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s technology advances for hardware and
software products, manufacturers’ sales
modelsincreasingly have migrated toward
selling exclusively or partially through
channels. The potential to reduce sales
costs while increasing exposure in the marketplace makes
channel salesavery attractivemodel during times of increased

pressure to grow revenues while reducing costs.

However, on the services side of the business, marketing and selling services
through the channel certainly can be more challenging than our tangible
counterpart’s experience. The intangible nature of services necessitates careful
consideration in deciding how to convey the marketing message effectively. Sell-
ing services through single or multitier channels can feel like playing the “tele-
phone game” with your marketing. The services message that you are trying to
convey may be eroded by the time it is passed to a distributor, through one or
more tiers of resellers, and ultimately, to the end user.






