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What to expect over the next 45 minutes

• Who is Matthew Henry?

• Sponsorship vs partnership – is there a difference?

• Toolkit essentials 

• The evolution of corporate and not for profit relationships  

• Your cause isn’t necessarily of interest – what it stands for does and this is what will lead you to the pot of gold

• Real-world examples – and lots of them! 

• Questions – please!
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IS THERE A DIFFERENCE?

NO!!!!!

They are both descriptors of a                                       

contractual relationship where you are working to 

address a business challenge or objective
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Toolkit essentials: 

What’s really of interest to corporates?

Data - and lots of it!

• Digital analytics: EDM open rates, click thru rates, unique web users, emailable database size

• Social medial: Reach, engagement, video views

Know your audiences or who your organisation appeals to – who can you help connect brands with?

• Demographics – age, gender, location

• Psychographics – behaviours, values, purchasing decision

• Use Mosaic profiling if possible

What can you provide beyond logo placement, ticketing, hospitality - yawn

• Content generation opportunities, access to talent, access to IP (brand and trademarks), leveraging ideas (how to 

bring the partnership to life), customer attraction, engagement and loyalty opportunities 
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Your mission or cause VS what it stands for and    

how it resonates with a broader population

What is on people’s minds in 2023?

Gender equity The environment & 

sustainability

Diversity and inclusion



What customers care about is what 

brands want to tap into to connect 

with them, and often, not for profits 

are the custodians or authorities in 

these areas. 

This is what will take your 

organisation from appealing to a 

niche group of people, to a much 

bigger segment of society



X



Since 2015, MECCA has demonstrated 

their commitment to empowering women 

and supporting emerging talent. Each 

year, MECCA celebrates a female artist 

and contributes towards the acquisition 

of a piece of their work to be displayed 

at the NGV
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• No meaningful connection 

between the brand and cause

• No articulation of support or 

deeper story telling

• Transactional – corporate 

money in exchange for use of 

charity brand

First generation cause related marketing
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• Stronger link between brand and 

charity (science is central to both 

organisations and their brands)

• Alignment of values – kids health and 

wellbeing

• No direct involvement with cause apart 

from cash ie. What the brand does as 

an organisation isn’t being leveraged to 

achieve impact or outcomes of the 

cause

Second generation cause related marketing
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Third generation cause related marketing

• The charity is leveraging what the 

brand does, what it’s good at, to 

achieve its mission

• In addition to cash investment, the 

brand is doing what it does – feed 

people – to directly impact the cause 

(helping reduce hunger) by donating 

24,000kg of food each year for 

Foodbank to distribute

• The most powerful form of storytelling 

to consumers – authenticity



X
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• Seven years of partnership

• A partnership under-pinned by a world-leading research 

program to improve dancer well-being to support optimum 

performance 

• 12 x peer reviewed published research papers validating the 

artistic health practices of The Australian Ballet’s Artistic 

Health Team

• A career development, progression and tertiary study 

program for our dancers (25 dancers now undertaking 

university studies)

• Supporting The Australian Ballet’s credentials as a world 

leader in dancer health with the only research partnership of 

its nature in the world 
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• Powerful driver to influence student recruitment

• On-the-job experience for La Trobe undergraduate 

physiotherapy students 

• 6 x PhD and Masters La Trobe students placed at The 

Australian Ballet annually

• Real-world application of their sports science capabilities

• Outcomes and results to strengthen their position as a global 

leader in sports science

• Alignment to an organisation that is respected as a leader in 

their field nationally and internationally 

• A commercial business case exemplifying La Trobe’s 

capabilities as a partner-of-choice 







X
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40,000
Production images tagged

160,000
Production images uploaded to DAM

2,000
Footage pieces digitised

90
Productions tagged and uploaded to 

DAM



https://www.side-note.com/pas-de-deux-a-project-with-chanel-by-darren-mcdonald-and-grace-oneill/


NOT partners, but what do they have in common?



https://www.youtube.com/watch?v=xHdNGlOIfyk


THANK YOU
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