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Introduction

As software sales through Cloud 
Marketplaces eclipse an expected 
$15B this year, it has become  
clear that software companies 
leaning in to this new sales motion 

prioritize Cloud GTM to drive 
business transformation. They’re 

making intelligent, data-driven decisions 
on when and where to co-sell with the 

clouds in an effort to drive brand strength, deal-
level support, top-of-funnel growth, and ARR. They 
are prioritizing Marketplaces as the preferred way 
to transact with customers and including existing 
traditional channels to nurture long-standing 
relationships and to leverage expanded  
market reach. 

Marketplaces and co-sell are inextricably 
linked and, in tandem, are critical to building 
a successful partnership with the clouds that 
ultimately benefits your business, your buyers, 
and your partners. 

This is a tectonic shift for the software industry. In 
this report, we’ll highlight several ways the Cloud 
Providers are signaling that investment in Cloud 
GTM is an investment in meeting your buyers and 
your partners where they are. As buyer appetites 
increasingly prefer to purchase this way, ISVs will 
have access to growing budgets through committed 
cloud spend agreements and, in partnership 
with their Cloud Partners, reach new customer 
opportunities. With so much of the cloud landscape 
seeing new and exciting changes over the last year, 
we can’t wait to dig into this year’s report. 

AFTER THREE YEARS OF PUBLISHING THE STATE OF CLOUD MARKETPLACE REPORT, 
WE’RE THRILLED TO ELEVATE THIS RESEARCH INTO THE INDUSTRY’S FIRST AND ONLY 
REPORT FOCUSED ON HOW SOFTWARE COMPANIES ARE DRIVING EFFICIENT ROUTES 
TO MARKET WITH THE CLOUD PROVIDERS. WELCOME TO TACKLE’S 2023 STATE OF 

CLOUD GO-TO-MARKET (CLOUD GTM) REPORT. 

Written by John Jahnke, Sanjay Mehta,  
Nicole Wojno Smith, Adam Boyle, and Erika Childers

https://tackle.io/what-is-cloud-go-to-market/
https://tackle.io/resources/reports/state-of-cloud-marketplaces/
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In this year’s report, you’ll find 
key learnings such as: 
•	 Cloud Marketplaces have created a path for 

revenue transformation.
•	 Marketplace and co-sell go hand-in-hand.
•	 Executing on Cloud GTM, particularly at-scale, 

doesn’t come without its challenges.
•	 Cloud GTM is a strategic, long-term,  

company-wide commitment—not a tactical  
or departmental initiative.

•	 Cloud GTM success is a journey, not  
a destination.   

As well as predictions to keep in 
mind as we head into 2024: 
•	 We will see as high as $15B in Marketplace 

throughput by the end of 2023 and $100B  
by 2026.

•	 Over the next few years, finance leaders will get 
on board with Cloud GTM being one of the most 
efficient revenue channels in their business. 

•	 Five years from now, every seller in a software 
company will know how to win with cloud. 

•	 Incentives for ISVs to engage in cloud 
partnerships through go-to-market activities 

	 will crescendo before they phase away. 
•	 Customer demand to purchase solutions 

including multiple products and services will 
drive innovation from the channel. 

In further setting the stage for this year’s report, we would be remiss not to mention the economic 
downturn of the last year. It’s been a tough one for the technology industry—budget cuts, layoffs, slowed 
software spend, tech stack consolidation. Winning new business has been harder, renewals and budgets 
have been challenged. It seems like we’re starting to head cautiously into the light with efficient growth 
as a key heading for nearly all companies, in contrast to the growth at all costs mindset we saw in years 
prior. The clouds have offered additional avenues to win for sellers as buyers’ cloud spend has remained 
relatively resilient.

The total B2B cloud 
market is predicted to 
grow 21.7% to total 
$597.3 billion in 2023 
- Gartner

https://www.gartner.com/en/newsroom/press-releases/2023-04-19-gartner-forecasts-worldwide-public-cloud-end-user-spending-to-reach-nearly-600-billion-in-2023
https://www.gartner.com/en/newsroom/press-releases/2023-04-19-gartner-forecasts-worldwide-public-cloud-end-user-spending-to-reach-nearly-600-billion-in-2023
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To solve for these operating challenges, 
nearly two-thirds of respondents see 
“advancing cloud partnerships” as 
a key business driver and one of their 
top priorities in the coming year. With 
this lens in mind, let’s get into the data, 
learnings, and predictions from this 
year’s State of Cloud GTM survey.

WHEN ASKED ABOUT THE PRIMARY HURDLES OF THE PAST YEAR, SOFTWARE SELLERS 
NOTED OPERATING CHALLENGES AROUND SALES PRODUCTIVITY, OPERATIONAL 
EFFICIENCY, AND DELIVERING ON REVENUE COMMITMENTS. WE SEE THESE CHALLENGES 
AS STRONG REASONS WHY ISVS ARE LOOKING TO NEW CHANNELS AND OPPORTUNITIES 
LIKE PARTNERSHIPS, ECOSYSTEM-LED STRATEGIES, AND CLOUD GTM.
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The majority of this year’s survey 
respondents work in organizations 
that sell business applications 
(32%), infrastructure (20%), or  
data products (17%). We also  
had respondents from companies 
in security, DevOps, and  
machine learning. 

We saw respondents from all 
levels of ARR, with a particular 
concentration from those in 
the $101-500M and $501M-1B 
segments, which maps well to the 
business segments we see thriving 
most in this route to market.

IN SUMMER 2023, TACKLE SURVEYED INDIVIDUALS REPRESENTING SOFTWARE 
SELLERS ACROSS A BROAD RANGE OF CATEGORIES IN ORDER TO GET A PULSE ON 
THE EXPERIENCES, SUCCESSES, AND CHALLENGES OF ISVS ENGAGING IN CLOUD GTM 
ACTIVITIES, INCLUDING CLOUD MARKETPLACES AND CO-SELLING. TITLES OF THESE 
INDIVIDUALS PRIMARILY INCLUDED THOSE IN THE CLOUD ALLIANCES FUNCTION (50%) 
AND THOSE IN CHANNEL/PARTNER MANAGEMENT (25%), AS WELL AS INDIVIDUALS IN 
PRODUCT/ENGINEERING, SALES/REVENUE, AND OPERATIONS.

Survey Methodology

This year, large ISVs are 
leaning in more than ever

*Some ISVs chose not to disclose ARR
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Here are some of the predictions 
we’ve made over the years that  
we’ve seen play out:

	 CLOUD MIGRATIONS WILL BRING  
 	BUYERS TO MARKETPLACES.

Back in 2020, we predicted that buyer interest 
in procuring software through the Marketplaces 
would grow significantly as companies migrated 
their products to cloud infrastructure and  
placed what is likely their largest budgets with 

the Cloud Providers. As ISVs understood the 
benefits of leveraging their cloud budgets to 
purchase software via the Marketplaces,  
interest increased. This year, meeting customer 
demand was a top reason for transacting 
through the Marketplaces, growing 28% over last 
year and a whopping 88% since we first asked 
this question in 2021.

We also continue to see Marketplace buyers of 
all types. Business Applications ISVs made up a 
third of our respondent pool this year, about the 

WITH FOUR YEARS OF DATA NOW UNDER OUR BELT, WE’VE SEEN PREDICTIONS MADE 
IN PREVIOUS YEARS COME TO FRUITION. IN OUR FIRST YEAR, 2020, WE BENCHMARKED 
HOW THE CLOUD MARKETPLACES WERE BEING USED BY SELLERS AND BUYERS AND 
MADE A FEW VERY EARLY PREDICTIONS FOR THE FUTURE. WE BELIEVED THEN THE 
CLOUD MARKETPLACES WERE THE FIRST REAL DIGITAL COMMERCE CHANNEL FOR B2B 
SOFTWARE, AND WE STILL DO.

Looking Back, Looking Ahead

1

Over the last two years, the uptake on Cloud Marketplace adoption has grown significantly. For 
innovators and early adopters, Marketplace became a key part of their go-to-market systems and it has 
grown to represent a significant revenue opportunity. This year, we’re seeing companies think more 
comprehensively about how Marketplace is just one piece of a larger Cloud GTM strategy that also 
includes co-sell and using data to identify the right cloud buyers.
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same as last year, indicating companies selling to 
non-technical buyers are still finding success here. 
This highlights a great evolution in the market and  
a very positive sign for acceptance of Marketplace 
as a primary B2B channel.
 
	 CHANNEL PARTNERS THAT LEARN TO  

	 DIFFERENTIATE WITH MARKETPLACE WILL  
	 START ON A NEW JOURNEY.

In 2021, we noted the most innovative channel 
leaders were starting to figure out how to 
transform their traditional models to meet cloud 
buyers where they are. In this year’s research,  
63% of survey respondents had some sort of 
channel partner involvement in their Marketplace 
deals over the last year, telling us there have been 
some strategic moves from the channel as the 
Cloud Providers have rolled out programs like  
AWS’ CPPO and Microsoft’s MPO to assist the 
channel in leaning in. 

	 THE CLOUD MARKETPLACES WILL NOT RACE 	
	 TO ZERO ON FEES BUT WILL INVEST IN CO-SELL 	

	 MOTIONS AND OTHER PARTNER PROGRAMS 		
	 THAT MAKE VALUE CREATION THE STORYLINE.

While frequently a consideration in initiating a 
Cloud GTM motion, Marketplace listing fees are 
too commonly seen as a “tax” to the ISV versus a 

transaction fee proportionate to the value provided 
in this route to market. Responses to this sentiment 
from the top Cloud Providers have varied, but 
there’s no doubt the trend line in listing fees has 
been on a steady decline over the last decade. In 
2021, we predicted that, instead of eliminating fees 
completely for sellers, the Cloud Providers would 
continue to build up their incentives and programs 
to drive higher value to account for those costs. 
From the research below, you’ll see that ISVs agree 
the value of cloud partnerships has grown over the 
last two years.

	 SALES, MARKETING, AND ALLIANCES HAVE TO 
	 WORK TOGETHER AS AN ORGANIZATION TO 		

	 LEAN INTO PARTNER-LED GROWTH.

We’ll talk quite a bit in the report about how 
multiple functions across the org need to band 
together to create a successful and sustained  
Cloud GTM strategy and motion. We’ve seen that 
breaking down silos and fostering collaboration 
between these departments has led to increased 
sales as well as a more streamlined sales motion. 
We know Cloud GTM activities like Marketplace,  
co-sell, and the data that informs it have the ability 
to accelerate deal velocity. Generating revenue 
faster is a cornerstone of efficient growth. And 
when all parts of the go-to-market system lean in, 
everybody wins. 

 63% of survey respondents 
had some sort of channel 
partner involvement in 
their Marketplace deals 
over the last year

2

3

4
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	 WE COULD SEE AS HIGH AS $15B IN 		  
	 MARKETPLACE THROUGHPUT BY THE END 		

	 OF 2023 AND $50B BY THE END OF 2025.

Last year, we predicted that as much as $15B 
would flow through the Cloud Marketplaces  
by the end of this year. We can’t wait to see  
where the market lands.

We expect Tackle’s 550+ customers to transact 
nearly $3B through Marketplace in this fiscal 
year, up 100% year-over-year. Among our 550+ 
customers are many of the top performing sellers 
across AWS, Google Cloud, and Microsoft. That’s 
great growth in more normal market conditions, 
and really pretty phenomenal in today’s macro 
economic reality. Primary growth drivers include 
operational improvements from the clouds to 
support at-scale motions, sales teams rallying 
around co-sell, and buyers getting increasingly 
savvy in leveraging the Cloud Marketplaces to 
purchase more of their software stack with  
cloud-committed contract dollars. All of this is 
coming together to drive larger deals, improved 
win rates, and faster procurement cycles.

Earlier this year, Canalys noted: 

Despite economic turbulence weighing 
down on public cloud growth, 
marketplace momentum is likely to 
gather pace in 2023, thanks to [the 
ability of enterprise customers to 
“burn down” their upfront committed 
cloud spend with the hyperscalers 
using Marketplace purchases]. 
With many enterprises now scaling 
back cloud adoption to cut costs, 
shifting more of their software and 
cybersecurity purchases to the hyper 
scalers’ Marketplaces is an attractive 
way to hit their cloud commitments.” 

You’ll also see a revised prediction on this  
stat later in the report.

5

https://aws.amazon.com/blogs/awsmarketplace/total-economic-impact-aws-marketplace-commissioned-study-forrester-consulting/
https://aws.amazon.com/blogs/awsmarketplace/total-economic-impact-aws-marketplace-commissioned-study-forrester-consulting/
https://canalys.com/insights/hyperscale-cloud-marketplaces-saas-channels
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John’s Foreword
It has been a hard year for almost everyone in  
go-to-market roles. Deal cycles are long, buying 
committees have grown, budgets have been cut, 
sponsors have left, priorities repeatedly shifted. 
Leaders and sellers lost their jobs as demand 
slowed and the ability to predict and control revenue 
decreased. This has been one of the hardest years 
in software that I have seen since the dot-com 
bust. The good news: over the last quarter or two, 
it certainly feels like things have stabilized, and I 
believe we are starting to turn a corner. Sellers are 
closing opportunities, customers are moving priority 
initiatives forward. It isn’t easy but there is light. Does 
this mean we return to growth at all costs (hopefully 
not) or that people will go back to unrealistic growth 
expectations in their plans? The answer is no. 

For the first time in a long time in software, growth 
expectations are as reasonable as they have ever 
been and, as companies start to get into their 
planning season for next year, most companies are 
planning to return to growth and investment. It will 
not be at the levels we saw in 2021 or what people 
thought they could do in 2022-2023, but it is at a 
much more realistic level of growth, which will create 
better, more efficient, more consistent companies,  
as building at 30-50% growth year over year is  
MUCH more reasonable than 100%+.

It has been a slog to get here and we might not be at 
the destination yet but the storm clouds are breaking, 
there is sun on the horizon, and the new world looks 
very different than the old. A new world focused on 
value and a fair exchange of dollars for value. A world 
where old ways of doing things are being shed for 
new and more efficient ways. The historical norms of 
selling over the last 20 years are being challenged in 
ways that were not before imagined. AI is changing 
the way we work, product-led growth is changing the 
way people get started with products. Companies 
throwing free resources at customers to help them 
adopt is changing as companies can no longer afford 
to operate this way. Self-service, faster time to value, 
and both product and ecosystem-led business 
substrates are mandatory.

CONNECT WITH JOHN ON LINKEDIN OR TWITTER

2023 is the year that 
software sales has changed 
forever, and I believe it will be 
a better future because of it.

https://www.linkedin.com/in/johnjahnke/
https://twitter.com/johnjahnke
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So if software selling and buying  
has truly been changed forever,  
what does that mean for founders, 
builders, and GTM leaders?

•	 We will have to work harder to delight  
our customers - As there is more scrutiny  
on spending, customer expectations will be 
higher than ever.

•	 We’ll have to be more efficient than ever -  
Growth at all cost is no longer an option!

•	 Innovation and experimentation will need  
more focus - When efficiency is a priority,  
justifying experimentation becomes more  
difficult. It might take longer to build a  
company - The road to ‘at scale revenue’  
when operating with efficiency is longer.

•	 Buyers will flock to the leaders and to  
strength - In capital-constrained environments, 
the leaders in markets win based upon quantity 
of investment and durability of the company.

•	 New challengers will need to be better than  
ever (10x) - Based upon capital scarcity and  
a flight towards stability, it only raises the bar  
on challengers.

But when we nail this, we will build once-in-a-
generation companies that delight customers and 
new and seamless ways with world-class efficiency.

	 This is a big change coming—an enterprise 
transformation—in the way that revenue 
systems work. We are in the earliest days  
of this transformation and most business 
operations will need to change to enable  
this next generation of growth, which includes 
sales-led, marketing-led, product-led,  
ecosystem-led, and cloud-led.

 
Cloud GTM is  
part of the story. 
IT ISN’T THE WHOLE STORY BUT I’M  
SO EXCITED FOR US TO SHARE OUR  
RESEARCH WITH YOU AS WE CONTINUE  
TO LEAN INTO CLOUD-ENABLING ALL 
SOFTWARE COMPANY GTM SYSTEMS.
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2023 LEARNINGS
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Cloud Marketplaces Have Created  
a Path for Revenue Transformation

LEARNING 1

Every year we ask respondents why they invest in selling on the Cloud 
Marketplaces. One of the biggest changes in sentiment this year compared to 
last year’s report (and every year prior for that matter) is that the number one 
reason for selling this way is to advance partnerships with Cloud Providers. 
This shift from tactical benefits like “access to buyers’ cloud budget dollars” 
and “unlocking co-sell” (which are still highly valued) indicates a movement that 
puts cloud partnerships at the center of a new and dynamic revenue channel 
with global appeal. Marketplaces are transforming the shape and focus of 
go-to-market organizations, the mix and makeup of revenue contributing 
channels, and the importance of partnership teams in the C-suite.

TOP BENEFITS OF SELLING ON THE CLOUD MARKETPLACES

https://tackle.io/resources/reports/state-of-cloud-marketplaces/
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For companies with less than $10M in revenue that are 
finding product-market fit and often have internal teams 
that are stretched for resources, their top goals included 
meeting customer demand, simplifying contracting and 
procurement for their buyers, and opening a new channel 
for revenue.

For companies with $11-$100M in revenue, the Marketplace 
ownership usually falls to the Partner team and top goals 
included accelerating deal velocity, simplifying contracting 
and procurement for their buyers, and becoming eligible 
for Cloud Provider incentives for Marketplace sellers as they 
look to scale this channel. 

For companies with revenue over $100M in ARR, they are 
trying to operationalize this across multiple functions in the 
business, and top goals for Marketplace selling included 
taking advantage of Cloud Provider incentives, accessing 
their buyers’ cloud budgets, and meeting customer demand. 

As you can imagine, companies at different stages have  
different goals when it comes to Marketplace beyond growing 
their cloud partnerships.
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Cloud GTM can be a powerful route to market for ISVs, validated 
by the fact that many respondents identified strengthening their 
cloud partnerships as important to their business goals. 

A SURVEY RESPONDENT IN A CLOUD ALLIANCES ROLE AT  
A $1-10M BUSINESS APPLICATIONS STARTUP SAID: 

“Selling with and through [our Cloud Partner] has enabled us 
to take advantage of partnership programs we wouldn’t have 
access to if we weren’t transactable through the Marketplace, 
which in turn has led to new opportunities for marketing and 
going after new accounts jointly.”
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AWS’ ISV ACCELERATE

•	 Requires ISVs to undergo Foundational Technical Review 
	 (FTR), have 10 partner opportunities qualified through the AWS 

Customer Engagement (ACE) Program, a minimum of  
20 launched opportunities with $30,000 in AWS monthly 
recurring revenue (MRR), and at least two 2 publicly 
referenceable customers.

•	 Incentives include a PDM (Partner Development Manager), 
Account Manager support, eligibility to participate in activities 
that help drive awareness with the AWS Sales teams, prioritized 
access to the AWS co-sell support team, reduced listing fees  
for AWS Marketplace, and more. 

GOOGLE CLOUD’S PARTNER ADVANTAGE PROGRAM

•	 At the Premier tier, requires an annual business plan 
(recommended), a minimum of qualifying consumption or 
bookings, and a book of customer success stories.

•	 Incentives include Partner support, eligibility for marketing 
campaigns and co-branding opportunities, Partner discounts,  
and deal registration. 

MICROSOFT’S AZURE IP CO-SELL PROGRAM

•	 Requires ISVs to list their solution as a transactable offer and sell 
directly on the commercial marketplace, meet or exceed a billed 
revenue of $100,000, and have a published quality co-sell bill of 
materials, including an offer one-pager (with customer wins) and 
offer pitch deck.

•	 Top-tier incentives include Microsoft seller support with a PDM 
(Partner Development Manager) and Account Manager,  
go-to-market resources, and  
campaign eligibility

By building stronger relationships with the Cloud Providers, sellers can engage in more effective solution-oriented conversations with 
current and new buyers through co-sell and access to Cloud Provider funding and programs, contributing to higher sales productivity 
and more efficient revenue generation. As their Cloud Provider relationships grow, ISVs will reach new tiers for partner development 
that bring added incentives. Some of those programs and incentives include:

https://aws.amazon.com/partners/programs/isv-accelerate/
https://cloud.google.com/partners/become-a-partner
https://partner.microsoft.com/en-US/partnership/azure-ip-co-sell
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AGGRESSIVE EXPECTATIONS

Year 1 goals for many ISVs from last year may have been  
outsized based on their maturity. As you’ll see later in this report, 
nailing this motion in a way that drives a double-digit percentage 
contribution to revenue takes time and we think perhaps  
some ISVs, while seeing early success, haven’t quite hit the  
10% contribution yet.

ADDED COMPLEXITY

As you grow to higher levels of revenue contribution, scale  
increases complexity. It requires more focused and highly  
aligned cross-functional teams, a scalable operations model,  
and, in the best cases, more frequent co-sell interaction with  
the Cloud Providers. 
 

LACK OF MATURITY

If process, automation, enablement, and alignment don’t rise at the 
same time as revenue expectations, continuing to see revenue lift is a 
challenge. Many ISVs who expected to see 10%+ of total revenue flow 
through Marketplace may not have kept up operationally to sustain 
that level of revenue generation. Behavior change takes time, and the 
factors internal to your organization can cause friction in building a 
new Cloud GTM muscle if not anticipated and carefully considered.

We expect this trend to rebound as the market stabilizes this 
year and as the paths to revenue from Cloud GTM become more 
standardized for ISVs. Later in this report, we’ll lay out a framework 
that helps set expectations around revenue attributed to this 
channel depending on the stage of maturity you’re in. Keep reading 
for the context on what good looks like!

Show Me the Money

WHAT MATTERS MOST ABOUT THESE PARTNERSHIPS FOR MOST ISVS IS HOW IT CONTRIBUTES TO ACCELERATING 
REVENUE GROWTH. LAST YEAR, 44% OF SELLERS SAID THEY EXPECTED TO TRANSACT MORE THAN 10% OF THEIR 
REVENUE THROUGH A CLOUD MARKETPLACE IN THE NEXT YEAR. THIS YEAR, 26% SAID THEY EXPECT THIS LEVEL 
OF REVENUE CONTRIBUTION THROUGH THE MARKETPLACES IN THE NEXT YEAR. THIS LOWERED EXPECTATION 
HAS CERTAINLY BEEN INFLUENCED BY THE ECONOMIC TURBULENCE OF THE LAST 12 MONTHS AND WE SEE A FEW 
OTHER AREAS THAT MAY HAVE CONTRIBUTED TO THIS YEAR-OVER-YEAR GAP: 
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Marketplace and Co-Sell Go Hand-in-Hand
LEARNING 2

This year, we learned that about a third (31%) of survey 
respondents who say they have a strategic partnership with their 
Cloud Partner(s) don’t have a transactable listing on the Cloud 
Marketplace(s). This shot up a pretty big red flag for us. 

A strategic cloud partnership that doesn’t  
include Marketplace leaves a lot of opportunity  
on the table for these ISVs. 

In addition, Marketplace is becoming a required channel for 
successful cloud partnerships and companies that fail to transact 
there will lose relevance with their partners and with buyers. 
The Cloud Providers themselves are betting big on Marketplace 
and co-sell as joint value drivers. In 2022, we saw AWS bring 
together its Marketplace and APN partner organizations 
(including co-sell teams and its ACE (AWS Customer Engagement) 
system) into a combined team focused on partner success. This 
summer, Microsoft announced that all ISV Partners must have 
a transactable Marketplace listing in order to unlock the richest 
benefits of its partner program, and ISVs are responding quickly to 

these kinds of changes. Over the last quarter alone, Tackle has seen 
a 10x increase in co-sell usage across our entire customer base and 
we expect to see other Cloud Providers follow similar paths to guide 
ISVs toward the behaviors that drive adoption and stickiness. 

In this year’s survey, 51% of respondents listed “unlock or accelerate 
co-sell opportunities with Cloud Providers” as a primary reason 
for selling on the Marketplaces. ISVs know that Marketplace and 
co-sell offer complementary value props that support seamless 
transacting and scalable deal flow, and they’re seeing it pay off. Of 
the respondents who do have a transactable listing, 44% say more 
than 5% of their net new pipeline has been influenced or assisted 
by co-sell in the last 12 months—not a massive contribution yet for 
most ISVs, but this number is only bound to grow as both ISVs and 
Cloud Providers establish stronger processes and practices for the 
merging and operationalizing of co-sell and Marketplace. We expect 
to see the clouds develop programs, incentives, and requirements 
designed to drive behavior that enables Cloud GTM at scale through 
CRM integration. 

https://tackle.io/blog/5-key-takeaways-from-aws-reinvent-2022/
https://tackle.io/blog/5-key-takeaways-from-aws-reinvent-2022/
https://tackle.io/blog/how-to-make-the-most-of-microsofts-commercial-marketplace-and-azure-ip-co-sell-benefits/
https://tackle.io/blog/how-to-make-the-most-of-microsofts-commercial-marketplace-and-azure-ip-co-sell-benefits/
https://tackle.io/blog/how-to-make-the-most-of-microsofts-commercial-marketplace-and-azure-ip-co-sell-benefits/
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As one respondent in a Cloud Alliances role at a $501M-1B+ 
Security ISV put it, “[Marketplaces] are a key route for customers 
that we must be able to transact in. Using co-sell to get higher up 
with customers and using MACC/EDP budgets to speed up deal 
approvals are big opportunities.” 

Integrating with  
Marketplace and Co-Sell
The majority of respondents (53%) said they expect more than  

15% of their Marketplace deals to be influenced or assisted  
by co-sell in the next year, showing ISVs are starting  

to see a clear connection. We expect to see this 
increase dramatically over the next 12 months as 

Marketplace and co-sell integration starts 
to become a requirement for  

advancing cloud partnerships. 

In addition, nearly all of those respondents (46%) said they have 
struggled to integrate Marketplace + co-sell into their core business 
systems and operational workflows. As the Cloud Providers make 
it clear that co-selling and Marketplace are required investments 
for partnership growth, driving a successful Cloud GTM at scale 
means no longer viewing them as isolated processes or distinct 
solutions. For most ISVs today, co-selling and Marketplace act as 
separate workflows, almost entirely manual, and disconnected from 
the broader go-to-market system. To reduce the amount of time 
spent creating, submitting, and managing co-sell opportunities and 
Marketplace deals, CRM integration and automation are necessary 
to bring these workflows closer to the sellers’ system of record and 
make Cloud GTM as natural as selling direct. 

In a Tackle press release, Francois Grenier, Head of Partnerships  
at Thoropass said, 

[By bringing] our co-sell and AWS Marketplace 
motions together and streamlining that into 
Salesforce, our revenue, operations, and alliance 
teams can operate faster to accelerate and  
close deals.

https://tackle.io/resources/company-news/surge-in-gtm-teams-utilizing-co-sell-and-aws-marketplace-private-offers-inside-of-salesforce/
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Support for Channel Partners
We can hear you now asking “What if I already have a channel 
strategy—how does that integrate into Cloud GTM?” or “I’m a 
channel partner—what does this mean for me?” Channel + cloud 
are complementary motions that can (and do!) coexist. Wiz is a 
fantastic example of this. Within the last year, each Cloud Provider 
has established programs that enable deeper merging of the two. 
This year, 63% of survey respondents had some sort of channel 
partner involvement in their Marketplace deals, and 85% expect 
more channel partner involvement in Marketplace deals in the 
coming year. This indicates a need for ISVs and channel partners 
to work together to plan their strategies for making cloud a central 
part of how they do business. 
 
Canalys has predicted that nearly a third of total Marketplace 
transactions will involve channel partners by 2025, so figuring  
out how the channel plays a role in the Cloud GTM strategy  
should not be an afterthought. As Alastair Edwards, 
Chief Analyst at Canalys, said: 

Most enterprise deals involve complex sales 
processes and negotiations, often with multiple 
partners. And as more complex technologies 
become available on Marketplaces, customers are 
seeking expert partners to help them discover, 
procure, deploy, and manage these technologies.

How does that 
integrate into 
Cloud GTM?

What if I 
already have 

a channel 
strategy?

I’m a channel
partner, what

does this mean  
for me?

https://www.youtube.com/watch?v=QN4iYWgJ5SU
https://www.youtube.com/watch?v=QN4iYWgJ5SU
https://www.canalys.com/insights/hyperscale-cloud-marketplaces-saas-channels
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Executing on Cloud GTM, Particularly At-Scale, 
Doesn’t Come Without Its Challenges

LEARNING 3

It’s clear that engaging in both Marketplace 
and co-sell within the cloud ecosystems is  
an essential part of realizing the full benefits 
of a cloud partnership. The problem today  
is much less about the “why” or “what” and 
more about the “how.”

The biggest roadblocks to  
Cloud GTM success are centered 
around a few areas: enabling 
internal teams, a lack of  
internal resources, and a  
struggle to integrate new 
processes with core systems.  

INTERNAL ENABLEMENT

Only 9% of respondents said more than half 
of their sales team had closed at least one 
Marketplace deal in the past year—meaning 
only a small percentage of the sales team 
is carrying the momentum for most ISVs. 
Engagement from the entire sales team is the 
cornerstone of operationalizing Cloud GTM, 
but 56% said that sales team training is a top 
challenge. Without proper education and 
support about how to sell with the clouds, 
sales teams will fail to engage with these 
new channels.
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This year we asked which tactics ISVs are finding most effective 
as they build their cloud partnerships. We found that, for many 
respondents (41%), it took between 7 and 18 months to gain 
traction with their co-sell motion. Respondents said the most 
effective steps to gaining that traction include sales team education, 
dedicated resourcing, a stronger “better together” story, and 
enabling Cloud Partner field sellers on their offerings. 

In order to get buy-in and focus from your sales team, reps have to 
be trained not only on processes and messaging, but also on which 
buyers are the best-fit accounts for Cloud GTM. 

THIS YEAR, 35% OF RESPONDENTS CITED NOT  
KNOWING WHICH BUYERS TO TARGET AS ONE OF  
THEIR MAJOR CHALLENGES (DOWN JUST SLIGHTLY 
FROM LAST YEAR, WHICH WE LOVE TO SEE!). 

One way to overcome this challenge is by providing go-to-market 
teams with cloud buyer intent data so they can understand which 
accounts are most likely to buy from the Cloud Providers. With 
this information, sales, alliances, and marketing can work together 
to build targeted ABM campaigns and sales plans for existing 
opportunities with messaging that hits on leveraging cloud spend to 
purchase their software. This data also enables ISVs to have more 
informed discussions about their buyer as they map accounts  
for co-selling. 

https://go.tackle.io/BetterTogetherDownload.html
https://tackle.io/tackle-prospect/
https://tackle.io/tackle-prospect/
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BANDWIDTH & RESOURCING

Nearly half of respondents (49%) said that Marketplace and  
co-selling activities require bandwidth they don’t have. This was  
a top issue last year as well, and we get it—figuring out how 
and who to hire to lead a new go-to-market strategy is hard and 
prioritizing a new motion can seem overwhelming. 

If this motion is entirely new to the organization, we suggest 
starting with a single dedicated Cloud Alliances leader and a single 
cloud with which to build your partnership. In addition, consider 
automating what you can as early as you can. Internal resources 
shouldn’t be spending the majority of their time babysitting co-sell 
leads or managing Marketplace deals. 

You might also consider outsourcing. Many of our customers are 
planning for investment into additional co-sell resources  
and leveraging strategic services in the coming year. 

PROCESS INTEGRATION

Operationalizing a new route to market is no easy feat. In our 
survey, we found that nearly half of ISVs (46%) have had a difficult 
time integrating Marketplaces and co-sell with their core systems 
and processes. This number is up 31% over last year, indicating that 
as complexity grows, integration and scale become much harder. 

This is the part where we tell you not to build software to sell 
software. Some things require enterprise software, services, and 
support to do well. You wouldn’t build a CRM, you’d buy Salesforce. 
You wouldn’t build an ERP, you’d buy NetSuite. Building custom 
tooling and integrations for Cloud GTM is a misuse of resources 
when you can buy a single platform that integrates these systems 
for you. The solution to this challenge is enterprise software and 
a partner that has the software, services, security, and support 
required. Drop us a line if you want to learn more.

https://tackle.io/strategic-services/
mailto:sales%40tackle.io?subject=I%20want%20to%20learn%20more%20about%20Tackle%27s%20Cloud%20GTM%20Platform


23©2023 | Tackle.io 

Cloud GTM is a Strategic, Long-Term, 
Company-Wide Commitment—Not a 
Tactical or Departmental Initiative

LEARNING 4

In last year’s report, we noted that the number one reason why companies fail 
to succeed with Cloud GTM is they treat it as a tactical, departmental solution 
instead of a strategic long-term commitment. Cloud GTM is a multi-year 
business transformation and those who treat it like a revenue “easy button” 
that lives in one department will fail to get off the ground. It requires cross-
functional collaboration, appropriate resourcing, and dedicated, continuous 
investment from executive leadership.

WHO OWNS CLOUD GTM?

For half of respondents (50%), the Cloud Alliances team leads the charge when 
it comes to the Cloud GTM strategy. It makes sense that Cloud GTM ownership 
often lives in this function as the foundational strategy and initial adoption are 
established, but Alliances leaders require involvement and support from nearly 
every team to be successful, including (and most importantly) from the C-suite. 

For co-sell in particular, less than a quarter of companies (23%) said their  
co-sell motion was a combined effort with both the Alliances and Sales team.

Less than a quarter of ISVs 
said their co-sell motion 
was a combined effort with 
both Alliances and Sales 
team involvement
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A co-sell motion without cross-functional support will result in 
significant blockers to adoption and scale. One survey respondent 
said, “It takes a village and the more champions you can build, the 
more success you will have.” Sales and Alliances teams need to be 
working in lock-step to identify the right deals, align with the Cloud 
Providers, and conduct joint outreach to win those best-fit deals.  

Introducing, building, and scaling cloud as a route to market 
requires input and involvement from across the entire organization, 
not just Alliances and Sales. 

•	 C-suite - Executive leaders like the CEO, CRO, and CFO need 
to be bought in so they can rally the organization, assign 
appropriate resources, and develop a strategic, cross-functional 
approach to Cloud GTM to create lift off.

 
•	 Partners / Alliances - Partners and Alliances teams are the 

backbone of the Cloud GTM strategy. They understand the 
requirements from the Cloud Providers, bring in the right 
stakeholders like executives and sales to execute on those 
requirements, and cultivate Cloud Provider relationships for 
maximum benefit. 

•	 Sales - Sales teams are the boots on the ground who learn 
how and when to bring Marketplace and co-sell into their sales 
conversations. They create the deal flow into these channels.  

Who Should Be Involved  
in Cloud GTM?
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•	 Finance & Operations - Scale doesn’t happen without 
Operations team involvement. This team translates the  
workflows of co-sell and Marketplace into process and  
system integration, responsible for the automation of those 
workflows and helping scale sales processes.

 
•	 Marketing - Marketing collaborates with Alliances and Sales 

to create strategic marketing campaigns leverging cloud buyer 
intent data to reach the right buyers and accelerate existing 
opportunities. Marketing is also responsible for helping to create 
the better together story with the clouds, leveraging MDF for 
campaigns, and collaborating on joint marketing activities. 

Cloud GTM is a business transformation 
and it’s a multi-functional strategy that  
cannot be successful if only one or two 
departments are doing the work.

Specialized Sales Teams
Some successful Cloud GTM sellers are allocating specialized 
resources to cloud sales to work in lock-step with Alliances and the 
broader sales organization. This year, 51% of respondents said they 
have some sort of specialized cloud sales team, overlay team, or 
deal desk, compared to 58% last year. Of these:

7% said they have a Marketplace deal desk – a cross-functional 
team at an ISV that ensures high volume, high value, or complex 
Marketplace deals are executed and signed. Sits in operations.

20% said they have a dedicated Marketplace sales team – 
a team of ISV field sellers who work in partnership with cloud 
partners’ field sellers. Sits in sales.

24% have a cloud overlay team – a team of specialists who 
facilitate the interactions between the ISV sales reps and the 
Cloud Provider to help all parties identify the right sales plays and 
approaches to joint solution selling. Sits in alliances/partnerships. 

ISVs that are in the scale phase of their Cloud GTM are most likely 
to introduce these specialized teams today and we expect this 
will grow as the Cloud GTM playbook becomes more clear for 
companies at each stage of maturity (more on this later). 

https://go.tackle.io/BetterTogetherDownload.html
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Cloud GTM Success is a Journey, Not a Destination   
LEARNING 5

AS YOU CAN SEE, BUILDING A CLOUD GTM STRATEGY WITH MEANINGFUL BUSINESS IMPACT TAKES TIME, 
REPETITION, AND EXPERTISE, AND IT HAPPENS IN PHASES OVER TIME. WE MENTIONED EARLIER THAT IT TAKES 
7-18 MONTHS FOR MOST ISVS TO GAIN TRACTION WITH CO-SELLING. HAVING SEEN THIS ACROSS OUR OWN 
CUSTOMER BASE, WE CREATED A FRAMEWORK TO HELP ISVS IDENTIFY THE KEY FOCUS AREAS FOR EACH STAGE 
OF THEIR CLOUD GTM JOURNEY.

CLOUD GTM MATURITY & ADOPTION FRAMEWORK

The Cloud GTM Maturity & Adoption Framework was developed  
based on the journey we see most ISVs take. This framework should 
help you identify where you are in that journey and also help  
establish helpful guidelines around the most important steps and 
tactics to focus on at each stage. 

Establishing the Foundation - This is the first step to launching a 
Cloud GTM strategy and usually happens in the first 6 months. At 
this stage, you’re focused on building internal sponsorship to invest 
in Cloud GTM strategy, validating the value of co-selling with the 
hyperscalers, and identifying first GTM activity and targets. At this 
point, you’re seeing less than 5% of total revenue from this channel. 

Building Adoption - This is where broadening adoption comes into 
play. In this phase—which can take 6-18 months—you should be 
actively co-selling and building the muscle, winning the confidence of 

stakeholders and sellers. You likely require expertise, best practices, 
and support to scale and you’re likely seeing 5-10% of total revenue 
through this channel. 

Driving Adoption - As you move into this phase, you’re starting to see 
10-20% of total revenue flow through this channel, making cloud most 
likely the single biggest channel in your routes to market. At this stage, 
focus on driving sales productivity and operational efficiency, and 
establishing the rhythm of business around Cloud GTM activities 
 (18+ months, up to 20% of total revenue).

Scaling Adoption - After 18+ months of building and driving adoption, 
you should be seeing more than 20% of total revenue through  
Cloud GTM channels. Operations should be fully integrated into the 
business and automations in place to reduce manual overhead.  
You may also be integrating multi-product, multi-region, or multi-
channel approaches to your Cloud GTM.
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Cloud GTM Maturity Journey  
HERE’S A VISUAL TO HELP YOU SEE THIS JOURNEY OVER TIME. 

MATURITY MODEL  
ACTION PLAN

You can see from this 
framework that establishing, 
orchestrating, and scaling 
Cloud GTM is an investment 
of time, resources, and focus. 
Depending on the level of 
effort you’re able to put in and 
your organization’s unique 
processes, you may see some 
phases happen faster or 
slower, but ultimately if you 
have this plan in mind as you 
go, you will find an easier time 
getting from A to Z.
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	 WE WILL SEE AS HIGH AS $15B IN 			 
 	MARKETPLACE THROUGHPUT BY THE END 		

	 OF 2023 AND $100B BY 2026.

Today’s B2B software market is greater than 
$900B and we believe in this year we’ll see a small 
but profound 2% of the market will be fulfilled 
through Cloud GTM, with potential to exceed  
10% in 2026. As the Cloud Providers continue 
to align and enrich co-sell and Marketplace 
programs, benefits, and supporting teams to 
deliver a more unified experience for software 
partners, the growth curve will accelerate. We’ve 
already seen all of the Cloud Providers double 
down in 2023 and we expect this will result in 
hitting our prediction last year of $50B by end  
of 2025 sooner than expected.

In October 2023, CrowdStrike announced that it 
was the first cybersecurity ISV to exceed  
$1 Billion in AWS Marketplace sales since 
bringing its platform to the AWS Marketplace in 
2017. In that time, CrowdStrike has experienced:

•	 Rapid growth – 3,000%+ CAGR in sales
•	 Widespread customer success – >4,850 

transactions; multiple transactions daily
•	 Larger transactions – on average, 

CrowdStrike’s transactions on  
AWS Marketplace are >140% larger than  
in its other go-to-market channels

THERE HAS BEEN SO MUCH CHANGE IN THE LAST YEAR AROUND HOW MARKETPLACE 
AND CO-SELL ARE POSITIONED FOR BUYERS, FOR ISVS, AND FOR THE CLOUD PROVIDERS 
AND WE EXPECT TO SEE SO MUCH MORE EVOLUTION IN THE COMING YEARS. THE 
PREDICTIONS THAT FOLLOW ARE BASED ON INSIGHTS FROM THIS RESEARCH, DATA 
COLLECTED FROM ANALYST REPORTS, AND OUR CONVERSATIONS WITH SOFTWARE 
SELLERS AND BUYERS, CLOUD PROVIDERS, ECOSYSTEM PARTNERS, AND CLOUD 
STAKEHOLDERS ACROSS THE INDUSTRY.
		

2024 Predictions

We will see as high as  
$100B in Marketplace 
throughput by 2026

1

https://www.gartner.com/en/newsroom/press-releases/2023-07-19-gartner-forecasts-worldwide-it-spending-to-grow-4-percent-in-2023
https://www.gartner.com/en/newsroom/press-releases/2023-07-19-gartner-forecasts-worldwide-it-spending-to-grow-4-percent-in-2023
https://www.crowdstrike.com/press-releases/crowdstrike-first-cybersecurity-isv-to-exceed-1-billion-in-aws-marketplace-sales/
https://www.crowdstrike.com/press-releases/crowdstrike-first-cybersecurity-isv-to-exceed-1-billion-in-aws-marketplace-sales/
https://www.crowdstrike.com/press-releases/crowdstrike-first-cybersecurity-isv-to-exceed-1-billion-in-aws-marketplace-sales/
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This is an incredible milestone for our friends 
at CrowdStrike, and we expect to see more ISVs 
cross this $1B threshold in the coming year. 

	 OVER THE NEXT FEW YEARS, FINANCE  
 	LEADERS WILL GET ON BOARD WITH CLOUD 		

	 GTM BEING ONE OF THE MOST EFFICIENT 		
	 REVENUE CHANNELS IN THEIR BUSINESS. 

This year, 50% of respondents said a top reason 
for Cloud Marketplace selling is the ability to 
streamline contracting and simplify procurement, 
which is often one of the greatest barriers to 
getting deals over the finish line. 

In the next year, we’ll start to see solid proof of 
ISVs selling bigger, faster, and cheaper, and it 
will become clearer and more common through 
Cloud Provider ROI models, analyst research, 
and case studies. As cloud becomes a larger 
percentage contribution to revenue for ISVs, 
finance leaders will perk their ears. 

	 FIVE YEARS FROM NOW, EVERY SELLER  
 	IN A SOFTWARE COMPANY WILL KNOW 			 

	 HOW TO WIN WITH CLOUD. 

Today, about 5-10% of sellers understand the 
role cloud plays in their sales plays on some level 
but it’s inevitable that every salesperson will need 
to hone their cloud selling to be successful. 

We mentioned earlier that internal training 
for sales teams has been a top challenge for 
most ISVs. To solve for this, we expect to see 
an industry certification around Cloud GTM 
introduced in the next year and we’re already 
starting to see some activity here. 

RevOps is also a critical stakeholder in the Cloud 
GTM journey as they own the tooling to enable all 
sellers to take advantage of cloud. This requires 
fresh thinking and systems investments.

	 INCENTIVES FOR ISVS TO ENGAGE IN CLOUD 
 	PARTNERSHIPS THROUGH GO-TO-MARKET 		

	 ACTIVITIES WILL CRESCENDO BEFORE THEY 		
	 PHASE AWAY. 

As we’re still in the early days, Cloud Providers 
need to drive the behaviors they want to see, and 
cash and cloud credit incentives help do that. 
At some point though, the inherent benefits of 
this channel will become a non-negotiable for 
all software companies and the Cloud Providers 
won’t need these incentives.   

We also know new and niche Marketplaces are 
starting to grow in ISV interest, and as we said in 
2021, those that don’t nail incentives for sellers, 
buyers, and the Marketplace platform will fail. 

2

3

4
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Those platform providers have to answer the 
questions of why should buyers buy here, why 
should sellers sell here, how does the platform 
provider benefit, and how does the initial 
flywheel get spinning and grow organically? The 
hyperscalers have and continue to invest to scale 
this momentum, but there is a tipping point in 
investment where the flywheel self-sustains, 
and buyer demand is the greatest benefit for 
all engaged. We’re unclear on the timeline for 
this evolution to happen but we believe buyer 
behavior and buyer demand will ultimately  
trump any incentives the platform providers 
could put in place.

	 CUSTOMER DEMAND TO PURCHASE  
 	SOLUTIONS INCLUDING MULTIPLE 				  

	 PRODUCTS AND SERVICES WILL DRIVE 			 
	 INNOVATION FROM THE CHANNEL. 

What is currently a more singular software title 
buying experience through the Marketplaces 
will evolve as customers will require purchasing 
software and services bundles to create full-stack 
solutions. The channel should be the answer  
for who is going to bundle solutions, and we 
know there is still much innovation to be had  
in this space.

 

The Marketplaces are also getting more 
active around professional services listing as 
a precursor to enabling this. Over the coming 
years, we’ll start to see bigger plays from the 
channel here. 

Growing engagement from the channel into cloud 
selling is a supporting element to Marketplace 
revenue growing to $100B in the next 3 years, as 
we agree with Canalys that channel could drive 
up to a third of Marketplace transactions by 2025. 

50% of respondents said a top 
reason for Cloud Marketplace 
selling is the ability to 
streamline contracting and 
simplify procurement

5

https://www.canalys.com/insights/hyperscale-cloud-marketplaces-saas-channels
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Conclusion

ESTABLISH AN EXECUTIVE SPONSOR to rally the C-suite around 
Cloud GTM. Business transformation requires buy-in and leadership 
from the CEO, CRO, and CFO, and we see CROs as the most likely 
proponents and supporters of Cloud GTM. Getting your CRO on 
board is particularly important because they own revenue— 
they are very interested in this channel as it accelerates deals,  
drives higher average sale price, and opens up a path to new 
opportunities and budgets.

LEARNING HOW TO DRIVE REVENUE THROUGH THE CLOUD 
MARKETPLACE(S) is non-negotiable at this point and a critical part 
of unlocking Cloud GTM. If you’re not already listed, reach out to 
Tackle and let’s figure out how we can help you get there. If you are 
listed but aren’t seeing the kind of traction you expected, consider 
the Maturity Framework we shared and identify where you may 

need to double down on certain focus areas. You may also benefit 
from a Cloud GTM Readiness Review with Tackle to see how you  
currently stack up. 

CO-SELLING CANNOT BE VIEWED AS AN OPPORTUNISTIC 
APPROACH—it requires methodical planning and momentum 
building.

TO SCALE A CLOUD GTM STRATEGY, AUTOMATION IS 
UNAVOIDABLE. If your organization is seeing momentum with  
co-selling and Marketplace but you’re spending a lot of hours 
managing the processes, consider working with your Ops team to 
look at what parts of the process can be automated and how to  
help sellers streamline their workflows. 

Let’s break all 8,000 words of this report into four actionable things you can do right now to get started on this journey. 

FOUR TAKEAWAYS FROM THIS REPORT AND WHAT YOU CAN DO NOW TO MAKE AN IMPACT:

IT’S BEEN A TOUGH YEAR FOR B2B AND WHILE THE ECONOMIC DOWNTURN HAS 
CERTAINLY BEEN A SHAKE-UP, THE OPTIMISM AND MOMENTUM FOR CLOUD 
GTM AMONG ISVS IS STRONG. WITH CO-SELLING AND CLOUD MARKETPLACES 
BEING PROVEN INDEPENDENT CHANNELS, ISVS AND THE CLOUD PROVIDERS 
ARE LEANING INTO A MORE COMPREHENSIVE CLOUD GTM THAT BRINGS BOTH 
INTO A STREAMLINED METHODOLOGY. 
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https://go.tackle.io/gtm-readiness-review.html
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Have questions or comments about this report, 
interested to have Tackle debrief you or your 
team on our findings, or want to be emailed 

when new Tackle research is available? 

REACH OUT TO US AT MARKETING@TACKLE.IO


