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Today’s small to medium-sized businesses (SMBs) rely on 
software as a service (SaaS) to help run their business. What do 
they think about the SaaS options available to them? And how do 
they feel about the overall buying process to secure them? 

The study surveyed SMBs of 500 or fewer employees to learn about 
their business technology challenges and how they solve them. The 
survey audience included 350 IT decision-makers at companies 
across various industries in Australia, Canada, New Zealand, the 
U.K., and the U.S.

In April 2022, Zomentum commissioned an independent research 
study to answer these questions in partnership with Bredin, an SMB 
marketing and research firm. It examined:

 How SMBs view technology

 What they look for from SaaS vendors and 
technology providers

 How technology drives their business growth in 
today’s challenging environment

Through the survey, high-growth SMBs revealed specific behaviors 
across the following key areas:

 Application inventory

 Technology and application 
spending plans

 Partner

 Key decision-makers

 Information sources

 Important application 
aspects

Learn about the insights these SMBs shared. And see how they 
give new light to how vendors and partners can overcome the 
challenges SMBs face and grow their businesses in this 
landscape.
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Key Trends in SMB 
SaaS Buying

01 The survey of SMB behaviors in purchasing SaaS software 
highlighted the following trends:

  In 
2022, SMBs plan to increase their technology budgets and 
spending. They expect cloud migrations and security to 
drive technology adoption when buying SaaS applications.

Favorable outlook on technology investments:

  When 
exploring, researching, and ultimately purchasing applications, 
the people in charge of buying SaaS solutions use multiple 
information sources. When doing their research, 51% of 
survey respondents indicated they rely on peers and 
colleagues, and 61% use search engine results.

Multiple influencers during the buying cycle:

  
Partners play a vital role in the SMB buying cycle. The survey 
found that during the buying cycle, 48% of SMBs involve their 
technology consultants and service providers when assessing 
applications, and 41% involve them while purchasing SaaS 
software. SMBs prefer to buy from partners over SaaS 
vendors because partners offer a better price, technical 
expertise, customer support, and consultation.

Dependency on service providers and partners:
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02 SMBs find technology is a key factor in helping them overcome 
lingering challenges. Among those who responded to the survey, 
60% are looking for IT solutions to help them become resilient 
and agile as they grow their organizations.

The survey found that SMBs are optimistic about the value of 
technology. When asked to describe their attitudes toward 
technology, 66% of respondents viewed SaaS technology as 
essential to business success and plan to adopt or develop it 
aggressively.

In adopting that technology, 31% said proof of return on 
investment (ROI) is critical to their adoption process. Also, 56% 
reported rising technology budgets, with over half of the 
respondents planning the largest-ever budget increase.

For SaaS vendors, these results mean that while SMBs are 
looking to invest in technologies, they seek solutions that provide 
proof of concept, critical support, and ROI.

Technology 
Investments for 
Scalable Growth
 SaaS Spending Plans

 Key Investment Areas

 A Practical Demand for Cloud

 Cloud-based Focus on SaaS 
Technology

Planned to increase tech budget56%

Want to adopt SaaS66%

Proof of ROI is important31%

Figure 1.1 SMBs view on SaaS technology
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During the pandemic

(March 2020-now)

41%

6%

Rest of 2022

40%

6%

2023

56%

5%

DecreaseIncrease

SMBs continue to march forward with 
running their businesses, despite the world’s 
aches and pains. Not even new variants of 
the COVID-19 virus, the lingering conflict in 
Ukraine, a reluctant comeback of the travel 
and tourism industry, or rising inflation rates 
will hold them back.

The survey found that roughly 40% of 
respondents increased technology spending 
during the pandemic and plan to increase it 
in 2022. More than 50% responded that they 
plan to increase technology spending in 
2023, with only 6% planning to cut budgets.

Right behind these SMBs, 31% indicated a change in their 
processes or a new initiative was the primary driver. Another 30% 
said they would invest in new technology to cut costs.

SaaS Spending Plans

We need additional capabilities/
functionality

Our customers’ preferences/
requirement change

Our technology reaches its “end of life”

43%

29%

29%

To cut costs30%

A change in our processes/
new initiative

31%

Simply put, SMBs need the right tools for the job. They’re 
increasingly looking for new technology and applications, and SaaS 
vendors should take full advantage of this need. But what 
applications are SMBs looking to invest in?

Among SMBs who responded to the survey, 43% 
look for new SaaS applications when they need 
additional capabilities or functionality, which is 
the primary driver for SaaS application 
assessments.

Figure 1.2 SaaS Spending Plans of SMBs

Figure 1.3

Why SMBs look for new technology
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Key Investment Areas

When asked about 2022 budgeting plans, more than 
33% of respondents plan to increase spending in 
every category. At the top of their SaaS application 
spending list? Marketing and e-commerce, customer 
service, and security applications.

Fewer than 10% of respondents plan to cut spending on SaaS 
applications. The areas set for the most significant cuts are 
communications, VoIP, and related services (7% of respondents) 
and video conferencing (6% of respondents).

Figure 1.5

Top 3 SaaS Application Investments in the Next 6 Months

Figure 1.4

Top 3 Areas Where SMBs Invested in 2022

50%
of SMBs will 

increase SaaS 
spending in 2023.

40%
of SMBs increased 

spending during and 
after the pandemic.

Security CRM Storage

55% Marketing and 
e-commerce

53% Security

54% Customer 
service

When asked about budgeting plans for the remainder of 
2022, SMBs plan to invest in SaaS applications such as 
security, customer relationship management (CRM), and 
storage.
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Based on their satisfaction with cloud-based SaaS 
applications, SMBs want to invest more to streamline 
operations and improve efficiency.

As with the initial phase of the pandemic, easy, anywhere 
access to documents and files, for example, enables 
ongoing work from home and reduced costs. This benefit 
will continue to be important for SMBs as they shift into a 
post-pandemic mode.

93% 89% 89% 88%

A Practical Demand for Cloud 

The pandemic proved to be a transformational opportunity for 
SaaS companies to grow and evolve. Cloud-based SaaS 
businesses are thriving in the current virtual scenario. And 
rightfully so, because SaaS can be deployed without physical 
installation and has significantly smaller upfront investments.

This survey revealed that at least 75% of SMB IT decision-
makers agree with high satisfaction in the business 
contributions of cloud applications, particularly as they made 
remote work possible during the pandemic.

They also disclosed that they used more cloud-based SaaS 
technology for easy document sharing, remote 
collaboration, and online ordering.

SMBs said they adopted new cloud-based applications 
during the pandemic to help their business:

 Achieve its goals
 Better serve customers
 Decrease costs
 Develop new offerings 

They rated the following characteristics as most favorable:

 93% appreciate having more manageable remote access.
 89% value faster implementation.
 89% favor straightforward maintenance and upgrades.
 88% like the higher availability.

Remote access is 
easier

Maintenance is/
upgrades are easier

Availability is higher

Implementation is 
faster

Figure 1.6 Reasons why SMBs shift to cloud tech
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Finally, survey respondents placed customer service software 
and payroll or HCM applications at the top of the list of planned 
cloud migrations and usage in 2022.

Meanwhile, cloud adoption in Australia, New Zealand, and 
the U.K. is slightly lower than in Canada and the U.S. SMBs 
in those three countries indicated using the following 
applications more on-premises than in the cloud:

 Accounting and financial management software

 Customer service software

 Payroll, Professional Employer Organization (PEO), human 
capital management (HCM), and workforce scheduling 
applications or services

 Design and illustration software

Based on their current setup, 51% of SMBs indicated they use most 
applications in the cloud rather than on-premises. Therefore, 66% 
of SMBs plan to shift critical workloads off on-premises systems to 
the cloud in the next six months.

SMBs in Canada and the U.S. reported very high cloud adoption rates 
across their software applications. Unsurprisingly collaboration, 
document creation and signing, and video conferencing tools were 
used in the cloud more often then not. They indicated using 
customer service software—the only one—equally on-premises and 
in the cloud, as illustrated in the following figure.

Cloud-based Focus on 
SaaS Technology

Payroll/PEO/HCM/ workforce 
scheduling application and services

Customer service 
software Design/illustration 

software

Accounting/financial 
management software

VoIP service/
UCaaS/CCaaS

Infrastructure as a 
Service(IaaS)

Merchant 
processing

Collaborating 
software Video conferencing

Marketing/e-commerce 
applications

IT/data security 
solutions

Document creation, sharing 
and signing software

25%

25%

30%

30%

35%

40%

45%

50%

55%

60%

35% 40% 45% 50% 55% 60%

Use more on-premises than in the cloud

100% Adoption

% Use on-site

%
 U

se
 in

 t
he

 c
lo

ud

Figure 1.7 Technology used in the 
Cloud by SMBs
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Inside the SaaS Buying Process

The SaaS buying process of SMBs differs from the needs of 
an enterprise market. SMBs buy products that deliver 
immediate customer impact, show clear benefits, and have 
simple, all-inclusive pricing. SMBs are concerned with 
repeatability and profitability, unlike enterprise clients who 
have the capacity to accommodate multi-year, slow-moving 
projects. Therefore, a SaaS vendor selling to SMBs is a 
different ball game.

Even cloud skeptics appear to be open to persuasion when it 
comes to buying SaaS. Many respondents want more 
information or a better understanding before they adopt 
cloud technologies. They indicated migration, security, and 
reliability as other concerns.

The survey analyzed the entire SaaS buying process that 
SMBs follow, from the information gathering process to their 
influencers and decision-makers and the role partners play.

SMBs sift through various resources when looking for 
information about the right SaaS solution for their business 
needs. However, SaaS vendors are often unable to reach 
them because they are unaware of the actual SMB buying 
cycle, often relying on historical data or following the 
buying cycle of their enterprise customers.

This survey highlighted the current information sources 
SMBs use to identify and purchase SaaS solutions. Using 
this information as a template can help SaaS vendors 
better predict buyer behavior and respond appropriately to 
marketing and sales strategies.

Information Gathering Process

When selling to SMBs, an offering’s time-to-value 
should have a tighter timeline and smaller feature 
set with frequent product releases.



Stage 1: Learning about SaaS applications

In the awareness stage, 40% of those surveyed said that 
business and news sites are the top online sources to learn 
about applications. Following closely, 39% of SMBs use Google 
and other search sites. About 36% look for information on niche 
sites—such as industry trade groups, chambers of commerce, 
or professional sites by job role, like IT managers.

For social media, among SMBs who responded to the survey, 
31% said they prefer YouTube to learn about new SaaS 
applications in the awareness stage. Meanwhile, 29% said they 
turn to LinkedIn, and 27% rely on Facebook.

In the awareness stage, 41% of SMBs consider email 
newsletters as the top content format for information. Other 
popular formats are one-off or promotional emails (35%) and 
articles (35%).

The online buying journey has three stages: awareness, 
research and evaluation, and decision-making.

The Online Buying Journey

13

In the research stage, social media usage is higher, 
with 49% of SMBs using YouTube to research new 
SaaS applications, 43% using LinkedIn, and 36% using 
Facebook. The study also revealed that social media 
usage is higher in Australia, New Zealand, and the U.K. 
in the research stage than in Canada and the U.S.

01

As with online and social media resources, content 
usage is higher for research and evaluation than for 
awareness. SMBs noted research reports (59%) are the 
most popular content format for assessing applications, 
followed by articles (53%) and analyst reports (51%). 
Usage of the less-popular content formats is 
directionally higher in Australia, New Zealand, and the 
U.K. than in the U.S. and Canada.Stage 2: Conducting thorough research


In the awareness stage, 41% of SMBs consider email 
newsletters as the top content format for information. Other 
popular formats are one-off or promotional emails (35%) and 
articles (35%).

Other research sources include:

 Resources on vendor or reseller websites, such as 
tips and advice

 Technology websites, like CNET, Spiceworks, 
TechCrunch, and ZDNet

 Product sections of vendor or reseller websites
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As expected, in the purchase decision-making stage, social 
media usage is low, with 19% of SMBs using YouTube, 18% 
using Facebook, and 17% using Instagram.

In the purchase decision-making stage, content usage is 
lower, with analyst reports (28%) and videos on a vendor 
website (28%) as the most preferred.

Stage 3: Making the purchase decision

When making the final purchase decision, most SMBs 
(36%) responded that they’re likely to use the product 
section of a vendor’s site. Other SMBs (26%) use ratings or 
review sites, and another 26% use the resources section 
(such as Blogs or guides) of a vendor or reseller website.

Figure 1.8 How SMBs use social media

10 20 30 40 50

49%

49%

YouTube

40%

46%
LinkedIn

34%

37%

Facebook

23%

31%
Instagram

Australia, New Zealand & U.K

U.S & Canada
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Top Information Sources in the 
SMB Buying Cycle

 Online

 Content

 Social

40%
Business and 

News Sites

41%
Email 

newsletter

61%
Search Engine

59%
Research 
reports

36%
Product section 

of a vendor’s 
website

28%
Videos on a 

vendor website

AWARENESS

AWARENESS

EVALUATION

EVALUATION

DECISION

DECISION

02
43%

29%

49%

31%

10

20

30

40

50

19%

36%

27%

18%

YouTube LinkedIn Facebook

Evaluation

Awareness

Decision

TOP OVERALL 
RESOURCES

STAGE OF PURCHASE PROCESS

AWARENESS

 Peers and 
colleague

 Email newslette
 Business or general 

news sites

 Search(e.g. Google, 
Bing

 Research repor
 Rating/review sites(e.g. 

G2)

 Our accountant/
CP

 Our tech 
consultant/MS

 Vendor sales rep

EVALUATION DECISION

Figure 1.9 Top Online sources in SMB Buying Cycle

Figure 2.2 Top Social Sources in the SMB Buying Cycle

Figure 2.3 Top Information Sources in the SMB Buying CycleFigure 2.1 Top Content Source in SMB Buying Cycle
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After SMBs identify and review information about potential 
SaaS applications, they move on to the actual buying process. 
Within the shortlist of SaaS applications, SMBs search for the 
most useful features for their business needs.

SaaS Application Assessment Process

The survey prompted SMBs to identify the most critical 
factors they look for when assessing new applications. 
Of the respondents, 70% emphasized the importance 
of security. The second most important aspect they 
cited was proven technology (61%), followed by 
tailored to or designed for their industry at 49%.

SMBs look to bolster their protection in response to 
new and emerging threats. They typically have a lack 
of resources and security budgets, which can make 
them lucrative prospects for cybercriminals. By taking 
an economic but effective approach to security with 
SaaS, SMBs can use applications that don’t have the 
hefty budgets of enterprises and can also provide 
endpoint protection.

Security and Proven Technology01

S
ecu

rity

70%
High security

61%
Proven technology

49%
Tailored to/designed 
for our industry

C
R

M

Figure 2.4 Factors SMBs look for when buying SaaS



17

Usability and Support02

In Canada and the U.S., 52% of SMBs said the 
company needed to be “easy to deal with.” In Australia, 
New Zealand, and the U.K., only 39% felt this criterion 
was critical.

And when it’s not so easy to use? SMBs value always-
on, responsive service. Survey respondents said they 
want instantly accessible service anytime, regardless 
of location. In Canada and the U.S., a common request 
is to work with actual people.

U.S & Canada Australia, New Zealand, & U.K

39%

52%

SMBs say that a SaaS product must be easy to learn, 
set up, implement, and use.

Figure 2.5 SMBs value usability and support
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SMBs also said that clear benefits are critical to 
the SaaS buying process. Among them, 54% 
said they would buy an application if they could 
easily determine specific benefits to their 
business, such as time or money savings. 
Among them, 47% reported prioritizing the 
ability to pay for only what they use. They also 
noted free trials and money-back guarantees 
as critical factors.

The most important considerations for SMBs 
include: 

Flexible Pricing With Clear 
Benefits

 The ability to quickly determine specific 
benefits to their business, such as time or 
money savings (54%)

 Simple pricing with transparent and all-
inclusive details (54%)

 Flexibility to pay for only what they need 
and use (47%)

Solid Brand Reputation and Expertise

Thought leadership content plays a vital role in the 
research stage of the application buying cycle. 
Articles, technology tips, and other advisory 
marketing materials that vendors and partners 
create were important to 41% of respondents.

The SaaS vendor brand also matters, as 37% of 
SMBs reported they’d consider buying from a SaaS 
vendor with a well-known brand. And 35% of 
respondents noted they regard third-party ratings 
and recommendations by experts as necessary 
when evaluating a SaaS application.

Other factors of mild importance include vendor-
provided case studies (34%), whether the vendor is 
a leader in a sector (31%), and the vendor’s market 
share (29%), particularly if they have a large hold on 
the market.

Vendor has a well-
known brand

37%

Recommendations/
ratings by analyst/
third-party experts

35%

Easy to determine the specific 
benefits to my business, such as 
time or money savings

54%

Pricing is simple, clear and 
all-inclusive

54%

Pay only for what you need/use47%

03

04

Surprisingly, SMBs are not as price conscious as 
commonly perceived. They don’t place a high priority 
on low cost but rather on the product's benefit to 
their business (43%).

Figure 2.6 SMBs want flexible pricing

Figure 2.7
SMBs value reputation 

and expertise
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Why Partners Are Critical 
to the SMB Buying Process

04
 Flexible, Value-based Offerings

 Personalized, On-demand Customer 
Service

 Industry and Technical Expertise

 Custom Recommendations and 
Solution Advice
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Why Partners Are Critical to the SMB 
Buying Process

When discovering new SaaS applications, 47% of SMBs consider 
peers and colleagues to be key resources when they first learn 
about new applications, according to the survey. Daily connects 
with colleagues make it easy to ask for advice and 
recommendations. However, right behind them, 38% of SMBs 
regard SaaS vendor sales representatives, and 35% regard 
partners or MSPs, as their essential sources of initial awareness.

They also have the most influence on the final purchase decision.

Partners like MSPs and technology consultants work hard to 
maintain relationships with their end clients—the SMBs. SMBs 
increasingly look for solution providers that can demonstrate IT 
expertise and serve as a strategic guide to business success. 
With partners, SMBs start to receive the benefits that are so 
important to them from day one.

Influence of Partners in the SaaS 
buying cycle of SMBs

Flexible, Value-based Offerings

SMBs hesitate to buy from a vendor because they are unsure 
of the pricing model. Partners can decode vendor pricing 
models by looking at the business holistically to determine 
what suite of solutions will best fit their needs and grow with 
them over time. Although the pricing models provided by 
partners might be a fraction more than buying directly from the 
vendors, onboarding and ongoing support and maintenance are 
included, potentially creating a more personalized fit for both 
SaaS vendors and their SMB clients.

01
Partners become even more prominent in the assessment and 
decision phase. In the SaaS application assessment stage, 48% of 
SMBs view technology consultants as the most important source 
of information to learn about new technology.

The survey revealed that 40% of respondents said they would 
buy solutions through a partner.

35% 48% 40%

AWARENESS RESEARCH DECISION
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Industry and Technical 
Expertise

SMBs want to purchase from consultants or partners because 
they have specialized knowledge in the field. Partners drive 
conversations around how to increase efficiency and productivity 
for multiple functions of the business. They also provide product 
options, comparing and contrasting the features that might fit 
best. Sometimes deep dive conversations put vendor sales teams 
at a disadvantage because they're in a silo, not understanding 
the full needs of the business. Unfortunately, it can also come 
across as self-serving.

Custom Recommendations 
and Solution Advice

SMBs prefer consultants because they break down 
complex technical jargon to tell about the applications 
that will suit their requirements and be within their 
budget. SMBs don’t know what solutions are out there, 
or they don’t want to be responsible for deployment 
and management; they want it to be handled. Usually, 
they want to take their problem to the partner and 
expect the partner to find the best SaaS solution to 
solve it.

An alliance with a partner can be a highly advantageous 
option for a SaaS vendor if they want to sell to the SMB.

Partners can offer them technical expertise, guidance, 
and management advice. Vendors can offer MSPs 
access to resources to help them strengthen their 
relationships and attract and retain SMBs. They can 
educate MSPs on new use cases or applications of their 
product, best practices, and strategy roadmaps—all 
things aimed at helping their users improve.

 A strong channel partnership between vendors 
and partners creates the right balance of proven 
technology, support, and security that can be a 
perfect solution for SMBs to build their IT 
infrastructure.

Personalized, On-demand 
Customer Service

SaaS vendors operate at a much larger scale and can’t 
provide SMBs with the dedicated customer support 
service they need. Providers usually offer continuous 
delivery of on-demand email and voice support services.

02

03

04
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How to Influence SMB 
Technology Decision Makers

05
In examining how SMBs view technology and the technology 
buying process, the SMBs’ responses pointed to several key 
lessons for SaaS Vendors.

 Buying Process

 SaaS Technology Investment

 Partner Relationship
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 The Head of IT leads their SMB in identifying 
and researching applications for the business 
after a need is identified. The CEO is also 
critical at the purchase stage.

 Throughout the awareness, research, and 
decision-making stages of the technology 
buying cycle, SMB buyers use multiple 
information sources.

 A solid content strategy is important to 
attract clients. SaaS vendors must focus on 
their social media game, especially video 
marketing. They should also focus on 
creating short, easy-to-read emails and 
newsletters.

 As SaaS vendors develop a content and SEO 
strategy to attract the online research 
audience, they should also pay attention to 
their website messaging.

Buying Process  SMBs across regions and company sizes regard SaaS technology as 
essential to their business success.

 Technology budgets are rising, with well over half of SMBs planning to 
increase spending.

 The need for additional functionality, process changes or new initiatives, and 
cost-cutting measures drive new software purchases and upgrades.

 SMBs value the importance of cloud-based SaaS applications and are looking 
to invest more in them.

SaaS Technology Investment

 SMBs want partnerships where they can easily see the benefits of an 
application to their business and clearly understand the pricing.

 Purchasers seek a consultative approach with business management advice 
bolstered by third-party recommendations.

 Free trials and money-back guarantees are more important in Canada and the 
U.S. than in Australia, New Zealand, and the U.K.

 SMBs place a high priority on being able to only “pay for what you use.”

Partner Relationship

The way SMBs purchase, consume, and pay for their technology 
changes the direct business model for SaaS and further underscores 
the importance of strong partner relationships. By developing 
innovative products and teaming up with channel partners, SaaS 
vendors can find new avenues to increase their revenue, relevance, 
and sustain long-term relationships with SMBs.



About Zomentum
Zomentum's revolutionary end-to-end Revenue Platform enables both partners and SaaS vendors to 

earn, grow, and manage revenue quickly and cost-effectively. Empowering a thriving Partner Ecosystem, 
the platform fuels technology sales revenue of $800 million a year and counting across America, 

Australia, and Europe. Zomentum is based in San Francisco, with offices in the U.S. and India. Founded in 
2018, the company is backed by leading investors, including Accel Partners, Elevation Capital, Green 

Oaks Capital, and Eight Roads Ventures.

Learn more at zomentum.com.

linkedin.com/company/zomentum twitter.com/zomentum facebook.com/zomentumHQ/

About Bredin
Bredin is focused on one goal: helping clients understand, 
engage, acquire and retain SMB customers. Their clients—
from emerging marketers to Fortune 500 companies—rely 

on Bredin for SMB expertise they simply can’t get anywhere 
else. Their long experience conducting SMB research 

enables them to deliver insights that clarify product and 
market opportunities and deliver data to fuel unique and 

highly effective marketing and sales programs.

Learn more at bredin.com

About Partnership Leaders
Partnership Leaders elevates the role of partnerships 

professionals through an engaged community and 
unparalleled resources. The network was founded to remove 

obstacles that made it difficult for individuals to advance 
their careers. Partnership Leaders help leaders excel in their 

organizations by building their network and confidence. 
Their active community is full of current and future leaders 

you can lean on to surpass your goals.

Learn more at partnershipleaders.com



Work where your Partners already are with 
Zomentum PartnerAlign

“PartnerAlign is potentially one of the most impactful tools the 

channel has seen. The ability for vendors to provide support, 

content, and direction to channel partners where and when they 

need it allows us all to win more together, drive better security and 

do so seamlessly. This changes everything, which is why SaaS 

Alerts decided to become an early adopter.

Jim Lippie, 

CEO


SaaS Alerts

One of the most impactful tools the channel has seen Grow Partner Relationships and 
Drive Revenue

Get a Partner management tool that delivers a 
strong sales enablement program to your partners, 
ensures their success, and grows your revenue.

Give Your Partners Access to an Award-Winning 
Sales Acceleration Application

Vendors can support their partners from 

behind the scenes. Allow them to own 
relationships while you drive the message. 

Offer marketing content, sales collateral, 

and shadow assistance via real-time chat. 

Vendors can show Partners they're focused 
on partner success.

Offer a Sales-Focused Partner 
Portal 

Win More Recurring 
Revenue

We focus on aligning SaaS vendors with 

their partner’s daily revenue-growing 
activities. Integrate with partner tools like 

PSAs, distributors, and CRMs, simplifying 

sales for both. The result? More sales and 

more consistent revenue for all.

Gain Visibility into Partner’s 
Pipeline

With PartnerAlign analytics, see real-time 

quoting behaviors to accurately forecast 
partner sales. Manage leads, refine pipeline 

efficiency, and improve sales pitches, 

together. Plus, know which sales 

enablement and product bundles are 
working!


