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1. EXECUTIVE SUMMARY
*This section provides a general overview of your partnering strategy. This portion of your SPP should be one paragraph in lenth and provide the reader with key points of your partnering initiative.
2. PROBLEM BEING ADDRESSED
*This section outlines the key issue(s) in the market that your partnership initiative will address.
Example: 
B2B partnership failure rates are estimated to be 70% at the two year mark. Failed partnerships are costing US companies billions in profits every year. Corporate professionals do not have access to high quality courses or coaching to help them develop the skills necessary to make partnering be a core competency within their organization.
3. PURPOSE OF THE PARTNERING INITIATIVE
*What capabilities or solutions will be born through your partnering initiative?
The purpose of this partnering initiative is to execute a partnering program with 3-5 top tier professional education organizations that can quickly market and sell the suite of PARTNERNOMICS online courses to thousands of organizations across North America and other English speaking countries.
4. APPROACH
*Which partnership types are you looking to execute and what are the major deal terms your executives are interested in achieving in each partnering agreement? It is possible what is listed here may be quite different from what is negotiated in your final agreement. However, the process of documenting key deal terms here first creates clarity on intent and you can use this section to create your initial Term Sheet.
Our intent is to establish a Referral sales partnering program.
Multi-year agreement, non-exclusive, 50% revenue share, quarterly revenue minimums, 8 hours of training for sales reps, and advertising spend commitments.
5. STRENGTHS
*Identify the strengths that your company has that will make your company an attractive partner with respect to this partnering initiative. Each of your strengths will be "power" that you possess in a potential relationship. That is, your strengths are unique capabilities that can add value to prospective partners.
PARTNERNOMICS is a highly unique curriculum used by hundreds of professionals and MBA students across the world. Our consultants and trainers are recognized industry experts. We have client testimonials from across the US. Our curriculum platform is easy to use and 100% mobile friendly. 
6. WEAKNESSES
*Identify areas for improvement with respect to this partnership initiative. Recall that weaknesses that your company has are open invitations for other organizations to partner and shore-up your company's deficiencies.
Our company is young - we were founded in 2014. When compared to national consulting and training organizations, our brand is not as well known and our list of prior clients is significantly smaller. Our organization only has one salesperson and national education companies have hundreds, if not thousands.
7. OPPORTUNITIES
*Identify the external market forces that are favorable to your partnering initiative. These items will highlight your strengths and be reasons that other organizations would want to partner with your company.
Simply put, partnering is the future for organizational success and the vast majority of business professionals have no formal training in strategic partnering. The ROI for B2B partnering is 50% greater than organic and acquisition, the quantity of B2B partnerships being formed is growing at a rate of 25% per year, the quantity of "Partnership Managers" positions being posted for hire has increased 360% over the past 5 years, but the failure rate of B2B partnerships is 70%. There is a huge opportunity to education business leaders on the art and science of strategic partnering.
8. THREATS
*Identify the external, market forces that may challenge or derail your partnering initiative.
Some economists are predicting a recession within the next 18 months. When recessions hit, training budgets are usually the first to get cut. Second, given the growing importance of the discipline of partnering, numerous national educational firms could enter the market and offer competing programs.
9. ASSUMPTIONS
*Assumptions are significant factors that could impact your deal that need to be verified (where possible).
· National professional education organizations are willing to work with small, independent consulting and training companies such as PARTNERNOMICS.
· These organizations will want to offer courses in strategic partnering. 
· We will be able to negotiate deal terms that will be beneficial for both parties. 
· These organizations will not see our existing relationships with universities as a conflict or barrier.
10. RISKS
*Unlike "Threats" which are external, "Risks" are internal factors that may challenge or derail your partnering initiative. Risks are easier to mitigate as your company has more control over potential outcomes.
· Our university relationships could accelerate in growth which would reduce the amount of time/resources we have to spend on national training referral partners. 
· Our Learning Management Platform may need a dedicated server due to increased traffic which would be a significant new cost. 
· We may need to invest in a more robust Partner Resource Management (PRM) system in order to effectively operationalize this partnering initiative.
11. REQUIREMENTS
*Identify the key requirements that are necessary to execute this partnering strategy.
Requirements for your partnering initiative may include: set amount of time, investment, technical expertise, real estate, machinery, travel, hardware, software, patents/trademarks, attorneys, and/or consultants to name a few. 
12. GOALS
*With respect to your Strategic Partnering Plan, we recommend that you identify only three goals. That is, what are the 3 most significant outcomes that your executives want to accomplish as a result of this partnering initiative? Later, you will use these three major goals to construct partnership specific goals with individual partners. By limiting this exercise to 3 goals your team will clearly understand the partnership priorities. 
