12 ways to partner with a
channel owner

A channel owner is a person with access to an existing audience via a newsletter, customer list,
podcast, social channels, CRM, show, or regular time slot that you can contribute to.

Offer to teach their audience something for free.

It can be how to use your product for success. Experience you have building what you have. What
you learned while pitching your services. How to do one of the things you do when offering a

consulting engagement. How to write a book in 30 days. Lessons you've learned in your career. If
you can articulate it with a hook, and it's going to be interesting to your audience offer to teach it!

Give them a freebie.

"But my goal is to sell my product” I hear you cry. Find a way to give out a sample, a free version,
or a trial. If your product is good and offers what you're promising, a large enough percentage
will become repeat buyers. In the big advertiser world, there are entire specialist agencies who
offer sampling at scale profitably. Another reason this works is because of a fancy concept called
*reciprocity” in giving something to someone they're more likely to want to buy something from
you.

Promote their channel in your own social media.

There's a good chance you don't have a large following yet, but it's still good to offer it as a value
add it's more than likely the collaborator will be able to do the same which helps you!

Promote them in your other channels to drum up
more traffic.

Other channels you might have include an email list, an announcement you can share in a
regular meet-up or meeting, a mention within a larger newsletter, a flyer at your stall anywhere
you're facing or interacting with an audience.

Offer an exclusive.

This can work if you've got some runs on the board already and you know there will be some
good demand. If you don't or can't demonstrate that demand will be there... then it's just phoney.



Write a big article.

Producing long-form content isn't everyone’s strong suit, but if you can write a piece you
absolutely should. Share something that people don't know and why that is, teach people an
element of what you know that's going to be relevant to their audience, take a snippet from your
book and provide it for free. When you produce one the various points and key ideas can be
broken down into smaller bites to share as well.

Share an excerpt for an online course.

People can find the answer to anything at anytime. The reason people buy one way to do
something over another is because they enjoy the teacher's style, their point of view, and the way
they explain something. If you're selling a course give away some of it for free. You're not going
to lose customers. You will gain customers who were on fence, because they've heard, seen, and
felt how you explain something. Do it!

Create an online version of something you want to
deliver live.

Let's say you have physical product. It's a widget that curates herbs from your garden and turns
them into spices. How do you translate that into online? You can still add value. Write a recipe
that can be done manually, record a video of yourself going through the process, package it up
and offer it to any group interested in curating herbs. People interested will follow what you
share if you come from a perspective of helping. Do you know what else they might do that's
easier? Buy your widget.

Offer to mention them in media.

[ use the term “media" pretty loosely here. Offering to mention your partner in any publication
that's got an audience qualifies. This could be a newsletter you're contributing to, a mention in
the company Teams channel (for when you're not side-hustling), or even a shout-out in a group
or community they don't have access to.

Offer to share a % of any profit from sales you
make.

This can be tracked with mechanics like “mention Randy for a 10% discount”, through to
discount codes, through to flat-out offering a cut on all sales over a set period of time if you're
making an offer exclusively through them.



Offer to donate to a charity they care about.

Struggling to connect with any of the above? Find the cause they care about and offer to donate
to that cause to kickstart a partnership. The only partner that refuses such a thing is either too
busy, thinks your product/offer are lousy for their audience, or is cold and dead inside and
supports zero good causes.

Partner together with a complementary product
and offer a package deal.

If your product doesn't compete with a partner’s, you can team up and go-to-market with a
package deal. A restaurant could partner with a limousine company and offer ridiculous rides
home for Valentine's night. A cleaner could offer 3 months worth of cleaning supplies for a
Turbo Turnover Package. A gardening teacher could offer personalised laser-etched gardening
tools.

There's heaps more.

The further you rise up the food chain (or the more refined the partnership) the more elaborate
and collaborative you can be with creating value together.

Start Marketing is a book containing 70+ chapters on how to discover audiences, create win-wins,
and measure success so it becomes repeatable. It’s a playbook for business owners and aspiring
founders on how to develop and focus your marketing instead of wasting time, effort, and being

blind to what works and what doesn't.




