
8 principles for successful channel partner onboarding  
 
Onboarding a channel partner is a complex process. Why? Because bringing a 
partner into your business is not that different than sharing your life with 
someone. Sure you’ve got the basics covered: find the right fit; and ensure you 
each know what your expectations are for the relationship. First off, a common 
viewpoint on strategy will go a long way. Think about it, if you were Amazon, 
wouldn’t it be fantastic to find a channel partner who is for instance similarly 
obsessed with great value and superb supply chains?  
 
While most people have the foundation right, there are a few things that are less 
obvious when it comes to making one of these ‘business life commitments’ 
work.  
 
1. Do assign clear ownership of process 
 
Be very specific on who owns a process. While partnership values like helping 
each other are great and can set the underlying tone to a channel partner 
relationship, try not to complicate an already complex dynamic. At the start, 
create an owner for the process of onboarding and resist the urge to have 
several functional process-owners. Or, in case your company and the partnership 
are large enough to merit those, have one project manager that can oversee it 
all. Creating consistency and accountability will greatly improve your chances for 
a smooth onboarding process. Defining clear metrics for what constitutes 
success and reporting to stakeholders is a key final step in ownership. 
 
2. Do make your first impression truly count 
 
As with all relationships, this one has a ‘honeymoon’ period. In the beginning, 
everyone is excited about what the opportunity means and its mutual and 
monetary benefits. The proof of the proverbial pudding is in what comes after. 
How you tackle obstacles, and the attention paid to efficiencies will count. 
Please don’t be that company that nobody wants to work with. Whispers of 
dissent usually make their way to competitors. In the worst case, should you and 
your channel partner part company in less than ideal circumstances, their first 
port of call will be one of your competitors because of their familiarity in the 
vertical and the fact that they owe you little, if any, loyalty. So make sure that 
your channel partner doesn’t regret the decision to be associated with your 
brand. 



 
Remember, each day your partner spends struggling with an inefficient 
onboarding process is one less day they spend selling your product. Some 
things to ask yourself at the start of the relationship are: 
 

1. Is everyone aware and aligned on strategic goals? How often will you 
meet to review them? 

2. Who collects and consolidates leads and who manages them? 
3. Is there an incentive program in place? 
4. How will reporting between the two organizations be handled? 
5. Will you have an articulated set of service standards for customers? 
6. Is there a formal process in place for managing conflicts that may 

arise? 
7. Have you made your partners aware of the challenges you’re facing 

with your customers? 
8. Do they know where you stand in relation to your competitive set? 
9. Do they know what the life cycle of a sale looks like? 
10. Are they oriented on the tools available to them? 

 
3. Don’t discount the value of automation 
 
More companies today are using software to manage their partner relationships. 
This goes for onboarding as well. With automation, you can set all the 
parameters that are important to your specific set of needs and have an 
enterprise level system that’s built out or customized to tackle them. This 
approach can streamline operations, improve productivity and enhance 
outcomes. Your partners will gain access to the required documentation, and, 
through reporting, you will get the oversight you need on where things stand. 
The less quantifiable benefit is that by investing in systems, you’re putting your 
money where your mouth is, so to speak, in showing commitment to the 
partnership. 
 
4. Do keep open lines of communication, especially to 

communicate value  
 
Leading in from the point above is communication. Saying communication is the 
cornerstone of a successful onboarding would not be an overstatement. This 
goes much further into a partner relationship than onboarding. With its many 
positives, automation comes with some negatives. Expecting a system to give 



you everything you need is a mistake. Even the best software offers very little 
when it doesn’t have quality human input. Clearly communicated goals, 
processes, expectations, working culture and everything else that is important to 
you enable a partner to hit the ground running. And when they do, it goes a 
long way to commend the value they are bringing to you. Telling them where 
they fit into your value proposition, how they enhance it and what you want to 
achieve as partners can go a long way in making for a successful partnership. 
 
5. Do give your partners Executive access 
 
While welcoming a partner with clear strategic goals and the steps and tools to 
function operationally is vital, another important step is to give them an 
Executive welcome.  When a channel partner sees that commitment starts from 
the top, it fosters a climate of dedication. Having organized, clear 
communication between both Executive teams is a good place to start, offering 
not only alignment and consistency but also a sense of common commitment. 
The steps you can take will vary depending on the size of your organization and 
can include things like formal letters, easy access to Executive contact 
information, site visits and invitations to special closed-door events. 
 
6. Do prioritize training 
 
Training and enabling partners is a step of utmost importance and starts at the 
stage of onboarding. To begin with, consider creating a central location for all 
training resources. This makes for easy delivery and maintenance as well as 
consistency across all employees. Support this with ongoing announcements 
and clear communication of requirements so people access and use these 
resources. Also, consider putting in place certifications for applicable employees 
so you know you have an acceptable level of knowledge across the board. Your 
partner’s level of performance must continually improve from day one. 
Thoughtful, accessible and engaging training is the way to get to a point of 
excellence. 
 
7. Don’t forget the security of your information 
 
An onboarding requires a lot of exchange of data. This kind of partnership will 
require full disclosure and transparency especially because you’re sharing 
important documents like legal and financial ones, the loss of which could have 
serious implications. The onboarding experience sets the tone for what to 



expect in the partnership. A well-organized, clear and committed start that sets 
document ownership and puts all resources in one well-protected place for easy 
access is important. Speed and accuracy will cut downtimes and preserve your 
relationship, saving it from finger pointing should someone drop the ball. 
 
8. Do have a clear budget 
 
Onboarding, as we’ve established, is a large undertaking that involves cost. 
Calculating the hard costs like fees payable, software, training, and associated 
administrative expenses is easy enough. These in themselves are not small but 
when you add to them the various soft costs, things can become very expensive 
unless managed well. Under this category falls the cost of loss of business in the 
time taken to make sure an onboarding is successful. Often this involves 
cancellation or ending of contracts with legacy vendors, which could take time. 
Another is crafting a story for your new brand because that is exactly what you’ll 
have. Be sure to incorporate marketing costs for your new value proposition. 
Also allow for the cost of process change. When you add a partner, you’re often 
lengthening the life cycle of a sale. This will mean fewer sales at first, which has a 
cost. These are not negatives because a truly successful partnership will fix all 
that and more in time. Ignoring these costs, however, can create a bottom line 
change that indicates failure, which often leads to abandoning a potentially 
successful relationship. 
 
All things considered, our biggest piece of advice is: don’t wait for the first 
official day of partnership to start onboarding. Begin thinking about the 
implementation as soon as a partnership is finalized. And no matter how 
smoothly an onboarding experience goes, when you’re done, make sure you 
walk away with at least one lesson learned on how to do it even better next 
time!  
 
For more information on the subject, please attend our KEYNOTE SESSION: BEST 
PRACTICES FOR ONBOARDING THE SUCCESSFUL CHANNEL PARTNER by KEN 
BISNOFF at 9:45 AM on August 25th.  
 
Ken is the Sr. Vice President Strategic Opportunities, at TelePacific. He is a founding 
member of the Executive team with twenty-five years of telecommunications 
experience. In his role, he has senior management responsibility for retail sales (direct 
and agent channels). In this session, you will learn the necessary tools to target the 
right customers and how to enhance agent revenue and success. 
 



The session is a part of the 8th Annual Channel Management Summit 2015. This 
summit will be held from August 24-28, in Los Angeles, and will gather a very selective 
group of leaders from different industries to discuss today’s challenges and 
opportunities present in the Channel Management industry. At this World-Class 
Summit, you will learn from some of the top experts in the industry on how to best 
formulate and execute an effective Channel Management strategy. You will also be 
exposed to different technologies and methodologies that will empower your business 
to best control your channels, predict changes, and most importantly maximize your 
profits. For more information, please have a look at our agenda here: 
http://www.channelmanagementsummit.com/agenda-mc  


