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The Channel Marketing Industry is Ripe for Change.
Three-quarters of channel marketers agree that their current solutions have a
positive impact on sales and view having the right one as a significant
competitive advantage. But only about half (51%) believe that channel

marketing efforts yield equivalent benefits as other marketing programs.

They are also keenly aware of the risks of doing it poorly with 90% believing it
can damage a brand’s reputation. Despite this, budgets (S57MM on average)

are not under threat with 40% expecting to increase spend by 5-7% in the next
12 months.

The top challenges are typically tool and system-related: Visibility is limited by

analytics; processes require a lot of heavy lifting; and ROl can't be optimized
with current approaches.
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Where the Channel Marketing Industry is Shifting.

The industry has matured to the point that optimizing ROl and data driven
decision-making are just as important as demand generation. Currently, only
one-third say their spend across programs is optimized and few (38%) get
anything more than basic outputs from what little analytics they employ.

Organizations are taking action as a result: 57% have made “fundamental
changes” in the past 12 months. End-to-end solutions seem set to benefit
significantly from this shift (71% would prefer an end-to-end solution to
multiple) in large part because of the importance of optimizing allocations
(84% say it’s Critical or very important) in real time using data analytics (77%
would choose a vendor who could model spend allocations in real-time).
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Brief Summary of Results

Channel marketers understand the benefits of having the right solution, but they are

also keenly aware of having a poor one
76% Believe that the right strategy is a competitive advantage

The industry has matured to the point that optimizing ROl and data driven decision- 9 O /O

making are just as important as demand gen.

However, half (49%) say that channel marketing does not deliver the same impact as Believe that a poor Channel
other marketing efforts, but despite this, budgets are not under threat with 40%

Marketing Strategy can
expecting to increase spend by 5-7% in the next 12 months.

damage a brand’s reputation

The top challenges are typically tool and system-related: Visibility is limited by analytics;
processes require a lot of heavy lifting; and ROl can't be optimized with current
approaches.

Conduct of channel marketing is already changing as a result (57% have made
“fundamental changes” in the past 12 months), and end-to-end solutions seem set to
benefit significantly from it (71% would prefer an end-to-end solution) in large part
because of the ability to optimize allocations in real time using data analytics.
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We Provided Respondents with a Single, Unified Definition
for Channel Marketing:

We include both partner marketing and consumer incentives like co-
op programs, market development funds, sales incentives, SPIFFS,

sell-through allowances, rebates, volume incentives, and other
promotions under the umbrella term channel marketing.
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Channel marketers understand the benefits of having the right
solution, but they are also keenly aware of having a poor one

Agreement with Statements

A poor channel strategy can damage a brand’s image 62% 28% 90%

The visibility gained from end-to-end, customer data analytics could
save a lot of wasted channel marketing dollars

47% 35% 82%

The right channel strategy is a significant competitive advantage 55% 22% 76%

B Stronglyagree
Technology is an essential component of a competitive channel strategy 35% 39% 75%
Somewhatagree

Providing a complete incentive customer experience helps generate

positive brand awareness 33% 41% 75% fop 2 Box Agree

Better integration between dealer, SA and consumer incentives
promotions would drive more sales

29% 43% 73%

There is virtually no coordination between dealer, SA, and consumer
incentives promotions

PASY N 18% 47%
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Channel marketing has matured to the point that optimizing ROl and
data driven decision-making are just as important as demand gen

Goals for Channel Marketing Strategy in the Next 12 months

Increasing demand generated by channel partners 78%
Optimizing channel marketing spend for improved ROI 76%
Enabling data driven decision making through improved analytics 73%
Building brand advocates through a flawless experience 51%
Improving the claim verification/auditing process 43%

Digitally transforming the process in the cloud 41%

None of the above I 2%
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Decision-makers recognize that while channel marketing is having a
positive impact, it’s not living up to other investments

True or False Statements

Our channel marketing programs have a demonstrated, positive
impact on annual sales

75% 25%

Our channel marketing programs deliver the same value as other
marketing investments we are making in the business
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Even though channel marketing lags other investments, decision-
makers are still willing to throw more money behind it

If I had an extra $10,000 in my marketing budget, | would spend it on channel marketing programs

® "True" = "False"
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Most organizations spend around S50MM

About half of channel marketing budgets are less than 10% of annual marketing budgets

S57MM 6%

(Wt. Average % of Marketing
Budget)

Brand Spend on Channel Marketing Channel Marketing as a % of Budget
$1 billion or more 21%-25% 2%

16%-20% 10%

(Wt. Average Spend)

$500M - $999.9M l 29%

$250M - $499.9M 11%-15% R
$100M - $249.9M 6%-10% 16%
$50 - $99.9M 4%-5% 16%
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Channel marketing budgets are not under threat of contraction

Expected Channel Marketing Budget Changes in Next 12 Months

5.0-7.5%

(Average expected increase)

0%
Increase Stay the same Decrease Don't know

M Increase M Staythesame M Decrease M Don't know
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Channel marketing budgets are not optimized at two-out-of-three
organizations

Confidence in Optimizing Channel Marketing Spend

29%
|
Extremely confident Very confident Somewhat confident Not very confident Not at all confident
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The top challenges are typically tool and system-related

Visibility is limited by analytics; processes require a lot of heavy lifting; and ROI can't be optimized
with current approaches

Challenges for Channel Marketing

Insufficient visibility into sales activity/limited analytics 59%

Cumbersome processes/heavy admin burden 55% Tool/ System Limitations
Difficulty optimizing resources/spend 49%

Insufficient funds 43%
S Organizational Issues
Fractured communication within the sales channel 43%

Lengthy claim redemption cycles 24%

Duplicate/unverifiable claims BI0¥/ Process Issues

Other (specify)
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Lack of coordination and split budgets, inability to gauge
performance, and lack of insight into ROI all impede optimization

Impediments to Optimizing Channel Marketing Spend

Lack of coordination across programs 64%

Difficulty gauging performance across multiple marketing partners 58%

Spend is split across multiple budgets 52%

Flying blind with no insight into ROI 48%

Other (specify) 9%
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Conduct of channel marketing is already changing, and end-to-end
solutions seem set to benefit significantly from it

True or False Statements

Using a single end-to-end channel marketing solution is preferable
to using multiple point solutions

29%

We have made fundamental changes to our channel marketing
programs within the last 24 months
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Better coordination and data analytics are the main benefits driving
channel marketers towards a single, end-to-end solution

Benefits to Using a Single Vendor

It would be easier to coordinate between programs

You could leverage data analytics to optimize performance

It’s easier to optimize channel marketing spend with one vendor 67%

You have access to customer transaction data from beginning to

67%
end
It would be easier to rebalance spend across programs in real-time 64%
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Currently, despite its benefits to optimizing channel performance,
practitioners rarely use data analytics to generate insight

Current Use of Data Analytics in Channel Marketing Programs

24%
Non-existent Basic Intermediate Advanced
(we don’t use it) (we get some inputs, but we (we generate standard, high level (we generate detailed insights
don’t generate much insight) reports) down to the customer-level)

Brought to you by: ——
e e gl11: How would you describe your brand’s use of data analytics in its channel marketing programs? Base = 51 =ID G
@ 360insights -~

RESEARCH




Channel marketing practitioners clearly recognize the importance
of optimizing spend across programs in real time

More than three-quarters would use a single vendor who could model allocations in real time.

Importance of Optimizing Spending
Allocations in Real Time

Would Use a single end-to-end Vendor if they
could model in real-time

51%
33%
10%
Critical Very important  Somewhat Not very
important important
®mYes mNo
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Thank you!

IDG Research is a full-service research company, providing a broad
range of services to technology marketers to help inform marketing
strategy and fuel content development. As a division of International
Data Group (IDG), the world's leading technology media, data, and
marketing services company, IDG Research brings the resources and
experience of a large, global company to its clients in the form of a
small, customer-focused business. For more information please visit our
website.

Aran Bride
Director of Research Intelligence
Office: 508-766-5604
Email: aran_bride@idgresearch.com
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360insights

360insights is the originator of The Channel Success Platform™, the first truly
integrated software-as-a-service platform enabling brands to optimize their
partner marketing and consumer incentives spend. The company serves over
100 of the world’s top brands and has expanded to have operations around the
USA and UK. In the past year, 360insights has raised over $40 million in private
investment capital to accelerate the global growth and adoption of it’s Channel
Success Platform™ and also won a succession of awards for growth, most
notably a Deloitte Fast 500™ for being one of the fastest growing technology
companies in North America.

www.360insights.com
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