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HEARTS OF YOUR
CUSTOMERS
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Partnerships can be powerful

: Y
Buya Ladya Drink | @ |

b 1
4 : "y
n ]
& “'\
5
2 )
- y ) A
2
9 ¢
S i I A ‘
OCla A |
. > L V)

They can change the way customer think and feel
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There are many different types of partnership
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5 Components to impactful partnerships

/ Brand
R BRITISH Financial
British Gas SWIMMING
Employees
Brand A Great Ormond
Street Hospital Charity Customers

Partner Added value

© Matthew Leopold 2019



© Matthew Leopold 2019



~Partnership thinking has seen little evolution

Who is the No

Media is king No insight How? Why?

customer?
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segmentation



Time to evolve our thinking from......

‘Old world’ partnerships

Brand Benefit

Audience
Image transfer

Brand
Awareness

Value transfer

ACL Partnership Audits
- & Consulting Ltd
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Brand awareness illusion
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The value transfer illusion

' SINCE 1'8884

Resilience

II Rugby’s values of resilience,
|ntegrity integrity and passion are core

to Landrover

Passion
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The values illusion

Strength
Authenticity

Integrity

Inclusivity

V/ GUINNESS

SIX NATIONS

ll...there’s a shared value in rugby’s
honour code of integrity,
authenticity, inclusivity and strength,
which are all values of the Guinness
brand.



TO
EVOLVE
WE
NEED

Measurement

Real benefits

Customer focus

Z® Marketing principles



1. FOCUS ON OUTCOIMES
2. REMEMBER THE CUSTOMER
3. THEN MEASURE



It all starts with

OU T come




Like us on
Facebook,
and we will
vaccinate
zero children
against polio.

vaccine costs money. Please buy

unicef&®



questmn’ - partnerships
the answer?




Your board’s
objectives

Objectives that will
drive successful
delivery




f“J Brand Customer Brand

position retention experience

BRITISH
SWIMMING

Great ELEEE Fundraising | Nationwide

Ormond
Street engagement

Hospital
Charity
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e Showcase technology credentials
e Global business
e Technology partner

j

The technology behind the team



Branding

Campaigns
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2. REMEMBER THE






t audiences‘ complex

The charity I really
care about

One of several
charities | follow

INTERESTED

It is a topic that catches my
attention
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Shelter IS British Gas
A

How do you get people to listen and remember?



People pay attention to things they like

Cut through




Connection/relevance

3 years, S9m p.a.
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IN THE ATHLETE
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Rational

Emirates
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1. FOCUS ON OUTCOMES
2. REMEMBER THE CUSTOMER
3. THEN VIEASURE






Some numbers are not helpful

[insert big number here]

Media scores are HIGHLY misleading



To improve the impact of your partnerships...

1. FOCUS ON
2. REMEMBER THE
3. THEN



Remember...

Audience
Image transfer

\3
‘ sRANDING Brand
Awareness

Value transfer

ACL Partnership Audits
- & Consulting Ltd
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Brand

Commitment
Activity Audience

Fanship Likeability
Get their Meaningful Depth of

ﬁ”l' @ ASSOCIATION @

© Matthew Leopold 2019

Affinity

)

Consideration

Positioning

ACL Partnership Audits
- & Consulting Ltd
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