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Î Rule 1: Both partners must achieve distinctive 
benefits/advantages through the cooperation and/or 
partnership. Those benefits have to be clearly 
defined.

Î Rule 2: A strategic cooperation has to be agreed by 
contract. There must be at least one standard 
bearer on each side.

Î Rule 3: Go always only for no. 1 or the market 
leader or visionaries first, only in step 2 switch to no. 
2.

6 Golden Rules in Partnering
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Î Rule 4: Act fast, strategic partnerships are 
developing right now (and who is already bound is 
not free any more).

Î Rule 5: Co-operations have to evaluated and 
validated again after a certain amount of time 
(possibly terminated at the start).

Î Rule 6: The development of a partnership requires a 
top form of individuality in defining the benefits and 
the procedures by PRM.

6 Golden Rules in Partnering
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Stairway to strategic partnerships
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Extract of norm strategies
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Fields by players
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Stairway to strategic partnerships
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University Partner

PRM

Interaction

Business processes

1 : 11 : 1
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Differences

PRMPRM
• Two (or more)-way 

(maximize retention and 
potential on partners)

• Benefit oriented 
for both partners

• On time communication

• Building trust and 
confidence 

CRMCRM
• One-way (maximize 

return from end-user)

• Revenue and profit 
oriented 

• Campaigns 

• Building customer 
retention 
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Stages related to PRM
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CRM and PRM content

• (Re-)Engineering and standardization of processes in 
Marketing, Partnering and all kind of Services

• Integrated approach to control processes on synchronized 
channel und validated sales data

• …

CRM/PRM as
marketing
strategy

CRM/PRM as 
system in use

CRM/PRM as
management 

approach

• Customer and partner orientated approached to increase 
profit in products and services

• Value oriented approached to  optimize the customer  and 
partner portfolios

• …

• Automation of  sales via integrated software systems
• Introduction of applicable standard software systems
• …

Source: Wicht
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Typologie des CRM

� (Re-)Engineering and standardization of processes in Marketing, 
Partnering and all kind of Services

- Agreed standard approach on all activities
- System based control on all activities

� Control/ standardization of all activities referring to customers 
and partners
- Synchronization of the entire interaction and communication to 
customers and partners
- Two way communication

� (Re-)Engineering and standardization of processes in 
Marketing, Partnering and all kind of Services
- Consolidation and validation of all data referring to customers, 
partners, products/services and processes, Analyses of Marketing, 
Sales und Service  results
- Partner value analyses; Partner satisfaction analyses, …

Operational

CRM/PRM

Analytical

CRM/PRM

Collaborative

CRM/PRM

Source: Wicht
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(Inter)action

Control

Potential benefits of CRM/PRM

Operational

Analyses

Analytical PartneringMarketing Key accounting

•Life communication
Server
•Instant messaging
•Web casts

Source: Wicht
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Options actually on evaluation 

1. Open source solution (Sugar CRM) 
www.sugarcrm.com/crm/

2. Microsoft CRM (easy integration to MS Office World)

3. On-Demand (www.salesforce.com) Standard system 
– but integration into an existing organisation
(particularly with regard to a University ☺) is 
challenging and demanding.
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… is a key for successful

University partnering & business in the future!

The PRM approach …
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