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According to a recent report by Sirius, “channel marketers report less than 20% of their partners 
regularly participate in demand generation efforts.” Other surveys show partners use less than 
10% of materials provided by software publishers they work with. 

What’s driving this lack of interest and engagement? 
1. A crowded landscape.  Based on surveys conducted by The Partner Marketing Group 

in 2015 and 2016, more than 67% of software and technology resellers sell more than one 
publisher’s products. Marketing programs that don’t recognize this, and don’t provide 
relevant materials or incentives to help partners stand out with your products, will yield 
poor returns.  

2. Limited resources. If your channel consists mostly of small to medium resellers, their 
resources—particularly for marketing—are likely very limited. Inconsistent programs, 
outdated content, and campaigns that are difficult to execute, will result in your materials 
being ignored. 

3. Not enough training. Just throwing an email template out there or posting a few sales 
sheets for download won’t work unless you show your partners how, when, why and 
where to effectively promote the pieces and programs you create. Remember, many of 
your partners may not have an internal marketing team at all, let alone possess advanced 
knowledge of today’s best practices across multiple marketing channels.   

4. Conflicts of interest.  Channel partners are wary of software publishers with a direct 
sales force—particularly when the rules of engagement are not clear. 

With all this in mind, what can you do to increase the effectiveness of your channel marketing 
programs and the engagement of your partners? We’ve got 8 ways you can get started.

“Channel marketers report 
less than 20% of partners 
regularly participate in demand 
generation efforts.” - Sirius
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How do you fix it?
Marketing must be consistent 
to be effective and that is 
one of the biggest challenges 
for most channel partners. 
Provide partners with 
multi-touch, multi-channel, 
integrated campaigns that 
will help them promote your 
products without having to 
reinvent the wheel to drive 
results.  

2. Don’t encourage bad habits. 
Beyond the materials you provide, you should also be 
sharing your marketing expertise and encouraging good 
practices. We have seen many publishers offer their 
own blogs and web content for partners to use without 
educating them on the potential issues of duplicate 
content. Many also recommend list brokers without a 
warning about the dangers of using purchased lists. These 
items can be helpful (especially web and blog content) 
but not without proper guidance on how to use them 
effectively to avoid potential problems. 

Don’t have the resources to go deep in 
every industry your solution fits? Are you 
encouraging your partners to take on those 
industries? Provide them with the basics 
they need to create their own campaigns 
such as messaging and buyer personas. 

1. Provide FULL programs. 
Marketing is about consistency over a long period of time. 
Yet many of the partner programs we see provide only a few 
touches, such as a “campaign” with only a slide deck for a 
webinar and a single email to help the partner promote it. 

Every business marketer knows it can take 6+ touches to 
build a good audience for any event or webinar—not to 
mention consistent follow-ups—so how does one email 
really help your partner? If your product is the ONLY solution 
your partner is selling, maybe they’ll take the time to create 
more pieces but, as we’ve already established, they probably 
won’t. 
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3. Honor my branding.  
For smaller resellers with no marketing resources, an 
out-of-the-box piece they can simply drop their logo 
into is ideal. But it’s not appropriate for all of your 
partners. Make sure the materials you provide are not 
“locked” so partners with stronger branding can use the 
copy without your logo and graphics. 

Create joint content with your partners, 
particularly case studies—both print and 
video. Don’t have the resources for end-
to-end creation? Provide tools such as 
interview questions, releases and templates 
to help your partners create powerful 
customer stories. Or hire an agency and 
offer your partners co-funding to create 
their customer stories.

Syndicated web content that keeps 
your partners’ websites up to date is a 
great resource (and doesn’t count as 
duplicate content). However, forcing 
partners to pull your branding into 
their own site is not effective. We guide 
clients against bringing in syndicated 
content with a software publisher’s 
logo or branding unless it is the 
ONLY product they represent and the 
branding fits with their own. 

4. Provide content. 
According to our marketing surveys, a majority of partners 
say developing enough content to fuel their marketing is the 
biggest challenge they face. Buyers are looking for content 
to help them make decisions at every stage of the sales cycle 
and partners are hard pressed to keep up. If you want to get 
the attention of your channel and get your materials used, 
provide high-value content they can use to help convert 
visitors into leads.  
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5. Provide enough content. 
If you ARE providing content to your channel, 
make sure you’re providing enough of it. We 
tell our clients they should have at least 4 new 
thought leadership pieces a year, but strive for 
much more. Are you putting out the minimum 
requirement needed to support your partners’ 
efforts?  

ATTRACT
ENGAGE/
CONVERT

CONVERT/
CLOSE

eBooks

Infographics

Whitepapers

Blogs

Webinars

Case Studies

Articles

Social Posts

Digital Ads

Videos

Demos

Brochures

Press Releases

Pieces from  
Software Publishers

Where Do Content Pieces Fit In the Funnel?

“33.9% of partners and resellers are not creating 
any thought leadership pieces.”  
- 2016 B2B Technology Marketing Survey Report, TPMG

http://www.thepartnermarketinggroup.com/marketing-resources/
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6. Don’t forget the bottom of the funnel. 
Partners typically can’t create special pricing or licensing offers, and 
may have difficulty creating compelling demos or trials. Decision tools 
like ROI calculators are usually far out of their reach. Providing offers for 
the bottom of the funnel can help you stand out with your channel and 
lead to more conversions. 

Unaware there is a 
problem or becoming 

aware of a problem but 
not sure how to solve it.

Aware there is a problem 
and actively searching for 

a solution.

Have selected the solution. 
May have a short list of 

partners to work with. 

ATTRACT

ENGAGE/
CONVERT

CONVERT/
CLOSE

Items such as industry trends and 
basic education on challenges and 
how technology can address those 
challenges.

Items that address how your solution can solve 
the challenges along with examples of where 
this has happened. Also, comparisons of different 
solutions, guides on how to select vendors.

Offers that help remove any final barriers including 
pricing and financial offers, ROI calculators and materials 
that demonstrate your expertise.

Marketing Content Funnel
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7. Make social media marketing easy.  

8. Help me do it right. 
Never stop training your channel. You may get discouraged 
when you are putting out lots of training and not seeing 
partners fully embrace the strategies and tactics you are 
sharing. It happens. Remember, most of your partners 
probably have limited resources focused on marketing. They 
may not implement what they’ve learned in training today, 
but over time, the best practices and ideas you share will be 
incorporated into their marketing.

Make social media much easier for your 
channel. Our ContentMX Software Publisher 
tool allows you to share content with your 
partners and they can simply login and post 
it with one click. You get reporting on the 
usage and reach of your content, and they 
get help staying engaged with prospects and 
customers. Whatever tools you use, make 
it super easy for your channel to customize 
and share your content. 

Hold their hands!  Publishers often 
fall short with their marketing 
programs—providing materials and 
even co-funding but no support for 
where they should focus. Plan jointly 
with your partners, help them identify 
“whitespace” and then steer them 
to the tools and strategies that will 
effectively target that space. 

Unlike blogs, you can and should feed your 
channel with regular social media content they 
can share with their networks. Make it easy for 
them to customize and share and keep it going 
by pushing out posts at least once a week. 
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Conclusion 
It bears repeating that you are in competition for each partner’s time, focus and 
dollars. You not only need to make sure you stand out in their world, you need to 
make sure you give them a way to stand out in their prospects’ and customers’ world.

A few quick takeaways:
• The obvious drivers to get partners to market YOUR solution are ease of use (turnkey 

programs) and support (usually in the form of co-funding). Put out fresh, new 
campaigns all the time because you are only as good as your last campaign. If you 
really want to stay top of mind with your channel, give them something new every 
quarter. 

• You need to show you are loyal to your channel. If you have a direct sales force, be 
transparent about which customers you will handle directly and how you will manage 
conflicts. Make sure your rules of engagement are very clear and when conflict arises, 
follow your process consistently and fairly. Allow partners to leverage your marketing 
materials by ensuring each one of them receives a unique partner ID so they are given 
credit for any leads that follow.

• Finally, we’ll leave you one with last thought. Remember one size does not fit all when 
it comes to your partners. You need to provide options and flexibility to meet a wide 
range of marketing expertise and resources.

“67.2% of partners represent more than one 
mid-market ERP product.”  
 - 2016 B2B Technology Marketing Survey Report, TPMG

http://www.thepartnermarketinggroup.com/marketing-resources/
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Click to learn more about 
marketing solutions, 
programs and services 
designed to elevate 
results and strengthen 
channel engagement.

Professional Content 
Development

Integrated Multi-channel 
Campaigns

Planning & Strategy

Social Media

Channel Marketing Programs

Helpful Marketing Resources

About The Partner Marketing Group
Knowing how to help technology and software publishers educate, inspire 
and support their channel partners comes from our years of experience in the 
trenches. We have dedicated our careers to this industry and are 100% focused 
on helping it, and you, grow and succeed. 

If you need a hand strengthening your marketing, both to and through your 
channel, we have several programs and solutions created specifically to: 

Fuel your channel with powerful original content, including eBooks, 
Infographics, Blogs, Emails, Case Studies, Web Content and much more.

Empower your channel to drive results with co-funded, multi-channel, 
ready-to-execute Quarterly Integrated Campaigns (QIC) created by 
marketing experts in your industry.

Socialize your channel with easy to use and mutually beneficial social 
sharing and marketing tools like ContentMX.

Educate your channel with training, consulting, step-by-step 
playbooks and on-site workshops by experienced marketing leaders 
who understand what they need for success.

Get in touch today to discuss our marketing programs and solutions for 
channel marketers.

http://www.thepartnermarketinggroup.com
mailto:info@ThePartnerMarketingGroup.com
http://www.facebook.com/pages/The-Partner-Marketing-Group/277005023082
https://twitter.com/PartnerMktGrp
http://www.linkedin.com/company/the-partner-marketing-group
http://www.thepartnermarketinggroup.com/content/
http://www.thepartnermarketinggroup.com/content/
http://www.thepartnermarketinggroup.com/content/
http://www.thepartnermarketinggroup.com/content/
http://www.thepartnermarketinggroup.com/results-oriented-marketing-planning-strategy/
http://www.thepartnermarketinggroup.com/social-media/
http://www.thepartnermarketinggroup.com/marketing-programs-channel-partners-resellers/
http://www.thepartnermarketinggroup.com/marketing-resources/
http://www.thepartnermarketinggroup.com/blog/
http://www.thepartnermarketinggroup.com
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