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Partnerships 
on purpose
Spring insights for engagement



The relationships we have with organisations of all kinds may seem 
accidental, incidental, mere happenstance. Yet, everything we do as 
individuals, consumers, workers, fathers, mothers, friends, citizens  
is connected by the partnerships we make, maintain and develop  
every day of our lives. 

Just doing a little thinking and making small changes to the way we 
touch people and organisations we work and live with could make  
a huge individual and collective difference to our daily lives. 

Organisational partnerships are often seen in terms of mutual financial 
benefit. We’re now officially in the longest Western economic recession 
ever. Getting out of it successfully will depend on how organisations  
and communities interact in ways other than the economic. 

Here’s something for Spring. Let Forster introduce you to the simple 
changes some organisations have made to play a more conscious  
role in the world. To develop partnerships on purpose.

In the spirit of 
collaboration, here are 
five issues Jilly Forster 
tips as major influences 
of life for individuals, 
communities and 
organisations in a  
time of ‘green growth’.

Introduction



Personalisation, participation, experiences that can be shared.

The negative ‘not in my name’ mantras of recent years can  
be turned around for a more positive sense of participation.

•  While some online petitions still work, there are too many of them. 
Some are a poor substitute for face-to-face connections.

•  The world is not black and white. The real question is not  
‘Are you for or against NHS reforms?’ but ‘Are you a member  
of your local NHS body?’ 

•  Pressure groups have achieved much change. But our world also 
needs people to get out of their comfort zones and work actively  
with other people, for the positive change they want to see.

•  In a world of so many interest groups, we will only make progress 
through shared experience that can be felt, understood and trusted.

Forster Insight

Local community and virtual 
organisations come together 
very easily to voice opposition 
and stand against unwanted 
policies and developments  
– what about the power of 
positive participation?

Forster is interested in working 
with more organisations 
and communities who see 
the virtues and benefits of 
collaboration for innovative 
improvements and change.

1. Made with me



In the spirit of collaboration...

•  Connecting, informing, supporting campaigners. Whatever your issue, whether you are trying to 
improve disabled access on local transport or promote solutions to conflict, the Sheila McKechnie 
Foundation can help develop new tactics and plan high impact campaigns. 

•  Crowdfunding is growing quickly, potentially revolutionising how many seek finance and engage 
with online communities. One big success story is The Bicycle Academy, which raised £40,000 in  
six days. Cancer Research UK has raised more than £1m through its My Projects platform, a site 
allowing donors to choose which particular research project they want to give to. Spacehive is the 
funding platform for neighbourhood improvement projects. Projects include a forest garden in South 
London, free Wi-Fi provision in Mansfield, turning a primary school into a community centre in West 
Yorkshire. Ebbsfleet United is a non-League football team funded and owned by the fans.

•  Girls in every country across the world are being subjected to many forms of violence. Forster’s Stop 
the Violence campaign for World Association of Girl Guides and Girl Scouts (WAGGGS) is creating the 
conversation amongst girls around the world to be aware of their rights and find their collective voice 
to create a global movement and actions to end violence. 
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www.smk.org.uk
www.smk.org.uk
www.thebicycleacademy.org/crowd-funding
www.myprojects.cancerresearchuk.org/
www.spacehive.com
www.myfootballclub.co.uk
www.wagggsworld.org/en/take_action/violence
www.wagggsworld.org/en/take_action/violence


Green products and services have come of age and should  
be judged on merit, like anything else.
We have the technology, so why aren’t we using it? Investment in 
a green economy requires confidence and clear direction that 
can only be provided by societal leadership.

•  It isn’t a matter of either a low-carbon or a renewables approach to energy 
– but both and. We are still waiting for that eco ‘light bulb’ to switch on in 
the heads of political leaders who can incentivise ‘green growth’.

•  New car buyers will buy electric vehicles when the amount of charge 
points reaches a tipping point – the same thing happened with mobile 
phones and network connections.

•  The issue with the take-up of most progressive products and services is 
that people seem to regard them with suspicion – but the mainstream 
establishment of Fair Trade shows that barriers of understanding are 
just there to be overcome.

•  From Transition Towns to Low Energy communities, the UK is buzzing 
with organisations that want to make the step-up to a sustainable 
country – why not join them?

Forster Insight

It seems to take a special leap  
of faith for mainstream audiences 
to accept and embrace products 
whose primary benefit is 
environmental or ‘green’.

Forster’s work has shown that, 
given the right communication 
medium, in the right place, with 
the right audience, people do 
not need much more incentive 
than their own common sense.

2. The real green deal



In the spirit of collaboration...

•  Sugru is the amazing self-setting rubber for fixing and modifying all your stuff. It’s part putty, 
part toolbox and let’s you mould, hack, improve and mend almost everything you own.

•  Google Global Impact Awards. Nonprofits have longed for years to have access to the best 
technology. Often, even the best of ideas have challenges when technology is involved, 
whether it’s a technical or a funding issue. On 25 March, Google launched the Global Impact 
Challenge, inviting British non-profits to tell them how they would use technology to 
transform lives. The top four submissions will each receive a £500,000 Global Impact 
Award, as well as mentoring and support to help make their project a reality.

•  Creative Councils is the Nesta/Local Government Association programme to support 
innovators in local government across England and Wales to develop and implement radical 
innovations that address a long-term challenge that matters in their area. ‘Rotherham 
Ready’, is a council-backed social enterprise working with teachers of students aged 4-19  
to engage them and their schools in the development of an enterprise-based curriculum, 
ensuring young people have skills relevant for the future. 

2. The real green deal

www.sugru.com
www.rotherhamready.org.uk
www.rotherhamready.org.uk


Living on/for/with less, accepting a lifestyle driven less  
by consumption and more by meaning.
Politicians and economists keep talking about the need for 
growth, when growth as we know it has brought us to this point 
of no return for our relationship with the planet’s climate.

•  No mainstream politician or business person dare say that 
economic growth is anything other than an all-round positive 
benefit – but sustainable growth must measure the social and 
environmental costs, too.

•  Growth can mean a balance between livelihood and quality  
of life – a measure of our happiness and wellbeing, rather than  
our financial worth.

•  The first stage of the digital revolution has encouraged us to  
multi-task and do many more things in short timespans – the 
second, urging us to step back and slow down, is just beginning.

•  For the lifestyles we lead in the UK, living on or with less can 
actually mean living more fully.

Forster Insight

If we stopped talking about 
recession and accepted the fact 
that we are now operating in a 
different world and needed to 
adapt to live within our means, 
life would acquire new meaning.

Forster continues to help 
organisations striving for 
progressive change – for whom 
life will always be challenging – 
and find innovative ways to help 
them engage target audiences 
on difficult behaviour change.

3. More in moderation



In the spirit of collaboration...

•  Ecomodo is the online community marketplace that lets you lend and borrow each other’s 
everyday goods, skills and spaces. 

•  Shwopping is the latest development in Oxfam’s longstanding partnership with Marks  
& Spencer. Participants can now recycle clothing at M&S stores as well as Oxfam shops. 

•  Casserole is a unique food sharing network, bringing local communities together around delicious 
home-cooked food. League of Meals helps everybody to cook better and waste less by sharing 
older adults’ knowledge and tips about home-cooking through digital channels, and in 
collaborative cooking sessions. Meet2Eat is a new regional service for older adults that teaches  
a range of domestic, nutrition and kitchen basics to those that need it most, in a social setting.

•  Wellbeing is a mutual need. Due to limited budget and resources, we are seeing the forging  
of closer links between competing groups to solve issues together – across business, public sector 
and charities. The Campaign to End Loneliness and Time to Change have shown that coming 
together is more powerful than working apart

3. More in moderation

www.ecomodo.com
www.casserolehq.org
www.leagueofmeals.org
www.campaigntoendloneliness.org.uk/
http://www.time-to-change.org.uk


Every organisation and individual can make small  
changes for a big difference.
If we can influence the individuals and organisation we do 
business with, then why don’t we do more of it?

•  Change your bank. There are financial institutions to suit every 
purpose and some of them don’t speculate in arms, food prices  
and other unsustainable activities.

•  Change the way people get to work. Offer incentives to staff  
and reap the benefits.

•  Change the way you talk to customers – people are always  
open to different forms of engagement.

•  The old mantra rings true – be the change you want to see  
in the world.

Forster Insight

Any organisation sits in the 
middle of a value chain, with 
customers ahead and suppliers 
behind. Every link in that value 
chain can influence the links  
next to it.

Forster has shown that, 
by walking their talk and 
communicating the benefits, 
organisations do have the ability 
to influence both customers and 
suppliers for positive change.

4. Redefining the value chain



In the spirit of collaboration...

•  A logical network and communication point. DVLA teamed up with the NHS organ donation service  
to encourage more people to add themselves to the register while they were renewing their licences.

•  Macmillan and Boots are working together to give those currently living with cancer, and their family 
and friends, the information and support they need. They are bringing information about living with 
cancer to the UK’s local high streets, regional communities and online. Boots staff are fully engaged 
with the issue and are campaigning, volunteering and fundraising. 

•  The Evening Standard is working in partnership with City Gateway to deliver the Ladder for London 
initiative, designed to tackle youth unemployment. 

•  Samaritans/Network Rail. The sensitive nature of the Samaritans work means that it can be difficult 
attracting corporate partnerships. Network Rail had struggled to find a way of dealing with suicides 
on its railway lines. Samaritans approached Network Rail: in return for becoming a partner, the charity 
would use its knowledge of suicide prevention to address this particular problem on the railways.  
The partnership was launched in January 2010 with the aim of reducing the number of suicides on 
the railways by 20 per cent by 2015. The benefits of this partnership are already showing. At the end 
of the first year of the partnership, Network Rail reported a 13 per cent decline in suicides, down from 
233 in 2009/10 to 208 in 2010/11. Network Rail estimates that the fall in the number of suicides has 
saved the rail industry about £1.9m.

4. Redefining the value chain

www.citygateway.org.uk


Every organisation and individual can make small  
changes for a big difference.
Imagine what positive change an organisation could achieve if 
it changed its mindset to be generous to all of its stakeholders.

•  If information is power, how come so many companies are giving 
away advice, tips and tricks of the trade, both online and at events?

•  Volunteer time spent away from the company is now coming  
of age. Time it developed its next phase.

•  Mentoring is one of the most powerful ways a company can offer 
the benefits of all the wisdom and experience within it.

•  Corporate giving is always seen as going out into the community. 
What would happen if we invited the community into the company?

Forster Insight

Giving a percentage of profits 
to charity and good causes will 
always be relevant, but corporate 
generosity is now multi-
dimensional.

Forster is looking to work  
with organisations who want  
to develop innovative ‘corporate 
generosity’ programmes that  
go beyond everyday 
expectations of what 
organisations can achieve.

5. The generous organisation



In the spirit of collaboration...

•  Time to care. Partnerships have the power to engage a wide range of stakeholders and the Co-operative Group have chosen  
a logical partner with Carers Trust, as it fits into their wider ambition of inspiring young people, including their staff, customers 
and other stakeholders. A comprehensive programme includes: fundraising initiatives for the 100,000 Co-operative staff,  
a national campaign to raise awareness of 14-25 year old carers, respite breaks, online support and projects to help young 
carers stay on in school. Caring for the community is a central value for The Co-operative, especially as they have a presence 
in every postal area in the country. It is also important to the 7 million members who own them. Through The Co-operative’s 
work, some £18.9m was invested in local communities across the UK in 2011.

•  Community-based energy. Last year NPower announced their intention to divert their £7m sponsorship budget into 
community-led initiatives. Programmes that focus on education, environment and improving health will follow in the footsteps 
of their flagship charity partnership with Macmillan Cancer Support. Its tie-up with Macmillan includes a ‘fuel-management 
programme’, which offers financial support and advice to cancer patients who are affected by ‘fuel poverty’. 

•  Purposeful pleasure. Dulux paints deprived areas, engaging local residents through their Let’s Colour scheme  

•  Fun theory. Volkswagen has been working in Sweden to develop creative ways to encourage people to choose more  
active options. For one day in a Stockholm metro station, Volkswagen installed the ‘piano stairs’ motion-sensor piano  
keys so that musical tunes were played as people climbed the stairs. 66% more people than normal took the stairs  
rather than the escalator

•  Working closely with British Nutrition Society, we developed an in-school and at-home engagement programme for Danone. 
‘Eat Like A Champ’, now in it’s fourth year, aims to inspire 9-10 year old school children and their parents to understand the 
balance between nutritional needs and physical activity, using the dance troupe Diversity to inspire.

5. The generous organisation

www.letscolourproject.com
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Forster is the social change communications 
agency specialising in PR, brand communications, 
corporate responsibility and integrated campaigns. 
With wide-ranging issue expertise in key areas of 
health, age, social justice and sustainability, we work 
with organisations to set new agendas, influence 
stakeholder attitudes and change behaviour.
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