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My partnership experience
Strategic Partnerships

• Engineering UK

Employer Partnerships

• RAF

• Royal Navy

• Rolls-Royce

Technology Partnerships

• Google

• BT

University Partnerships

• Oxford University

• University of Southampton

• Aston University   
• Cranfield University   
Corporate Partnerships (Major Donors)

• Amazon

• BP

• Shell

• Boeing

• Mott MacDonald

• MBDA

Community Partners (in-kind support)

• AstraZeneca  
• Barclays Eagle Labs  
• DeepMind  
• Eversheds Sutherland   
• JPMorgan Force for Good  

Event Partnerships

• Tower of London

Peer Partnerships

• Institute of Mechanical Engineers

• Institution of Civil Engineers

Creative Partnerships

• Bandstand

• Maitland

• Finsbury

Media Partnerships

• The Times

• BT



What does your ideal partnership look 
like?



Cash partner or strategic partner?
A shoe company is willing to give your charity 

£10,000 cash or £10,000 of sandals
Which is more valuable to you?



How are partnerships 
formed?

1. Direct approach
2. “We should work 

together”
3. “We can give you 

anything but money”

The spectrum of 
partnership

1. Cash donations
2. Product donations
3. Event fundraising
4. Charity of the year
5. Payroll giving
6. Matched giving
7. Customer donations
8. Profit % giving
9. Co-branding

10. Bespoke products
11. Joint ventures



Make partnership a key part of your fundraising 
process

Identification of 
prospects

Referral or 
chance 

encounter
Warm approach

Cold approach

Sales call Contracting Onboarding



Define the process and the documents required at each 
stage

Prospect 
List

+’ve 
respons

e
Phone 

call

Send 
documen-t

ation

Email 
corporate 

targets
Send 

invoice

Update sales 
progression 

tracker

Sponsor 
agreement

Call 
script

Detailed Prospectus
Sponsors

Sponsor benefits
Case studies

12-month activity
List of events

Research on 
potential 
sponsor

Sign 
agree-m

ent

Invoice

Short 
Pros-pec

tus

Cover 
letter

Onboar
ding

Onboarding 
survey
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The story – 1
Why do you want to grow? The growth narrative

• Why do you need more money? Do you have a clear plan for what you 
will do with the extra income?

• Reach more beneficiaries?
• Expand into new territories?
• Achieve economies of scale?
• Offer a wider range of services?
• Cover rising costs?
• Start paying volunteers?
• Purchase a new office?

• How big could you grow with your current infrastructure?
• What is your growth plan and timescale?



The story – 2
The Prospectus - Your story and your business 
case
• The work we do
• Our origins
• Our values
• Our 
achievements

• The next stage of 
growth

• The ways 
partners can help
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The story - 3
Visual Proof

How can you use photos to demonstrate:
a) the need b) your achievements?



11

The Story - 4
Enriching your story with additional themes and angles

Themes
• Children
• Africa
• Education
• Disability
• Animal welfare
• Agriculture
• Economic development
• Hunger

Angles
• Equality
• Reduces human suffering
• Enhances human potential
• Builds community
• Advances human fulfillment
• Builds social structures



The Story - 5
Bringing your major partners into the story





Sandals Stationery Satchels School 
uniforms

Office 
space

Warehous
e space Shipping

Education Children Ghana
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Turning the story into targets
Identify who would be your most natural partners
Each of them should be mentioned in your story

 🡸 Products we need

 🡸 Services we 
need

 🡸 Companies interested in



The offer
Tiered Partnership Structure
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How do corporate donors make decisions?

•Corporate buying behaviour
•Group decision making
•Whose responsibility? Whose budget?
•Timing matters
•Authorisation limits (9999 vs 10,000)
•Caution (one red flag)

•CEO-centricity
•KPIs
•Value
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Green Lights Red Flags
Single document Mistakes

Corporate language Controversy
Fiduciary security Risk

Financial conservatism Complexity

A deal Gaps
A senior contact Optimism / exaggeration

Visual proof Excessive scope
Statistical proof Restrictions on scope

Case study proof
Expert proof

Publicity opportunities
Narrative flow

Value
Influence

What do corporate partners want?



Hands up if you hate 
networking

“so…what might a partnership with you look 
like?”



What partnership would you suggest with…

Your local 
council

A 
supermarke

t chain
A university Your local 

newspaper
A PR 

agency

A social 
media 

platform

An 
advertising 

agency
An event 

space
Local 

business 
club

Be ready. Every corporate approach and every 
networking conversation has the potential to 

become a partnership negotiation



Camila Batmanghelidjh, founding CEO of Kids 
Company, was known as the "Angel of Peckham"
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The contract
You should have a contract ready, this is your responsibility
Try and standardise your contracts as much as possible
Have a discussion about the length, suggest 3 years with 
annual break clauses
Allow immediate termination if either party gets into 
reputational difficulty



Onboarding
•Send them an onboarding form or have an onboarding 
call

•Who will the main contact be? (email and mobile)
•Who will the invoice contact be? (name and email)
•What are their goals and KPIs for year one of the 
partnership?

•When will they make the renewal decision?
•Who will make the renewal decision?

•Get quarterly review calls in the diary
•Invite the main contact to events



In summary
1. Partnership is negotiation. 

• Three key questions before entering any negotiation: 
What have I got? What have they got? What do I want?

2. Work on your story (“What have I got?”)
• Enrich it with additional themes, angles and hooks

• Evidence (Data / Visuals / Case studies)

3. Who funds organisations like you?
• Find lots of hooks and make a list of potential sponsors 

for each hook

4. Work on your diary
• Where do I need to go to meet the people I need to 

meet?

5. Think “gasoline”
• Make it easy to support you

6. Kiss a lot of frogs 21

www.linkedin.com/in/
danielvalentine1


