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Partnership Branding - Telecommunication Case 

A large telecommunications provider wanted to develop an optimal branding/co-

branding strategy for a new joint venture bundle offer. 
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•  Two telecommunications giants collaborated to define and develop the 
local exchange component of telephony services in a specific region 

–  Undertaking a joint venture to bundle local, long distance, and cable 
television services 

•  Senior management wished to determine the optimal positioning and 

marketing messages to effectively promote the service to customers 

The Telecommunications Clients 

Local Telephone

 Service 

Long Distance

 Telephone Service 

Cable Television

 Service 

New Service Package 

•  Client and Potential 

Partner provide 

combination of local, 
long distance, cable + 

+ 

or 

-------------- New Market --------------- 

Unbundled Bundled 

•  One monthly bill 

•  Convenience 

•  One number for customer service 

•  Discounts and points 

•  More choices 

•  Expertise of service providers 

•  One number to call for repairs/
 problems 
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Partnership Branding - Telecommunication Case 

In addition to developing a branding/co-branding strategy, the study objective was 

also to determine specific roles to be communicated by each provider. 
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Assess relative impact of

 various branding

 scenarios on consumer
 preferences 

Identify key branding

 levers to exploit in driving

 consumer choice 

Overall market receptivity

 to bundled service offer 

Optimal New Client/

Potential Partner 

Bundled Service 

Package Offering 

Understand relative

 opportunities across key

 segments 

Define potential enablers

 and barriers (e.g.

 perceived obstacles) 
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Partnership Branding - Telecommunication Case 

To accomplish this, MII used a phone-mail-phone method to solicit opinions about 

a direct mail piece, potential barriers to purchases, and perceptions of providers . 
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2 •  A random sample of consumers in the region were recruited to participate in 
the study with defined quotas 

–  Client customers vs. other competitors’ customers 

–  Low vs. high monthly long distance spending 

–  Cable and non-cable usage 

•  A phone-mail-phone methodology was employed to recruit respondents 

•  Service package options were testing using a combination of monadic and 
a repeated measures approach 

–  Factors varied in each package offering related to branding, co-branding, 

and the offers overall 

•  Questionnaire booklet was designed to evaluate various reactions 

–  Reactions to direct mail piece (appeal, take rates, likes, dislikes, 
perceived value) 

–  Other brand package offerings (repeated measures section) 

–  Topics requiring additional information/ explanation (gauge potential 
barriers to purchase interest) 

–  Provider ratings and attitudes toward bundling (importance/performance) 

–  Usage of various household services  

–  Demographic/ classification questions 
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Partnership Branding - Telecommunication Case 

MII recommended leveraging the Client brand name and actively targeting Client, 

cable, and high spending customers with tailored messages. 
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3 Market Receptivity
 and Market Levers 

• Focus on customers who 
think bundling is attractive 

– Client customers 

– Cable customers 

– Those who spend $25 
or more per month in 
long distance 

• Develop marketing 
messages that focus on 
most important elements 

– Convenience of one-
stop-shopping 

– Price discounts 

• Consider adding another 
service to bundle 

– 67% wanted another 
service 

– Cellular and on-line 
services are good fit 

New Services Offer
 Branding 

• Use a joint Client-
Potential Partner branded 
package offer 

–  Increases consumer 
take rates 

• Co-branding at the lead 
provider level is most 
preferred (increases take 
rates over stand alone 
brand) 

• Co-branding local service 
has the strongest positive 
impact on intent to 
purchase 

• Use Client name for 
support functions (e.g. 
installation, billing) 

•  Of the 50% that it was 
important, preferred 
Client 

Provider Brand Equity
 Analysis 

• Continue to lever Client 
brand 

– Well-established, 
financially sound, 
technological leader, 
growing and 
successful, high-
quality/ reliable 
products/ services, 
good customer 
service, competitive 
discounts and low 
prices 

• Cautiously use Potential 
Partner brand name 

– Less awareness and 
image is more 
diffused 
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Target current customers 

and tailor messages 

Greatest value from Client-

Partner co-branding 

Selectively use Client and 

Potential Partner brand names 
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Partnership Branding - Telecommunication Case 

Predicted results indicated clearly which service packages customers were more 

and least likely to purchase - e.g. customers preferred a co-branded package. 

•  Most preferred is the co-branded package and least preferred are packages 
with Potential Partner name only or “no cable” offer component 
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Purchase Intent (Top 3 Box = 10.9,8) 

% of

 Respondents 

Lead Client Client Client

-Partner 

Client

-Partner 

Partner 

Local Client Client Client

-Partner 

Client Partner 

LD Client Client Client Client Any 

Cable Partner None Partner Partner Partner 

Avg. #1 #2 #3 #4 #5 

21% 

23% 

31% 

15% 

20% 

13% 

Top box (=10) 

Top 3 box (=10,9,8) 
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Partnership Branding - Telecommunication Case 

MII was also able to individually map “characteristics” of Client, Potential Partner, 

Client-Partner co-brand, and other competitors. 

•  Performance by importance characteristic maps were drawn for Client, 
Potential Partner, and Client-Partner brands, as well as for other players in 

the market 
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Importance 

Stated Importance/ Performance - Client 

Fun-loving 
Youthful, energetic 

Aggressive 

Have wide range of products & services 

Specialized expertise in particular technologies 

Have informative & effective advertising 

Growing & successful 

Hires people
 from local

 community 

Is a company that feels
 close & nearby 

Adaptable to change 

Always available for
 emergencies 

Trustworthy 

Responds
 quickly to

 problems 

Cares about customers 

Honest & ethical 

Gives discounts & low prices 

A technological leader 

Highest quality products & services 

Well-established 

Financially sound 

Reliable service 

Excellent
 customer

 service 

Friendly & courteous 
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•  Equity associated with a bundled service package offer branded as either 
Client or Client-Potential Partner is comparable 

Partnership Branding - Telecommunication Case 

Through the decomposition of characteristics by provider, MII was also able to 

measure the relative effects of brand image factors on perception of ideal bundled 

service provider. 
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Client  (54%) 

% Rating as Ideal Service

 Bundle Provider 

Potential  
Partner ( 20%)  

Client-Potential  
Partner (48%)  

100% 

0% 

Marketing/
 Promotion 

(67%) 

(33%) 
Responsive
/Honest,

 Caring 

Marketing/
 Promotion 

(30%) 
(30%) 

Capable 

(40%) Responsive/Honest,
 Caring 

Key Branding Levers 

Client 

Client-Potential Partner 

Potential Partner 

Marketing/
 Promotion 

Local 

Capable 
Responsive/
 Honest, Caring 

(23%) 

(30%) 

(23%) 

(25%) 


