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INTRODUCTION

What led us here

When Peter was working for a global technology company he and his - _. % . \
colleagues attended a volunteering day at a charity. They wereareally . 2220
talented group with specialist skills, including sales, marketing, project}f?'.f VIR

management and strategy. They arrived with a sense of anticipation, s
excited that they could use their collective talent to make a huge impact /2
for the charity. So imagine their surprise when they were shown into a yard_:_f.ii'if"f"f;'ii*i?":- iy
with pots of paint and paint brushes. They were speechless. T

This was a significant missed opportunity for the company and the charity.
That’s what this research report is about.
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EXECUTIVE SUMMARY
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Companies are Almost half Mismatched Cultural barriers
less convinced of companies expectations points to the need and expert advice
than charities that are seeking are holding back to focus on shared could unlock
corporate-charity proof of the partnerships purpose partnership
partnerships value of charity opportunities
deliver against partnerships
core objectives

Proof of value

METHODOLOGY

This report is based on a survey of business and charity leaders conducted in Spring 2023.
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DISCOVERY ONE

Companies are less convinced than charities that corporate-charity
partnerships deliver against core objectives

Can corporate-charity partnerships help deliver your organisational objectives?

Companies

Charities

0 10 20 30 40 50 60 /0 30 90 100
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DISCOVERY TWO

Almost half of companies are seeking proof
of the value of charity partnerships

Do corporate-charity partnerships deliver significant value for your organisation?

Companies

Charities

10

Strongly Disagree

| | | | | | | | |
20 30 40 50 60 70 80 90 100

Disagree Neither agree or disagree Agree Strongly agree
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80% of charities and 50% of companies
agree or strongly agree that corporate-
charity partnerships deliver significant
value for their organisation.

Interestingly 45% of companies neither
agree or disagree, which suggests that
they could be convinced if they were
provided with evidence of the value
they can deliver.
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DISCOVERY THREE

Mismatched expectations are holding back partnerships

What value do you want corporate-charity partnerships to deliver for your organisation?

Brand profile

The value companies want from

» Deliver your ESG / sustainability goals , o )
L . — . charity partnerships is to deliver ESG
~ Differentiation from your competitors ] i
Q objectives, brand profile and employee
= Employee engagement
S engagement.
Engage Customers

Talent Attraction The value charities want from
> Access to skills and resources corporate partnerships is fundraising
0 and increased impact.
= " : : :
S Fundraising This shows there is a mismatched

Increase impact perception of value.

| | | | | | | | | | |
0 1 2 3 4 5
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DISCOVERY FOUR

S

Cultural barriers points to the need to focus on shared purpose

Which barriers prevent you from partnering?

Different cultures

Don't see the value

Internal resistance

Previous negative experience

Your company isn’t ready to partner

Other

I I
0 10
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Charities
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The biggest barrier for companies is
the different culture.

The biggest barrier for charities is that
some are not ready to partner.

In their comments both companies and
charities mention a lack of time and
resources.

This suggests they need proof of value
in order to invest in these partnerships.
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DISCOVERY FIVE

Proof of value and expert advice coula
unlock partnership opportunities

Which resources would help you build more ambitious partnerships?

Case studies
Expert Advice
How to guide
Training

Other

| | %
90 100
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A COMPANY PERSPECTIVE

Companies share how partnerships help
deliver against business priorities

Why do you think charity partnerships are important for your company right now?

“People are “I think it sends “For us currently “They help us to “Fits with our
more likely to a positive | cannot say it meet strategic company values
do business with corporate and IS important, goals.” and culture and
companiesthat # = cultural message however, as we our ESG Strategy”
demonstrate 1 B and shows grow and we

\
employ more “Talent attraction.” \ :

"‘-‘,’. « theyholdcharity ~  employees that

%
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T s pal.’tnershlps N - charltles Play a 2 peqple then these ey e . - uiin 8
high regard.” 517 vitalroleinour thingswouldbe £ Uy Ot
= communityand = moreimportant’ b T

soclety. s The majority of comments from companies

J ,,,géji e Y e showed that they can see how charity
- ATy o TR AT NN partnerships can help them deliver their most

J—-f'..—'",.;—_-:,..-_,..:’_-‘..{-._ =
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s oKl [N Important business objectives.
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A CHARITY PERSPECTIVE

Charities lose sight of purpose in the hunt for income

— — ] - | A-—

“Corporates “Individual “We have just “They are a “Deliver not only
are our primary giving is really secured our two significant part of much needed funds
source of income struggling, ever biggest our income and our but also expertise
as well as corporates want partnerships and | pro-bono support and strategic
T beingthego-to ' to be seento feel strongly that offer.” support.”
! L partnerstohelp .- be supporting If we get them —uy ,
recruit volunteers community . right then others - |
and source paid challenges we are will follow.” 8 Two thirds of the comments from charities
internships.” . = allfacing and its | B mentioned fundraising or income.

.-._,.-_o—'l'.
e o

ERTS. oA -~ therighttimefor —
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One quarter mentioned strategy, mission or purpose.

] gt ¥

—- Uustoinvestand .z “They helpdeliver

: i This is understandable given the pressure on
s Tl Ul == finances in the cost-of-living crisis. But it does
: i a E’%&” A %’ i N mean they are missing out on more significant
i Pk 2 :

opportunities to deliver their mission.

| grow this area.’
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CONCLUSION

Companies and charities are missing out on significant value when it comes to
corporate-charity partnerships. The problem is a mismatch in expectations,
different cultures and the need for proof of value.
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Partner based on Agree strategic partnership priorities, ‘Share inspiring, best practice, case
shared purpose. which will make it easier to provide studies that demonstrate the
compelling proof of value. proof of value, so other companies
and charities follow their lead.
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ABOUT REMARKABLE PARTNERSHIPS

We are a consultancy helping companies and charities build purpose-driven partnerships.
These partnerships deliver significant value for both organisations and help create a better world.

Companies, please contact: Charities, please contact:

Peter Chiswick Jonathan Andrews

peter@remarkablepartnerships.com jonathan@remarkablepartnerships.com

© A research report by Remarkable Partnerships | June 2023 remarkablepartnerships.com



