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Siloed Direct and Indirect Sales  
Are Hurting ISV Businesses 
CloudBlue Connect helps companies unify channel operations  
to increase efficiencies and reduce TCO
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In many commercial industries, producers of 
goods and services reach end customers through 
a network of distributors to access markets they 
wouldn’t be able to serve by themselves. Following 
the same logic, independent software vendors 
(ISVs) leverage both a direct sales channel and an 
indirect sales channel to grow their businesses. 
In fact, the majority of ISVs embrace an indirect 
channel sales strategy, selling their solutions to 
channel partners directly or through a distributor.1 

Case in point, Microsoft stated that 95% of its 
commercial revenue flows through its partners.2

However, conducting business in the indirect 
channel, particularly tier 2, comes with challenges 
for ISVs. They usually have a combination of one-
off, manual ordering processes for small partners 
on top of multiple one-off custom integrations to 
connect their own systems with distributors and 
other channel partner systems. (See diagram 1) 

As most ISVs focus on solving their indirect 
channel problems, they overlook an even bigger 
problem. According to Jay McBain of Forrester, 
80% of companies across all industries silo their 
indirect sales.3 By separating their indirect channel 
from their direct channel, ISVs have two different 
systems with duplicate processes and resources. 

In addition to the time-consuming, costly 
drawbacks of maintaining two systems, a 

separate Forrester survey found that 57% of 
channel marketing teams also operate in a silo.4 
Duplicating resources not only leads to more  
overhead costs but also means that ISVs have to 
update two different teams with the latest sales 
and marketing information.  

Ideally, by combining direct and indirect channels, 
ISVs would be able to consolidate resources to 
run a leaner operation and free up time to focus 

on product development, build more value-
added services for their customers and grow 
their marketplace. This starts by first solving the 
inefficiencies of their indirect channel business, 
then extending this solution in a non-invasive way 
to their direct channel to consolidate and simplify 
operations. 

How ISVs have maintained their indirect 
channel 
Most ISVs start with a direct channel and then 
establish their indirect channel when they’re 
ready to grow. (See diagram 2) However, to build 
an indirect channel, ISVs must give their channel 
partners the ability to transact with them. 

Typically, ISVs hire a dedicated team of engineers 
to build their own partner e-commerce automation 
solution and partner portal. Based on internal 
insights, CloudBlue estimates that ISVs spend 
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Diagram 1: Siloed Direct and Indirect Channel Sales
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more than $1 million per year to maintain this type 
of integration and solution—and this is just the tip 
of the iceberg in maintenance costs. To work with 
different distributors and other channel partners, 
ISVs also have to build a unique integration with 
each of their partners’ systems. 

For decades, businesses have been using 
electronic data interchange (EDI) to remove 
manual processes. EDI’s reliability, strong security 
and widespread adoption still entice companies 
to continue using it rather than APIs, despite the 
added benefits and capabilities the latter present. 
For instance, API integrations can be more 
accurate because the software actually talks to the 
other system rather than via a file feed, as with EDI. 

EDI has other drawbacks. First, it has three 
different standards, and each has three different 
versions. This makes it difficult for businesses to 
work together if they are on different versions. 
Secondly, implementation requires an exhaustive 
multiweek process involving multiple parties. And 
lastly, roughly 95% of EDI software requires a 
custom build,5 calling for ISVs to either hire outside 
consultants or a dedicated in-house team to build 
and maintain these integrations, which becomes a 
costly expense. (See diagram 3)

Meanwhile, APIs hold a number of benefits. 
APIs standardize information, making it easy to 
integrate with any system and eliminating the 
need for custom builds. They have the flexibility 
to be configured in any way per partner so the 
ISV can choose only the information needed for 
its systems. And they communicate in real time, 
speeding up processes and cutting down errors.
 
Solving for indirect channel operations 
The total cost of ownership for the technology 
supporting a partner portal and all the integrations 
with channel partners hurts an ISV’s ability to grow 
and scale. Rather than keeping a large, dedicated 
team to maintain their indirect channel systems as 
well as develop and maintain custom integrations, 
ISVs should consider retiring their homegrown 
system and upgrading to a future-proof solution 
that significantly reduces the approximate $1 
million in annual maintenance costs. 

This would allow ISVs to take the resources 
they have tied up in system maintenance and 
integrations and refocus them on their core 
business. When ISVs can keep their focus on 
developing their products and delivering value-
added features more quickly, they can stay ahead 
of their competition and establish scalability. 

Criteria Direct Sales Indirect Sales

Description

Types

Benefits

Decision Criteria

Typically, a transaction between
the vendor and the end user

Consists of intermediaries between  
the vendor and end user

• E-commerce
• Direct sales
• Tele-sales
• Retail

• Tier 1 distribution (VARs, MSPs)
• Tier 2 distribution (Distributors, Telcos)

• Largest access and reach to 
potential customers

• Scalable sales strategy
• Faster time to market

• Growth and access needs
• Market and channel dynamics
• Business model economics

• Control of customer experience 
and relationship

• Highest potential margins
• Low pricing

• Value of customer experience
• Customer price sensitivity
• Market dynamics

Diagram 2: Direct vs. Indirect Sales
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ISVs can achieve this with CloudBlue Connect.
Connect helps ISVs improve operational efficiency 
with their indirect channel, while significantly 
cutting total costs by upwards of $2 million over 
three years, according to a study by Forrester.6 

Instead of writing multiple scripts and maintaining 
them for each partner, ISVs can onboard their 
partners onto Connect to standardize and simplify 
repeatable partner integrations. With system 
conformity, ISVs can achieve greater cost savings 
and divert more resources toward their core 
business to develop and release products faster 
through seamless distribution. 

Using industry-standard APIs, ISVs can configure 
Connect to automate their entire end-to-end 
ordering and fulfillment process for any type of 
product—physical goods, technology products, 
software as a service (SaaS) and anything as a 
service (XaaS). With Connect, traditional vendors 
can also easily convert their legacy perpetual 
licenses into subscriptions and bundle them with 
products in their catalog. 

This goes hand in hand with ISVs that want to 
build and expand their own marketplace. ISVs can 
onboard any complementary third-party products 
via Connect and bundle them with their products. 
They can then make these solutions available to 
their direct channel and their indirect channel 
without the headaches of defining them in two 
separate systems. 

And ISVs can manage their entire catalog in 
Connect, updating and adding new products 
quickly for all channel partners, who are proactively 
kept updated with automatic notifications on any 
product changes. 

With all these capabilities, ISVs will be able to 
introduce products to distributors faster and 
accelerate their time to market. They will have the 
capability to scale their business without worrying 
about building costly custom integrations, 
maintaining homegrown systems, and operating 
their own partner e-commerce automation 
solution and separate partner portal.  

Uniting the direct and indirect channels 
In addition to solving the operational challenges of 
the indirect channel, ISVs can leverage CloudBlue 
Connect to unite their direct channel systems with 
their indirect system. As a commerce-agnostic 
platform, Connect can plug into any commerce 
system that ISVs use for their direct channel via 
APIs. 

By combining their direct and indirect sales motion 
in this way, ISVs can optimize product information 
management (PIM). Instead of defining their 
products for two different channels, they can do 
it once and then distribute their products for both 
direct or indirect.
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Diagram 3: Inefficient Indirect Sales Model
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Besides uniting contact with direct and indirect 
channels, Connect also unites how ISVs represent 
themselves to customers across all their channels.

Instead of adding product information to third-
party websites that contain outdated, inconsistent 
information, ISVs have direct, standardized control 
over their product descriptions with Connect. 
This means ISVs maintain control over how their 
products are presented to potential customers to 
provide a consistent customer experience across 
all channel partners. As a result, customers will 
retrieve the latest and most accurate product 
information to make the best decisions on buying 
products. 

Without this control, time to market slows down 
and offerings for the same product become 
fragmented with inaccurate descriptions, which will 
negatively affect sales.  
 
Automating go-to-market efforts
As ISVs create uniform representations of the 
products for customers through Connect, they can 
also use the platform to create standardized sales 
and marketing collateral—such as sales guides, 
sales sheets and digital marketing campaigns—for 
their direct and indirect channel partners in one 
system. 

 

Some ISVs that have separate sales and marketing 
teams for each channel struggle to standardize 
how they educate their channel teams, including 
their respective sales and marketing teams, 
with the latest information about their products. 
According to OneAffiniti, ISVs who are ahead of the 
curve understand that segregating marketing
efforts causes confusion, overlapping roles and 
duplicate efforts.7  As an add-on to CloudBlue 
Connect, the Go-to-Market Automator helps ISVs 
manage this important piece of the puzzle. Within a 
single portal, ISVs can create sales and marketing 
content for any of their products, including those 
that they combine with complementary third-
party products, for all their channel partners. This 
accelerates time to market for new solutions by 
giving all teams—internal teams or those of their 
partners—the content they need to learn about 
new products and begin selling them.  

Optimizing both channels with  
CloudBlue Connect
Doing business with indirect channel partners with 
homegrown technology and multiple integrations 
will continue to block growth with the burden 
of high expenditures and growing operational 
inefficiency. To modernize operations, ISVs need to 
not only consider optimizing their indirect channel 
business (see diagram 4) but also extend this to 
their direct channel to avoid duplicating work and 
resources. 
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Diagram 4: Streamlined Indirect Sales With Connect
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With CloudBlue Connect, ISVs can streamline 
their workflows on any channel, cut the total 
cost of ownership associated with the systems 
and integrations they maintain for their indirect 
channel business, and further expand their own 
marketplace without the headaches of managing 
two siloed systems. (See diagram 5)

Having one central system for all channels also 
helps create a unique, single source of truth for the 
business. With Connect’s unified solution and data 
repository, companies can avoid spending millions 
of dollars on data warehouses and ETLs to solve 
the problem of data fragmentation.

But don’t simply rely on our word regarding the 
benefits of using CloudBlue Connect. A recent 
Forrester TEI study found that Connect’s simplified 
onboarding of services and offerings with its 
robust APIs allowed enterprise companies to avoid 
adding 2.5 to 5 full-time developers and 5 to 7.5 
back-office workers.8 The headcount savings are 
substantial, and in concert with other significant 
benefits associated with the solution, CloudBlue 
generated a return on investment of 127% in 
a blisteringly fast payback period of just three 
months. 

Start leveraging the power of CloudBlue Connect 
today to unite channels and realize a better way to 
conduct business no matter the path to the end 
customer.

<Forrester TEI infographic>
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Diagram 5: Unified Sales Channels Operations Via Connect
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