
The world of channel incentive 
and rewards management has 
become more complex in 
recent years.

In 2016, Millennials eclipsed
Gen X to become the largest
generation in the workforce.

Aligning Channel 
Incentives to 
Partner Personas 
and Journeys

The classic sales funnel 
no longer applies. It’s now a 
complex, circuitous journey.

non-monetary
rewards

micropayments gamification

Gen X

Boomer Demographic shifts are changing
the world…including the workplace.

Millennials

Modern incentive programs are
mimicking online experiences to appeal 
to Millennials and experimenting with...

To develop a truly integrated channel incentives strategy, 
start by looking at how incentives align to the partner 
journey and partner personas during each stage.

Vendors usually ask themselves these questions:

For more tips and to learn how understanding your partners’ 
journeys can make it all add up for your organization

The first step in the 
process is identifying 
your overarching 
corporate goals.

Next, you need to profile 
your partners and identify 
partner-level personas. 

Make sure you understand 
which partner personas 
are going to engage with 
each one of your channel 
programs and incentives.

Partner Profiling

O�er Stage
What are the revenue/performance 
achievement incentives including MDF 
as well as rebates?

Qualification Stage
How are rebates earned? What are the 

certification/specialization requirements 
and rewards at this stage?

Commitment Stage
A key factor at this stage is launch funds. MDF 
must be specified for launching the relationship, 
including dedicated funds for onboarding velocity.

Investment & Enablement Stage
Vendors interact with a wider partner audience 

during this stage. Engage them in a points-based 
program. Reward them for activities and 

behaviors, not transactions.

Productivity Stage
Now the partner is producing results and generating 
revenues. Deal registrations, Co-op & MDF, lead reporting, 
and SPIFs are all important incentives during this stage.

Which channel incentives are the most e�ective?

How do I know which promotions to launch at 
what particular stage in the partner journey?

Download the eBook: Aligning Channel
Incentives to Partner Personas and Journeys

About Vistex®
Vistex solutions help businesses take control of their mission-critical processes. With a multitude of programs covering pricing, trade, 
royalties and incentives, it can be complicated to see where all the money is flowing, let alone how much di�erence it makes to the topline 
and the bottomline. With Vistex, business stakeholders can see the numbers, see what really works, and see what to do next – so they 
can make sure every dollar spent or earned is really driving growth, and not just additional costs. The world’s leading enterprises across a 
spectrum of industries rely on Vistex every day to propel their businesses.
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How Vistex Adds Value
With the rising cost of customer acquisition, the rapid pace of innovation and intense competition for market share, high tech companies 
must monitor program performance, drive demand and protect margins for critical revenue growth. Vistex enables high tech companies 
through an integrated solution that manages the full breadth of direct and indirect channel management including CDM, contracts, 
pricing, ship & debit, rebates, Co-op & MDF, incentives and IP royalties. High tech companies can now improve profitability through 
automation of complex programs, insights into program performance, incentive calculation accuracy, overpayment avoidance, increased 
compliance, streamlined reimbursements, and better manage the entire revenue management lifecycle. 

The ideal incentive management solution enables the vendor to...

The partner journey
in brief is engaging the partner, 
gaining a commitment to you and to the 
partnership, and making them productive.

nimbly to a wide variety of partner/buyer behaviors and market factors.
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