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Today’s Challenge: Do More With Less

In the face of an unprecedented economic downturn,

how do you reduce sales and marketing costs without 

adversely impacting productivity and hindering growth?
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The Incredible Shrinking Sales Organization
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Corporate Liposuction Does Not Work 
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Established Go-to-Market Models Are Under Fire

HP vs. Dell Stock Performance

2002 2003 2004 2005 2006 2007 2008

HP

Dell
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So, What Is an Indirect Channel Anyway?

Channel Partners

Corporate
Manufacturer / 

Provider

Customers
Distributors

Integrators

Agents

VARs

Influencers

Retail

Franchise

ǳǘƛƭƛȊŜΧ ǘƻ ǎŜƭƭ ǘƻΧ 
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Why Leveraging Channel Partners Make Sense

¸Access to New Markets and Customer Relationships 

¸Complementary Product/Service Offerings

¸Coverage of Remote Buyers   

¸Influence The Customer Buying Process

¸Local Market Knowledge  

¸Source of Variable Capacity 

¸Potentially Provide A Lower Cost Channel 
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Retail
(Online/Offline)

Leveraging Alternative Channels To Expand Coverage

A Simplified Example ïTechnology Industry 

Traditional Direct Field Sales Model Multi-Channel Go-to-Market Strategy

Enterprise

Mid-Market

Small Bus

SoHo

Products

Simple Complex

Enterprise

Mid-Market

Small Bus

SoHo

Transactions

Rebuys SolutionsProducts

Field Sales

Inside Sales

VAR/SI

W
e

b

Integrated
TeleWeb

Field Sales

ÅCoverage gaps inhibit sales productivity
ÅHigh fixed sales costs 

ÅMultiple channels maximize market coverage
ÅImproved sales productivity and efficiency
ÅMore variable sales model
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A Real Life B2C Success Story

¸ How do you scale market coverage rapidly to capitalize on an emerging trend?

¸ 2003 Medicare Modernization Act created a more health care choices for seniors and 
significantly increased demand for private insurance

¸ Insurance companies who could quickly expand coverage before the Medicare 
enrollment period had a tremendous opportunity to gain market share

¸Most competitors attempted to scale their traditional go-to-market model and 
scrambled to expand their agency sales force in all 50 states 

¸IǳƳŀƴŀΩǎ ŀǇǇǊƻŀŎƘΥ άaŜŜǘ ŎƻƴǎǳƳŜǊǎ ǿƘŜǊŜ ǘƘŜȅ ŀǊŜ ŎƻƳŦƻǊǘŀōƭŜ ƳŜŜǘƛƴƎέ

¸ New multi-channel go-to-market modelςexpanding from 1 channel to 5

ς Independent or Delegated Agents

ς Inside Sales

ςOnline

ςStrategic Alliances:  Financial Service Providers, Retailers, Fitness Centers

¸ Over 1 million new enrollees in 18 months

¸ 49% gain in revenue from 2006 to 2007

¸ Humana vaults from 150 to 110 on the Fortune 500 list

Opportunity

Approach

Results
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Getting Started:  Seven Basic Steps

¸ Understand customer buying behavior and channel preferences

¸ Define your preferred channel partner profile

¸ Determine how you will leverage channel partners in the sales process

¸ Understand channel economics ςtrue cost to sell via a given route-to-market

¸ Develop a compelling partner value proposition 

¸ ¢ŀǊƎŜǘΣ ǊŜŎǊǳƛǘΣ ǘǊŀƛƴ ΧΧΦ ŀƴŘ ǘƘŜƴ ŜƴŀōƭŜ ŎƘŀƴƴŜƭ ǇŀǊǘƴŜǊǎ

¸ Build collaborativepartner relationships

1

2

3

4

5

6

7
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Understanding Customer Channel Preferences

Sales & Marketing 

Funnel

Sale

Coverage

Consideration

Awareness

Revenue 

$$

Interest

Propose

Support

Customer 

Buying Process

Use

Buy

Shop

Learn

Customer

channel preferences

vary across the 

purchase process

éand by transaction 

type
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Example:  Small Business Channel Preferences
Payroll Services

Q: If your company was BUYING a NEW payroll service or software system, from  

whom would you prefer to buy it?

Most Preferred Channel ïSmall Business Customers

1.28 

2.05 

1.67 

1.86 

3.41 

2.09 

1.50 

3.85 

1.52 

1.72 

1 2 3 4 5 

Credit Card Processor

Local Payroll Processor

Benef its Consultant

National Payroll Provider

Sof tware Company

Retailer

Insurance Agent

Accountant

Attorney

Bank

Indif ference

q

Least Preferred Most  Preferred

n=  260
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Example:  SMB Channel Preferences
Enterprise Application Software

26%

10%

10%

5%

5%

5%

41%

0%

20%

40%

60%

Most Preferred Sales Channel ïSMB Customers

DIRECT INDIRECT

59%

(Software Vendor)

38%

22%
16%

6%

9%

14%

6%

9%

3%

5%

21%

4%

3%

11%
1%

3%

5%
3%

8%

3%

6%
5% 8%

29%

0%

20%

40%

60%

55% 65% 59% 58%

Ger. ItalyU.S. Japan

% ñmost preferredò 

(one option only)

SI/ Consultant1

ISV

VAR

Sales Agent

HW Provider

Direct Reseller

Direct vs. Indirect Indirect Breakout by Country

Most Preferred Channel ïSMB Customers
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Defining Partner Roles Across The Sales Process

Direct Sales Channel Vendor Vendor Vendor

Reseller Channel Reseller or Vendor Reseller Reseller

Agent Channel Agent Agent Vendor or 3rd Party

Influencer Channel Influencer

Vendor or 3rd Party 

Reseller

(Influencer often 

Involved)

Direct or 3rd Party 

Reseller

Opportunity

Identification
Sales Fulfillment

Example Channel Models
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Developing a Compelling Partner Value Proposition

Establishing  Win-Win Channel Partnerships

SunGard  Wants:

ÅExpanded Coverage

ÅNew markets

ÅNew buyers

ÅPipeline

ÅQualified opportunities

ÅEngagement early in the 

purchasing decision

ÅGrowth

ÅNew customers

ÅLarger transactions

Partners Want:

ÅSolid Business Case

ÅCustomer-driven solutions

ÅSales and Marketing Support

ÅTraining and Enablement

ÅCommitted Relationship

ÅEase of doing business

ÅClear  rules of engagement

Partners Want:

ÅSolid Business Case

ÅCustomer-driven Solutions

ÅSales And Marketing Support

ÅTraining And Enablement

ÅCommitted Relationship

ÅEase Of Doing Business

ÅClear  Rules Of Engagement

Vendors  Want:

ÅExpanded Coverage
üNew markets

üNew buyers

ÅPipeline
üQualified opportunities

üEngagement early in the 

purchasing decision

ÅGrowth
üNew customers

üLarger transactions
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Tablestakes:  A Comprehensive Partner Program

Organization (Field, Tele, Marketing, and Administration Roles & Responsibilities)

Enabling Systems (e.g. Deal Registration, Portal, PRM, Lead Mgt., DAMs, Certification, eTraining)

Customer/Partner Data and Analytics

Partner Value Proposition

Incentives Training Marketing Support Tools

4Discounts

4Rebates
4Fees & 

Commissions 

4Financing
4Recognition & 

Loyalty Pgms

4Product 

Training
4Sales 

Training

4Mktg.Training
4Certification

4Joint funding

4MDF  

4Lead Gen
4Events

4Digital assets

4Campaigns
4Mktg Services

4Co-Marketing

4Sales Support

4Technical 
Support

4Joint Bus 

Planning
4P2P Network

4HR/Admin

4Demos

4Collateral
4Solution 

Information

4Market 
Intelligence

4SFE Tools

Terms & Conditions
4Qualification Criteria 

4Certification Requirements

4Program Segmentation

4Solution Specialization

4Rules of Engagement

4Reporting Requirements

Core Processes (Recruit, Enable, Engage, Reward, Retain)

4Comp/Crediting Guidelines

4Performance Measurement
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Practical Challenges:  Why Is This So Hard?

¸Organizational Resistance ςάwŜŀƭ {ŀƭŜǎ Dǳȅǎ {Ŝƭƭ 5ƛǊŜŎǘέ

¸Confusion regarding channel strategy and rules of 
engagement with partners

¸Misunderstanding of channel economics and the drivers 
of channel performance

¸Avoiding vs. managing channel conflict

¸One-size fits all partner programs 

¸Unsophisticated partner marketing capabilities

¸Inefficient information flows
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Utilizing 3rd Parties To Help Manage Channels 

DemandStream GenerationTM

Outbound Collaborative 
Digital Marketing

DemandStream AnalyticsTM

Inbound Customer Insight 
and Channel Performance

MarketBridge DemandStream™

Channel Partners

Corporate
Manufacturer / 

Provider

Customers

Distributors

Integrators

Agents

VARs

Influencers

Retail

Franchise

D
em

an
d

St
re

am
™
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Things To Start Doing On Monday

ÂTalk to your customers ςAssess their satisfaction with 
the buying process and channel preferences

ÂHold a Go-to-aŀǊƪŜǘ άǎǳƳƳƛǘέ ƛƴǾƻƭǾƛƴƎ ōƻǘƘ aŀǊƪŜǘƛƴƎ 
and Sales management

ÂGet you arms around your data - Take steps to improve 
measurement and reporting of channel performance

Â!ǾƻƛŘ ŀƴŀƭȅǎƛǎ ǇŀǊŀƭȅǎƛǎΧΦǇƛƭƻǘ ϧ ǘŜǎǘ ƴŜǿ ŎƘŀƴƴŜƭ 
models and understand drivers of channel performance

http://images.google.com/imgres?imgurl=http://underqualified.org/wp-content/uploads/2006/05/sun-clouds.jpg&imgrefurl=http://underqualified.org/category/indie/&h=324&w=250&sz=10&hl=en&start=2&tbnid=Rp5P4wUPS0xEPM:&tbnh=118&tbnw=91&prev=/images?q="sun+through+clouds"&gbv=2&svnum=10&hl=en
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The Punch Line: Key Takeaways

¸Corporate liposuction will only lead to more pain and create a 97 lb wimpy 
ǎŀƭŜǎ ŎǳƭǘǳǊŜΧΦǊŜǘƘƛƴƪ ȅƻǳǊ Ǝƻ-to-market model!

¸Leading sales organizations are investing in alternative channels to maximize 
market coverage and shift to a more variable cost model

¸Seven Steps to begin leveraging channel partners:

1. Understand customer buying behavior and channel preferences

2. Define your preferred channel partner profile

3. Determine how you will leverage channel partners in the sales process

4. Understand channel economics ςtrue cost to sell in a given route-to-market

5. Develop a compelling partner value proposition 

6. ¢ŀǊƎŜǘΣ ǊŜŎǊǳƛǘΣ ǘǊŀƛƴ ΧΧΦ ŀƴŘ ǘƘŜƴ ŜƴŀōƭŜ ŎƘŀƴƴŜƭ ǇŀǊǘƴŜǊǎ

7. Build collaborative partner relationships

¸One final thought:  The world is changing ςtechnology advancements and 
changing customer preferences are challenging traditional partner models

http://images.google.com/imgres?imgurl=http://www.istockphoto.com/file_thumbview_approve/4436714/2/istockphoto_4436714-knockout-boxing-glove.jpg&imgrefurl=http://www.istockphoto.com/file_closeup/object/4436714_knockout_boxing_glove.php?id=4436714&usg=__EVCtU4tYNOIHy36F3SYYPWsgiEc=&h=380&w=355&sz=56&hl=en&start=8&tbnid=A0EvEtIAtnBJIM:&tbnh=123&tbnw=115&prev=/images?q=Boxing+Glove&gbv=2&hl=en
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THANK YOU

John DeSarbo
MarketBridge
240-752-1819

jdesarbo@market-bridge.com 


