
Key Insights from the  
2015 For Momentum 

Corporate Partner Survey 



New Corporate Partner Data 

•  Surveyed individuals who manage 
nonprofit partnerships 

•  Questions included  
– Local and national giving strategies 
– Partnership expectations 
– Target audiences 
– How and when they select partners 
– Common mistakes 
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  Brands Represented 
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Brands Represented 



Companies by Type 
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31%	  

27%	  
8%	  

23%	  

12%	  
Consumer	  packaged	  good	  (31%)	  

Retailer	  (27%)	  

Restaurant	  (8%)	  

B2C	  service	  or	  product	  (23%)	  

B2B	  service	  or	  product	  (12%)	  Rest.	  

Retail	  

B2B	  
CPG	  

B2C	  



What Departments Are Involved? 
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Finance	  

MarkeFng	  Agency	  

PR	  Agency	  

Human	  Resources	  

Public	  RelaFons	  

MarkeFng	  

Senior	  Leadership	  	  

Community	  RelaFons	  

© 2015 For Momentum LLC. All rights reserved. 



0%	   20%	   40%	   60%	   80%	   100%	  

Variety	  of	  partners;	  
dependent	  on	  brands	  

MulFple	  philanthropic	  areas	  of	  
interest	  

Single	  philanthropic	  plaQorm;	  
mulFple	  partners	  

Variety	  of	  nonprofit	  partners	  

One	  nonprofit	  partner	  

Brand	   Company	  

National Giving Strategy 
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32%	  

28%	  

20%	  

20%	   Determined	  by	  naFonal	  office	  
(32%)	  

LocaFons	  have	  a	  budget	  to	  
support	  local	  issues	  (28%)	  

LocaFons	  have	  a	  budget	  to	  
match	  naFonal	  prioriFes	  (20%)	  

No	  giving	  protocol	  (20%)	  

Local Giving Strategy 

NaFonal	  
Office	  

Local	  Budget	  for	  
Local	  Issues	  

Local	  Budget	  for	  
Nat’l	  PrioriFes	  

No	  Protocol	  
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Consider Employees a Key 
Audience for Nonprofit Partnerships 

77%	  

23%	  

Yes	  
No	  

No	  

Yes	  
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Top Factors for Selecting Partners   
(select many) 

0%	   20%	   40%	   60%	   80%	   100%	  

Increase	  Brand	  Loyalty	  

Showcase	  Community/Social	  
Responsibility	  

Create	  Awareness/Visibility	  

Brand/Mission	  alignment	  

When asked to select the single most important 
factor, 92 percent chose brand alignment 
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Top Factors for Selecting Partners 
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4%	  
12%	  

4%	  

4%	  

76%	  

PosiFve	  media	  coverage	  (4%)	  

Increased	  sales	  from	  parFcipaFng	  
products	  (12%)	  

Increased	  social	  media/online	  
engagement	  (4%)	  

Increased	  #	  of	  employees	  
volunteering	  (4%)	  

PosiFve	  impact	  that	  supports	  the	  
mission	  (76%)	  

PosiFve	  Impact	  that	  
Supports	  the	  Mission	  
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Naming	  rights	  

Fundraising	  w/customers	  

In-‐Kind	  donaFon	  opp.	  	  

Event	  involvement	  

Social	  media	  	  

PR/Media	  results	  

Brand	  awareness	  

Employee	  engagement	  

Success	  stories	  

Data	  that	  shows	  impact	  

What Type of Activations Are 
Important?  
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What Is the Most Important 
Measure of Success?  

0	   10	   20	   30	   40	   50	   60	   70	   80	   90	   100	  

PosiFve	  media	  coverage	  

More	  online/social	  engagement	  	  

Increased	  employee	  volunteering	  

Increased	  sales	  from	  parFcipaFng	  
products	  

Impact	  that	  directly	  supports	  the	  
mission	  
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45%	  

5%	  

50%	  

Contact	  me	  by	  email	  (45%)	  

Contact	  me	  by	  phone	  (5%)	  

We	  have	  a	  formal	  applicaFon	  
process	  (50%)	  

Phone	  

Communication Preferences 

Email	  ApplicaFon	  
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What Should be Included in a 
Proposal?  

0%	   20%	   40%	   60%	   80%	   100%	  

List	  of	  other	  companies/brands	  
parFcipaFng	  

Demographics	  

Partnership	  costs	  

Opportunity	  Overview	  

Partnership	  benefits	  

Mission	  
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Biggest Mistakes 

•  “Not knowing what our giving focus is”  
•  “Not doing their homework”  
•  “Not understanding what my company 

needs from a partnership”  
•  “Not understanding who we are and 

what we need to accomplish”  
•  “Not looking at our web site in advance 

to see what we fund”  

Do your homework!!! 
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Thank You! 

Mollye	  Rhea,	  President	  and	  Founder	  
678.690.8582	  	  	  |	  	  	  Mollye@ForMomentum.com	  

FOLLOW	  @ForMomentum	  www.ForMomentum.com	  

FREE	  Resources:	  	  
•  Blog	  
•  E-‐Newsleger	  

•  Downloads	  
•  Webinars	  


