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services sales and marketing
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Selling Services
through the Channel
Not a Rut for Manufacturers

Jim Payne is president of S-Market Strategies
of Rochester, New York. He has more than 25
years’ experience in all aspects of services man-
agement and marketing. Jim’s innovative strat-
egies, programs, and tactics have provided in-
creased market penetration, growth, revenue,
and profits for businesses such as IT, healthcare,
entertainment, graphics, and government mar-
kets for both direct and channel sales. He is
currently the AFSMI Finger Lakes Chapter presi-
dent and the International Awards Task Force
marketing chairperson. For more information,
you may reach Jim at 585-368-0567 or
jimpayne@smarketstrategies.com. To obtain an
expanded white paper on this important ar-
ticle topic, visit www.smarketstrategies.com.

A s technology advances for hardware and

software products, manufacturers’ sales

models increasingly have migrated toward

selling exclusively or partially through

channels. The potential to reduce sales

costs while increasing exposure in the marketplace makes

channel sales a very attractive model 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.




