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PREFACE TO THE CHANNEL
MARKETING EDITION

was on a call with a channel leader I’ve worked with for years. As many do, they were updating
their partner programs and asking me about best practices, when their voice dropped.

“Kat,” they said, “I feel like we’re constantly being asked to do more with less. Leadership keeps
asking for ROI, but half our tools don’t talk to each other, so reporting feels like a full-time job. And
our teams and budgets keep getting cut. Honestly, it’s like we’re spinning our wheels, and I don’t
know how to keep this pace up.”

This wasn’t the first time I’d heard a story like this. As co-founder of the Channel Marketing Asso-
ciation (CMA), one of our missions is to connect channel marketers with solutions, resources, and
each other to help uplevel channel marketing as a profession and to let the people in this role become
(and feel!) more valued. Vendors, distributors, and partners alike have shared similar frustrations—
tight deadlines, too many manual processes, and constant pressure to deliver results with limited
resources.

At CMA we do a ton of research, both qualitative and quantitative, which means I receive a lot of
information from channel marketers and have a lot of conversations with our members. The underly-
ing themes and challenges they bring up are always the same: too much work, not enough time, and
constant pressure to prove value.

That call stayed with me. I kept thinking, How do we help channel marketers not just survive, but
thrive in this environment?

Not long after, a longtime friend and colleague, Julie Anne Eason, reached out to ask if I would read
her latest book, Your First 30 Days with AL It was all about teaching professionals how to integrate
Al into their workflows in practical, hands-on ways. I immediately saw its potential for the channel
marketing community and asked if she’d like to work together on a Channel Edition.

The book wasn’t about abstract concepts or technical jargon; it was full of real, actionable activities
that solve everyday problems. And for channel marketers—seemingly asked to constantly do more
with less—it felt like the missing piece of the puzzle.
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The CMA community was built around empowering channel marketers with the tools and strate-
gies they need to succeed. Whether it’s through connecting members to expert consulting, holding
in-person events and workshops, or thought leadership, we’re constantly seeking ways to make life
easier for this often-overlooked group of professionals. Julie’s book was an obvious fit for our mis-
sion, and I reached out to her to discuss how we could adapt it specifically for channel marketers.

Al isn’t just another tool; it’s a shift in how we work. For channel marketers, it can reduce the time
spent on repetitive tasks like drafting co-branded campaigns, managing partner communications,
or processing MDF claims. But more importantly, it creates space—space to focus on strategy,
strengthen partner relationships, and innovate.

Together, Julie and I have created this channel-specific edition to meet you where you are, address-
ing the unique challenges you face every day. Whether it’s scaling programs, engaging partners, or
building campaigns that deliver results, this guide is tailored to your needs. Each activity is designed
to be practical, so you’re not just learning about Al—you’re using it to create tangible assets that
drive your program forward.

For years, I’ve heard from channel marketers who feel stuck in a reactive cycle. In fact, one of the
reasons Amy Bailey and I founded the CMA is because we were tired of watching our colleagues get
laid off, as if marketing didn’t matter in the channel. My hope is that this book will help you flip the
script, giving you the tools to approach your work with confidence, creativity, and control. And if
you do find yourself on the wrong side of a downsize, you’ll have the skills to be an in-demand new
hire. Whether you’re a seasoned pro or just starting to explore Al, this guide will help you level up
your programs, your processes, and your results.

There is a lot of talk about how Al might be replacing roles. But here’s the thing, Al cannot think
on its own. It only knows what you tell it. Human ingenuity cannot be replaced by algorithms, but
it can be enhanced by them. I truly believe in the end Al will become a powerful tool that everyone
uses without a second thought.

Al isn’t here to replace you—it’s here to enhance what you already do so well. The skills you’ll build
in the next 30 days will transform the way you work, making you an even more valuable leader in
the channel marketing space.

Let’s get started!
(Or as my kids say... Let’s gooooo!)
— Kathryn Rose

Co-Founder, Channel Marketing Association



INTRODUCTION

hat partner just missed another deadline. The co-branded campaign you’ve worked on for weeks

is stalled because no one can find the latest version of the landing page copy. And your MDF
report? It’s due tomorrow, but gathering the data feels like untangling a ball of wires. Channel mar-
keting can feel like constant firefighting, balancing partner needs with tight resources and demand-
ing leadership expectations.

But what if you had a tool that could cut through the chaos? Welcome to Al.

This technology is here to help you simplify campaigns, empower your partners, and finally create
the space to focus on strategy. And like a true channel marketer, working to strengthen relationships
with your partners instead of grinding out repetitive admin work. This guide will show you how to
unlock the power to transform your channel programs—and your results.

We’ve designed this guide to walk you through practical, hands-on projects, helping you integrate Al
into your channel marketing strategy with confidence, without feeling overwhelmed. These projects
are just scratching the surface of what Al can do for you. But we feel it’s important to focus on the
areas that are easiest to dive into and get immediate results. By the end, you’ll be using Al to save
time, streamline processes, and strengthen your partner relationships—all while getting more done
in less time.

When we first tried using Al, we’d heard all the buzz and decided we wanted to see if it lived up to
the hype. Everyone said, “Just mess around and you’ll figure it out.”

That is terrible advice! We went in without a plan, got bad results, and quickly decided Al was a
complete waste of time.

It’s important to go into Al with a purpose. You need to have something specific you’re working
on or a result you want to achieve, like creating a co-branded email campaign or developing a lead
generation funnel for partners. That’s the difference between getting frustrated and getting real life-
changing value out of the technology. And that’s exactly why we’re writing this book—to help you
learn how to use Al one step at a time.
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We’ll start with the basics and gradually build your confidence, but we’ll do it through active proj-
ects. You’ll learn by doing, with practical tasks that serve real purposes for your channel marketing
efforts. No more hoping for good results through luck. This guide will show you how to get there
deliberately, with a focus on consistency and deliberate practice.

There’s a common belief that Al is going to replace jobs, but the truth is that Al is more likely to
enhance them. Some roles will undoubtedly evolve, but when you are skilled in using Al, you
become more valuable in the channel marketing space. For those who take the time to learn these
skills, Al will simplify repetitive tasks, freeing up time to focus on strategic initiatives, partner rela-
tionships, and creative work.

By embracing Al, you’ll be able to work smarter, empower your partners, and achieve more, faster.

Al simplifies the marketing process. It can help you brainstorm campaign ideas, draft co-branded
emails, analyze partner data, and even create webinar workflows—all tasks that traditionally take a
significant amount of time and effort. Channel marketing is a space where clear communication and
strong partner relationships are critical, and Al can enhance both.

By focusing on channel-specific projects, you’ll learn to use Al in a way that directly benefits your
partner programs. You’ll be able to create scalable processes, improve partner engagement, and
achieve measurable results, all while you’re learning to use the tools.

30 Days, Step by Step

This guide is broken down into four weeks of projects, each designed to help you build your Al
skills and directly benefit your channel marketing efforts. You’ll be learning on the job. We know
you’re busy, we know your job is demanding but much like Kathryn when she decided to start her
own technology company despite knowing absolutely nothing about coding, she made the time to
teach herself using free coding tutorials, do this as if your job depends on it because, frankly, it does!

Week 1: You’ll learn the basics of Al prompting and set up your Al Resource Center,
where you’ll store prompts, brand guidelines, and other key outputs for future use.

Week 2: We’ll dive into different techniques tailored to your brand and partner needs.
You’ll practice more advanced prompting to create consistent results across sessions.

Week 3: You’ll see how Al can support research and partner enablement. You’ll use Al to
create co-branded content, gather partner feedback, localize content for global partners,
and generate insights that improve your campaigns.

Week 4: You’ll pull everything together by using Al to create a complete co-branded lead
generation funnel. This includes developing a lead magnet, writing landing page copy,
creating email sequences, and drafting partner-facing campaign Kkits.
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Introduction

Each week builds on the last, so by the end of the guide, you’ll be comfortable using Al for a variety
of channel marketing tasks. And you’ll be empowered to experiment and learn by doing for all your
future projects as well.

This guide isn’t just about learning new skills. It’s about creating marketing materials you can imme-
diately apply to your business. Whether it’s writing blog posts, drafting email campaigns, or ana-
lyzing data, every task you complete will have practical, real-world value. You’ll also be saving
everything in your Al Resource Center, where you can refine or reuse your work whenever needed. I
also suggest keeping a journal or notes on your progress to help you track your learning and maintain
motivation.

As with any new tool, you may not get perfect results from Al right away. Sometimes, the Al might
misunderstand your prompts or give you outputs that need refining. And sometimes it may feel like
it would be faster to just write it yourself! This is normal, and part of the process is learning how to
adjust your prompts and get better results over time. Don’t be discouraged if it takes a little trial and
error. Each interaction helps you improve your skills and build your confidence. We promise you
will be amazed and delighted once you get through these exercises.

Free vs. Paid: Understanding Your Options

In this book, we’ll be using ChatGPT, one of the most accessible and user-friendly Al platforms
available. ChatGPT is ideal for learning and practicing Al skills, as it provides a straightforward way
to explore Al’s capabilities without requiring advanced technical expertise. Whether you’re using
the free version or the Plus subscription, it offers a secure and practical environment for applying
what you learn.

If you’re a paid user with a ChatGPT Plus subscription, you’ll have access to advanced models,
which allows you to build a Custom GPT tailored to your brand. This means you won’t need to write
detailed prompts for every task. You can train the Al once and use it repeatedly. (Don’t worry, we’ll
explain all this in Week 2.)

If you’re using the free version of ChatGPT, you’ll work with earlier models that may not be as pow-
erful. While you won’t be able to create a Custom GPT, you can still achieve strong results by writ-
ing detailed prompts. You’ll learn how to craft effective prompts to guide the Al toward the outputs
you need, even without the extra features.

We strongly encourage you to consider upgrading to ChatGPT Plus if you want to explore more
advanced capabilities. Check with your company guidelines, if necessary. Some companies are ban-
ning the free versions of Al platforms because of potential security risks. The subscription is afford-
able, and you can cancel at any time. That said, the free version is still a powerful tool, and you’ll be
able to complete all the tasks in this guide. Keep in mind that Al tools evolve quickly, and free users
may have access to more features by the time you’re reading this.
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ChatGPT vs. Microsoft Copilot: Which Tool Should You Use?

Many channel marketers are used to using Microsoft products, so we wanted to say a little about
the difference between these two platforms. ChatGPT and Microsoft Copilot are powerful Al tools,
but they are built for different types of tasks. Understanding their strengths will help you choose the
right tool for your needs.

ChatGPT is a cloud-based platform that’s great for creative and complex tasks. It works indepen-
dently of specific business tools, making it ideal for brainstorming ideas, writing detailed docu-
ments, or handling activities that require long, customized prompts. However, ChatGPT doesn’t
automatically connect to systems like customer relationship management software (CRMs), so you
may need to manually integrate its outputs into your processes.

Microsoft Copilot, on the other hand, is built right into Microsoft 365 tools like Excel, PowerPoint,
and Teams. It’s perfect for quick, everyday tasks, such as automating spreadsheets, summarizing
emails, or creating presentations. Because it’s linked directly to your files and data, it’s easy to use
for routine activities. However, Copilot can struggle with more creative or complicated workflows
where ChatGPT might deliver better results.

All the activities in this book can technically be done with Microsoft Copilot, especially simpler ones
like summarizing data or drafting quick updates. However, for more advanced exercises—like writ-
ing detailed reports or creating tailored strategies—ChatGPT offers more flexibility and better quality.

By combining the strengths of both tools, you can handle everything from everyday tasks to high-
impact projects efficiently.

Go at Your Own Pace

You don’t need to follow the 30-day schedule exactly. Feel free to move faster or slower depending
on your needs and schedule. Some tasks will only take a few minutes, while others might require
more exploration. Take your time to practice and get comfortable—there’s no rush. If you feel like
revisiting earlier activities, that’s perfectly fine.

Al is a tool that rewards curiosity. If you’re unsure whether it can handle a specific channel task,
just ask it! If the answer is yes, it will give you a detailed step-by-step guide. If the answer is no, it
may suggest alternative approaches. The more you experiment, the more you’ll discover how Al can
support your channel goals.

Think of Al as a versatile assistant. It knows a lot, but it needs clear instructions to deliver the best
results. By learning to provide the right context and guidelines—skills you’ll develop in this book—
you’ll unlock AI’s full potential for your partner programs.

The Al world is evolving fast, with new tools and updates released constantly. While this might seem
overwhelming, the skills you’ll learn in this guide will remain valuable, no matter what changes
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come along. The foundational skill of working with a large language model (LLM) like ChatGPT
will prepare you to adapt to any platform.

Many Al tools, including Microsoft’s Copilot, rely on similar underlying technology. Once you’ve
learned to prompt and collaborate with Al effectively, you’ll be able to apply those skills across plat-
forms. The technology might change, but the approach will remain consistent.

Staying Safe: Privacy and Data Security in AI

Before diving in, let’s address a crucial topic: privacy and data security. Managing sensitive partner
data, proprietary campaign assets, and customer information requires careful handling, especially
when using Al tools. The good news is that with a few best practices, you can confidently integrate
Al into your workflows without compromising security.

1. Avoid Sharing Confidential Information: While Al tools like ChatGPT are touted as highly
secure, avoid entering sensitive partner or customer data, such as contracts, financial details,
or proprietary campaign strategies, especially if you work in a regulated industry. Nothing is
100% secure, as we know!

2. Use Summaries or Anonymized Data: When working on campaigns, consider summariz-
ing or anonymizing specific details before sharing them with Al. This allows you to gain
insights without risking sensitive information.

3. Explore Enterprise Solutions: For large-scale partner programs or highly regulated indus-
tries, enterprise-grade Al solutions often include enhanced security measures, such as data
encryption and access controls. Some vendors even host private language models (LLMs) on
their own servers to maintain complete control over data.

4. Review Platform Privacy Policies: OpenAl provides robust security protocols, including
encryption of all data in transit and compliance with international standards like General
Data Protection Regulation (GDPR) and California Consumer Privacy Act (CCPA). Chat-
GPT also allows users to disable chat history, ensuring that data entered won’t be used for
further model training. Familiarize yourself with these privacy options to ensure they align
with your organization’s security standards.

If your organization has stricter compliance requirements, ChatGPT can still be a valuable tool for
learning the fundamentals of Al. You’ll develop transferable skills that can be applied to private or
enterprise-grade Al solutions hosted on your own servers. By starting with ChatGPT, you’ll gain the
confidence and expertise needed to scale your Al use securely and effectively in the future.

By following these guidelines, you’ll be able to unlock AI’s full potential while safeguarding your
company’s proprietary data, partner relationships, and program integrity. The skills you gain here
will prepare you to leverage Al securely and successfully, no matter what platform you use.
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Let’s Get Started

You’re beginning a journey that will transform the way you approach marketing. Whether you’re
brand new to Al or you’ve dabbled in it before, this guide is designed to meet you where you are and
give you the tools to move forward with confidence. Remember, Al isn’t about replacing what you
do, it’s about enhancing it. It’s a powerful tool that will help you work smarter, not harder, and give
you more time to focus on what really matters in your business.

As you go through these activities, keep an open mind and don’t be afraid to experiment. Al is here
to support you, and the more you interact with it, the more you’ll see how much it can offer. You’ll
be building practical, real-world marketing assets as you go, so by the end of this guide, you’ll have
something tangible to show for your efforts—not just a new skill set, but results you can apply
immediately.

So, take a deep breath, trust the process, and get ready to discover how Al can make your life easier.
You’ve got this, and we’re here to guide you every step of the way. Let’s dive in and start building
something great together!
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DAY /]

Writing Event Materials

Goal:

Use the Who/What/How framework to create a compelling event announcement. Today’s
activities will guide you through drafting an announcement and other materials that build
anticipation and provide key details to encourage attendance. By the end of today, you’ll have
a clear, engaging event announcement ready for distribution across multiple channels.

Activities for Day 7

1. Start a New Thread and Name It

Open a new thread in ChatGPT and name it “Event Announcement Practice.” Starting a new
thread helps keep prompts and outputs organized for easy reference.

2. Define the Purpose and Details of the Event

Consider the goal of your event and the key information that attendees need to know, such as the
event’s purpose, date, location, and any special highlights. Write down these details to help structure
your announcement.

Write down the event’s purpose and key details:
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3. Create a Prompt Using the Who/What/How Framework

Using the Who/What/How framework, prompt the Al to create an event announcement that cap-
tures excitement and includes essential details. Be specific about who the Al is, who the audience is,
what the task is, and how the content should be delivered.

Sample Prompt:

“You are a channel marketer [who the Al is] creating an announcement for channel partners who
want to grow their cybersecurity sales [who the audience is]. Write an announcement for our upcom-
ing ‘Maximizing Partner Success: Cybersecurity Sales Strategies Webinar’ [what the task is]. The
tone should be professional and engaging, and include details about the date, time, location, and
RSVP link [how to deliver the content].”

4. Emphasize the Unique Value or Highlights of the Event

Prompt the Al to focus on what makes this event special, such as exclusive content, guest speakers,
or limited-time offers. Highlighting these aspects can increase interest and attendance.

Sample Prompt:

“Rewrite the announcement to emphasize the benefits of attending, such as gaining actionable cyber-
security sales strategies, learning from industry experts, and accessing exclusive partner resources
to drive sales success.”

5. Include a Clear Call to Action

Make sure the announcement includes a strong call to action, such as inviting readers to RSVP, reg-
ister, or sign up for updates.

Sample Prompt:

“Add a call to action inviting channel partners to register for the webinar and include a link to our
RSVP page.”

Try this:

Check that the AI’s call to action is clear and compelling. You can prompt it to experiment with dif-
ferent phrasing, such as “Reserve Your Spot Today!” or “Don’t Miss Out—Register Now!”

6. Create Social Media Posts to Promote the Event

Social media is an effective platform for event promotion. Prompt the Al to generate a few posts that
highlight different aspects of the event, such as the benefits of attending, a countdown to the event,
or a reminder to register.
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Sample Prompt:

“Create three social media posts to promote the ‘Maximizing Partner Success: Cybersecurity Sales
Strategies Webinar.” Each post should highlight a different aspect, such as the webinar topic, the
guest speaker, and the exclusive tools available to attendees. Include a CTA to register.”

7. Draft Follow-Up Reminders for Registrants

For attendees who register, follow-up reminders can keep the event on their radar. Ask the Al to draft
reminder emails or messages that include the event date, time, and a reminder to save the date.

Sample Prompt:

“Write a follow-up reminder email for channel partners who have registered for the ‘Maximiz-
ing Partner Success: Cybersecurity Sales Strategies Webinar.” The tone should be professional and
encouraging, with a reminder to save the date and details on what to expect during the event.”

8. Get Suggestions on Where and How to Promote the Event

Effective event promotion often includes reaching out to relevant channels beyond your own social
media or email list. Prompt the Al to suggest places to promote the event and ways to approach each
outlet.

Sample Prompt:

“Suggest ten places to promote the ‘Maximizing Partner Success: Cybersecurity Sales Strategies
Webinar’ and provide tips on how to approach each one. Include options like industry blogs, partner
newsletters, LinkedIn groups for channel marketers, and trade association websites.”

Try this:

Review the Al’s suggestions and consider how each channel could be approached. If needed, ask the
Al to draft a pitch email or LinkedIn message for one or more of the recommendations.

9. Experiment with Tone Variations

If your event announcement needs to appeal to different segments, ask the Al to generate variations
in tone. For example, you might want a more formal announcement for LinkedIn and a more casual,
engaging tone for Twitter.

Sample Prompt:
“Rewrite the event announcement in a professional tone for a LinkedIn post.”
Try this:

Experiment with a few tones and save the versions that best fit each platform or audience.

53



Your First 30 Days with Al: Channel Marketing Edition

10. Save and Organize Your Event Announcements in Your AI Resource Center

Save your event announcement, social media posts, and reminder messages in your AI Resource
Center under Prompts & Templates. This will serve as a reusable template for future events, mak-
ing it easy to adapt and customize based on the audience or platform.

Common Mistakes to Avoid

1. Missing Critical Event Details

Mistake: Leaving out essential event information like date, time, location, or registration links, caus-
ing confusion and potential drop-offs in attendance.

Better: Double-check that all important details are clearly listed. Consider using a checklist to ensure
nothing is missed in your event announcement.

2. Not Emphasizing the Unique Value of the Event
Mistake: Focusing solely on logistical details without explaining why the event is worth attending.

Better: Highlight key benefits, such as actionable sales strategies, expert guest speakers, or exclusive
partner resources, to attract interest and excitement.

3. Using the Same Messaging Across All Platforms

Mistake: Copying and pasting the same announcement text across different platforms, which can
feel impersonal or mismatched.

Better: Customize the tone and structure for each platform to make the message resonate. For exam-
ple, keep LinkedIn announcements professional and focused on thought leadership, while Twitter
posts can be concise and highlight quick benefits.

4. Forgetting a Clear Call to Action

Mistake: Leaving out a CTA, which can lead to low engagement or unclear next steps for potential
attendees.

Better: Add a specific CTA, like “Register Now” or “Save Your Spot,” along with a direct link to the
registration page. This prompts readers to take action immediately.

5. Not Scheduling Follow-Up Reminders

Mistake: Only sending out the initial announcement, which may not be enough to drive registrations
or attendance.

Better: Create a reminder schedule that includes follow-up messages closer to the event date. This
helps keep the event on your audience’s radar and encourages last-minute sign-ups.
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6. Overlooking Opportunities for Cross-Promotion
Mistake: Relying on one channel or audience to drive attendance, potentially missing wider reach.

Better: Cross-promote the event on all relevant platforms, including partner newsletters, LinkedIn
groups, and industry blogs. Reach out to key partners or influencers who can amplify the announce-
ment to their networks.

Try This:

Review your event announcement materials. Do they clearly include all essential details and a com-
pelling CTA? Are they customized for each platform and audience segment? Set up a schedule for
follow-up reminders, and think about any additional channels or partners who could help promote
the event. Refine as needed to maximize clarity and reach.
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Reflection for Day 7

What was the main goal of your event announcement, and how well did the Al help you achieve it?

How did emphasizing event highlights or benefits impact the announcement’s appeal?

Which call to action felt most effective for your audience, and why?

How comfortable do you feel using the Who/What/How framework to guide the Al in creating event
announcements?

What other types of event content would you like to experiment with using AI?

57





