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 President, 
Channel Marketing Group
◦ Started 18 years
◦ Prior

 SourceAlliance.com
 IMARK
 Performance marketing industry

 Work with distributors & 
manufacturers in construction 
& industrial trades

 Focused on helping companies 
accelerate growth

www.channelmkt.com
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 What are distributors investing in?
 Who makes the decisions?
 Projecting & measuring?
 How to budget for technology expenditures
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 42% < 1%
 22% believe “not enough”
 Only 3% state “too much”

◦ Highlights awareness that technology investment is needed and tech usage is
 an expectation and
 the future for distribution viability.
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 Thinking about tomorrow … look at blue
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Strategic Tech 
Challenges

 Continued demand / 
Resource Issue

 Continued Investments
 eCommerce / Digital 

Marketing
 ERP
 Price Simplification / 

Optimization
 Robustness and What to 

implement
 Staying Knowledgeable
 Training Issues

Tactical Tech 
Frustrations

 Speed / Cost
 Conversion Experience
 ERP Integration
 Optimizing Product 

Databases
 Tech Implementation
 Employee Ability to Adapt 

& Time to Adopt
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ERP

IT

HR

Customer 
Logistics

eCommerce

Accounting 
/ Finance

Purchasing

SalesTraining

Marketing

• eMarketing
• Website(s)

SEO
• BA & BI
• Marketing Automation
• Design

• CRM
• BA / BI
• Remote Order Entry Systems

• Fax to e / On-site / integrate with 
estimating systems

• BIM
• Punch-outs / eProcurement
• Vending Machines

• Platform
• Product Data
• Tax Tables
• Search Engines
• Integration
• BA / BI
• Marketing 

Automation
• SEM / SEO
• Apps / Smartphone

• Order Acceptance
• WMS
• Routing / Tracking
• Delivery Notification
• Barcoding
• VMI

• Banking Interaction
• Check Verification
• BA / BI
• Invoicing Portal
• Email Invoices

• Price 
Optimization

• Inventory 
Mgmt

• BA / BI
• EDI
• Product Files

• Benefits Portal
• Hiring / Testing
• Recruitment Portal
• Employee Portal
• Payroll

• LMS
• Skills Training
• Product
• Role
• Systems

• Network, ERP, 
Cloud,

• Servers, VoIP
• Windows, MS 

Office
• Programming
• Hardware –

computers, 
phones, mobility
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 Technology taking over budgets
◦ Hidden expense in departments
◦ Compatible?

 IT spend growing as a % of company expenses … 
no longer IT department

 Key to enhancing your ecosystem
1. Integration
2. Think about tomorrow … scalability & expandability … 

but don’t buy for maybe
3. Beware of systems on subscriptions … are they being 

used?
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1. eCommerce
2. ERP
3. Website
4. Digital Marketing
5. Infrastructure (Cloud, Windows 10)
6. eCommerce Adoption
7. CRM
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 Google is Your Friend

 Understand why you think 
you need before you seek

 Search to buy vs. being sold

 Be ready to implement before 
you buy ... Don't buy and 
then delay

 Evaluate on features you will 
use, not that you could use
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Return on:
◦ Investment
◦ Time
◦ Influence
◦ Experience
◦ Happiness
◦ Quality
◦ Ease of Doing Business
◦ Employee Satisfaction
◦ Sales
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 Consider
◦ “About five years ago, I asked the head of my 

children’s school how well standardized tests 
work. He responded with this question: How 
will you use the results? That will tell you 
how well the test works. Pretty informative 
answer.”

 https://www.huffingtonpost.com/elizabeth-evans/teacher-
evaluation-numbers-dont-lie_b_5454425.html

 Knowing the “how” can help determine your ROI.
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Carroll D. Wright
(1889)

Mark Twain
(1912)

“Figures will 
not lie, but 
liars will 
figure.”
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 Projections
 Quantitative / Qualitative
 Creates friction as becomes more integrated & 

integral to your ecosystem

 Track on usage and value proposition to your 
company
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Don’t Fall Into the Self-Supported Sales Trap

• Ask for their questions, develop your own estimates
• You know your company, your customers and what you want (and can do)
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 Cost savings … but 1 time 
given credit … sometimes 
not realized

 Customer touches
 Sales increases
 COGS reduction
 Gross Margin Improvement
 Throughput

• People respect what you 
inspect

• But for independent 
distributors, decisions not to 
implement cost-cutting in 
exchange for loyalty should 
be respected
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1. Are the key features you need included?
2. How long is the contract?
3. What are the payment terms?
4. Are you looking at price AND total cost of 

ownership?
5. What's the word on the street?
6. Is it an "open" or "closed" platform?
7. Are there integrations available to work with the 

tools you use?
8. Do the built-in analytics meet your needs?
9. Can you get up and running quickly?
10. Is there quality support, both initially and ongoing?
11. What's the long-term outlook for the platform?
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• What do you need?
• What is the value?
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 A fraction of the market
 Others also have as “part of their offering”
 What are you using CRM for? Or do you want marketing 

automation? For traditional application, don’t buy until you 
have adoption process determined.

◦ Microsoft Dynamics, Salesforce.com, Sharp Spring, i-
Sales, SMP, Constant Contact, Mail Chimp, iContact, Tour 
de Force, etc.
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 Value of
◦ Communicating regularly?
◦ To more people?
◦ Promotional benefit / reinforcement / uplift?
◦ Corporate branding?
◦ Targeted eCampaigns?
◦ Print cost savings?
◦ Increased conversion?
◦ Sales generation?
◦ Information sharing?
◦ Customer engagement?
◦ Timeliness?
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Each company, and person, 
has their own style.

But don’t get paralyzed … 
do something.
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 Prior Year
1. Essential and Need
2. What not used?
3. Budget Based Upon 

Priorities Solicited from 
Departments

◦ Or part of department 
budgets

+ Cost justify
◦ Quantitative and/or 

qualitative
◦ If re-engineering, may be 

able to do cost/benefit 
analysis

Never Enough!



Copyright Channel Marketing Group, 20181/20/2018, page 34



Copyright Channel Marketing Group, 20181/20/2018, page 35


