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Introduction 

International expansion is the right path for any business 
seeking to grow exponentially and a proven way to do this, 
for technology vendors in particular, is to use Distributors.   
A recent report published by the Global Technology 
Distribution Council (GTDC) finds that almost two-thirds of 
vendors surveyed said they would increase investments in 
indirect Channel Programs managed in collaboration with 
Distributors in 2019. 
 

Like most things involving the 
channel, a vendor only gets 
out of distribution what they 
are willing to put into it. With 
that perspective in mind, it’s 
worth exploring, in detail, 
how distributors dramatically 
accelerate the rate at which 
any channel can grow.

Distribution: The Secret Weapon in 
Growing your Channel. 
 
In essence, when you engage with distribution you are 
buying their GoToMarket-as-a-Service offering (GTMaaS)! 
There are significant business benefits to you, as a vendor, 
with such a model as you are typically only paying for 
outcomes i.e. you only have to pay money to the distributor 
when sales have been made. The difference between a 
successful and mediocre channel program usually comes 
down to how well you, as a vendor, engage with and 
manage your distribution partners. Too often vendors sign 
distribution contracts valued at hundreds of thousands 
of dollars and never see a return on that investment. The 
reasons for this are twofold: firstly, many vendors simply 
don’t integrate distributors well enough into their channel 
programs and secondly, they fail to take full advantage of 
the wide range of value-add services a distributor provides.

But the Channel is a two-way street. As a vendor you must 
make it as easy as possible for distributors to do business 
with you and ensure it is financially compelling for them to 
take your offerings to their markets

Forrester indicates that 75% 
of world trade, aggregated 
across all industry sectors, is 
conducted via the Channel.
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Let’s take, as a high-level example, a US vendor that 
wants to sell their offerings internationally, with an 
initial focus on EMEA. The geographic scale they must 
surmount alone is enormous, with 128 countries in the 
region. Financially, there are more than one hundred 
different currencies to contend with and closer to several 
hundred languages. So, the vendor can choose to either 
build a direct route to market by setting up their own 
sales and distribution operations or connect in with an 
existing distribution partner network. It goes without 
saying that the second option is the fastest (and least risky) 
way to achieve this.

There are already many well established regional and 
global distribution companies operating in EMEA, serving 
the technology sector. This is also the case for every other 
industry sector where you may need distribution ranging 
from retail, manufacturing, aviation, automotive, telecoms 
and office furnishings to multiple other verticals.

With the use of distributors, they already have teams of 
sales people, marketing professionals, technical resources, 
offices, warehouses and logistics operations on the ground 
that serve your target market growth areas. In addition, 
they will have an established network of reseller 
partners that they will recommend for you to act as the 
conduit to your end customer targets. Distributors have 
well proven business processes and systems that allow you 
to onboard your offerings and make them available to the 
right people to fire up your sales engine.

Many vendors underestimate the real cost of doing 
business in international or new geographic 
markets. Hiring a direct sales team to service new 
markets can be tempting for a vendor – having 
a captive team in theory offers better control. 

However, the timescales needed to find, select 
and recruit the right direct sales talent in new 
geographies can be lengthy, plus the effort involved 
in interviewing and training can be high. In addition, 
you pay the full costs for the direct team from 
day one. Long before you see any new sales 
revenue flowing.

By engaging with the right distributor(s) in your 
target expansion geographies, you have immediate 
access to their existing sales teams who are used to 
learning new vendor solutions, quickly. Moreover, 
you have no recurring costs to pay in advance of new 
sales – the distributor only gets paid by you when 
deals are closed won. From a financial perspective, 
working with distributors can substantially reduce 
your daily operating costs of doing business in new 
geographies. Distributors by default are geared up 
to provide the following services (and this list is not 
exhaustive): 

• Payment systems that handle the multi-currency 
needs of a large region and allow you, as the 
vendor, to operate in as little as one currency 
(significantly reducing your bank fees and 
currency risks). 

4

Faster Time
to Market

1. 

THE DISTRIBUTION MODEL WORKS 
– 5 REASONS WHY

Reduced Business Risk 
and Operations Costs

2. 
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Scalability and
Global Reach

3. 

• Credit lines e.g. if your standard payment term 
window is short, such as net 15 to 30 days, 
distributors are often able to offer extended terms 
to the end customer (via their reseller partners). 
There is often a requirement from large corporate 
or public sector organizations to have 60 to 90-
day payment terms. This can be very beneficial 
for cash-flow, especially for relatively new 
vendors trying to break into regional or  
global markets. 

• Innovative purchase funding models e.g. some 
distributors offer lease/purchase schemes for 
certain buyers that want your offerings but need 
to accrue the payments in a particular financial 
model. 

Warehousing and logistics – if your offering includes 
physical equipment or assets, distributors can offer 
massive cost-savings by utilizing their in-region 
facilities, usually at a fraction of the cost it would 
take for you to build, operate and maintain yourself. 

Many distributors now operate on a global basis with 
offices, warehouses and other facilities including 
datacenters, fulfilment centers and training centers, 
established in key countries and cities. Vendors, by 
default, get access as needed to these distributor 
assets. It would be very costly and take a long time 
for vendors to replicate any or all of this directly 
themselves. 

Distributors also have the financial wherewithal 
to build-out further facilities as market conditions 
dictate. A key aspect of distributors operating models 
is that they “bake-in” disaster recover planning to 
their business so that if certain facilities become 
unavailable in a specific geo, there is always a back-
up that can be utilized to ensure business continuity.

Of particular benefit to vendors is that distributors 
are extremely knowledgeable of government legal 
requirements which must be adhered to in each 
country they operate in. For any vendor looking 
to scale globally, the nuances of establishing and 
operating a business entity in new countries can 
be daunting due to a raft of national and local 
regulations to contend with.  Referring back to the GTDC 

report, 70 percent of vendors 
stated the internal cost to 
distribute their offerings 
was the same or more than 
the cost of using a 3rd party 
distribution partner model.
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There has been an increasing trend for distributors to 
“upmarket” their business as “VADs” (Value-Added 
Distributors). In the main, this has been driven by 
commercial conditions – margins are being 
eroded, especially in hardware sales. The switch from 
on-prem software solutions to Cloud/SaaS 
offerings from vendors is also driving down margins 
which means that distributors need to find additional 
ways to make up the gap to remain profitable.VADs 
are geared up to resell vendor offerings and also wrap 
their services around these. For many VADs, the 
additional services they provide can include: 

• Marketing Services – these are often “sold” by the 
distributor to the vendor. Using the distributors 
local or regional knowledge, the vendor may buy 
certain marketing services to drive awareness 
and demand generation among target buyer 
groups.  A good example of this is where VADs 
run their own industry event, sometimes several 
events a year in different geographies and the 
vendor pays for their brand and offerings to be 
presented. Alternatively, the distributor may set-
up a large presence at a renowned conference 
or event and offer stand space to a multiple of 
their vendors, reducing the cost of attendance 
considerably for each participating company.  

• Pre-sales and Post-sales Support – one of the 
major challenges for vendors looking to scale 
is ensuring good enablement of their solutions 
across 3 domains: sales, marketing and technical/
functional capability. Many distributors have 
built teams with one or more of these knowledge 
domains and they can offer this skillset to 
reseller partners and end customers, if required. 
Moreover, their personnel will have local 
language capability and close familiarity of the 
business culture and ways of working in the 
regions they operate in.

 
 

• Professional Services – usually a service 
offering to end customers. VADs will have 
specialist personnel who have deep knowledge 
and experience of the vendor solutions being 
deployed and may have other “expert” knowledge 
that helps with successful customer adoption of 
the vendor offerings e.g. industry domain subject 
matter expertise.

• Training – typically a service offering to end 
customers on how your products and solutions 
work. Many VADs also provide training to your 
reseller partners on how to sell and position 
vendor offerings to potential buyers. VADs often 
have dedicated training facilities where these 
specialist courses on the vendor offerings are 
held. In many cases these are very plush training 
rooms in locations that would be very attractive 
for reseller partners and target customers to  
travel to. 

• Managed Services – usually a service offered to 
end customers on behalf of the vendor directly 
or their reseller partners. With the continual 
outsourcing of IT functions and the migration 
from physical to virtual machines and Cloud/
SaaS solutions,  distributors are well positioned 
to host vendor offerings and provide value-add 
managed services to the local marketplace.

True “Value Add”
4. 
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This is where a good distributor can help vendors 
scale - and quickly. When you want to bring your 
offerings to new international markets, you ideally 
want to get as much exposure to potential buyers as 
rapidly as possible. However, as a vendor, particularly 
if you are a relatively young company, you often lack
the critical mass of personnel in key business 
functions that are needed to scale your
market presence. 

These resource constraints are usually most 
profound in your in-house go-to-market teams: sales 
(especially sales engineering, training/enablement, 
field sales and sales enablement content) and 
marketing (both marketing personnel and channel 
ready content such as datasheets and videos). 

As a vendor you simply may not have the internal 
capacity to train up multiple resellers simultaneously 
– which is where the power of distribution can be 
used to amplify your business reach.

Distributors have years of expertise of recruiting, 
onboarding and bringing new vendors and their 
offerings to market. Their sales and marketing 
teams can also provide advice and guidance on 
what enablement content you need in place to 
ensure you are truly channel ready. As a vendor, 
you mostly have to devote resources and effort to 
enable your distributors and leave them with the 
responsibility to skill up and train the next tier of 
go-to-market partners.

Market Knowledge 
and Sales

Distribution 
Amplifies Reach

5. 

“At the UK Channel Meetup 2019 event, attended by more 
than 200 channel sales and marketing professionals from 
vendors, distributors and resellers, Gartner reported that 
one of the greatest challenges ahead is “as vendor offerings 
become more complex, partners need more help to bring 
their offerings to market”
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Summary

The role of distribution in bringing vendor products 
and business offerings to market at scale is
continuing to be of prime importance. As outlined in 
this paper, the race to get market share is critical in 
driving revenue growth. Working with the right 
distributors can accelerate your go-to-market 
internationally and at a cost point that is lower, or at 
least equal to, doing this directly.

As a vendor, it is of critical importance that you select 
the right distributor(s) to work with. You in turn must 
have a business model and systems in place that 
make it easy to work with you. Distributors can be 
very selective about the vendors they onboard. 
They want to ensure you can drive their top-line 
revenue and either maintain or ideally increase 
their profitability, without significant disruption to 
their current operations. 

To ensure you are an easy to work with vendor, make 
sure that your enablement approach and content is 
channel ready and distributors can onboard you 
quickly and efficiently. If you have not already 
invested in an automated channel enablement 
platform, now is the time to do so and position your 
company as a vendor of choice for a distributor to 
work with.

Channel Mechanics had the 
pleasure of participating in a 
joint webinar with the Global 
Technology Distribution 
Council (GTDC) to share our 
experiences of the value for 
vendors of working with 
distributors and the wide 
range of services they can 
offer, to bring you to market 
at scale. We invite you to view 
that webinar here.

https://www.channelmechanics.com/channel_resources/webinar-download-distribution-the-secret-weapon-in-growing-your-channel/ 
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A report published by the GTDC finds that more than 
64 percent of the vendors surveyed said they expect 
indirect sales to grow rapidly through the channel, 
and more than 75 percent of vendors expect to see an 
increase in the value of their business transacted 
through distribution.  The report also finds over 70 
percent of the vendors surveyed indicated that they 
expect to see an increase in the share of business 
going through two-tier distribution. 

A total of 70 percent also stated that their internal 
cost to distribute was the same or more than the cost 
associated with a distributor. In fact, 17 percent of 
respondents stated that their direct cost of 
distribution was more than double the cost they 
paid to distribution as a percentage of sales, while 
35 percent said that their costs were higher than 
the distributor cost.

Significantly, more than 35 percent of vendors expect 
their distributor costs to increase mainly because 
of the enhanced value-added services created by 
distributors. But 27 percent believed that margins 
would stay roughly the same because of cost 
improvements on the one side and additional 
service changes on the other. 

In short, the more a vendor puts into distribution, 
the higher the return on investment. In fact, 64 
percent of the vendor respondents noted they 
expect distribution to play a significant role in 
advancing their vertical market strategies.

The simplest and most powerful means any vendor 
has at their disposal to tap into the potential 
of distribution is to employ a channel automation 
platform, ideally one that is accessible via software-
as-a-service (SaaS). By adopting the channel 
automation platform developed by Channel 
Mechanics, managing channels spanning multiple
distributors makes you the vendor, very easy to do 
business with. 

The Channel Mechanics platform uniquely enables 
channel leaders to instantly determine how well 
a program is received by channel partners. Armed 
with that data, they can quickly determine, in 
real-time, if they need to alter any elements of that 
program or replace it altogether.

Best of all, vendors can instantly see when and where 
there is either a drop off in sales or a sudden lift, 
signaling an opportunity that should be further 
exploited. For example, within hours, an additional 
promotion could be leveraged via the platform, 
enabling channel leaders to target specific partners 
or geographic regions. The result is a capability that 
enables channel leaders to dynamically scale 
channel initiatives up and down, as either business 
or financial conditions warrant. There’s no need to 
“stuff the channel” in anticipation of sales activity. 
Channel leaders get unprecedented visibility into 
sales in a way most leaders of a direct sales team 
would envy. It’s also worth noting that in using the 
Channel Mechanics platform, issues such as claims 
dispute resolution are eliminated because
transactions are tracked in real-time.

Channel Mechanics has over 80 distributors using 
our platform on a global scale. These include Ingram 
Micro, Westcon, ScanSource, Jenne and Tech Data. 
In these cases, the distributor was introduced to the 
platform by a vendor that opted to anchor the 
execution of their channel strategy on it. 

Distributors including D&H, Synnex / Comstor US, 
Ingram Micro, ScanSource leverage the platform 
directly to engage and manage channel partners 
themselves. 

Every program on the Channel Mechanics platform 
is designed from the ground up to be optimized to 
meet the needs of distribution (both one-tier and 
two-tier models) and deliver frictionless channel 
selling for them, the vendor and   reseller partners.

Investments in 
Distribution Are 
Growing

Channel Automation 
Transforms the 
Channel

Request 
a demo Click here

https://channelit.channelmechanics.com/demo-request-2019/
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About Channel Mechanics 

Channel Mechanics provide a cloud-based Channel 
Enablement platform delivered as a low-cost 
SaaS model. Vendors and Distributors, including 
Cisco, Comstor, D&H, Extreme Networks, Herman 
Miller, Informatica, L3Harris, LG Electronics, Mitel, 
ScanSource, Securly, and Zebra Technologies use
our channel automation platform to deliver their 
partner programs in a faster, more efficient way.
Our cloud-based Channel Enablement Platform 
transforms channel offerings by providing the
capability to:

• Design, deploy, track, evaluate and change channel 
offers in real-time.

• Rapidly execute channel programs and promotions, 
globally or locally through all tiers, with minimal 
investment.

• Target offers to specific segments of the channel 
and reward partners based on investment levels.

• Provide Partners and Distributors with greater 
upfront visibility, significantly accelerating time  
to revenue and ease of doing business.

• Deliver sales incentives to Distributors  
and Partners that align with a Vendor’s  
strategic imperatives

• Measure and manage program metrics to ensure 
Program ROI is achieved while gathering business 
intelligence for future use.

The platform enables users to rapidly deploy programs 
with precision targeting and have real-time visibility 
into ROI. Ultimately creating a competitive advantage 
as it enables sales ideas to be quickly transformed into 
targeted and focused offers, giving partners the offers 
they need, when they need them and eliminating the 
old ‘Spray and Pray’ approach.

To find out more about how the Channel Mechanics 
Channel Enablement Platform can transform your 
channel, contact:

US: +1 (408) 673 4008
REST OF WORLD: +44 (0) 20 8132 9860
EMEA: +353 (0) 91 414090
Email: info@channelmechanics.com

www.channelmechanics.com

http://www.channelmechanics.com 

