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S T R AT E G Y  B R I E F

Five Best Practices for Going to 
Market with Google G Suite

Introduction

Previously known as Google Apps for Work, Google G Suite is a set of intel- 
ligent cloud apps—Gmail, Docs, Drive, Calendar, Hangouts, and more—that  
help businesses work, share, collaborate, and communicate in real time, from 
anywhere, using any device. Highly sophisticated and easy to use, it’s no wonder 
more than 5 million businesses have already adopted G Suite. 

Much of that success is due to the efforts of Google partners, who resell G Suite 
and other cloud apps. G Suite represents a potentially attractive opportunity for 
cloud service providers to leverage Google’s strong brand identity and significant 
market share to generate new revenue streams. 

However, it takes more than simply adding G Suite to your existing app  
portfolio to be successful. It requires careful planning and execution of the  
right go-to-market strategy for your business. Read on for best practices you  
can use as you formulate your strategy and prepare for success with G Suite  
and other cloud services.

Best Practice #1: Solve for Why

If businesses can go directly to Google to get G Suite, why should they buy from 
your company? This isn’t a trick question, nor is it an easy one to answer. But it’s 
critical to get it right because it sets the stage for everything that follows in your 
go-to-market strategy. 

For instance, let’s say your company’s value proposition for selling G Suite is the 
combination of your deep experience in the retail sector and your proprietary 
mobile app for that industry. Your go-to-market strategy would accentuate your 
company’s strengths and might include aspects such as creating integrations 
between your app and some of Google’s apps.   

Gartner reports that Google 
G Suite is approaching 50 
percent market share of 
companies with revenue 
less than $50 million.
S O U RC E :   “ G A RT N E R  S AYS  C LO U D 
E M A I L  I S  G A I N I N G  T R AC T I O N  A M O N G 
E N T E R P R I S ES  W O R L DW I D E , ”  G A RT N E R , 
F E B RUA RY  1 ,  2 0 1 6 .
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For some companies, the answer won’t be as straightforward. If that’s the case, 
don’t be tempted to skip this step. Without a strong value proposition, your leads 
won’t be as qualified, and your prospects may just be skeptical bargain hunters 
looking for a cheap deal, which will drive down prices. In contrast, a well-
articulated value proposition can give you leverage to charge premium pricing and 
help you turn more qualified leads into loyal customers. 

To solve for why, ask yourself these questions:

1. Why should customers buy Google G Suite? How does it solve their 
business challenges?

2. Why should they buy G Suite from my business? What do we do 
differently and how does that help the customer? 

3. Why should customers trust us? What can we offer that proves we’ve 
successfully helped other companies like theirs? 

Best Practice #2: Focus on the Solution Sale

Today, there are tens of thousands of business apps on the market. Unlike 
consumers, businesses don’t have time to try out many different apps to see  
what works best for their complex environment. They also can’t afford to make  
the wrong decision. 

Prospects and customers need help and guidance to make the right choice  
and they look to trusted advisors to help them do that. That’s why selling G Suite  
is part of a solution sale. Your sales teams need to engage business buyers  
with conversations that focus on how Google cloud apps deliver benefits to  
the business. 

Van Murray, chief executive officer at NeoCloud, a services provider in Raleigh, 
North Carolina, offers this advice to companies that are considering selling G Suite: 
“Moving to the cloud is a drastic change for many businesses. There’s a significant 
amount of education and change management required to help your customers 
take best advantage of apps such as G Suite. Everything from your selling process, 
to onboarding and customer service must be based on minimizing business 
disruption while helping customers successfully move to the cloud.”

Best Practice #3: Invest in Sales Enablement

You can’t rely on prospects being able to understand the value of G Suite and other 
cloud apps for their business without your help. Instead, you need to empower 
your sales teams with tools to help them efficiently and effectively move through 
the sales cycle to close more deals. 

S E LL I N G  C LO U D  A PPS 
R E Q U I R ES  A  D I FF E R E N T 
M I N DS E T

 › Use a trusted advisor approach

 › Understand the customer’s 
business

 › Identify key decision makers

 › Provide education and validation 
(e.g., use cases, ROI/TCO models, 
case studies)

 › Be prepared to handle objections 
and concerns    
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This doesn’t mean arming them with data sheets full of technology “speeds and 
feeds.” In a modern solution sale, it means giving sales teams content and tools 
that help them add value to conversations with the customer. The point is to 
prepare them for working collaboratively with customers to determine the best 
solution for their needs.     

Consider developing the following to support your go-to-market efforts for G Suite:

 › Sales training 

 › Buyer personas

 › Elevator pitch

 › Sales deck

 › Sales cheat sheet 

 › Vertical and/or horizontal use cases

 › Customer case studies

 › TCO/ROI tools

 › Objection handling tips

It takes time and money to develop training and enablement tools, but they can end 
up paying big dividends as you ramp up your sales efforts. 

Best Practice #4: Don’t Underestimate the 
Onboarding Effort

Even if they seem tech savvy, many customers may run into issues with  
getting up-and-running with G Suite. Skipping the critical onboarding phase  
of the adoption cycle can put pressure on your customer support team, generate 
unnecessary customer friction and frustration, and ultimately lead to early attrition.

As part of your go-to-market strategy, you should create a comprehensive 
activation and onboarding process for your new customers. The best way to  
do this is to funnel customers through a simple, step-by-step onboarding flow:

1. Send a “welcome to service” email that includes clear onboarding 
instructions.

2. Offer an “onboarding center” where customers can go to find additional 
tutorials, how-to guides, and FAQs related to initial activation, setup, 
deployment, and data migration.

3. Always provide customers with ways to contact your support team for an 
assisted onboarding experience. As described below, your support team can 
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AppDirect is the leader in cloud service commerce making software accessible globally. The AppDirect 
Cloud Service Commerce Platform unites providers, developers and consumers of cloud services into 
a single ecosystem. This makes it easy for businesses to find, buy, and manage cloud services from a 
central location and delivers new opportunities to distribute, sell, and market cloud services.

AppDirect-powered marketplaces, billing and distribution, and reselling services help providers—
including Telstra, ADP, Vodafone, Deutsche Telekom, Cloud Foundry, Rackspace, and others—connect 
millions of businesses to solutions from Google, Box, DocuSign, and more. 

For more information contact  
info@appdirect.com  
or visit www.appdirect.com.
(877) 404-2777
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be in-house or offered via a third-party provider that specializes in support 
services for Google cloud products.

4. As an alternative to steps one and two, you can offer customers a “white 
glove” onboarding service call. Some partners choose to build separate 
consulting businesses to support Google onboarding and usage, while others 
use third-party experts to deliver the service on their behalf.

NeoCloud has been selling cloud services and apps such as G Suite for more than 
six years and now has nearly 1,000 customers, representing 100,000 users. CEO 
Murray attributes much of the company’s success to its proprietary onboarding 
process. “From day one to go-live, we cover everything to help the customer 
communicate the changes to their users, migrate the data, train users, and provide 
support for questions or problems,” says Murray.

Best Practice #5: Deliver Great Customer Service

Strong customer support can increase the perceived value of G Suite, boost 
customer loyalty, and drive sales and revenue all while lowering future support 
costs. When offered as a complement or wrapper to a core product such as G 
Suite, support can be a major opportunity for differentiation. 

Buyers are often willing to pay a premium for onboarding and customer service 
because it can reduce costs, measured in both time and dollars, across their 
own organizations. In fact, in the U.S., 60 percent of small and medium-sized 
businesses are interested in support services and most prefer phone and email 
tech support options over face-to-face services.²

Whether you handle technical support in house or take advantage of white-label 
technical support services from AppDirect or another provider, it’s a critical 
success factor for your go-to-market strategy. 

   

I T  PAYS  TO  M A K E 
O N B OA R D I N G  E A SY

Partners that deliver a streamlined 
onboarding experience within four 
business days after purchase see up to 
four times greater adoption of services 
than those who do not, along with a 50 
percent drop in future support calls.¹

1  https://www.appdirect.com/blog/selling-value-not-just-features-with-the-microsoft-csp-program
2  Parks Associates, “Maximizing SMB Channel Opportunities,”


