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patterns emerged. There were partnerships where the perform­
ance against all of our indicators was very high. Similarly, at the 
other end of the scale, failing partnerships were characterised by 
the pOOl' ratings of the critical success factors. We were able to 
confirm that nearly all partnerships fell into one ofeight partner­
ship types (seejigure 3, above). Most importantly, each type had 
a clear, individual "character" whose features were possible to 
understand including the general and specific performance and 
management challenges each represented. Each ofthe G... H part­
nership types, therefore, takes on a personality: good and bad, 
productive or challenging. In much the same way that Myers­
Briggs types describe people's personalities, we are able to 
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describe partnerships and as such we have named them to reflect 
their main tendencies. 
• EVANGELISTS: Looks like a marriage made in heaven and usu­
ally good collaborators, but the partners may be prone to rest on 
their laurels. 
• STABLE PRAGMATISTS: Tend to be in a tough business but rec­
ognise that they are in the same boat and soldier on doggedly, 
sometimes for many years. 
• REBELLIOUS TEENAGERS: Almost your worst nightmare. A 
great partnership but challenging, annoying and very heated dis­
cussions (see case study, facing page). 
• EVOLVING PESSIMISTS: Continually focus on what is not work­
ing rather than what is working well. They have good intentions 
but effective service delivery is some way away. 
• CAPTIVE SHARKS: Partnership hostages who work together 
because they have to. Usually aggressive. 
• CHERRY-PICKERS: Only in it for the money and the short term, 
despite appearing at times to be committed. 
• No CAN DOS: In this relationship, the businesses are simply 
pulling in opposite directions with no common ground. Ahistory 
ofbad behaviour and outcomes has poisoned the atmosphere. 
• DESERTERS: This stage typically precedes dissolution of the 
partnership or litigation. 
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