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As the hi-tech landscape gets more crowded and competitive, collaborating with various
partners having niche capabilities helps businesses realize shared gain and tap into each other’s
strengths. For many enterprises, it has become necessary to leverage the extended partner
network. And as the PRM space evolves, even mature organizations find themselves juggling the
multidimensional intricacies of each business relationship. Regalix's latest research report "State
of Partner Relationship Management 2018" shows that 74% of marketers interviewed invest their
time in creating partner enablement material, while 60% spend time in onboarding partners.
Conventional PRM methodologies are changing, egged on by advancements in channel
management technology, bringing in unprecedented levels of customer centricity. Early PRM
was all about opportunity management, lead distribution and deal registration, while the partner
portal quickly evolved to meet the needs of knowledge transfer and content management.
But today it also includes support for MDF, training and certification, incentive programme
management, onboarding, communications, channel-specific business intelligence and analytics.
According to a recent Forrester research, the future lies in advanced PRM systems that will
smoothen business processes and knowledge transformation and drive joint opportunities.
PRM is emerging as an amalgamation of solution-driven technology and channel-led consulting
experiences. Adopting technology is now a key factor that can either make or break your PRM
initiative.
In this issue, we present our conversations with heads of partner channels of leading brands
across the world, as they talk about their PRM strategy for effective relationships and their
reliance on this rapidly evolving growth channel.
Hope you enjoy the insights shared by our guests; and, as always, do not forget to share the
stories with your network!
Happy reading!

Nimish Vohra
SVP, Principal Analyst
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PRM systems
should
provide an
intuitive way
of engaging
Mike Fino is the Chief Operating Officer, IBM Partner Ecosystem, where
he has overall responsibility for transformation and operations across
IBM’s dynamic global ecosystem of Business Partners. Mike leads agile
teams that deliver measurable results, which are validated using client
engagement tools, such as Net Promoter Score (NPS).
Mike has 25 years of experience leading key functional areas of
integrated operations at IBM. Prior to his current role, Mike was
Vice President, Business Partner Enterprise Transformation, Sales
Operations, & Strategy, IBM, where he drove channel transformation
efforts, increasing revenue for both IBM and partners.
Jacqueline D. Woods is the Chief Marketing Officer,
IBM Partner Ecosystem. She is responsible for driving
marketing and communications efforts for IBM’s channel
business, with a focus on growing business partner
momentum in IBM Cloud and AI technologies.
In this role, Jacqueline leads the digital marketing
experience through execution and enablement of
IBM’s dynamic global partner ecosystem. She uses
client-centric data and analytics that help IBM and
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their partners drive insights to improve ROI and increase
value to end-user clients.
Interviewed by Swastika Singh

// How has the PRM function evolved in
your company over the past few years?
Jacqueline: What’s evolved is our ability to listen and
respond to our Business Partners with the speed and
precision needed in today’s highly competitive marketplace.
PRM is helping us do just that. Every major initiative in
the IBM Business Partner Ecosystem, from skills and
capabilities to enablement and benefits, is a direct result
of feedback. Ultimately, it’s about enabling partners of all
types and business models to be successful by delivering
frictionless, best-in-class experiences for the client. That’s
what really matters.

// How do you recruit your partners?
What parameters do you consider while
choosing a partner?
Jacqueline: It’s a very exciting time to be part of the IBM
Ecosystem and we're always looking for partners who,
together with IBM, can mutually solve a client’s problem and
make them smarter. We constantly recruit new partners
as well as expand existing Business Partner relationships to
help them move into new areas. In addition to traditional
approaches, we attract partners through hack-a-thons,
meet-ups and initiatives such as "Watson Build," a global
competition for partners to build AI solutions on the
IBM Cloud and gain valuable experience with our APIs.
We look for industry experience, tech capabilities, client
experience, portfolio, market reach and, of course,
their people, which is really the most important thing.
We believe that great thinkers and good tech can come
together to build the future.
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// What are the challenges that you face
while managing your partners?

// What are the different partner
performance metrics do you track?

Jacqueline: For the most part, Business Partners want
environments that they can manage themselves — ones
that are simple and easy to navigate. For more complex
opportunities and situations, we have an active network
of subject matter experts ready to step in and help.

Mike: Performance metrics are always a source of great
debate. With an ecosystem as large as ours, it is easy to
have many metrics across a variety of systems. Over the
years, we have reduced the quantity of our key metrics,
but this is still something that requires an ongoing effort
to maintain. Aside from the traditional metrics of revenue,
expense, and pipeline, we are looking for more predictive
indicators of future success. Capacity and recruitment,
skills, usage, and net promoter score are all areas of
emerging KPIs that are critical to long-term success.

Mike: We ensure that we create this kind of environment
by tuning into the “voice” of the partner by using Net
Promoter Score methodology. This provides us with
real-time continuous feedback from our partners, and
ensures us that our efforts resonate with our diverse
partner base.

// Do you think companies are investing
enough in PRM?

Jacqueline: Speaking of diversity, we also understand that
partners no longer identify themselves with just one type
of business model (such as Reseller, Systems Integrator, ISV,
CSP, MSP), so the challenge — and the great opportunity
— is to offer these partners the technologies, enablement,
and support to help them adopt new models and ways
to serve their clients.

Mike: I don’t think you could ever invest enough in PRM.
As collaborative selling and partner-to-partner ecosystems
grow, so do the tooling demands required to efficiently
bring these groups together. Only with enhanced PRM
functionality is this growth possible. We have been
evolving our partner-to-partner capabilities, making it
much easier for partners to collaborate on go-to-market
solutions that leverage their unique value propositions.
It’s incumbent on IBM to make it easier for our partners
to work together, especially those smaller firms that have
less reach and more niche offerings that are dependent
on adjacent technologies.

// Is partner onboarding a critical
function in partner management? Should
companies create different onboarding
programs for different partners?
Mike: Business Partner onboarding and skills development
are critical to growing and developing a sustainable
Business Partner Ecosystem. Companies should make
it simple for Business Partners to join their ecosystem
and quickly get assimilated into their programs and the
many advantages that they offer. This places a premium
on having a PRM system that does not require a massive
amount of training and provides an intuitive approach to
engaging. It also requires an enablement framework with
innovative learning journeys integrated with an industryleading credential system. This is our approach at IBM,
and I believe it differentiates us and helps our Business
Partners compete in the marketplace by enabling them to
develop competencies and industry thought leadership.

Jacqueline: No matter how big your company is — you can’t
be everywhere. It’s too costly. Collaborating with other
partners is a highly effective way to reach new markets
and new clients. It’s smart to invest in understanding
how to take full advantage of these organic networking
opportunities to grow the ecosystem.

// How are the evolution of
technologies like LMS (Learning
Management System) and processes
like lead distribution through marketing
automation changing the PRM function?
Mike: IBM is the industry leader in AI tools like Watson,
and we have invested heavily in Watson for our Business
Partner ecosystem. For example, our Watson AI helps us
get the right leads into the right partners' hands. Watson
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enables us to choose the best partner for a lead based
on their skills achievement, capacity, responsiveness
and win rates.
I believe that advanced PRM technology will only be able
to keep pace with changing business dynamics by using
cognitive tools that learn as they go. Tools that are based
on predetermined parameters are doomed to fall behind
amid an ever-changing business landscape.
Jacqueline: Our goal and job is to help partners grow
their businesses. In doing so, we will also grow. It’s
simple and fundamental to our approach to working with
Business Partners. We offer seller enablement, which
is essential to all learning platforms, to enable Business
Partner firms for success. And instrumenting our lead
management system improves our relationships with
our Business Partner firms and accelerates their ability
to improve their capabilities in selling IBM products and
services. Our approach, coupled with strong learning
management systems and lead distribution technologies,
helps us strengthen relationships and accelerate growth
across our ecosystem.

Business
partners want
environments
that they
can manage
themselves —
ones that are
simple and easy
to navigate.
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Partners need
rich, marketable
content to sell
better
Partner relationship management involves a lot of complex activities that include partner
programs, policies, people and platforms, with the ultimate goal of driving partner
performance and satisfaction higher. It’s essential to have the right policies and programs
in place for onboarding, training and supporting partners, says Aimee Catalano, Head
of Global Partner Marketing at Google Cloud. Her team is responsible for leading joint
marketing strategy and global execution across the portfolio of Google Cloud partners. Aimee
is a recognized thought leader in defining joint go-to-market strategies with strategic alliances
and partner ecosystems.
Interviewed by Swastika Singh

8

// How has the PRM function evolved in
your company over the past few years?

offering a variety of online engagement opportunities as
well, to ensure regular, meaningful engagement.

Google Cloud partners are essential to our commitment
to help enterprises innovate faster, scale smarter and
stay secure. To deliver on that commitment, we’re
investing deeply in the team, tools, and technologies
supporting our partner ecosystem. As the ecosystem
has grown, the top priority is how we can maintain
a strong partner experience--with an emphasis on
simplifying, collaborating, and optimizing for the
partner’s growth. We’ve done this in tandem with our
partners. Their feedback and collaboration has been a
critical component to forming our PRM strategy.

// Is partner onboarding a critical
function in partner management? Should
companies create different onboarding
programs for different partners?
Yes, having a well-documented program for partner
onboarding is critical, and the more tailored that
program can be to not only the partner type, but also
the individual roles within the partner, the better.
Providing systems/tools to help manage the relationship
is also equally important in the onboarding stage as
well as ongoing relationship management. There should
also be sales/marketing/technical/partnership/support
enablement that goes hand in hand to ensure partners
are successful.

From a marketing perspective, we’re investing in
enhanced marketing support including tools such as
the Partner Marketing Studio, which allows partners to
access, co-brand, customize, and execute content and
campaigns in a single spot. We increased our investment
in the Marketing Development Fund by 3x between 2017
and 2018, to enable us to go deeper with key partners.

// What are the different partner
performance metrics you track?
Similar to most enterprise companies, we track
partner-sourced and partner-influenced pipeline and
bookings, along with the return-on-investment from
joint marketing programs. Given that the Google Cloud
business is growing at an exponential rate, we also look
at a partner’s year-on-year growth to get a good pulse
on which partners can grow at the same pace.

// How do you recruit your partners?
What parameters do you consider while
choosing a partner?
Given the tremendous growth opportunity that
partners get, especially with Google Cloud expanding
its portfolio of innovative products and solutions,
there’s been no need to invest in broad recruitment.
Instead, we continue to focus on the development of
partners who are delivering the greatest customer
outcomes. In choosing new partners, we’re evaluating
areas within the ecosystem where we’d like to add
additional capacity or expertise--looking at coverage by
country, region, and solution area for our customers.

// What are the different content assets
that you create for your partners?
What role do they play in enabling your
partners?
Google Cloud is invested in a 360 degree approach to
partner enablement that supports a partner’s business
through marketing, sales, technical, and partnership
benefits and training, with content being a key
component here. From a marketing perspective, Google
offers a number of great resources to help inspire and
equip marketers -- Think with Google, Academy for Ads,
and Digital Garage to name a few. My team supplements
these resources with Google Cloud specific marketing
training and content, to provide additional best practice
content around topics including event marketing, lead
nurture, and account-based marketing. Our goal is to

// What are the challenges that you face
while managing your partners?
Our partner ecosystem is global and the cloud space
is growing quickly. Top of mind for me is how we can
continue to deepen our relationship with partners
through the right engagements. We host in-person
Partner Summit events worldwide that allow us to
engage in a high-touch and “Googley” way, while also
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support our partners in running successful integrated
marketing campaigns.

adapted to ensure the partner’s services and solutions
are also front and center.

// What are the different types of
training that you conduct for your
partners?

// Do you think companies are investing
enough in PRM?
From my experience, the companies who prioritize
partners as a core element of their business invest
in PRM appropriately. But it’s more than just dollar
investment. The sales teams, marketing teams, product
teams, etc need to be partner-centric in their approach.
This behavioral management is more of a people and
operating model commitment, and also an important
business investment.

Similar to our content strategy, we offer training across
a variety of delivery formats that support a partner
in building marketing, sales, and technical expertise.
In addition to our standard certification program, we
now have specializations for Application Development,
Cloud Migration, Data Analytics, Education, Enterprise
Collaboration, Infrastructure, Data Based Services,
Machine Learning, Security, and Training.

// How are the evolution of technologies
like LMS (Learning Management
System), Lead distribution through
Marketing Automation changing the
PRM function?

// What role does MDF (Marketing
Development Fund) play in partner
marketing? How do you allocate the
MDF amongst your partners?
Google says it’s the fastest growing cloud platform in the
world (link). It’s important that we enable our partners
to keep pace with that growth through resources and
investment. including MDF. Some of the factors we
consider when allocating funds include partner tier in
the Google Cloud partner program, past performance,
and overall partner readiness to sell and market Google
Cloud.

No doubt we’re receiving constant innovation from
a systems and tools standpoint that’s providing more
sophistication around PRM. This is offering stronger
enablement, greater scale, and quicker deal acceleration.

// What are the trends/technologies
that you think will drive PRM in the
future? How should businesses gear up
for this?

// Do you create co-branded marketing
content for your partners? What are
the other partner activities that you
undertake?

Partners are looking for ways to gain a stronger
“trusted advisor” relationship with their customers.
And now more than ever, customers are looking for
personalization in every piece of content or message
they receive. Businesses should invest in marketing
programs that offer rich, educational content for their
partners to share with their prospects and customers.
Additionally, partners hear that marketing data science
is being leveraged to assist with targeting, propensity
to buy modeling, etc. However, most partners don’t
have the resources to do this function on their
own. Businesses should look at how they can better
support their partner community with the right data
and analytics processes to support successful, highly
targeted go-to-market plans.

Co-branded marketing content is an important piece of
our overall demand generation strategy with partners.
Our team invests quite a bit in building content to help
educate and engage prospects and customers on their
journey to the cloud--and we are always looking to
enable our partners to leverage these assets to generate
awareness and demand with their own customers and
prospects. To do that, we create campaign kits for
partners, which includes a suite of content targeting
a specific stage in the customer journey, for example,
lead acquisition, lead nurture, lead conversion, or sales.
Appropriate content assets may also be co-branded and
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Managing
and
growing
a diverse
set of
partners
and
alliances
is critical
to brand
success

Partner Relationship Management (PRM) solutions have changed
over time, and with the integration of the modern cloud-based
CRM and automation systems, PRM solutions now provide critical
tools and workflows for the entire partner lifecycle. The Digital
CMO Digest team spoke with Jay McBain, Principal Analyst for
Global Channels at Forrester, one of the most influential global
research and advisory firms in the world. Jay is considered one of
the most visible thought leaders in the global technology channel.
Named in the Top 40 Under Forty list by the Business Review as
well as numerous channel magazines’ top influencer lists, he is
often sought out for industry guidance and his opinions on future
trends. He has spent his 24-year career in various executive
roles in channel sales, marketing, and strategy with IBM, Lenovo,
Autotask, and ChannelEyes.
Interviewed by Shubharthi Ghosh
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// How has the PRM function evolved
over the past few years?

within different types of organizations.
• Geographic coverage: Localization is an important
element of many customer projects. Depending on
the industry and solution, partners that understand
regulatory, legislative, and compliance issues at a
regional level add value for B2B buyers. Value-adds
can also include language, cultural, currency, tax,
and time zone specialties.

B2B channel professionals and their technology
organization counterparts have invested in PRM since
the early 2000s as a single source of truth for indirect
sales. PRM was usually a silo-driven system that rarely
integrated with back-end enterprise resource planning
or sales and marketing systems. As CRM started to
grow significantly in the mid-2000s, it challenged PRM
as the core source of truth for indirect sales. PRM
then went through a retrenchment period before it
rebounded in the past five years as a critical horizontal
platform. Fully integrated with modern cloud-based
CRM systems, PRM solutions provide critical tools and
workflows for the entire partner lifecycle.

• Technology expertise: The average customer
solution can include seven or more products.
Partners that specialize help customers differentiate
among thousands of vendor options and define the
technology stack that will drive the most return.
Cloud-native firms understand that solutions
shouldn’t include technology for technology’s sake;
solutions just need to be integrated, secure, and
compliant and ensure business continuity.

// How does a company recruit their
partners? What parameters should one
consider while choosing a partner?

// What are the challenges that
companies face while managing their
partners?

Channel leaders should prospect for new partners, in
the same way, their marketing colleagues prospect for
new clients, by developing profiles of best fits for their
offerings.

73% of brands report that partner management is a major
challenge (Source: Forrester Business Technographics
Survey 2017). Here are the key challenges:
Multi-tier profile management for modeling your channel
partner ecosystem at the company and individual
level can be challenging. It includes organizational and
location structures, governance, partner tier levels,
partner business model types, skills and certifications,
market savvy, staff role constitution, partner-to-partner
relationships, etc.

Most customer projects today involve multiple partners
contributing specific skills to provide a client’s optimal
solution. So the Ideal Partner Profile needs to have
multiple traits including:
• LOB credibility: Some channel firms specialize in
specific job roles and cloud-driven best practices,
with deep skills for very few vendors. These
channel firms communicate in the LOBs’ language,
understand their business problems, and have
robust résumés providing measurable solutions
that put them in high demand.

Planning & contract management solutions incorporate
elements of channel strategy; planning at the company,
region, or product level; go-to-market; coverage
mapping and execution; and capacity planning. They also
support contracting with different partner types, while
complying with local regulations and legislation in every
region in the world.

• Sub-industry depth: Professional services firms are
shifting from pure services to a blend of services
and technologies. With a deep understanding and
focus on only a few of the 709 sub-industries,
these firms understand end-to-end business issues,
unique nuances, and approaches to resolve them.

• Most PRM solutions can model the performance
and reward) of the master manufacturer-partner
relationship program (tiers). Designing multitiered incentive programs at the company and
individual level drive motivation, behaviors, and

• Segment focus: Channel firms specializing in a
certain customer size, sector, or segment and
understand the limitations and resource constraints
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loyalty, with backup from extensive dashboards and
notifications that serve channel account managers,
finance, operations, and marketing.

of leading vendors in this space.

// Is partner onboarding a critical
function in partner management? Should
companies create different onboarding
programs for different partners?

• Platforms include partner segmenting, targeting,
nurturing, and recruitment, along with learning
management functionality such as education,
training, and certifications. They support robust
technical support mechanisms such as tickets
and help desk with modern tools such as chat,
knowledge base, community, and self-service.

There’s an influx of shadow channels that look more
like influencers, advocates, and alliances than they do
transacting resellers. Not only does each category
of the company have different onboarding needs, but
each person in those companies also have different
education, training, and certification requirements.

• A partner portal contains content, applications, and
communications flow between a manufacturer and
the channel partners. Most PRM implementations
begin with a personalized, content-centric partner
portal. The key portal management requirement
is adaptability because savvy channel pros want to
advance their partner portals to support the more
valuable business processes and interactions.

// What are the different partner
performance metrics that are needed to
be tracked?
There are dozens of KPI’s wrapped around revenue,
profit, ROIC (return on invested capital), velocity,
customer/profit satisfaction. PRM helps operationalize
ROIC which is the most important.

• Supporting co-selling initiatives is a core part of
PRM. The ability to register deals, distribute leads,
and apply custom business rules for qualifying,
ranking, and scoring leads is critical in driving
indirect sales growth. The multitiered, multifaceted
approach is what differentiates the functionality
from CRM systems. Collaboration mechanisms
from the brand to the partner through the entire
sales cycle and partner support for the customer
buying journey are key differentiators of leading
partner programs.

// What are the different content
assets that companies create for their
partners? What role do they play in
enabling the partners?
As brands increasingly use channels, partnerships,
and alliances as a primary vehicle to reach customers,
the ability to include these third parties in marketing
programs is critical for success. Customer interactions
with your firm rely on the content you produce at every
interaction point, including the numerous third parties
that influence their purchases.

• Partner marketing management solutions support
local partners’ co-marketing initiatives with the
setup of MDF, co-op funding, and through-channel
marketing functionality such as co-branded assets,
email, social, search, or syndicated content —
hallmarks of a best-in-class.
• Offering prepackaged reports and dashboards
with support from an analytics engine that helps a
brand determine the most efficient and productive
adjustments to the program is another key
attribute of today’s solutions. The next major
evolution of PRM will be around AI, machine
learning, and predictive/prescriptive analytics,
with several vendors already working with early
adopters. Leveraging the mountains of data inside
the PRM system as well as external feeds such as
point-of-sale, inventory, pricing, distributor, and
end-user reporting will crown the next generation

Resellers, dealers, distributors, and agents play a critical
role in the customer buying journey and need to be
supported with integrated campaigns including email,
search, social, video, web, and physical marketing assets.
All companies need to create content today and get
exposure through local marketing initiatives. For a
brand to support this at scale, it must have an automated
system backed by control mechanisms, workflows, and
analytics to drive performance. Specifically, TCMA
helps:
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• Amplify corporate voice to customers.

includes hundreds of channel-specific consultants,
thousands of sales and marketing firms, tens of
thousands of marketing digital agencies, systems
integrators, and a complimentary ISV ecosystem
that is adjacent to these platforms.

• Deliver a more consistent brand experience.
• Enable interactive campaigns.
• Drive partners to profitable revenue faster.

• The total PRM ecosystem, including software and
services, is $850 million today and predicted to be
$1.65 billion by 2023.

// What are the different types of
training that companies conduct for
their partners?

• PRM is a horizontal solution serving indirect
channels in all 27 industries. The top industries by
revenue are technology/telco (34%), manufacturing
(23%), insurance (9%), retail/franchising (6%),
finance (6%), healthcare (6%), hospitality (4%),
automotive (2%), and “other” (8%).

Some examples are business model defined, sales
techniques, technical training, marketing, financial,
operational, hiring/HR, go-to-market methods and
strategy.

• Over 12 million end users log into these systems,
with the average deal size around $51,130 for these
23 vendors.

// What role does MDF (Marketing
Development Fund) play in partner
marketing? How should companies
allocate the MDF amongst their
partners?

• An estimated 1,633 employees are fully dedicated
to PRM software development, with tens of
thousands of others making money on services
wrapped around it. According to LinkedIn, these
vendors had 3.2% employee growth last year and
21.2% in the past two years.

75% of world trade flows indirectly and brands use MDF
to enable third parties to raise their visibility in their
local regions. MDF is usually allocated as a percentage
of top line sales, but should be extended to provide prerevenue investment into growing partners. With the
rise of non-transacting type partners, MDF will be the
key way to go to market with these players and should
be viewed as a strategic imperative.

• This is a mature industry, with the average PRM
solution launching 10 years ago and mostly USbased. Only five companies were founded outside
the US.

// How are the evolution of technologies
like LMS (Learning Management
System), Lead distribution through
Marketing Automation changing the
PRM function?

// Do you think companies are investing
enough in PRM?
Here Is A Glimpse Of The Global PRM Market…

PRM integrates better with these point solutions as well
as developing more robust functionality built-in for a
true horizontal platform experience.

• 23 vendors offer some level of PRM functionality,
driving $350 million (USD) in pure software
revenue per year. Another $500 million is
estimated in related technology services, including
installation, implementation, integration, security,
compliance, and business continuity.

// What are the trends/technologies
that you think will drive PRM in the
future? How should companies gear up
for this?

• Forrester predicts the PRM software market to
grow to $679 million by 2023, a CAGR of 14.2
percent.

Forrester is seeing numerous changes happen within
channels across every industry and region of the world.
From demographic shifts to new buyers emboldening

• An additional $971 million will be generated by
2023 in downstream technology services in this
ecosystem. The broader PRM services market
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new types of channels, the need to manage a growing
and diverse set of partners and alliances is critical to a
brand’s success.
The PRM market is growing because more executive
teams, as well as channel, marketing, and sales
professionals, are recognizing the impact of third-party
influencers in getting to new buyers. They are placing
trust in PRM providers to act as strategic partners,
allowing them to broaden their reach and influence the
partner journey in new ways.

Collaboration mechanisms from
the brand to the partner through
the entire sales cycle and partner
support for the customer buying
journey are key differentiators of
leading partner programs.
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Automation
helps serve
more
partners
with fewer
resources
Allison Gapter is a channel marketing veteran with more
than 20 years’ experience in high-tech marketing and business
development. Currently, she serves as Vice President of
Global Partner Marketing, Demand Generation at SAP.
Prior to SAP, Gapter held various channel management roles
for vendors, and ran marketing for distributor WestconComstor. She is passionate about leading high-performing
teams, developing talent and helping partners drive revenue to
grow their businesses.
Interviewed by Swastika Singh
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// How has the PRM function evolved in
your company over the past few years?

// Elaborate on the challenges that you
face while managing your partners?

At SAP, we use our own software to manage partners,
and over the years, we have further developed our
systems to offer partners unique functionality. We’ve
also created tighter integrations with other SAP systems
like CRM, deal management, lead registration tools
and our own SAP Partner Services Benefits Catalog.
Further, we’ve automated partner management
processes like authorizations for specific products,
Market Development Funds (MDF) balances and usage,
etc. Within MDF specifically, we have automated the
process to order specific services. As an example, if a
partner would like to “order” a marketing activity, they
can simply go into our SAP Partner Benefits Catalog,
and at the click of a button, purchase a campaign list.
Their payment is automatically withdrawn from the
MDF account – no processes for reimbursement or
waiting for approvals necessary. We call this “MDF
Direct Pay”, and it creates a seamless experience for
the partner. All of this functionality comes from the
advancements we’ve made with our PRM system.

At SAP, we face challenges similar to those many other
businesses do – we hear this at various round tables and
conference discussions. Due to our broad portfolio,
we need to find a balanced approach across a very
diversified ecosystem. We’ve made our program and
processes more specific to reflect this shift.

// Is partner onboarding a critical
function in partner management? Should
companies create different onboarding
programs for different partners?
Yes, onboarding is very critical, as most of our solutions
require a lot of investment for new partners. We’ve
established dedicated teams to incubate new partners,
and each of these teams are focused on a specific
partner type: i.e., resellers, systems integrators, or ISVs.

// Name the different partner
performance metrics that you track.

// How do you recruit your
partners? What parameters do
you consider while choosing a
partner?

Our primary metrics are:
• New revenue
• Renewal bookings

We leverage partner profiles
based on the success patterns
of our existing channels, and
match this with companies
in the market. We also
leverage our PRM system
to drive a standardized
workflow-based process
for recruitment across
the different types of
partner engagement
models we offer.

• Sales and delivery capacity
• Number of active partners
• Pipeline built by partners
In some cases, we look at the partners’ expansion into
different areas of the SAP portfolio.

// What are the different content assets
that you create for your partners?
What role do they play in enabling your
partners?
SAP provides a very comprehensive set of assets for
our partners to be able to properly position, market,
sell and implement our solutions. We also provide both,
on-demand and in-person marketing enablement, which
are accompanied by tools and assets to help partners
in their marketing journey. We also provide partners
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with turn-key campaigns and a virtual platform for
campaign execution, both free of charge. Further, we
provide artificial intelligence tools to help our partners
track prospects through the buying cycle (an MDFreimbursable option).

PartnerEdge program. Partners can also use MDF for
additional services like Contact AI (offered via SAP
Virtual Agency), which provides intelligence on contacts
uploaded by the partner. A unique advantage here is
the ability to score an individual’s intent to buy and
understand where they are in their buying cycle. This
is a great tool to help partners pay proper attention to
leads at the right time.

// What types of training do you
conduct for your partners?

// Do you think companies are investing
enough in PRM?

SAP offers comprehensive training for our partners in
pre-sales, sales, support and technical consulting across
all the products in our portfolio. In addition to this,
we offer a marketing certification course and a series
of ongoing marketing enablement training that teach
partners a wide variety of marketing skills and tactics.
This helps them build their pipeline and drive revenue
through both, digital campaigns and social selling tactics,
the latter of which we’re seeing great success with.

While we cannot speak for other businesses, SAP is,
indeed, making the necessary investments into PRM.
The latest of these is our investment in cloud-based apps
integrated with our core PRM system, which increase
usability for our partners and ourselves. These apps also
provide us with improved tracking mechanisms, allowing
for easier observation of partner marketing efforts,
which, in turn, helps us provide them with the resources
they need to be successful.

// What role does MDF (Marketing
Development Fund) play in partner
marketing? How do you allocate the
MDF amongst your partners?

// How is the evolution of technologies
like LMS (Learning Management System)
and processes like lead distribution
through marketing automation changing
the PRM function?

MDF can play a very large role for our partners, especially
the smaller ones who may rely quite heavily on these
funds to help them drive business. SAP PartnerEdge,
which has been an award-winning program since its
inception, offers a tiered approach to partnership, with
rewards around business performance, competency and
strategic alignment with SAP. SAP also provides partners
with business development funds, which any partner can
apply for. This is supplemental to the partner’s regular
MDF accrual.

Automated systems are allowing us to do more (serve
more partners) with fewer resources. By freeing up
employees from these more administrative tasks,
we’re able to focus on higher-value initiatives like sales
programs to drive revenue and the creation of more
resources for our partners to market themselves.

// Do you create co-branded marketing
content for your partners? What other
partner activities do you undertake?

// What are the trends/technologies
that you think will drive PRM in the
future? How should businesses gear up
for this?

We offer our partners a wide variety of campaigns
that they can customize to create their own demand
generation campaign. We provide not only content for
digital campaigns, but customizable content for use on
LinkedIn (Sales Navigator’s PointDrive functionality), as
well as a platform called SAP Virtual Agency on which
to actually execute campaigns. All of this is provided
free of charge to our partners as a benefit of the SAP

At SAP, we go through digital transformation for
our processes and systems, leveraging SAP’s latest
innovations like cloud-based products and services,
machine learning and AI. I would estimate that other
software vendors are likely doing similar work to drive
better/faster results from their partner ecosystems.
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Enable your
partners to be
modern marketers
Cisco’s Vice President of Americas Marketing and Communications, Michelle Chiantera, leads
a team of marketers who are in lockstep with sales to capture market share and accelerate growth in
the Americas. Michelle and her team strive to deliver amazing customer experience through marketing
innovation and cutting-edge technology.
Michelle has been a leader at Cisco for over 18 years. She spent many years as a leader in partner
marketing, where she was laser-focused on helping partners grow and evolving marketing into a core
business engine.
Interviewed by Swastika Singh
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// How has the PRM function evolved in
your company over the past few years?

// Is partner onboarding a critical
function in partner management? Should
companies create different onboarding
programs for different partners?

Partners represent 85% of Cisco’s business, which
makes our partner ecosystem critical to our overall
success. As Cisco evolves its business model, we need
to enable our partners to do the same. With marketing
playing a major role in driving growth, we have invested
in enabling our partners to be modern marketers.
This is where our Marketing Velocity platform comes
into play. Marketing Velocity is designed to accelerate
partners’ marketing practices by providing them the
marketing training and education they need to stay upto-date and have the right skills to match where they are
on their journeys.

Absolutely. Every partner is at a different stage of their
journey, and their needs will vary greatly based on this.
Getting to know the partner through onboarding is
critical, and will dictate how you support them through
your PRM. For marketing, we also onboard in different
ways based on the partner’s current marketing practice
and needs. This is where our platforms, like Marketing
Velocity and Partner Marketing Central, have been
hugely successful. They are very customized and offer a
wide variety of content to fit different needs and help
marketers along their journeys.

// How do you recruit your partners?
What parameters do you consider while
choosing a partner?

// What are the different partner
performance metrics you track?

From a marketing perspective, we meet our partners
where they are in their marketing journey. Some partners
will be recruited into our Marketing Velocity program to
build the skills needed to be a modern marketer. Other
partners, who are more sophisticated in their marketing
practice, could be recruited into one of our brand
campaigns to showcase their partnership and success.
For example, a few years ago, we showcased Dimension
Data’s and our joint work in saving the Rhinos in Africa
through our joint-technology solution. This was a very
successful marketing campaign and highlighted how Cisco
+ Partners technology has the ability to make a great
impact in the world.

The end goal is for our partners to evolve their
marketing practices to be more modern. We index our
partners based on four quadrants. On one end of the
spectrum would be those having limited to no marketing
expertise, and on the other end, those highly skilled in
marketing. We track the performance of the partners as
they move through their journey.

// What are the different content assets
that you create for your partners?
What role do they play in enabling your
partners?
This all depends on the type of partner they are, and how
they fall into our support model. Some partners have
Partner Marketing Managers, while others have Business
Development Managers. Based on their coverage, they
may receive help building joint-marketing plans, GTM
plans, etc. Also, all of our registered Cisco Partners have
access to a tool called SalesConnect, through which
they can access a wide variety of enablement and sales
tools. From the marketing standpoint, we offer Cisco
Partner Marketing Central. Partner Marketing Central
is our activation solution, which gives partners the tools
they need to connect with the right audience at the right
time, with the right content through targeted services
and campaigns.

// What are the challenges that you face
while managing your partners?
The difficulty Cisco has in managing partners is that all
partners are different. It’s challenging to have one program
to meet all of their needs. This is where personalization
comes into play. We know that partners have different
business models and are in various stages of their
transformations, so our goal is to provide the most
relevant support for each partner. For marketing, we
also understand that every partner has a different level of
marketing maturity. This is why we have invested in our
programs, platforms and tools – to try to be digital-first
and personalized in the content and services we deliver.
23

// What are the different types of
training that you conduct for your
partners?

successful in their various stages of evolution.

// How is the evolution of technologies
like LMS (Learning Management
System) and lead distribution through
marketing automation changing the
PRM function?

Depending on the role the partner plays, we have a range
of partner programs and enablement opportunities
available for all Cisco Partners. We recognize that
training and enablement is critical for our partners to
succeed and stay relevant in the market. One of Cisco’s
unique offerings to partner marketers is the Marketing
Velocity program, which is our education platform. Its
purpose is to keep our partners’ marketing practices
current. Partners can leverage many types of training
and stay current on all the marketing trends and tools.

Our goal is to digitize and automate our processes to
reduce the administrative burden in areas such as lead
management, as well as to make learning available in
real time.

// What are the trends/technologies
that you think will drive PRM in the
future? How should businesses gear up
for this?

// Do you create co-branded marketing
content for your partners? What are
the other partner activities that you
undertake?

Getting partners the right content at the right time
through the right channel, based on their journey, is
what this comes down to. Helping our partners grow
profitably and differentiate themselves in the market is
top of mind.

Another unique offering we have for partner marketers
is Cisco Partner Marketing Central. This is our
activation platform, which gives partners what they
need to execute their marketing practices. As far as
content is concerned, there are many preloaded assets
available for campaigns, launches, etc. that partners can
personalize and execute.

// Do you think companies are investing
enough in PRM?
While we can’t speak for other companies, from a
Cisco perspective, we know the value that partner
relationship management holds. We will continue to
invest in the right resources so that our partners can
be successful.

// What are the tools you use in PRM?
As it relates to marketing, Partner Marketing Central is
one of the main tools we use to stay connected to our
partners and help them activate with their marketing
practices. The tool can be used to customize campaigns
and content or to stay up-to-date on marketing funds,
demand-generation services or analytics. We have
designed this tool to help us meet partners where
they are and provide them with what they need to be
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Partner
management is
never static
Verint’s Senior Vice President of Global Channels and Alliances, John Bourne, leads
a team that focuses on building, nurturing, strategizing and expanding Verint’s worldwide
partnerships and collaborations. He has worked in the technology software industry for over 30
years and specializes in global indirect sales, partnerships and alliances, product management,
and executive sales management.
Interviewed by Swastika Singh
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// How has the PRM
function evolved in your
company over the past
few years?

// What are the
challenges that you face
while managing your
partners?

Verint has over 350 partners
around the globe – OEMs, systems
integrators, Contact Center as a
Service (CCaaS) partners, regional
resellers and service delivery
partners, and they are managed
by our channel managers with a
very high-touch approach. Our
PRM program works for us, and
has evolved organically through
company growth, market trends,
customer needs and natural
evolution of business relationships.

The biggest challenge we face in
managing our partners is in getting
our existing partners to sell more
of our portfolio, as it has expanded
significantly over the last few years.
We tackle this challenge through
education and making sure that our
partners understand the strategic
business challenges our solutions
address. On the other hand, we
must understand whether their
teams have the availability to take
on more. Most of them do, but
some of our partners are very
focused on one solution or service,
and that’s okay too. We also work
to get accurate pipeline information.
Great partners are transparent
and share what they are working
on, even in the early stages of the
sales process. We want an open
dialogue, so we can help them find
additional opportunities in any given
deal. Partners are an ecosystem
–partners working with partners,
service delivery partners working
with our reseller partners who
aren’t interested in doing their own
service delivery, etc. It is all about
relationships – connecting the dots.
If the ecosystem flourishes, the
business starts to flourish through
osmosis. As for myself, I facilitate,
motivate and create strategy for
my partner managers and business
development team. The best thing
I can do as Verint’s SVP of Global
Channels and Alliances is help
make the lives of my team as easy
as possible and clear the path so
they can execute.

// How do you recruit
your partners? What
parameters do you
consider while choosing a
partner?
These days, Verint’s partner
ecosystem is relatively stable; we
do add a few partners on a caseby-case basis every year, but it’s not
typically a huge volume. Some new
partnerships come to us through
acquisition, and we have partners’
partners in our ecosystem (vicarious
partnerships through other partners),
who act more like distributors for us.
Regarding parameters we consider
while choosing partners to work
with, we look for the advantages
partners will bring in geographical
reach, country culture and language,
route to market, customer base, and
domain expertise in a specific market.
It’s all about reach. While it varies
from country to country and region
to region, our global sales are on
average 50% direct and 50% indirect
through our partner ecosystem.
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// Is partner onboarding
a critical function in
partner management?
Should companies create
different onboarding
programs for different
partners?
Generally speaking, it takes months
before a partner becomes fully
effective, because our customer
engagement portfolio is very broad
and deals are large in revenue,
making onboarding critical.
At Verint, we create tailored
onboarding programs for different
partners, depending on what
markets they’re selling to and what
parts of our product portfolio they
are focused on. I’ve been in the
software industry for over 30 years
and involved in global channels and
alliances in one way or another
since the 1980s. Some of the
onboarding process is much more
formalized now – credit checks,
Foreign Corrupt Practices Act
(FCPA) compliance checks and all
the legal due diligence. Beyond that,
onboarding is primarily focused on
sales and presales enablement; the
technical enablement for service
delivery is secondary and depends
on the partner. The technical side
includes two pieces – first there is
service delivery, then deployment,
cloud provisioning, and finally,
support enablement, which is very
different, and requires time and
experience to get a partner up
to speed. We recently persuaded
a competitor’s partner to come
work with us – we approached
them at the right time when their
relationship was at a low – and we
had to teach them from scratch.
They are a full-service delivery
partner and it took time, but the
onboarding process – a combination

of classroom education, shadowing
and working on projects together –
has been very successful.

// What are the different
partner performance
metrics you track?
Regarding varying par tner
performance metrics, we look at
revenue, pipeline, forecast and
consistent performance. If we have
partners deploying software and it
goes wrong every time, we find out
quickly. There’s no rocket science
to it; we know which ones need
more effort and more training. All
partners are on a journey, with
varying levels of competency, and
since it’s all about the people,
partner management is never
static. If a partner is certified, it’s
because they have individuals who
have completed certification. If
those people leave, the process
starts over, and we must work
harder to ensure we’re doing our
part to enable and empower the
new partner professional. The
best partners are open, easy to do
business with, and sell and deploy
consistently. Other than the PRM,
the main tool we use to track our
partners’ progress is our own
Enterprise Feedback Management
(EFM) solution. It lets us survey
our partners and their customers
to get a picture of their experience
and competency with our solutions.

// What are the different
content assets that you
create for your partners?
What role do they play in
enabling your partners?

VerintConnect™ is a portal for our
customers and partners. Based on
how partners are certified, what
products they use and which ones
they have deployed, they have
access to varying aspects of the
portal. It’s more information than
a partner could ever consume –
all the online learning, collateral,
sales enablement and presales
enablement, sales briefcases – all
the same materials we provide to
our direct salesforce is at their
fingertips. Because the portal is a
community, partners and customers
can interact with each other and
contribute to the content, so it’s
always changing and growing richer
and deeper. We have also created a
separate portal for our technology
partners.

// What are the different
types of training that
you conduct for your
partners?
Verint provides the whole spectrum
of training for its partners – virtual
and onsite, scheduled and on-demand,
and attending their events and inviting
them to ours. We treat our partners
the same way we treat our direct
sales team – with our standard sales
enablement and pre-sales training.
Partners come to our sales kickoff
and attend education and breakout
sessions, hear all the messages from
our executive team and get familiar
with what’s coming down the track.
By the same token, we attend their
events and provide similar programs.
If the partner has a group of six or
more people, we go to them for
onsite training whenever we deem it’s
appropriate. If it’s a smaller group, we
invite them to the Verint University
campus in Atlanta.
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// What role does MDF
(Marketing Development
Fund) play in partner
marketing? How do
you allocate the MDF
amongst your partners?
Based on how the partner is
performing, we contribute to a
fund they can use for marketing
efforts. The more they sell, the
more marketing funds we put away
for them. We also have money
set aside for sponsorship of global
partner events, and those partners
do the same for us.

// Do you create cobranded marketing
content for your
partners? What are the
other partner activities
that you undertake?
Sure, we do this for some of our
partners; we’re very open to
doing more. On VerintConnect,
partners can download materials
and generate co-branded pieces
that carry their logo and ours. We
absolutely encourage that.

// Do you think
companies are investing
enough in PRM?
Probably not. But speaking for
us, we’re not big PRM users; it’s
because of the type of partners we
have. We aren’t trying to manage
thousands. We’re very interactive
and high touch with our partners.
That’s what channel managers are
for, and they do an excellent job
with it.

// How is the evolution
of technologies like LMS
(Learning Management
System), and processes
like lead distribution
through marketing
automation changing the
PRM function?

The top priority
is how we can
maintain a
strong partner
experience--with
an emphasis
on simplifying,
collaborating,
and optimizing
for the partner’s
growth.

LMS is a big piece of what we use
for partners: online learning, delta
courses for new releases of our
technology and self-paced learning.
We are deep believers in that.
Regarding lead distribution, it’s
not automated, but our channel
managers pass leads to our partners
all the time on a case-by-case basis.
It’s a judgment call; the leads go to
the partners we believe are most
capable of taking them to the finish
line.

// What are the trends/
technologies that you
think will drive PRM in
the future?
Our investment is in partnerfacing technology, in the form
of our portal. We believe that’s
where the future is – building online
communities to foster engagement
and drive enthusiasm for working
with us.
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Walk
the walk
with your
channel
partners
Businesses need a properly structured channel strategy that involves both the C-level as well as the field
employees in an organization. There is a vast opportunity that lives within partnerships, but one needs
to have the right expertise to harvest that opportunity to make it mutually beneficial feels Sandy Salty,
SVP Marketing & Partner Relations at Trace3. Trace3, a pioneer in business transformation solutions
provide big data services to their enterprise clients. Companies like Nvidia, AppDynamics, NetApp has
become Trace3 partners under Sandy's leadership. CRN has also recognized her as one of the top
Women of the Channel in 2010.
Interviewed by Shubharthi Ghosh

30

// How has the PRM function evolved in
your company over the past few years?

to walk the walk, and that can be a hard pivot to make if
your roots grew in a direct approach.

Sophisticated system integrators and resellers are
looking for the “and” factor. We have been able to
identify paradigm-shifting technologies very early, but
now there is just as much focus on finding paradigm
shifting channel programs. Manufacturers that want to
see momentum through the channel have to provide
both a disruptive technology and an equally disruptive
or attractive channel program.

// Is partner onboarding a critical
function in partner management? Should
companies create different onboarding
programs for different partners?
Yes, it's critical and there absolutely has to be multiple
paths to onboarding. Ultimately, you want to create
velocity for your reps, but reduce risk to corporate’s
financial and legal well-being and your brand. There are
multiple ways to achieve those objectives simultaneously.

// What parameters do you consider
while choosing a partner?

// What are the different partner
performance metrics do you track?

Partners that we deem strategic have the following
trifecta:
• An advancing technology, a technology that creates
a tangible outcome for the client and the business
they serve.

We use metrics such as total sales volume, net
profitability, number of deals brought to the channel,
and ease of doing business or number of field escalations.

• A clear path to profitability, for corporate and the
field.

// What are the different types of
training that you conduct for your
partners?

• The right field and executive DNA. Having
observed many partnerships over the years, I
can tell you definitively that this, more than the
other metrics, is the make or break pillar of a
partnership. Manufacturers can have an amazing
technology and a clear path to profitability, but
if the behavior at the field level lacks integrity or
if leadership is lopsided in favor of direct versus
channel business, and they compensate their reps
accordingly, the first two pillars are moot, growth
will be hindered.

We have dedicated leaders that manage our strategic
tier of partners; they essentially provide white glove
services to these partners: ranging from developing
growth plans for them, educating them on our business
strategy, brokering strategic connections within the
field, and even more tactically managing through field
challenges and opportunities. These strategic partners
also get showcased in regional training sessions and we
include them in our go to market solutions.

// What are the challenges that you face
while managing your partners?

// What role does MDF (Marketing
Development Fund) play in partner
marketing? How do you allocate the
MDF amongst your partners?

Often a manufacturer will claim that they are channelled, but they have not structured their organization
accordingly. A pervasive symptom of this is
manufacturers that financially penalize their reps. In
other words, their compensation has been structured
negatively, for working through the channel despite the
organization’s “channel-led” mantra. Or, organizations
who have channel executives, but have given them
little to no authority to resolve channel conflict.
Manufacturers that truly want to lead with channel need

It plays a critical role in that it allows us to direct
visibility to the partners that are most strategic by
featuring them at our marketing events and throughout
our marketing initiatives.
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// Do you create co-branded marketing
content for your partners? What are
the other partner activities that you
undertake?
Yes, we have a very mature marketing organization
that weaves our partnerships throughout our entire
marketing strategy, events and digital.

Manufacturers
that want to
see momentum
through the
channel have
to provide both
a disruptive
technology
and an equally
disruptive
or attractive
channel
program.

// Do you think companies are investing
enough in PRM?
The smart ones are. There is so much opportunity that
lives within partnerships and you have to know how to
harvest that opportunity to make it mutually beneficial,
but you have to have the right expertise to do that.

// What are the tools you use in PRM?
We have a whole portfolio of “levers” that we’ve
developed over the years. Ultimately, we deploy these
levers in order to garner mindshare from the field. As
that mindshare grows, so does pipeline and revenue. To
put these levers into action, the manufacturer partners
need to be open to feedback, creativity, and in some
cases, change. We have an intimate understanding of
the DNA of our sales teams, so the manufacturers who
allow us to influence their programs to the degree that
we can attract the attention of our field, tend to see the
greatest momentum and returns.

// How are the evolution of technologies
like LMS (Learning Management
System), Lead distribution through
Marketing Automation changing the
PRM function?
Marketing automation can play a critical role in winning
the mid-market segment and for point-product selling.
When it comes to high-end consulting, a high touch is
required, especially in the large enterprise space. That’s
not to say that you don’t need a strong digital strategy
for the enterprise, you absolutely do, but it’s designed
differently than the basics of what a traditional marketing
automation platform would offer.
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Taking your partner
along: PRM in
organizations
reseller commitment to the solution is integral to ensuring
successful implementation. In this context, they identify
two critical success factors. Firstly, resellers need to
be convinced that the technology is inherently fair and
equitable in dealing with multiple partners. Any perceived
favoritism could be problematic. Secondly, resellers need
to be convinced that the technology is successful in
reducing costs across the channel. As the authors point
out, it is important that equity and efficiency gains are
readily ‘apparent’ to channel partners to ensure their
commitment to the solution.

Rajesh Nanarpuzha is an Assistant Professor of Marketing
at IIM Udaipur. Previously, he has worked as a brand
manager in Dabur, and as a business consultant in the
retail and consumer goods domains at Cognizant and
Tata Consultancy Services. Rajesh has an MBA from IIM
Indore and a doctorate in marketing from IIM Ahmedabad.
Partner Relationship Management (PRM) has been
considered a natural extension to Enterprise Resource
Planning (ERP) and Customer Relationship Management
(CRM) solutions. With ERP solutions bringing in greater
efficiency in a firm’s ‘internal’ operations, and CRM
solutions in its customer spanning outreach, PRM is a
logical extension to make sure that efficiencies are gained
in partner relationships. This is in line with a growing
realization that marketers are responsible for maximizing
stakeholder value rather than limiting their sphere of
influence to maximizing market share (Weber, 2001).
PRM is a business philosophy which recognizes that
there is tremendous business value to be unlocked
by eliminating inefficiencies in the supplier-reseller
business workflows. In line with ERP and CRM, the
operationalization of PRM is often through web-based,
cloud centered software solutions. The inherent
danger in reducing PRM to a technology solution lies
in overlooking critical facets of business relationships.

In addition, Storey and Kocabasoglu-Hillmer (2013)
point out that PRM solutions are rarely monoliths, but
a structured blend of multiple modules. The decision
on which PRM capabilities to invest in, and the order
in which they need to be implemented, have important
performance implications. In many cases, the governance
mechanisms that firms use to oversee their partners also
have important connotations in deciding the effectiveness
of the solution. Firms have to make a choice between
formal control mechanisms and informal support structures
as the preferred overriding governance mechanism in
a partner relationship. However, PRM as a technology
solution offers multiple benefits so long as firms correctly
identify the business areas that they hope to impact. I
discuss this next.

Beyond the Technology lens

Impact areas in effective PRM solutions

Academic research points to multiple factors responsible
for successful implementation of an enterprise-wide
PRM implementation. Much of this looks at interorganization factors beyond just technology. Zablah,
Johnston, and Bellenger (2005) suggest that gaining

Mirani, Moore, and Weber (2001) critique communication
processes that characterize supplier-reseller relationships.
They note that these processes are typically laborintensive, fragmented, and inefficient. The authors cite the
importance of PRM solutions in building more productive
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a) Sales lead tracking and monitoring – PRM could play
an important role in automating the lead management
process. A key benefit offered is in identifying leads that
are currently not being pursued, and in re-assigning them
appropriately. It could help in maintaining accountability
at an individual lead level for both the internal sales
representative and the reseller. In addition to detailed
lead analysis, PRM could help in lead tracking, thereby
helping in monitoring of marketing programs.
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b) Centralized information and material sharing – It
is common for diverse information related to product,
price, promotion, and training to be found in multiple
silos of the organization’s information systems. This
requires resellers to cultivate internal contact persons
in an organization or to follow up repeatedly, to get
relevant information. It is also possible that available
information is often outdated. Through PRM, reseller
or channel specific information can be maintained for
easy access. PRM systems can also be used to store
marketing and promotion collateral based on specific
reseller requirements.

CMO implications
In most organizations, supplier-reseller relationships
have developed organically. It is common to find informal
communication channels in place to ensure ‘business
as usual’. However, it is important for CMOs to look
beyond the efficacy of informal channels and to probe the
inefficiencies hidden behind them. Impacts of successfully
implemented PRM systems are typically on both the
topline and the bottom line. In the quest to develop
and maintain more effective customer relationships, the
‘forgotten’ partner relationship might just be the goldmine
that needs to be spotted.
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through co-innovation and idea-driven frameworks that inspire companies to think
different. Headquartered in the Silicon Valley—Mountain View, California—Regalix has
offices in Europe and Asia.

WWW.DIGITALCMODIGEST.COM

https://www.facebook.com/Regalix

https://twitter.com/regalix

https://www.linkedin.com/company/regalix

