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Solution providers are planning to hire new marketing talent;  need vendor training & tools for digital marketing 
techniques and best practices 

NEW MARKETING STAFF NEEDS DIGITAL SKILLS

>50% of solution providers don’t have a formal marketing budget, vendor MDF pools still favor larger players and 
<30% of budgets are being spent on digital marketing;  revenues shifting to XaaS vs. on-prem. can limit MDF access 

MARKETING BUDGETS NOT KEEPING PACE WITH GROWTH PLANS

Self-serve model still dominates partner/vendor marketing engagement for smaller partners, but marketing skills are 
lacking here; shift to vendor-managed or vendor-supported underway, especially for larger and high-growth partners

SELF-SERVE MODEL SHIFTS TO VENDOR SUPPORTED/MANAGED

>50% have no lead nurturing process in place and >80% have not invested in a marketing automation system – both 
significant barriers to sustained digital marketing;  MDF program complexity also perceived barrier to vendor/partner 
marketing collaboration

AUTOMATION AND PROGRAM COMPLEXITY ARE STILL REAL BARRIERS 

Discussion
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How Strategic is Marketing?

Limited
20%

Verbal support, 
inadequate 
resourcing
28%

Sponsorship and investment 
road map provided by top 

management
28%

Active championing including 
management reviews

24%

Q:  Please select the condition below that most closely describes the support you receive towards marketing from your company’s top management. (n-440)

Q:  How does your company view marketing as it relates to their success in the future? 
(1 – 7 scale agreement);  %’s represent top two agreement categories 

Critical - 48%
Important - 21%
Doesn’t Have a Role – 10%

>50% 
of participants 

have active mgmt. 
sponsorship and 

investments

~70% 
say marketing is 

important or 
critical to their 

company’s future

MANAGEMENT 
SUPPORT FOR 
MARKETING 

MARKETING’S 
ROLE IN 
COMPANY’S 
SUCCESS
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Marketing Staffing

4 Full-time 
marketing 
employees
(median) 76%

24%

But 3 of the 4 
also perform 
other functions;  

38%

62%

How many 
will you hire?  3

23%

28%

35%

43%

55%

60%

67%

SEO

Customer analytics

Events

Content development

Marketing technology

Social marketing

Digital marketing

Q:  How many full time marketing employees does your company have?
Q:  Do you have employees that perform marketing duties but also perform some other function within your company?   How many?
Q:  Does your company have plans to hire more dedicated marketing employees in the next 12-18 months?  How many will you hire?
Q:  In which of the following areas will your company look to focus when hiring these new marketing employees?

SKILLS DESIRED IN NEW MARKETING EMPLOYEES

YES
NO

Plans to hire more full-time marketing 
employees in next 12-18 months?
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Respondents looking for digital, social and lead nurturing skills from IT               
vendor training

Q: What type of marketing insights or training is your marketing staff most interested in getting from your key IT suppliers? (n=382)

55%

43%

42%

37%

34%

34%

28%

DIGITAL MARKETING STRATEGIES

SOCIAL MEDIA TECHNIQUES

LEAD NURTURING STRATEGIES

BRANDING STRATEGIES FOR NEW XAAS 
BUSINESS MODELS

HOW TO TARGET EMERGING BUYER 
PERSONAS 

HOW TO BUILD LONGER-TERM 
EFFECTIVE CAMPAIGNS 

INTEGRATED WEB MARKETING 

TYPES OF MARKETING INSIGHTS OR 
TRAINING DESIRED FROM IT SUPPLIERS

28%

72%

DO YOU TAKE ADVANTAGE OF ANY IT 
SUPPLIER MARKETING TRAINING CONTENT?

YES

NO
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Nearly 1/3 of respondents don’t create a plan or only as required by leading 
IT vendors.   Plans are created by Sr. Execs and Marketing Leader 

Q: Does your company create a regular (annual, quarterly) marketing plan as a key component of your business plan? (n=382)

37%

31%

17%

15%

YES, ALWAYS

SOMETIMES

NO

ONLY AS CERTAIN VENDORS 
REQUIRE IT, TO GAIN RESOURCES 

& FUNDING

75%

54%

37%

17%

11%

9%

OUR SENIOR EXECUTIVES 

OUR MARKETING LEADER 

OUR FULL-TIME OR PART-TIME 
MARKETING STAFF 

OUR KEY IT SUPPLIERS’ MARKETING STAFF 

AN OUTSIDE MARKETING AGENCY 

AN INDEPENDENT MARKETING 
CONSULTANT 

Neither IT vendors nor 
their outside marketing 
agencies are actively 
involved in the overall 
marketing plan 

CREATE A REGULAR MARKETING PLAN WHO CONTRIBUTED TO THE DEVELOPMENT OF THE PLAN?
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2) Do you believe the average solution provider will hire to 
this level in 2018?   What are the barriers to finding staff 
with these next-gen. capabilities? 

Why do you think it’s so difficult for solution providers 
to get outside help with marketing planning?

Discussion

1

2
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2) Do you believe the average solution provider will hire to 
this level in 2018?   What are the barriers to finding staff 
with these next-gen. capabilities? 

Why do you think it’s so difficult for solution providers 
to engage outside help with marketing planning?

Discussion

1

2
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More than 50% don’t have a formal marketing budget; average budget is 8% of 
company revenue, with majority spending <30% on digital marketing 

Does your company have an official 

marketing budget? (excluding personnel)

1% to 10% 25%

11% to 20% 19%

21% to 30% 15%

31% to 40% 8%

41% to 50% 6%

51% to 60% 8%

61% to 70% 8%

71% to 80% 5%

81% to 90% 2%

91% to 100% 2%18%

38%

65%
71%

82%

62%

35%
29%

1-10 
EMPLOYEES

11-99 
EMPLOYEES

100-499 
EMPLOYEES

500+ 
EMPLOYEES

Yes No

Nearly 50% of 
respondents spend 

5% or less of company 
revenues on marketing

Almost 60% of 
respondents 
spend 30% or 
less of their 
marketing 
budget on 

digital 
marketing

Q:  Does your company have an official marketing budget, not including personnel?
Q:  What percentage of your company’s revenue does the marketing budget make up?
Q:  What percentage of your company’s marketing budget is spend towards digital marketing activities? 

MARKETING BUDGET % OF MARKETING BUDGET SPENT ON 
DIGITAL MARKETING ACTIVITIES 

MARKETING BUDGET AS A 
% OF COMPANY’S REVENUE 

8% (median)
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Technology Supplier Support & Funding 

Q:  Does your company get funding 
for marketing from your technology 
suppliers? 

51%

42%

40%

40%

39%

34%

31%

19%

12%

10%

Number of deals in the pipeline

Sales ready Leads

Building vendor's brand

Building awareness of their (tech
suppliers) solutions

Marketing qualified leads

Total leads in the quarter

Attendees at events

Engagement with their (tech suppliers)
content on my website

Visits to my website

Social media followers

Q: What are your technology supplier’s expectations in order for your company to continue to 
receive marketing funding? (Base Sizes Var)

SUPPLIERS 
SUPPORTING 
MARKETING?

GET FUNDING 
FROM SUPPLIERS?

Q:  Do you believe your technology 
suppliers are supporting your 
company’s marketing efforts? 

SUPPLIER EXPECTATIONS – TO RECEIVE MARKETING FUNDS

77%
Yes

58%
No
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($20-50m annual revenue VAR/SI)

Quarter by quarter approval of funds doesn’t work, 
as we can’t plan.  If you can’t tell me what my 2018 
funds are in January, I can’t write a plan with you to 

execute and staff for the year.
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1) How can we break the vendor/partner cycle of 
short-term marketing planning and budgeting?

3) How do we balance focus and MDF allocation 
across various sizes and profiles of partners?

Discussion

1

2
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1) How can we break the vendor/partner cycle of 
short-term marketing planning and budgeting?

3) How do we balance focus and MDF allocation 
across various sizes and profiles of partners?

Discussion

1

2
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Self Serve Model Shifting to Vendor-Supported or -Managed

VENDOR MANAGED
Vendor and/or partner materials, 
managed as a complete campaign 
on an ongoing basis by vendor

VENDOR SUPPORTED
Vendor supports partner planning, 
or materials and/or execution; 
partner leads

PARTNER SELF-SERVE 
Templated materials available for 
partners to customize & create 
campaigns around (no other 
vendor role)

Vendor 
Managed

14%

Vendor 
Supported

24%Partner 
Self-Serve

62%

45%

56%

55%

71%

34%

27%

29%

17%

21%

17%

16%

12%

$100-500M

$20-100M

$5-20M

$500K-5M

Vendor managed Vendor supported Partner self-serve

MARKETING ENGAGEMENT MODEL

BY SP ANNUAL REVENUES



19
© 2018 IPED – The Channel Company

Q: Please select all of the marketing activities that your company currently engages in. (Base Sizes Vary)

Content marketing, SEO and telemarketing considered most strategic marketing 
activities but legacy activities still dominate, pushing partners to vendors for help

58%

51%

47%

45%

39%

36%

33%

33%

Trade Shows / Events

Social Media (Organic – company 
content only) 

Email to opt-in or subscribed lists

Content Marketing

Social Media (Mix of company & 3rd
party content)

SEO

Display Advertising

Blog

32%

31%

28%

28%

27%

17%

12%

5%

Lead nurturing

Email to purchased lists

Telemarketing / Appointment
setting

Print Advertising

Paid Search

Social Media (Paid)

TV / Radio Advertising

Other (please specify)

CONSIDERED 
“MOST STRATEGIC”
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1. What priority should self-serve assets have in 
vendors’ marketing programs today?  

Discussion

1

2



21
© 2018 IPED – The Channel Company

1. What priority should self-serve assets have in 
vendors’ marketing programs today?  

1. How have you seen vendor-supported or 
vendor-managed campaigns accelerate a shift 
to content/digital marketing?

Discussion

1

2
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Solution providers are planning to hire new marketing talent;  need vendor training & tools for digital marketing 
techniques and best practices 

NEW MARKETING STAFF NEEDS DIGITAL SKILLS

>50% of solution providers don’t have a formal marketing budget, vendor MDF pools still favor larger players and 
<30% of budgets are being spent on digital marketing

MARKETING BUDGETS NOT KEEPING PACE WITH GROWTH PLANS

Self-serve model still dominates partner/vendor marketing engagement for smaller partners, but marketing skills are 
lacking here; shift to vendor-managed or vendor-supported underway, especially for larger and high-growth partners

SELF-SERVE MODEL SHIFTS TO VENDOR SUPPORTED/MANAGED

>50% have no lead nurturing process in place and >80% have not invested in a marketing automation system; 
these and MDF program complexity perceived as barrier to vendor/partner marketing collaboration & shift to digital

AUTOMATION AND PROGRAM COMPLEXITY ARE STILL REAL BARRIERS 

Discussion
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Less than 50% have a lead tracking or nurturing process, with about half 
of functionality automated 

Q: Do you use your own marketing automation system as a company today?  (n=382)

USE OWN MARKETING 
AUTOMATION SYSTEM? 
(BY ANNUAL REVENUES)

84% - NO
16% - YES

(mean)

12% 17% 19%
24%

88%
83% 81%

76%

$500K-$5M $5-20M $20-100M $100-500M

Yes No

<25% of even large 
solution providers      

use marketing 
automation
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Helping Partners Bridge the Digital Marketing Gap

Content Marketing Strategy

Traffic Generation

Lead Generation

Lead Nurturing

Opportunity Generation

Customer Acquisition

Top of Funnel

Middle of Funnel

Bottom of  Funnel

Website Visitors

Blog Posts, Social Media, Search, Digital 
Advertising

Infographics, eBooks, Solution Briefs 
Whitepapers, Videos 

Webinars, Videos, Podcasts, 
Case Studies

Assessments, Demos, Appointments

Partner Marketing 
Investment 

Sales 
Expectation
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Transforming Performance Reporting - Partner Dashboard Example

Visibility Engagement Conversion 
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Biggest barrier to vendor marketing is MDF program complexity;  
funding levels and staffing support perceived to be less challenging 

Q: What are the biggest barriers your company faces regarding engaging with your leading IT suppliers around marketing? (n=382)

4
1

%
4

0
%

3
6

%
3

4
%

3
2

%

2
5

%

5
%

COMPLEXITY OR TIMING WITH SUBMITTING AND GETTING 
APPROVAL FOR PROPOSAL-BASED MDF 

RULES AROUND ELIGIBLE MARKETING ACTIVITIES ARE TOO 
LIMITING OR COMPLEX 

INSUFFIENT FUNDS FOR PROPOSAL-BASED CAMPAIGNS/MDF 

LACK OF PREDICTABILITY OF FUNDS AVAILABLE FOR 6 MONTH+ 
MARKETING PLANNING 

INSUFFICIENT VENDOR MARKETING STAFF TO HELP US PLAN 
OUT JOINT CAMPAIGNS 

LENGTH OF TIME IT TAKES TO GET REIMBURSEMENT ON 
MARKETING FUND CLAIMS 

LACK OF MARKETING AUTOMATION SYSTEMS TO FACILITATE 
OUR COLLABORATION 

Top 3 Barriers Overall: 
(mean)

1. Complexity or time involved in 
MDF up-front approval 
process

2. Rules around eligible 
marketing activities for MDF

3. Insufficient proposal-based 
MDF funds

IT SUPPLIER MARKETING BARRIERS

1

2

3



27
© 2018 IPED – The Channel Company

1. How should vendors strike a balance between 
traditional and digital marketing ROI metrics?

Is there really much simplification happening in MDF 
programs today?

Discussion

1

2
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1. How should vendors strike a balance between 
traditional and digital marketing ROI metrics?

Is there really much simplification happening in MDF 
programs today?

Discussion:  Marketing Automation & Lead Nurturing 

1

2
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Most important IT vendor marketing support focused on developing digital 
marketing skills, following by more MDF;  still room for MDF program simplification

Q What do you anticipate will be the most important type of marketing support your strategic 
IT suppliers will provide to your company in the coming 12-18 months? (n=382)

46%

42%

33%

32%

27%

16%

DIGITAL MARKETING TRAINING & SKILLS FOR OUR STAFF 

MORE MDF AVAILABLE FOR INNOVATIVE OR STRATEGIC 
MARKETING CAMPAIGNS 

FASTER & SIMPLER PROCESS FOR PROPOSING, CLAIMING AND 
GETTING PAID ON JOINT MARKETING ACTIVITIES 

USE CASES OF OTHER SOLUTION PROVIDERS RE: MARKETING 

REFERRALS TO QUALIFIED LOCAL MARKETING AGENCIES 
(DIGITAL MARKETING) 

RECOMMENDATIONS FOR DIGITAL MARKETING AUTOMATION 
SYSTEMS

Referrals to qualified marketing agencies (w/digital skills) 
and use cases most in demand from larger partners

MOST IMPORTANT SUPPORT FOR IT SUPPLIERS IN NEXT 12-18 MONTHS



30
© 2018 IPED – The Channel Company

Supplier Marketing Support:  Best-In-Class Solution Provider Input 

PARTNER MARKETING SUPPORT - “WISH LIST”: 

✓ Simple portal - straightforward interface

✓ Robust self-serve content, easily customized 

✓ Automated access to proposal-based MDF 

✓ Vertical market campaign materials & staff with specialized marketing insights 

✓ Ready access to third party agencies and specialized suppliers  (video, digital 
campaigns)

✓ Easy marketing automation to monitor digital lead nurturing campaign 
responses

✓ Designated & consistent marketing staff to help plan sustained campaigns 
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Insights
• Expert Perspectives
• Proven Practices
• Operational Guidance

Tool Sets
• Frameworks & Guides
• Playbooks & Templates
• Channel Primers 

Advisory
• Research Readouts
• Inquiry Appointments
• Executive Briefings

Partner Databases
• SP500
• MPS500
• + More Lists & Awards

Research
• Market Intelligence
• Trending Data
• Vendor Imperatives

State of Partner 
Profitability

Evolving Role of 
Channel Account 

Management

State of Partner 
Marketing

Channel Census

Professional 
Services 

Enablement

State of Managed 
Services

Vendor Benchmark
State of Application 

Development

State of Partner 
Enablement 

IoT: State of Channel 
Readiness/Adoption

► Research on topics at the forefront of the channel

► Actionable insights to fully leverage the data

► Playbooks and tools for quicker execution

► Advisory services tailored to your objectives

► Executive communities to network and collaborate

Actionable Intelligence to Grow your Channel
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