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REASONS MOST CHARITIES ENGAGE IN CORPORATE FUNDRAISING 

 Uncomfortable with asking individuals for money 

 No time to assess and cultivate prospects 

 Perception companies have more money  

 Perception corporations give more money away than individuals 

 Belief sponsorship is easy and quick 



 





SPONSORSHIP 

 Should be solicited after discovery and cultivation 

 Should be based on the value you offer a company for their investment, 

not the cost of the event 

 



SATYA NADELLA 

MICROSOFT 

“Our industry does not respect 

tradition — it only respects 

innovation.” 



CORPORATE TRENDS 



CORPORATE TRENDS 

 Customer experience & customer retention is key 
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IF COMPANIES ARE CHANGING 

SHOULDN’T CHARITIES CHANGE TOO? 



CORPORATE NEEDS 

 Customer experience & customer retention is key 

 Measurable marketing 

 People, Culture & Team 

 Storytelling 

 Value & Beliefs 



PROSPECTING 

1. Identify the right companies 

2.Align values and goals 

 



ALIGN VALUES 

 Not based on mutual goals 

 Widely mocked online 

 Not a success 



COAST CAPITAL SAVINGS 

 Coast Capital wants more small businesses, more people who can afford mortgages, 

more jobs, more customers 

 BCIT wants graduates to be employed in the trade they studied 

 Trades people running successful small business serves both goals 

 Coast Capital Savings funded courses on small business management achieves mutual 

goals 



NATIONAL GEOGRAPHIC & ASIA PACIFIC BANK 

 Asian development bank wants to develop the region economically 

 National Geographic wants an economically developed Asia as it leads to 

environmental protection 

 Partnership to fund education 

 Based on mutual shared goal 

 



ACTIVITY 

List as many  companies you can think of where you have mutual 

goals and objectives as your organization. 



RESEARCH 

What does the company do well? 

What does your nonprofit do well? 

How can your mutual strengths be used to benefit each 

other? 



MUTUAL STRENGTHS 

Free The Children 

 Engaged young people 

 Need to engage them through 

technology 

 Challenge of how to keep data safe 

TELUS 

 Reputation of excellence in security 

 Desire to have brand presence with 

pre-teens who are buying their first 

phones 

 Build brand loyalty by engaging with 

causes that matter to this age group  





ACTIVITY 

Chose one company from your list, write out your shared values, 

then write out the strengths you both have. 



CULTIVATION 

A good corporate partnership starts with a 

conversation, not a pitch! 

Don’t assume 

 Listen! 

Don’t just pitch your next event 



QUESTIONS 

What do they do? 

What are their key business needs? 

What are their key products? 

What are their biggest challenges today? What will they 

be tomorrow? 



QUESTIONS 

 Who are their customers?  

 Where do they advertise? How do they find customers? 

 What messages resonate with their customers? 

 What does an ideal customer look like? Where do they find 
them? 

 Why would a customer chose them over their competitors? 



QUESTIONS 

Who are their staff? 

What makes someone want to work for that company? 

How do they engage & retain staff? 



QUESTIONS 

What are their CSR goals? 

How do they form partnerships? 

Who makes decisions? 

What have they liked about past charitable partnerships? 

What have they not liked? 



THE PROPOSAL 

What is the Return On Investment you are offering? 



QUIZ! 

What is the biggest charity event in Halifax? 



THE PROPOSAL 

What is the Return On Investment you are offering? 

Ask yourself: how can a partnership with us help them 

meet their business needs? 





ROI EXAMPLES: INCREASED SALES 

50%of customers would reward a company that gives back 

to society by paying more for goods and services. 
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94% of people would switch from one brand to another, if 

the brand was associated with a good cause 

 





ROI EXAMPLES: INCREASED SALES 

93% would buy a product when it supports a cause they 

care about. 





ROI EXAMPLES: ENGAGED EMPLOYEES 

“Employees increasing want to feel part of something 
bigger than just the walls within which they work. 
They want to feel proud of their company and feel 
that that they do contributes to the betterment of 
society” 

-Great Places to Work Canada 



ROI: EMPLOYEE ENGAGEMENT 

HOME DEPOT FOUNDATION 

 Many employees are veterans 

 Most have skills to build homes 

 Access to building supplies at a 

discount 

 May have product to move that didn’t 

sell 

HABITAT FOR HUMANITY 

 Need to build houses for groups 

including veterans 

 Need for people with skills to build 

houses 

 Need for building materials 



ACTIVITY 

Based on the company’s needs, list the ways a partnership with 

your charity could offer ROI 



ROI PROPSOALS 

Allows you to tap into multiple budgets 

 New customers (sales) 

 Employee engagement (HR) 

 Professional skills training (HR) 

 Brand and values alignment (customer retention, brand) 

 Strengthen community reputation (CSR) 

 Fund a program in communities they operate in (granting) 



ACTIVITY 

Based on the ROI offerings, what budgets could you tap into? 



GET CREATIVE 

Beyond an event sponsorship, what could a partnership look like? 



GET CREATIVE 

IKEA & Animal Adoption 





SOLICITATION! 
WRITING THE PROPOSAL 



HOW I STUCTURE A PROPOSAL 

 About them: What I’ve learned about a company summarized 

 Their needs 

 The Partnership Opportunity 

 The programs, events or ways we can work together to help them with their needs 

 Description of program, showing ROI 

 How we will measure and report on ROI 

 The ask ($) Based on value of partnership 

 Appendix Information about charity – cut done to most basic info needed to highlight why 
you’re a valued partner 



HOW I  VALUABE A PROPOSAL 

 What is their budget? 

 How rare and special is the partnership? 

 How valuable is your brand? 

 What is the business cost of the solution we are helping fix? 

 New customer life time value 

 Customer retention value 

 Employee attrition cost vs Employee retention profit 

 Recruitment cost to find new employees 

 Brand exposure to curated, carefully selected audiences 

 How can the company activate and enhance the partnership through their own branding 



ACTIVITY 

Briefly jot down what a proposal could look like. 
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 The Partnership Opportunity 

 The programs, events or ways we can work together to help them with their needs 

 Description of program, showing ROI 

 How we will measure and report on ROI 
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 Appendix Information about charity – cut done to most basic info needed to highlight why 
you’re a valued partner 



THANK YOU! 
RORY GREEN @RORYJMGREEN RORYGREEN@LIVE.COM 


