Cybersecurity
partnership
marketing that
converts

Six steps to build stronger, smarter, and
more profitable cyber partnerships
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The cybersecurity market is crowded,
complex, and moving faster than ever.

Over 3,500 vendors compete globally, often
with overlapping solutions. Partner marketers
face a unique challenge: visibility alone is not
enough. They must achieve relevance.
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Cybersecurity spending is projected to reach US
$281 billion by 2025, with 90 per cent influenced
by partners (Omdia, 2025). Yet many vendors
struggle to capture partner mindshare. With

so many players competing for the same
routes to market, standing out demands clarity,
collaboration, and creativity.

This checklist helps you assess your partner
strategy and identify where to focus. Whether
you are a vendor, distributor, or alliance
marketer, success comes from creating value
across an ecosystem, not just one-to-one
relationships.

If you'd like expert help implementing these
steps, Coterie specialises in helping cybersecurity
vendors go to market effectively through their
partner ecosystem.
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ol.
Partner prioritisation:

focus on the partners who move the needle

Your challenge:
Too many partners. Not enough traction.

In cybersecurity, single-vendor stories often get lost because the
market is saturated and fragmented. Partner marketing needs to
highlight how your ecosystem delivers broader, integrated value.
For example, by combining a core cybersecurity vendor (e.g.
Palo Alto Networks) with complementary technologies (e.g. data
visibility from Netskope or email security from Mimecast) and a
services layer (e.g. NTT DATA).

That said, so many vendors spread resources too thinly across
partners that bring little revenue or influence, making identifying
the partners who actually move the needle critical for visibility
and growth. According to a 2025 ChannelVision / CompTIA survey,
most vendors earn less than 15 per cent of channel revenue from
their top 10 partners, yet those partners can accelerate deal
velocity by 30 -40 percent.
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Ask yourself:

Which partners drive the majority
of your revenue?

Which ones have the strongest
relationships or open routes to new
markets?

Which partners co-invest in marketing,
enablement, or go-to-market activities?

How can marketplaces and alliances
amplify your visibility?
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Actionable tips:

« Identify complementary vendors, ISVs, and hyperscalers
that expand your relevance in multi-vendor deals. Partners
prioritise solutions that slot into ecosystems rather than
point products.

* Map your partner ecosystem, including resellers, MSSPs,
ISVs, alliances, and marketplaces, using a simple matrix.

« Identify complementary vendors, ISVs, and hyperscalers
that expand your relevance in multi-vendor deals. Partners
prioritise solutions that slot into ecosystems rather than

* Build a joint success plan: define segmentation,
positioning, objectives, tactics, and measures.

* Prioritise partners who invest back with aligned markets,
shared customers, or complementary solutions.

» Don't overlook ISVs that extend functionality, analytics,
automation, or compliance. they can significantly increase
partner value and differentiation.

point products. .

* Segment partners into tiers: Strategic Growth, Enable &
Nurture, Low Engagement.

/

* Focus your investment: dedicate 80 per cent of MDF and

0
7 Protip:

Visibility in multi-vendor deals comes from
alignment and co-investment, not logos.

enablement time to the top 20 per cent.
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02.
Partner programme development:

build for impact

Your challenge:

Overcomplicated programmes that partners
don’t engage with.

: : Ask yourself:
Complex structures and unclear incentives can leave partners

confused and unmotivated. GTIA found that only one in three
partners fully understand vendor incentive models, leaving
growth opportunities on the table.! Any programme that
simplifies participation and aligns rewards with outcomes drives
engagement and accelerates cyber solution adoption.

Does your programme make
it easy for partners to sell and
market your solutions?

outcomes such as recurring
revenue or customer retention?

Do tiers and benefits motivate
partners to grow?

@ Are incentives aligned with
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Actionable tips:

* Map the partner journey from onboarding to first sale and identify friction points.

« Simplify your structure: tie tiers and benefits to results such as pipeline growth
and recurring revenue.

* Create quick wins: provide plug-and-play campaigns partners can activate in
under an hour.

» Recognise advocacy: celebrate partner success publicly, highlighting awards,
breach prevention, or vertical achievements.

* Include marketplace enablement: make it easy for partners to feature your
solutions effectively.

* Introduce simple, creative SPIFFs tied to campaigns, ecosystem collaboration, or
outcome milestones to drive short-term focus and partner excitement.

Pro tip:

« Simple, outcome-focused programmes generate higher
engagement and faster results.

« Creative, time-bound incentives aligned to real customer outcomes
drive stronger activation than generic rewards.
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03.
Partner value proposition:

define what makes you different

Your challenge:

You are guessing what partners value
instead of knowing.

Ask yourself:

Assuming you know partner priorities can waste resources and
reduce engagement. Data-driven insight into partners’ needs,
struggles, and business models ensures your strategy aligns

with real-world priorities. According to a 2025 McKinsey survey,
organisations that act on partner insights see a 25 per cent higher

engagement rate. @ Does your value proposition reflect

Can you articulate what makes your
solution stand out in one sentence?

partners’ and customers’ actual
challenges?

Are you showing measurable
outcomes, such as risk reduction, faster
compliance, or ROI?
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Actionable tips:

to uncover the truth. business more profitable or customers’ lives easier.
* Show how your solution strengthens a broader ecosystem. . Highlight value for marketplaces and alliance channels to
Partners care about how you fit into their stack, not just show relevance across the ecosystem.

what you do independently.

* Find proof points: quantify outcomes such as reduced | ' .
breach risk, faster compliance, or simplified management. * ” Pro tlp:
-,©\- Your value proposition is about what partners
and customers achieve because of you, not just
what you do.

» Speak human: cut jargon and acronyms, and lead with
outcomes.
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04.
Partner insight:

find out what partners actually want

Your challenge:
You are guessing what partners value
instead of knowing.

Assuming you know partner priorities can waste resources and
reduce engagement. Data-driven insight into partners’ needs,
struggles, and business models ensures your strategy aligns
with real-world priorities. According to a 2025 McKinsey survey,
organisations that act on partner insights see a 25 per cent
higher engagement rate.
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Ask yourself:

When did you last ask partners what
they need and act on it?

Do you know which enablement tools,
incentives, or campaigns drive their
success?

Are you aligning strategy with partners’
evolving business models, such as
managed services or recurring revenue?
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Actionable tips:

* Listen systematically: run short pulse surveys or
quarterly interviews.

* Map the partner journey: identify struggles in onboarding,
sales enablement, lead generation, or deal registration.

* Build feedback loops: create partner councils or advisory
boards to validate new ideas.

» Use data: analyse portal usage, campaign activation, and
performance metrics.

* Analyse customer purchase patterns, renewal cycles,
and adoption gaps to identify the most profitable, low-
effort opportunities. Share these insights with partners
and distributors so they know exactly where the highest
conversion potential sits.

* Use this data to pinpoint quick-win cross-sell and upsell
motions, rather than spreading activity across less
productive segments.

* Close the loop: communicate changes based on feedback
to build trust and loyalty.

N
‘=" Protip:

. The best partner strategies are co-created,
| not dictated.
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05.
Content & campaigns:
create partner-ready assets that stand out

Your challenge:
Partners don’t use your content,
or it doesn’t convert.

Ask yourself:
Even excellent content fails if it is hard to co-brand or does not

address partner and customer priorities. Cyber partners need
practical, easy-to-use assets that demonstrate measurable
outcomes and integrate seamlessly into their sales and
marketplace channels.

Are marketing materials co-brandable
and easy for partners to use?

just product features?

Are storytelling, visuals, and proof
points resonating with non-technical
buyers?

@ Do campaigns focus on outcomes or
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Actionable tips:

* Use campaigns to educate and condition the market on « Create story-driven assets: highlight customer outcomes
emerging risks, regulatory changes, and industry trends. Not or real-world breaches solved.

just to promote features.

* Include marketplaces and alliances: provide ready-to-go
 Co-brand for impact: provide editable templates, shared assets for multiple channels.

messaging, and clear calls to action.

» Think beyond datasheets: offer social copy, bite-sized | I
videos, and interactive demos. N “  Pro tip:

Partners share content that tells a story they can
retell to customers.

* Repurpose top content: convert whitepapers into LinkedIn
posts or short guides for partners.
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06.
Think differentl?l:
learn from B2C for B2B impact

Your challenge:
You are selling safety but not telling a story.

Technical specifications alone rarely engage partners or end
customers. Cybersecurity marketing benefits from emotion,
storytelling, and relatable examples that humanise risk and show
tangible business value. A 2024 Gartner study found that B2B
buyers respond 1.5x more to story-driven content than technical
specs alone (Gartner, 2024).
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Ask yourself:

Are you leveraging emotional
storytelling or relying on technical
specs?

Do you personalise partner and
customer experiences?

Could social proof, testimonials, or
short-form video make your brand
more relatable?
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Actionable tips:

» Borrow from B2C: use emotion, simplicity, and storytelling
to build trust.

* Humanise the risk: show how your solution protects real
lives, not just networks.

* Use social proof: customer success videos, partner
testimonials, and review snippets.

 Test creative formats: short-form video, animation, and
influencer collaborations.

* Tailor campaigns for different partner types, verticals, and
marketplaces.

N
“  Protip:

. Make your audience feel relief, empowerment,
| and confidence. That is how you stand out.
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Let’s turn these ideas
into a tangible plan...

Why not book a free 30-minute
Differentiation Audit with Coterie?

We can work with you and your team to
help you pinpoint focus areas, optimise
engagement, and stand out in your
cybersecurity partner ecosystem.

Book your free audit now
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Why Coterie

At Coterie, we specialise in helping
cybersecurity vendors go to market through
their partners.

We understand the unique challenges of
visibility, enablement, and ecosystem growth,
and how to translate them into measurable
commercial outcomes.

We're proud to have been shortlisted in
the B2B Marketing Awards for Global B2B
Marketing Agency of the Year, recognising
our work in helping technology and
cybersecurity brands build partner
ecosystems that deliver lasting impact.
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https://outlook.office.com/book/DiscoveryCall@thisisaudience.com/

Your Partner
Marketing Experts

coterie.global

Follow us on social media:

(in)


https://coterie.global/
https://www.linkedin.com/company/coterie-marketing/
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