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and budget”). For example, one of 
the benefits of my College Admis-
sions Advisors strategic alliance 
with two colleagues is the joint 
production and distribution of our 
book, Solving the College Admis-
sions Puzzle.

5 Mitigate  
Risk

New markets and ventures can 
mean an investment of time or mon-
ey that may not pay off. Partners 
can mitigate this risk by pooling 
smaller amounts of individual time 
or cash for the new venture.

7 Ways to Ensure the  
Success of a New Strategic 
Alliance
According to Alfred Sarkissian of 
Demand Media, strategic alliance 
failure rates range from 50 percent 
to 70 percent. But you can beat the 
odds by following some proven 
guidelines:

1 Make Sure That Your Purpose 
and Values are Clearly Dis-

cussed Upfront
For Wendy Balman, this discussion 
with her potential partner was a 
one-year process of talking on the 
phone once a week. “We were creat-
ing our platform – discussing tools, 
concepts, ideal clients, and content. 
That year was the key to our success 
as we built trust.” 

Marilyn Rodriguez of single-
momscoach.com clarifies what she 
is looking for in a potential partner 
via a list of “Joint Venture Criteria” 
on her website. The list includes 
the requirement for business own-
ers who are “heart-centered, value 

serving others and helping them im-
prove their lives.” 

2 The Partnership Should Ben-
efit Your Own Clients, Your 

Partner’s Clients, or a Clearly 
Specified New Market
For example, Rodriguez says that 
any joint venture proposal to her 
should help her clients: “single 
moms, parents, and women between 
the ages of 25 and 45 in the areas of 
finances  business, career, emotional, 
mental and/or spiritual health.” 

3 Offer the Partner  
Something They Wouldn’t  

Have if it Weren’t for You
Giving is appreciated, as every jew-
elry store owner will tell you. Cath-
erine Juon of Pure Visibility, a suc-
cessful search engine optimization 
(SEO) firm in Ann Arbor, Michigan, 
started offering her firms services by 
partnering with advertising agencies. 
Those agencies had clients that need-
ed online marketing, but the agencies 
didn’t have the SEO skills to help 
them, while Pure Visibility did. 

Juon says the success of her busi-
ness is based on embracing this mot-
to: “Make your partner look like a 
rock star!”

4 Have a  
Qualifying System

Like Rodriquez, you may want to 
publish your criteria for qualifying 
your partner on your website. Like 
Balman, you might want to spend 
a year of discussion and due dili-
gence discovering your best part-
nership. The point is to manage 
expectations before you enter into 
any agreement.

5 Create a Written  
Agreement

This can be on the back of an en-
velope, or something more involved 
and formal, such as a Designed 
Partnership Alliance (DPA). 

Balman notes, “A DPA is the 
foundation for our success and our 
commitment. Through it we built 
trust, commitment and tested the 

Partnerships 
at-a-glance
5 Reasons to Try a 
Strategic Alliance
1.	�Land a client too large to 

handle on your own.
2.	�Share a skill or product 

with a new market.
3.	�Enrich the lives of your 

clients or tribe with new 
skills.

4.	Save money.
5.	Mitigate risk.

7 Ways to Ensure the 
Success of a New  
Strategic Alliance
1.	�Make sure that your pur-

pose and values are clearly 
discussed upfront.

2.	�The partnership should 
benefit your own clients,
your partner’s clients, or a 
clearly specified new ma -
ket.

3.	�Offer the partner some-
thing they wouldn’t have if 
it weren’t for you. 

4.	Have a qualifying system. 
5.	Create a written agreement. 
6.	Resolve disagreements. 
7.	Learn before you leap. 
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