








8STEP BY STEP GUIDE FOR PARTNERING .

STEP 1 - DECIDE: DO YOU REALLY WANT TO PARTNER WITH BUSINESS?

Double check your motives

Before you set of investing a huge amount of energy in the search for a corporate
partner -because that becomes clear from the interviews: you have to invest a lot
of manpower and creative energy!- ask yourself:

Why do you want to partner with business?

If the main motive is money, the recommendation is to develop a sustainability plan
and fundraising strategy before approaching businesses. There is a high chance
that there are better and easier ways to get funds.

Check for cultural barriers

If the reason is that a business partner could help you accomplish your objectives
and because you could learn from them -because of their experience, capacities,
access to networks and understanding of target groups- if that’s the case, ask
yourself:

Do you trust corporations? Or do you hold them hostage to all the mistakes
made in the past? Do you respect the corporate world? Are you willing to
really listen to businesses, what they want and what they need? Or are you
only interested in your own objective? Do you believe that there are good and
bad corporations, or mainly bad ones with a few exceptions? Are you willing
to be transparent, to be open and honest? Or are you just after some easy
cash? (If you’re working for the private sector, read the same lines but replace
‘corporations’ with ‘NGOs’ and ‘easy cash’ with ‘window dressing’)

If you feel that there are barriers for a positive perception of the corporate world (or
vice versa for Civil Society), realise that a culture change is probably needed in your
organization before you partner with companies (or with NGOs).

If you’re the leader, ask employees how they feel about partnering with ‘the other
sector’. Be sure they are open to you, if its part of the culture to ‘be against corpora-
tions’, they will feel restrained to answer openly. If you're not the leader, ask the
decision makers how they feel about it. But be aware: if partnering with business is
not congruent with core beliefs of the organization you work for, you might be pulled
of the ladder (see the Monkey-banana-water-experiment in the previous chapter).
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Partnership can spark and support culture change

A partnership with a corporation can actually spark culture change leading to a
constructive attitude towards corporations instead of a cynical and defensive one.
But you have to realise that there will be resistance in your organization for partner-
ing with ‘the other side’ and that structural attention has to be given to overcome
this resistance.

Culture change can be facilitated by change agents. There are also many consul-
tancies specialised in culture change that will be happy to support your journey.
Maybe one of them can even guide you through the process as a first step of a
partnership, of course in exchange of ‘something’ (=learning together, accomplish-
ing shared values). Just look at the long list of in-kind supporters of NESsT
(www.nesst.org) to see how mutual benefit can lead to a wide range of partnerships.

Know thyself
We shall not cease from exploration
And the end of all our exploring
Will be to arrive where we started
And know the place for the first time.
T.S. Eliot, Four Quartets

Actually the question ‘do | want to partner with business?’ can lead to an internal
journey searching for your own identity. who am 1?7 Just as in love relationships, one
must know oneself and be at peace with oneself before embarking on a
partnership.

Commonwealth Games Canada describes as first step on their partnership filter:
“Identify and state your own organizational culture. Your ‘vision, objectives, long

term goals, core values, and operating principles’.

If your vision and mission have not yet been articulated, an internal process is
needed with overall involvement. This is not a process accomplished overnight, this
is not an individual journey but a collective one. It is better to take time and energy
to answer these complex questions; they are about the core ideology of your
organization.

Companies are not just going to give funds. First you have to show what you have
done and what you are after. What is your vision and mission? And with that vision
and mission: what did you accomplish? What did you try to do? And what
obstacles did you meet? What do you see in the future, what is your plan?

Felicite Rwemarika, AKWOF



What’s your Core Ideology?

Ask yourself: do you know your core ideology? Ask your colleagues to write it in ten
sentences on a sheet of paper and compare. If there are structural differences, the
time might be right for an internal project aimed at clarifying the vision and mission
of the organization.

Building your organization’s vision
Organizations that enjoy enduring success have core values and a core purpose
that remain fixed while their strategies and practices endlessly adapt to a changing
world. Core ideology defines the enduring character of an organization — a consist-
ent identity that transcends product or market life cycles, technological break-
throughs, management fads, and individual leaders. In fact, the most lasting and
significant contribution of those who build visionary companies is the core ideology.
Core ideology provides the glue that holds an organization together through time.
James C. Collins and Jerry I. Porras,
Building your company’s vision, 1996. Harvard Business Review.

Copyright 2004 by Randy Glasbergen.
www.glasbergen.com

WHY ARE WE
DOING THIS?

“It’s not a great mission statement,
but we’ll revise it if things get better.”
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STEP 2 - IDENTIFY & SELECT POTENTIAL BUSINESS PARTNERS

If the outcome of step 1 is positive -‘yes, | want to partner with business to reach
shared goals, and learn in the process’- , the second step is to identify & select
potential business partners.

Sounds simple, but how can you do that best? Organizations with a long record of
successful partnerships, have developed tools and review criteria that guide this
process. Important elements are:

e The core values and culture of a potential partner should not conflict with your
core values and culture. An obvious example: sport organizations should not
partner with alcohol or tobacco manufacturers.

e There should be shared goals to be accomplished. For instance, if you want to
reach young adolescent girls, a partnership with a company that focuses on this
target group could lead to reciprocal benefits.

You have to find out in advance what the mutual benefit can be. If you approach an

organization like Nike, and want to position yourself as a serious partner, it must be

clear how it can meet their objectives. Search for companies with similar values.
Astrid Aafjes, Women Win

The Partnering Initiative offers a range of tools that can help you take the necessary
steps, for instance a partner assessment form. Furthermore, Commonwealth
Games Canada uses the Partnership Filter and Application Tool to evaluate the
potential for partnership as well as raise issues for consideration when engaging in
discussion with partners:

e The Partnership Filter is a visual illustration, providing an overview of your
organization with the key criteria to evaluate potential partnerships.

e The Application Tool provides a template to use while evaluating the partnership
and to score the partnership according to the criteria outlined by the filter.

The Partnership Filter and Application Tool and the Partnering Toolbook are offered
on www.toolkitsportdevelopment.org
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“Of course I can accept you for who you are.
You are someone I need to change.”

Preparation is key

After you identified potential partners, there are a many questions to be answered.
Commonwealth Games Canada states that organization management and program
staff should rate the partnership individually in order to examine the partnership as
critically as possible. The individual ratings can then be compiled and discussed to
summarize the overall view of the partnership. The process is not lengthy, but
should be taken seriously with due diligence. An organization must complete the
following groundwork in order to use the Partnership Filter and Application Tool, to
properly assess the alignment of a potential partnership with its organizational
mission, vision, values, and operating principles:

What are the potential partner organization’s vision, objectives, goals, core
values, and operating principles?

What are the roles and expectations of all partners in the proposed partnership?
In order to critically analyse the partnership, the goals of the partnership and the
steps that need to be taken to achieve these goals must be understood.
Critically analyse the potential partner - research the organizational culture of the
potential partner and their role in the area in which they wish to partner.
Understanding the organization of the potential partner, its goals and objectives,
and priorities for the programming are vital to effectively screening the partner-
ship with the filter tool (Partnership Filter, Commonwealth Games Canada).
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Very few organizations have asked us for our expertise first. Mel Young, President of
the Homeless World Cup is a good example. He came to Nike, | asked ‘what do
you want from us?’ And Mel said: ‘| want to built a great global sporting event.
Teach me how to do that.” We now have been in a partnership for four years and he
has outgrown us. He did not ask for equipment or money. Great! | know than that
we are talking the same language — he is brilliant. Of course we support them with
money and equipment, but that is not what the partnership is about. We have a
higher shared goal. You have to understand that when you are asking support from
companies, you have to ask for their core competencies.

Maria E. Bobenrieth, Nike

CARE has a long tradition of partnering with businesses. Example are: HR,
Microsoft, Starbucks, Johnson & Johnson, Merck, IBM, Coca Cola, et cetera.
CARE is fortunate to have a very good reputation for partnering with corporations,
which is partly based on an excellent project implementation, a rigorous due
diligence process and definitely based on CARE’s ability to identify mutually
beneficial goals with private sector partners.
Why do they want to partner with us? It has to match the mission and vision of
CARE. Clarity from day one is very important. You have to know where you are both
coming from. On top of that there has to be an identified mutual benefit. Difference
with partnering with government or donors is that they may have a philosophy why
they want to work with you. With corporations it always has to tie back to there core
business. Most important key point: if you do not have a mutual understanding
about the benefits and reasons to partner from both sides, you are always going to
be butting heads.

Wayne Lifshitz, CARE

STEP 3 - FLIRTING PHASE: BE PREPARED

Desk-research will give you many insights needed for the assessment. However,
personal contact is also needed for the next step. You need to feel whether there is
an alignment of values, a click between the companies’ ‘spirit’ and your organiza-
tions’ ‘atmosphere’; this is not only about numbers but also about emotions, about
gut feeling. You need both: a personal click, and objective shared goals.

It is essential that you are prepared when this time has come, because genuine

interest is another important prerequisite for a healthy relation, an effective
partnership.
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If you go to the first meeting with a potential partner only to tell what you want, what
your objectives and plans are and ask for a check while you haven’t got any real
interest nor understanding of the company, the department and the official you are
engaged with, things won'’t work out for sure.

Do you think this doesn’t happen? It happens all the time according to the experts
and practitioners interviewed.

Their recommendation: don’t do it. CSR-managers will feel not prioritised, underval-
ued and disrespected if you don’t show you are interested in what they believe,
think and need. They don’t want to work with people who are only interested in their
own missions. What kind of relationship will evolve from that kind of attitude? Would
you go for that?

So be prepared. Do your homework. Do you want to flirt effectively? Show you
care. Listen. Show who you are. Tell. Demonstrate your strong points without
boasting. Be eager but not desperate. Look for synergy. The parallels with the
dating & relationship game really go a long way.

Copyright ©@ Randy Glasbergen.
‘www.glasbergen.com
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“I never realized how self-centered I am until ten
online dating services matched me with myself!”

Every company is different. They have different objectives and different approaches.
Before you approach a company, it is really important to do your research. In a
former job people came to me looking for funds who had clearly not even bothered
to look at our website. My colleagues and | would wonder: ‘if they are not even
interested in us, is it a first indication of their approach... do we want to work with
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them? Apparently they only have their own objectives in mind.’ You have to feel that
they know you before they approach you. Instead of saying, here is my project, only
with their own mission in mind.

Ned Wills, Laureus Sport for Good Foundation

You have to sell yourself. Make a strong proposal. Show what you believe in, what
you’ve been doing, what you’ve achieved.
Elena Phiri, Kalusha Foundation

The liking of two indlividuals is not enough basis for a partnership. There has to be a
natural fit. Do we make sense together? The metaphor of dating and a relationship
is valuable: first you flirt and date to get an answer to the question: do we make
sense together? It does not have to be 100% but say a 70% match of what you
stand for and what you want.

Wayne Lifshitz, CARE

| often get the impression by the way we are approached by NGOs that ‘they don’t
want to date us, but want us instead to pay for the dinner bill.’
You have to go to a company with your value proposition: ‘this is what you bring’.
We have to deliver on ROI2 (return on investment square): it must benefit our
company, our stakeholders and deliver value for society. It is a virtual circle. If you
approach a company you must now how your value proposition fits theirs.
Partnering is not a one way affair.

Maria E. Bobenrieth, Nike

Impress them. Tell your story and work on your pitch. You have to beat others.
Convince them that your work helps them reach their objectives.
Kieran Hayward, Commonwealth Games Canada

Natural fit or butting heads

When there are no shared values and goals, don’t force the relationship. “If there is
no natural fit, you are only going to be butting heads” (Wayne Lifshitz, CARE). Just
like with love, their has to be a match; not for 100% -that might actually be contra
productive- but ‘enough’ shared interests and shared goals to accomplish specific
areas. A relationship is about giving and taking, so you have to be willing to do just
that with the partner you select. It is all about interaction.

The KNVB Academy is the Educational Department of the Royal Netherlands
Football Association. We have to focus on our core competencies and mission: the
development of football. We started a new partnership with Nike and Women Win
to develop women's football in four African countries. In our partnership with MYSA



we have got a lot of experience with developing football for women. Recently the
first female referee trained by the Academy got her degree. We can use this
expertise and upscale it. When you look at our partners, there is a natural fit.

Johan van Geijn, KNVB Academy

Beware of mission drift

Based on the same perspective, the majority of the interviewed warn for a ‘mission
drift’: don’t start a partnership when you have to alter your programs in an essential
way, in a way that takes you away from your own mission.

Again the love relationship metaphor clarifies this principle. Is starting a family very
important for you? Don't initiate a relationship with somebody who hates children.
Are you a health freak and is being outdoors a very important aspect of your live?
Don’t date a rock star who lives at night, sleeps during daytime and prefers to spent
leisure time in smoky & noisy bars. Chances for success are small.

Most important lessons learned from partnering with business: always think long
term about relationships. There has to be an alignment of the values and missions
of partners.
Lack of clarity about expectations will often lead to failure, so create and articulate
expectations on both sides. Be honest about what you can deliver. On both sides
the biggest risk for failure is not clearly articulated expectations. Often the expecta-
tions are too high.
Be cautious for a mission drift. To match expectations, you need to ‘deliver
something back’, to create win win, but stick to your core mission and values, keep
your own identity.
Another important lesson learned is that local engagement and local investment is
critical for an organization to be embedded in communities. Therefore we aim to
increase locally generated resources to 20%-30%.

Johann Olav Koss, Right to Play

STEP 4 - DATING PHASE: START SMALL, START OPEN, START SINCERE

After a period of flirting, the time comes to start dating. Imagine you have met
somebody you like and you have been flirting with him/her for some time. Which of
the following questions would you feel most comfortable asking:

e Would you like to go for a drink with me?

e | would like to take you out for dinner, do you have time this weekend?

e Are you interested in a one-night stand?

e | am about to leave for a trip around the world. Will you join me this Monday?

Y
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e | am about to move. Do you want to buy a house together so we can cohabite?

Exactly. It's obvious! Start small with sure successes. Work from there. Get to know
each other. How? By interacting, co-creating and sharing experiences. Just go!

Never give up

Tip from the field: looking for a partner requires stamina. With ‘never give up’ we
don’t mean you should push an unwilling potential partner, but you should keep
searching for a willing one. This might be a long and arduous journey. You might be
turned down many times before you hit gold.

Remember: a good partner can last a lifetime. And remember: there is a whole
world out there with thousands and thousands of potential partners. So failure is not
a problem: just shake it of, smile and move on to the next!

The lessons we learned is that it takes time for a relationship to evolve. It takes a lot
of time to know values, the way they work...it is not about a contract where you
specify everything, it is about mutual trust. Make sure you understand them.
Start small but stick to your values, it has to be consistent with your identity. Do not
change or alter your programs in a fundamental way. It is OK to tailor your message
to a corporate partner, but be aware of deals like: we will support you if you stick so
many signs with our logo on your events. You might regret this if your organizational
identity is not very visible during your events. Beware of companies that only want
to push their brand (hijacking for branding).
Don’t be afraid of failure. Even if you succeed one out of thousand tries, it is OK: if it
works out, it can be a lifetime relationship.

Kieran Hayward, Commonwealth Games Canada

‘No! I do not want to be involved in your programmel!!’ Finding a supporting partner
can be a lonely and difficult struggle. | developed red raw knuckles from knocking
on doors through the years. But when you have stamina, endurance and above all
believe passionately in your programme you will be rewarded. Never, ever give up.
Trevor Dudley, Kampala Kids League, The Kids League Uganda

STEP 5 - ACQUAINTANCES, FRIENDSHIP OR MARRIAGE?

From this point, the partnership will evolve. Tip from the field: do not try to get all
the nitty gritty details on paper in partnership agreements. If there is mutual trust &
agreed upon shared goals, general principles of co-operating and joint plans for
programmes & projects should offer sufficient fundament for a healthy relationship.
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Again, the metaphor of a love relationship makes this point obvious. How would you
feel if your partner would say to you: “I have looked in our contract, but according
to article 17g you are obliged to do this and this in such and such situation. Did you
forget about this article or is there a problem?”

Not a very stimulating environment for creative problem solving and hands on
action, is it? If this is the general communication pattern —correcting, blaming and
defending- you might actually wonder if there is a natural fit. Maybe its better to just
stay acquainted in stead of going for a long term friendship or a marriage. Again: do
not force partnerships. It simply doesn’t work., for neither partner.

O
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“My last boyfriend said I’'m a control freak.
Do you think I’m a control freak? If so, say yes.”

STEP 6 - CLOSE THE LOOP: FEEDBACK AND EVALUATION

We stated before: learning requires feedback. So evaluate periodically your
partnership: what are the strengths and weaknesses? What went well? What could
have been improved? Have both parties met expectations? If not, what are
barriers? Can we remove them? What are drivers? Can we stimulate them? Create
a feedback loop.
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Just as in marriage one third of the couples decides to divorce, sometimes you
have to move on. The world is forever changing and we adapt. You need to, if you
want to be successful. This implies you might evolve in separate directions. Were
once goals were shared, at some point in time you might not have anything in
common anymore. If that’s the case, its probably time to break up.

Copyright 2004 by Randy Glasbergen.
www.glasbergen.com
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“Sometimes it’s smooth sailing and sometimes
they sink. That’s why they’re called relationships!”

Maintenance of the relationship is very important. Keep in touch. Provide feedback
of progress, thank them for their support. Be specific on a personal level. It is too
late when you want to ask for money again. Call them and invite them to your
program before you need support.
Every business prefers to keep the relation once it is established: it is difficult and
takes time and energy to develop trust. It is easier to make a decision on who to
support when you already have a relationship, rather than a new group who has
just approached you.

Kieran Hayward, Commonwealth Games Canada

After you start partnering: show the effects of you programmes. Initiate monitoring
and evaluation together. Give them back up for their support. Show them it works.
Elena Phiri, Kalusha Foundation



In general | am a big advocate of research that proves you are having economic
impact with your projects. Prove that it is more effective to invest your money into
sport projects. Major funders will search for evidence based proposals, the stronger
ones will prove the economic and social case for funding. We need to build this
area of research across the sport and development field.

Ned Wills, Laureus Sport for Good Foundation

TIP: BE A GREAT BRAND YOURSELF

Travelling on the road to a partnership, you get to know yourself better. You have to
know your core ideology, your values: what do you stand for?

Realise that if your organization is a strong personality, attraction from business
partners will rise. Remember, a brand is like the personality of an organization, so a
tip from the field is: be a great brand yourself! You will find that flirting and getting
dates will become much easier and that there will be more interest in you. So that
might be a step you want to take before you set of looking for partners in the private
sector. It is actually not a step but a long term process, but sometimes you have to
develop first before you get engaged in a serious relationship.

“Knock it off, Hon — I’m trying to read!”
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UNLEASH THE POTENTIAL

More private sector involvement in the field for sport and development is needed.
We know there is great potential. Together we must identify how to unleash it. Many
NGOs are willing, but are struggling. They don’t know how to proceed. The same
goes for business who are in the early stages of developing CSR.

You need to have the capacity, the skills, the people and you need to understand
business principles to succeed. Often that’s lacking.
Stefan A. Howells, SCORE

My closing wish is that when | go to the Magglingen conference in 2008, it won’t be
me alone or as part of a few (as a private sector company) talking about this subject
anymore, but there will be an active participation, dialogue and an open debate with
other great brands, like Adidas, Puma, Facebook, MTV, YouTube and other brands
that engage our young people. Because | believe that when we can create a bigger
space to learn from each other, we can bypass the current slow evolution of the
movement and revolutionise it -- today. | believe for all the young people out there
- that would be a really good thing.

Maria E. Bobenrieth, Speech Next Step Conference, Namibia 2007

We want to start looking for corporate partnerships. But we don’t have the
experience nor the competence needed. | know you need a strategy, you need to
be prepared. | know that companies don’t sponsor a project because of a passion
or philosophy like donors do. The private sector has other things on their mind:
advertising the product, showing that they do something for communities. They
need good arguments. You have to know what they want. It would be great if |
could get some tips on what | should and shouldn’t do, examples of successful
long term partnerships, how to write proposals and reports....a combination of
general advice and specific advice when you are planning to go to a specific
company. A mentor would be great, a competent person that can judge and
consult: the nature of the company is this, so this is what you could do.

Cyprian Maro, Emima

EDUCATION, CULTURE CHANGE & MATCH MAKERS

Words alone do not change the world. To bridge the gaps, the collective responsibility
of the movement needs to be taken. We need training and workshops for NGOs,
temporarily exchange of employees between NGOs and corporations (traineeship), a
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campaign to spark change (using ‘new-style’ strategy and means!), publication of
good practices and developing and testing methods for the needed culture change.

There is also room for match makers. Both corporations and NGOs need help to
start partnering. Good Business, streetfootballworld, Women Win and CARE are
examples of the value matchmakers provide.

Whatever is chosen to be done, the sooner the better. Why is it urgent? Because
while this movement is getting businesses on board only slowly, other movements
might be moving fast. We believe that sport is in many cases an effective tool for
development; that’s the reason why we are in this movement after all. Using an
effective tool results in a better world. That’s our shared goal. So lets prepare and
engage the private sector!

If I look at the future, I think there needs to be an education of the NGO sector; the
private sector shouldn’t be seen as another pool of donors. They want to work
differently and have the capacity to do so, therefore NGOs need to recognize this
and plan accordingly.

Wayne Lifshitz, CARE

Copyright 2004 by Randy Glasbergen.
www.glasbergen.com

LASBERGEN

“I needed someone who would always love and adore me,
always find me fascinating, someone to spoil me
rotten and never leave. So I married myself!”
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FOCUS YOUR RESOURCES ON WHAT YOU DO BEST AND PARTNER FOR THE REST

Real partnering = co-creating, best understood using the metaphor of a
relationship.

There is potentially a lot of added value for both businesses as NGOs in the field
of sport and development.

Unfortunately, the enormous potential remains largely unused.

A culture change is needed, central beliefs need to be changed.

A win — win mindset is essential: by sharing we gain more.

DEFINITION AND BENEFITS ACCORDING TO THE PARTNERING INITIATIVE

What is ‘partnership’?

While the term ‘partnership’ can be used to describe many types of relationship, The
Partnering Initiative uses it specifically to describe a formal working relationship between
organizations from different sectors of society (business, government and civil society):

bY

“...Partnership is a cross-sector collaboration in which organizations work together
in a transparent, equitable and mutually beneficial way. The partners agree to
commit resources, share the risks as well as the benefits to work together towards
a shared goal.”

Potential benefits of partnerships
Benefits to partners from successful partnerships for can include:

Access (to knowledge): Mitigating risk and reducing potential conflict by greater
understanding of the operational context.

Innovation: Developing new ways of addressing old issues and complex
challenges as well as maximising new opportunities.

Effectiveness: Creating more appropriate products and services.

Efficiency: Achieving reduced (or shared) costs and better delivery systems
Access (to people): Drawing on a wider ‘pool’ of specialists, technical expertise,
experience, skills and networks.

Human resource development: Enhanced professional skills and competencies
in the work force.

Reputation and credibility: Well-earned/improved organizational reputation and
credibility.

Long-term stability: Greater ‘reach’ means more development impact a direct
objective of government and civil society, but also critical to the sustainability of
business.



© The Partnering Initiative, a global programme of International Business Leaders

Forum in association with The University of Cambridge Programme for Industry.

Read more on: http://thepartneringinitiative.org

KEY FEATURES OF PARTNERSHIPS

The voluntary nature of partnerships. Explicit commitment or agreement on the
part of the participants.

Common interest.

The mutual dependency that arises from sharing risks, responsibilities, re-
sources, competencies and benefits.

Synergy — the concept of value added or the total being greater than the sum of
its individual parts.

Working together — in the most strategic partnerships, the partners work
together at all levels and stages, from the design and governance of the
initiative to implementation and evaluation.

Complementary support.

Shared competencies and resources — partnerships are a mechanism to
leverage different types of resources and competencies, including, but not only,
money.

Good communication.

Respect and trust.

© Vadim Kotelnikov, www.1000ventures.com

SHARED GOALS THROUGH SPORT

The research conducted by IBLF identified the following shared goals of the private
sector and sport NGOs:

Contributing to peaceful, well-governed and secure societies, and stable
operating environments.

Encouraging healthy, active populations and reducing rates of disease.
Strengthening local communities.

Sharing values that underpin economically and socially successful societies.
Empowering marginalised groups and reducing inequality.

© International Business Leaders Forum 2008, ‘Shared Goals Through Sport’
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NCDO (Dutch National Committee for International Cooperation and Sustainable
Development) strengthens and highlights public support for international cooperation
and sustainable development and achievement of the Millennium Development Goals.
NCDO’s sports program is thé Dutch knowledge and information centre on the power
of sport to help reach these goals and social change (www.sportdevelopment.org).

WAKE UP!

Unleash the potential of partnerships between companies and
NGOs in the field of sport and development

Aim of this publication is to highlight opportunities and stimulate
discussion about the potential of partnerships between
corporations and NGOs in the field of sport and development.
Main questions are:
e What is the potential of partnerships between businesses
and NGOs in the field of sport and development?
What is the knowledge, attitude and behaviour of those
involved?
What are the lessons learned?
How can we bridge gaps and unleash the potential?




