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What Are Partnership Marketing Assets?
Partnership marketing assets combine the distinctive qualities that define your company4the unique attributes of your products or services, 

the effectiveness of your distribution channels, and the specific characteristics of your customer base. Whether you target a niche 

demographic, a particular behavioral segment, or the broader mass market, these assets represent what makes your customers valuable and 

appealing to potential partners.

These are the critical variables that have driven your business growth and success, making your company an attractive partner for brands 
seeking to leverage your strengths in a marketing partnership4just as you would seek to leverage theirs. Understanding and articulating 

these assets is fundamental to building successful, mutually beneficial brand collaborations that drive results for all parties involved.



Categories of Partnership Marketing Assets

Your Brand
Brand recognition, perceived value, and 

market positioning that attracts partners

Audience & Customer
Defined demographics, behaviors, and 

purchasing patterns that partners want to 

reach

Marketing Vehicles
Online, digital, and traditional channels that 

deliver messages to your customers

Each category represents a unique opportunity to create value in partnership marketing arrangements, providing multiple entry points for 

collaboration and mutual growth.



1. Your Brand as a Partnership Asset
Brands with well-recognized names and strong perceived value serve as powerful 

partnership marketing assets. Companies with robust brand equity can attract 

prospective partners seeking to associate with them to gain credibility, expand 

their reach, or enhance their market position.

While iconic brands like Apple, Coca-Cola, Google, and Toyota represent the 
pinnacle of brand value, it's not necessary to achieve that rarified status to 

successfully partner with other brands. What matters most is that your company 

possesses assets that provide compelling reasons for a partner brand to 

collaborate with you4whether that's a loyal customer base, innovative products, 

or unique market access.

The key is identifying and articulating what makes your brand valuable in the 
partnership marketplace, then leveraging those strengths to create win-win 

collaborations.



Your Brand: Leveraging Recognition and 
Credibility

Small and Mid-Sized 
Opportunities
Small and mid-sized businesses can 

effectively leverage their brands for 

lead-generating opportunities or 

goodwill initiatives, which can 

eventually translate into revenue. 
Partnership marketing isn't exclusive 

to enterprise brands4businesses of 

all sizes can create value through 

strategic collaborations.

Revenue-Generating 
Partnerships
Partnership marketing activities can 

leverage brands with high perceived 

value to generate revenues for all 

parties involved. For example, 

McDonald's has successfully 
partnered with major movie studios 

to create interactive promotional 

games, amplifying reach through 

integrated social media campaigns 

and in-store promotions.

Industry Leadership Value
Well-recognized brands with clear 

points of difference, high levels of 

awareness, and relative category 

strength can be leveraged as 
significant partnership marketing 

assets. An industry leader's 

association with another brand can 

lend immediate credibility to the 

partner, opening doors and building 
trust with new audiences.

Established brands such as Cadbury, Mercedes-Benz, Starbucks, and Black & Decker exemplify well-recognized and established market 

positions, making them highly desirable partners for brands seeking to enhance their own credibility and reach.



Key Points to Take Away
How to Assess the Recognizability of a Brand

Association & Recognition

The brand can be strongly associated with a specific tagline, 

distinctive logo, or unique product attribute that creates 

immediate recognition4for example, McDonald's iconic "I'm 

Lovin' It" or Nike's swoosh.

Category Leadership

The brand is considered a leader in its product category, as 
objectively determined by market share, sales volume, 

distribution breadth, and consumer preference metrics.

Established Longevity

Whether it's been months or centuries, the brand has 

established itself over time, building trust and recognition 

through consistent delivery and market presence.



2. Audience and Customers as Assets
Audiences and customers represent one of the most valuable partnership marketing assets. These are defined as groups of people or 

businesses that are attracted to a company's products or services and regularly engage with the brand.

Consumer audiences are often segmented by demographic characteristics such as age, gender, and income level or by behavioral patterns 

including purchase frequency, brand loyalty, and product preferences. These consumers connect with brands to fulfill specific needs or 

wants, creating opportunities for partners to reach highly targeted segments.

Business customers, on the other hand, are typically categorized by industry vertical, company size, revenue, geographic location, and the 

specific products or services they manufacture or provide. Understanding these B2B audience characteristics is essential for creating relevant 
partnership opportunities.

Customers4also known as buyers or clients4are parties that make purchases and regularly engage with a company across multiple 

touchpoints. This ongoing relationship and demonstrated loyalty make them particularly valuable for partnership marketing initiatives, as 

they represent a warm audience more likely to respond to relevant offers from trusted partner brands.



Well-Defined Target Audience and Customers
Brands must have deep knowledge of the demographic and behavioral characteristics 

that make up their customer profile. Whether serving consumers or businesses, brands 

must ensure that their customer definitions are precise, specific, and actionable. This 
precision enables partners to evaluate alignment and predict partnership outcomes 

accurately.

Consider the distinct customer profiles of home improvement retailers like B&Q and 

Lowe's, whose core customers are typically homeowners actively undertaking renovation 

projects4a well-defined segment with specific needs, purchase behaviors, and project 

timelines. Similarly, companies selling children's learning software can identify their 
primary customers as parents (particularly mothers) concerned with their children's 

educational development.

These specific, well-articulated customer profiles make partnership opportunities 

obvious and compelling. When both partners understand exactly who they're reaching, 

they can craft offers and messaging that resonate deeply with the shared audience.



Regular Frequency of Interaction
The frequency of customer interaction is a critical factor in 

assessing the value and viability of customer relationships for 

partnership marketing. Different business models create vastly 
different interaction patterns, each offering unique partnership 

opportunities.

For example, grocery stores typically see their customers on a 

weekly basis, providing numerous touchpoints for partnership 

promotions. Mobile phone service providers may have customers 

locked into multi-year contracts with monthly billing interactions, 
creating sustained relationship opportunities. In contrast, a waste 

removal service may interact with customers only a few times per 

year, requiring different partnership approaches.

Understanding these interaction frequencies helps partners 

determine the optimal timing, messaging, and offer strategy for 

their collaborative campaigns. High-frequency touchpoints enable 
more aggressive partnership programs, while lower-frequency 

interactions require more strategic, high-impact approaches.



Volume or Size of Customer Base
Understanding the volume and size of your customer database is essential for 

evaluating partnership marketing opportunities. The scale of your customer base 

directly impacts whether a potential partner can realistically meet their growth 
and revenue objectives through collaboration with your brand.

Consider this practical example: if your company has 400 customers and aims to 

grow by 50%, partnering with a brand that only has 300 customers will likely not 

provide sufficient scale to achieve your objectives. The math simply doesn't 

support the partnership goals.

Smart partnership evaluation requires honest assessment of database size, 
quality, and accessibility. A smaller, highly engaged database may be more 

valuable than a larger, inactive one. Partners need to evaluate not just the raw 

numbers, but also the reachability, responsiveness, and purchasing power of the 

customer base to determine true partnership potential.



Key Points to Take Away
How to Identify the Target Audience and Determine Frequency 
of Interaction and Size of Customer Base

Audience Alignment
The partner brand should have similar customer profiles to 

your brand across key dimensions: age, gender, income, 

lifestyle, life stage, behavior, hobbies, interests, likes and 

dislikes, needs and wants

Ask your prospective partner brand directly who they 

appeal to. What is their audience composition, and how 

and when do their customers buy their products?

If engaging with a program to market online exclusively, 
understand where their traffic originates. If you're targeting 

customers in Australia, ensure you partner with a brand 

that specifically targets the Australian market

Frequency of Interaction and Size of 
Customer Base

Get a clear understanding of how often they interact with 

customers and through which channels. Daily? Weekly? 

Monthly? Annually?

Understand the scale: how many total customers does the 

partner brand have, or how much traffic do they receive on 

their website? What percentage are active vs. dormant?

Request historical response rates and engagement metrics 
for their different marketing programs to accurately 

forecast partnership results



3. Marketing Vehicles
Marketing vehicles are the essential channels and platforms for executing 

marketing strategy and delivering compelling messages to prospects and 

customers. In partnership marketing programs, these vehicles become shared 
assets4leveraged to market a partner's product or service to your customers, or 

vice versa, creating mutual value and expanded reach.

The most effective approach combines online and digital marketing channels with 

traditional methods like direct mail, call centers, retail environments, and event 

marketing. This integrated strategy ensures maximum reach across all customer 

touchpoints, meeting audiences where they are most receptive to messaging.

Understanding both your own marketing vehicles and your potential partner's 

capabilities is crucial for designing partnership programs that leverage the most 

effective channels for reaching shared objectives.



Online and Digital Marketing Vehicles

Websites
Websites serve as primary communication tools and can be 
strategically used to promote partner offers or drive traffic to 

partner sites. Companies may use their primary website or develop 

dedicated microsites for specific partnership programs. Key metrics 

include unique visitors, page views, and session duration.

E-commerce websites offer particularly attractive opportunities for 

reselling partner products without requiring inventory investment 
or warehousing infrastructure. Websites with high "stickiness"4

where users spend significant time exploring content4are 

especially appealing to prospective partners.

Example: IMDB.com maintains a strategic partnership with 

Amazon.com, featuring prominent "buy" links on film pages that 

direct users to purchasing options on Amazon's platform.

Pop-ups and pop-unders remain available advertising methods, though their effectiveness is increasingly limited by browser blocking 

features and user resistance to intrusive formats.



Online and Digital Marketing 
Vehicles (Cont.)

Webinars
Webinars prove highly effective for lead generation, particularly in B2B 

marketing contexts. They can incorporate endorsements from category 

experts or feature joint presentations with partner brands, adding credibility 

and expanding reach to both audiences simultaneously.

Digital Advertising
Digital advertising encompasses rich media, banner ads, social network 

advertising, search engine marketing, and programmatic display. Brands 

must thoroughly understand their online advertising mix and performance 

metrics to identify valuable co-advertising opportunities with partners, 
potentially sharing costs and amplifying message reach.



Online and Digital Marketing Vehicles (Cont.)

Content Marketing
Content can range from simple editorial 

articles and blog posts to sophisticated video 

productions, infographics, and interactive 
experiences. Partner brands can co-develop 

content, sharing production costs and 

expertise while reaching combined 

audiences. Content ownership, usage rights, 

and management responsibilities should be 
clearly determined by partner brands when 

developing collaborative content strategies.

Email Marketing & Text 
Messaging
Email and SMS represent highly cost-

effective channels for communicating 

directly with customers and can seamlessly 
include partner offers within newsletters, 

promotional campaigns, or transactional 

messages. Text messaging proves 

particularly effective in markets where email 

adoption is lower or mobile-first behavior 
dominates consumer habits.

Social Media
Social media platforms provide powerful 

tools for connecting with customers, 

especially for B2C brands with engaged 
followings. If a partner brand demonstrates 

stronger social media presence or 

engagement, it may be beneficial to leverage 

their channels for partnership promotions. 

Partnering with influential bloggers by 
providing exclusive content or product 

access can significantly increase visibility 

and credibility.



Traditional Marketing Vehicles

TV, Radio, Print, and Signage

Traditional media, including television commercials, radio spots, 

print advertisements, and outdoor signage such as billboards, can 
be co-branded to share production and placement costs while 

driving offers from one partner to another. These high-visibility 

channels build brand awareness and credibility.

Call Centers

Call centers serve multiple partnership functions and can be 

leveraged for managing incoming leads from partners through 

warm transfers, ensuring quality handoffs and higher conversion 
rates. Centers can promote partner offers during hold times or 

integrate offers into inbound and outbound call scripts. Partner 

brands can financially support call center operations in exchange 

for customer access and lead generation opportunities.



Traditional Marketing Vehicles (Cont.)

Direct Mail and Fulfillment
Direct mail involves sending targeted commercial messages 

through postal systems or digital delivery to promote partner 

offers. Partnership opportunities include on-envelope 
messaging, in-envelope inserts, or on-statement promotions 

that reach customers during critical engagement moments. 

Fulfillment packages sent when customers sign up for services 

represent prime real estate for introducing relevant partner 

offers.

Renewal Communications
Renewal periods create strategic opportunities to communicate 

value-added benefits and special partner offers that encourage 

customers to remain loyal subscribers. These high-attention 
moments4when customers actively consider their options4are 

ideal for introducing complementary products or services from 

trusted partners.



Traditional Marketing 
Vehicles (Cont.)

Retail Environments
Physical retail locations offer multiple partnership touchpoints: 

'take one' promotional slips at checkout, bundled offers placed in 

shopping bags, warm call transfers to partner brands from store 

staff, or in-store displays linking to partner websites via QR codes or 
promotional materials.

Products and Services
Core offerings can be enhanced or expanded through strategic 

collaborations including ingredient branding (like "Intel Inside"), 

licensing partnerships, or co-marketing initiatives that create added 
value for both brands and their customers.

Door-to-Door Marketing
Direct sales and door-to-door marketing campaigns can incorporate 

partner promotions on marketing collateral, creating additional 

revenue streams through commission-based revenue sharing 

arrangements.



Traditional Marketing 
Vehicles (Cont.)

At-Home Service
Service providers who visit 

customers' homes4such as cable 

installers, appliance repair 

technicians, or home healthcare 

workers4can bundle partner 
product inserts or promotional 

materials during service visits, 

reaching customers in 

comfortable, receptive 

environments.

Contests and Lotteries
Promotional contests and 

sweepstakes are highly effective 

for collecting valuable customer 

data while generating excitement 

and engagement. These 
campaigns can include opt-in 

options for customers to receive 

information from partner brands, 

and build databases for both 

parties.

Event Marketing
Events provide powerful opportunities to reach targeted audiences in high-

engagement settings. Whether through company-sponsored conferences, 

trade shows, or major sporting events, sponsorship and licensing 

opportunities create memorable brand associations. Event partnerships 
enable experiential marketing that builds strong emotional connections with 

attendees.



Traditional Marketing 
Vehicles (Cont.)

Member Cards/Loyalty Program Cards
Physical loyalty cards and digital membership accounts provide direct 

channels to promote exclusive special offers to members. These programs 

reach highly engaged, brand-loyal customers who are receptive to relevant 

partner offers that enhance their membership benefits and provide 

additional value.

Packaging (In-Pack, On-Pack, Cover-Mounts)
Product packaging offers cost-effective, high-visibility opportunities for 

partner promotions through in-pack inserts, on-pack offers printed 

directly on packaging, or cover-mounted materials attached to products. 

These placements reach customers at the moment of product use, when 
engagement is highest. Partners often share printing and production 

costs, making this an economical option.



Key Points to Take Away
How to Assess the Effectiveness and Value of Marketing 
Vehicles

Understand Traffic and 
Reach
Find out how many people walk through 

the partner brand's physical stores on a 

given day, visit their websites or social 

media pages, and read their e-

newsletters and blogs. Understanding 
the frequency of their marketing 

programs and the number of customers 

they engage through each channel is 

essential for reasonably forecasting 

partnership results and setting realistic 
expectations.

Evaluate Response Rates
Learn what types of response rates, 

conversion metrics, and engagement 

levels they achieve across their different 

marketing vehicles and programs. By 
understanding your partner brand's 

marketing tactics, strategies, and 

performance as thoroughly as you know 

your own, you can identify and leverage 

the most valuable vehicles to drive your 
partnership program forward 

successfully.

Ask Detailed Questions
Don't hesitate to ask comprehensive 

questions about their marketing 

operations, customer engagement 

strategies, and historical performance 
data. The more you understand about 

their capabilities, audience, and track 

record, the better equipped you'll be to 

structure a partnership that delivers 

measurable results for both 
organizations.


