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The 2025 partner marketing skills report

Foreword

Welcome to the Coterie Partner Marketing Skills 2030 Report, which
analyses the key trends, gaps, and opportunities in the partner
marketing sphere. This thought-provoking report, based on
independent research draws on quantitative insights from across
the partner marketing industry, augmented by in-depth perceptions
and observations from leaders and thinkers in our sector.

The report speculates on the future of partner marketing, raises stimulating questions and
poses points for consideration to all partner marketing professionals, partner marketing
educators, and strategic leaders. While this report is optimistic overall, the research is

a realistic eye-opener that challenges partner marketers and strategic leaders to think
beyond the everyday business-as-usual and take the opportunity to reexamine their
investment, training and upskilling in partner marketing skills, especially in light of the
global obsession with Al.

Coterie, an industry leader in partner marketing and GTM strategies, has a proven track
record of producing respected, insightful research on partner marketing. Coterie’s approach
to knowledge-based insight is complemented by its partnerships with UK Higher Education
academics, global partner marketing professionals and strategic leaders and is underpinned
by research and development funding from UKRI Innovate UK.
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The evolution of partner
marketing teams

The conversion of this research and development into practical action has led to the
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the Chartered Institute of Marketing and CPD.

The Coterie Partner Marketing Skills 2030 Report is more than just an analysis: it's a call to
on what's happening in our industry, to protect and enhance the skills we — and hopefully
the next generation of partner marketers — are constantly developing so that we can all
succeed as we enter the next chapter.
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Pmarketing skills report

h over 3.7bn
eople voting in

72 countries - the
biggest election
yeadr in human
history - 2024 was
always going to be
a bumpy ride

for business.
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was even more pronounced. The
rush to invest in Al collided with
confusion and reluctance, general
tech investments slowed due to
need to be both innovative and agile
accelerated pace.

For marketers in the tech sector,
especially those in the channel
ecosystem, these challenges were
compounded by a shift in team
structure, evolving priorities driven
by the obsession, paranoia and

excitement surrounding generative Al,
and the relentless pressure to demonstrate
Return On Investment (ROI) on spending
and activities.

And yet despite these headwinds,

partner marketers were upbeat about 2025,
according to our research, with budgets
increasing and a strong appetite for training
to bridge skills and knowledge gaps.



The 2025 partner marketing skills report

In our previous research report: Ecosystems 2.0 -
marketing value from your most important relationships, we
focused on the changing face of ecosystem marketing, the impact
these changes had on relationship building and the skills and
technologies required to cultivate and drive business growth in
the aftermath of the pandemic.

Building on this foundation, our latest research report investigates the challenges and emerging
trends shaping ecosystem marketing skills today and in the future. Critically, we look at how
the changing shape of the marketing function is impacting nuanced and specialist partner
marketing skills, and we ask if these vital skills are at risk of being diluted as vendors and service
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This report is based on statistical
research conducted by independent
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for more information). However,

lbbecause the partner ecosystem is
inherently human-centric - especially
when it comes to marketing -

we've complemented this data by
interviewing a range of ecosystem
executives from vendors, partners and
service providers. Their stories and
perspectives provide deeper context
and bring the data to life, illustrating
the real-world implications of the
trends and challenges our research
has uncovered.

This report blends research with
personal insights to provide a clear
view of today’s ecosystem marketing
skills landscape.

We hope it offers the perspective you
need to prepare, adapt, and equip
your teams for the inevitable changes
and transformations happening
today, tomorrow and beyond.
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Money matters; the ups and downs
of partner marketing budgets

For decades, vendors have leaned on their partner ecosystems
during times of economic instability. The encouraging news from
our research is that this time, vendors are reinforcing that reliance

by increasing budgets.

According to the dataq, Almost a third, Over a third, And
84% 28%, 39%, 17%
o 0, o, 0,
of partner marketers expect an increase anticipate a rise foresee budget
reported a of 1-9%. of 10-19%. increases of
funding boost. 20% or more.

There are likely several factors contributing to this budget boost, even though the economic
outlook is uncertain. For example, it could be to drive growth — shareholder pressure on

vendors is ever-increasing.
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invest in the technology to enhance and improve their marketing strategy.

| think it's likely that although marketing budgets

are increasing, this is in line with overall budgets,
and actually, it's not a percentage increase in real

Investment, it's just in line with overall budget growth.”

Barnaby Wood, Director of Product Management, Arctera




Spending priorities

While it's positive news that spending is on the up for three-quarters
of marketers, the key question is how this money is being allocated
and whether it aligns with strategic priorities.

Main ways increasing budget is being spent:

Campaigns

. People: hiring | promotions [ extra resources

Strategy

Events
PR
Content
Design

Agencies

Martech

I 27
D 25%
24% i
\
21% . N
Advertising is receiving
10% nearly twice the
investment (59%)
10% compared to campaigns,
the second-highest
8% category (27%)
N J

6%

2%
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Our research shows that advertising is
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any other marketing activity. Among those

with growing budgets, 59% are directing
additional funds to advertising—more than
double the 27% investing in campaigns and
the 25% focusing on people.

Among those with growing budgets,

59%

are directing additional funds to
advertising — more than double the

27%

investing in campaigns and the

25%

focusing on people.

This spending pattern mirrors the top strategic
priorities for partner marketers over the next

12 months, with advertising ranked highest
(47%), followed by customer success (37%),
and joint marketing campaigns (33%).




Ecosystem executives we spoke to noted that much of this investment is likely in digital
advertising, particularly on business-focused platforms such as Linkedin, which offer highly
targeted messaging at scale. Digital ad spending grew by a whopping 21.5% over the past
year in South Africa, according to the IAB South Africa Online AdSpend Report.

Another factor behind the high advertising spend is content syndication, where content is
republished across multiple platforms to increase reach and visibility for articles, posts, or
videos. As vendor and partner marketers look to drive end-user demand, content syndication
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the noise and achieve little or no traction with an audience. Whether
It's running a niche services business or a volume transactional
company, advertising on websites like LinkedIn has become
essential to narrow the audience and then target them with key
messages. Most importantly, it’s all trackable and delivers the right
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James Houselander, Director EMEA Marketing at HPE Aruba Networking
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Vendors vs partners

A closer look at the data reveals intriguing differences between
vendor and partner spending priorities or the next 12 months.

While advertising remains the top
investment for both, vendors are placing
greater emphasis on strategy, with 32%
identifying this as a key area, compared to

Main ways increasing budget is being spent:

Advertising s just 20% of partner organisations.
T  61%
Campaigns _23% 29% In contrast, pGrtnerS rank events as a much
Swsrsle = i premeiens o7 higher priority. ThIIS difference may stem
extraresources I 24% from the partners’ need to generate end-
Strategy 32% user demand by leveraging marketing
20% events, both in-person and online to drive
Events e 27% middle- to bottom-of-the-funnel activity.
PR 9% : :
D 10% Vendors, on the other hand, are investing
Content 5% more in people to manage an increase in
12% partner numbers, driven by an increased
Design I 12% reliance on their partner ecosystems during
Agencies 9% economic downturns.
D 5%
Martech 5%

Vendor Total 22 B Partner -




Low priority spending

At the lower end of the spending spectrum, martech and
agencies are receiving minimal investment, with only 6% and 2%
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areas. The limited focus on martech may seem surprising, given
its ubiquity in channel and ecosystem marketing.

However, there could be two reasons for this. Firstly, budget constraints, skills gaps,
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martech’s perceived value, potentially explaining its reduced priority.
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Alternatively, it could be that martech has become saturated and that most
organisations are at a point where they have the martech they need and
therefore have different priorities for their spending.
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The cutback on agencies could also end up resulting in negative consequences.
According to research from IDG company, Foundry, 80% of partner marketers
agree that partner marketing programmes where they work with agencies yield
greater results than those run in-house.

We are still using agencies to support our ecosystems marketing
efforts. There are negatives that happen when you cut agencies
— loss of specialist expertise, increased workload for internal team

potential decline in campaign performance and therefore strained
partner relationships. But there are also some short-term gains such
as cost savings, greater control over brand messaging and faster

decision making that some organisations might be seeking.

Heather Meltvedt, Director, Ecosystems Marketing EMEA & LATAM, Palto Alto
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he evolution of parthner marketing teams

Marketing never stands still. From the days of print ads and direct mail
to today’s Al-driven strategies and obsession with ROI, it's an industry
built on reinvention.

One major shift during this time has been in marketing team structures, particularly in partner
marketing. Once a dedicated, standalone function - albeit often considered the Cinderella of
marketing, as our previous research revealed~_, = .. ' ... ... , R R

are now increasingly blurred. And this change has more serious consequences thon just being
the last team invited into the boardroom.

According to our research, m

83% O
(o

of respondents report some

degree of crossover between

R T But what is driving this
EemE, MDeTG) ey shift, and what impact
'|70/o is it having on budgets,

, , skills, and long-term
of partner marketing teams remain 5
completely independent. SUcCcCess:
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Blurring the lines

There are several reasons why the distinction between partner
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. h ‘ ‘7 .. *Running two fully independent teams is costly, and
many CMOs who often have little to no direct experlenoe wrth partner marketlng
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partner marketers W|th equally sucoessful results.

Not only that, but W|th the constant pressure for marketlng teams to do more with less
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oompanles are relyrng more on centralrsed martec systems - CRM, analytrcs platforms,
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marketlng aot|V|t|es

However, this presents a contradiction, according to our research. Despite martech’s
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surprlsmgly low W|th only 2% of budgets allocated to martech But does th|s mean
that teams are being merged without the proper technology support to enable
real collaboration?

On a more positive note, it's easy to forget how much partner marketing scope

has expanded over the past decade. It's no longer just about co-branding, demand
generation and golf days. It now involves elements of alliances, enablement,
Account-Based Marketing, and joint Go-To-Market strategies, which increasingly
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because of a lack of understanding of what goes on at
a global level of partner marketing.

The alignment to the portfolio, the R&D commitments,
the three-year vision and plan, the focus on the joint
TAL (target account list). Creating joint messaging and
content assets for campaigns, sales enablement, and
bids must be done at that global level, the execution
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In the end you'see the partner marketrng function
churning out events, swag and golf days.

Colleen Fogerty, Partner Marketing and Business Development Leader at ATOS




Another factor that accounts for this changing structure could be more strategic:
knowledge transfer. Businesses recognise the risk of siloing partner marketing expertise
within a small group of individuals. By integrating teams, they aim to spread this
specialised knowledge across the broader marketing department, ensuring critical skills
aren’t lost and making partner marketing more accessible to the wider organisation.

But this then raises another concern: if partner marketing becomes consumed within
broader marketing functions, could it lose C-level sponsorship? Without a clear
advocate at the top, partner marketing priorities may be overshadowed by traditional
marketing goals, diluting its impact and reducing long-term investment.
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It's a balancing act for companies between a knowledge
worker they can’t do without and the c-suites who want
to diffuse the risk through more people. This is happening
across industry and sector. There is a big shift towards a
more centralised style of risk management where skills
are pooled. The challenge with this is you end up with

a jack of all trades and a master of none.
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(Partner marketers) can’t
get no satisfaction

But what impact is the shift in structure having - not just on
individuals within these teams, but also on budgets and the skills
needed for success? And are we at risk of partner marketing
becoming a side hustle, with its specialised skill set fading as
businesses prioritise broader marketing strategies?
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e s T L L L L o . . B5%of those working in
collaborative teams. Combined, this suggests that having separate teams is better
for partner marketer satisfaction and development.
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who felt there wasn’t enough investment being made into partner marketing skills are
almost twice as likely to have more collaborative teams (74%) than those who do feel
there is enough investment (32%).

This could be for several reasons. Those in independent teams may have clearer role
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have greater levels of budget autonomy, so can invest in the most impactful strategies
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spending is more targeted leading to higher impact and better results, which ensures
goals are hit, and marketer satisfaction is greater.
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The demise of partner
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is the integration of teams leading to a loss of spec;ialised partner

marketing skills?

Partner marketing is a distinct discipline with
S 1
enablement, co-selling success, and ROl on
MDF. These are very different to the more

to prioritise direct customer engagement
and sales pipeline growth.

If partner marketing becomes part of a
broader marketing function, will it still be
measured using the right success metrics?
And if not, how will partner marketers justify

ongoing investment, if C-level executives
fail to see direct ROI?
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The shift toward integrated teams may
1
long-term questions about partner
marketing's structure, leadership and
future investment. And, as partner
marketing structures shift, do marketers
have the expertise and skills needed to
succeed in this new environment?

Our next chapter will reveal what
attributes successful partner marketers
need today and how these skills will
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Skills today,
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Skills to MOrrow

Although never appearing in the circus, partner marketers can
juggle and balance with the best of them. The skillset required
to become a successful partner marketer is both vast and
varied — from negotiation to communication, and analytics
and automation.

Partner markers must hold traditional marketing skills alongside a subset of
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marketing are digital/martec skills, strategic thinking, cormmunications, and creativity,
although our respondents ranked them in a different order for each role. These shared
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Top four partner marketing skills required to succeed today
Digital marketing / martech skills 4%
Strategic thinking

Social media [ influencer management

Creativity

Communications 39%
Strategic thinking

Social media / influencer management

Relationship management




Blended skillsets

However, a closer look at the research reveals key differences that
set successful partner marketers apart. For example, collaboration
olgle negotlatlon are rated more highly among partner marketers

. ‘ . Fl . ‘ (See p25 for full skills breakdown)
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This is likely because partner marketers must negotiate co-marketing initiatives, align
messaging across different companies, and manage multi-stakeholder relationships -

all of which require strong interpersonal and relationship-building skills.

Further nuances emerge when we break down the data between independent partner

Completely independent vs. Collaborative

Digital marketing / martech skills
39%

. o 31%
Social media / influencer management e

38%

Creativity T

I 15%
Communications
24%

M Completely independent

54%

Collaborative
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partner marketlng teams ranked d|g|tal marketlng as the most |mportant sk|II whereas those
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This suggests that when partner marketing functions operate separately, there is greater
emphasis on innovative ideas that stand out. Independent partner marketing teams have
more autonomy to produce creative campaigns and understand that their efforts must
break through the noise to win mindshare in a busy ecosystem.

On the other hand, integrated teams prioritise technology and structured planning to
align with broader marketing functions, and centralised marketing goals and KPIs.
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and that is because they have to be consultative. They have
to understand their own business, their partners busmess
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about strategy, execution and alrgnment to sales which is
Increasingly more about leveraging Al, moving towards an
ABM approach through traditional marketing and

digital techniques.

James Houselander, Director of Marketing (EMEA) at HPE Aruba Networking
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Partner marketers must be creative problem-solvers. Their
success depends on developing compelling, co-branded
content that lands with both partners and end customers.
Because they don't engage directly with the audience, their
content must speak for itself - engaging, visually impactful,
and eadsy for partners to use.

Storytelling, adaptable messaging, and strong design are
essential for making sure that partners not only understand

the marketing materials but are motivated to use them.

Jo Dunkley, Co-Founder Coterie




Are we ready for Al?

Interestingly, emerging skills such as Al, automation, data and
analytics ranked near the bottom of the list of skills both partner
today. This trend holds true regardless of whether they are part
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Ecosystem executives we spoke with suggested this could be because of the current
uncertainty around Al. Most organisations are still experimenting with the technology,
lacking a fully formed strategy for integrating it into their marketing functions.
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Additionally, many partner marketers face a tension between creativity and Al. While
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brand’s tone of voice, making it harder to differentiate in a crowded market.
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Digital marketing / martech skills

Strategic thinking

Social media / influencer management

Creativity

Communications

Customer [ partner experience

Al and automation skills
Data and analytical skills

Project management
Negotiation

Relationship management
Adaptability

Budget management

Collaboration

Partner marketing skills required to succeed today:

32%

28%

24%

23%

21%

21%

19%

17%
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15%

15%

12%

R
X

A41%

Field marketer skills required to succeed today:

Communications

Strategic thinking

Social media / influencer management

Relationship management

Customer [ partner experience

Digital marketing / martech skills

Al and automation skills
Creativity

Negotiation

Data and analytical skills
Project management
Adaptability

Budget management

Collaboration

3%

3%

32%

29%

27%

25%

24%

24%

21%

20%

15%

13%

13%

39%
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Partner marketing today demands
a blend of creativity, collaboration,
and technical expertise to
successfully navigate complex
partner ecosystems - it's what sets
partner marketers apart from their
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But the landscape is shifting. While
Al, automation, and data analytics
may rank low among today’s

essential skills, our research shows
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To stay ahead, partner marketers
will need to adapt, develop new
capabilities, and juggle an even
broader skill set.








