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Partners often cite the user experience as one of the most critical
aspects of their relationships with vendors. How does your business
stack up? If you offer partners complex programs, cumbersome
processes, and a poorly designed partner portal, you will leave
them frustrated and unable to contribute to your mutual success.
The more time it takes them to transact business with you, the

less likely they may be to expend precious resources and energy
to focus on their relationship with your business rather than on
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other vendors. J
Many vendors don’t recognize the potentially negative impact of
their communications, program requirements, and processes on
partners. This is particularly true for large vendor organizations
whose multiple product groups and vast channel organizations all
compete for partner attention. It’s important to remember that you
are not the only vendor on the partner’s dance card.

But if your programs are intuitive and your processes are streamlined

— and if it all flows through a user-friendly portal — your partners will be
able to contribute more to your top-line and bottom-line profitability. That
was the whole point of partnering in the first place, wasn't it?

Improving the Channel Experience Across the Customer Life Cycle
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THE PARTNER EXPERIENCE

&5

Making it easier for partners to do business with PARTNER
PORTAL

their top-line vendors is all about the Partner
Experience (PX). Vendors must thoroughly assess
the partner experience and put themselves in

their partners’ shoes. For example, they may put a \’ =
channel chief on the “receiving end” of a partner &
program for a few days and let them experience the CHANNEL PARTNER

. . . . OPERATIONS PROGRAMS
flow of information, processes and interactions from a

partner’s perspective.

Furthermore, vendors that invest the time and resources

needed to facilitate the partner experience will gain a critical
advantage over competitors, as partners shift their efforts to
vendors and programs that are easier to participate in. PAREIESS

MARKETING

Vendors no longer have an excuse to not get it right. New channel

management-related technologies and platforms are now available, from partner portals with consumer-like interfaces to
easy-to-use partner marketing platforms. These technologies can significantly enhance the partner experience. However,
simply launching a new portal or channel platform is not enough; vendors must develop a comprehensive strategy for
creating a holistic partner experience and define the requirements for each component. The supporting technology and
platforms must create a unified, consumer-like partner experience, and they should be seamlessly integrated.
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It all starts with partner portal best practices. The partner portal is the
information, communications and procedures hub for vendors and
their partners.

Industry blogs by Sirius Decisions, vendors and service providers
including Konica Minolta, Microsoft, and Successful Channels
summarize the challenges many technology vendors and their
partner portals face today:

- Fragmented and inefficient systems

« Poor content management

- Solutions that are difficult to scale

- Bad partner experiences that impact competitiveness

« Lack of effective measurements and metrics to
optimize performance

Improving the Channel Experience Across the Customer Life Cycle
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Out to In from

partners partners

- Program information - Payment statements - Claim submissions
- Sales and marketing collateral - Activities and status - Marketing proposals
- Performance metrics - Enroliment requests

o
Multi-

directional

- Discuss program details - Negotiate contracts - Approve and resolve disputed

- Broadcast alerts - Review marketing proposals SIEITS O [PErTEE
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Partner portals have long been overdue for a new and innovative approach. New
SaaS-based partner portals now deliver digital experiences across a multitude of
systems and content sources, and provide a tailored experience to the partner.

Channel-focused companies need a partner portal that:

- Seamlessly integrates with CRM and PRM systems, as well
as Learning Management System (LMS) and partner marketing
automation tools

- Facilitates the management of multiple programs with multiple
participants, both internal and external

- Provides a secure place to exchange statements, contracts,
updates, ideas and best practices

- Provides access to the latest communication, documentation,
and program status info

- Allows for the capability to attach and share files for
collaboration and discussion

- Displays the status, action items and history of partner projects or
other activities

- Enables vendors and partners to manage their program participation more
effectively by defining the right roles and associated team members

Improving the Channel Experience across the Customer Life Cycle
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Let’s face it: The problem with partner programs in the
technology sector is not a lack of programs, but the quantity
and complexity of programs. For many vendors, the number
of partner programs has expanded over time and additional
complexity has been added. Increased complexity often
results in decreased partner participation and utilization.
Most partners simply do not have the resources and time to
fully participate in all available programs from multiple top-
tier vendors. (The exception being large partners who can
afford to employ program administrators to track program
requirements and benefits, ensuring they take advantage
of all the benefits and rebates on an offer.) The reality is that
most partners do not have the resources to manage large and
complex programs.

Improving the Channel Experience Across the Customer Life Cycle
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For vendors with mature channel programs, it’s time to take a step back and re-examine program participation
and ROI. What do you want your partners to focus on and how do you motivate them? Most would agree that the

following priorities are paramount. You want to motivate your partners to:

Grow your Realize your Open up new
business from expanded market markets and

Close more

deals

existing opportunity through B ounte
customers solution offerings

Having re-examined your core objectives, you need to determine how you can best simplify and streamline your
partner programs. Focus on programs with the greatest ROI. Re-examine your program requirements, can they be
consolidated or simplified? How can you best support different partner types? A significant trend we have seen

in recent years with cloud partners is that they prefer programs that are focused on providing solution expertise
and training with an emphasis on pre- and post-sales support. Support with demand generation and marketing
automation continues to be important. We also see a shift from incentivizing partners at the point of sale to
focusing incentives on different stages of the customer life cycle.
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Program structure and tiering should be easily understood with a minimum of program tiers as
Ch ann el Prog ram shown in the example below. This example illustrates a program and tier structure for one category
a N d ‘t| e r Stru Ctu re of partners. Vendors with multiple partner types including referral partners and influencers may have
multiple programs or value tracks specifying requirements and benefits for each partner type.

Program Benefits
* All of the benefits of lower tiers, plus the benefits listed

Consultative, highest discount, max. - Executive Sponsorship

- Joint business and co-marketing planning
- “In booth” event participation

- MDF program and funds

- Designated PAM

program benefits, in person training,
access to NADE services value tracks

Consultative, volume discount, select - Pre- and post-sales support

- Partner discounts specified by tier

- Product roadmap updates

- Select joint business and
co-marketing planning

- Demo/pilot program

- Select MDF program funds

- Lead sharing

- Select PAM support

program benefits, additional training,
tier 2 tech support

onal, minimal discount, - Partner discounts specified by tier

- Online Technical Support
- Deal registration

- Referral program

- Rebate program

- Partner newsletter

- Partner portal

- Logo and branding

d self help, basic web
ining. Online
ort
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Finally, vendor partner programs should be totally transparent:

- Share program and benefit statements with your partners. Benefit statements showing financial gains
and other benefits as a result of program participation are now commonly used by technology vendors

- Provide technology insights and product roadmaps with top-tier partners
- Give partners ample time and information about partner program additions and/or changes

@.m ) Portal »  Dp wenamhews

Gald Partner Collaboration

Lot b B i R L
i A
Staterments
Pl m——— Do S whnd
fparsny M1 R e AT
Claims

e Pl . [ e s,

Collaboration tools provide up-to-the-minute access to program history, status and action items.
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An important component of the partner experience is partner marketing,
also known as channel marketing. The partners’ need for “through-
partner” marketing support has been well recognized and documented.
The support and solutions offered by vendors have often been
ineffective due to complex programs and participation requirements,
lack of marketing automation, and lack of marketing expertise among
partners. The effectiveness of technology vendors’ through-partner
marketing continues to deliver uneven results with regard to program

utilization, and ROI.

Figures vary, but even at the low end of the estimates, partners are

leaving a lot of money on the table. In fact, many companies featured

in the 2017 CRN Partner Program Guide report that only 1-10% of their

MDF funds go unspent at the end of each quarter, with a number of them
stating that 10-25% of funds are unused. Worse, some companies noted
that their partners leave 25-50% of MDF unspent each quarter. According
to channel surveys by Baptie, Forrester and others, as much as 60% of MDF

goes unspent.

Improving the Channel Experience across the Customer Life Cycle
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Below is a set of best practice recommendations regarding partner marketing programs and program automation

that are likely to encourage increased participation and utilization among partners and improve program ROI:

Simplify marketing program requirements
and workflows

- Can requirements be streamlined or simplified?

- Are Point-of-Purchase (POP) spot audits an option versus a full set of
POP documentation for each campaign?

- Are available fund balances, pre-packaged campaigns, and third-
party marketing services easily accessible?

Provide a marketing concierge service

- Many partners lack skilled marketing resources required to develop
and execute marketing campaigns. Include access to a skilled
marketing telesales team to provide campaign development and
execution support

Increase program and funds utilization
- Pro-actively alert partners to available funds balances

- Suggest campaigns that best fit specific demand generation models
and available funds

Offer integrated and robust automation tools and resources in your
marketing toolkit

- Digital marketing campaigns help users:
- Create emails that look great on mobile and desktop displays
- Customize landing pages to promote their offers
- Employ calls to action to convert leads
- Share offers on social media and blogs
- Add syndicated content to their sites to expand reach

Support partners with social content publishing
- Provide social posts for partners to edit and share

- Enable channel partners to promote campaign content
offers from your marketing platform via social

- Manage social scheduling with an easy set of tools

Help partners organize events

- Provide users with pre-built event templates that include
automated email workflows for event management

- Features include:
- Events in a box
- Webcast registration services

- In-person event registration services
- Social sharing
- Provide webcast replays

Partner Experience info@vistex.com | www.vistex.com Vistex
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Along with offering a best-in-class partner portal, vendors
need to implement a well-managed communication plan.

Key components of that plan should take into account:

- Partner-related content should be targeted and
prioritized by partner tier and role

« Partner communication should be managed holistically
rather than separately

« Research your partners’ communication methods and
preferences by partner persona to determine the optimal
communication tool by content type

« Prioritize the use of email, social media and the partner
portal accordingly

« Leverage the partner portal as your partner
communication “hub”

Improving the Channel Experience across the Customer Life Cycle
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CHANNEL OPERATIONS

Developing, implementing and managing channel-
related processes and workflows typically falls under
the authority of Channel Operations in most vendor
organizations. While channel operations may appear
to be something that goes on in the background, the
complexity of daily transactional business processes
with the vendor has a significant impact on how easy it
is for partners to do business with the vendor.

From placing orders to checking on product shipments
or licenses, to tracking rebates, a partner’s daily
interaction with top-line vendors requires multiple
communications and transactions. Streamlining and
automating these transactions with partners has

a direct and positive impact on the “ease of doing
business” between partners and vendors.

Improving the Channel Experience Across the Customer Life Cycle
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Channel Operations often function as the hub of the wheel in a vendor’s channel organization, helping to define and determine

certain core objectives, such as:

How to increase
efficiencies and
position the company
as“easy to do
business with”

How to achieve
global program
and operational
alignment

Whether or not
programs are
effective (ROI)

How many
programs are
“too much”

In addition to coordinating and expediting operational and financial processes on behalf of partners with departments such as
Finance and Legal, the Channel Operations function often has a major influence on or even complete control over workflows and

processes related to all partner programs.

Vendors need to task their Channel Operations teams with responsibility to enhance the partner experience through streamlined and
automated processes and the simplification of procedures. They need to establish specific KPIs for these objectives. A good starting
point is to conduct a thorough assessment of daily interactions and processes from a partner perspective. An operational efficiency
assessment following both large and small partners through their daily interactions with a vendor organization will quickly bring to
light costly, time-consuming workflows and processes that should be prioritized to improve efficiency. Streamlining and automating

those transactions from the partner perspective should be a top priority.

Improving the Channel Experience Across the Customer Life Cycle
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CONCLUSION:
5 Key Takeaways

Vendors should take these five steps to improve the channel partner experience:

Ask your partners

Develop efficient workflows and automate daily transactions

Re-assess your partner portal

Make your partner programs fully automated and integrated

Provide robust marketing support

Improving the Channel Experience Across the Customer Life Cycle

Partner Expe rience info@vistex.com | www.vistex.com © Copyright 2018 Vistex Inc, Al rghs reserved.



mailto:info%40vistex.com?subject=Information%20about%20Vistex
http://www.vistex.com

About channelConduit

The channelConduit Suite from Vistex is a solution set designed to engage your indirect sales channels and equip you
and your partners for program success. From marketing enablement and incentive management to channel payments, the

channelConduit Suite provides companies with strategic insights into channel activities while optimizing the partner experience,
and facilitating global program administration.

m .‘{g.

Marketing Enablement Incentive Management Channel Payments
Manage Co-op & MDF, Obtain valuable insights Make global payments in
marketing planning and into rebates, rewards more than 135 currencies

campaign execution easily and promotional program accurately and on

and efficiently to measure performance to increase time while reducing
the impact they have on engagement and channel operational costs.
overall revenue. satisfaction while improving ROL.

About Vistex®

Vistex provides enterprises with solutions that manage pricing, incentive, rebate, rights and royalty and channel programs to enhance business performance while reducing labor and infrastructure
costs. The software and services provided by Vistex are optimized by industry to deliver an end-to-end solution for the design, management and administration of the entire spectrum of go-to-

market programs. Enterprises are empowered with unprecedented visibility into program performance, and gain deeper insights to better enable fact-based decisions that drive revenue, control
cost, minimize leakage, and streamline processes.

Vistex®, Go-to-Market Suite®, and other Vistex, Inc. graphics, logos, and service names are trademarks, registered trademarks or trade dress of Vistex, Inc. in the United States and/or other countries. No part of this publication may
be reproduced or transmitted in any form or for any purpose without the expressed written permission of Vistex, Inc. The information contained herein may be changed without prior notice.
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