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Reene C.: This ties back to my earlier comment about viewing your agency as an extension 
of your business. They need to know what's new and changing with your 
business in order to effectively support your growth.

Lenox Powell: I'm Lenox Powell, the host and producer of the Outperform podcast. On these 
episodes, I talk with Acceleration Partners' team members, industry partners 
and clients to bring you a behind the scene's perspective on what the world's 
leading brands are doing to outperform in their business and marketing 
partnerships.

Lenox Powell: Hello and welcome to the Outperform podcast. Our guest today is Renee 
Christensen, Client Success Director here at Acceleration Partners. Since joining 
AP in 2014, Renee has held multiple client facing program management and 
leadership roles, which have given her a unique perspective on what's needed 
for a strong client agency relationship, but also what helps a partner marketing 
agency drive the best performance for clients. Renee, great to have you on 
outperform. Welcome.

Reene C.: Thanks Lenox. Glad to be here.

Lenox Powell: Let's jump right in. Even before a company becomes a client of a partner 
marketing agency, what are some things they should do or have or 
communicate to that agency?

Reene C.: Some of our most successful client relationships are those that view our agency 
as an extension of their business. They're committed to building the partnership 
and establishing trust, which ultimately results to better performance. Working 
with an agency, you have to ensure that your business and the person managing 
the relationship are committed to building a solid foundation from the start. 
One of the most important things that comes to mind is ensuring that your team 
has the available time and resources to put into the agency relationship. Asking 
yourself, does the team have capacity to connect with the agency on a regular 
cadence, and supply them with the right information and assets to support 
growth when needed. And agency by no means wants to make more work for 
their client. However, there is some level of support that your agency will need 
in order for them to be successful.

Lenox Powell: Right, absolutely. Do you have an example of a client that they're like, "Oh, 
we're so excited for AP to come and manage our program." But then in 
retrospect they really didn't have any time to collaborate with the agency in a 
way that was needed?

Reene C.: Yes, this does happen on occasionally. We find that some of our clients tend to 
not respond to emails or maybe they miss our scheduled weekly check-in calls 
without notice. It makes it really difficult for our team to move forward with 
new initiatives that really do require a client approval or client assets to move 
forward, and that ultimately has impacted client goals in the past. On the flip 
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side of that though, clients that are 100% committed and quick to support our 
team tend to have stronger results and more partner engagement.

Lenox Powell: Yeah, that's a really great point. What are some other things that a brand should 
do or communicate to their partner marketing agency?

Reene C.: I think just being open about problems or challenges that you're trying to solve 
for. The more information clients can share about their challenges as it relates 
to business and/or their partner marketing, the better the agency's client 
strategists will be able to find the right solution. Now, coming into the 
conversation with the agency about specific challenges, really allows them to 
dig in, ask questions, and understand the root cause so they can make sure that 
they're putting you in the right service level and can help support you overcome 
your challenges.

Lenox Powell: And you know how I love my examples. So is there an example of that you can 
share? Say a common problem or challenges that you hear a lot from clients?

Reene C.: A lot of clients come to us because they don't have strong affiliate expertise 
internally to put the right strategies in place to support incremental growth for 
the channel. That actually leads me into another area that's important for a 
client to take into consideration, which is being forthcoming about your 
expectation and goals. It's really important for you to share with the sales team 
what you're looking to achieve in terms of affiliate program growth goals, 
success metrics, really anything that's important to support the affiliate channel.

Reene C.: The agency's goal is to align on everything from making sure the service level 
aligns to having your buy-in on the projected growth and opportunity for the 
channel. As an example, if you have an expectation that your agency will travel 
to deliver a quarterly business review, it's important to communicate that 
expectation ahead of time. Some details related to that travel policy are notated 
appropriately in the contract. All of this is important because when the brand 
and their program management team aren't aligned, it can create tension 
during a time when it's so critical to be starting a relationship off on the right 
foot.

Lenox Powell: Really good insights, Renee. So to quickly recap, before a brand comes on as a 
client with a partner marketing agency, they should clearly communicate the 
time and resources that they actually have available to allocate to their partner 
program, the problems or challenges that they're wanting their partner program 
to help them resolve, and what their expectations are for their program in terms 
of growth goals, success metrics, et cetera. What about after they become a 
client?

Reene C.: After they become a client, the most important thing is having an open and 
ongoing communication. It can take a while from the time that brand has a 
conversation about their goals and expectations with the sales team, and the 
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time they actually kick off the relationship. Goals and priorities can shift. It's just 
part of business and we want to make sure that we're aligned. So it's essential 
that the brand is consistently communicating their goals when they shift so that 
your team can ensure that they stay on track.

Reene C.: For example, we had a client respond to one of our quarterly client feedback 
surveys with subpar scores and a comment about how they weren't hitting 
goals. This came as a surprise to our team because we thought we'd been 
hitting goals for several months and we had been communicating that in all of 
our reporting and our weekly calls with the client. So we brought that to the 
client. We said, "Hey, can you tell us more about these low scores, about your 
comment about how us not hitting goals?" Come to find out, they had their own 
internal goals for their affiliate channel that were never shared with our team. 
While we were communicating the success, the client actually was disappointed 
in the results and we never want that. In the situation, open communication 
about what success means and how it was being measured would have ensured 
that our team and the client were all working towards the same goal.

Lenox Powell: Yeah, I can see how that misalignment or miscommunication could definitely 
lead to frustration on both sides. Take a moment to explain what the quarterly 
client feedback survey is and why it's valuable to both the account team and to 
the client?

Reene C.: Sure. At Acceleration Partners, we use a tool called prop fuel, which allows us to 
send quarterly feedback surveys to our clients. The surveys ask our clients to 
rate AP and our services on a scale of one to 10 on topics such as strategy, 
responsiveness, partnership, accuracy, and if they recommend AP to a 
colleague. We use the insights to keep a pulse on client happiness and to give 
the clients an avenue to give feedback on how we can better improve our 
services. Our account teams also practically give our clients a heads up each 
quarter before the survey goes out. We like to be transparent about feedback 
and what our ideal success metrics are.

Lenox Powell: That's a helpful explanation. It sounds like a really useful tool for both the client 
and the account team managing the program. What's something else that's 
important for a brand to do to help ensure a successful relationship with our 
partner marketing agency?

Reene C.: I think just being open to giving feedback. I mean, and this flows really nicely 
into quarterly feedback surveys. Surveys and feedback don't necessarily have to 
be around goals and expectations. Agencies appreciate receiving realtime 
feedback and want clients to feel comfortable being transparent with their 
needs and wants. Being open and honest with your agency about preferences 
will help them adjust and modify their approach to better align with your needs. 
Something as little as if the agency is sending a weekly report at 5:00 PM on 
Mondays and you really like it by 3:00 PM on Mondays. Just making sure that 
you communicate that to your agency, they'll want to be able to accommodate 
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that. Or if your agency presents a partnership opportunity that didn't fully align 
with the client's expectations, let the agency know and why it didn't align. 
Knowing the why behind your decision will help the agency be more mindful of 
the client's preferences in the future.

Reene C.: Also, keeping your agency up to date on what's going on and what's new in your 
business. This is so important, especially when working with affiliate partners. It 
can take partners time to develop content or post new links on their site. This 
ties back to my earlier comment about viewing your agency as an extension of 
your business. They need to know what's new and changing with your business 
in order to effectively support your growth. As an example, if a client is 
launching a new product line, your agency will want to know at least a month in 
advance to ensure you can plan and build a proper strategy so it's ready to go 
when the product line launches.

Reene C.: A great example of a time when advanced notice on a product launch helped 
drive an in brand awareness, was when one of our mattress clients launched a 
new complimentary product to their mix. Our client team had notified the 
account team about two months prior, which allowed the account team to build 
and present a strategy to our client. Part of the strategy was to give the top five 
partners a sample of the new product before it was even ready to sell, so they 
had time to review and write a post. When the new product line launched, the 
top five partners were ready to publish content to support the announcement 
of the new product line. Not only did this help increase exposure for the new 
product, but it helped build a stronger relationship with the top partners by 
showing them that the client valued their contribution.

Lenox Powell: That's a great example. What about a situation when that wasn't the case, when 
a client didn't even think to communicate their new product or initiative to the 
team that was managing their partner program?

Reene C.: Yeah. Thankfully clients are usually forthcoming, but things do happen and 
sometimes there's a communication breakdown or things fall through the cracks 
and new initiatives aren't always shared with us. One example I can think of is 
when one of our clients launched a website and failed to let our team know 
beforehand. It wasn't until we received an email from an affiliate partner about 
sales not tracking that we figured it out. Somewhere in the implementation of 
the new site, the client had failed to include the affiliate tracking pixel on their 
site, which meant affiliate sales weren't tracking. Several other smaller issues 
related to the new client site also impacted affiliate performance. In that 
situation, had the client given our team a heads up about the new site, our team 
would have been able to build a strategy around ensuring everything was 
correctly in place and ready to monitor performance as soon as the new site 
was live.

Lenox Powell: Wow. Really good insight there. I mean, I think a lot of brands wouldn't even 
think about that. They're like, "Oh, we were just revamping our site," but not 
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connecting the dots between how that would affect something like their 
affiliate channel. Any other suggestions you can offer for what a brand can do to 
get the most value and performance from their partner marketing agency?

Reene C.: Sure. I think the last and final one is really just being open to testing new 
opportunities. This can be anything from testing new technology, new out-of-
the box partnerships, testing commission rates, just really being open minded. 
For example, brand to brand partnerships are all the buzz right now. Working 
hand in hand on a CPA basis with a brand that has the same consumer 
demographic as you do is exciting, but we often find it's hard to get buy-in at 
the leadership level. This is a great opportunity to work with your agency to 
build a case around why it's worth testing. Partner marketing allows our clients 
to move out of their comfort zone and tests with minimal cost impact. As an 
example, many of our clients are concerned about the incremental value of 
coupon partners. While results vary from client to client and partner to partner, 
it's hard to validate whether or not you'll find value without testing.

Reene C.: The great thing with partner marketing is that you can test on a CPA basis 
without any upfront fees. After about four to eight weeks of testing, evaluate 
the data and make a decision. We've had this conversation with several of our 
clients recently, and while a handful opted to steer clear of coupon partners, 
many of our clients have found value in them after testing and reviewing the 
data. There's cutting-edge technology also that's on the rise, especially with new 
mobile and programmatic focused partners that have opened the doors to new 
opportunities to test. Testing into those new opportunities can be an important 
part of helping the industry evolve and improve, and your agency can help you 
and your brand be at the forefront of that.

Lenox Powell: These perspectives are really valuable to helping brands ensure high 
performance from their agency partner. Thank you Renee, for taking the time to 
share them with us today.

Reene C.: Thank you so much for having me join today, Lenox.

Lenox Powell: To those listening, we so appreciate you tuning into the Outperform podcast 
and hope you found this information useful and insightful. Ultimately, that's our 
goal. At the bottom of the show notes for this episode, you'll find an email 
address podcast@accelerationpartners.com, that you can use to send us your 
insights or ideas for future episode topics. Until next time, keep outperforming.
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