






• You don’t need to be big to be valuable 
• Corporates want purposeful and authentic 

partnerships 
• Small charities can bring: trust, community 

credibility, agility, real stories 
• It’s not about size, it’s about alignment and 

clarity 



• What you do 
• Why it matters 
• What difference support makes 
• What a partner can actually do with you
• Who is doing this work? It takes dedicated, 

consistent time - are you ready? 

→



• A corporate case for support should answer: 
• What problem are we solving? (Make it real & 

urgent) 
• Why does it matter to society / communities 

/ the future? 
• How do we solve it? (Clear model, accessible 

language) 
• What impact does support have? (Specific, 

tangible, not abstract) 
• Tip: Make it emotion + evidence, not a wall of 

stats. 



• Programmes 
• Themes (e.g., wellbeing, education, food 

insecurity) 
• Outcomes (confidence, safety, access, 

community belonging) 
• Geographies / communities 



• Sponsor a community hub session 
• Fund outreach to 10 local families 
• Support development of new resources / 

digital tools 
• Back a local coordinator / youth worker / 

volunteer lead 
 



• People (staff, lived experience, volunteers, 
trustees with networks) 

• Place (local credibility, belonging, community 
trust) 

• Programmes (what’s proven, what’s unique) 
• Visibility (events, networks, champions) 
• Story (why this matters now) 



• Who cares about this issue? 
• Who touches these communities? 
• Who benefits from solving this problem? 
• Who has values that overlap with ours? 
• Then map sectors → organisations → 

decision makers. 
 



• Reach out to 3 new contacts 
• Reconnect with 2 warm leads 
• Post 1 purposeful LinkedIn story 
• Progress 1 next step with an 

existing conversation 

–

→



…



Depth                 Authenticity                Community Trust                   Impact 



– →
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