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“Partnership”
� A relationship between individuals or groups 

that is characterized by mutual cooperation
and responsibility, as for the achievement of 
aspecified goal(The American Heritage® Dictionary of the English Language, Fourth Edition)

“Partnering”
� the development of successful, long term, 

strategic relationshipsbetween customers 
and suppliers, based on achieving best 
practice and sustainablecompetitive 
advantage
(Wikipedia, the free encyclopedia – cited from Lendrum, The Strategic Partnering Handbook, A Practice Guide for 
Managers. McGraw-Hill, Nook Company, 1997) 

Have you been a good 
partner of your partner?

Be a Dancing Partner…

What are Key Success 
Factors?

“Partnering”
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Essential Mindsets for establishing
partnerships
� To find the right partner
� To compromiseWHO leads?
� To believe inthe right direction
� To movetogether
� To find a good timing (opportunity)
� To makea show
� To sharethe rewards

Be Partners with 
the Corporate Sector

If you are a fundraiser, think about…

� Why do we want to work with corporate 
partners as NGO?  AND

� What do you expect to be benefited? 

Resources
$$$

Volunteers

Expertise

Products & 
Services

Be Partners with 
the Corporate Sector

And many more… Network

Awareness

Network 
from customers, 
suppliers, staff

Media 
exposure

Brand 
Development

ReputationAnd many more…

Be Partners with 
the Corporate Sector
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Wait!
Do you know what relationships
that the customerswant from 
our corporate partners?

Creating mentality for working with 
corporate partners 

A new relationship…

• with instantaneous information

•A relationship, NOT sales calls

•Solutions, NOT product

Research on American’s Expectations  towards a 
company (2007 Cone Cause Evolution Survey#)

• When a product or company supports a 
cause I care about, I have a more positive 
image of that product or company

92%

• When a company is environmentally 
responsible, I have a more positive image of 
that company

88%• Companies should tell us the way in which 
they are supporting causes 

91%

Communication

Brand Association 
with a Cause

Really do 
something 
responsible to the 
environment 
/community

What our corporate 
partners need to do

Creating mentality for working with 
corporate partners 

# The 2007 Cone Cause Evolution Survey presents the findings of an online survey conducted in Mar 07 among a sample of 
1066 American adults concerning the causes Americans find important and expectations towards American corporations. 
Cone, LLC (www.coneinc.com) 

� What if…
� We can help our corporate partners create 

solutionsfor the needsof their customers…

Creating mentality for working with 
corporate partners 

� We can become part of their business 
strategies
� We are no longer their charities ONLY
� We are their business partnersAND
� We start to develop corporate partnership 

relationships

Creating mentality for working with 
corporate partners 
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� We will share the same mentality of
� Confirming the right partner
� Compromising WHO leads WHAT
� Believing in the right direction
� moving together
� finding a good timing (opportunity)
� making a show
� sharing the rewards Same as 

dancing

Creating mentality for working with 
corporate partners 

TEN reminders for sustaining your 
partnership

� 1. Understand your product and 
your brand value
� Unique Service Proposition (features VS benefits) that you 

brings in the relationship with the corporate partner
� What features do your organization carry?
� Are they meaning any benefits that they mean in the partnership?

� Are the features + benefits meaning any impacts to the community?

� Your brand name really worth something to a corporation

Can you find your organization?

Can you find your brand?

� 2. Understand your corporate partner’s business
� Do a preliminary research on your target partner

� Corporate values, industry hot issues, existing corporate 
partnership projects, sponsorship criteria, etc  

� How it measures results (e.g. sales, media exposure, community 
relations, etc)

� Use the language of business, precise and concise, be 
careful of our jargons

� How it makes decision?  Does it expect you to make 
decision in 10 mins OR 10 years? 

TEN reminders for sustaining your 
partnership
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� 3. Follow the basic account management 
principles
� A dedicated account manager, how much 

experience does he/she have, any track record with 
other corporate partners?

� No lag between call and response. Respond in 24 
hours.  

TEN reminders for sustaining your 
partnership

� 4. Listen, during the first meeting 
� Proposal-less fundraising, don’t burden them with too long 

reading material

� Listen, identify the needs of our corporate partner, business 
objectives to be coped with, etc 

� First meeting: in 45 mins.  The goal is to get the second one

� Find out more about the decision maker, what are their 
scope of interest?  

TEN reminders for sustaining your 
partnership

� 5. Get Board buy-in, management buy-in and the 
entire agency buy-in
� Agency-wide effort

� Does the one who pick up the phone demonstrate a helpful tone all 
the time?

� How long do you take for a project idea to be proposed to your 
corporate partner with management approval? 

� Identify people that you need to convince in your agency 
and your partner’s organization or otherwise they will 
hinder the development of relationship between you and 
your partner. 

TEN reminders for sustaining your 
partnership

� 6. Board Development  
� Highlight your potential partner (s) the combination of your 

board members (with involvement of a mix of corporate 
people, philanthropists, entrepreneurs, if any)

� Your agency profile will be interpreted according to the mix 
(the styles that your agency make decisions)  

TEN reminders for sustaining your 
partnership
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� 7. Develop agreement guidelines describing 
responsibilities of the partners 
� Be specific the responsibilities of each partner

� What you and we will do or not do

� Details of relationship including measurables
� How you will determine success or failure at the end of the 

program

� How you can get out of the agreement

� What rights you and your partner have, such as logo use, 
brand names, etc

TEN reminders for sustaining your 
partnership

� 8. Employ the Got it, Need it, Can’t do it
expectation management system

-$$$

-Awareness

-More customer 
reach

-Community 
relations

Need it 

-can’t get clients to sell 
products

-Privacy VS Publicity

-Service centres
network

-Client target (family)

NGO

- Customer 
involvement

-Brand, PR

-Network for 
distribution of 
products

Corp. 
Partner 

Can’t do itGot it

e.g.

TEN reminders for sustaining your 
partnership

� 9. Show accountability and transparency of your 
organization
� Examples on how you utilize your spending, especially the effectively 

and efficiently 
� The involvement of your board in governing the direction, monitoring 

the daily operation of your organization
� Are these information transparent?  

� Annual report, audited report – how’s your circulation
� Newsletter, website

� Successful cases that you have obtained matched giving with any 
corporation

� Affiliation with any benchmarking standard? 
� WiseGiving in HK (www.wisegiving.org.hk)
� Charities Aid Foundation (www.cafonline.org)
� GuideStar in UK (www.guidestar.org)
� BBB Wise Giving in USA/Canada (http://us.bbb.org)
� Charity Navigator in USA (www.charitynavigator.org)  

TEN reminders for sustaining your 
partnership



7



8

� 10. How would you facilitate your partners to 
communicate and to report the corporate 
community partnership projects?
� What the project is about?

� Why is the project being developed? What community 
service gaps to fill?

� What are the benefits to the community?

� What are the benefits to the corporate partner?
� What is the impact?

TEN reminders for sustaining your 
partnership
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A case study example

By London Benchmarking Group
(www.lbg-australia.com)

a framework for measuring, 
benchmarking and reporting a company’s 
community contributions and 
achievements.

Caring Company Patron’s Club
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Wish you all the success in making new 
partnerships!

Wendy Luk, Project Manager, Partnership

wendy.luk@hkcss.org.hk
28762403

Courtesy from Kurt Aschermann, President, Charity P artners and Former Chief Marketing 
Officer and Managing Director Corporate Opportuniti es Group for 

Boys & Girls Clubs of America


