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First date Dating Living

Together 

Going Steady 

Engaged to be married 

Marriage Married 

Buying tickets 
to Vegas 

She’s hot! 
Really 
nice 
budget! 

It’s just about 
funding. He doesn’t 
care about me, the 
organization. 

Why 
aren’t we 
hitched? 

Why are 
we making 
this 
formal? ? 

Is this 
relationship still 
meaningful to 
me? 

I wonder what 
he wants me 
to do? 
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Key issues 
•	 What do you want out of the 

relationship? 
•	 Who’s hot? Who has the right 

qualities? 

Part 1: Selecting a partner
 

•	 Will the object of your desires be 
interested in you? 

•	 What does your partner like to do? 
•	 Do you get along? 

Part 2: Building a partnership 
-wooing a partner and choosing a partnership 
model 
-nuances in the private sector 
-formalizing the relationship 

•	 Where is the relationship going? 
•	 What do your friends say? Part 3: Maintaining a partnership
 

•	 Maybe we should see a therapist. Part 4: Evaluating a partnership 
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Assignment: Set up a tee time with the president of 
Emory University. 

•Step One: Select a partner in this room. 
 

•Step Two: Develop a plan 

•Time: 2 minutes, starting a minute ago. 
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Step One: 
 

Next Question: 
 

(It may not be the guy next door.)
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What are two critical benefits of partnerships?
 

Turn to the person sitting near you and exchange your 
thoughts with each other. 

Explain to the rest of the group the critical benefits you and 
your partner identified. 
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…complement the reach and frequency of mass media advertising 

…promote the integration of core messages into an organization’s thinking 

…provide our target audiences with a ready mechanism for acting 

…tap into each partner’s wisdom and experiences 

…provide an opportunity to extend the impact of messages over time 

…help to reach a specific audience 
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CDCynergy Phase II: Problem Analysis 

Partners can provide . . . 
• Research they have collected or performed 
• Access to target populations for research 
• Funding for research or analysis 
• Needed expertise 
• A commitment to work on the next steps of the 

process. 
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CDCynergy Phase III: Program Planning 

Partners can offer a commitment to 
provide . . . 

•Access to a target audience 
•Dissemination of materials or messages 
•Funding 
•Media placement or support 
•A mechanism for the audience to act 
•Technical expertise 
•Certain activities or events, or support for those 
•Use of a brand or name (to enhance credibility) 
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CDCynergy Phase IV: Program Development 

Partners can provide . . . 
•Access to a target population for research 
•Expertise for message or material development
 
•Materials (including creative) 
•Evaluation assistance (including baseline information) 
•Funding for program development 
•Commitments for further assistance 
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CDCynergy Phase V: 
Implementation & Management 

Partners can provide . . . 
•Access to a target audience 
•Dissemination of materials or messages
 
•Funding 
•Media placement or support 
•A mechanism for the audience to act 
•Technical expertise 
•Certain activities or events, or support for those 
•Use of a brand or name (to enhance credibility) 
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CDCynergy Phase VI: Feedback 

Partners can provide . . . 
•Another perspective on program activities and 
results 
•Evaluation assistance 
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Constituency’s 
demographics 

BIG 
name partner similar 

similar 

involvement 

Mobilize! 
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CDC 
Goals 

Partner’s 
Goals 

Partnership’s Goal 
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What partnerships can—and cannot—do 

Partnerships can . . . 
• Provide funding 
• Provide expertise 
• Provide access to an 

audience 
• Become a forum for 

cooperation 

Partnerships cannot . . . 
• Substitute for strategy 
• Be an end in themselves 
• Change the behavior of an 

audience 
• Keep everyone happy 
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Potential Partner: _________________ 
Partner Assessment Tool 

Step 1: Determine Your Goals 
Your goal(s) for  partnership is: 
�Access to population 
�Credibility/ Use of brand 
�Disseminate materials/messages 
�Evaluation support/assistance 
�Event support 
�Expertise 
�Funding 
�Materials 
�Mechanism to act 
�Media placement 
�Outside perspective 
�Research assistance 
�Other:__________________ 

Can partner help you reach these 
goals? 

Applicable stages of CDCynergy 

� Phase II: Problem Analysis 
� Phase III: Program Planning 
� Phase IV: Program Development 
� Phase V: Implementation 
� Phase VI: Feedback 

Is partner available at these stages? 

Step 2: Match Partner 
Identify potential partners  using 
the Universe of Possibilities 
handout. Then evaluate the match 
by identifying whether partner 
shows: 

� Significant  help with  goals likely 
� Identical needs 
� Same core goal as CDC 
� No obvious conflicts 
� High level commitment 
� Grassroots commitment. 
� Significant resources allocated 
� Excellent reputation 
� Experience reaching this goal 
� Similar corporate culture 
� Shared vision of partnership 
� Access to key target audience 
� Funds for CDC goal 
� Key skills to offer CDC 
� History working with CDC 

Match score :_______ of 15. 

Is the partner a good match with 
CDC? 

Step 3: Chose model 

Chose which type of 
alliance you plan to build: 
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______________________ 
______________________ 
______________________ 

______________________ 
______________________ 
______________________ 

Intervention 
Nonprofit Wants 

For-Profit Wants 

or
 

For-Profit Nonprofit 
Wants Wants 

Main goal for partner 

Main goal for CDC 

Step 4: Gauge Interest 

Consider value of the 
exchange: What’s in it for 
them? How important is 
that benefit to  partner? 

Investigate potential  
interest with those who 
know the partner, and 
the partner itself. 

Make a judgment: Is this 
a match that will work? If 
so, what kind of 
commitment is necessary: 

� One-time agreement 
� Informal arrangement 
� Shared long-term plan 
� MOU or other binding 
agreement 
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•	 Make clear your objective
 

•	 Know their action and 
possible determinants 

•	 Offer the exchange 
•	 Know your bottom line: 

When does the partnership 
NOT make sense. 
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Shared Wants	 

•	 Strategy, mission 
values alignment

and

•	 Shared visions 

Results for both sides
 

• Value creation 
• Continual learning 

Also: personal connections, politics 
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How they work together depends on: 
•	 Partner inputs 

– reputation  
– experience in other alliances 

• Match between partners 
– Culture
 
– Size  
  
– Alliance sophistication 

• Expectations 
• Complexity of the alliance 
• Extent of communications 

• Extent and nature of written guidelines 
22 
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Philanthropic Transactional Integrative(Generic resource transfer) (Core competency transfer ) (Joint value creation) 

Moving along the continuum ... 
•Increasing levels of engagement 
•Importance to mission becomes more central 
•Magnitude of committed resources grows 
•Scope of activities broadens 
•Interaction becomes more intensive 
•Managing becomes more complex 
* Source: James E. Austin, The Collaboration Challenge, forthcoming 
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Top ten questions at most companies 

1.	 Are we making money? 
2.	 Are we selling a lot of stuff? 
3.	 How much money are we making? 
4.	 Are sales up? 
5.	 Is it turning a profit? 
6.	 How are the quarterly revenue figures? 
7.	 Did I ask about how much money we’re making? 
8.	 Do we look good? Don’t want people not to buy our stuff because 

they don’t think we look good. 
9.	 Is it generating revenue? 
10.	 How can we sell more stuff? 
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Show
me the
money!



Social marketers Commercial Marketers 

Want to do good Want to make money 

Funded by taxes, donations Funded by investments 

Publicly accountable Privately accountable 

Performance hard to measure Performance measured in profits, 
market share 

Behavioral goals long term Behavioral goals short term 

Often target controversial behaviors Non-controversial products/services 

Often high risk targets Accessible targets 

Risk averse managers Risk taking managers 

Participatory decision making Hierarchical decision-making 

Source: Alan Andreasen, Georgetown University. 
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Translate the following:
 

Phase 5 
30 



1000000000 

800000000 

200000000 

400000000 

600000000 

0 
1993 Spending 

$1 Billion 

$1 billion spent 
annually on “cause-
related marketing” 

• History. In 1983, American Express donates 1 cent of every card 
purchase to renovating the Statue of Liberty. Result: $1.7 M for 
renovations … and 28% jump in card usage! 

• Growth. Up 150% between 1990
and 1993. Contributions rise from 

$340 M in 1994to $535 M in 1998.
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•	 Basic Donation (Use product, prompt manufacturer donation)
 
•	 Service Exchange (Use service, get help with service) 
•	 Behavior Reward (Do behavior, get product or service) 
•	 Sponsorship/Publicity (For example, creating PSAs) 
•	 Use of Brand (For example, adding logo to product) 
•	 Licensing Agreement (One party sells other’s product) 
•	 Old fashioned donation. (For-profit makes monetary donation 

made in exchange for intangible (good will, reputation) 
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•	 Consumers’ purchase intentions are 
significantly affected by “corporate social 
responsibility” (Cone/Roper Survey 1996) 
– 2/3 would switch brands; ↓ consumer 
 

skepticism
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•	 Be clear about what corporate partner is expecting
from the alliance 
– favorable company evaluations achievable.  Possibly,

positive long term enduring effects  
– purchase propensity needle much harder to move: 

depends on the “business” of the social partner, the
product quality of the corporate partner and consumers’ 
support of the initiative 

•	 Emphasize to corporate partner, the importance of 
communicating “win-win” nature of alliance to 
customers 

34
Source: C.B. Bhattacharya, Boston Univ. School of Management 
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Non-profit 
•	 Money/fundraising
 

•	 Other resources 
•	 Awareness of 

campaign or agency 
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For-profit 
•	 Increased sales 
•	 Better corporate image 
•	 Differentiate in the 

marketplace 
•	 Band loyalty 
•	 Long-term customer 

relations 
•	 Internal corporate 

purpose 
35 



Using the CDC Logo: 
Endorsement, Impartiality, and Guidelines 

•	 Logo implies product is “tested” by 
endorser. 

•	 Logo implies guarantee of quality. 
•	 Logo gives one brand a leg up in the 

marketplace. 
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•  Goals  
• Target Audience 
• Partner(s) 
• Project Description 
• Content 
• Dissemination 
• Roles and Responsibilities 
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•	 Is there relevant CDC guidance or policy statement?
 

•	 How many people/partners are involved? 

•	 Is there legal significance to anything being 
discussed? 

•	 Will CDC be obligated in any way? 
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An interaction between CDC and one or more private 
sector organizations in which both parties work together 
to carry out their missions. 

Voluntary situations only 
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The term "private sector" includes both for-
profit and not-for-profit organizations. 

• Corporations 
• Partnerships 
• Proprietorships 

• $$$ Gain 
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• Associations
 

• Foundations
 

• Civic Groups
 

• Universities
 

• Unions 
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•	 public health decisions must be based on sound science 
and the public good 

•	 benefits to society must be a higher goal than the benefits 
to any party 

•	 the agency must be a diligent steward of public trust and 
funds 

• the agency and employees must adhere to ethical standards 
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• Technology Transfer 
• Public Education 
• Professional Education 
• Applied Research or Evaluation 
• Provision of Public Health Services
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• Criteria 
• Direct versus Indirect Relationships
 

• Endorsements 
• Credibility 
• Review Processes 
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•Guidance 
•MOU 
•Copyright 
•Style Guide
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(or “Stories my divorce attorney never told me”)
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Ethical dilemma #1: 
Seagrams v. Budweiser v. Philip Morris 

Ethical dilemma #2: 
A partner pitch. 

Ethical dilemma #3: 
What to tell your partner – and when. 

Ethical dilemma #4: 
Your impact on the marketplace. 
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Top Ten Things You Don’t Want to Hear Your 
Partner Say: 

10. “I’m sorry. I forgot to tell you. You know 
those video tapes you just sent out to air 
on every television station in the known 
universe. We don’t have rights to that.” 

9. “Philip Morris is paying for all the banners. 
Isn’t that great?!” 
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Top Ten Things You Don’t Want to Hear Your 
Partner Say: 

8. “I’ve been fired” 
7. “We thought you were paying for that.” 
6. “Or yes, that just needs to go through the 

approval process. We expect it to emerge 
around 2010, assuming no one finds a 
problem.” 
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Top Ten Things You Don’t Want to Hear Your 
Partner Say: 

5. “No, we won’t be at the press conference this 
morning.” 

4. “You’ll be working with Joe. He works in the 
mail room.” 

3. “Guess what? We finally placed that PSA on 
testicular cancer. It’s going to run on 
Lifetime!” 

2. “We just have 67 more questions about your 
specific goals.” 
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Top Ten Things You Don’t Want to Hear Your 
Partner Say: 
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• The centrality of an integrating vision 
• Similarity of norms and organizational culture 
• Transparency of decision-making 
• Perceived equivalence of power 
• Compatible organizational systems 
• Capacity to establish and sustain a working framework
 

• Effective system for dispute resolution 
• Leadership commitment 
• Sense of social responsibility 
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•Breadth of involvement by partner 

•Length of time for approvals 

•Number and types of questions raised 

•Misunderstandings 
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Partnership Mutual Assessment Tool 
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Thank you!
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