Concept 

1. It is a partnership between the landowner and the developer wherein the former contributes his rawland while the latter undertakes and finances all the costs to convert the land into a finished homesite. 

2. On the part of the landowner, joint venture is resorted to when he does not have the funds or cannot secure financing for the development of the project. On the part of the developer, joint venture is an option to avoid the cost of site acquisition. 

Obligations Of Landowner 

1. Make available the title, tax declaration, and other documents to enable the developer to prepare the plans, procure government approvals, and implement the development. 

2. Not to sell, encumber, or otherwise dispose of the land without the knowledge and consent of the developer. 

3. Assign to the developer the lots/units pertaining to the latter, in case sharing is by allocation of lots/units. 

Undertakings Of Developer (At His Expense) 

1. Feasibility study 

2. Preparation of plans 

3. Relocation, topographic and subdivision surveys 

4. Procurement of government approvals. 

5. Completion of development, utilities and amenities 

6. Maintenance and upkeep of project facilities prior to turn-over 

7. Progress report to landowner 

8. Marketing and collection 

9. Remittance of owner's share, if sharing is from sales proceeds
Sharing Schemes 

1. The percentage of sharing between the landowner and the developer depends on the value of the rawland and the cost to make it a completed project. For example, if rawland value and project cost are the same, the sharing is generally on a 50-50 basis. 

2. Implementation of the sharing percentage may either be pro-ration of the sales proceeds or allocation of developed lots or units. 

Safety Nets For Developer 

1. Title verification 

2. Sound feasibility study 

3. Annotation of joint venture on land title 

4. Phasing of development of big hectarages 

Safeguards For Landowner 

1. Verification of developer's capability and credibility: 

· Audited financial statement 

· SEC registration 

· Past and on-going projects - date started and completed 

· Inventory of machinery, equipment, tools 

· Pending cases with HLURB, if any 

· Credit check 

2. Engagement of consultant to : 

· Ascertain fair market value of land 

· Evaluate cost estimate of developer 

· Review joint venture agreement 

· Monitor and evaluate developer's compliance with his undertaking 

3. Not to allow mortgage of land title to secure financing for development 

4. Assignment of lots/units pertaining to the developer should be based on accomplishment, if sharing is by allocation of lots/units. 

5. Some protective provisions in joint venture contract : 

· Itemization of developer's undertakings and specifications of development design standards, materials, and workmanship 

· Period for finalization of plans and specifications, procurement of approvals, and completion of different phases of development 

· Submission of progress reports by developer re: status of application for approvals, development, sales, and collection 

· Initial selling price and conditions for price increase 

· Percentage and manner of sharing. If sharing is from sales proceeds, how owner's share will be remitted. If sharing is allocation of lots/units, assignment of lots/units shall be based on accomplishment 

· Penalties for failure of developer to comply with his undertakings within schedule. They may include termination of joint venture contract; improvements already completed shall accrue to the benefit of landowner without reimbursement to the developer; receivables from buyers shall accrue to the benefit of landowner. 

· Non-liability clause - Developer's undertaking to be solely liable for any civil, administrative or criminal liability for complaints of buyers; death or injury to any person in the course of development; claims of professional and technical men, material suppliers, equipment lessors, workers and laborers; and/or violation of pertinent laws. 

6. Inclusion of "non-liability clause" in contracts with buyers. 
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	JOINT VENTURES 
Leveraging Customers/Clients to Increase Income  


	
	BUSINESS SERVICES 

BUSINESS SOLUTIONS

BUSINESS RESOURCES

PROFESSIONAL SERVICES

BUSINESS LEADS PGM.

INCENTIVE PROGRAM



	
	Recently, an associate, David, developed a marketing instruction book for a niche industry that he services. After reviewing the chapter in the book about producing television commercials he admitted to himself that it wasn’t as strong as most other sections. Knowing a media consultant that serviced the same industry, he contacted him and inquired as to whether he might want to beef up the chapter on television production and in return he would recommend his services to business owners in the industry.
 

Sadly, the media consultant declined because he considered David to be his competition and he didn’t think it would be “smart” for him to collaborate with him. David kindly smiled and offered his thanks. As David walked away he thought to himself how foolish and short-sighted this fellow was for not taking him up on my offer.  He just turned down thousands of dollars in business. David was not only offering him the opportunity to have full access to his customer base, but an endorsed introduction to his customers!
 

Look Outside the Boundaries of Your Own Business
 

Far too many small businesses make the mistake of not looking "outside the box" of their own business to see the vast opportunities.  There is a greater share of business awaiting them beyond their own client-base by marketing through “joint venturing.”  Joint venture marketing is the process of marketing to the customers of complimentary businesses.
 

This is not about ruthlessly going after your competition’s customers. Not at all. I’m talking about gaining access to new prospects with the express permission and cooperation of the business that acquired those customers in the first place.
 

The Universal Customer - The Key to a Joint Venture Partnership
 

The “universal customer” is the focal point of the joint venture concept. Your customers are already the customers of other businesses that sell related products. For instance, suppose that you are a commercial real-estate broker/agent.  You help your customers buy and sell property. Most likely your customers also purchase products and services from…
Insurance Broker/Agents
Title Agents
Computer Systems Consultants
Lawyers
Telephone Systems Consultants
Media Advertising Account Executives
Interior Designers
Accountant
Office Equipment
Financial Consultants
Computer Systems Consultants
Credit Card -Check Processors
 

All these businesses market to more or less the same customers. As a commercial real-estate broker/agent do you have something of value to offer the customers of these other companies?  Part of the benefits of a joint venture is to give special offers and allow the company with the related product or service to present your offer to their customers that results in a win-win for both of you.
 

Your Limitation is Only Your Imagination
 

To demonstrate further, here are some great examples of smart joint venture marketing.
 

Idea: As a radio or tv account executive, you could offer to provide seminars -- "How to Leverage Co-op Dollars to enhance the Advertising Budget" and have the ability to offer accounting, legal services, and advertising in a "special package" in order for you to sell more long term advertising. 
 

If you’re a chiropractor you may consider offering an incentive program for the partners on your group whereby they get free service for every referral that you receive payment.  Or offer free massage gift certificates for your partners to give clients. Once the client comes in for their free service, have them fill out a survey to determine other needs.  With this information you can make other referrals.  Don't forget to package special incentives to keep your potential client coming back. will endorse the services and refer the customer to you.
 

The SMART EXCHANGE Group does “endorsed mailing". An endorsed mailing can include a simple letter endorsing the services of 



http://smart-benefits.com/joint_venturing.htm
The 1992 Earth Summit in Rio de Janeiro sent a clear message that the issues facing urban centres in the developing world were too important and too great in scope for governments to address them acting alone - new partnerships would have to be forged with the private sector. Agenda 21 talked aggressively about "public-private partnerships", stating that the public and private sectors "should strengthen partnerships to implement the principles and criteria for sustainable development," and the public sector "should establish procedures" to allow for an "expanded role" for the private sector. 
The urgent insistence that the private sector have an expanded role in moving Agenda 21 forward unlocked the door to a completely different approach. Following the summit, UNDP and SPM began to develop a new model to engage the private sector in designing and implementing solutions to urban environmental issues - the joint venture PPP. 

JOINT VENTURE PUBLIC-PRIVATE PARTNERSHIPS

Structure

At their best, joint ventures are an efficient way to capitalise on the unique strengths of the public and private sectors - providing a vehicle for the private sector to help deliver public services at lower cost without adversely affecting quality or accessibility. Under the joint venture model, the public and private sector partners accept the idea of shared risk and shared reward; each must be willing to make quantifiable contributions during the project development and implementation process. Figure 2 provides a conceptual image of the joint venture PPP model.

Figure 2: The Joint Venture PPP

Public and private sector goals do not have to be identical for a joint venture PPP to succeed, they must merely be compatible and lead to a common or shared outcome. For example, one partner may be interested in financial return, the other in improving customer service, yet both share the common goal of creating a viable and sustainable organisation.

Under joint ventures, the government is both the ultimate regulator, as well as an active shareholder in the operating company, allowing it to maintain a controlling interest in the venture for the sake of safeguarding public needs and interests. From this position, it may share in the operating company's profits and help ensure the wider political acceptability of its efforts. The private sector partner often has the primary responsibility for performing daily management operations. However, the public sector typically continues to play a role at the corporate governance and day-to-day management levels, which helps public employees gain the managerial and technical skills that are necessary to run a profitable public service. 

A Continued Role for the Public Sector

Under the joint venture PPP scenario, private sector involvement alters, but by no means eliminates public sector responsibilities. The private business sector is driven by profit, and if left unregulated, this pursuit of financial gain can lead to under-investment in the human and social capital that is necessary to meet basic infrastructure needs. Governments must maintain responsibility for ensuring that adequate and affordable infrastructure services are provided to all citizens. Whether they exercise this responsibility as a provider, partner, or regulator will depend on the government's needs, constraints, and capacity.

Continued government involvement in certain services helps ensure the efficiency of economic markets by reducing capital risks, increasing access to information, and reducing monopoly power. In addition, government involvement can serve to increase public accountability, ensure equal distribution of goods and services, and maintain partial control in publicly important industries.

Benefits of the Joint Venture Approach

The joint venture approach offers numerous benefits to the public and private sector partners. It has built awareness among local political authorities and public-sector partners of the advantages of the free market approach and decentralised decision-making. It has also demonstrated the importance of least-cost solutions to reduce total investment, generating profits to ensure long-term project survival, and motivating employees to work for the good of the company. For the private sector, participation in a joint venture in effect makes them a long-term partner in efforts to attend to the needs of a country's population, while earning an adequate rate of return and gaining access to new markets. 

Most importantly, joint venture PPPs bring business solutions, not aid or debt, to urgent urban problems. They combine the advantages of the private sector - dynamism, access to finance, knowledge of technologies, managerial efficiency, and entrepreneurial sprit - with the social responsibility, environmental awareness, local knowledge, and job generation concerns of the public sector. Experiences to date show that joint venture PPPs work, bringing a badly needed infusion of technology, finance, and management to tackle desperately serious urban problems (Faulkner, 1997).

THE SPECTRUM OF PUBLIC-PRIVATE PARTNERSHIPS

Joint venture PPPs are just one of a vast array of possible options for public-private collaboration. The term "public-private partnership" describes a spectrum of possible relationships between public and private actors for the co-operative provision of infrastructure services (Figure 3). The only essential ingredient is some degree of private participation in the delivery of traditionally public-domain services. There are virtually infinite numbers of individual points on the spectrum, with new models for co-operation being developed all the time. The broadest definition of a PPP is any form of voluntary co-operation between public and private actors - the joint venture PPP discussed in this report is the narrowest. 

Figure 3: The Spectrum of Public-Private Partnerships 

Selecting the best PPP option depends on a variety of cultural, economic, and social factors - the joint venture model will not always be the most appropriate choice. PPPs are context-based. They vary in target, form, process and parties. Flexibility is key and needs to be exercised when choosing parties to play the different roles - who will best serve varies from case to case. Flexibility also needs to be present in the choice of response in order to maximise effectiveness and optimise system efficiency. The most successful arrangements come from a flexible, opportunistic approach, drawing from experiences in other cases.

HOW PUBLIC-PRIVATE PARTNERSHIPS COME TOGETHER

For both public and private sector groups, getting involved in a PPP, particularly a joint venture, often does not seem like a desirable solution at first. Most organisations prefer to stay on familiar paths, sharing goals and work practices with other groups that think and act like them - governments working with governments, businesses with other businesses, non-profit groups with other non-profit groups. 

Governments and private firms have long worked together under simple arrangements such as government purchases of products that are produced by the private sector. However, they are often hesitant to enter more complex relationships. Governments are typically concerned that private businesses will take advantage of them, while businesses tend to consider government approaches to be burdensome and wasteful. 

So what does it take to coax these groups off their traditional paths and persuade them to work together? Generally, it takes a widely acknowledged crisis - one multiple groups acknowledge as affecting their core interests. In the case of urban environmental issues, the problems facing so many cities throughout the developing world constitute such crises and have been key drivers in the formation of PPPs. Sometimes, even in the absence of a significant crisis, an individual, group, or organisation will realise that separate, uncoordinated actions are creating redundancies and missed opportunities for optimising the use of scarce resources. Such "champions" can be government officials, non-governmental organisations (NGOs), business people, or citizens who - through their personal motivation - make partnerships happen. In other cases, they are service providers who stand to profit from the partnership. Although one hopes that progress can be made in the absence of a crisis, in practice, the inertia that keeps many of us on our familiar paths is usually only broken by a pressing need to work together. 

http://www.undp.org/pppue/gln/publications/working-p2.htm
	THE JOINT VENTURE HOME PAGE

FOR SMALL AND MID-SIZED BUSINESSES

  *A joint venture is a business arrangement in which two or more parties undertake
a specific economic activity together.
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	    A joint venture can turn under-utilized resources into profit, create a new profit center, help you enter untapped markets, quicker and at less cost than trying it alone. 
    Joint ventures are a popular method of expanding business. Major corporations and mid-sized companies are getting together, and small companies can, too, on a less formal basis. 
	    This website serves to bring businesses together and encourages joint venture and other cooperative arrangements. 
    Joint venture partners are matched by a process of closed proposal. Interested parties should submit the outline of a plan they would like to implement, stating 


What are Joint Ventures (JVs)?
by C Codrut Turcanu
I know you probably heard about them ... Joint Ventures or JVs for short. A JV is when you agree to form a partnership with one or more people. All parts must benefit in a way or another. 

JVs are a win-win situation. If you want more TRAFFIC and know someone who already have it, all you have to do is contact that person, talk with him and form a JV partnership. 

You GET the TRAFFIC and he gets what you have to offer him (e.g. money, a product, a service, etc.) 

You can form JVs on the Internet (online JVs) or in the real world (offline JVs), there's not that much difference between them. 

I prefer online JVs because you can contact more partners at the same time using your e-mail address. 

If you want to do it by phone, don't hesitate, contact your possible JV partner by phone. You'll have a higher chance to close the deal this way, e-mail is less personal ... 

No one in the business 'game' ever succeeded by himself; most business owners have started with the HELP of others by doing Joint Venture partnerships. 

If you want to create a stronger marketing force, then you have to START doing JVs. 

You must treat your JV partners seriously and with respect. 

Why? Because they can bring you what you want or need very FAST. 

Just think about it ... you want more Money, more Web Site Traffic, more Leads, more exposure & publicity? 

If done correctly, a JV can GET you all or any of the above! 

Some people have the skills you don't, so why not team up with them and form a profitable JV deal? 

Let's say you developed a software product and you already had success selling it on eBay or other auction Web Site. 

You'll have to EXPAND yourself and GET more exposure; the KEY is to own your own domain name and Web Site. 

You don't know how to build Web Sites? 

Find someone who knows and offer him a FREE copy of your software product or other products you have; you could also START your own affiliate program and let your JV partner JOIN it for FREE. INCREASE his commissions to the LEVEL he wants to motivate him create a PROFESSIONAL Web Site for you. 

JVs are a GREAT way to obtain something for FREE. 

If you want FREE advertising in an eZine, all you have to do is contact a possible JV partner, offer him a FREE copy of your product plus other BENEFITS (e.g. a HIGHER affiliate commission, other BONUSES & products) and ask him to promote your product to his ezine subscribers. He'll gladly do it without asking you money for advertising because you already provided him with a valuable product and a NICE commission rate. 

The KEY is to offer VALUE to your JV partner and his subscribers as well. 

Your product must be worth the money and must deliver on your promises. It's better to over-deliver to make 'ALL' happy. A happy customer or JV partner could be yours for 'life', so treat him right! 

Internet is the 'perfect' place to contact people and form profitable JVs at the light SPEED. You could potentially partner with anyone, anywhere, all you have to do is FIND it online or offline! 

Places where you can find possible online JV partners: 

1. online forums and message boards 

2. ezines and newsletters 

3. search engines and online directories 

The KEY to JVs is to respect and treat your JV partner like you'd like to respect and treat him you. 

JV = TRUE relationship. 

Four Easy Steps to a Powerful Joint Venture
By Roy Oron 

If you have been online very long you have probably heard the term 'Joint Venture'. Today I'd like to take a moment to define just what a Joint Venture is and also share my simple four-step formula for creating a win-win Joint Venture. 

Before we begin, please allow me to say that my business has been built on Joint Ventures. My site went from a handful of visitors a day to over 8000 a day in less than a year. 

But this article is about YOU, not me. 

First, the term Joint Venture simply means a partnership between you and another business person. A Joint Venture (JV) usually involves selling a product online by means of sending an email to a mailing list. 

Sometimes you have the list and your JV partner has the product. Sometimes it's the other way around. And sometimes a JV includes you both sending a sales message about each other's products to your own list. 

In each case, it's a Joint Venture. 

One of the most common misunderstandings about Joint Ventures is that you have to be a 'Big Dog' to do a successful JV. Nothing could be farther from the truth. If you have a good idea, access or resale rights to a great product, or a responsive mailing list (size really doesn't matter) you are a perfect candidate to create a winning JV. 

Now let me share with you my proven, four-step formula for JV Success. 

1. Do It Now. 

This may sound simple to you, but I can't even count high enough to count the money people have left behind by simply not asking. 

Remember, you do NOT have to have a big name or reputation to approach someone on a JV. What matters most is the fit of your product or service to their list, or visa versa. 

2. Approach The RIGHT Partners. 

One common mistake is approaching sites based on what you perceive about their reach. We all tend to think 'Wow, he has a huge list; we could make a fortune.' While a big list is appealing, what matters most is the fit. 

So, who DO you approach? 

You approach sites that *compliment*, but don't compete with, your product or service. Simply think through what your customer might buy next and approach those sites. 

People who just bought cars often change insurance carriers. People who just bought copywriting might need an autoresponder for the messages they had created. So, if you own the autoresponder service (or you are an affiliate) you approach the copywriter. 

Another great match could be weight loss and clothing (show off that new slim you!) You get the idea. 

HOT TIP: Don't forget your competition. Check out who links to your competitors' web site and see if they might like to offer their clients another option. 

3. Automate And Personalize. 

While it's smart to use software to find and approach potential JV partners, it's wise to also let your personality shine through. 

If you are approaching someone with a big mailing list, you can be sure others have approached as well. Write your email in such a way to be personal, and to the point. Many times, the letters you will find in software products designed for the JV market are the perfect place to start. 

4. Think Win-Win. 

The best Joint Ventures are those where both parties win. Sure, making money is good; but great JVs are about more than just the cash. A GREAT JV is one that benefits both parties and starts a relationship that carries on to the next profitable project. 

No matter what product or service you promote, you CAN find great JV partners to help you sell more in less time. And when that happens you may also create the foundation for a beautiful friendship as well.

How to Create Powerful Strategic Alliances
By Michel Fortin  
I truly hate networking. Really, I do! I hate it because, in my experience, it hasn't brought me anything substantial in return. But wait a minute, hear me out. Networking isn't a bad concept; far from it. With today's highly competitive environment, networking can be a fantastic marketing tool. Referral-sources can become potentially effective in bringing you business.

However, here's the problem. Having a network and having a networking system are two entirely separate things. When you're only networking, more often than not people will want something in return. They will stop sending you leads if you don't take the time to recognize their efforts (and, if you're like me, that's if you have any time left at all). So, how can you reward your network? How can you do so on a consistent basis? And even better yet, how can you turn your network into a networking system? The answer is by developing and establishing a network of strategic marketing alliances.

I'm sure you have heard of many ways to set up strategic alliances in some form or another. Essentially, there are as many different forms of systematized networking opportunities out there as there are businesses, and I strongly encourage you to vigorously seek them out. But in my experience, I have found that they mainly fall into three major categories, namely the info-network, the auto-network, and the intra-network. Let's take a look at each of these and how you can apply them to your situation or business.

Info-Networking
The information network is one in which a strategic alliance is created where information is exchanged in some form or another between parties. Basically, that information includes qualified leads that both you and your alliance share, or information about each other that is promoted to each other's market. As long as your alliance logically shares a same target market without directly competing with you, there is an immense potential for you to consider.

For instance, free reports and especially newsletters are great marketing tools. Advertising space within them can be sold at a nominal cost in order to pay for their distribution, or it can be offered to alliances that might be happily interested in being directly promoted to your market. In turn, you should seek out ad space in publications of mutually beneficial alliances. But if you publish your own newsletter, the obvious advantage is that it can save you money by "swapping" ads with another newsletter also catering to your target market.

This also refers to mailing lists where you and your alliance can exchange each other's prospect or client lists. Mailing lists seem to have increased in popularity these days and, if used properly, they can produce pretty good results. For example, mailing list brokers sell or lease mailing lists that they've compiled and with which you can use to conduct direct mail and telemarketing campaigns -- lists of people that fit into your specific demographics.

A more effective approach is to use, rent, buy, or exchange a strategic alliance's list of prospects and clients. Most of them will approve especially when you trade your lists with them. But if you have to rent or buy their list, the cost will definitely be far less than that of one coming from a broker -- they're not cheap! And most strategic alliances are not accustomed to the idea of sharing their lists and will therefore be happy with just a few bucks. (Realize that this segment refers specifically to offline mailing lists, not email.)

Auto-Networking
Auto-networking is the process of creating referral-sources that automatically supply you with quality leads without having to lift a finger. Brochures, posters, flyers, coupons, and business cards can be set up at the offices of potential referral-sources. However, auto-networking doesn't mean to simply give out cards or literature and then hoping it will produce something in return. It means setting up a system between both of you where, since you are catering to a same market, you have made an arrangement to constantly and systematically supply each other with materials and information.

A drycleaner who discovered that the largest clientele of a busy restaurant near  its location was mostly made up of executives having "power lunches." The drycleaner, knowing that her greatest clientele was made up of executives who bring their shirts or dresses to have drycleaned saw it as an opportunity. Together they formed a strategic marketing alliance.

Coupons were handed out by the restaurant's waiters and waitresses along with their clients' food tabs offering a 5% percent discount on dry-cleaning services. The coupons could be accumulated up to a maximum of 25% -- of course, they were valid for a limited time only. In return, the dry-cleaner handed out coupons (clipped to the garment bags of their clients' dry-cleaning) offering a free appetizer or dessert at that particular restaurant -- good for one per person per lunch -- with every load of $30 worth of dry-cleaning.

Another form of auto-networking is, as the saying goes, "You can't teach an old dog a new trick but you can surely teach a new dog to cook you breakfast!" Trying to create networking systems with referral-sources who either have been approached by competitors or are implicated in other commitments may be a difficult task. So what can you do? You get them while they're starting out. Since, in this highly competitive age, many potential referral-sources may have already been the target of a competitor,. the key, therefore, is to approach them before they do become potential targets.

Here's an example. I teach hair transplant doctors to become known among the hairdressing community and possibly set up strategic alliances with them by, among other things, setting up brochure stands in their salons. Many of these hairstylists may have already been approached by other doctors or have a fixed idea in their minds of a doctor to whom they would refer their clients for cosmetic surgery. Consequently, I help doctors to set up presentations or to become guest lecturers at local hairstyling and beauty schools.

Schools love it since it's part of their curriculum to teach future hairstylists the mechanics of hair and hair replacement. Some provinces or states also make it an essential part of their licensing requirements. However, the effectiveness is this approach is the fact that, by giving a lecture or presentation, the doctor not only gets his name inculcated into the minds of these future hairstylists but also created an almost impenetrable barrier against competitors. By being part of their schooling, doctors naturally became a part of their minds!

This technique can be applied in almost every industry, with trade schools, business schools, community colleges, government services, unemployment insurance subsidized courses, and so on. A government software programmer can give a small computer presentation during courses that the government provides to recently-hired purchasing agents. A wedding planning consultant can give small courses to church groups offering prenuptial courses (often referred to as "marriage preparation courses") for engaged couples in their parish or community. An accountant specializing in corporate taxation can give small seminars to young entrepreneur workshops (most chambers of commerce offer this type of service). And the list goes on.

Intra-Networking
An intra-networking system simply means two or more parts of a whole that are independent but at the same time interdependent. This is the old bartering system that goes back since the beginning of time. But in the context of intra-networking though, it is not a direct exchange of service for service or product for product (or even product for service), but an exchange of a service or product for information, clients, referrals, or promotions.

For instance, a restaurant owner makes an arrangement with a local gas station to offer coupons to each client that comes to pump gas. They were given the permission to hang posters in the station, leave menus at the counter and place fridge magnets on the pumps. For every ten coupons the restaurant received, the employees at the station were given a free meal. A freelance writer edits trade association newsletters that target her market as well (corporations). In exchange for her editing services she will have her articles and ads published for free in the newsletter.

What kind of product do you offer from which a potential referral-source may benefit? Think of ways of being able to offer your services for free in exchange for free promotion, pre-qualified leads, or, as mentioned in info-networking, promotional efforts. Intra-networking can also become powerfully effective if you were lucky enough to stumble onto another company that offers products or services that complement your products or services well, while at the same time sharing costs, leads, and clients as well as referral-sources.

Altogether, info-networking, auto-networking, and intra-networking are powerful tools to help make you create good referral-sources that work and never stop working. The idea is nonetheless to network but to do so wisely as to be able to create as many leads and clients as possible with the least amount of effort. Don't network. Make your net work for you!

Small Businesses and the Power of Strategic Alliances
By Isabel M. Isidro 

Strategic alliances are opportunities for small businesses to accomplish things that would otherwise take much more money or staff time. This article explores several ways small businesses can collaborate with other business entities. 

No man is an island -- 

While you may be bravely striding down the path of managing and growing your businesses, there may come a time when you need to form strategic alliances for your business. 

Given the current state of business today, competitive pressures are forcing companies to come-up with imaginative ways to enhance brand identity, connect with customers and attract top-notch employees. Companies, both big and small, are teaming up more today than ever before to enhance their competitiveness in the marketplace and keep pace with the rapid changes of technological innovation. More than 20,000 corporate alliances have been formed worldwide over the past two years. According to studies by Booz, Allen & Hamilton, the number of alliances in the United States has grown by 25 percent each year since 1987. 

A strategic alliance is an arrangement between two companies that combine resources to gain additional business. Strategic alliances are formed when one company alone cannot fill the gap in serving the needs of the marketplace. It involves two companies that pool together expertise and resources to enter new markets, share financial risks and get products and services to market faster. 

Some strategic alliances are formal written agreements; others are informal as a handshake. With the Internet, some alliances are entered into after several email exchanges, even without the physical meeting of the parties concerned. Some alliances involve sharing of resources and an exchange of funds; or sharing of traffic between two dot.coms; others are as simple as a cooperative marketing arrangement. Whatever their structure, one goal prevails: strategic alliances are opportunities for small businesses to accomplish things that would otherwise take much more money or staff time. 

Small business owners, with their limited resources and marketing reach, could benefit from cooperative arrangements with other organization and business entities. Joining forces with another organization can allow your business to finance certain services or production functions by sharing expertise, assets, expenses, and risk without necessarily incurring cash debt or trading equity. For small businesses, strategic alliances often consist of simple "bartering" with customers, suppliers, and even competitors. 

Here are several ways that you can collaborate with another person or company to bring added value, revenue, traffic and/or expertise into your business. 

Partner with a key customer. 

If you are selling a substantial amount of your product to one company, it is best to explore opportunities for strategic alliances between your organizations. Your goal is to preserve the relationship -- imagine the possible devastating effects of losing your single biggest account. Cementing the relationship into a long-term formal alliance will help mitigate the risk of losing your biggest customer and market. 

Partner with a brand leader. 

When considering strategic partners, most small businesses will benefit from alliances that add value and prestige, not just money, through sheer association alone. If a brand leader wishes to join forces with you – a “small fry” – grab the offer immediately! Your networking ability plays a major role in locating and investigating strategic partnering opportunities. Business association with a well-recognized industry name can generate immediate credibility for you. It can be likened to receiving a stamp of approval from the best in the industry. Even if the partnership does not offer direct financial remuneration, you can leverage your formal association with the brand leader in the advertising and marketing for your company. 

Cross-sector Partnerships. 

While strategic alliances are often formed with businesses, consider the possibility of joining forces with the non-profit organizations such as trade associations, nonprofit groups, local community organizations, etc. Cross-sector partnerships may offer great opportunities for financing some advertising and distribution expenses. Moreover, you may be able to work out arrangements with some groups that target a very specific, and important, consumer audience. An excellent book that explores the opportunities of a partnership of a for-profit businesses and non-profit organizations is Eli Segal’s book “Common Interest, Common Good: Creating Value through Business and Social Sector Partnerships.” 

Partner with former employer. 

Many entrepreneurs start their own companies after seeing potential partnership opportunities with their employers. For example, you may develop a product or service that provides your employer with a solution to a major problem. You make arrangements to go into your own business selling this product or service, and your former employer offers you a long-term contract with his or her company. The bonus: you end up with great cash flow, and the long-term contract with a creditworthy company means you can go to other lenders and possibly get other financing you need. 

Partner with a competitor. 

Your competitors, if handled properly, can be a very good alliance partners. By understanding the capacity and capabilities of your competitor, you may be able to tap into their unique strengths for your own advantages. You may work hand-in-hand with a competitor over contracts that may be too large for you to handle by yourself. You may also refer customers and projects to your competitors if your manpower resources are tightly squeezed. If you cultivate a good harmonious relationship with your competitor, they may also reciprocate and pass on to you projects and contracts that they feel you can do much better! As the saying goes, “if you can’t beat them, join them!” 

Partner for cross marketing. 

Cross marketing calls for two distinct businesses to pool their resources and collectively market to a target customer base. The strategic alliance will provide additional leverage for their product offerings and generate greater marketing impact. The potential to save money for both companies is the greatest benefit to both companies. An online magazine targeting small business entrepreneurs, for example, can partner with a site that offers assistance to entrepreneurs in securing government loans. The online magazine will be able to increase its business tools offering to its readers, while the government loans site can widen its reach. 

Your company may have started out as a solo enterprise, and you still want it to remain that way – but you see the value in making connections. Or, your business has now grown to include one or more employees and you’re looking for ways to expand your reach without generating a lot of debt or overhead. For these situations, and many more, strategic alliances and partnerships are a smart solution. Design them any way you want – keeping in mind a win/win philosophy – and you’ll discover ways to grow your business without the direct use of money. 
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Joint Ventures Can Help You Reap Big Profits
By Gauher Chaudhry 

Joint ventures are one of the most effective marketing techniques being used by Internet marketers today. Joint ventures are where different parties pool each others marketing resources together to achieve a profitable outcome. Joint ventures usually benefit both parties more than if each party had attempted to do the marketing campaign on their own. 

One the first joint ventures that I got involved in was for my first ebook "EZ Money With Ezines." There were literally thousands of individuals I wanted to reach, but I knew that I would need help in reaching all these people. 

What did I do? 

I contacted a number of other ezine publishers and asked them to review my ebook. If they liked the ebook, I asked them to endorse it in their next ezine and they could keep a nice percentage of the profits made from any ebook sales. 

Endorsements are one of the most powerful marketing tools that can be used to promote a product or service. An endorsement is simply when a person talks or writes about a particular product or service in a favorable manner and recommends that you buy it at the end of the endorsement. 

The reason why endorsements are so powerful is because they come from someone that is trustworthy or who has developed a favorable reputation. 

Most of these ezine publishers that I went into a joint venture with had developed trusting relationships with their subscribers, so I knew that if they endorsed my book to their lists, it would generate many sales. 

The response to written endorsements for a product or service on the Internet far outweigh those from classified ads. You don't need someone famous to endorse your product or service on the Internet. You just need to find someone who has developed a good reputation. 

If you can get into a joint venture with other people who will endorse your products or services, you can quickly watch your sales skyrocket to the roof. If you have a product or service, give it away free to the people who have developed a good reputation and can reach thousands of people. Ask them to endorse your product or service if they like it and offer a share in the profits. The publicity you will get will far outweigh the cost of the your product or service! 

Forming these joint ventures worked well for me and I will definitely contact these same ezine publishers when I release my other ebooks that are in the works. 

A new joint venture that I am working on is trying to link up web publishers with web advertisers. My company has developed a site where advertisers can bid on keywords and text links. 

But in order to generate traffic or clicks to BulletBid.com, I recruit web publishers to put text links and search boxes on their web sites. I offer them a fixed fee for every text link click or search from their search forms. I basically work as the middle-man between the advertisers and publishers. 

You can consider it a three-way joint venture so that all parties win in the end. The advertiser gets targeted visitors, the publisher receives advertising revenues and I receive a commission for providing the service between both parties. 

I have only touched on two types of joint ventures (endorsement and brokering), but there are still many other types of joint ventures that you can participate in (i.e. advertising co-op). Don't underestimate the power of joint ventures as they could finally be the key to your online success.
