
By stephen martin, director of europe

Balancing Regional Channel Priorities
I have just returned from a Professional Pricing Conference in Brussels which was well 

attended by delegates from Europe and the USA. 
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nevitably we fell to discussing com-

parisons between the two regions 

and resolving the age old problem of 

centralised pricing control balanced 

against the need for local flexibility. 

The American contingent argued that Europe is 

inefficient because there is not enough centralised 

management of pricing consistency, discounts and 

channel value (principally sales effort and stock 

holding). The European contingent responded that 

centralised consistency comes at the cost of local 

competitiveness and that, especially in industrial 

markets, there is so much competition that the 

costs outweighed the benefits. 

After some good natured name calling and  

character assassination (“Americans always think 

they are right, Europeans always complain”) we 

agreed the comparison is based upon what we  

each found worked best for our respective regions 

and therefore depends upon the characteristics of 

the region. As usual, it fell to the Frank Lynn & 

Associates representative to play the role of referee! 

The USA is a large relatively homogeneous 

market, where the EFFICIENT capture of a seg-

ment of the market opportunity can generate a 

highly profitable, scalable business. However a key 

driver of efficiency is the reduction of local flex-

ibility, so the United States often puts a priority on 

centralised control. In Europe the opportunity to 

expand a business is complicated by the country 

specific laws and customs, so what works in France 

may not work in Germany, whereas what works in 

Alabama will generally work in California.

Europe is a large relatively heterogeneous  

market where the opportunities for income/profit 

arise from the EFFECTIVE capture of customer 

loyalty. However Europe is densely populated 

(approximately 2.5 times as densely as USA) and 

has experienced several thousand years of conflict 

and war which has created a much more local 

focus. Customer loyalty is created through local 

relationships, defended by local customs within the 

local culture and, due to the density of customers 

and suppliers; this loyalty is constantly under  

competitive threat. 

Much of our discussion revolved around the 

key issue of managing board and shareholder 

expectations. As one delegate said “it is all very 

well knowing the truth, but until the board agrees 

that it is the truth then they will expect you to 

repeat the business model that they have used 

before”. Educating the managing board therefore 

becomes a critical factor prior to selecting a channel 

management strategy. 

The USA approach has the advantage of sim-

plicity, but tends to drive the customer towards 

a price focussed purchase choice. The European 

approach has the advantage of customer stability 

but is very difficult to grow. Margin focussed  

management and growth focussed management 

therefore tend to prefer different approaches. 

Summary

For a more detailed discussion about managing channel 
pricing dynamics across broad diverse markets such as the 
United States and Europe, please contact John Henderson, 
CEO of Frank Lynn & Associates (jhenderson@franklynn.
com) or Stephen Martin, Director-Europe (smartin@frank-
lynn.com) Carl Cullotta
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For a more detailed discussion or to arrange a demo of the 
SAVO sales enablement solution, contact Karl Edmunds at 
312-558-4866 or kedmunds@franklynn.com or Phil Corbett 
at SAVO at  Phil.Corbett@savogroup.com

the registration. In addition, make sure that part-

ners can provide ratings and comments, but make 

sure your solution provides flexible ways to hide 

comments from other partners while still allowing 

channel managers to communicate with partners.

• Let channel partners tailor the message without 

obliterating the brand. Channel managers want 

consistent messaging and branding of the pre-

sentations, sell sheets, proposals, and other docu-

ments that partner salespeople use. A consistent 

message is critical to a vendor, but often the very 

reason for having partners is to enable them to 

tailor the message to a particular industry or 

other audience.

 
Key to success: make sure that a Channel 

Enablement solution allows partners to personalize 

approved sales materials without having to worry 

about fonts and colors or using PDF editing tools. 

For example, a solution should have the ability to 

automatically update generic sell sheets with a  

partner organization’s boilerplate company  

description and the direct contact information of  

the partner salesperson.

Get Started
If you aren’t truly enabling your channel partners, 

you may not hear about it—they may be selling 

someone else’s products. Increasingly, the channel 

is expecting that vendors do more than just provide 

the traditional partner portal. Channel Enablement 

goes beyond portal functionality to push the best 

content, insight, and expertise that enables partner 

sellers to sell more proactively. When considering 

your Channel Enablement strategy, make sure you 

consider the keys to success that make it easier for 

your partners to sell your products.

About SAVO
Founded in 1999, SAVO is the industry’s only 

provider of collaborative Sales and Channel 

Enablement solutions. SAVO’s on-demand Sales 

and Channel Enablement platform maximizes the 

direct and indirect sales organization’s ability to 

communicate value and differentiation in clear,  

consistent, and compelling ways. Combining  

proven sales and marketing best practices with 

award-winning technology, SAVO addresses all 

aspects of the Sales

Enablement challenge—spanning people,  

process, insight, and technology.

The combination of real-world client experience, 

an innovative consulting approach and award-

winning technology uniquely positions SAVO to 

deliver practical solutions to enable the entire  

sales organization.




