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Smart Partnering expert Kare Anderson was our featured Expert on Conversations with Experts Wednesday and presented many good ideas for finding the right partnership opportunity for your business or practice.

She says to focus on the client first. Who else serves your target audience? If your goal is to generate more visibility and value to your prospects, find out specifically who they are, where can they be found, and who else is serving them.

Mutual benefits for partnerships include fulfilling these 3 functions better:

1. Who has the content or products?

2. Who has the distribution channels, how to get the product to the clients

3. Who has the backend functions covered and make it possible to run the business?

You must partner in an over-advertised world. People can join together who serve the same population and look at how they can work together.

If you are an online business, look for retail outlets where you can provide tips booklets. When you do this, you are sharing each others’ databases, expanding your reach and reducing your costs. 

If you have a book published, find out what other companion books your readers would want and partner with these authors to find ways to cross-sell.

Often you can benefit from using the “rule of 3 unlikely allies.” Look for unlikely allies or partners because that will generate media attention. 

Kare says, “I believe that partnerships are a load of fun, are satisfying for everyone, and can make you much more money.”
An example of 3 unlikely partners would be a group of overweight medical doctors, a manufacturer of pedometers, and Splenda, the low-calorie sweetener. They can band together to promote walking, and provide improved credibility and trust among clients.

The partners should have values and reputations that are mutually beneficial and respectful.

Another example for consultants and professionals is to establish something around an annual event or milestone that shows off your talent and expertise. One astute marketing expert in San Diego offers annual “Ta-Da!” and “Duh?” awards to highlight marketing successes and failures.

Another smart professional realtor created a tips booklet on how to make your house safe, and partnered up with Ace Hardware stores. The store featured tools to secure your home’s safety bundled at a discount, and displayed the booklet prominently. The realtor gained exposure and credibility.

Partners should specify who is going to do what, when and how. Agreements can run from the legally complex to the simple.
To find ideas for projects, look to the fears and the wants of your clients:

1. What are your prospects afraid of?

2. What do they most want?

Find places for your products, information or services that are unexpected, but that reach your clients.

Kare most generously offered copies of her ebook on Smart Partnering to the first 10 people who respond to the Blog Squad’s post on BuildaBetterBlog.com about the part of this conversation that was most helpful to them.

