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The Result?  
Supplier-Partner 

Chasm

Supplier 
Expectation

Partner 
Performance



Partner 
Recruitment & 
Onboarding

Partner 
Engagement & 
Retention Channel 

Demand 
Generation

Channel 
Sales 
Execution

Zift’s View of the Channel



Partner 
Recruitment, 
Onboarding & 
Segmentation 

Partner 
Marketing 

Enablement

Channel 
Demand 

Generation

Channel 
Planning & 
Oversight

Channel 
Engagement 
& Execution

ONE
source of data and 
insight into every 

aspect of the 
entire channel 

lifecycle to power 
strategic decision 

making

ONE 
proven path to 

simplify 
management 
and control of 

the partner 
experience from 

the start

ONE
exceptional partner 

experience with 
360° MDF Manager, 

best-in-class 
marketing tools, 

insights, campaigns 
and training

ONE 
place to share and 

track leads and 
keep a finger on 

the pulse of 
partner demand 

generation

ONE 
fast path to 

engaging partners 
and getting 

repeatable wins

Enterprise Channel Management



MARKETING EFFECTIVENESS ROI

Addressing Common Problems in 
Channel Marketing Using ZiftONE



Concierge Self ServiceVS



They are data-driven
Marketing enablement is a key component 

in each campaign
They employ concierge services to 
guide partners through each step

They develop marketing plays not just tactics, 
partners can easily execute

They track KPIs and have learned 
which metrics matter most

Common Elements in Best in Class Programs



Marketing
Planning1 Partner Data + Buyer 

Requirements

Program
Execution

Partner
Outreach

Sales and 
Marketing
Enablement

2

Concierge
Services 3

Channel
Engagement

Demand
Creation 4

Performance
Measurement5 Scale + Grow

Provide a Seamless Partner Experience



Using Data to Drive Channel Marketing
Marketing Goals and Inputs Marketing Strategy

Tactics Performance

Marketing Pipeline
Influenced 70%+
Sourced 15%-25%

Awareness 30%: Webcasts, advertising, content, 
case studies, reference accounts
Demand Creation 50%: Multi-step, integrated 
programs, inbound/outbound calls to action, 
learning / trial offers
Enablement 20%: Events and content offers

Marketing Priorities: Demand Creation 
Awareness, Customer Enablement 

Target:  New Customer in Existing Market
ASP/Sales Cycle:  $100-125K / ~6 months

Buying Process: Committee Purchase 
(6-10 people involved)

Demand Type: New Paradigm

16%

53%
42%

23%

0%

30%

60%

Inq./MQL MQL/SAL SAL/SQL SQL/Won

27%
14%

12%
12%

11%
8%

6%
5%

3%
3%

0% 20% 40%

Attended a live vendor-hosted…
Attended a sales event

Attended an industry conference
Dialogue with a vendor sales…

Conversation with a customer…
Conversation with a customer…

Dialogue with a thought leader…
Participated in an executive…
Used online chat feature on…
Attended a peer networking…

IT director; security 
architects; network 
architects; voice 
architects; decision-
makers who manage 
the network and are 
responsible for 
network security



Data Driven Marketing Campaigns Drive Faster ROI

SIRIUSDECISIONS BUYER’S JOURNEY

Loosening of the 
Status Quo

Committing to 
Change

Exploring 
Possible 

Solutions

Committing
to a 

Solution

ROI for
Decision

Vendor
Selection

SOLUTION

Issue framework content
Case study impact
Peer connections

Community marketing
Live events

Demos (in person/online)
Discussions with analysts
Analyst product reviews
Meetings with sales reps

Meetings with product specialists
Proof of concept

Executive briefings

SELECTION

ROI calculator (competitive –
“real costs”)

Referral program
Meetings with sales reps
Meetings with product 

specialists
Meetings with vendor 

executives
Pipeline nurturing program

Trials (in person/online)
Live eventsPR

EF
ER

RE
D 

TA
CT

IC
S

EDUCATE

Social media syndication
Case studies

Analyst reports
Industry trend programs

Persona marketing
Targeted messaging
Webcasts/Webinars

Conversations with peers
Demos (in person/online)

Banner Advertising
Keyword Search

Retargeting

PRESCRIPTIVE MARKETING TACTICS BASED ON BUYER  TYPE AND CAMPAIGN GOALS



Many suppliers take a platform first approach

There is a big divide between suppliers with high 
engagement and those with low engagement

Low partner engagement negatively impacts 
visibility and pipeline

The Problem

Mitigating Lack of Partner Engagement Using ZiftONE Data
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Why is this important?



Gaining Insights into the Partners First 90 Days



Spotting Trends & Gaps in Execution

Social Content Issues?

0%



Leveraging Integrated Peer Benchmarks

Partner Management Benchmarks Partner Marketing Benchmarks



Using Leading & Lagging Indicators

Leading 
Indicators

Results



Sage 
Channel Marketing

Kerstin Demko
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Kerstin Demko

About Kerstin

Kerstin Demko serves as the North America Director of 
Partner Marketing for Sage. With Sage for five years, she 
is responsible for driving innovation, demand generation, 
and setting strategic direction to enable partner success. 
Kerstin is recognized as an industry leader and was 
recently honored by The Channel Company as a 2018 & 
2019 Women of the Channel for her commitment to partner 
success. 
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Sage by numbers

26

Market

• Sage Business Cloud growth 
of 57%

• 24.5% operating margin

• Market cap of c. £7bn

• Ecosystem of over 40,000 partners 

• Over 28 million people worldwide 
(1 in 3 UK) paid by Sage Payroll

• Move $4.2 trillion annually through 
Sage software 

• Market leader in Canada, UK, 
Ireland, Spain, France, Spain, 
Switzerland, Poland and Africa

• Strong presence in North 
America, Germany, Asia and 
Brazil

• Presence in 23 countries

13,000
Global company with over

colleagues

Financials

$1.17m
Organic revenue of

H1 FY18

Customers

3 million
Over

Business customers worldwide

*Data for interim financial results for  2018 ending 31 March 2018
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Partners powering the Sage ecosystem

27

+40,000
partners within 4 channels

Accountants Value Added 
Resellers (VARs)

Strategic alliances ISVs



Change is about action
Transformation is about cultivating belief

Sage is committed to the helping the channel change and 
transform their business to cloud
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Cloud is requiring 
partners to change their 

business

• 47% have over 10% sales 
from IP

• 71% likely to increase 
investment in in-house IP

Channel partners aren’t 
adopting cloud fast 

enough

• 20% of partners said they 
have 26-50% of revenue 
from cloud

• 80% likely to increase 
investment in cloud 
solutions

Progressive Partners are 
doing different things

• 8% have sales from new 
activities like

• Demand Generation
• SEO
• Direct Account Based    

Marketing
• Productize services and IP 

and bundled solutions

Digital Transformation
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Sage Situation

13

Sage partners are expected to sell existing products and embrace the Sage 
Business Cloud, however, two things need to happen.

Partners need to:

1. Learn to market and sell solutions
2. Transform their business to the cloud
1

2
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Most channel partners, with the exception of the largest, have a limited digital presence and
limited marketing expertise. This is due to:

Collect the Data – Understand what Partners Need

Sage must bridge the gap with programs to increase partner investment in marketing and  ability  to run effective and 
efficient digital marketing campaigns and evolve their business models

Most are SMBs that built their 
business with focus on 

technology/sales

Small to 
Medium  
business

Been in 
business 

since 
before 

CLOUD

Focused 
on 1-2 
major 

vendors

Don’t have marketing expertise, 
which cloud requires, causing a 

marketing skills gap

Admit they 
DON’T 
have  

dedicated  
marketing

Not sure 
they have 
the right 
skills in 

marketing

Not sure 
who to 

hire 
outside

Cloud transformation needs to be a 
priority for partners

Only plan 
to move 

as 
business  
dictates

Many 
have not 
begun to 
move to 
the cloud

Many 
don’t 
know 

where/ho
w to start
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Educate Your Channel @ Marketing

The Buyer’s Journey / Marketing Funnel
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Build a Program Partners Can Really Use

8/21/19 33

Pre-Packaged Marketing Plays

Campaign Marketplace

Sage-Sponsored Concierge Service



Pre-packaged Marketing Plays

8/21/19 34

Content Creation Data Services Telemarketing Email

Event Support Digital Advertising Social Media Direct Media

Build Your Own Campaigns



Campaign Marketplace

8/21/19 35
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Collateral for the Buyer’s Journey



Examples of Pre-packaged Marketing Plays

Top of Funnel Landing Pages

Nurture Emails & Landing Pages

Top of Funnel Content (eBooks & Articles) Social Posts & Banner Ads

Nurture Content (Guides & Checklists)

© 2019 The Sage Group plc or its licensors. All rights reserved.4/1/2019 37
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Distribution Awareness Play

8/21/19 38

Top of funnel play includes:

• Content assets
o Case Study: Achieve spicier business results
o Guide: Better data drives smarter distribution
o eBook: Re-energize business management
o Product Brochure: 100cloud

• 1 vertical landing page

• 3 types of drivers
o 3 social posts
o 1 display banner (multiple sizes)
o 1 retargeting banner (multiple sizes)
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Distribution Nurture Play

8/21/19 39

3-Step email play includes:

• Email series
o Your goal of a more productive warehouse is in 

reach
o Make smarter decisions that boost your bottom line
o The right solution to propel your business forward

• 3 landing & confirmation pages

• 3 content assets
o Guide: 4 ways to maximize efficiency in your 

warehouse operations
o Article: 4 ways to solve logistics challenges
o Checklist: Finance and compliance



What’s New on the Sage Partner Marketing Platform

Sage Business Cloud
Manufacturing Campaign

Includes both New Customer Acquisition Awareness and 
Lead Nurture campaign tracks

Sage Business Cloud 
Distribution Campaign

Painless Migrating from 
Excel to Estimating



New Zift Campaigns
Sage 100cloud Manufacturing & Distribution 

Awareness Campaigns
Sage 100cloud Manufacturing & Distribution 

Nurture Campaigns

Sage 300cloud Manufacturing & Distribution 
Awareness Campaigns
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Track Program Results
Prepackaged 
activations

Concierge 
activations

MQLs
in Zift

Marketplace
activations

Social 
Posts

Showcase 
Views

2 Deals 
closed



Marketing and Sales Enablement 2019

© IDC

Partnering through the journey
A
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C
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te
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Partner Marketing Platform and Portal Platform from Zift
MDF Platform Tool

ALL PARTNERS TOP PARTNERS SELECT 
PARTNERS

Sales Accelerator 
Programs

Cloud 
Transformation 
Webcasts and 

Workshops

Marketing 
Plays
Sales 

Packages

MDF
Contracted 
Concierge 
Services

Sage100cloud
Sage 300cloud HRMS Sage X3 ISVs



Change is about action
Transformation is about cultivating belief

Sage is committed to the helping the channel change and 
transform their business to cloud



Key Takeaways



Key Takeaways

Develop both high- and 
low-touch programs for 
different partner type

Leverage data to identify 
partner & target 

customer propensity

Help partners drive 
leads with net new & 

existing buyers

Provide integrated 
marketing programs 
that leverage both 

inbound & outbound

1

3 4

2
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#ChannelWeek

Register for more sessions now thru August 28th!
Join Our Next Session:

Boost Partner Program Performance With Superior Channel Data Management

webinars.demandgenreport.com/channelweek-series/2019

August 27th

2:00 PM ET


