
Midmarket Frequently  
Asked Questions

This document provides answers  
to frequently asked questions about 
Cisco’s strategy for the midmarket  
and midsize customers. 

Midmarket Overview

Q. Why does Cisco define the midmarket as companies 
with 100 to 1000 employees? 

A. Cisco’s made-for-midmarket portfolio scales and is 
positioned for customers with 100 to 1000 employees. 
Working with industry analysts and our market analytics 
teams, we have determined that this segment of 
customers represents the largest opportunity with the 
highest return for Cisco and our partners.

Q. The buying needs, IT department, business systems, and 
so on of a 100-employee business are very different from 
those of a 1000-employee business. How does Cisco 
account for this? 

A. Cisco recognizes that there are different types of buying 
behaviors across this segment of customers—responsive 
(product), proactive (solution), and strategic (architecture). 
Regardless of size, a customer can exhibit any one of 
these behaviors when purchasing technology, depending 
on the maturation of the technology and the type of 
problem the technology solves.

Q. How committed is Cisco to the midmarket space, and  
why now? 

A. With 1.4 million customers, US$25 billion in potential 
product revenue, and US$30 billion in potential services 
revenue, the midmarket presents a huge opportunity for 
Cisco to win new customers and increase profits. It’s 
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also one of the fastest-growing segments of our 
business and one where we’ve yet to reach a majority 
of the companies—so the time is right to focus here for 
growth. Cisco is making significant forward-reaching 
investments in three key areas; marketing, our made-
for-midmarket portfolio, and comprehensive partner 
support. Throughout this year and next, we will be 
executing various partner enablement and ongoing 
demand-generation activities globally, starting with the 
announcement at Partner Summit.

Q. How is Cisco’s midmarket customer value proposition 
stronger than that of the competition? 

A. Cisco understands the pressing business issues of midsize 
companies: growth and profitability. We know that meeting 
customer expectations and investing strategically are 
critical. A core factor in achieving business success is the 
network. With more than 30 years of IT leadership, Cisco 
offers the broadest portfolio of products, solutions, and 
services for the midmarket, with reliable, affordable, and 
highly secure IT infrastructure options. Together with our 
partners, we are able to work with customers to find the 
best IT solutions and services to meet their needs and 
accelerate their success.

Q. How is Cisco’s midmarket partner value proposition 
stronger than that of the competition? 

A. With Cisco’s partner-led go-to-market model, partners 
are supported at every stage of the sales cycle as an 
extension of our salesforce. Cisco recognizes how critical 
partners are to our success in the midmarket. That’s 
why we’ve made significant investments in the areas of 
demand generation, talent development, and business 
planning to help our partners achieve profitable growth.

Q. How will Cisco counteract the early-mover advantages  
that HP, Avaya, MS, etc. have? 

A. Many of our partners have always had a focus in the 
midmarket, and in fact we already have a significant 
market share in this area, so these efforts are less about 
counteracting any competitive positioning than about 
highlighting our suitability. We are seeking to show our 
relevance to midsize customers based on our made-
for-midmarket portfolio and solutions approach by 
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effectively packaging ranges of products within Cisco and 
with ecosystem partners such as NetApp, EMC, VMware 
and others. We want to highlight that we understand the 
business and corresponding IT challenges our customers 
face and that we can work with our partners to address 
these challenges by raising awareness and enabling our 
partners to successfully target the right customer with the 
right proposition at the right time.

Q. Do you have dedicated teams for midmarket products, 
marketing, and channels? 

A. Cisco has resources focused on the midmarket that bring 
together sales, product development, services, marketing, 
and channel programs to help ensure that Cisco is 
addressing the needs of midsize customers and our 
partners. 

Made-for-Midmarket Portfolio

Q. How does the midmarket portfolio cover the opportunity, 
and how is it positioned competitively?

A. Cisco’s made-for-midmarket portfolio is the industry’s 
most competitive midmarket portfolio. It consists of 
existing and new Cisco® offerings that solve midsize 
customers’ IT and business challenges. Cisco provides a 
full portfolio of products, solutions, and services that are 
unmatched in the industry. We offer multiple consumption 
options, migration investment protection, software-
enabled services, and financing options to help customers 
address their most pressing business needs through the 
use of technology. Partners have the opportunity to create 
recurring and new revenue streams through on-premises, 
managed services, and cloud-based offerings from Cisco. 

Q. What’s in it for the partner to offer Cisco rather than  
another vendor in competitive accounts?

A. Cisco has a strong track record of moving into adjacent 
markets and becoming the number one or number two 
provider. Recent partner surveys have indicated that 
selling a broader base of solutions into new accounts 
offers a positive effect on their margins. This is likely due 
to customers being more prone to buy a richer services 
offering when working across technology areas and 
transitioning to more feature-rich environments such as 
unified communications and virtualized data center.

 We also offer our partners a number of Accelerators within 
Partner Plus, as well as focused resources to help them 
capture competitor-held accounts in the midmarket. We 
have sales enablement for solutions selling and customer 
intelligence to help our partners target specific prospects 
with their differentiated capabilities, as well as specific 
global marketing plays with demand generation and virtual 
sales teams with targeted GO! campaigns focused on 
acquiring new customers. On top of that, we offer Cisco 
Rewards and are evaluating the opportunity to tune up 
incentives locally for those partners who perform well in 
the new customer acquisition space.

Q. How will you address the price sensitivity of the  
midmarket segment?

A. Cisco aspires to be the number one IT provider in the 
industry. We will accomplish this with a long-term 
strategy and by establishing strategic relationships 
with our customers and partners. Our goal is to lead 
the industry with the best overall value, encompassing 
hardware, software, services, training, warranty, ease 
of management, capabilities, and technology longevity. 
Gartner research shows that IT system costs are typically 
25 percent purchase price and 75 percent operational 
expense over the lifecycle of the technology. Cisco’s goal 
is to offer the largest savings across operational costs 
and purchase costs proportionally.

Q. What is Cisco’s cloud strategy for the midmarket?

A. Our cloud strategy is evolving. We already provide 
software-as-a-service (SaaS) solutions such as Cisco 
WebEx®, Cisco ScanSafe, and, more recently, a lean IT 
solution providing network management through the cloud 
with the acquisition of Meraki.

 With infrastructure as a service (IaaS), we have 
established successful ecosystem relationships with 
NetApp and VMware and support for other hypervisors 
for FlexPod; VSPEX and VCE capabilities with EMC; virtual 
desktop with Citrix; a platform for SAP HANA; and similar 
relationships with many other key cloud solution providers. 
Cisco Hosted Collaboration Solution (HCS) has been built 
by a number of partners globally, offering cloud-based 
solutions for collaboration, contact center, and video 
(telepresence as a service [TPaaS]).

 For partners who have yet to decide, Cisco provides an 
understanding of the next steps and relevant decision 
criteria for building a managed services practice in 
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addition to their resale business with our Business Model 
Transformation Playbook and workshop. Enhancements to 
the Cisco Cloud and Managed Services Program (CMSP) 
are also helping partners determine the right cloud model 
for their business.

Q. How can partners use existing Cisco investments as 
they shift their business practices toward the cloud? 

A. Much of the infrastructure and technical know-how 
our partners have built over the years will position them 
well as customers move to cloud consumption models. 
Issues involving mobility and security impinge on any cloud 
deployment, and by working with Cisco, our partners 
can demonstrate both a track record and a pedigree of 
understanding these connectivity and risk mitigation 
technologies. Customers will consume a mix of private, 
public, and hybrid cloud solutions and may in some cases 
migrate over time or consume cloud offerings in different 
ways for different elements of their infrastructure and 
application environment. We encourage our partners 
to understand the dynamics of these decisions and 
ensure that they have the capabilities to support such a 
migration, either through a direct capability or through a 
partnership with others focused in the cloud arena.

Q. What is the new Virtualized Foundation Smart Solution? 

A. An end-to-end virtualization solution covering not just the 
server infrastructure, but also the LAN, WAN and security 
infrastructure. It offers channel partners significant revenue 
and profit-margin potential by bringing together Cisco 
networking and data center portfolio (Catalyst, Nexus, UCS) 
with VMware Vsphere Hypervisor.

Q. How will the small business portfolio be positioned? 

A. Cisco will continue to position its small business portfolio 
to businesses with fewer than 100 employees as well as  
to the midmarket to respond to individual buying behavior  
as necessary. 

Q. How will Cisco help partners grow their Services 
business in the Midmarket?

A. Cisco offers an Integrated Service Experience, combining 
the smart-enabled portfolio, programs and relationships 
that allow partners to optimize and evolve their services 
business.  This sustains profitable growth.  Unlike the 
competition, Cisco is the most trusted, “partner-centric” 
company in the IT industry.  In the future, Cisco will 
continue to work with its partners to deliver innovative and 
profitable services to their customers.

Q. What types of Cisco Services are we recommending  
for our customers and partners?

A. Customers:
• Software-enabled professional services delivered  

by Cisco partners 
• Proactive maintenance support delivered by  

Cisco partners
• Cisco SMARTnet Service

Partners: 
• Cisco Smart Care
• Cisco Professional Services
• Cisco SMARTnet Service 

Investment in Partner Led

Q. What is Partner Led?

A. Cisco Partner Led is our go-to-market model for midsize 
customers. In this model, we empower our partners to take 
the lead on sales. From marketing support to more robust 
programs to solutions that scale to the midmarket, Cisco is 
investing heavily in our partners to help them go after new 
customers, win more deals, and sell their services.

Q. How is Cisco enabling partners to acquire new and 
competitive customers?

A. The comprehensive benefits of Partner Plus help 
partners conduct midmarket-focused marketing and 
sales activities to attract new customers. With Customer 
Intelligence, Cisco helps determine which prospects 
offer the highest propensity to buy. A wide selection of 
demand-generation programs and plays, in conjunction 
with Premium Marketing execution services, help create 
demand among the identified targets. These programs 
and plays are aligned with Cisco Smart Solutions, which 
are prevalidated, tested designs that help Cisco partners 
quickly deploy business transformational technology. In 
addition, Cisco makes available attractive pricing promotions, 
which help partners win the deal and increase their profits.

Q. What new training and enablement resources are 
available to help partners better engage with new 
midsize customers or go deeper into existing accounts?

A. We offer our Sales Excellence Training, including a 
midsize solutions workshop, to help partner sales 
representatives understand their customers’ challenges 
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and business needs. Together with this curriculum 
(available today on Partner Education Connection (PEC) 
as well as in instructor-led format), we offer a new mobile 
application, Cisco Customer Conversations Guide, which 
helps sales teams conduct a business conversation and 
gives them customized content to share with customers.

 We also offer the Cisco Services Accelerate Program, 
where partners can get exclusive incentives and trainings 
that will help them grow their business and sell more 
Services.

Q. Which Partner Plus Accelerators are new? 

A. No new Accelerators are being introduced. We are adding 
to or enhancing the existing offerings within each of 
current accelerators. 

• Premium Enablement: New training modules and 
mobile applications.

• Virtual Engineering: Increased capacity to provide more 
support to partners.

• Customer Intelligence: Prospecting data available 
through the Sales Collaboration Platform 

• Premium Marketing: New midmarket-specific marketing 
campaigns linked to sales offers, additional dedicated 
marketing support, a revenue marketing learning 
module, and increased preferential co-marketing funds.

• Partner Plus Incentives: Continued management-by-
objective (MBO) target-based financial rewards. 

Lead with Marketing

Q. What is unique or different about the new midsize  
business website?

A. The new midsize business web presence takes an outward 
approach. It focuses on pulling new prospects and 
customers in based on their needs and business challenges. 
It offers them different options to find the best IT solutions 
and products for their business. The site is designed 

specifically for inbound demand-generation traffic, with 
customer capture capabilities. This enables us to more 
quickly qualify leads and pass them on to our partners.

Q. How will Cisco create demand on behalf of its partners  
in the midmarket?

A. Cisco will create inbound and outbound demand through 
an aggressive external presence. Our plans include digital 
and social media activities in conjunction with focused 
midmarket marketing campaigns. Cisco marketing will 
source over $1 billion in Partner Led pipeline in FY14.

Q. What are Cisco Global Marketing Programs?

A. Cisco Global Marketing Programs (GMP) are a set of 
common, scalable, and replicable marketing programs 
designed around the different sales motions (acquisition, 
cross-sell/up-sell, migration, nurture) for use by Cisco 
and partners to drive demand. Each program offers 
a series of marketing plays by architecture, solution, or 
industry to deliver targeted offers and assets to sales 
prospects and customers. A list of Cisco GMP plays, 
pricing promotions, and offers focused on the midmarket is 
provided in the Drive Demand in the Midmarket document 
posted on the new midsize website. 

Q. How is Cisco helping partners generate new sales leads  
in the midmarket?

A. In addition to leads generated by Cisco and Global Marketing 
Programs, partners are provided demand-generation 
funding support and marketing execution support services. 
Partners may use Joint Marketing Funds (JMF) and Partner 
Marketing Funds (PMF) or use their Partner Plus Virtual Wallet 
incentives to fund demand generation. Cisco offers partners 
three different demand-generation options to choose from, 
depending on their needs: partner executed supported by 
Cisco, Cisco executed on behalf of partner, or joint execution 
through regional anchor programs such as GO! or partner 
reasons-to-call campaigns.

Q. Which announcements, programs, and tools are 
available in my region? 

A. Connect with your local marketing or sales contact for 
more information about what is available in your region.
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