
In April 2015, For Momentum asked corporate decision makers about what they look for in a nonpro�t partner. 
Brands including CVS Health, Disney, Whirlpool and Taco Bell participated, and high-level �ndings included: 
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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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Consider Employees a Key 
Audience for Nonprofit Partnerships 
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Top Factors for Selecting Partners   
(select many) 
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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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What Is the Most Important 
Measure of Success?  
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What Should be Included in a 
Proposal?  
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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	
  


