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For MSPs · Resellers · Distributors · GSIs · SIs · Technology Alliances & Marketplaces
Most partner programs measure partners. This framework measures partner sellers and their production activity, the shift that turns ecosystems from relationship programs into predictable revenue engines.

HOW TO USE THIS FRAMEWORK
This document is structured as an operational reference guide, not a presentation. Each section builds on the last, from how to classify partner revenue, to how to model it, forecast it, and report it to leadership.
Work through the sections sequentially to build your forecasting model or jump to specific sections as needed. Tables include formula templates you can adapt directly.


01 | Partner Revenue Classification
Before forecasting anything, partner revenue must be categorized consistently. Without a shared taxonomy, pipeline data becomes anecdotal and attribution breaks down.
Revenue Classification Model
	Dimension
	Definition
	Why It Matters

	Partner Type
	MSP, Reseller, Distributor, SI, GSI, Tech Alliance, Marketplace
	Different partner motions convert at different rates

	Partner Role in Deal
	Sourced, Influenced, Co-Sell, Fulfillment
	Determines attribution and pipeline weighting

	Revenue Motion
	Resell, Referral, Managed Service, Embedded Tech
	Impacts ARR recognition and margin

	Partner Tier
	Strategic, Growth, Transactional
	Drives forecast reliability assumptions

	Route to Market
	Direct with partner assist, partner resale, marketplace listing
	Affects forecast ownership and reporting


Required CRM Fields
Every opportunity must contain these fields. Without this data model, forecasting breaks.
1. Partner Account
1. Partner Type
1. Partner Role (Sourced / Influenced / Co-Sell / Fulfillment)
1. Partner Influence %
1. Partner Program Tier
1. Partner Source, who originated the deal
1. Deal Registration ID
1. Marketplace Flag

Best Practice: Audit your CRM quarterly to ensure these fields are populated on all partner-involved opportunities. Incomplete data is the most common reason partner forecasts miss.
02 | Partner Pipeline Structure
Partner pipeline should be modeled separately from direct sales pipeline, but use the same stage definitions to enable meaningful comparison.
Core Pipeline Categories
	Pipeline Type
	Definition

	Partner Sourced Pipeline
	Deals created and originated by partners

	Partner Influenced Pipeline
	Deals where partners assisted but did not source

	Partner Co-Sell Pipeline
	Opportunities jointly worked with your direct sales team

	Partner Resell Pipeline
	Deals where the partner transacts on your behalf


Key Ratio Metrics
Leadership cares about these ratios. Build them into your reporting cadence.
	Metric
	Formula
	Target Benchmark

	Pipeline Coverage
	Partner Pipeline ÷ Partner ARR Target
	3x–4x minimum

	Partner Sourced Ratio
	Partner Sourced Pipeline ÷ Total Pipeline
	Track trend QoQ

	Partner Influence Rate
	Partner Influenced Deals ÷ Total Closed Deals
	Track trend QoQ

	Partner Pipeline Growth
	QoQ Pipeline Change
	Positive trend required


03 | Forecast Modeling
Partner revenue is less predictable than direct sales unless you model conversion behavior by partner type. The mistake most teams make is applying direct sales conversion rates to partner pipeline, the motions behave differently.
Core Forecast Formula
Partner Forecast ARR =
  (Partner Pipeline by Stage × Historical Conversion Rate × Average Deal Size)
Conversion Rate Model by Partner Type
Each partner type has its own conversion curve. Build these from your historical data and refine quarterly.
	Pipeline Stage
	Reseller
	MSP
	GSI / SI

	Discovery
	15%
	10%
	8%

	Qualified
	30%
	25%
	20%

	Proposal
	50%
	45%
	40%

	Negotiation
	75%
	70%
	65%



Key Principle: Do not reuse direct sales conversion rates for partner pipeline. Build partner-specific rates from your historical closed data. Even rough estimates improve accuracy over applying a blanket probability.
Partner-Powered Revenue Production Model
Based on the production-system approach to partner forecasting, the most accurate ARR models start from seller-level inputs, not pipeline totals.
Partner ARR =
  Active Sellers
  × Engagement Rate
  × Deals per Seller
  × Average Deal Size
  × Win Rate
Example: 40 active sellers × 60% engagement × 2 deals × $75k deal size × 30% win rate = $1.08M ARR
Why This Matters: This formula converts partner ecosystems from relationship programs into measurable production systems. Each variable is actionable, you can improve the outcome by improving any input.
04 | ARR Attribution Model
Partner ecosystems require multi-touch attribution. Without an agreed model, ecosystem value remains invisible to leadership and partner investment decisions are made without data.
Attribution by Partner Role
	Partner Role
	ARR Attribution
	Notes

	Sourced
	100% partner ARR
	Partner originated the opportunity with no direct sales involvement

	Co-Sell
	50% partner ARR
	Jointly worked opportunity with direct sales team

	Influenced
	20–30% partner ARR
	Partner contributed meaningfully but did not source

	Fulfillment
	Operational only
	Delivery/implementation role; not attributed to ARR sourcing


Attribution Example
For a $100k ARR deal:
1. Partner sourced → $100k attributed to partner ARR
1. Partner influenced (25% weight) → $25k attributed to partner ARR
1. Partner co-sell (50% weight) → $50k attributed to partner ARR

Leadership Value: Attribution models allow executives to see full ecosystem impact beyond resale revenue. This is how you justify investment in influenced and co-sell motions, not just resell.
05 | Partner Capacity & Seller Metrics
The most predictive metric in partner ecosystems is not pipeline value or ARR, it is engaged partner sellers. This single variable determines whether the entire production chain exists.
Partner Capacity Model
	Metric
	What It Measures
	Why Leadership Cares

	Active Partner Sellers
	Individuals at partner organizations actively selling your solution
	True ecosystem selling capacity

	Engaged Partner Sellers
	Sellers actually executing the GTM motion with measurable activity
	Real production capacity

	Seller Engagement Rate
	Engaged Sellers ÷ Total Active Sellers
	Partner activation health , exposes inactive sellers

	Target Accounts per Seller
	Accounts each seller is actively pursuing
	Top-of-funnel market coverage



Effective Partner Sellers =
  Active Sellers × Engagement Rate
If you have 100 partner sellers but only 35% are engaged, your true selling capacity is 35 sellers, not 100. This is the most common illusion in large partner ecosystems.
Pipeline Production from Seller Inputs
Partner Pipeline =
  Effective Sellers × Deals per Seller × Average Deal Size
	Metric
	Definition

	Deals per Partner Seller
	Average opportunities created per seller per quarter

	Partner Sourced Opportunities
	Total opportunities created by partner sellers

	Average Partner Deal Size
	ARR per partner-originated deal

	Partner Seller Productivity
	Partner ARR ÷ Active Sellers


06 | Core ARR Metrics
These are the metrics executives expect to see in partner revenue reporting. Ensure each is tracked in your CRM and surfaced in your partner dashboard.
	Metric
	Description
	Data Source

	Partner Sourced ARR
	ARR originating from partner-sourced deals
	CRM, Partner Role = Sourced

	Partner Influenced ARR
	ARR where partners meaningfully contributed but did not source
	CRM, Partner Role = Influenced

	Partner Resell ARR
	ARR transacted by a partner
	CRM + finance reconciliation

	Partner Marketplace ARR
	ARR closed through marketplace listings
	Marketplace reporting + CRM

	Partner Expansion ARR
	Upsell or expansion revenue generated via partner
	CRM, renewal/expansion object

	Partner ARR Contribution %
	Partner ARR ÷ Total ARR
	Calculated field in BI layer

	ARR per Active Partner
	Total Partner ARR ÷ Active Partners
	Calculated, ecosystem efficiency

	ARR per Partner Seller
	Total Partner ARR ÷ Active Sellers
	Calculated , seller productivity


07 | Forecast Confidence Scoring
Forecast confidence should be tied to partner engagement behavior, not just deal stage. Partner deals with weak engagement signals are less reliable regardless of stage.
Partner Deal Confidence Score
	Scoring Factor
	Weight
	What to Measure

	Sales Stage
	25%
	Stage maturity in partner pipeline

	Partner Tier
	20%
	Strategic partners forecast more reliably

	Partner Deal History
	20%
	Win rate history with this specific partner

	Partner Engagement Activity
	15%
	Joint calls, registration activity, deal updates

	Technical Validation
	10%
	POC completed, technical fit confirmed

	Executive Alignment
	10%
	Executive sponsor identified at customer



Application: Deals scoring above 70% receive full forecast probability. Deals scoring 40–70% are discounted by 25%. Deals below 40% are excluded from committed forecast and tracked in upside.
08 | Pipeline Coverage Targets
Pipeline coverage targets vary by partner type because conversion rates and sales cycles differ. Do not apply uniform coverage targets across the ecosystem.
	Partner Type
	Pipeline Coverage Target
	Rationale

	Reseller
	3x
	Faster cycles, higher close rates

	MSP
	2.5x
	Managed service deals qualify tighter

	GSI / SI
	4x
	Longer cycles, more complex qualification

	Technology Alliance
	2x
	Higher intent deals, co-sell motions

	Marketplace
	1.5x–2x
	Intent signals are strong at registration


09 | Executive Dashboard Structure
Leadership dashboards should answer five questions. Build your reporting model around these question blocks, each maps to an operational metric set.
Dashboard Block 1: Partner Revenue Contribution
1. % of total ARR from partners (sourced + influenced)
1. Partner ARR by partner type
1. Partner ARR trend, QoQ and YoY
1. Partner Marketplace ARR as standalone line
Dashboard Block 2: Pipeline Health
1. Partner pipeline coverage vs. ARR target
1. Partner sourced vs. influenced pipeline split
1. Pipeline by partner type
1. Pipeline growth rate QoQ
Dashboard Block 3: Forecast Accuracy
1. Forecast vs. actual partner ARR by quarter
1. Conversion rate by partner type vs. model
1. Variance analysis, where forecasts missed and why
Dashboard Block 4: Partner Productivity
1. Top 10 partners by pipeline generated
1. Win rates by partner and partner type
1. ARR per active partner and ARR per active seller
1. Average deal size by partner type
Dashboard Block 5: Ecosystem Growth Signals
1. New partners generating pipeline (net new activations)
1. Seller engagement rate trend
1. Marketplace revenue trends and growth
1. Partner expansion ARR from existing customer base
10 | Data Architecture Requirements
This framework depends on clean CRM and PRM data. Without structured data at the opportunity level, none of the forecasting models function reliably.
Required CRM Objects
	Object
	Purpose

	Partner Accounts
	Partner organization profiles with tier, type, and status

	Partner Contacts
	Individual seller contacts linked to partner accounts

	Partner Opportunities
	Opportunities with full partner attribution fields populated

	Partner Attribution Object
	Multi-touch attribution records linked to opportunities

	Partner Engagement Activities
	Joint calls, deal registrations, campaign participation


Required Opportunity Fields
	Field
	Values / Format
	Required For

	Partner Source
	Partner Account lookup
	Pipeline reporting

	Partner Type
	Picklist: MSP / Reseller / Distributor / SI / GSI / Tech Alliance / Marketplace
	Conversion modeling

	Partner Role
	Picklist: Sourced / Co-Sell / Influenced / Fulfillment
	Attribution model

	Sales Reps
	Both Partner & Vendor sales reps associated with co-sell opportunity
	Co-sell modeling

	Partner Tier
	Picklist: Strategic / Growth / Transactional
	Forecast confidence scoring

	Partner Influence %
	Number field (0–100)
	Influenced ARR calculation

	Deal Registration ID
	Text / lookup
	Deal registration compliance

	Marketplace Flag
	Boolean
	Marketplace ARR tracking



Data Quality Note: Run a quarterly CRM audit on all partner-involved opportunities closed in the prior 90 days. Incomplete field population is the most common root cause of forecast inaccuracy in partner ecosystems.
11 | Best Practices Summary
Forecasting Principles
1. Forecast partner pipeline separately from direct sales, partner motions behave differently
1. Model conversion rates by partner type, not as a blanket assumption
1. Track partner influence explicitly, otherwise ecosystem value is invisible to leadership
1. Use historical partner-specific data to set probabilities, not direct sales benchmarks
1. Build pipeline coverage targets by partner type, not a single universal target
1. Measure engaged sellers, not total partner logos, it is the most predictive input
Reporting Principles
1. Separate partner sourced, influenced, co-sell, and resell ARR in all executive reporting
1. Report partner ARR as a % of total ARR on every leadership dashboard
1. Include partner pipeline velocity alongside pipeline value, movement matters as much as volume
1. Variance analysis is not optional, review forecast vs. actual every quarter and document why gaps occurred
Operations Principles
1. Enforce CRM field completion as a deal registration requirement
1. Review partner productivity metrics monthly, not just at QBRs
1. Treat partner seller engagement rate as a leading indicator, not a lagging one
1. Build partner pipeline reviews into your monthly operating cadence, separate from direct sales calls
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