and better control s 

(reporting/BI). To begin, analyze your potential focus areas 

across multiple dimensions, including market opportunity, 

market size, established competitors, affordability and 

growth  potential ,  

One of the most important factors to consider in selecting 

your focus area, is the degree of industry disruption. The 

greater the disruption (and requirement for change), the 

greater the need to explore new technology solutions. 

Disruption inevitably creates a sense of fear, risk, 

opportunity and urgency  (and new business models), which 

often results in a need for improved automation, new 

capabilities, greater control and optimization.  

Common industry disruptors include: 

¶ Regulatory change (i.e. GDPR)  

¶ New competitive entrants or substitute products  

¶ Significant currency fluctuations 

¶ Supply constrains or d(raw materials) 

¶ Product or service commoditization  

¶ Industry consolidation 

¶ Economic factors such as interest rate fluctuations 

¶ Changing buyer demands or behaviors 

¶ Trade disputes 

20-30% of the potential customers in any industry will be 

early adopters who view technology investments as a 

strategic advantage, an opportunity to improve operations, 

accelerate product development, improve service delivery, 

increase margins, and grow market share.  

Another 20-30% will be laggards. They will resist new 

technologies and likely delay the adoption of cloud 

solutions. Laggards are often emotionally attached to 

investments in their existing, familiar, on-premise legacy 

systems.  

After choosing a target industry or vertical, focus your 

marketing efforts on the innovators who are legitimately 

open to the benefits of a cloud offering. Avoid those who 

resist new technology as they often view technology 

vendors as free consultants.

If you would like some addition help determining your optimal industry focus, use the Industry Competitiveness Assessment 

tool below  to help identify your strongest focus areas: https://neuralimpact. ca/industryassessment/ 

 

 

  

https://neuralimpact.ca/industryassessment/





































































































































































































































