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What is the most important asset for your company? The people. We all know this by now. Your 
employees are what makes your business function. What is the most important asset of your sales 
channel? The people. But this time, they are not your employees, they are your customers.

Let us take you along the new customer journey (which, does not end at point of purchase), and 
share how to empower your channel teams with the knowledge they need to best meet the needs 
of today’s customers.

In this ebook, you’ll learn three tips on how to write a great customer success story that 
champions both your customers and your partners, how to find and retain quality partners, how to 
keep customers happy while keeping your sanity, and how to create authentic channel marketing, 
making your business a preferred customer choice.



How to Write a Great Customer Success Story That 
Champions Both Your Customers and Your Partners

Your customers are your greatest marketing 
resource. If you can demonstrate that your 
customers’ successes are due in part to your 
services and that others can be as successful 
with your help, you can easily build a strong new 
customer base. A great way to reach out to potential 
new clients is through customer stories.

If done correctly, customer stories can build your 
credibility, illustrate how your services can be used to 
the greatest effect, and engage your current customers 
as you publicly recognize their successes. In short, you 
can get the attention of new customers while building 
a stronger relationship with your current clients. But 
drafting effective customer stories takes some skill. 
Below are a few tips on how to write excellent customer 
testimonials. 

Focus on Authenticity
In a world saturated with advertising, potential clients can 
easily determine if something has been manufactured 
for a marketing purpose. If you use marketing jargon or 
awkward transitions, shifting the focus from your client 
to your business, you are going to alienate the potential 
customers reviewing your site. Let your customers tell 
their stories in their own words. When people tell real 
stories without coaching, you can tell, and it draws you in. 
To ensure that you get what you need, don’t coach them 
on what to say. Instead, ask the right questions and the 
customer will be able to provide the answers you need for 
a compelling story in their own words.

Build Up Your Partners
If you are a B2B vendor selling predominantly through 
a channel of resellers, you know that you are only as 
successful as those Partners. It is just as important to 
highlight the service your partners provide as it is to 
demonstrate the quality of your product. So be sure 
to spend equal time discussing the expertise of your 
partners and your product features. Consider including 
links within the story that go to your partner’s web pages. 
And finally, consider structuring the client story section 
of your site so that it can be sorted by geographic region. 
This will allow potential customers to find the reseller in 
their area and ensure a distribution of leads among all 
your partners.

Don’t Go Overboard
When trying to convince someone to do something, 
there is always the temptation to just provide as much 
supporting data as possible in an effort to overwhelm 
them with positive evidence. But a lot of time, this can 
backfire. The reader’s eyes glaze over, and none of the 
data makes an impression because there is too much 
of it. Instead, choose the two or three most important 
statistics to ensure that those bits of data stick with the 
reader.

https://www.allbound.com/content-collaboration-customer/
http://www.firstrain.com/marketmine/customer-success-stories/
http://www.firstrain.com/marketmine/customer-success-stories/
https://www.allbound.com/enter-the-world-of-software-resellers/
https://www.allbound.com/partners-are-your-biggest-revenue-building-asset/
http://www.marketingprofs.com/4/sanna1.asp
http://writtent.com/blog/25-success-tips-for-writing-irresistible-customer-success-stories/
http://writtent.com/blog/25-success-tips-for-writing-irresistible-customer-success-stories/


Look for Resellers Who Understand  
Your Brand
Resellers must understand your brand promise in order 
to represent you well to customers. Look for resellers 
who are truly passionate about your product and are able 
to communicate its key features and benefits. Resellers 
who don’t understand the point of your product or are 
unenthusiastic about your brand are unlikely to convince 
potential customers of its value.

Resellers Must Be Able to Reach the  
Right Buyers
It’s important that resellers take a targeted approach 
to promoting your brand. Rather than trying to sell to 
the whole world, they should use your research into 
the brand’s buyer personas to target their message to 
the people most likely to be interested. When you start 
working with a reseller, provide as much information as 
possible about your buyer personas to help your resellers 
know how to reach the target audience.

Resellers Must Care About Customers
As representatives of your brand, resellers must care 
about customers and dedicate themselves to providing 

the best possible service. Choose resellers who are keen 
to understand customers’ needs and are prepared to do 
whatever it takes to meet them. The best resellers aren’t 
just interested in making a sale and moving on to the 
next customer. Instead, they build nurturing relationships 
that satisfy customers’ needs over the long term. Provide 
customer service training as part of your on-boarding 
process to help your resellers serve customers better.

Don’t Play the Numbers Game
It’s tempting to think that adding as many resellers as 
possible to your channel will inevitably result in sales, but 
this isn’t the best approach. A few high -quality resellers 
can make a much higher volume of sales than many low-
quality ones. In addition, high-quality resellers can act as 
positive ambassadors for your brand.

Remember: Quality is more important than quantity. 
Don’t simply add as many resellers as possible to your 
channel and hope for the best; instead, focus on finding 
high -quality resellers to represent your brand.

In the Age of the Customer,  
Focus on Reseller Quality Over Quantity
When it comes to finding resellers for your brand, quality is more important than quantity. After all, your 
resellers will be representing your brand to customers, so it’s important that they’re able to communicate 
your message effectively. Follow these tips to find the right partner for your brand.

https://www.allbound.com/what-does-your-partner-onboarding-look-like/
https://www.allbound.com/what-does-your-partner-onboarding-look-like/


Customer Success:  
Service vs. Servitude 
According to research from Forrester, customer experience is a 
top priority for businesses and technology leaders. However, a 
“customer obsession” operating model does not automatically 
lead to success, especially as it relates to the channel.

Customers will never say, “you’ve done enough” or “we should pay 
you more for that.” Making sure customers have the support they 
need, without that level of support eroding your margins, requires 
careful balance. Giving way to servitude rather than an exact 
amount of service that fulfills your customers’ needs can land you, 
and your partners, in a doom loop of requests and ‘favors’ that 
negatively impact business.

Customer  First Service
Historically we’ve been taught that effective service puts the customer 
first. Those words still hold true, but in a completely different way. Rather 
than having sales reps and support professionals jumping through 
hoops to satisfy customer requests, today’s highest performing service 
organizations first rely on customers to help themselves.

In the 2015 State of Service survey from Salesforce, self-service is a key 
trend that sets high-performing service organizations apart.

According to the 2015 State of Service Report from Salesforce, 
customers have three simple expectations:

1. Know me. The personnel in your company who interact with 
customers on a regular basis need to know how your product 
solutions are uniquely applied for the customers they are interacting 
with at any given moment. When a customer does “raise their 
hand” for help or guidance, there is an understanding of the 
business problem the customer is trying to solve with your product. 
Structuring service and support within the context of the customer’s 
use case will help ensure they get the help they need.

https://www.forrester.com/Predictions+2016+The+Spotlight+On+CX+Helps+And+Hurts/fulltext/-/E-RES129021?objectid=RES129021
https://www.salesforce.com/blog/2015/11/2015-state-of-service-infographic.html


2. Deliver service where and when I need it. A quality customer 
experience isn’t about just being accessible via the channels you 
choose. Instead, customers expect service to be available through 
the channels they use. Customers need to successfully be able 
to access guidance they need to be successful with your product 
whether they are live in person, on the phone, on your website, or 
their mobile device.

3. Solve my problem quickly. Customers are people who have lives 
outside of your product. When they need help, they want resolution 
in that moment, and to be able to move on with their own jobs and 
lives. Be wary of asking them to perform extra steps, such as a 
satisfaction survey, that prolong their service experience.

The Channel As A Service Channel
Don’t forget partners when building out self-service or live channels of 
support. Just like customers, channel partners are a critical audience 
whose experience with your company can have either a positive or 
negative net impact on your business. The concepts above can also 
improve the experience your partners have with your company, which will 
in turn enable them to better serve their customers and prospects.

The lines between service and servitude can be very blurry, but the cost 
for over-servicing a customer can be clear. Applying the right service 
approach to your customers, and channel partner ecosystem, will lead to 
sales acceleration, partner growth, and customer success.



Authenticity in Marketing 
and Its Importance in the Channel

As potential customers wade through the overflow of 
pitches in today’s marketplace, your competitors fight 
even harder to stand out from the rest. Buyers are 
bombarded with a plethora of messages via print and 
social media in a seemingly endless stream of choices. 
To make your brand a contender, tap into the increasingly 
prevalent consumer value of authenticity.

Millennials, the post-Generation-X cohort who are now 
a powerful consumer force, rank trust and authenticity 
high on the list of scrutinized factors when making 
brand choices, and are cynical about marketing. A 
study spanning 12 global markets conducted by Cohn 
& Wolfe revealed a statistical preference for honest 
communication from companies (91 percent) over 
product or service desirability (60 percent). Millennials 
are not the only skeptical group: a 2014 Gallup survey 
of American adults showed that only 10 percent of 
respondents felt that advertising ethics were high. It’s no 
longer good enough to have the catchiest slogan or best 
advertising strategy without trustworthiness as part of 
the package.

Not only are customers more trust -focused than ever, 
but they also have the ability to spot hard-sell marketing 
and social media content. They are spam savvy and 
suspicious of one -directional sales pitches. They are 
looking for more than just contributing to your bottom 
line. Instead, they respond to corporate purpose and 
integrity, and a sense of mutual benefit that arises when 
businesses protect their customers in areas such as 
safety and privacy.

In addition to product or service expertise, transparency, 
customer service and consistency are all qualities that 
demonstrate authenticity. Customer success results 
from focusing on these elements.

Know your product or service better than your 
competitors, continue research and development, 
and share this expertise with your clients and channel 
partners. Be honest about mistakes and make an effort 
to make amends; above-average service efforts are not 
lost on customers.

Organize and track your business operations to provide 
for consistency of service: if your customers know what 
to expect and you deliver, they’ll trust you even more 
and will recommend you to others. Develop a channel 
support strategy that clearly delineates the expectations 
and responsibilities of all departments involved. If your 
content is solid, your channel cohesive and your service 
is consistent, you will have a product to market that is 
rooted in credibility.

Channel marketing cohesiveness is an important part 
of building brand credibility. Make sure everyone is on 
the same wavelength with the same priorities, and that 
a consistent message is sent. Build a culture of channel 
partner communication and accept input from all parties. 
Conduct training for channel partners that supports 
product expertise and fosters an understanding of the 
target market. Unified channel marketing increases 
the legitimacy that makes your business a preferred 
customer choice.

http://www.marketingcharts.com/traditional/the-importance-of-honesty-and-authenticity-for-brands-48502/
http://www.cohnwolfe.com/en/news/brand-integrity-more-important-innovation-consumer-purchasing
http://www.cohnwolfe.com/en/news/brand-integrity-more-important-innovation-consumer-purchasing
http://www.marketingcharts.com/traditional/consumers-still-have-little-trust-in-advertising-practitioners-honesty-49618/
http://www.marketingcharts.com/traditional/consumers-still-have-little-trust-in-advertising-practitioners-honesty-49618/
https://www.allbound.com/content-collaboration-customer/
https://www.allbound.com/sales-ecosystem-danger/
http://www.entrepreneur.com/article/239110
https://www.allbound.com/indirect-sales-channels-are-evolving-are-you/


Conclusion
If your customer has a better day because of your product or service then you are doing it right.

Whether you gained this customer directly, or through a high-quality reseller; whether they found you 
through a great piece of authentic educational content  or maybe a customer success story  or heard 
about you from someone in their network, they are ready and waiting for your service.

Deliver on what you promise   and don’t promise what you can’t deliver. Be authentic. Ask for them to 
be authentic and share their successes, and downfalls, with you. Do all of this for your customers, and 
you will attract quality partners as well.



INTRODUCING ALLBOUND 
PARTNER SALES ACCELERATION SOFTWARE

Allbound works by centralizing the people, content and 
technology in your sales ecosystem to make your partner 
channels more effective. 

You can finally say goodbye to the complex portals, legacy 
PRM systems and cluttered inboxes that restrain channel 
performance in today’s digital enterprise. Allbound is reinventing 
how business is done together, freeing organizations to put 
their focus back on the customer, and replacing crippling power 
struggles with powerful partnerships.
 
Request a demo today at Allbound.com.
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