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 CONTENTS
Feeding the B2B marketing 
engine can be a beast for 
software and technology 
marketers. If  you?re 
struggl ing with original  
content creation, you may 
need to use some of the 
content provided from your 
software publ isher (we 
include Independent Software 
Vendors in this category) to 
f il l  the gaps in your content 
marketing strategy. 

While this won?t completely 
remove the need to create 
original  content, it wil l  go a 
long way in extending your 
marketing budget.

The big quest ion is? what  
content  should you use and 
what  is the best  way to use 
it?

While all  software publ ishers 
create and provide different 
types of content for their 
channel , the team at The 
Partner Marketing Group 
looked at what our cl ients 
(representing mul tiple 
software companies) are 
commonly working with. We 
pulled out the most widely 
available items and, based on 
our experience, provide 
guidance for how it should be 
util ized.

This eBook will  give you best 
practices and advice on which 
types of publ isher content to 
use or not use and how to use 
each asset in the most 
valuable and effective way.

 

The big question is? what content should you use and 
what is the best way to use it?

Syndicated Content

Webinars

Blogs

Thought Leadership Content 

Emails

Calculators, Tools & Templates 

Video

Case Studies

Buyer Personas and Messaging

Demos

Software Trials

Quick Quote Tools

Social  Media Content
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Publ isher Syndicated Content 

Use or Don?t Use?  It  Depends

Smaller pieces ?  single landing pages or sidebars that 
stay updated with new offers -  are great and well  worth 
integrating into your site.

Microsite syndication, where mul tiple pages are 
involved, can make your site look and feel  awkward and 
confusing. You may be able to customize the design, 
but be wary of microsites that take you deeper and 
deeper into product offerings and focus less and less 
on the value YOU as the partner bring to the table.

Tip: Syndicated content is not considered dupl icate 
content and will  not hurt you from an SEO perspective 
(but it won?t help you either).

- The content stays fresh and is 
usually well  targeted to its 
audience.

- It does not help your SEO 
(search engine optimization) 
efforts.

- It does not show YOUR 
expertise or differentiate you 
from others out there.

- It may not ?f it? with your 
website overall .

- It typically is not vertically 
focused.

- It may focus solely on product 
and not customer benefits.

Syndicated website content typically is offered as content from the publ isher you can 
pull  into your website ?  often as a stand- alone page.  Syndicated content can keep the 
product area of your site updated with very l ittle effort.  

Pros Cons

http://thepartnermarketinggroup.com


Publ isher Webinars 

Use or Don?t Use? Use 

As with any of the resources we?re discussing, using them 
shouldn?t keep you from doing your own. Look at the 
software publ isher?s calendar of topics to identify where 
there are gaps. We typically see gaps in webinars for 
existing customers and industry targets.

- If  you don?t have the resources 
to create engaging webinars or 
a good presenter in- house, 
these can be invaluable.

- People who attend webinars are 
more serious prospects so they 
are a good way to attract 
prospects that are in market.

- Software publ ishers can 
typically bring in more 
compell ing speakers and 
customers to better tell  the 
story.

- Many software publ ishers have 
webinar syndication options 
that allow you to keep a current 
calendar of all  upcoming 
webinars on your website.

- There?s no way to customize 
these. One way to get around that 
is to include your own intro-  
duction and a custom call  to 
action AFTER the webinar for all    
attendees. For example, you may 
have an original  article, case 
study or video that ties to the 
webinar topic. Use that in the 
follow- up email  to showcase your 
knowledge of the topic.

Webinars are a very popular asset among software publ ishers. Al though these 
typically will  focus on products and features, we?re seeing more thought leadership 
and industry- focused webinars coming from publ ishers. 

Pros Cons



Publ isher Blogs 

Use or Don?t Use?  Use 

Use them spar ingly?  no more than one pre- written 
blog for every f ive original  pieces is a good rule of 
thumb. Depending on the publ isher, some may allow 
you to re- write the blog in your own voice. If  you are 
permitted to do this, change at least 75% of the original  
blog.

- It will  help keep your blog 
current.

- Since publ isher content is 
typically more product- focused, 
you can focus your time more on 
unique topics including industry 
content and customer stories.

- It won?t help your SEO.
- It COULD hurt your SEO if  you 

don?t use them properly. Google 
doesn?t l ike copied content that?s 
almost verbatim with a few word 
changes. You should re- write at 
least 75% of the blog to avoid 
penal ties.

- Always cite your sources and give 
credit where credit is due!

- You run the risk of posting the 
same blog as other partners thus 
watering down your own value 
proposition.

 We recommend blogging at least once a week and more if  you can. Keeping up with that 
much content can be a challenge so using pre- written blogs can be very tempting. 

Pros Cons

http://thepartnermarketinggroup.com


Publ isher Thought 
Leadership Content

Use or Don?t Use? Use 

If  you are receiving these pieces as stand- alone items,  
invest in a series of emails and a landing page to 
maximize the value and further explain the content.

In addition to using "as- is," see if  you can get 
permission to ?re- package? or re- purpose the piece. 
For example, can you create an infographic from it? Or 
write some long- form blogs or articles util izing some 
of the content? Perhaps break it down into sub pieces 
you can post as a series on your website or use in a 
nurture campaign?

When a piece starts to age and is not performing as 
well  in your campaign, move it to your resources 
section (as long as the information is stil l  correct and 
current). 

- Saves time and money from 
creating on your own.

- It may possibly lead to other 
content pieces (if  you can 
"re- purpose" the content).

- Research pieces including items 
l ike Gartner?s Magic Quadrant 
are excellent for later in the 
sales cycle where it is more 
diff icul t to create original  
compell ing offers.

- Over time, the ?novel ty? wears 
off as many partners use the 
same piece.

- It?s not great for tactics l ike pay-  
per- cl ick where mul tiple 
partners may use the same 
asset.

- Some of these items are not 
available for partner use, so 
check the terms and conditions 
f irst before you use it.

Pros Cons

If  you?re getting whitepapers and eBooks to use in your marketing ?  CONGRATULATIONS! 
These larger thought leadership or research pieces take a lot of effort to create and help 
drive downloads.

http://thepartnermarketinggroup.com


Publ isher Emails

Use or Don?t Use?  It  Depends

Unless you?re getting a complete campaign OR have the 
resources to add emails to what you?ve been provided, it?s 
probably best to leave this one on the table rather than blast 
out a single random email .  

If  you do have the resources, use that single email  as a base 
on which to build a campaign with additional  touches. 

- When tied to a new version or 
product launch, or to software 
publ isher webinars, this type 
of email  can be very helpful  in 
quickly getting some great 
copy for your campaigns.

- Too often you may be provided 
with only one email  which 
leads to ?random acts of 
marketing.

Pros Cons

We see emails most typically provided for product launches, upgrades and to promote  
webinars and events. They may also be provided in conjunction with special  pricing and 
l icensing offers.  

http://thepartnermarketinggroup.com


 

Publ isher Calculators, 
Tools & Templates 

Use or Don?t Use?  Absolutely  Use 

If  you?re lucky enough to have these high- value assets, 
use them in your marketing. 

If  you have the time, create one. These are often the 
most engaging pieces of content you can use in B2B 
marketing so having your own unique calculators, tools 
and templates can help generate a lot of traff ic and 
engagement.

- These are powerful  pieces for 
the bottom of the sales funnel , 
but take a great deal  of effort 
to create. These drive traff ic 
and engagement on your web 
pages, which sends important 
signals to Google regarding 
time on page and web page 
bounce rates.

- Some calculators may set an 
expectation in a prospect?s 
mind that is the f inal  price 
they?ll  pay or ROI they'l l  
receive so try to include 
language that states additional  
costs or variables may apply.

ROI and pricing calculators, onl ine assessments and other tools are a MUST- HAVE for the 
middle and bottom of the sales cycle and are among the most valuable pieces a software 
publ isher can provide. 

Pros Cons

http://thepartnermarketinggroup.com


Publ isher Video 

Use or Don?t Use?  Use

In fact, maximize their use. Put them in your email  
signature if  appropriate, use as calls to action in 
emails, and embed them in your website. If  you 
cannot f ind the embed code for the video, reach out to 
the publ isher to request it. 

- Video is expensive. Having 
video provided is a huge 
benefit.

- Videos can be used to explain 
compl icated topics and 
concepts and appeal  to visual  
learners.

- As long as they?re not too long, 
the downside is minimal .

- These can be diff icul t to 
co- brand and may also be 
available on the channels of 
competing partners.

Pros

Video is one of the fastest growing, most accessed and highest rated content types in B2B 
marketing. Google is awarding sites with video content. Typically, we see our channel  cl ients 
being offered two different types of videos ?  customer stories and demos.

Cons

http://thepartnermarketinggroup.com


Publ isher Case Studies 

Use or Don?t Use?  Use Spar ingly

If  the case studies do not reference a partner, then it?s 
okay to use them, particularly if  it 's showcasing a 
unique or compell ing use of the publ isher's solution. 
They can also be helpful  if  you are new to a market.

Original  case studies are one of your best assets so 
make it a point to develop your own and use publ isher-  
created stories in a supporting role. 

- If  you are entering a new 
market, case studies from your 
publ isher can help 
demonstrate the value of the 
solution.

- They can help you build a 
body of content if  you are 
working on a new industry.

- They don?t demonstrate YOUR 
value as a partner.

- They don't explain how YOU 
helped the customer and may 
even give the impression you 
have no customers of your 
own.

Case studies are critical  to your marketing success. They SHOW what you can do and have 
done, rather than just tell ing prospects what you can do. They give you credibil ity and can 
shorten your sales cycle. The play an important role in the evaluation /  consideration 
phases of the buyer?s journey.

Pros Cons

http://thepartnermarketinggroup.com


Publ isher Buyer Personas 
& Messaging

Use or Don?t Use?  Use

Use every single piece you can as the foundation for 
your own pieces. If  you already have these different 
components, the publ isher pieces can val idate what you 
have and help keep your pieces updated. Make sure 
you are always bringing in YOUR unique value 
proposition and messaging that relates to your target 
audience.

- Building these pieces from 
scratch takes a lot of time. 
Publ isher pieces are buil t on a 
strong knowledge base and 
typically include research that 
would be out of the reach for 
most partners.

- They can be used as a starting 
point for internal  teams to build 
additional  content.

- They are rarely usable ?out of 
the box? and do require some 
customization.

- They may be more general  (as 
opposed to industry- specif ic).

We?ve seen many software publ ishers provide support to partners in the forms of 
messaging frameworks, battle cards, value propositions and elevator pitches.

Pros Cons

http://thepartnermarketinggroup.com


Publ isher Demos 

Use or Don?t Use?  Use 

This is an easy way to get additional  pre- sales content 
on your website or in the hands of your prospects. Also 
consider doing a voice over to these cl ick- through 
demos to easily create videos for your YouTube 
channel , your website and for sales to share via email  
with prospects.

Sometimes you?ll  be able to change the template used 
for the demo and, if  so, use your own branded 
template. Be sure to add your value proposition as well  
as introductory and call - to action sl ides at the 
beginning and end.

- These tend to be out of the 
box and easy to use and can 
be customized with very l ittle 
effort.

- Many partners have access to 
the same demos. These can 
sometimes be too general  but 
in some cases you may be able 
to customize these with 
screenshots you can replace.

Many software publishers provide click-through demos to help partners with their 

pre-sales efforts. 

Pros Cons

http://thepartnermarketinggroup.com


Publ isher Software Trials 

Use or Don?t Use?  Use Somet imes

Use only if  the software publ isher can track or register 
you as the partner of record. If  you are not able to do 
that, it 's best to avoid these as you may lose the 
prospect. 

IF the software publ isher does establ ish you as the 
partner of record, make sure you connect with the user 
of the free trial  consistently during the process to 
answer questions and make sure they understand what 
functional ity is available to them.

- These are really diff icul t to 
build and manage on your own. 

- These are great bottom of the 
funnel  pieces that are strong 
indicators of propensity to 
purchase.

- Trials often exist only on the 
publ isher?s site. Make sure 
your publ isher establ ishes you 
as the partner of record for all  
free trials and that leads are 
sent to you to manage.

- Trials can be very l ight in terms 
of functional ity.

Some software publ ishers provide trials which can be a quick and easy way to engage a 
prospect who may be looking at a product.

Pros Cons

http://thepartnermarketinggroup.com


Publ isher Quick Quote Tools 

Use or Don?t Use?  Use 

Like calculators, these tools are designed to shorten the 
sales cycle or send you a signal  that the user is more 
engaged than others who may be on your site. Use 
them if  you can embed the code for the tool  on your 
website so the request for quote comes to you. If  your 
publ isher uses partner of record to identify partner 
customers, then by all  means use the tool .

- These are really diff icul t to 
build on your own. Publ ishers 
have worked out the logic, 
especially the nuances with 
l icensing and different types 
of users.

- An expectation can be set in a 
prospect?s mind around total  
investment. They may balk at 
the additional  cost of 
implementation of the 
solution.

These are typically used to help prospects understand l icensing as well  as prel iminary 
pricing for a solution.

Pros Cons

http://thepartnermarketinggroup.com


Publ isher Social  Media Content 

Use or Don?t Use?  Use Thoughtful l y

These snippets are a good way to keep momentum 
f lowing on your own social  media properties. Use them 
as a starting point, edit them and point prospects to 
relevant pages on your website, not the publ isher?s site.

- You don?t have to think too 
hard about creating social  
media posts about the 
software publ isher?s solution.

- It can help you boost 
frequency of your social  posts 
and engagement.

- They can be very product 
focused.

- Depending on the solution 
promoted, they may not be 
specif ic to your industries.

- They can take prospects away 
from your property to that of 
the software publ isher.

- You dilute your value 
proposition.

These are typically created for partners to help keep the software publ isher?s solution top 
of mind.

Pros Cons

http://thepartnermarketinggroup.com


The Partner Marketing Group was formed more than a decade ago as a team of 
technology marketing experts with an unmatched passion for the industry. Our 
nearly 100  years of combined experience working in and for the channel  has 

helped companies from small  partners and ISVs to global  publ ishers maximize their 
marketing investments. You can trust us from day one to understand your solutions, your 
markets, your channel  and your challenges. Whether you need engaging content, creative 
design, campaigns that convert, objective assessments or a dedicated consul tant? our 
solutions and services are tailored to your needs. 

Are you a sof tware publ isher  
needing hel p creat ing or iginal  
content  for  your  channel ? 

Want to build and del iver content your 
channel  will  use?

The team at TPMG are experts in 
partner marketing. Let us help you 
create engaging and effective content.

Contact  Us 
734.425.7414

info@ThePartnerMarketingGroup.com 
www.ThePartnerMarketingGroup.com 

Need hel p get t ing star ted? 
Our team special izes in helping software and 
technology companies maximize their marketing 
budgets. Let us help you create a balanced plan 
incorporating publ isher content and your original  
content.

About  Us  
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