
Co-Marketing Guide



Overview

As an authorized partner of Crestron, you have the opportunity to engage in co-marketing 

activities to promote your relationship with Crestron and increase the awareness and 

reach of your company. In doing so, it’s essential that the Crestron brand is expressed 

properly. Proper implementation of these guidelines will help protect the Crestron 

brand from inappropriate use and keep our image consistent. It will also ensure that the 

relationship between Crestron and your company is clear for both you and your customers.

This guide covers the most common forms of co-marketing with Crestron. If you require 

something that’s not included in this guide, please reach out to your Crestron regional 

manager to request approval. Please don’t proceed on your own.
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Foreword

At Crestron, we encourage you to proudly 
promote your business relationship 
with us. The guidelines presented in the 
following pages explain how to do that 
while being clear, accurate, and authentic 
about that relationship. You’ll find 
explanations of the available co-marketing 
practices and detailed direction on how 
to best activate them in your marketing 
communication materials.

We appreciate your partnership and know 
that you will share the responsibility 
of maintaining the positive experience 
associated with the Crestron brand.

Crestron co-marketing policy and 
guidelines apply to:

• Authorized Crestron Dealers 

• Authorized Crestron Distributors 

• Authorized Consultant Partners  

• Authorized Value-Added Resellers (VARs)

• Authorized Crestron Service Providers (CSPs)

Below are the “Authorized” badges that 
will accompany your marketing collateral. 
Each badge is comprised of a rectangle 
containing the Crestron logo with text to 
describe the relationship.
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Co-Marketing with  
Crestron Materials

Option 1

Crestron Branded Collateral

Authorized Crestron dealers, consultants, 

distributors, resellers, and service providers may 

place their independent company and sales contact 

details on Crestron copyrighted material while 

ensuring the Crestron brand integrity is kept intact. 

The authorized Crestron badge will also need  

to be included (See example directly below).

Option 2

Partner Developed Collateral

Authorized Crestron dealers, consultants, 

distributors, resellers, and service providers may 

include extracts of Crestron approved content 

made available for their use, on their branded 

marketing materials, while displaying the Crestron 

badge appropriate to their business relationship. 

Details on the proper use of Crestron content in 

partner materials are provided below.

These examples demonstrate how partner co-marketing should appear in common marketing vehicles. The 

designer should use the partner company’s visual identity system. While the Crestron badge is optically equal 

in size, it is placed in a visually subordinate position.

Example of authorized partner badge usage 
on Partner-developed layout

Use of Crestron-branded collateral with partner contact 
information and badge
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Brand Asset Restrictions

The majority of Crestron Brand assets are 
NOT to be used in co-marketing efforts by 
partners.

Similarly, do NOT use the Crestron color 
palette to create a look-alike identity.

Do NOT use the Crestron signature logo only; instead use the provided and appropriate badge. 

 ✓ Example of correct usage ✗ Example of incorrect usage
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Authorized Badge
Requirements

The Authorized badge should be locked together with your brand logo using this illustrated 
sizing guide. The badge should be roughly similar to your brand logo in visual hierarchy.

Spacing requirements

The square boundaries of the Authorized Badge should be roughly similar in size to your brand logo, whether 

either the square badge variant or rectangular badge variant is used. The spacing between the two marks 

should measure the vertical height of the rectangular badge.

Proper clear space

SAMPLE 
DEALER
Y O U R  L O G O  H E R E

SAMPLE 
DEALER
Y O U R  L O G O  H E R E

SAMPLE 
DEALER
Y O U R  L O G O  H E R E
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Crestron Copyrighted Material

Marketing Literature
Crestron offers partners the opportunity to co-market or promote their relationship to 
Crestron products and services on Crestron copyrighted material as detailed below.

Marketing literature

Crestron produces a variety of marketing collateral. 

Crestron partners are entitled to add their contact 

details in the designated “AVAILABLE FROM” area 

as highlighted below. This area can feature the 

partner’s company logotype and contact details 

in the form of a stamp, an added label, or included 

directly on the material. The area must also include 

the Crestron authorized partner badge.

These illustrate common asset examples for reference.

Crestron marketing literature available  

for co-marketing

 ✓ Product brochures

 ✓ Solution brochures 

 ✓ Design & Application Guides

 ✓ Print ads  
(customizable “call to action” upon request)

 ✓ Direct mail pieces  
(customizable “call to action” upon request)

 ✓ Advertisements

 ✓ Flyers

Crestron marketing literature NOT available  

for co-marketing

 ✗ Whitepapers

 ✗ Specification sheets  

 ✗ Product datasheets

 ✗ Technical documentation

 ✗ Case Studies  
(other than those including your company)

NOTE: All Crestron copyrighted materials, brand names, product names and trademarks are the property of 

Crestron Electronics, Inc., and may not be used or modified without the express permission of Crestron. Please 

contact Crestron directly before using such materials in a manner not authorized in this Co-Marketing Guide. 
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Crestron Copyrighted Material

Product Photography
Product photography

Crestron allows its partners to use Crestron 

product photography located on the product pages 

on crestron.com or in the Crestron dealer portal. 

The photography shall not be altered or manipulated, 

with the exception of size changes to fit the media 

where it is to be used. Crestron photography cannot 

be shown with competitor products or brands.

NOTE: Each use of a Crestron product photo 

shall be accompanied by the following credit 

line so that it is clear that the materials are 

owned by Crestron: “Photo courtesy of Crestron 

Electronics, Inc. All rights reserved.”

https://www.crestron.com
https://crestron.widencollective.com/portals/edfqihyc/DealerPortal
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Crestron Copyrighted Material

Videos
Videos

Crestron product video clips 

and corporate movies are 

not eligible for co-marketing, 

therefore it is not eligible for 

co-marketing. Customization 

or alteration of these materials 

is not authorized. Nevertheless, 

they can be used by Crestron 

partners without modification, 

as long as full copyright credit 

is given to Crestron.

Use of Crestron videos as part of a partner video

At the request of the partner, Crestron may, at 

its discretion, grant partners the right to use its 

promotional videos or portions thereof, provided 

that the use complies with the general usage rules 

for Crestron copyrighted materials.

Typical usage of a Crestron video may be:

 ✓ Adding “DISTRIBUTED BY/AVAILABLE FROM 
PARTNER” intro/extro.

 ✓ Inserting a properly credited Crestron film 
sequence as part of a longer partner video 
production and adding, “Video sequence 
courtesy of Crestron Electronics, Inc. All rights 
reserved.”

NOTE: Each use of a Crestron video shall be accompanied by the following credit line so that it is clear that 

Crestron is the source of the materials: “Video courtesy of Crestron Electronics, Inc. All rights reserved.” Video 

may not include brands other than Crestron without prior written authorization.
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Crestron Copyrighted Material

Videos
Videos (continued)

It is important to properly display your partner brand along with the Crestron brand to effectively communicate 

with your customers and in your showrooms. The “Video Introduction Screen” should be utilized as described on 

the previous page.

Requirements:

 ✓ Crestron branded video(s) must be unedited 
from the original

 ✓ Crestron branded video(s) must be displayed 
in a fully partner-branded showroom, not in a 
Crestron branded environment

 ✓ The below video introduction screen must be 
displayed prior to a Crestron branded video

 ✓ The Video Introduction Screen must contain the 
designated text, your partner logo, and your 
Crestron partner badge. The badge should be 
one-third the size of the partner logo.

 ✓ The Video Introduction Screen must be shown 
on screen for a minimum of 3 seconds and then 
transition using a simple fade of approximately 
0.5 seconds in length

Video sequence courtesy of Crestron Electronics. All rights reserved.

SAMPLE 
DEALER
Y O U R  L O G O  H E R E
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Crestron Copyrighted Material

Advertising
Crestron branded  
Print Advertising

The example here demonstrates the use of 

Crestron branded collateral using a Crestron-

developed layout.

SAMPLE 
DEALER
Y O U R  L O G O  H E R E
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Crestron Copyrighted Material

Advertising
Partner Print Advertising

Maintaining company separation — The example 

below demonstrates the use of the badge within 

partner advertising. It is important that this 

type of advertising utilizes only the Authorized 

Crestron badge. Refer to page 5, Authorized Badge 

Requirements, for specific guidelines.

SAMPLE 
DEALER
Y O U R  L O G O  H E R E
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Crestron Copyrighted Material

Digital Ads
Web Advertising

Partner Internet Banners — The example below shows an appropriate partner badge placement. It is 

important that this type of advertising utilizes only the Crestron badge; no other Crestron brand element can 

be used by the partner. This is suggested placement based on this partner’s branding. Ensure that clear space 

rules for partner badge are always followed.

Maintaining company separation — The example below demonstrates the use of the Authorized Crestron 

Partner badge within partner advertising. It is important that this type of advertising utilizes only the 

Authorized Crestron badge; no other Crestron brand elements can be used by the partner. This is suggested 

placement based on this partner’s branding. Ensure that clear space rules for partner badge are always followed.

SAMPLE 
DEALER
Y O U R  L O G O  H E R E

SAMPLE 
DEALER
Y O U R  L O G O  H E R E

SAMPLE 
DEALER
Y O U R  L O G O  H E R E

SAMPLE 
DEALER
Y O U R  L O G O  H E R E
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Crestron Copyrighted Material

Paid Social & Search
Paid search and social

“Use of “Crestron” or “Crestron Electronics, Inc.” 

in ad copy is prohibited unless used in conjunction 

with “Authorized Dealer.”

 ✓ Example of correct usage ✗ Example of incorrect usage

NOTE: “Crestron” and “Crestron Electronics, Inc.” 

should not be included as biddable keywords in search 

campaigns. Instead, they should be added as exact 

match negative keywords to applicable campaigns.

SAMPLE 
DEALER
Y O U R  L O G O  H E R E
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Crestron Copyrighted Material

Social Media Campaigns
Social Media Campaigns

Crestron partners should always identify themselves as such when participating in social media conversations 

and discussing Crestron products or services. Partners should use their relationship logotype instead of the 

Crestron company logotype.

Partners should include links with 

their social media posts to underline, 

backup, and expand on their points. 

Links should direct to a subpage of the 

Crestron domain on a specific product, 

technology, industry segment, or white 

paper, rather than just crestron.com. 

Relevant images authorized for use may 

be included from crestron.com or the 

dealer portal.

If a partner finds a social media 

post they feel should be addressed 

by Crestron, they should email 

socialmedia@crestron.com and include 

the direct link, as well as a screenshot.

NOTE: As Crestron Authorized Partners, you may receive or have access to Crestron Confidential 

Information, which must be protected and is not permitted to be shared through social media or 

otherwise. Crestron Confidential Information will be available to Partners when logged in to crestron.com. 

Partners may only discuss, share, or comment on information which is publicly available on crestron.com 

in a logged-out capacity.

mailto:socialmedia%40crestron.com?subject=
https://www.crestron.com


Crestron Copyrighted Webinars← Back to contents 15

Crestron Copyrighted Material

Webinars
Webinars

Crestron branded webinars may be promoted by sharing details and URL links. This can be done via a 

database driven email or personal promotion sent by the partner. No alternation or modification of Crestron 

materials regarding webinars is permitted.
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Crestron Copyrighted Material

Thought Leadership
Thought Leadership

For interested dealers, Crestron proactively develops joint value 

propositions, which may result in jointly developed marketing materials. 

As mutually agreed, Crestron and partner may develop their own 

materials in their respective brand identities with proper accreditation.

Example: “Jointly developed by 
Crestron Electronics, Inc. and 
PARTNER”

Examples of thought leadership include:

NOTE: Partner selection for joint value proposition development is subject to mutual business goals and objectives.

Jointly developed thought leadership pieces, whitepapers, press releases, or media articles must be reviewed and 

approved by Crestron before distribution.

White Papers Press Releases Case Study

SentryOne

“WE CHOSE CRESTRON BECAUSE WE 
NEEDED A ROCK-SOLID TECHNOLOGY 
INFRASTRUCTURE THAT OUR 
ORGANIZATION CAN DEPEND ON BOTH 
NOW AND IN THE FUTURE.”

Connor Bright 
SentryOne,  
Systems Integration Engineer 

INTRODUCTION
SentryOne is a leading provider of database performance monitoring and 

data DevOps solutions for the Microsoft® data platform in multi-cloud 

and hybrid environments. Since 2004, thousands of companies such as 

DocuSign®, Subaru®, and Progressive® have entrusted SentryOne® to build, 

test, document, and monitor their databases. Whether it is airline tickets, 

electronic documents, financial information, or health records, SentryOne 

ensures that each of their customer’s databases is always operating at 

peak performance. 
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Crestron Marketing  
Resource Center

Dealers and Consultants

The Dealer Co-Marketing library. This portal will keep you up-to-date on all of 

our marketing materials, updates and resources. With links to everything you 

need to know to build your brand, win new business and co-market.

https://crestron.com/dealerportal

https://crestron.com/dealerportal
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Trademarks & Copyrights

This Guide provides guidance for Crestron partners regarding the use 
of Crestron copyrighted materials. Up to date information on Crestron 
trademarks can be found at Crestron.com/legal/trademarks

Crestron trademarks

Crestron trademarks should be used with the appropriate trademark symbol (i.e., ® or ™) 

see https://www.crestron.com/legal/trademarks, and accompanied by an attribution of 

such trademarks to Crestron. In addition, the use of Crestron trademarks in a Partner’s 

domain name, email address, or business name is prohibited.

mailto:https://www.crestron.com/legal/trademarks?subject=
mailto:https://www.crestron.com/legal/trademarks?subject=
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Email Best Practices

Email Campaigns

Tips and tricks for email best practices

Subject Lines

• Subject lines are the first thing a user sees — 
keep this readable and contextual; compel your 
audience to open 

• Continuously A/B test subject lines to understand 
what resonates with your audience and actions  

Types that tend to perform well:

• Solutions-oriented — convey what problem is 
being solved: “The solution to…”, “See how….” 

• Scarcity/time sensitivity — can help drive sense 
of urgency: “Urgent”, “Hurry - ends soon!”, 
“Important”, “Alert” 

• Curiosity — ask a question or promise something 
interesting: “Did you know…?” “How to….” 

• Vanity — promise something that gives reverence: 
“The best in the industry….” 

• Promotional — featuring timely information on 
current or upcoming promotions: “Special offer”, 
“Special pricing” 

• Personalization – featuring first name or 
showcasing products that are known to be 
interesting to the user to increase relevance

Frequency

• Consistency will help build a reader base — 
choose a frequency that you know you can deliver 
on and stick with it 

• Time it well — email subscribers are more likely to 
engage if content is fresh and relevant. Send around 
events that matter to them, during days/times of 
the week when they are more likely to engage.

Content

Establish expertise and provide value based 

on what the goal of your email is. Focus on 

information and facts:

• Product Information 

• Results users can expect 

• White papers that provide insight into industry 
trends or reports on new technology 

• Blog posts from subject matter experts 

• Case studies that illustrate new and innovative 
ways that people use the products

• Ideal copy length is 50-150 words

• Ensure content is digestible if on the longer side. 
Use imagery and headers to help users easily 
navigate.

Calls to Action

• Include prominent call-to-action for where you 
want users to click 

• Buttons perform more strongly than text links 

• Include an action-based CTA: “Learn More”, “See 
More”, “Get a Free Consultation”, “Try Now”

Image size

• Large images in your emails can slow load time 
and therefore turn readers away
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SEO Best Practices

Search Engine Optimization

The following questions are intended to help you think strategically about your business in order 
to plan paid search campaigns. Take them into consideration before starting your campaign.

1. What are your goals and 
objectives? This is one of the 
most important questions 
to answer before you begin 
a paid search campaign. 
It will dictate key factors 
such as how the account is 
structured, what keywords 
you bid on, the language in 
your ad copy, and your landing 
page CTA (Call To Action).

Example: If you want increase sales for your Crestron Flex products, 
you might focus the majority of your spend on keywords or phrases 
such as “how to buy Crestron Flex,” “unified communications dealer 
near me,” or “conference room devices NYC.” In this example, requests 
for quotes might be considered a valuable conversion on your site and 
the ad copy’s call to action should drive to “Get a Crestron Flex Quote.”

2. How will you measure 
success? This goes hand in 
hand with the first question. 
Once you know what your 
goals are, you can more 
easily identify how you will 
measure success.

Example: Conversions can be a number of things: Inbound calls from a 
paid search ad or your website, demo or quote request from your site, 
a contact form submission, a coupon download, or engagement with 
various content on your site and more.

3. How much are you 
comfortable spending each 
month? This will dictate 
your keyword bids and daily 
budget caps, as well as your 
account structure. Keep in 
mind that budgets are set 
at the campaign level, so the 
more campaigns you have, 
the more stretched your 
budget can become.

Example: If your budget is $1000/month, you may want to split that 
evenly throughout the month. A month with 31 days will yield a daily 
budget of only $32/day. The more campaigns you add, the less daily 
budget you will have per campaign.

4. Who is your customer? 
Understanding who your 
target audience is will help 
determine some of your 
settings and help you create 
highly effective ad copy.

Example: What market segments are you targeting? Ad copy can and 
should be very different depending on your target customer. You can 
adjust your bids to reach your targeted customer base.
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SEO Best Practices

Search Engine Optimization

5. Who are your competitors 
and are they doing paid 
search? Keeping up with 
your competitors is very 
important as they help 
influence the CPCs (Cost Per 
Click) you pay. Spend time 
gaining an understanding of 
their approach, messaging, 
and product offerings.

Example: What kinds of language are they using in their ad copy? Is it 
similar to yours or completely different? What does their website look 
like? How do they sell their products? If they are more established in 
their marketing efforts than you are, you may be able to learn from 
some of the strategies they’re using.

6. Where are you located and 
how many locations do 
you have? If you have more 
than one, you will need to 
think about how you want 
to allocate your budget 
between locations. This will 
help determine how you set 
up campaigns and what your 
geo targets are.

Example: The approach to geo targeting will be different based on 
your service area. If your service area is in a rural setting, you will likely 
have a much larger geo target than a service area in an urban setting. 
A potential customer might not be willing to travel 3 miles in New York 
City if they must take two subways and a bus to get there. On the 
other hand, a 20-mile drive to the nearest town might be standard in a 
rural community.

7. What kind of content do 
you have on your site and 
is it up to date? A search 
campaign is useless if you 
are not driving users to 
relevant content. Make sure 
the keywords you buy drive 
to the appropriate pages on 
your site.

Example: If you no longer sell a certain product, remove it from your 
site. Be sure to update your contact information and any time-sensitive 
information regularly. You are paying to drive traffic to your site, so 
make sure it’s as relevant to the user as possible. Driving traffic to an 
outdated site is a waste of money and could deter users from wanting 
to work with you and leave a negative impression.

8. What products do you offer? 
This will help you build the 
structure of your account, 
build keyword lists, and 
write ad copy.

Example: If you only carry enterprise AV/UC solutions you’ll want to 
keep your keywords highly focused on those terms. Do not include 
keywords around residential products if you don’t carry them.
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SEO Best Practices

Search Engine Optimization

9. Are there products you 
don’t you carry, or don’t 
want to advertise? This 
will help you build your 
negative keyword list.

Example: Keeping the previous example in mind, you could add residential 
related terms as negative keywords so that a user won’t accidentally find 
your ad while searching for “Crestron residential dealer.”

10. Why should a new (or 
existing) customer shop with 
you instead of a competitor? 
What makes you stand 
out? The answers to these 
questions are great to 
include in your ad copy and 
ad extensions. Think of your 
ad as the first impression 
between you and a potential 
customer. To make a good 
first impression, you need to 
highlight all the benefits of 
working with you.

Example: Service offerings, years in business or experience, product 
offerings, or convenience are just a few things to highlight in your ads. 
Just be sure to update your offerings as they change.

11. How much time per week 
are you willing to spend on 
monitoring and optimizing 
campaigns? This is very 
important. Paid search 
campaigns require a lot 
of attention, especially 
at the beginning to run 
efficiently. You will need to 
dedicate time to monitoring 
performance, understanding 
user behavior, and making 
optimizations regularly.

Example: If you cannot dedicate a few hours a week, it might be best to 
look for an agency or freelancer to manage your campaigns.
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Contacts and permission requests 

This guide covers the most common forms of partnership co-marketing. If you cannot 

find the specific guidance you need in this document, please contact your regional sales 

manager and obtain approval from Crestron prior to undertaking any co-marketing efforts 

which are not authorized in this Guide. Please do not make any decisions on your own.

Questions?  

Contact marketing@crestron.com  

Visit crestron.com/contact/have-a-question

Summary

Working closely with our partners is at the heart of Crestron’s culture. To 
that end, understanding and following these co-marketing guidelines is an 
important part of ensuring that customers experience what they have come 
to expect of the Crestron brand.

We thank you for your continued support and look forward to growing together.

v. 051221
All brand names, product names, and trademarks are the property of their respective owners. Certain trademarks, registered trademarks, and trade 
names may be used in this document to refer to either the entities claiming the marks and names or their products. Crestron disclaims any proprietary 
interest in the marks and names of others. Crestron is not responsible for errors in typography or photography. ©2021 Crestron Electronics, Inc.

mailto:marketing%40crestron.com?subject=
http://crestron.com/contact/have-a-question

