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96% of B2B leaders expect to increase revenue directly attributed to their  
partner ecosystems.  

B2B executives are nearly unanimous in their expectation that indirect sales and marketing programs will drive more revenue in 2022. 
Fully 96% of respondents to the second annual “Channel/Partner Marketing Benchmark Survey” conducted by Channel Marketer 
Report and Demand Gen Report said they expect to increase revenue directly attributed to their partner ecosystems this year.

Accordingly, most respondents anticipate gains in their individual primary measures of channel program success, which range from 
attributable revenue to account retention. More than a third (37%) expect to achieve a significant increase in their prioritized metric. In 
addition, 54% are confident that they will see a marginal increase in their primary measure of success.

Those gains will be driven by expanded ecosystems and investments in the programs that support them. Of the respondents, 82% will 
be adding to their roster of partners. Channel program budgets will be boosted by nearly 70% of those surveyed, as they upgrade a 
variety of support services and activities such as partner training, channel incentives and partner relationship management.

Many of the respondents admitted there is room for improvement in their channel programs, as almost two-thirds described their 
channel program as only somewhat effective. Nearly 20% said their efforts were not very effective or worse.

EXECUTIVE SUMMARY
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Business executives anticipate that indirect sales and marketing programs will play a bigger role in driving revenue in 2022. They also 
indicated that significant improvements will be seen in a variety of primary measures of success, including channel-acquired new 
customers, channel general leads, channel partner engagement and retention of channel-assigned accounts. More than a third of 
the respondents said they expect to see a significant increase in their primary success metric.

B2B EXECUTIVES FORESEE GAINS IN CHANNEL  
GENERATED REVENUE

“66% of B2B leaders anticipate more 
than 11% gain in revenue attributable to 
channel partners.”
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Increase by 1% - 10% 

More than 20%

30%

BY WHAT PERCENTAGE DO YOU EXPECT TO INCREASE REVENUE 
ATTRIBUTABLE TO CHANNEL PARTNERS IN THE NEXT YEAR?

Increase by 11% - 20%

Unchanged

42%

24%

4%
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HOW WOULD YOU DESCRIBE THE GOALS OF YOUR  
CHANNEL PARTNER PROGRAM AS RELATED TO YOUR  
PRIMARY MEASURE OF SUCCESS?

Marginal increase

Significant increase

No change

Slight decrease

54%

37%

8%

1%
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VENDORS TO GO-TO-MARKET WITH EXPANDED &  
MORE DIVERSE CHANNEL ECOSYSTEMS

As noted, more than 80% of respondents will increase the number 
of partners in their channel ecosystems — and more than a quarter 
will do so significantly. 

At the same time, business leaders are adding a variety of non-
transacting partners to their channel ecosystem mix. Boosting 
their benches of referrers and influencers. Of the respondents, 
15% have a structured referral program that compensates non-
selling partners for generating leads that are ultimately converted 
to customers. A smaller number, 13%, said they incentivize, reward 
or otherwise compensate a variety of partners — thought-leaders, 
influencers and/or subject matter experts — to influence  
potential customers.
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WHAT ARE YOUR COMPANY’S PLANS REGARDING THE NUMBER 
OF PARTNERS IN YOU CHANNEL ECOSYSTEM?

Marginal increase   

Significant increase

No change

Slight decrease

Significant decrease   

56%

26%

13%

4%

1%
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WHICH OF THESE CHANNEL PARTNER OR INDIRECT  
SALES AND MARKETING PROGRAMS HAVE YOU  
WORKED WITH IN THE LAST 12 MONTHS? 

We have a network of partners — 
independent resellers, distributors, 
managed service providers, agents 

and/or dealers — who market and sell 
our products or services. 

We have a structured referral program 
that compensates non-selling 

partners for generating leads that are 
ultimately converted to customers. 

We incentivize, reward or otherwise 
compensate a variety of partners — 
thought-leaders, influencers and/or 

subject matter experts — to influence 
potential customers. 

59%

15%

13%
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B2B EXECUTIVES WILL BOOST BUDGETS TO IMPROVE 
PARTNER PROGRAM EFFECTIVENESS

Business leaders recognize that their initiatives may require more than just a few small repairs. Fewer than 20% of the respondents 
describe their current program’s ability to sell and market through channel partners as very effective. Nearly two thirds rated their 
channel sales and marketing support as only somewhat effective.

To ensure they achieve the goals set for their channel programs, respondents said they will ante-up more program-related funds. 
Nearly 70% of those surveyed are planning to increase financial investments in channel marketing support.

“Nearly 70% of those surveyed plan  
to boost spending on channel  
marketing support.”
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Somewhat effective 65%

HOW WOULD YOU DESCRIBE YOUR COMPANY’S CURRENT 
OVERALL PROGRAM TO SELL AND MARKET PRODUCTS AND 
SERVICES THROUGH YOUR NETWORK OF CHANNEL PARTNERS?

Very effective

Not very effective

Not effective

18%

16%

1%
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Marginal increase   

No change

56%

24%

HOW WILL YOUR CHANNEL MARKETING BUDGET BE ADJUSTED 
TO SUPPORT YOUR COMPANY’S OVERALL PROGRAM TO SELL 
AND MARKET PRODUCTS THROUGH CHANNEL PARTNERS?

Significant increase

Slight reduction

Significant reduction   

13%

6%

1%
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PARTNER INCENTIVES MANAGEMENT, SALES TRAINING 
TOOLS TOP LIST OF CHANNEL SUPPORT SOLUTIONS

If channel programs aren’t as effective as many respondents would like, it’s not for a lack of trying. Clearly, significant investments 
are being made. The survey revealed that B2B executives have put ample funds into the technology stacks that include incentive 
management, channel training and partner management.

Further, channel marketing teams continue to provide help with customer events, account-based marketing initiatives and social 
messaging. Vendors are enabling partners with through-channel marketing automation tools. And many provide their partners with 
training to help them up-skill their marketing ability. 

“More than 40% of respondents plan to upgrade solutions 
supporting partner training/learning management, channel 
incentive program management and partner portals.”
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WHICH OF THE FOLLOWING CHANNEL PARTNER PROGRAM 
SOLUTIONS DO YOU CURRENTLY UTILIZE TO SUPPORT YOUR 
CHANNEL PARTNER SALES AND MARKETING GOALS? 

Channel 
incentives 

and program 
management

Partner training/
learning 

management 
solution

Partner portal

Partner 
relationship 

management 
(PRM)

Channel data 
management

Through-channel 
marketing 

automation

54% 54% 52%
48%

30%
24%
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WHICH OF THE FOLLOWING ACTIVITIES DO YOU OFFER TO 
SUPPORT YOUR CHANNEL PARTNERS? 

Sales training Customer event 
support/funding

Marketing 
training

Account-based 
marketing

Partner-locator 
on your website

Social  
messaging 

syndication

Through-channel 
marketing 

automation
SEO support

69%

56% 52%
44%

32% 31% 28%

7%
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WHICH OF THE FOLLOWING MARKETING ASSETS/MATERIALS 
DO YOU PROVIDE TO CHANNEL PARTNERS? 

Product 
information/

sell sheets

Co-branded 
collateral Website content Thought-leadership 

content

Social selling/
marketing 
messages

Video/
interactive assets

Co-branded 
email campaigns

Campaigns-in-a-
box

65% 63%
57% 53% 51%

43% 43%
35%
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WHICH OF THE FOLLOWING CHANNEL PROGRAM-SUPPORTING 
SOLUTIONS WILL YOU UPGRADE OR IMPLEMENT IN THE NEXT 
12 MONTHS? 

Partner 
training/
learning 

management 
solution

Channel 
incentives 

and program 
management

Partner portal

Partner 
relationship 

management 
(PRM)

Through-channel 
marketing 

automation

Channel data 
management

53%

43% 41%

31% 31%
27%
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MULTIPLE TOOLS ENSURE CONSTANT CONTACT WITH 
CHANNEL PARTNERS

Engaging channel partner staff more frequently is increasingly 
important considering the rate of employee turnover at many 
companies. In its “2022 State of the Partner Ecosystem” report, 
Crossbeam, a partner ecosystem platform provider, noted that 
more than half of partnership professionals switched companies 
last year. 

https://www.crossbeam.com/
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WHICH OF THESE CHANNELS OF COMMUNICATION DO YOU 
USE TO STAY IN TOUCH WITH YOUR CHANNEL PARTNERS? 

Email Online meetings In-person 
events Partner portal

Outreach 
by channel/

partner account 
managers

Regularly 
scheduled 
newsletter

Partner surveys Online 
community

79%

63%
52% 52% 49%

36%
28%

21%
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B2B executives remain confident that expanded channel ecosystems provide a reliable route to market. While many in-place 
partner programs are falling short of being “very effective,” vendors expressed confidence that investments in expanded channel 
ecosystems and the programs that support them will yield better results.

In 2022, B2B executives expect their larger teams of channel partners to achieve significant gains in attributable revenue, and 
a variety of prioritized metrics. Recognizing their responsibility to engage and collaborate with partners more effectively, B2B 
executives are committed to allocating more resources for channel incentives and partner training. At more than 40% of the 
respondents’ companies, partner portals will be added or upgraded.

CONCLUSION
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Channel Market Report and Demand Gen Report surveyed 111 B2B 
marketers during the months of December 2021 and January 2022 
from a variety of industries and company sizes to learn more about 
their channel program and the investment they are making in them.

A significant number of channel program leaders report up to c-suite 
executives. More than 20% of the respondents said either they 
of their program leaders report up to the Chief Executive Officer. 
Slightly more — 22% — answer to the Chief Marketing Officer. About 
15% of the respondents said their channel programs are overseen by 
the Chief Operating Officer or Chief Revenue Officer.

ABOUT SURVEY

20
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JOB ROLE

Other
Director  
Channel 

Marketing

VP  
Marketing

Partner  
Marketing 
Manager

CEO
Partner  

Sales  
Manager

CMO VP  
Sales

VP  
Channel  

Sales

VP  
Channel  

Management

VP  
Channel  

Marketing

30%

16%
14% 13%

7%
5% 4% 4% 4%

2% 1%
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INDUSTRY

Software/
technology Manufacturing Other  

(please specify
Business services/

consulting Healthcare Telecom Financial 
services

58%

13% 10% 9%
4% 4% 2%
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COMPANY REVENUE

$10 million - 
$50 million

Less than $10 
million

More than $1 
billion

$100 million to $500 
million

$50 million to 
$100 million

$500 million to 
$1 billion

23%

21%

18%
11%

8%
7%



sales@allbound.com

Allbound’s software as a service (SaaS) PRM platform gives its customers and partners real-time access to sales enablement, 
marketing tools, and resources. Users can manage the partner life cycle from onboarding, training, enablement to pipeline 
management. Allbound’s business intelligence (BI), called Channel Insights, gives customers a clear understanding on what’s working 
across their channel or with a specific partner. Allbound provides automation of manual tasks in partner interactions, supporting 
partner competitiveness through insights. The most common use cases for Allbound’s products include partner onboarding, content 
management, MDF management, partner sales automation, partner planning, and automated partner training.

terry@channelmarketingreport.com

Channel Marketer Report is an online publishing network for channel marketers and executives, with content focused on the 
latest solutions, trends and strategies to help vendors, resellers and distributors optimize marketing, both to and through partner 
networks. The CMR network is made up of a monthly e-newsletter, podcasts and video interviews, special reports, web seminars, 
and a content-rich web site. 

mailto:sales%40allbound.com?subject=
https://www.facebook.com/allbound/
https://twitter.com/allbound
https://www.linkedin.com/company/allbound/
https://www.allbound.com/
mailto:terry%40channelmarketingreport.com?subject=
https://www.facebook.com/ChannelMarketerReport
https://twitter.com/channelmktr
https://www.linkedin.com/company/channel-marketer-report
https://channelmarketerreport.com/


888.603.3626
info@demandgenreport.com

Demand Gen Report is a targeted online publication that uncovers the strategies and solutions that help companies better 
align their sales and marketing organizations, and ultimately, drive growth. A key component of the publication’s editorial 
coverage focuses on the sales and marketing automation tools that enable companies to better measure and manage their 
multi-channel demand generation efforts.

TERRY MOFFATT
is a B2B journalist focused on sharing stories about forward-thinking professionals and 
how they enable their organizations to maximize opportunities and overcome challenges.

mailto:info%40demandgenreport.com?subject=
https://www.facebook.com/DemandGenReport
https://twitter.com/dg_report
https://www.linkedin.com/company/demand-gen-report/
https://www.demandgenreport.com/
https://www.linkedin.com/in/terrymoffatt/

