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hen developing a new marketing strategy, sometimes it’s just too complicated.  We sit 
around the table and think of all the different angles and approaches we might use. And 
of course, we think we’ve simply got to come up with something original, something that 
none of our competitors are doing or saying. In reality, there aren’t many original ideas 
left these days.

At �e Partner Channel®, we work with Partners and ISVs every day, helping them de-
velop marketing messages and strategies. In the initial conversations with a Partner, we always ask 
what their distinctive selling points are, what it is they do differently than the competition, what 
verticals they work in, and what successes and failures they’ve had in the past in their marketing 
programs. We often hear the same things: quality, service, knowledge. �e problem is…nearly ev-
eryone says that. One of the struggles we all have is developing a marketing approach that doesn’t 
appear to be a marketing approach. We’ve all read the fancy brochures that tout the great staff, the 
years of experience and the dedication to a happy customer. And for those of us who write and 
design those brochures, we look at them with a great appreciation. Others look at these pieces 
as nothing more than “fluff.”

Use Your Tools
One of the most important tools we have in our marketing arsenal is the recommenda-

tion by a happy customer. It’s called a “testimonial,” and we simply don’t use them enough. 
�ere is no better marketing message then one delivered by a happy customer who has 
experienced your knowledge and ability to solve their problems. �e prospect who sees 
or reads a testimonial will likely feel much more comfortable that your firm understands 
his or her business. As we tell Partners, the prospect already expects you to understand 
the software business well, but how can he be convinced that you understand his type 
of business and that you actually can solve real business problems? How better to get 
closer to that confidence than to hear your past customers describe their positive ex-
periences with your firm?

Make a List
So how do you go about gathering testimonials and then integrating them into solid 

marketing programs? �e first step is to sit down with your sales staff and get their 
opinions on customers who would speak well about your team. If you’re trying to 
penetrate a particular vertical, make certain you have several testimonials that can 
support your experience in that business category. Also make sure you have a good 
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mix of men and women, younger and older, so 
you’ll have a full range of testimonials to use 
with specific prospects. After your team has 
identified many potential testimonial subjects, 
you’ll need to contact each of them, prefer-
ably in person or by phone, to make certain 
that they’re willing to participate. Realize that 
in some businesses, there are simply policies 
prohibiting testimonials of vendors. In reality 
you won’t gather testimonials, especially good 
ones, from everyone on your initial list:  have 
more on your list than what you eventually 
hope to capture.

Getting the Glowing Reviews 
What’s the next step? �e best way to get a 

testimonial from one of your customers is to 
have someone else make the call. It seems to 
be more comfortable for your customer to talk 
about how wonderful you are to someone else. 
And it certainly takes the pressure off you. En-
sure that the person doing the interview under-
stands your business and some of the specific 
things addressed with the particular client. If 
you’re thinking that you can steer a client to 
make comments about certain things in your 
relationship, you’re absolutely right. If the cli-
ent truly enjoys the professional relationship, 
they’ll gladly sing your praises. A suggestion 
may be to record the telephone interviews. Of 
course inform the client that you’d like to re-
cord the call for accuracy purposes.

Many people say “Oh, we’ll just have a cli-
ent write some things and send them to us.” 
�at’s a great idea, but in reality, it rarely hap-
pens.  �e client is uncomfortable staring at a 
blank computer screen, and so he/she simply 
doesn’t get it done. From our experience, the 
telephone interview is a great way of gather-
ing testimonials.  

Of course, another excellent way to gather 
testimonials is by doing interviews on video-
tape. �is is one of the most powerful medi-
ums in which to present customers’ opinions 
because it is real, real time, and certainly not 
staged. �e beauty of the videotaped interview 
is that it offers so many different applications.  
Of course you can assemble testimonials as a 
“video brochure” to be used in general market-
ing. You can also use video testimonials on a 
“pick and choose” basis when targeting a spe-
cific vertical prospect. In other words, use two 
or three of your clients who most closely mirror 
the type of business of the prospect. �is works 
especially well when you have deep experience 
in a vertical and can “prove” you understand 
their business. �ere is no question that video 

interviewing and assembly into finished video 
marketing pieces are expensive. However, don’t 
forget that you’ll be able to use the testimoni-
als on your web site as well as a basis for your 
printed material, tradeshow booth, and other 
unique marketing approaches. �ere simply is 
no better marketing message than that deliv-
ered from a happy customer.

One last thing:  after you’ve gathered your 
testimonials and identified which ones to use, 
you must contact those clients and get their 
approval. Send them a copy of any of the 
quotes you might ever use for their review. 
Also, include a release form that states that 
they approve of the use of the quotes as well as 
their name, title, and company name in your 
marketing efforts. �ey should sign, date, and 
return the original release form to you.

One of the Best - Ever
In reading a recent book by sales trainer 

Jeffrey Gitomer titled �e Patterson Prin-
ciples on Selling, we came across a chapter 
about testimonials and their importance. �e 
author talks about how more than 100 years 
ago the founder of the NCR Corporation 
(those folks who brought the cash register to 
the retail world) felt the testimonial was one 
of the most effective selling tools that existed. 
�e founder’s name was John Patterson.  He 
said, “A satisfied user is the best advertise-
ment you could have” and “Testimonials are 
proof that your claims are true.”  Gitomer 
writes that testimonials are “sales power.” He 
brings up five important points:  

A testimonial provides proof that your 
product is what you say it is. 
It strengthens the loyalty bond between 
you and the customer. 
It’s the only proof you’ve got. 
It reduces the risk of purchasing (for the 
prospect). 
It deflates the competition, especially 
if it is a testimonial of a customer who 
switched.

So what are you waiting for? �e testimo-
nial is one of the best marketing tools you’ve 
got. You may feel uneasy, but in your heart you 
know you have many customers who value 
your relationship and what you provide their 
firm. �ey’ll likely be happy to talk about how 
you’ve helped improve their businesses. We 
all know the best leads come from referrals. 
�ere is no question this is the next best thing. 
You can sit around the conference room table 
for days and days trying to figure out the next 
catchy headline for that direct mail piece or 
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you can let your happy customers say it much 
better, with much more credibility than any-
thing you could dream up. Testimonials may 
well be the best thing you could ever do for 
your marketing program. 
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