
Planning Guide for Communicating Through Channel Partners

1. Communications, buying, and selling processes
The following diagram depicts the relationship among the communications, buying, and selling processes. The end-user buying process depicts the generic steps that end users follow when purchasing your product from your channel partner. The channel partner selling process depicts the generic steps that channel partners need to complete before convincing your end users to buy your goods and/or services. The communications process facilitates efficient and effective interaction between the buying and selling processes. The following communications process outlines the key communication objectives (awareness through loyalty) that must be achieved to facilitate progression between the buying and selling processes.
As a whole, this diagram provides the general guidance needed to determine what communication tools and which messages to supply to your channel partners so that they can effectively market and sell to your end users.

Modify the steps in the buying and selling processes to reflect your company’s or your channel partner’s processes.

	Communications process

	Awareness
	Credibility
	Interest
	Preference
	Selection
	Loyalty

	
	Lead generation
	
	
	

	
	
	
	
	
	

	End-user buying process 

	Identify the need and/or opportunity
	Identify alternative vendors
	Evaluate alternative vendors
	Select short list of vendors
	Technical evaluation
	Purchase
	Renewal/repurchase

	
	
	
	
	
	
	

	Channel partner selling process 

	Opportunity identification
	Opportunity qualification
	Solution planning
	Solution proposal
	Due diligence
	Close
	Account management


2. Communications process and the evolution of messaging

As your channel partner moves through the communications process, the channel partner must be able to evolve your messages to map to the information requirements of the end user. The following table outlines the net takeaway that your channel partner should convey at each step in the process. These are the net takeaways that you must provide to your channel partner.
Modify the key takeaways to reflect your business, and identify three to five points of substantiation for each takeaway.

	Communications process—Net takeaway from  MACROBUTTON  DoFieldClick [your company name]  messages

	Awareness
	Credibility
	Interest
	Preference
	Selection
	Loyalty

	
	Lead generation
	
	
	

	
	
	
	
	
	

	 MACROBUTTON  DoFieldClick [Channel partner]  sells your products.
	
	
	
	
	

	
	 MACROBUTTON  DoFieldClick [Channel partner] is reputable.
	
	
	
	

	
	
	 MACROBUTTON  DoFieldClick [Your company]  has specific offerings and capabilities that meet customers’ specific needs.
	
	

	
	
	 MACROBUTTON  DoFieldClick [Your company]  has competitively strong capabilities in the  MACROBUTTON  DoFieldClick [business type] business.
	
	

	
	
	
	
	The end user made the right choice in selecting  MACROBUTTON  DoFieldClick [Your company] 
	

	
	
	
	
	
	 MACROBUTTON  DoFieldClick [Your company]  delivered on its promise.


	End-user buying process

	Identify the need and/or opportunity
	Identify alternative vendors
	Evaluate alternative vendors
	Select short list of vendors
	Technical evaluation
	Purchase
	Renewal/
repurchase

	
	
	
	
	
	
	

	Channel partner selling process

	Opportunity identification
	Opportunity qualification
	Solution planning
	Solution proposal
	Due diligence
	Close
	Account management


3. Communication vehicle options
The type of communication vehicles that are used to support the different steps of the buying and selling processes are dictated by the corresponding communication objective. The following table outlines the key communication vehicles for communication to channel partners and how they relate to each communication objective (awareness through loyalty).
In conjunction with the preceding table in the section “Communication process and the evolution of messaging,” marketing communications specialists can use the following table to determine how to best focus messages in each communication vehicle.
	Communications process—Sample communication vehicles

	Awareness
	Credibility
	Interest
	Preference
	Selection
	Loyalty

	
	Lead generation
	
	
	

	Promotional kits that include your logo, product photographs or illustrations, sample copy, and other graphics about your offerings for inclusion in the channel partner’s advertising, Web site, literature, newsletters, and so on

	Marketing toolkit for advertising that can include items such as copy samples, logos, graphics, and layout samples
	Marketing toolkit for lead generation that can include step-by-step instructions for direct or e-mail marketing campaigns, and corresponding copy, logos, graphics and layouts
	
	Instructional product usage flyers
	News articles for inclusion in channel partner’s end-user newsletters and on partner’s Web sites

	Participation in channel partner’s press and analyst activities
	
	Point-of-purchase (POP) displays, such as product displays, merchandising materials, and in-store advertising
	

	Participation in channel partner’s trade show activities
	Your company and/or product overview literature and slide presentations
	Feature and functionality presentations, video, and other demonstrations
	
	

	
	Documented end-user success stories
	
	


4. Communication vehicles selection for  MACROBUTTON  DoFieldClick [channel partner] 
For each communication objective, enter the communication vehicles you want to create for communication through your channel partners in the following table.
	Communications process—Communication vehicles for  MACROBUTTON  DoFieldClick [channel partner] 

	Awareness
	Credibility
	Interest
	Preference
	Selection
	Loyalty

	
	Lead generation
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	


5. Communication vehicles budget for  MACROBUTTON  DoFieldClick [channel partner] 
Based on the communication vehicles that you selected, use the following table to create a budget. Use this budget to determine affordability and return on investment. If your estimated budget is greater than your planned budget, you need to prioritize your communications activities.
In the following table, list all your communication vehicles in the first column. Add rows if necessary. Change the month headings to correspond to actual months. Place the cost of each vehicle in the column for the month that you expect to pay the expenses for production of the vehicle. Total each column to determine your monthly budget. Note that for some vehicles production will take more than one month and in many cases installment payments will be required over a series of months.

	Communication vehicles budget for  MACROBUTTON  DoFieldClick [channel partner] 

	Vehicles
	 MACROBUTTON  DoFieldClick [Month 1] 
	 MACROBUTTON  DoFieldClick [Month 2] 
	 MACROBUTTON  DoFieldClick [Month 3] 
	 MACROBUTTON  DoFieldClick [Month 4] 
	 MACROBUTTON  DoFieldClick [Month 5] 

	
	$
	$
	$
	$
	$

	
	$
	$
	$
	$
	$

	
	$
	$
	$
	$
	$

	
	$
	$
	$
	$
	$

	
	$
	$
	$
	$
	$

	
	$
	$
	$
	$
	$

	
	$
	$
	$
	$
	$

	
	$
	$
	$
	$
	$

	Total $
	$
	$
	$
	$
	$


6. Communication vehicles tactical calendar for  MACROBUTTON  DoFieldClick [channel partner] 
In the following table, list all your communication vehicles in the first column. Add rows if necessary. Change the month headings to correspond to actual months. Enter the name of the ultimate owner of the activity in the second column. Place an “X” in the column for the month that you want to deliver the communication vehicle to  MACROBUTTON  DoFieldClick [channel partner] . The deliver month will, in most cases, differ from the production month that you used to determine the preceding budget.

	Communication vehicles tactical calendar for  MACROBUTTON  DoFieldClick [channel partner] 

	Vehicle
	Owner
	 MACROBUTTON  DoFieldClick [Month 1] 
	 MACROBUTTON  DoFieldClick [Month 2] 
	 MACROBUTTON  DoFieldClick [Month 3] 
	 MACROBUTTON  DoFieldClick [Month 4] 
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