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Value Proposition to Partners 

ầ Reputation ầ Exposure ầ Access ầ Learning ầ Networking ầ 

With endorsement by Microsoft as 
the only official global, 
independent User Group, 
significant growth is expected in 
customer membership within and 
outside North America. The 
members of the User Groups 
believe that the optimal partner 
sales strategy includes active 
participation in the greater 
community to maximize value for 
individuals and companies using 
Microsoft Dynamics through 
building valuable relationships.  

From a business development standpoint, the User Group is the ideal vehicle for generating 
visibility and interest among Microsoft Dynamics customers. Community Partners involved 
in the group have unsurpassed opportunities to highlight their products and services to 
customers build deeper relationships with customer members, other Partners in the 
Dynamic Communities, and key Dynamics personnel from Microsoft.  

Reputation* Demonstrating professionalism and Dynamics expertise by adding value to 
members greatly enhances a Partner's reputation in this tight Dynamics market.  

Exposure* Community Partners, highlighted in user group directories, have the 
opportunity to sponsor and exhibit at forums and through active participation in the 
Community portal realize significant exposure to the Dynamics customer population.  

Access* By hosting webinars and/or additional sponsorships and exhibits, Community 
Partners can market directly to the customer population of the Community.  

Learning* Community Partners participate in appropriate educational forums offered by the 
Community to learn what issues are currently facing members, determine strategies, 
discuss what direction Microsoft is taking Dynamics, etc. Through appropriate participation 
and interaction with the members of the Community, Partners gain knowledge enabling 
them to proactively adjust their services or products to best serve the Community.  

Networking* Community Partners are encouraged to participate in appropriate Community 
programs and events. These occasions give ample opportunity to interact with other 
Community customers, Partners, and Microsoft members to expand their sphere of 
influence.  

*Partners must adhere to the Code of Conduct, specific sales ground rules, and 
guidelines for Community Partners. 
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Continued ¦ Value Proposition 

Implementation Partner  
Implementation Partners are companies in business primarily to provide services to 
customers implementing Dynamics or modules within specific Dynamics products. 
The benefits of being part of the Community as an Implementation Partner includes:  

¶ The ability to host a Partner Showcase webinar (at least one per year) at no 
additional cost of sponsorship. (See note 2 below)  

¶ Invitations for up to 2 associates to attend Member wide events, as well as 
conference calls and meetings identified as open to Community Partners. (See note 
1 below)  

¶ The opportunity to sponsor events and meetings (Community Partners get first 
opportunity to sponsor and usually a reduced sponsorship rate). Depending on the 
event and the sponsorship levels, opportunities may exist to present, provide a short 
sales pitch, create a display, pass out collateral, etc. (See note 2 below)  

¶ Entry in the Community Partner Directory.  

¶ Visibility and publicity as a Community Partner.  
 
 

ISV Partner  
These companies have created and 
are in business providing a software 
solution that integrates with Dynamics 
to solve a business problem. The 
benefits of being part of the 
Community as an ISV Partner 
includes: 

¶ The ability to host a Partner 
Showcase webinar (at least one per 
year) at no additional cost of 
sponsorship. (See note 2 below)  

¶ Invitations for up to 2 
associates to attend Member wide events, as well as conference calls and meetings 
identified as open to Community Partners. (See note 1 below)  

¶ The opportunity to sponsor events and meetings (Community Partners get first 
opportunity to sponsor and usually a reduced sponsorship rate). Depending on the 
event and the sponsorship levels, opportunities may exist to present, provide a short 
sales pitch, create a display, pass out collateral, etc. (See note 2 below)  

¶ Entry in the Community Partner Directory.  

¶ Visibility and publicity as a Community Partner.  
 
Additionally, Community Partners enjoy the general Member Benefits as outlined in the 
Community Member Benefits guide on the website with a few exceptions: 
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Continued - Value Proposition 

Notes:  
1. Community events, conferences, meetings, sessions, and forums (hereinafter 

"forums") are geared to members of the User Community. Community Partner 
Subject Matter Experts are often invited to attend these forums. Unless expressly 
stated, Partners should not assume they are invited to Community Member forums.  

2. Member participation in a Community Partner's sponsored webinar, sponsored 
event, or other, is voluntary. There can be no guarantee as to the number of 
participants or degree of exposure gained. Community leadership will promote 
events and forums as customary. Partners are encouraged to offer compelling topics 
of current and popular interest to ensure the optimal exposure.  



 

 5 

Community Partner Criteria  

Microsoft Dynamics Partners interested in 
becoming a Community Partner in one or more of 
the User Groups and meeting the following criteria, 
may submit an application electronically via the 
respective website (AXUG.com, CRMUG.com, 
GPUG.com, NAVUG.com). Submitted 
applications are forwarded to the respective 
Community Membership Committee for review. 
The review confirms Microsoft certifications and 
validates customer references.  

If approved, a confirmation letter and invoice are 
sent to the respective Community Partner via 
email to the primary contact person. Upon 
payment of the annual fee and submission of a 
signed Code of Conduct, the Partner will be 
admitted to Community Partnership.  

On occasion, the Membership Committee is not able to confirm certifications or access 
references. A request will be made to help the committee clarify these situations. 
Ultimately, if the committee cannot confirm certifications or is unable to obtain a positive 
customer reference, the Partner is not approved.  

 

There are two types of Community Partners:  
Implementation Partners - These are companies in business primarily to provide services 
to customers implementing Dynamics or modules within the specific Dynamics product. The 
criteria are:  

1. Microsoft Dynamics Certified (MSPP)  
2. At least two certified consultants on staff  
3. At least two successful, documented implementations with two distinct customers 

who are members of the user group and willing to provide a positive reference.  
 
ISV Partners - These companies have created and are in business providing a software 
solution that integrates with Dynamics to solve a business problem. The criteria are:  

1. Solution is certified in Microsoft's CFMD (Certified for Microsoft Dynamics) or 
"nominated" by an existing Community customer member.  

2. At least two successful, documented implementations with two distinct customers 
who are willing to provide a positive reference. 

 
Given the mission of the Communities, the following companies are not allowed to join the 
partner program: 

¶ Recruiters 

¶ Resellers of licenses only that provide no services 

¶ Products or services with no real relation to Microsoft Dynamics
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Guidelines for Community Partners  

Definitions and Background  
The Dynamics User Group is a community established by and for end-users of Microsoft 
Dynamics. The Community:  

¶ Is a forum for learning and professional development.  

¶ Provides collaboration, networking, and knowledge sharing.  

¶ Strives to be a source of unbiased information.  

¶ Is an advocate for member needs and priorities.  

¶ Serves as a collective voice ("conduit") to Microsoft and Dynamics Partners and 
Vendors.  

¶ Promotes awareness of Dynamics functionality, products, and services, as well as 
ancillary/partner products and services.  

 
Our mission is to maximize value for 
individuals and companies using Microsoft 
Dynamics.  

The members of each Community realize 
that some of the deepest Dynamics 
expertise lies with Dynamics Partners and 
Microsoft. With this in mind, partners are 
encouraged to participate as Subject Matter 
Experts in some of the forums.  

For purposes of this discussion, the Dynamic 
Communities can generally be segregated 
into four segments: Customers, Partners, 
Partners that are Users, and Microsoft. 

¶ Customers Companies engaged in 
business that focus on the commerce of 
goods and services other than Microsoft 
Dynamics and/or auxiliary products, but are 
using Microsoft Dynamics as an internal tool, 
can be considered Customers.  

¶ Partners Companies engaged in business that includes the commerce of goods and 
services directly related to the sale of Microsoft Dynamics licenses, professional 
services, implementation services, consulting services, hardware/ infrastructure, 
hosting, or auxiliary products, of or related to Dynamics, can be considered Partners. 

¶ Partners that are also Users Where Partners utilize Microsoft Dynamics internally, 
they still are included in the Partner category given their primary business focus. The 
users of Microsoft Dynamics are encouraged to attend User Forums as any other 
Member would.  

¶ Microsoft ï Any Employee of Microsoft
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Continued - Guidelines  

User's Group Business Concerns  
In a forum of information sharing, members will rely on advice and knowledge from each 
other. The following scenarios risk sacrificing the benefits of this information exchange and 
should be avoided.  

¶ There could be the occasion where the advice and knowledge offered is skewed 
toward an underlying objective or "hidden agenda" of the offering party if there is a 
motivation toward sales of a service or product.  

¶ In a venue of open discussion, conversations might be influenced away from the 
subject at hand in order to highlight subject matter for individual gain or promote 
sales.  

¶ Unwelcome sales "pitches" can often be very inefficient and a waste of time for 
both parties.  

 
Expectations  

¶ All Members should adhere to the Community Member Code of Conduct. 
Community Partners will adhere to the Community Partner Code of Conduct.  

¶ Community events, conferences, meetings, sessions, and forums (hereinafter 
"forums") are, by definition, geared to Members of the Community. Community 
Partners may be invited to attend these forums. Unless expressly stated, Partners 
should not assume they are invited to Community Member forums. Dynamics users 
of Partners who use Microsoft Dynamics internally are welcome to attend any 
Member function.  

¶ Given that the objective of the Community forum is to exchange knowledge and 
Dynamics experience, on those occasions when Community Partners are invited to 
forums, the attending Partner personnel should possess deep Dynamics expertise. 
Implementation consultants, developers, or other Partner personnel whose job 
includes using, implementing, enhancing, or maintaining Dynamics systems 
traditionally possess these skills. Those Partner personnel whose job function is 
primarily sales and business development will undergo more scrutiny regarding their 
Dynamics knowledge in order to add value to the objectives of the forums.  

¶ There are some occasions that Partners will serve as a sponsor, exhibitor, product 
demonstrator, or other capacity especially designated for sales and marketing 
purposes. On these occasions, Partner personnel whose job function includes sales 
and business development are expected.  

¶ Partners should consider the BEST answer for members when offering advice and 
knowledge regardless of how it impacts them commercially.  

¶ Customer Members often rely heavily on their relationships with Partners and will 
host their consultants, contractors, or vendors at forums. In these cases, the 
consultants, contractors, or vendors are acting as employees of the Customer 
Member and are expected to adhere to all guidelines for participation.  

¶ Community Partners should use proper etiquette when engaged in discussion 
groups and are expected to focus on the topic at hand and not sway conversations 
for personal gain.  

¶ Community Partners should never engage in sales activity during an open forum. 
Any necessity for a Partner to discuss sales or service should be done outside of the 
open forum and only when welcomed by the customer/prospect.  

¶ Regardless of best intentions, Members must consider that advice and knowledge 
coming from a Partner may be skewed toward the Partner's area of interest.



 

 8 

Continued - Guidelines  

¶ Although we expect and encourage commercial trade among Members and 
Community Partners, great care should be taken on the part of the Partners to 
ensure the sales discussion is welcomed by the Member.  

¶ There may be some occasions when programming is formed and forums are offered 
for Community Partners, exclusive of Customers.  

¶ Partners, Microsoft, and Customers may engage in sponsorships to promote or 
advertise their company. The guidelines of promotion will be defined in the separate 
sponsorship agreements.  

 
Specific Sales Ground Rules  

¶ The Dynamics User Group respects that customers have formal relationships with 
Partners and will not tolerate deliberate attempts by other Partners to lure customers 
away from their incumbent relationships. In all cases, Partners should demonstrate 
their genuine professionalism, 
track record, and Dynamics 
expertise to the entire 
membership. The Community 
membership believes this is the 
optimal partner sales strategy far 
better than defensive or 
malicious tactics.  

¶ Partners must expressly receive 
the acknowledgement and 
agreement of Members before 
engaging in sales discussions.  

¶ Partners should identify 
themselves as vendors in all 
communications. Emails should 
include their company affiliation 
as should other written 
communication. When appropriate, this concept should also apply to verbal 
exchanges, such as phone calls or comments in the meetings.  

¶ Unless specifically designated in a sponsorship agreement between the member 
and the Community, no member will advertise goods or services in any of the 
venues including discussions, meetings, online databases, or web pages.  

¶ No member will use the membership database for advertising promotions or 
campaigns. Such use will be considered a breach of the Community's Privacy policy.  

 
Impact on Bylaws  

¶ The Privacy Policy requires that each group holds confidential the personal contact 
in formation of each member and member contact, other than for specific group 
oriented uses.  

¶ Partners are generally not eligible to serve on the primary Board of Advisors of the 
User Groups.  However, Partner Advisory Groups are formed to help provide input to 
the strategic direction of the User Group, and ensure the User Group meets the 
objectives for Partners. 
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Partner Code of Conduct 

The User Group is committed to maintaining high standards of honesty, integrity and 
conduct in all of its operations with members, partners, individuals, community 
organizations, and with businesses.  

In order to uphold these standards, as a Community Partner, I agree to:  

1. Comply with all of the Community bylaws and policies.  
2. Read, understand, and am willing to adhere to all Community Partner Guidelines  
3. Treat all Community Members with respect and courtesy at all times.  
4. Refrain from discrimination towards any other individual with regard to race, color, 

religion, national origin, gender, sexual orientation, age, disability or military status.  
5. Refrain from using the Group name or logo without the express written consent of 

the organization.  
6. Contribute to meetings and other group functions in a positive and productive 

manner.  
7. Report to the Community leadership any conduct by any of the groupôs members or 

leaders which is illegal or unethical in its dealings with other members or 
organizations or businesses.  

8. Maintain a high degree of integrity within the Group and within the community.  
9. Abide by copyright, trademark, and licensing laws and regulations regarding 

software, patents, copyrights, license agreements, and other property rights.  
 
As the undersigned representative of a Community Partner, I have confirmed that all 
pertinent personnel in my organization have read the Community Partner Guidelines. I 
attest that I, and the personnel I represent, will adhere to the Community Partner Code of 
Conduct. In the event that we violate this Code of Conduct, I understand that our 
Community Partnership and/or participation in the Community will reviewed and possibly 
revoked. Revocation for cause results in no refund of fees or any financial investment. 
 
 
 

 
 

 

 

 

 
 

 

 

 
 

 
 

 

Community Partner Company 

Community Partner Company Representative Signature Date 

Printed Community Partner Company Representative Name 

Please sign and fax to 813-200-3810 

(Signature Page Only) 
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Privacy Policy 

 

Please visit your user group web site and click the ñPrivacy ò link at the 
bottom of any page to view the User Group Privacy Policy .



 

 

 

 


