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Scaling your software sales to the next level:

Theory and best practices



Main Insight Event 2019 DACH 

Strategic investor for established software firms

Time Program

10:30-11:00 Welcome reception

11.00-11:20
Charly Zwemstra 

Managing Partner & Chief Investment Officer
Opening words

11:20-12:00
Jens Hasche

Director

Monetizing Innovation: How smart companies 

design the product around the price

12:00-12:40
Lars Tolstrup

Sales Director DACH - Automotive & Discrete Manufacturing
The problem with Sales is Sales

12:40-13:40 Lunch

13:40-14:20
Florian Clever

CEO & founder
Large Enterprise Sales as a small business

14:20-15:00
Hartmut König

Director Specialists Sales Experience Cloud &CTO Central Europe

Preserving the status quo is not a winning strategy!

Insights into Adobe’s digital transformation from a 
strategy and sales perspective

15:00-15:20 Coffee break

15:20-16:00 Interactive panel discussion

16:00-18:00 Networking Drinks

Chairman of the day: Sven van Berge Henegouwen (Partner Main Capital & Managing Director Germany)

Agenda
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Main Capital is an entrepreneurial partner for software companies

• >€400M assets under management with significant investments made from new fund 
Main Capital V

• Current portfolio consists of 21 companies with an aggregate revenue of €250+M

• Strategic expansion to the Nordics

• 11 new deals and 2 successful exits

• Start of Portfolio Performance Improvement & Market Intelligence practice

Key developments since Main Insight Event DACH 2018

New stand-alone investments

New add-on acquisitions

BPS-24

Successful exits

Opening words
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We strategically support software companies to grow to a higher level

Opening words
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• EUR 7,5 – 50m revenue

• Profitable

• Strong and solid management-team

• Strong competitive market position in 

growth segment

• Organic growth and add-on acquisitions to 

expand product offering and/or 

geographies

• EUR 20 – 75m revenue

• EBITDA-margin > 20%

• Increased proportion of recurring revenues

• Higher share of international revenues or 

local play

• Improved operational processes with add-

on capabilities

• Increased substance in market share, size 

and visibility



Selection of (former) portfolio companies

Financial
services

Health-
care

BPS-24

Opening words
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Changing times 

towards Future proof 
technology platforms 

Changing times

Towards new software 
delivery models 

Successful international 
partner strategies for 
software companies 

Successful marketing 
automation strategies for 

software companies 

Sales Effectiveness

Driving successful sales in  
software companies

Customer success: measuring 
customer experience, 

engagement and customer 
retention to drive business 

growth 

Main Software 50 

Presentation ING Group CIO on 
importance of software for 

transformation of ING 

Main Software 50 

Presentation CIO 
Bol.com on importance 
of software for growth of 

Bol.com 

Main CTO Day 

Experience with developing in 
PAAS platforms 

Main CTO Day 

Presentation CTO Exact

Leading industry experts share their knowledge on our events

Successful partner strategies 
(DE): How software companies 

can boost their revenue

2012

2013

2014

2015

2016

2017

2018

Shift towards recurring 
revenue models (DE): Benefits, 
challenges and best practices

Artificial intelligence (AI) for 
enterprise software 

companies

Opening words

Strategic investor for established software firms 6



Interesting takeaways about B2B software sales

Field Sales, 46%

Inside Sales, 26%

Internet Sales, 

6%

Channel Sales, 

4%

Mixed, 16%

Fact 1: Field / direct sales remains the most important distribution model

$1.32

$0.71

$0.38

New Customer Upsell Existing Customer Expansion Existing Customer

Fact 3: Acquiring new customers costs c. 2x upselling and 3+x existing customers 
expansion (S&M spend to acquire $1 ARR, CAC ratios)

18% 25% 33%
51%

66%
79%

100%

< 1 1-5 5-15 15-25 25-50 50-100 100-250 > 250

Median 1st year Annual Contract Value ($k)

Field Sales Inside Sales Other distribution models

Fact 2: The larger the deals, the more relevant is field / direct sales

Fact 4: Software vendors with higher level of professional services suffer from lower 
annual gross revenue churn

15.5%
17.0%

13.0%
11.6%

9.6%

0% 1-10% 11-25% 26-50% >50%

Professional Services (% of 1st year Annual Contract Value)

Source: KeyBanc Capital Markets – SaaS survey results (2018)

Opening words
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Potential levers to scale B2B software sales

Main Capital focal points to boost topline growth (not exhaustive) 

Is the Go-To-Market approach in line with the product-
market-combination?  What about Inbound and 
marketing automation?

Does the current salesforce have the right size, structure, 
composition and skills to achieve sales targets? 

How high is the customer churn and what are the 
underlying reasons? How to bring down churn?

What (standardized) measures are in place to enable the 
salesforce to reach the sales targets? 

How effective is the compensation scheme? Are the 
underlying targets realistic?

How effective are the non-direct sales models? How 
does the company balance channel and direct sales?
Best partnership & channel strategies ?

How long are sales cycles? Are there reasonable means 
to shorten them?

Is there additional upside from optimizing pricing & 
packaging? Does pricing incentivize recurring business?

The average SaaS company only spends 6h determining their 
pricing strategy: On the other hand, a 1% increase in pricing 
yields an average 11% increase in profit*

Opening words
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* Sources: Pricing Intelligently, Harvard Business Review



Main Insight Event 2019 DACH 

Semi-strategic investor for established software firms

Time Program

10:30-11:00 Welcome reception

11.00-11:20
Charly Zwemstra 

Managing Partner & Chief Investment Officer
Opening words

11:20-12:00
Jens Hasche

Director

Monetizing Innovation: How smart companies 

design the product around the price

12:00-12:40
Lars Tolstrup

Sales Director DACH - Automotive & Discrete Manufacturing
The problem with Sales is Sales

12:40-13:40 Lunch

13:40-14:20
Florian Clever

CEO & founder
Large Enterprise Sales as a small business

14:20-15:00
Hartmut König

Director Specialists Sales Experience Cloud &CTO Central Europe

Preserving the status quo is not a winning strategy!

Insights into Adobe’s digital transformation from a 
strategy and sales perspective

15:00-15:20 Coffee break

15:20-16:00 Interactive panel discussion

16:00-18:00 Networking Drinks

Chairman of the day: Sven van Berge Henegouwen (Partner Main Capital & Managing Director Germany)

Agenda

9



Jens Hasche
Director

Simon-Kucher & Partners
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Simon-Kucher:
Beste Beratung in Marketing, Vertrieb und Pricing 

Quelle: Forbes, Survey of best management 
consulting firms in the US, October 2016

Marketing, brand, pricing

Quelle: Capital, survey of the best consultancies in 
France, 2016, 2018 (conducted every two years)

Marketing, sales, pricing

Simon-Kucher 
& Partners

on par with

Boston Consulting 
Group

McKinsey & 
Company

Simon-Kucher 
& Partners

on par with 

Boston Consulting 
Group

McKinsey & 
Company

1
...

Capital Forbes

Quelle: brand eins Thema special edition: Consulting –
industry report from brand eins Wissen and Statista, 
online survey, 2014, 2015, 2016, 2017, 2018

Marketing, sales, pricing 

brand eins Thema 

Simon-Kucher 
& Partners

Boston Consulting Group

McKinsey & Company

1

Quelle: Financial Times, list of the UK's Leading 
Management Consultants, January 2018

Marketing, brand, pricing

Financial Times

Simon-Kucher 
& Partners

on par with 

McKinsey & 
Company

Boston Consulting Group

1

...
...
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Quelle: Simon-Kucher & Partners

Klarer Fokus: TopLine Power®

Digitalisierung

 Digitalstrategien

 Transformation von 
Geschäftsmodellen

 Digitale Customer Journey

 Digitale Angebotsgestaltung

 Digitales Monetarisierungs-
modell und Digital Pricing

 Go-to-Market Strategie

 Big Data Analytics

 Pricing/Marketing-
Softwareauswahl und
-einführung

Transformation

 Effektive und nachhaltige 
Umsetzung der Strategie

 Ganzheitliche Unternehmens-
transformation hin zu 
Commercial Excellence

 Transformation von Pricing und 
Vertriebs-Organisationen

 Partner-Coaching

 Monitoring und KPI Systeme

 Change Management

Strategie
 Wachstumsstrategien
 Wettbewerbsstrategien
 Neue Geschäftsmodelle 
 Monetarisierungsstrategien
 Szenarioplanung
 Market Due Diligence

Marketing
 Markt- und Kundensegmentierung
 Portfolio Design
 Branding und Nutzenkommunikation
 Digitales Marketing
 Marketingeffizienz und -effektivität
 CRM

Pricing
 Pricing Excellence Programme
 Preisstrategien für Produkte, Geschäftsbereiche und 

Unternehmen
 Innovative Preis- und Umsatzmodelle
 Launch und Post-Launch Pricing
 Preisorganisation und -prozesse

Vertrieb
 Vertriebsorganisation und -effizienz
 Omnikanal-Strategien
 Effektive Vertriebssteuerung
 Key Account Management
 Vertriebskanalmanagement, 

Rabatt- und Bonussysteme

Simon-Kucher_Monetizing innovation_MainCapital_190214.pptm 3



Quelle: Simon-Kucher & Partners Projektdatenbank

Ausgewählte Simon-Kucher Software und IT Kunden
Consumer 

applications/ 
content

SMB solutions
Enterprise IT

applications &
infrastructure 

Enterprise
business

applications

Technology-
enabled
services

Uber

LinkedIn

Autotrader

AutoScout24

ImmoScout24

legalzoom

trulia

zillow

mobile.de

cars.com

PayPal

Care.com

glassdoor

airbnb

skype

Dropbox

OpenTable

Evernote

DowJones

The Economist

ancestry.com

Reed Elsevier

Haufe Lexware

TeamViewer

intuit

Bluegarden

sage

GitHub

Optimizely

Audatex

Avalara

carbonite

fuzebox

FinancialForce

SAP

SuccessFactors

Workday

Ariba

Equatex

Atlassian

zendesk

jive

RedPrairie

workiva

KMD

CISCO

CITRIX

Unit4

bmc

Genesys

New Relic

Blue Coat

EMC²

Infoblox
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Quelle: Simon-Kucher & Partners Projektdatenbank

Transitionsprojekte zu neuen Erlösmodellen in der 
Software/IT Industrie sind unser “daily business”
Client Topic Key results Impact

Web-based 
collaboration software 
provider

Monetization and SaaS 
transition strategy

Definition of SaaS transition strategy incl. migration plan and impacts on 
price, sales, billing and IT +35% CLTV

ERP software provider Monetization strategy
Development of go-forward monetization approach for the most important 
product development in a decade, incl. value assessment, pricing guidelines 
and process for future applications

-20ppt. 
discount

AI middleware 
provider

Monetization strategy for 
new product

Development of launch pricing (price model/packaging/price level) for a 
highly innovative product with very diverse user base looking to become the 
middleware/”Excel for AI applications”

New product
launched

IT service company 
for financial sector

Revenue model 
assessment

Revenue model assessment for different software solutions and 
implementation

+25% 
revenue

Big data analytics 
company

Holistic pricing review
Value and pricing power assessment, revenue model optimization and 
product portfolio strategy +25% ARR

Cloud based storage 
provider

Segment-specific 
monetization strategy

Identification of customer-segment driven portfolio strategy and pricing
+25% 

revenue

Market leader for care 
management software

Increase of product 
monetization

Assessment of current monetization strategy with regards to SaaS and sales 
process re-alignment +9% revenue

Software/platform/ 
database provider

Realistic pricing review
Identification of different monetization levers, pricing across broad range of 
software products: price model, monetization level incl. SaaS, packaging and 
price level design

+5-10% 
revenue
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83 58

37 72
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Global Pricing Study; >2.000 Firmen weltweit; 39% C-level Executives
Quelle: Simon-Kucher & Partners

Wie entgehen Unternehmen diesem Preisdruck?

Top 5 Optionen um starkem Preisdruck zu entgehen*

12%

16%

19%

20%

26%

Anteil der Teilnehmer*

Einführung neuer, innovativer oder
differenzierter Produkte

Fokus von 
“Monetizing 
Innovation”

Auch Thema in 
diesem Vortrag

Reduktion der variablen oder fixen Kosten

Veränderung der Einstellung zu unserer
Fähigkeit, höhere Preise durchzusetzen

Stärkung von Vertrieb und Marketing um 
Werterstellung + Kommunikation zu erhöhen

Änderung des Erlösmodells und der Art, wie
Kunden über Preis und Wert denken

Simon-Kucher_Monetizing innovation_MainCapital_190214.pptm 7



Quelle: Simon-Kucher & Partners; Global Pricing Study; >2.000 Firmen weltweit; 39% C-level Executives

~72% aller neuen Produkte scheitern

76%

74%

72%

69%

Japan

USA

Global

DACH

"Flop-Rate" neuer Produkte:

72% aller neuen 
Produkte verfehlen ihr 
Profit-Ziel

In 25% aller 
Unternehmen erreicht 
gar kein neues Produkt 
das Profit-Ziel

Wie sieht es bei
Software Produkten
aus?

Simon-Kucher_Monetizing innovation_MainCapital_190214.pptm 8






















































































































































































