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True Meaning of Through-Channel Marketing Automation

Let's begin this discussion by taking a stab at defining through-channel marketing
automation (TCMA). What does it really mean? Basically, it's about enabling channel
partners to generate leads by using marketing assets and a set of marketing tools
provided by a vendor or company. The entire purpose of through-channel marketing
automation is to enable partners to create brand presence by leveraging the vendor
brand and associating it with their own brand, and then driving demand for a set of
solutions that include offerings from the vendor.
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For a through-channel marketing automation (TCMA) platform
to be successful, it must have a core set of application modules.
In this article, we'll take a look at what each of those application
modules must be able to do and how they can help you auto-
mate processes to drive profitable growth at both the local and
the global level.

Before you can begin to market through partners and make
them aware of the campaigns and assets and tools are available,
you need to be able to set up a partner-facing website. That's
where content management comes in. The website or portal
needs to have relevant, up-to-date content, and your team
should be able to dynamically manage those web pages facing
the partner from a web content management perspective.

Content management and group & user management go hand-
in-hand. Once you have created content for users to access,
your through-channel marketing automation (TCMA) platform
will need to be able to assign groups and users different levels
of access depending on the role of those groups and users.
Different types of partners will have access to different kinds

of content, depending on who they are. You may have global
channel marketing people in your own organization who need
to access certain parts of the platform relevant to their role, and
global sales or marketing people who need access to content
uploads and modules for tracking results. You may have agen-
cies at both the global and the local level who need access rights
so they can go in directly and upload content. You will also need
operational levels of access, whether it's for channel account
managers, partner business managers or solution managers, or
for some other job function where people are managing partner
entities, such as a dealer network or reseller network, system
integrators, VARs, etc. All of these people need to have access
to the platform, and you need to be able to define their access
rights at various user levels that specify things like which web
pages, which integrated tools and which campaigns they can
the access. This is complex stuff, and a good automated tool will
help you manage the process much more efficiently.

Partner profile management capabilities should address the
challenge of setting up dynamic parameters like partner size
and specialty, number of technicians, number of salespeople al-
located to a product, total number of products sold by a specific
partner over the past 12 months, and so on—establishing a set
of parameters that can be used to define a partner’'s medallion
status, such as platinum, gold, silver, bronze and so on. The
profile management module of your through-channel market-
ing automation (TCMA) platform will be critical in ensuring you
can dynamically create and manage these groups and assign
them to specific sets of content within the portal, as well as the
campaigns and other modules that are appropriate for them to
access.
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Once you've taken care of content management, group & user
management and partner profile management, you can now
focus on setting up lead-generation tools. First among these
are digital assets for co-branding. These may include print
assets, email templates, event templates, etc. These are assets
that partners can co-brand, customize and download for use in
an offline system. If you have large partners, chances are they
have marketing automation tools like Eloqua, Marketo and Ex-
actTarget, and they may not want to use your through-channel
marketing automation (TCMA) platform for demand generation.
Your TCMA platform needs to have very robust co-branding and
customization capabilities so, for example, they can download a
ZIP file of all HTML assets, customize them dynamically and re-
load those assets into their own marketing automation platform.

However, if you also have partners who don't have marketing
automation tools and require a set of inbound and outbound
integrated marketing tools, your through-channel marketing
automation (TCMA) platform should be able to provide those. In-
bound marketing tools need to have three core capabilities:
search, social syndication and web syndication, which will
enable your partners to create inbound flow of leads to their
own websites or to a set of virtual sites that they use for driving
traffic to microsites, etc. Outbound marketing tools need to
include multi-touch email marketing capabilities (which send
out different emails to prospects to keep them engaged based
on various rules, lead scores and so on), microsite marketing
capabilities, multi-touch event marketing capabilities and a rapid
dialer capability.

Speaking of rapid dialer, allow me to indulge in a brief digres-
sion. It's curious that very few through-channel marketing auto-
mation (TCMA) solutions today integrate rapid dialer. You may
think that's no big deal; however, you should take a closer look.
Repeatedly, we have seen that an automated dialing capability
substantially increases lead follow-up by partners. If you have a
lead distribution & management capability in place or are in the
process of implementing one, I'd urge you to explore rapid dial-
er. If you give a partner a few hundred leads, it's almost impos-
sible to dial up manually. A rapid dialer platform allows users to
plug in with a USB headset and connect to a cloud-based dialing
system that will automatically call up those hundreds of leads

in a very short period of time. This saves time, increases touch
rate, and enhances both customer satisfaction and end user
satisfaction. Partners can easily keep track of who they've called,
who they need to call next and the outcomes of those calls.

Having a very strong lead distribution & management capability
as part of your through-channel marketing automation platform
(TCMA) is critical. Partners will need to upload leads or other re-
cords into the platform to market to, or they will need to capture
leads based on content syndication, search, social and other
activities—or you may be distributing leads to them.



Once partners have nurtured or generated leads, those leads are likely to enter a sales funnel,
and at that point your through-channel marketing automation (TCMA) platform will require CRM &
deal registration capabilities. The ability to efficiently integrate leads into a CRM system is critical,
whether partners are integrating leads into their own CRM or TCMA-provided CRM. Using the
CRM, the partner should be able to register deals into your existing CRM platform via a single
sign-on. Also, if you have partner relationship management (PRM) tools in place, integration with
PRM is a critical piece of the marketing automation puzzle.

If you have a marketing development funds (MDF) program but lack MDF tracking capabilities, you
will want your through-channel marketing automation (TCMA) platform to track activities like funds
uploaded, funds claimed and funds dispersed.

Finally, you will need an analytics tool to provide actionable insights, such as what kind of content
is working, what content is not working, which partners are engaging with which programs, which
campaigns are working and which are generating the most leads, and how partners are interact-
ing with the content or campaigns as demonstrated by dynamic feedback through star ratings or
some other mechanism. You'll also want to track detailed inbound metrics that show many leads
have been generated from search, social and web syndication, and how many outbound engage-
ments have occurred through email marketing, white paper downloads, webinars and other types
of asset interactions with prospects. These metrics can be used to compile lead scores and help
you gain a more nuanced understanding of how your assets and campaigns perform for specific
market segments. Your through-channel marketing automation platform (TCMA) business analyt-
ics capability should also give you partner adoption rates, and allow you to integrate partner activ-
ities to demand generation activities to build complete understanding of what's driving your ROI.

As you can probably tell from this list of core capabilities, through-channel marketing automation
(TCMA) platforms have evolved significantly in the recent years. If you considered a TCMA tool a
few years ago but didn't follow through, or even if you procured a TCMA solution at that time, it
may make sense to start looking again. Take a look at what's out there, how it can substantially
streamline your channel marketing activities and workflow, reduce cost exponentially, increase
lead generation and deal registration, and build out the sales pipeline rapidly.

ZINFl is a leader in TCMA space, and is the only provider that offers a complete end-to-end unified
channel management solution comprising partner relationship management (PRM), partner mar-
keting management (PMM) and sales enablement management (SEM). You don't need to auto-
mate everything in a single day. However, you should have a multi-quarter ramp and maturity plan
before you procure and begin to deploy a state-of-the-art through-channel marketing automation
(TCMA) solution like ZINFI's. Therefore, as you enter into this process, make sure your TCMA ven-
dor has a consulting arm that can guide you carefully through best practices, so you can be sure
that you learn from the previous deployments of companies similar to yours in size or complexity
or specialty. When companies deploy in the right way, however, we have repeatedly seen sub-
stantial increases in channel marketing ROI, reduced workloads, increased visibility and increased
partner engagement and satisfaction.
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