
Page numbers in italics refer to charts 
and tables.

A
AA, and customized affinity programs, 18
AARP (American Association of 

Retired Persons), 18, 60
abilities, partner brand, 154–155
accessibility, partner brand, 119
accessories, bundling, 12
accommodations, 148
Acer, 128a
acquisition channels, 70, 71
Acura, 15
added-value component, 14, 101, 169
added-value marketing, 13–17

ANT, 83
business as, 169
commitment, 91
with distribution component, 15
driving, 54
in marketing program, 162
and OEM, 74
offerings, 78
partner-friendly, 139
partnerships, 83
process, 101
vs marketing partnership, 14–15

added-value offer, 83
added-value partnership, 60, 176
added-value proposition, 11
Adidas, 45
AdSense for Content (Google), 144, 147
AdSense for Publishers (Google), 144
advertisers, television, 22–23

advertising
distribution marketing 
partnerships, 11
messages, 169

AdWords (Google), 147
Aeroplane Miles Loyalty program, 185
affiliate marketing networks, 20–21
affiliate programs, 186
affinity

credit card market, 78
marketing programs, 17–20
partnership, 176

air conditioning services, 57
AIR MILES, 33–34, 185
aligning, marketing value chain, 

169–170
Amazon, 132, 204, 208
Amazon.ca, 126
Amazon.com, 21, 51–52, 83, 84
American Association of Retired 

Persons (AARP), 18
American Automobile Association 

(AAA), 17, 18
American Express, 12–13, 37, 78
Android, 206
ANT (average number of 

transactions), 83–84
AOL, 10–11, 66, 106–107, 156
app, 209–210
Apple

apps for, 53, 209
brand strength, 44
as exception, 203
and Google, 106
and Nike, 37
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partner brands, 154–155
in top 100, 143

appliance services, 57
apps

downloading, 153
free, 210
as ingredient, 53
for iPhone, 209
mobile, 132

ASOS, 65
associations

affinity marketing programs, 17
content marketing programs, 22
members, 202–203
partners, 202–203

at-home service as marketing vehicle, 57
ATOC, 65
ATV (average transactional value), 

82–83
audience

described, 46
and partnership marketing asset, 
46–50
target, 47–48

Audit Bureau of Circulations, 198
author contributor program, 24–25
auto industry, 198
automation, 181
Avatar, 43
average number of transactions 

(ANT), 83–84
average transactional value (ATV), 69, 

82–83
average transactions, 69

B
B2B (business-to-business)

and CICA, 18
customized affinity programs, 18
described, 5–7
and loyalty programs, 204
as play, 209
process, 101

webinars, 52
B2C (business-to-customer), 5–7, 18, 53
Bank of America (MNBA), 78, 208
banner ads in e-mail, 55
BBC, 22
The Beatles, 141
beauty salons, 82
The Beer Store, 15
behavioral brand, 157
Bell, 16, 83
Best Buy, 10–11, 124, 128, 199
Best Western Hotels, 65
Better Homes and Gardens, 57
big fish, little fish, 188–190
billboard, 54
Bing, 47, 208
Birks, 58
BlackBerry, 18, 53, 206
Black & Decker, 44
Blockbuster, 127
Blogger, 102
bloggers, 102–103
blogs

as content, 22
as inbound message, 200, 201
leveraging, 208
as marketing vehicle, 54
as message, 54
“partner brands,” 60
providing, 176
for sharing, 116

Bluetooth, 199
Blu-ray, 84, 147, 175
Boingo Wireless, 47
bookstores (store within a store), 38
Borders, 38
Bose, 18
Boston Red Sox, 28
bounty, 173
Bousquet, Lucile, 141
B&Q, 47–48
brand

awareness, 14, 25–26, 90
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criteria, 158–159
and distribution marketing, 10
DNA, 62
as engine, 43
extension, 45
fit, loyalty marketing programs, 32
identity, 44
leveraging, 42–46
objectives, 168
owner, licensor, 28–29
as partnership marketing asset, 
42–46
power, 30–31
as private label, 44–45
profile, 156–158
recognition, 116–117
value, 157

branded products, 28, 30
branding, 150, 174–175
brand licensing industry, 27–30
branding, parnership marketing 

agreement, 165
brands

competition for, 204
lesser known, 45–46
shelf space for, 203
top 100, 143

BrandZ, 143
Breckenfeld, Del, 80
British Premier League, 25
budget chart, 75, 76
Budweiser, 29
bundling

to drive traffic, 131
groceries, 114
and laptop computer, 11–12
program for, 141
retail, 203
services, 56

Burgeson, Pete, 62
Burnette, Mike, 60–61, 198
business

snapshot, 187

strategy, partner brand, 149
business-to-business. See B2B
business-to-customer (B2C), 5–7
buy-in

metrics, 150
prospecting, 170
senior management, 178

buying channels, 132

C
CAA, 18
Cadbury, 44
call centers, 54–55
Cameron, James, 43
campaign development, 168
Canadian Institute of Chartered 

Accountants (CICA), 17, 18
Cardinal Watches, 35–36
Carlsberg, 25
Carmichael, Evan, 145
case studies

partnership marketing, 77–82
partnership marketing asset, 
60–67
white labeling, 124–126

category, partner brand, 189
category leaders

and branding, 150
described, 116
overnight, 125
recognized, 117

cause-related partnerships, 211
CBC, 22
chances, successful partnership, 

187–188
channel conflict, 112, 121–122, 130
channel mix, 75, 76
channel shift, 71
Chapters bookstores, 38
Cherry Coke, 45
Chicago Cubs, 27
China Mobile, 143
choosing partner brand, 111–112
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Christmas, 141
Circuit City, 128
Cisco, 207
click-throughs (Google), 144
CNBC, 208
Cnet.com, 146
CNN, 22
coalition partners, 31, 32, 34, 204
coalition program, 31
coalition structure, 32
Coastal Contacts, 109, 132
co-branded stores, 37–38
co-branding, 189–190
Coca-Cola, 25–26, 45, 140–141, 143
Cocktail Marketing, 62–66
co-developing content, 52–53
Coke, 44, 45. See also Coca-Cola
cold-call, 70
Cold Stone Creamery, 38, 134
collaboration, 69, 201
co-marketing, 57

campaign, 100, 107
described, 35–37
in-store, 203
leveraging, 206–207
as partnership, 57
planning, 155
and SYNK, 201

Commission Junction, 20–21
communications plan, 34
communication vehicles, customer, 78
Compaq, 77
competencies, partners, 98–100, 185
competition, retail, 203
components, loyalty marketing 

programs, 33–35
Conair, 28
confidence, partner brand, 112, 

133–135
connecting  

marketing value chain, 169
connection, economic, 87–110
connection, ECP, 92–93, 96–110

consignment, 204
consignment-based revenue models, 

173
contact lenses online, 132
content

and brand stickiness, 175–176
content marketing programs, 
23–25
as marketing vehicle, 52–53

content marketing programs, 22–25
contest, as marketing vehicle, 57
controls, economic outcomes, 185
The Cool Factor, 80
cooperation, 112, 118–119
copy-writing, 61–62
core

product offering, 82
products, licensing programs, 27

core competencies, 13
core offering, 11
corporate perks programs, 19
Costco-American Express credit card, 

37
cost method, profile, 156
cost per acquisition (CPA), 70–74
costs, affiliate marketing networks, 21
coupon, and text message, 205
coupons

books, 187
geo-targeting, 206
in-store, 15
loyalty, 205
mobile, 205, 216
on-pack, 131
as support, 215

cover-mounts as marketing vehicle, 59
Covey, Stephen, 139
CPA (cost per acquisition), 70–74, 

72–73, 75–77
credentials, partner brand, 112, 120
credibility, 112, 133–135, 134
credit card loyalty programs, 187
Crest toothpaste, 56
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CRM (customer relationship 
management), 32, 34

Crosby, Sidney, 26
cross-marketing, 12–13, 38, 121, 126
cross-promoting, 32
cross-promotion, 55, 61, 169
cross-sell opportunities, 31
“crowdsourcing,” 62
crowdSPRING.com, 61–62
CSI videogame, 141
customer acquisition, 69–77

computer industry, 71
costs, 90–92
loyalty marketing programs, 
33–34
measurable strategy for, 71
strategy for, 70
target, 71

customer base, cross-marketing, 
12–13

customer-centric retailing, 32
customer conversion rates, 168
customer data, 11
customer growth, 75–77
customer loyalty, licensing programs, 

27
customer marketing, 11
customer profile, 48, 112–113, 187
customer relationship management 

(CRM), 32, 34
customers

as assets, 49
described, 46
list, 70
partner brand, 111, 150–151, 175
and partnership marketing asset, 
46–50
partner value proposition, 175
segments, loyalty marketing 
programs, 31
size, 48–49
target, well-defined, 47–48

customer segmentation analysis, 113

customer service, 11
customer target market, 15
customer tracking tool, 34
customer wants, 112, 135–137
customized affinity programs, 18–19

D
data recovery, private label, 44
defining, partnership marketing 

agreement, 164
Dell

brand extension, 45
bundling, 12
call center, 177
case study, 124–126
and CICA, 18
customized affinity programs, 18
distribution marketing 
partnership, 45
special offer, 107
white labeling, 124–126

Demand Metric, 79–80
demographics

aligning, 192
and brand, 157
customers, 48

Department of Energy, 211
desktop promotions, 12
destination brand

and MBNA, 78
online, 51
and whitelabeling, 124

Diet Coke, 45
digital marketing, 42, 50–54, 118, 

197–206
direct marketing, 70, 91, 177
directories, 22
discounts, 186–188
Discover Card, 78
discrete channels, 122
distribution

partner brand, 135–137
partnership, 10–13
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traditional, 10
distribution channel

added-value marketing, 15
conflict, 122
cross-marketing, 12–13

distribution marketing partnership
described, 10–15
Google, 146
leveraging, 90
and technology, 103

Donated Bed Program, 26
door drops, hangers, 57
door-to-door, 57
drop-ship options, 204
Dunkin’ Donuts, 134

E
eBay Motors, 46–47
e-commerce

as base, 74
customers, 109
as emerging channel, 132
and geography, 118
opportunities, 20
store, 103
web partners, 83
website, 11, 28, 29

economic connection as partners 
(ECP), 87–110, 96–110

economic outcomes, 184–191, 184
economic value, 87–88, 89–92
ECP (economic connection as 

partners), 87–110, 155, 184
Edible Arrangements, 60
editorial content, 52
Ellis, Chris, 192–193
email

automatic, 181
blast, 200
collecting addresses, 58
fit, 177
marketing, 53, 70, 76, 108
renewals, 56

statements, 55
emerging channel 

partner brand, 112, 132–133
emotional connections, 87
employee reward programs, 17
end-customer

offer, 174
value proposition, 176–177, 177

ENERGY STAR, 211
engagement strategy, 171
Environmental Protection Agency, 211
environmental sector, 205
ESPN, 208
EvanCarmichael.com, 145, 146
Event Center, 207
event marketing, 58
events, 25–26
exclusivity, 189
existing partner programs, 119
exit plan, 33, 35
Expedia, 18, 148
expert bloggers, 102

F
Facebook, 53, 187, 208, 209
facts, partner brand, 149
fair market value, 188–189
FC Barcelona, 211
FedEx, 38
Fender, 80–82
FIFA World Cup, 141
finding partners, 202
First Club, 64–65
Fitness First Club, 64–65
Fitness First Member Rewards, 64
flyers, 101, 107, 204, 215
Ford, 199, 200, 201
framework, partnership marketing, 

168
“free,” 121–122
free trials, 12, 16
frequency of marketing, 108–109
FTD Florists, 60
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fulfillment pack, 55
future value, partner brand, 189
future, partnership marketing, 197–

212

G
gamers, 142
gaming app, 53
Gap, 127, 205
garbage bins, 131
Geek Squad, 199
generic affinity programs, 19
General Electric, 143
geographic market, 29
geography, 112, 118
geo-targeting, 206
Gibson, 80
gift card, 15, 135–137
gift with purchase, 14, 15, 16, 60
global brands, listed, 143
GM, 46–47
GMC, 15
goal planning, 96–98
goal-related questions, 96–97
goals, 97, 170
GoDaddy.com, 82
Google

AdWords, 70
and Apple, 155
applications, 142
and Boingo Wireless, 47
Earth, 144
as example, 146
free Wi-Fi, 47
as icon, 44
maps, 106
as partner-friendly, 142–143
revenue model, 145
as search engine, 193, 201, 208
in top 10, 143

Google-powered smartphone, 142
GoToMeeting, 52
graphic design, 61–62
Great Value, 45

Grey Goose, 210
growth metrics, 121
growth potential, partner brand, 112, 

120–121
Guinness Brewing Company, 28
Guitar Center, 81
Guitar Hero, 80–81
guitar makers, 80–82

H
Habitat for Humanity, 25, 211
Harmonix, 80–81
health sector, 205
Heinz, 36–37
Herr’s Heinz Ketchup Potato Chips, 36
Hertz, 18, 65
Hewlett-Packard, 77, 126, 128
high-speed Internet, 12
HMV, 128
hockey, 26
Home Depot, 25, 126, 211
Home Hardware, 48
Hoppes, Jesse, 79
horizontal market, 113–115
Hotwire, 148
housing market, 198
HTC phone, 144
HubSpot, 200
Huggies Diapers, 205
hypermarket structure, 32

I
IBM, 77, 143, 189
IGN Entertainment, 192–193
IMDB (Internet Movie Database), 

51–52
inbound marketing, 200–201
in-box bundles, 12
incentives, 66–67
income method, profile, 156
incremental revenue, 104–107
in-envelope messages, 55
ingredient branding, 56
innovation, 11
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in-pack as marketing vehicle, 59
insert messages, 55
in-store brands, 203
in-store coupons, 15
Integrated Marketing Services, 191–

192
integrated marketing services, 191–

192
interaction, customers, 48
Internet Movie Database (IMDB), 

51–52
iPad, 155
iPhone

apps, 53, 183, 208, 209
mobile payment systems, 206
and Nike, 37
users, 210

iPod, 37, 174, 203
iPod Nano, 154, 155
iTouch, 209
iTunes, 37, 115, 128, 132, 154

J
JiWire, 47
John Wiley & Sons Publishing, 18
joint goal planning, 96–98
Jones, Dee, 209, 210
junk mail, 55
junk-removal service, 131–132
JVC, 127

K
key performance indicators (KPIs), 

151, 168
Kinkos, 38
Kmart, 128
KPIs (key performance indicators), 

151, 168

L
Lady Gaga, 208
landing page, 103
language requirements, 29–30
large corporations, small 

entrepreneurs, 207
La Senza, 65
laundry detergent, orange juice, 114
Lays ChipTrips, 31
legalities, partner brand, 112, 121–122
Lexus, 15
licensing marketing partnerships, 170
licensing programs, 27–30, 56–57
Lincoln, 199
LinkedIn, 209
link exchanges, 52
LinkShare, 20–21
little fish, big fish, 188–190
Liverpool FC, 25
lotteries as marketing vehicle, 57–58
Lowe’s hardware, 38, 48
loyalty card program, 84, 85
loyalty marketing programs, 30–35
loyalty program card, 58–59
loyalty programs, 204–205
Lululemon, 127

M
Mad Catz, 81
magazine advertising, 70
magazines, 59–60
Major League Baseball, 27
management information systems 

(MIS), 32
managers, 99
manufacturer, license, 28–29
mapping, 169
maps, Google, 143–144
margin-based revenue models, 173
market

demands, 168
method, profile, 157
opportunity, licensing programs, 
29
share, 90, 129

marketing
expenses, 71
frequency, 108–109
initiatives, and CPA, 76
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models, 9
partner brand, 108–109
plans, agreement, 165
reach, 108–109
value chain, 168
vehicle, 60, 108–109, 169
vehicles, 50–60

marketing channels
analysis, 76
and buying channels, 132
common, 70
example, 185–186
inappropriate, 185
inbound, 200
mix, 69, 76, 79
outbound, 200
and partnership, 74

marketing partnership
checklist, 194
enhancing, 185
as long term, 185
reasons to withdraw, 195
shelf life, 195
vs added-value marketing, 14–15

market partners, ECP, 88
market research, 11
market value chain, 168, 169
Marlboro, 143
Marriott, 31
mass advertising, 70
mass distribution, 204
mass partnership marketing strategy, 

21
MasterCard, 78
Mattel, 29
MBNA/Toronto Blue Jays, 58
McDonald’s

and Avatar, 43
and Coca-Cola, 141
and competition, 134
during economic cycles, 129
interactions, 177
and Monopoly, 130
in top 10, 143

and Wal-Mart, 38
measurability, 74
measurement plan, 32
member benefits, 17
member card, 58
member clubs, 22, 186–187
membership, 33–34
Mercedes-Benz, 44
Mercury, 199
Meredith Corporation, 57, 60–61, 198
messaging, 106–107, 190
metrics

assessing, 187
example, 178, 179
partner brands, 178–179, 178
partner referral process, 170–171

Metro, 185
Michelin, 45
microsite (website), 51
Microsoft

and Facebook, 208
and IBM, 189
and JiWire, 47
and Netflix, 147
and partnerships, 66, 77–78
Powerpoint, 163
as success, 199
and SYNC, 200, 201
in top 10, 143

Millward Brown, 143
mind share, 90, 112
MIS (management information 

systems), 32
MNBA (Bank of America), 78
mobile apps, 132
mobile calendars, 181
mobile coupons, 204, 205
monetizing, 144
monitoring, 168
Monopoly, 129–130
Morton, Dan, 66
motivation, partner brand, 190–191
Moulton, Tim, 30
MS-DOS, 77
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MSN, 22
multi-channel marketing, 132
multi-channel retailers, 204
music

instrument manufacturers, 80–81
publishing company, 115
videos, 146

mutuality, 118–119
MySpace, 115

N
National Association of Music 

Merchants, 81
National Football League, 28
National Hockey League, 27
Netflix, 147
NetSuite, 180
new customers, 16, 69–77
newspapers, 198
news segments, 22
New York Giants, 28
New York Yankees, 78
Next Jump, 19
NFL.com, 174–175
Nike, 116
Nike-iPod sport kit, 37
NiteLite technology, 36
Nokia, 141
Non-Disclosure Agreement, 93
not partner friendly, 94

O
obligations, partner brand, 118–119, 

164
OEM (original equipment 

manufacturer), 71–72, 74, 77
offers, 106–107, 186–188
Offworld research, 81
Olympics, 25–26, 58, 141
Omega, 58
1-800-GOT-JUNK?, 15, 48, 157
on-envelope messages, 55
one-to-many marketing, 32
ongoing review, checklist, 194

online
advertising, 52
classifieds, 198
contests, 205–206
marketing vehicles, 50–54
marketplace, 61–62
penetration, 133
promotion, 15
retailers, 22
sellers, 20–21
social networks, 70
stores, 51

online portals, 22
on-pack as marketing vehicle, 59
on-statemet messages, 55
openness, 152–153
opportunity size, 112, 115–116
orange juice, laundry detergent, 114
original equipment manufacturer 

(OEM), 71–72, 74, 77
outbound “inside sales team,” 70
outbound marketing, 200–201
Overlay.TV, 116

P
packaged-goods industry, 71
package inserts, 12
packaging as marketing vehicle, 59
paid search results, 142–143, 144
Panasonic, 127
PandoraQuest, 43
partner

development, 159–166, 162–163
marketing agreement, 164–166
marketing program, 182–184
people, 94–95
pitch deck, 163
referral, process, 168

partner agreement, 164–166
partner application form, 159, 160–

162
partner brand

abilities, 154–155
branding, 150
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business strategy, 149
buy-in, 150
and change, 139
choosing, 111–112, 192
criteria, 158–159
customers, 150–151
distribution, 135–137
facts, 149
and marketing vehicles, 50
needs, challenges, 182
openness, 152–153
prospecting for, 149
researching, 153–154
resources, 151
size, 188–190
stability, 152
as strategy, 139
targets, 151–152
technology, 153
willingness, 154–155

partner-brand offers, 12
partner friendly, 95
partner-friendly brands, 139–148, 

148–154
partnering, 191–192
Partner Marketing Central, 207
partners, ECP, 93–96
partnership marketing

agreement, 164–166
assets, 41, 42
case studies, 77–82
collaboration tools, 168
described, 197–198
digital, 197–201
ease of implementing, 198
engagement strategy, 168
program, testing, 180
and significance, 186
as strategic process, 66–67

partnerships
application form, sample, 160–162
licensing programs, 29
and time, 168

partner snapshot, 163–164

partner value proposition, 66–67, 
171–176

payments, partnership marketing 
agreement, 165

PayPal, 206–207
pay per click (PPC), 201
Pearl-Cardiner, 36
Pearl Drums, 35–36, 82–83
perceived value, 82
performance metrics, 69
performance thresholds, 173
perks programs, 19
personal relationships, 87, 88
phone service company (PSC), 71–72
pitch deck, partner, 163
Pittsburgh Penguins, 26
placement, 190
plan for success, 155–156
PlayStation 3, 147
PocketCocktails, 209
PocketCocktails.com, 210
podcasts, 54, 176, 201
points of leverage, 59
pop-unders (website), 51
pop-ups (website), 51
PPC (pay per click), 201
practices

marketing, 182–183
smart collaboration, 69

Premier League Football, 27
premium brands, 203
preparing tools, 159–166
price points, 107
pricing

coffee, 134
improvement, 107–108
models, 169
special offer, 186, 203

primary brand, 13
primary partner brand, 11, 168
primary target market, 113–115
principles, smart collaboration, 69
print, as marketing vehicle, 54
private label brands, 44–45, 203
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processes, partners, 100–102
Proctor and Gamble, 203
producing criteria, partner brand, 

158–159
product

bundles, 79
development, 30
and incremental revenue, 105–106
launches, 11, 70
life cycle, 70, 71, 75, 131–132
as marketing vehicle, 56–57
partner value proposition, 174
placements, 22–23, 208
preferences, 31
viability, 130–132

profile your brand, 156–158
profitability, 90–92
program measurement strategy, 34
proprietary loyalty program, 31, 32, 

205
prospective partner brand criteria, 

sample, 158–159
PSC (phone service company), 71–72, 

73, 74
public-private partnerships, 211
publishers, 22
purchasing behavior, 31

R
RAC, 65
radio, as marketing vehicle, 54
Radio Shack, 124
RBC Insurance, 12–13
reach of marketing, 108–109
recognition, partner brand, 112, 

116–117
recognizability, partner brand, 109–

110
recovery tracking labels, 14
recurring revenue streams, 172
recycling bins, 131
Reed, Chris, 62–65
referral fee, 11
referral partners, example, 171

registration process, 34
relationships, compared, 88
relevance, partner brand, 111
Reliant Energy, 66
renewals, as marketing vehicle, 55–56
reporting, partner marketing 

agreement, 165
researching, partner brand, 153–154
resources, partner brand, 151
retail, as marketing vehicle, 56
retailer licensing programs, 28–29
revenue

bounty, 173
and customers, 90
models, 10
and partnership marketing, 69
partner value proposition, 171–
174
performance thresholds, 173
recurring, 172
sharing, 172–173

revenue projections, 104
reward programs, 33–34, 64–65
rewards programs, 19
RIM (BlackBerry), 18
Rock Band, 80–81
Rocky Mountain Chocolate Factory, 

38
Rubbermaid, 130–132

S
Safeway, 48
Salesforce.com, 180
Sam’s Choice, 45
Samsung, 127, 211
Santa Claus, 141
SAP, 180
Scope, 56
search engine marketing, 52
search engine optimization (SEO), 

23–24, 201
Seattle’s Best, 134
Seattle’s Best Cafes, 38
secondary brand, 13
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secondary partner brand, 168
Seller Central, 83
Seller Central Merchant Partners, 84
senior management buy-in, 178
SEO (search engine optimization), 

23–24, 201
services, as marketing vehicle, 56–57
The  Seven Habits of Highly Effective 

People, 139
Share a Sale, 20–21
sharing, 172–173, 201
shelf space, 204
shopping environments, 136
signage, as marketing vehicle, 54
Sinha, Rashmi, 208–209
size, partner brand, 188–190
skills, partners, 98–100
Skype, 12
Sleep Country Canada, 25–26
Slideshare, 208–209
small and medium-sized business 

space (SMB), 102
small brands, tips for, 117
small entrepreneurs, large 

corporations, 207
smart collaboration

and brand, 69
connection, 92
defined, 167
economic outcomes, 184–191
elements, 168
engagement strategies, 168, 
171–179
as goal, 195
leveraging, 199
referral process, 168–171
sponsorship marketing, 26
tools, 168, 179–181
training, 181–184
viewpoints, 191–194

SMB (small and medium-sized 
business space), 102

snapshot, partner, 163–164
Sobeys, 185

social media as marketing vehicle, 
53–54, 201

social network
advertising, 52
as marketing vehicle, 53–54

software
partner collaboration tools, 
179–181
partner prospects, 162

somewhat partner friendly, 94–95
Sony, 128, 147
special offer, 10, 12
sponsorship marketing

Coca-Cola, 141
described, 25–26
and ECP, 89
end customer, 176
metrics, 170
and mind share, 90

spreadsheet, partner prospects, 162
stability, partner brand, 152
Staples, 38
Starbucks

and Apple, 154
and Bell, 16, 83
and Chapters, 38
competitors, 134
and iPhone, 208
mobile coupons, 205
recognition, 44
and Universal Music, 115

Starbucks-Bell wireless account, 16
Starwood Hotels, 18
stickiness

brand, 175
websites, 51

store brands, 44–45, 203
storefront distribution channel, 10
store within a store, 37–38
storylines, content marketing, 22
strategic partners, 31
strategies, marketing, 182–183
Stratocaster guitars, 81
subscription model, 79
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Subway restaurant, 38
success criteria, 169–170
Superdrug, 65
supermarkets, 38
supplier referrals, 70
sweepstakes, 205–206
SYNC, 199, 200, 201

T
“take one” slip, 56
Target, 126
target audience

access, 12
and brands, 192
and co-marketing, 35
customized profile for, 18
description, 157
driving, 22
interactions, 50
in market value chain, 168–169
and mind share, 90
profile, 175
and technology, 153

target market
marketing to, 206
messages, 200
objectives, 216

target profile (partner friendly), 95
targets, partner brand, 151–152
Taylor, Samantha, 29, 30
technologies, 100–102, 153, 179–181
Telephone, 208
term, partnership agreement, 165
text message, 53, 205
third-party blogging software, 102
Thomson, 63–64
Ticketmaster, 174–175
Tide, 203
Times Online, 81
Tim Hortons, 26, 134
TiVo, 22–23, 147
T-Mobile, 48
toolbars (Google), 144
tools

developing, 159–166
partner collaboration, 179–181
vendors, 180

top 5 controls, economic outcomes, 
184

top 10 global brands, 143
Toronto Blue Jays, 58
Toronto Maple Leafs, 27
touch points, 34
Toyota, 15, 44
Toys“R”Us, 130
tracking, 73, 74, 165
tracking tool, 34
TrackItBack, 14, 15
trademarks, partnership marketing 

agreement, 165
Trader Joe’s, 44
traditional marketing vehicles, 54–60
training

programs, 182
smart collaboration, 168, 168, 
181–184

transactional-based distribution, 204
travel industry, 71, 148
travel insurance, 12–13
Travelocity, 148
trust, partner brand, 112, 120
TV as marketing vehicle, 54
TV programming, 22–23
Twentieth Century Fox, 43
Twitter, 43, 53, 208
Tymekeeper, 36, 82

U
Ubisoft, 141–142
underserved audiences, 13
UNICEF, 211
unique identifier, 74
Universal Music, 115, 146
UPS, 38
up-sell opportunities, 31
URLs, 82
U.S. licensee, 29–30
US Airways, 14, 15
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US Airways Dividend Miles, 14, 15

V
value-add, 57
value-added partnership marketing 

program, 71–72
value proposition, 82 

loyalty marketing programs, 33
vendors 

loyalty marketing programs, 31
vertical market, 113–115
VEVO, 115, 146
videogamers, 141–142
video games, 80–81
Virgin Mobile, 208
VISA, 25, 78, 141, 206–207
“Visa Perks,” 109
Vistago, 79, 80
Vizioi HDTV, 53
Vodaphone, 143
VoIP telephone services, 12

W
Wagner, Jason, 14
Wallace, Steve, 109, 132–133
Wal-Mart

bundling, 128
and channel conflict, 130
and private label, 45
as reality, 132
as retailer, 29
store within a store, 38
store-within-a-store, 38
white labeling, 124–126

Walton, Sam, 45
“warm transfer” 54, 56
Waterstones, 63–64, 65
web conferences, 181
web designers, 45
WebEx, 52
web hosting, 44, 45
webinars, 52
Weight Watchers, 28
welcome kit, 55

Welker, Allison, 191–192
well-being sector, 205
white label brands, 203
white labeling, 112, 122–126
whitepaper, 176
willingness, partner brand, 154–155
Windows 7, 78
wireless Internet service, 16
Woodruff, Robert, 141
Wordpress, 102
World War II, 141
Wrigleyville, 27

X
Xbox 360, 147
Xing.com, 209
XM Satellite Radio, 15

Y
Yahoo!, 22
Yankees credit card, 78
Youth Music, 81
YouTube, 146

Z
Zappos, 177
Zappos.com, 116
Zenith, 127
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