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ABSTRACT 

 

Serious environmental, social and economic problems continue growing, and the expenses for their solutions 

by NGOs grow proportionally. As a result NGOs try to fulfill their missions and enter partnerships where 

business organizations “pay the bills”.  

 

The public-private partnership phenomenon involves a large amount of stakeholders and resources, and 

consequently, it attracts the attention of academic scholars to study the topic of cross-sectoral partnership. The 

value that both sides receive from entering and implementing this type of partnership, lies within the heart of 

these researches, as well as they outline the risks and challenges. The literature differentiates the shared values 

which are in focus for NGOs and internal values of business organizations that are the main reasons of entering 

a partnership.  

 

In this thesis the main drivers of public-private partnerships are explored. First the relevant background and 

theories are described, which reflect the specifics of public-private partnership, and which further are applied 

to case studies investigated in this research. One Danish NGO and four partnering organizations are selected, 

and in-depth interviews are conducted, enabling analysis of the essential drivers of the cooperation from a 

business perspective. The main findings regarding the drivers are offered.  

 

The identified drivers may help partnering companies to reach their goals and to gain the expected value. 

Moreover, the right application of these driving aspects may help each side to get a better understanding of 

each other’s goals. Finally, this thesis contributes to the provision of further insight into the concept of 

partnerships in general and for the cooperation between NGOs and private organizations specifically.  
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 INTRODUCTION  
 

 Introduction to the topic and Research Question. 
 

There are many problems in the modern world, which are a potential threat for humanity: pollution, climate 

change, poverty etc. All these harms are interrelated, and some of them lead to upraising of others (UN, Our 

Common Future, 2015). Moreover, according to Mathews (1997), these global challenges involve social, 

economic and environmental concerns. There are a large number of governmental and Non-Governmental 

Organizations (NGOs), whose goal is to prevent and to fight against these devastating conditions. Historically 

it was the responsibility of governmental institutions to deal with these problems, but in a modern social 

environment these functions are significantly taken over by NGOs and business organizations (Mathews, 

1997). There is an important statement by Heap related to this issue “Partnerships between businesses and 

NGOs may be contemporary solutions to pressing present-day problems. Such a changed environment has 

implications for the way NGOs and businesses think and work” (Heap, 2000:556). 

 

A lot of research has been conducted in regards to cooperation between NGOs and private organizations, where 

the businesses enter the partnership due to the modern trend of Corporate Social Responsibility (CSR). Lantos 

(2000) defines CSR as a corporate concept, whereby the organization reaches strategic goals of its core 

business and simultaneously contributes to the improvement of different societal conditions (Lantos, 2001). 

NGOs enter the partnership in order to get values, which they can further provide to beneficiaries (Austin, 

2000). Following the above stated definition of CSR, the analysis will in this context be focused on private 

organizations that are interested in cooperation due to their internal needs and expect the reward by the market 

economic terms (Carrol, 2010). Speaking about NGOs, their goals are related to the relief of different problems 

of certain groups of beneficiaries. Therefore, “collaboration between organizations across different sectors 

has been described as a new approach to cope with complex social problems” (AL-Tabbaa et al., 2014: 1). In 

order to cover the needs, NGOs need to get resources, and that is their main value from cross-sectoral 

partnership (Jamali, 2008). In terms of the business, the situation is slightly more different and need to cover 

both matching of the common goal, which is fulfillment of beneficiaries’ needs, and the consideration of 

internal values provided by the partnership (Austin, 2000).  

 

Throughout the partnership process a lot of challenges arise, which may considerably damage the initially 

stated goal of the partnership (Austin, 2000). Moreover, there is a number of professional literature which try 

to cover the practical aspects of the partnership and help to overcome these challenges (Deloitte, 2015; Bryson 

et al., 2006; Burchell & Cook, 2008; Gjerdrum Pedersen & Pedersen, 2013; Googins & Rochlin, 2000; Jamali 

& Keshishian, 2008; Neergaard et al., 2009 etc.).  
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Based on the background stated in the abstract the following research question is established in this thesis: 

 

“How the drivers of successful public-private partnership identified in the literature are managed and 

applied in the case of SOS Children’s Villages and four partnering organizations: Xellia, Solar, Delta and 

Siemens?” 

 

In order to analyze the drivers according to the specific partnership areas stated in the literature, it is first 

necessary to research and define the partnerships’ types between the case NGO and case organizations, as there 

is recommendation to use the theoretical framework with a certain type of partnership (Deloitte, 2015). After 

the successful classification the theoretical framework is applied to the partnerships. 

  

The structure of the study is the following: CHAPTER 1 describes the notion of public-private partnerships 

and provides definitions of the main concepts and delimitations of the study. CHAPTER 2 describes how the 

research is conducted and which methods and approaches are used to collect and analyze the empirical data. 

CHAPTER 3 presents a case NGO and the case organizations. CHAPTER 4 provides the theoretical 

framework which is used for data analysis. In CHAPTER 5 the analysis is conducted according to the selected 

theoretical framework, and in CHAPTER 6 there is a discussion of the performed analysis. CHAPTER 7 

presents findings that answer the research question, as well as the concluding remarks of the study and ideas 

for further research.  

 

 Background information and definitions 
 

This section explains the terms of Non-Governmental organizations (1.2.1), businesses (1.2.2) and 

cooperation between them. 

 

 None-Governmental organizations (NGOs) 
 

According to the World Bank, NGOs are defined as “private organizations that pursue activities to relieve 

suffering, promote the interests of the poor, protect the environment, and stimulate community development” 

(Gibbs, 1999: 1,2). From this definition, the scope of NGO’s activities is broad and they differ according to 

the theme of their primary activities and events. Some of them face a broad number of problems, but the 

majority confronts a specific problem related to a specific group of beneficiaries.  

NGOs seek partnerships with businesses because of various resources they can provide. In this kind of 

partnership, the NGO strives to accomplish its goal by combining these resources and competences with its 

own (Jamali, 2008).   
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In the current research, the case NGO is engaged with humanitarian and socio-economic aspects in developing 

countries in the area of childcare, education and health (SOS Children's Vilages, Who we are).  

 

Therefore the selected research area of this study refers to the approaches of delivering different urban services 

to the poor parts of the population (Seminar on the Urban Poor, Asian Development Bank, 1991). One of the 

approaches mentioned in the source is Participatory Urban Services which “are focused on the different ways 

the urban poor can improve their physical and social environment where basic services are found to be 

deficient” (Seminar on the Urban Poor, Asian Development Bank, 1991:50). Moreover the report implies that 

the poor might orginize themselves in order to gain the needed level of services. But first, the voulnerable parts 

of society have to be provided an assistance by competent institutions and NGOs towards the improvement of 

the livivng environment, which includes different experimental and innovative approaches (Seminar on the 

Urban Poor, Asian Development Bank, 1991). NGOs implement different projects, where they educate people 

to deal on their own with different social and economic problems - taking into consideration the local 

conditions; moreover, they contribute all needed resources (Seminar on the Urban Poor, Asian Development 

Bank, 1991). Thus the NGOs who has the target to make the group of beneficiaries well functioned and 

independent from the external help is in the focus of this thesis.  

 

 Businesses 
 

Due to Tomasini & Wassenhove (2009) the main goal of NGO is to do good, and the main of business is to 

maximize its profit. Thus these actors are uncomparable from the first sight.  

But what is the value from this partnership for business and why does it enter the partnership? There are two 

aspects. The first one is the global trend of cooperation with NGOs (Heap, 2000) and performing sustainable 

projects. Many of the global businesses cause the numerous amount of social and environmental problems as 

well as they can help to eliminate the outcomes of these problems, therefore society expects them to act in the 

consistent direction (Heap, 2000). Porter and Kramer imply that “myriad organizations rank companies on 

the performance of their corporate social responsibility” (Porter & Kramer, 2006:78) and it can be presumed 

that their customers have the same notion. The first aspect is therefore explained by a public opinion.  

The second reason for business companies is explained by the internal goal to increase and improve their value 

propositions, which are defined as sets of essentials that companies could give to their stakeholders that other 

companies cannot (Porter & Kramer, 2006). The same authors claim that “a company must integrate a social 

perspective into the core frameworks it already uses to understand competition and guide its business strategy” 

(Porter & Kramer, 2006:84).  By collaborating with NGOs, companies can suggest to its employees, customers 

and partners one more value proposition which is sustainability. And in that way new customers and employees 



4 
 

can be attracted as long as there is an awareness of sustainability problems (Jensen, 2014). Moreover, it is not 

enough for a company to conduct the numerous sustainable projects with public organizations without 

engaging its stakeholders to this kind of cooperation. “Without employee involvement, CSR communication is 

perceived as pure top managerial rhetoric, of which the Danes are skeptical” (Morsing et al., 2008: 108). 

 

 Contextual conditions and Limitations 
 

In the first part of this chapter the preconditions of the current study are discussed. This will help to give to the 

reader a deeper understanding of the research topic, than the overall descriptions in the abstract (1.1). The 

second part of this chapter outlines the general limitations, which point to the lack of adequate information, 

due to the research methods selected.  

 

 Conditions 
 

From the partnership context this study is concerned with socially deprived children only. It has been an on-

going problem for the last many decades – the huge gap in social and economic situations in developed and in 

developing countries (Lill-Rastern, 2006).  The later are characterized by a high presence of poverty, hunger, 

low educational and health levels and on the same time by high level of crime and unemployment (UNICEF, 

Our Story, 2015). A child in a vulnerable and a hard-life situation without any material and family support 

does not have any social or economic security and basically is condemned to die or to slide down the social 

ladder so that it is almost impossible to escape ones being there (Ferencic et al., 2010). It is very important to 

concentrate not on the short-term relief for these children and their families, but on on-going projects that will 

support beneficiaries in a long term perspective and improve their and their communities’ lives in general (Lill-

Rastern, 2006; Croce, 2008). Thus, the intense of the project is to describe partnerships, which are involved 

into long-term ongoing projects, which creates intensities for growing successful and healthy children, which 

in their turn will contribute to the growth of the whole society. The project describes situations, where NGO 

and business are deeply involved into the problem and are keeping the track of the situation over the time (SOS 

Children’s Villages, Tracking Footprint, 2010; UNICEF, The state of the world’s children, 2008). 

 

The above stated implies to the partnerships which are described in literature as (Jamali, 2008). Thus, in this 

study strategic partnership of various types are analyzed, and though two frameworks of partnership types are 

taken (Neergaard et al., 2009; Deloitte, 2015). 

 

Due to the specifics of the Master Program “Service Management” only companies with a strong service 

profile are selected for analysis. 
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Moreover, the aspects of collaboration are seen through the perspective of participating business organizations. 

The information gained from the NGO side is only used to frame the findings from the business case studies 

analysis (Figure 1). Please, see the illustration below, where the research area is marked with the circle.   

 

Figure 1 – Research area of the project  
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 Limitations 
 

This research is based on the multiple-case analysis of business partners of one NGO (2.3). This fact might 

significantly limit the applicability of the findings to other organizations which partner with another NGOs, 

but on the other hand, the delimitation of the companies to the partnership with only one NGO, has made it 

possible to conduct the in-depth analysis of specific direction of public-private partnership.  

 

Moreover, there are a number of other limitations connected with the techniques and methods used in the 

thesis. These limitations are discussed in Methodology chapter under the abstracts (2.4.2) and (2.4.4) where 

limitations of primary data and research background are presented.  



7 
 

 

 METHODOLOGY 
 

The purpose of this chapter is to describe how and why the study is performed. 

 

 Thesis objective 
 

The objective of the current study is to contribute to the understanding of the practice of cross-sectoral 

cooperation by exploring the drivers from the business side of the partnership. Moreover, the research 

contributes to a better understanding of both private organizations and NGO’s goals and instruments to reach 

these goals. Reflections about partnership drivers, Table 2 (6) and concluding findings (7) are formulated to 

highlight the aspects of successful partnerships between business organizations and NGO. 

 

 Philosophy of science 
 

In the current chapter the philosophical framework, or paradigm, into which a research project is placed, is 

presented (Stavnsager, 2006). Moreover, the overall approach and perceptions are described, which in their 

turn define the working methods and the conduction of the investigation (Farquhar, 2012). The Philosophy of 

Science shows how the author perceives the nature of the research, which determines the ontological state; and 

the epistemological state, which regulates the methods, used by researcher, to understand this nature (Van de 

Ven, 2007: 36). In the current study the alternative philosophy of relativism is chosen, as it is “ontologically 

subjective due to its construal of a socially constructed reality and adopts a subjective epistemology due to its 

denial of an objective and impartial representation of social reality” (Van de Ven, 2007:40). By investigating 

the business area of public-private partnership, the author deals with different aspects of social science, where 

the researches’ values drive the study and thus, they influence the results. Besides, the professionals, who 

participate in the study, have their personal opinions and values about the topic and by examining these 

perceptions, the overall social construct is made (Farquhar, 2012). The socially constructed knowledge falls 

under interpretivist stance, which relates to the relativism philosophy (Tracy, 2013). And this knowledge is 

constructed “through language and interaction, and reality as connected and known through society’s cultural 

and ideological categories” and “human activity is rather considered to be a “text” that can be read, 

interpreted, deconstructed and analyzed” (Tracy, 2013:41). The selected stance is based on the belief that the 

social world reflects the individuality and values of human beings, which make it suitable to the goal of the 

study to engage closer with research phenomena of partnership based on the personal opinions in order to 

understand what is happening (Farquhar, 2012). Moreover, those values and perceptions of people involved 

help to determine what are the cross-sectoral partnership and its drivers for these people. However, in the 
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setting of five case companies, what might be considered good and resultative in one company might not be 

considered valuable in another due to the different normative and cultural contexts (Kim, 2007). 

To conclude the description of relativist philosophy, it must be stated that this approach involves a significant 

number of biases linked to individual values and opinions. Farquhar (2012) claims that differentiations of 

values in respondents answers are of a great importance for the research. During analysis phase (5) these 

aspects are in a focus. 

 

The research design of this thesis includes a multiple-case study, which focuses on analytical generalization 

“where the previously developed theory is employed as a template with which to contrast the outcomes of the 

case study” (O'Gorman, 2014: 73). Following the study of cross-sectoral partnership, it compares the empirical 

data with theories and relevant literature and identifies simmilatities and dismilarities in order to combine new 

ideas about the aspects and drivers of successful partnerships between NGOs and private companies 

(O'Gorman, 2014). The approach of developing the ideas from data is called induction (O'Gorman, 2014). The 

inductive method is the main approach of the study, where the research process starts from empirical materials 

and further to theoretical proposition (Eriksson, 2008). Accordingly in the thesis, first, interviews are  

conducted; and after analysis the ideas are suggested. 

 

 Multiple-case study design 
 

Multiple-case study design (Yin, 1994) is selected as a primary method of research design because this is one 

of the main methods of qualitative approaches (Eriksson, 2008) and because the objective of a case study is to 

explore and to get an understanding from different perspectives (Grix, 2010:73). Moreover, the objective of 

the case study is to explore and understand how the certain case works (Eriksson, 2008) and to explore the 

causal links in real-life circumstances that are too complex for surveys (Yin, 1994). This method also helps to 

investigate the contemporary phenomenon of cross-sectoral partnership within its real life context, where there 

are no evident boundaries between this phenomenon and the context of organizations (Blaikie, 2010).  

In respect to this approach, the technique of semi-structured interviews (Yin, 1994) with a combination of a 

“miner” (the interviewer has to dig the knowledge) and “traveler” (the interviewer explores the knowledge 

with the interviewee) methodologies are applied (Kvale, 2007). The advantage of semi-structured interview is 

that “[…] it allows a certain degree of flexibility and allows for the pursuit of unexpected lines of enquiry during 

the interview” (Grix, 2010:76). Five qualitative in-depth interviews with case companies, where the researcher 

encourages respondents to talk freely and open about the topic, are conducted.  Further, the author interprets 

the information given in interviews from personal perspective by using “analytical generalization” (Yin, 1994), 

where the previously developed theory (Key areas of partnership (Deloitte, 2015)) is used as a model to 

compare the empirical results.  
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First, one interview with SOS Children’s Villages is conducted, and this might be referred to as single-case 

study. Information given demonstrated that there is a practice in the organization, which is an original subject 

for research, and therefore the “green light” was given for further investigations. Supplementary, four 

partnering organizations of SOS Children’s Villages are selected in order to investigate the phenomena deeper 

and provide a stronger base for new findings (Yin, 1994). Thus, there are five units of analysis (Yin, 1994) – 

as five Danish companies are involved in the cross-sectoral partnerships: SOS Children’s Villages, Xellia, 

Siemens, Solar and Delta. This choice was made due to the three criteria. First, the engagement to the joint 

projects is high, as it could be seen from the information indicated on both companies’ and NGO’s websites, 

as well from the opinion of SOS Children’s Village representative. Additionally, the cooperation with all four 

organizations is documented, and reflected in various reports. The third important aspect is the amount of 

resources involved, which is fairly significant in all cases.  

 

 Data collection 
 

This section includes the description of primary data and the research background of the study. Primary data 

are those, generated by the researcher; whereby for exploring the background - data, which has already been 

analyzed, are investigated (Blaikie, 2010). 

 

 Primary data 
 

As it is implied in the abstract (2.1) that qualitative research is conducted and as Blaikie implies “all primary 

data start out with words” (Blaikie, 2010:162)  - data from the five interviews are collected, transcribed, coded 

and analyzed. For the purpose of the interviews it was conducted the interview guides which had already had 

the contextual structure due to theoretical framework of seven key areas of partnerships (Deloitte, 2015). In 

case with the first interview with SOS Children´s Villages it was supplemented with questions about SOS 

partnership types (APPENDIX 3: Interview Guide for SOS Children’s Villages) and for business organization 

Interview guides were identical (APPENDIX 4: Interview Guide for companies: Xellia, Solar, Siemens and 

Delta). 

 

The first pilot-interview with Rune Sandholt (Partnership Director, SOS Children´s Villages) was conducted 

in the central office of the organization in June 2015 and took an hour. A digital audio recorder was used 

through the interview and hereafter the conversation was transcribed word-by-word (APPENDIX 6: Interview 

with SOS Children’s Villages). 
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Interviews with the business organizations differ in their conditions, amount and position of respondents 

involved. The interview with Siemens was conducted with a CSR Project Coordinator in a café - it took 30 

minutes and was recorded and transcribed the next day (APPENDIX 10: Interview with SIEMENS). The third 

interview was conducted with Delta’s employee on the phone for 25 minutes. It was not possible to record the 

conversation, but notes were made during the conversation and transcription just after the interview was made 

(APPENDIX 9: Interview with DELTA). The fourth interview with Solar was done via phone as well, but it 

was possible to record the conversation. The interview took 30 minutes and was transcribed word-by-word 

(APPENDIX 8: Interview with SOLAR). The interview with Xellia took place in Xellia’s head office in 

Copenhagen and took one and a half hour. It was recorded and transcribed word-by-word (APPENDIX 7: 

Interview with XELLIA). The amount of people presented on the interview with Xellia differ this interview 

from the others. 

 

In order to perform coding in the transcription of the interviews each area of strategic partnership was given 

its own color (APPENDIX 5: Coding). Hereby the text area with a homogeneous meaning is given a specific 

color divided by six topics: Strategic Fit, Project Structure, Roles and Responsibilities, Finance, 

Communication and Evaluation. As a result it was easier to write analysis and make quotations as information 

was already systematized according to the theoretical framework. 

 

 Limitations of primary data 
 

Private-public partnerships are analyzed on the basis of one NGO - SOS Children’s Villages. Moreover, not 

all partnerships were taken into consideration as the amount of strategic and transformational partnerships are 

restricted. Therefore, there were used only four business companies for analysis. 

 

Besides, all the case companies are restricted geographically with the territory of Denmark. Even though the 

SOS Children’s Villages is an international NGO, only the data and information from Danish branch were 

used for research. As well as four case businesses have offices in other parts of the world, only employees 

from Danish representatives were interviewed and only documentation for Danish market, presented on Danish 

websites, was analyzed. Thus the findings are limited with specifics of Danish corporate culture. The 

particularities of this culture are not discussed in the present study. 

Three of the case companies partner with SOS Children’s Villages on the joint projects, which are located in 

Africa. And one company helps with a project in Cambodia. Therefore, most of the information will concern 

African projects. 
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Additionally it was planned that only one person from each company will participate in five separate 

interviews. And these should be the persons who are responsible for the partnership in organizations.  During 

the interview with Xellia four people from different management levels participated including the CEO of the 

company. That condition gave a much broader understanding of the situation about the partnership and its 

drivers. In other companies there were only one person to answer the questions. Thus, the opinions of other 

involved employees were not taken into consideration.  

 

Interview with Delta was not recorded as the other three interviews, thus the information in transcription is 

presented through the prism of author’s understanding which can give a bios. In general the interviews differ 

in the conditions of conduction, which also might affect the results. 

 

It is a very significant limitation of the study, that interviews took place in different stages of partnerships 

between case business companies and SOS children Villages. Two of the companies are in their 

implementation stage, one in the initiation stage and one in the process of evaluation. This became evident 

only after the interviews were conducted and therefore the data might be not enough valid and reliable, which 

would not be the case if all three companies would be on the same stage of the partnership. 

 

 Research background 
 

For identification of cases companies and theoretical framework it was necessary to investigate different 

sources about public-private partnership and information about various Danish NGOs and their partners. First 

step was identification of a case NGO.  Above in the abstract (1.3.1) it was stated the condition to study NGOs 

who implement an on-going strategic projects to help socially deprived children. Consequently, these key 

words were entered to the search engine Google in order to define NGOs with corresponding profile. During 

the search all major organizations in Denmark were taken into consideration: CARE, Røde Kors, Red Barnet, 

SOS-Children Villages, Dansk Børnefond, Caritas Danmark and Danmission. After investigation SOS 

Children’s Villages was selected as a case NGO.  

Data about the partnership was analyzed directly on the NGO’s website and by reviewing the corporate reports 

in order to distinguish and select the partnerships for analysis. After reviewing all the relative information the 

summary table was made (APPENDIX 1: Partnerships according to SOS Children’s Villages), which 

systematizes all business partners according to the type of their partnership. Next step was to define the limited 

amount of case companies for the research based on their description on the NGO’s website and on each of 

the companies’ website. This method of selection did not seem sufficient enough, and therefore it was 

conducted as semi-structured interview with Rune Sandholt (Partnership Director, SOS Children´s Villages) 

in order to get a broader understanding of the partnerships. This is described in section (2.4.1). 
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Research question and theoretical framework was formed with the help of academic literature in the field of 

cross-sectoral partnership, CSR and business partnership. 

 

 Limitations of research background  
 

The research background was formed using the data that has already been analyzed (Blaikie, 2010). Therefore 

information on the websites, in reports and other formal documentation is presented through the personal 

values and perceptions of their authors as well as the data are most likely analyzed with a certain purpose, for 

example, to promote the sustainable view of the organization. Thus there is a chance, that the results are biased 

and embellished. 

Academic literature is highly represented with authors who present the “western world”. Thus it might be 

relevant to Denmark, but on the other hand there is no perspectives from other parts of the world. 

 

 Sequence of study 
 

First the partnerships were referred to one of the four main types of public-private partnership according to the 

NGO website (5.1). Then they were categorized according to two frameworks by Deloitte and Neergaard et al. 

(5.2) in order to imply the main framework of seven key areas of partnership (5.3) to each of four business 

organizations. Resulting the analytical framework (5.3) the table giving an overview of four business 

organizations according to main areas of partnership and their characteristics was constructed (APPENDIX 2: 

Overview of four business organizations according to the main areas of partnership and their characteristics), 

which further is modified into two tables in the Discussion (6): Table 1 – “Main characteristics of case 

partnerships” and Table 2 -“Reflections about partnership drivers”. Further in Discussion (6) the patterns 

observed in each case study are compared to the patterns in other case studies. Throughout the comparisons of 

patterns founded in business case studies references are made to the initial interview with NGO (APPENDIX 

6: Interview with SOS Children’s Villages) in order to give an insight if the patterns match from the both sides 

of public-private partnership. Steps indicated above creates the background for answering the research question 

in Analysis part (7). 

 

 Evaluation of Research 
 

In this abstract problems regarding validity and reliability are discussed, which respectively are responsible 

for the quality of a given research design and for the fact that the same procedures can be repeated with other 

case companies with a same result  all over again (O'Gorman, 2014). It is also important to say that in the 
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literature about qualitative research there are different opinions about the use of the terms “validity” and 

“reliability” as an adequate evaluation criteria differentiate (Eriksson, 2008; O'Gorman, 2014; Yin, 1994). 

  

Validity helps to understand if the study actually explores what it was initially planned to explore in the 

research question and if it gives an accurate description (Eriksson, 2008) . For this purpose, a pilot-interview 

was conducted. By conduction and analysis of the pilot-interview, the author made sure that questions were 

understood correctly and were provided by answers that were expected due to the literature investigated. Thus 

it was validated that questions could be used for the further four interviews. In addition, in all cases answers 

were similar in their meaning and content. The respondents were interviewed in “sufficient details for the 

results to be taken as true, correct and believable reports of their views and experiences” (Hakim, 1987:27). 

This implication can be also reffered to a triangulation of data, where evidence from multiple sourses was used 

to cross-check information (Eriksson, 2008). Moreover the respondents did check the quotations, taken from 

the interviews and confirmed that they are understood correctly.  

 

Reliability refers to “the stability and consistency of a researcher, research tool, or method over time” (Tracy, 

2013:228). Studies that are considered reliable must be simulated in precisely the same way, regardless who 

is conducting the study (Tracy, 2013). The tools used in the study must also always work the same way. 

However Tracy (2013) claims that the concept of reliability is not really applicable to qualitive research, unless 

a common coding scheme is created, which is the case in the present study. When coded, primary data become 

consistent in their considerations (Tracy, 2013). By reviewing the coding scheme and its implication in five 

transcribed interviews, the next researcher can get a tool for conducting the next similar research. However, 

even in the current study the conditions of the interviews were different, which negatively affected the reliabilty 

of the case study. For further research it is very important that each case study is conducted in similar conditions 

and in a consistent way; the same coding is applied to transcribtion of data and the same theoretical framework 

is used for analysis in order to replicate the current study and to come up with similar findings (Eriksson, 

2008). The author is providing a detailed description of what has been done in the research and how. Especially 

it is evident in analysis part, where every aspect of transcribed text is referred to a certain part of theoretical 

framework. 
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 CASE COMPANIES  
 

Five case companies in the current study are described. One public organization – NGO (3.1) and four private 

organizations – four Danish business companies, each prominent in its field (3.2). All case companies have 

partnering relationships with the case NGO. 

 

 Case NGO 
 

The primary concern of the project is to analyze partnerships between businesses and NGOs, which have long-

term strategic goals in improving the living conditions of socially deprived children and their families. There 

are a few reasons which were taken into consideration when selecting SOS Children’s Villages as a case 

company. First, SOS Children’s Villages is neither political nor a religious organization, which is not trying 

to gain other values than fundamental children rights. Second, its geographic scope is very broad and includes 

around 500 children villages in more than 130 countries (SOS Børnebyerne, 2015). Regarding the expenses, 

SOS Children’s Villages spent 92 % of their income to long-term family and children projects (SOS 

Børnebyerne, Intet barn skal vokse op alene, 2015). Third, the organizations’ mission stated on the 

international website is following: “we build families for children in need, we help them shape their own 

futures, and we share in the development of their communities” (SOS Children's Villages; Vision, Mission and 

Values, 2015). This statement implies, that the organization is interested to bring the value to the life quality 

in a long-term perspective. Fourth, the organization’s professionals evaluate the results systematically in order 

to improve the overall projects (SOS Children's Villages, Tracking Footprint Global Report, 2010). They also 

indicate in a descriptive report “Who we are” that they are devoted to the well-being of each SOS child 

throughout the childhood. (SOS Children's Vilages, Who we are). The last important aspect is that on the 

Danish website the information about various types of partnerships is structured and presented in the way that 

it can be analyzed (SOS Børnebyerne, Virksomheder, 2015). Unfortunately this information is not structured 

in the international website of SOS Children’s Villages in English language. This fact allows to assume that 

such a differentiation of partnerships is Danish know-how only. 

 

 Case business organizations and partnership content 
 

In this section four separate abstracts with presentation of four case business companies are described. In the 

end of each abstract the specifics of partnership with SOS Children’s Villages are presented. 
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 Xellia 
 

Xellia is an international pharmaceutical company with a head quarter in Denmark and which has over 100 

years of experience in the development, manufacture and supply of Active Pharmaceutical Ingredients. 

According to its website (Xellia, 2015) Xellia has growing sales in more than 70 countries to around 500 

customers. The company is constantly developing new products to meet the emerging needs of treatments 

against dangerous and life-treating infections (Xellia, 2015). And the main mission of the organization is to 

“save lives through since and innovation” (Xellia, 2015). The pharmaceutical company has 1200 employees 

around the world (900 of them are in Denmark) and 9 representatives which include manufacturing and 

research & development sites. Based on (Xellia, Corporate Responsibiity Report, 2013) it can be assumed that 

the organization pays a lot of attention to Economic sustainability, Environmental responsibility, and Social 

responsibility. 

 

More than ten years the organization has supported SOS Children’s Villages in terms of donations, educational 

programs and for three years ago the organization “adopted” the SOS medical clinic in Eldoret, Kenya (Xellia, 

Corporate Responsibiity Report, 2013) 

 

 Solar 
 

Solar is one of the leading sourcing and service companies in the Northern Europe, mainly within electrical, 

heating, plumbing and ventilation technologies. Moreover other business areas of organization are: lightning, 

Industry Security, Marine & Offshore, Renewable Energy, Communication, Cables and Infrastructure (Solar, 

Business areas, 2015). Solar is not only a manufacturing company of highly technological products, but offers 

different system solutions and services for its products (Solar, Quarterly Report Q2, 2015) .The Solar Group 

is based in Denmark and has around 3000 employees in 8 countries (Solar, Business areas, 2015). According 

to its CSR Report (Solar, CSR Report, 2014) the primary stakeholders of the company’s corporate 

responsibility are: customers, employees, suppliers, environment and society. From the company’s website 

(Solar, CSR, 2015) is also seen that the organization pays a big attention to sustainable values due to the way 

the core businesses and services are described. 

 

Solar is a new partner for SOS Children’s Villages and they have cooperated for less than a year. The concern 

has to provide SOS Village in Stone Town, Zanzibar with the system of sustainable energy consumption by 

installing solar panels and other products (SOS Børnebyerne, Virksomheder, 2015). 
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  Delta 
 

Delta is a technological organization, with specialization in four areas: Test & Services, Light & Optics, 

Incubator and Microelectronics (Delta, Om Delta, 2015). The organization was founded in Denmark as a 

Danish Laboratory and Electronic Documentation and Patent Organization for more than 75 years ago (Delta, 

Om Delta, 2015). It was the one to invent the radio tube, so Danish radios could have been stopped paying the 

patents abroad (Delta, Om Delta, 2015). According to its website, the organization has always played a big 

role in the development of Danish TV, radio and other technological and innovative solutions. Now Delta has 

representatives in Sweden and England (Delta, Om Delta, 2015). Despite of Delta’s involvement into corporate 

social responsibility projects – there is no information about it on company’s website, but it is presented in the 

Annual report (Delta, Annual Report, 2013). 

 

The organization has been involved to SOS activities since 2010 and tries to increase the quality of computer 

training in SOS schools in Cambodia (Delta, Annual Report, 2013). Moreover Delta has developed the world's 

first computer based educational material on Cambodian official language Khmer and systematically provide 

financial donations to SOS Schools (SOS Børnebyerne, Virksomheder, 2015). 

 

 Siemens 
 

Siemens is one of the world’s biggest technological company which holds its focus in different areas as energy, 

industry, health and city infrastructure (Siemens, Annual Report, 2013/2014). Siemens has more than 357.000 

employees and representatives in 190 countries. In Denmark Siemens employs 7.800 people (Siemens, Om 

Siemens, 2015). As it was stated above Siemens struggles for the efficient use of resources and delivering of 

sustainable values to the society through its products, solutions and services. According to the Danish website 

(Siemens, CSR, 2015) the corporate responsibility profile of the organization in Denmark consists of four main 

directions: climate, charity, education and compliance.   

 

Siemens and SOS Children’s Villages has worked together for two years. Together with Solar Siemens helps 

to renovate children village in Stone Town, Zanzibar. The goal is to provide sustainable solutions for steady 

supply of energy and water for 92 children in the village (Siemens, CSR, 2015).  The project name is "Siemens 

Driving Sustainability Project - Renovating Homes for Children in Zanzibar SOS Children's Village" (SOS 

Børnebyerne, 2015). 
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 THEORETICAL FRAMEWORK 
 

In this abstract there it is given an overview of three main theories (4.1) which reflect the aspects of public 

private partnership and help to explore how partnering organizations conduct their joint projects and what does 

it make them successful. Moreover, there are two supporting theories (4.2) which help to insure that only NGO 

and business partners will be analyzed among the variety of stakeholders. The author has developed a model 

that gives the overview of the theoretical framework of the thesis: 

 

Figure 2 – Theoretical framework  

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

PARTNERSHIP TYPOLOGY 
(Deloitte, 4.1.1.1) 

 Transactional 

 Transformational 

 

PARTNERSHIP TYPOLOGY 
(Neergaard et al., 4.1.1.2) 

 Philanthropic 

 Reciprocal exchange 

 Independent value 

 Symbiotic value 

 

KEY AREAS OF PARTNERSHIP  
(Deloitte, 4.1.2) 

 Strategic Fit 

 Project structure 

 Roles and Resonsibilities 

 Finance 

 Implementation 

 Communication 

 Monitoring and Evaluation 

 

 

STAKEHOLDER FRAMEWORK 
(Freeman, 4.2.1) 

STAKEHOLDER INDENTIFICATION 
(Mitchell et al., 4.2.2) 



18 
 

 Main theories 
 

The main theoretical framework for study is “Seven key areas of partnership” (4.1.2), which is developed by 

Deloitte (2015) particularly for the evaluation of relationships between Civil Society Organizations (CSO) and 

businesses. The framework is developed based on the learnings about challenges and risks of cross-sectoral 

partnership. Deloitte based its learnings on academic literature, partnership models, frameworks, and “input 

of more than 30 CSOs, businesses and local organizations” (Deloitte, 2015:6). 

 

The following types of the partnership will be analyzed before the actual exploration of drivers. In the 

framework for analysis “Seven key areas of partnership” (4.1.2) the main focus lies on transformational 

partnership (Deloitte, 2015), therefore there is a need to prove that these partnerships have aspects of 

transformational partnership (4.1.1.1), as “strategic partnerships can be identified into two categories: 

transactional and transformational” (Deloitte, 2015:6). Typology by Neergaard et al. (4.1.1.2) is selected to 

highlight the nature of the partnership for more comprehensive analysis. 

  

 Types of partnership 
 

For analyzing the collected data according to the typology of partnership, two main theories are used (Deloitte, 

2015; Neergaard et al., 2009). The reason of choosing two approaches to categorization is that it helps to see 

the partnerships from different perspectives, which gives more understanding of the partnering processes.  

 

 Typology of partnership by Deloitte 
 

The main characteristic of Transactional partnership is that involved businesses do not contribute to the 

partnerships with their core businesses and competences. This kind of cooperation involves simple transactions 

of money or competences based on different forms of cooperation like “donations, marketing activities and 

communication campaigns” (Deloitte, 2015:14).  

 

Transformational partnership on the contrary is “characterized by projects built upon the core 

competencies” (Deloitte, 2015:15). In this situation partners have to jointly cooperate on reaching a particular 

goal, which is of strategic importance for business organization as well as for NGO.  These projects are much 

broader in their implementation and administration and require innovative solutions from both parts which will 

form one new project approach (Deloitte, 2015). 
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 Typology of partnership by Neergaard et al. 
 

According to Neergaard et al. (2009) types of partnership are developed “by synthesizing on several 

contributions” (Neergaard et al.,2009:2) and can deeper reflect the nature and goal of the partnership: 

 

Philanthropic partnership implies that companies donate material values in the form of money and goods in 

order to develop a certain public project, and in this case, level of engagement from the business side is not 

high, as well as managerial involvement (Neergaard et al., 2009). This cooperation can be very strategical and 

valuable when resources quantity and frequency of donations are counted (Austin, 2000).  Moreover due to 

Neergard et al. (2009) this cooperation is an initial starting point for a more advanced partnership. 

 

Reciprocal exchange / cross-related marketing campaigns do happen when organizations want to promote 

their products and services through the channels and values that NGOs provide (Neergaard et al., 2009).  

 

Independent value creation creates the platform where the parts can reach their individual different goals 

through the partnership without entering into the conflict of interests (Neergaard et al., 2009). Thus the 

humanitarian organization in Africa can get goods to support its beneficiaries and the business organization 

can gain the new market possibilities and new network. 

 

Symbiotic value creation / integrative is characterized by the fact that both public and private sides are trying 

to solve one problem (Neergaard et al., 2009). And the better this problem is solved the more value both parts 

will get. It does not mean, that parts are getting the same values – they can be rather different, but the goal is 

common.  

 

 Key areas of partnership  
 

”Seven key areas of partnership” is the evaluation framework of cooperation between public and private 

companies (Deloitte, 2015). This approach was developed in the report Not Business as Usual – Partnerships 

– partnership between Civil Society Organizations (CSOs) and businesses, and the report is an input and 

learning from 32 businesses, CSOs and local partners (Deloitte, 2015). The evaluation framework is based on 

the challenges and risks, which were identified in the academic literature about cross-sectoral partnership 

(Deloitte, 2015). The definitions of risks and challenges, which can arise in each of these areas, are also taken 

from Deloitte report. They are shortly mentioned after presentation of each key area.  
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 Strategic fit 
 

On the first stage of partnership - the organizations need to find a focus of cooperation (Deloitte, 2015). Both 

sides need to identify their internal and external goals, which they expect to reach during the partnership, as 

business goals are fundamentally different from those of NGOs (Gjerdrum Pedersen & Pedersen, 2013). They 

also need to clearly understand the premises and objectives of joint projects, as well as to create shared values 

and goals (Deloitte, 2015). “Shared value does not mean that the value created for one party should equal the 

value being created for another party“(Deloitte, 2015:26). Companies might agree about the essence of the 

partnership, target group, scope and size of resourced needed, terms, outputs and impacts of the project for the 

beneficiaries (Deloitte, 2015). The report implies that the image, reputation and political engagement of sides 

are also central. Values and cultural environment of simple people should also fit, which can build an emotional 

band between two partners (Austin, 2000). 

 

In one word, this first area of the partnership is very important and defining. Austin (2000) implies that if 

partners do not have the same vision of the problem and driving values, a number of challenges and risks can 

accrue: misalignment of strategy and conflict of interests may cause the risks of organizational resistance, low 

level of scalability, unexpected termination of the cooperation and damage of reputation etc. (Gjerdrum 

Pedersen & Pedersen, 2013; Deloitte, 2015; Austin, 2000; Sagawa & Segal, 2000; Seitanidi, 2007; Selsky & 

Parker, 2005).  

 

 Project structure  
 

According to Deloitte (2015) report, when establishing the public-private partnership, all the evidence stated 

in the Strategic Fit should be formalized. A cooperation agreement should be conducted as well as other legal 

documents regarding different aspects of the partnership (Burchell & Cook, 2008). It is also very sufficient to 

develop a plan with clear goals, terms, roles and responsibilities (Deloitte, 2015). Thus the parties can avoid 

misunderstandings by relying to predetermined conditions (Gjerdrum Pedersen & Pedersen, 2013). Moreover, 

in the report it is claimed that documentation of cooperation activities can help both sides with the further 

projects of similar nature, and therefore the valuable experience can be fixed and applied next time. Besides, 

it should be a significant managerial involvement and commitment (Deloitte, 2015). Projects with NGOs might 

be considered by executives as side projects of less importance (Deloitte, 2015). Thus, it is critical for them to 

be in the list of priorities (Austin & Seitanidi, 2012). The risks and challenges related to these areas are similar 

to the ones in the Strategic Fit area. 
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 Roles and responsibilities 
 

Public organizations are mostly clear about the roles as it is an interested party, but businesses also need to 

establish the group of people responsible for the project within their program departments, which are 

responsible for project implementation as well as on the executive level, that initiate the project (Bryson, 2006). 

Another important aspect of this area is trusting personal relationships (Austin, 2000). From the business side 

- the cooperation with public organization requires the innovative solutions and adjusting their business 

processes to new needs (Deloitte, 2015). And without mutual trust and understanding of needs and actors – the 

necessary level of engagement is difficult to reach. The sufficient determination of roles can mitigate the risk 

of misunderstanding and insubordination (Burchell & Cook, 2008; Deloitte, 2015). 

 

 Finance 
 

The key area of finance includes all type of resources that can be transferred both ways (Deloitte, 2015). 

Speaking about businesses, they are money, people and time (Tomasini & Wassenhove, 2009). People and 

time can be stated together as they imply that employees spend their time, and thus, transfer unique knowledge, 

competences and skills for the benefit of the project (Tomasini & Wassenhove, 2009). Recourses need to be 

allocated appropriately in regard to the joint project and internally in each organization (Deloitte, 2015). 

 

According to Deloitte, one of the main challenges of funding – is that initially only resources needed for project 

implementation are discussed and formalized. And administrative resources needed for project management 

are left behind, even though in some cases they can go beyond the first ones (Deloitte, 2015). According to 

Sagawa & Segal (2000) it is very important to have a flexible budget, which will reflect the realistic 

expectations about resources needed for project implementation.  

 

The number of risks can be eliminated when finance part of the project is designed correctly (Deloitte, 2015). 

Among them are two contradictive ones – waste of resources and resistance to provide resources that are really 

needed. Moreover, there are usual risks of misunderstanding, mistrust and misalignment (Selsky & Parker, 

2005; Deloitte, 2015). 

 

 Implementation  
 

Implementation is related to the more dynamic actions and decisions making during the working process and 

it should be performed according to the rules and conditions stated in the second area Project Structure 

(Deloitte, 2015) 
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The correct partnering behavior in this area can also eliminate the risk of power mismatch, when one partner 

is clearly dominating above another (Deloitte, 2015). Sometimes one of the partners can perceive that one’s 

efforts are not adequate to those provided by another partner (Deloitte, 2015). This risk of misallocation of 

costs and benefits should be considered (Austin, 2000). 

 

 Communication 
 

Communication is about the right distribution of operating information between the parts (Deloitte, 2015; 

Gjerdrum Pedersen & Pedersen, 2013). It is very important, that there is a constant dialogue about the on-

going performance of the project: the parts need to know risks and challenges that accrue during the 

cooperation and prevent them in time (Deloitte, 2015). For this purpose the fixed communicational interface 

need to be created, which includes who is communicating, when, how often and for what reason (Deloitte, 

2015). It is also recommended, that the strategic group will be separated from those who work on the 

operational level (Bryson, 2006; Tomasini & Wassenhove, 2009). The representatives from beneficiaries and 

other stakeholder also have to participate in systematic communication if not in operational level, but on 

strategical (Deloitte, 2015; Tomasini & Wassenhove, 2009).  Following the same source - strong personal 

relation is an important factor of successful and durable partnership. The dialog, hold in a friendly and trustful 

atmosphere, can bring much more results than the one hold in a stressful environment. 

 

If a communicational plan is missing, the partners might not make the necessary decisions in critical moments, 

which in turn can lead to the collapse of the entire project (Seitanidi, 2007; Tomasini & Wassenhove, 2009). 

 

 Monitoring and Evaluation 
 

Estimation of the project needs to be taken when the project is finished, and systematically during the whole 

process of joint implementation (Deloitte, 2015). For this purpose clear evaluation criteria need to be set in the 

initial stage of cooperation together with the intervals of evaluation (Deloitte, 2015). In cross-sectoral 

partnership these criteria are related to the beneficiaries and the improvement of their lives (Austin, 2000). 

Monitoring of the whole partnering process should be made together with the monitoring of the project goals 

(Deloitte, 2015). The same source claims, that even though no goals are reached yet, the partnership can still 

be promising.  

 

When there is a mismatch of the performance, there is a risk that the whole project does not work and the 

partner is wrong selected (Deloitte, 2015). Other stakeholders can also suffer from such a partnership, 

because of wrong misuse of resources and a low impact (Deloitte, 2015; Bryson, 2006). 
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 Supporting theories 
 

The supporting theories are used in order to differentiate stakeholders in the thesis. Even though it is stated in 

the research question that drivers of cooperation between NGOs and business companies are explored, a 

broader overview of other stakeholders is given to the reader, in order to explain why exactly two stakeholders 

are selected. Stakeholder theory by Freeman (4.2.1) helps to present the stakeholders which may affect the 

cross-sectoral partnership and differentiates the “resource-generated” area only. Theory of stakeholder 

identification by Mitchell et al. (1997) helps to further explain why beneficiaries are not taken into 

consideration (4.2.2). These theories are not used in analysis (5). 

 

 Stakeholder theory 
 

According to Freeman (1984) “stakeholder is any group or individual who can affect, or is affected by 

achievements of a corporation's purpose (Freeman, 1984:46). Freeman (1984) argues that no business should 

be made without taking into consideration the main stakeholders.  Furthermore, there are internal and external 

stakeholders (Freeman, 1984), where the first ones affect directly the procedures and rules of the organization. 

These are owners, employees, beneficiaries and partners. Second, there is a much broader list of external 

stakeholders which do not have an instant effect to the processes in the organization, and compose the 

“external environment” where the organization acts (Freeman, 1984: 11). Tomasini & Wassenhove (2009) 

imply that for humanitarian NGOs they are media, local government, foreign governments, military, local 

people, donors etc. Internal and external levels are showed on separate drawings in the book (Freeman, 1984: 

5, 12,15). In order to present to the reader  these environments they are combined together by the author of 

this thesis and visualized in Figure 3. The concept is presented from the perspective of NGO (SOS Children’s 

Villages). 

 

In the current research the “resource-generating” part of “production view” will be analyzed (Freeman, 1984), 

which includes only partners, and leaves customers (beneficiaries) aside. Beneficiaries provide NGO with 

“forward accountability” data (Wenar, 2015) – which in turn confirm the validity of resources used. More 

detailed explanation of why beneficiaries are not taken into consideration, is presented in the next abstract. 

Other stakeholders of internal and external levels are not analyzed as it might take the focus from the core 

question of the research. 
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Figure 3 – Stakeholders for analysis 
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According to the author of the article the attribute of power defines the relationship where one actor can press 

another to do something that the last one would not have otherwise done (Mitchell et al., 1997). Between NGO 

and business there is a mutual dependency, where they both implement projects which none of them have 

otherwise done (Mitchell et al., 1997). And they both can “press” to certain actions depending of the project 

value for both sides. But it should be stated that business has more power above NGO, and NGO is more 

dependent as its core competences cannot be realized without resources that businesses provide. In case with 

beneficiaries – they cannot make NGO and businesses to do something they do not want. 

 

Legitimacy states, that there are contractual and normative relationships between the sides (Mitchell et al., 

1997). And that is a case in most of the situations where NGOs and businesses have strategic partnership. So, 

in situation when something goes wrong, the partnering company can claim NGO. Beneficiaries on the other 

hand cannot claim NGOs and its business partners. 

 

The degree to which stakeholder claims for speedy attention is defined as urgency (Mitchell et al., 1997). In 

this case business can claim for much faster attention as their role in projects is very important and critical.  

On the contrary, beneficiaries do not have the same attribute above NGOs and businesses, as their well-being 

depends on the actions of public and private partners. Beneficiary do not have any direct influence on 

businesses and all the relationship are driven through NGO. Thus, the beneficiary is a dependent stakeholder 

from both partners and it can be stated that beneficiaries do not have any considerably defining impact neither 

on NGO, nor on businesses. 
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 ANALYSIS 
 

In this chapter case partnerships according to SOS Children’s Villages self-definition are first discussed (5.1). 

Hereafter, the same partnerships are analyzed through the typologies in academic literature (5.2) presented by 

Deloitte (2015) and Neergaard et al. (2009). In these perspectives it is possible to use the introduced definition 

of Seven key areas of partnership (4.1.2) which is implemented in analysis of four business case studies (5.3). 

In discussion part (6) the results of analysis are briefly systematized in a summary table (APPENDIX 2: 

Overview of four business organizations according to the main areas of partnership and their characteristics) 

in order to present briefly case partnerships to the reader.  

 

 Types of partnership according to the website  
 

During the research, the examination of two websites was made: the international website (SOS Children's 

Villages, 2015) and the website of Danish affiliative association (SOS Børnebyerne, 2015). According to the 

international website in English language there are two different types of partnerships: corporate and 

institutional. There is no systematical approach on describing the types and values of partnership on the 

international website. Only examples of partners are indicated and projects that are successfully implemented 

with their help (SOS Children's Villages, Institutional partnerships, 2015).  

 

The approach to the description of the partnerships and disposition of partnering problem on Danish website 

(SOS Børnebyerne, 2015) is different and more systematical. On the website there is a special page where 

companies can read information and select the type of partnership according to their business profile and 

amount of support they would like to donate to organization (SOS Børnebyerne, Virksomheder, 2015). 

Moreover, in the description of each partnership type there is information about the intangible and tangible 

values which SOS Children’s Villages can provide to businesses (SOS Børnebyerne, Bliv Hovedpartner, 

2015). There are two main issues that distinguish different types of partnerships: amount of money and level 

of organizational involvement to NGO’s core work and vice versa. 

 

The main obligation of the Main partner (SOS Børnebyerne, Bliv Hovedpartner, 2015) is to donate minimum 

500.000 DKK yearly. SOS Children’s Villages requests an active and dynamic collaboration within the 

company’s core business area and promises to assist in it (SOS Børnebyerne, Bliv Hovedpartner, 2015). 

Moreover, according to the website all the decisions regarding the joint project should be taken cooperatively 

with representatives of both parties involved. Three case companies are referred to this type of partnership: 

Xellia, Solar and Siemens. 
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The next type of partnership is Social Partner (SOS Børnebyerne, Bliv Samfundspartner, 2015). The main 

distinctive feature is the amount of financial investments, which is equal to 100.000 DKK yearly. For this type 

of cooperation the areas of partnership are stated, and partnering company can decide what area to select (SOS 

Børnebyerne, Bliv Samfundspartner, 2015). They are Education – children can be provided with school 

materials; Health – children will be provided with medical care through the support of SOS Medical Clinics; 

Occupation and Employment – supporting different Family Strengthening Programs in order to prevent 

children from becoming orphans, like supporting Social Centers which supports parents by training in different 

professional skills in order to earn money (SOS Børnebyerne, Bliv Samfundspartner, 2015). One case company 

is related to Social Partner. That is Delta.  

 

Next type of the partnership is Campaign partner (SOS Børnebyerne, Bliv Kampagnepartner, 2015). The 

nature of this partnership is different from the previous one and represents the Cause-Related Marketing 

campaign. The business organization gets the opportunity to promote itself or a specific products using the 

opportunities provided by SOS Children Village. The required condition is that the company needs to donate 

minimum 200.000 DKK for the period of a marketing campaign (SOS Børnebyerne, Bliv Kampagnepartner, 

2015). No case companies are related to this type of partnership. 

 

Besides the above stated types there are three more ways of cooperating with SOS Children’s Villages (SOS 

Børnebyerne, Virksomheder, 2015). The organization can select to become a Sponsor, whereby it will commit 

to donate 50.000 DKK at once (SOS Børnebyerne, Virksomheder, 2015). The same way as a sponsor, 

Supporter has to donate 15.000 DKK simultaneously and this money will be transferred where there is a high 

need for them (SOS Børnebyerne, Virksomheder, 2015).  The last two types of the partnerships are 

characterized by disengagement into the process of partnership. It is not always in SOS Children’s Villages 

practice that the company has to donate a fixed amount of money. It is also possible to donate any amount.  

 

 Types of partnership according to the literature 
 

In this chapter it is determined what type of the partnership each of the selected business company’s has with 

SOS Children’s Villages according to Deloitte (2015) ( 4.1.1.1) and according to Neergaard et al. (2009) 

(4.1.1.2). This differentiation is done to show that these partnerships have transformational aspect, as in 

framework for analysis “Seven key areas of partnership” the main focus lies on transformational partnership 

(Deloitte, 2015). According to this report “strategic partnerships can be identified into two categories: 

transactional and transformational” (Deloitte, 2015:6). The analysis by Neergard et al. (2009) shows the 

deeper nature of the partnership. 
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It can be stated that there are parallels between two different approaches to partnership types, which is implied 

in table from Deloitte report (Deloitte, 2015:14). Philanthropic and reciprocal exchange partnerships are 

referred to transactional partnership (Deloitte, 2015; Neergaard et al., 2009). Other two types of partnerships 

by Neergard et al. (2009) (independent value creation and symbiotic value creation) are considered as 

transformational ones. 

 

In the analysis only data received in the four interviews with business companies are used – the interview with 

SOS Children’s Villages will not be taken into consideration in the analysis part, but will be referred to in the 

Discussion (6) and conclusion (7). 

 

 Xellia 
 

It is not so easy to refer the partnership between SOS Children’s Villages and Xellia to particularly one of the 

above stated categories, because partnership consists of three subprojects of a different nature.  The 

interviewees self-define their cooperation with NGO as the one consisting of three pillars, which can be called 

medical center, supporting of education and direct employee engagement: “We do not only have a Medical 

Center project. We have three blades to SOS partnership. We have a Medical Center and then we want to 

bring a message to all 1200 employees, because they want to be involved in their own way. […] And then there 

is a third leg - that is what employees are doing” (APPENDIX 7: Interview with XELLIA; p.97; Christina 

Marie Sørensen– Communications and Branding Consultant). 

 

The Medical Clinic project is the main joint subproject, which consumes the biggest part of material resources. 

Xellia totally supports the Medical Center at Eldoret, Kenya and is the only source of support for the clinic. 

Internally, respondents communicate the project as a part of the company’s image: “It is corporate 

representation” (APPENDIX 7: Interview with XELLIA; p.103; Christina Marie Sørensen – Communications 

and Branding Consultant). Otherwise than money donations, the employees of organization are not involved 

to the management process of the clinic and do not have any influence to the internal processes:  “We do not 

participate. That is the rule that we only donate sufficient money so they [SOS Children’s Villages] can do 

that“(APPENDIX 7: Interview with XELLIA; p.98; Wendy Duncan, Marketing and Sales Director). It can be 

concluded that this part of the partnership is transformational (Deloitte, 2015) as there is a high managerial 

involvement and defining strategic value. According to Neergaard et al. (2009) there is an independent value 

creation which is planned to transform into symbiotic with a time as company want to be deeper involved to 

the internal processes at medical center. 
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The second blade is donations from Xellia’s global sites to the local SOS organizations, which is targeted on 

the education of SOS children. And they equal 10.000 USD per site per year, and each site independently 

decides to what educational project they spent money. The only report and approval in head office are needed. 

Sometimes it is direct money donations without any involvement to the process, and in other situations 

employees are involved.  

 

The third blade consists of different fundraising activities performed by employees in company’s sites. All the 

money that people manage to raise are directed as well to educational purposes at SOS Children’s Villages.  

 

The last two blades are transactional partnerships (Deloitte, 2015), as they have less strategic value for the 

organization and includes money transactions only.  Due to Neergard et al. (2009) they are philanthropic 

partnership. 

 

Thus the partnership consists of one main transformational part and two transactional which allows two apply 

the theoretical framework of “Seven key areas of partnership”. 

 

 Solar  
 

With Solar the contract was signed recently in May 2015, and the main distinctive feature of this partnership 

is that Solar contributes to SOS Children Village in Zanzibar with its core competences and services and hereby 

creates innovative approaches for solving the problems (Deloitte, 2015). This clearly indicates the 

transformational type of the partnership: “It was something that we could compare us to, because we know 

something about it. This renewable part and the innovation project. That was the main reason why we started 

cooperation with SOS Children’s Villages.” (APPENDIX 8: Interview with SOLAR; p.106; Mette Brix - 

Corporate Marketing Coordinator). 

 

Furthermore, it can be concluded that managerial involvement is sufficient, because the large number of 

employees is involved to the project. During the interview this was expressed by the following statements: 

“We want to involve a lot of people internally. […] I hope it will be more involvement later on. Right now it is 

really important to communicate this project on our intranet and try to involve some of our marketing and 

communication employees so they can help to involve the rest of organization” (APPENDIX 8: Interview with 

SOLAR; p.108; Mette Brix - Corporate Marketing Coordinator). 
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Cooperation can be presented as independent value creation type According to Neergaard et al. (2009) 

typology, where Solar pursues internal reputational interests (employees and customers engagement) and do 

not develop their core businesses through the cooperation.  

 

  Delta 

 

At present time the organization does not have any contractual binding relationships with SOS Children’s 

Villages. But as well as in the situation with Solar and Xellia the initial external goal is to help children, namely 

to improve the education in Cambodian SOS Schools. The organization contributes to SOS Children’s Villages 

in Cambodia with its core competences and skills by creating a fundamentally new and innovative product: 

“For this purpose Delta developed the world's first computer based educational material on Cambodian 

official language Khmer – the PC Driving License […]” (APPENDIX 9: Interview with DELTA, p.115). 

  

Moreover, the employee’s involvement to the project is very sufficient and personal, as Mikkel travelled to 

Cambodia in 2012 in order to understand the needs of the schools and to elaborate how the organization can 

help with its competences: “We went to investigate the problem and educational needs on the field. The 

purpose of the visit was to apply Delta’s special competences to these needs” (APPENDIX 9: Interview with 

DELTA; p.114; Mikkel Leth Olsen -Engineer). And this trip could not take place unless the upper levels of 

management was not involved. During the trip SOS organization was assisting Delta as a mediator  

 

In the implementation stage of the creation of PC Driving License around 15 employees were involved to set 

it up. And it took them one week above their normal working hours: “Further the professionals of Delta spent 

one week to set up the PC Driving License. And that was a contribution of approximately 10-15 employees. 

This work was done in a pragmatic way, and not like a core activity of this period […]” (APPENDIX 9: 

Interview with DELTA, p.115; Mikkel Leth Olsen -Engineer). 

 

There is a slightly different blade of the partnership where Solar donates their Christmas presents in order to 

transfer money to Cambodian SOS children: “During the last 5 years the company refused from the traditional 

Christmas gifts to its employees in favor of SOS Children Villages in Cambodia” (APPENDIX 9: Interview 

with DELTA; p.114; Mikkel Leth Olsen - Engineer). This part of the joint project can be considered 

philanthropic (Neergaard et al., 2009) and therefore transactional (Deloitte, 2015). 

 

Therefore it can be concluded that this type of partnership consists of two projects which refer to different 

types of partnership: transformational and transactional. The first subproject is transformational (Deloitte, 

2015) with symbiotic value creation aspects (Neergaard et al., 2009), because Delta was the only company 
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who responded positively to the question about business development and confirmed that partnership can be 

seen as source of expanding the organization’s network. The second subproject is transactional one (Deloitte, 

2015). 

 

 Siemens 
 

Siemens cooperates with SOS Children Village on the same project as Solar – renovation of SOS Children 

Village in Zanzibar: […] we adopted the children village in Zanzibar” (APPENDIX 10: Interview with 

SIEMENS; p.116; Tina Maria Brogaard - CSR Project Coordinator). This statement underlines the depth of 

managerial involvement, which points to the transformational kind of partnership. 

 

As well as with Solar, there is an engineer appointed to contribute to the children village with his core 

competences and install the products, manufactured by Siemens.  That indicates to the wide range of resources 

donated, as well as 250.000 DKK that organization invests to renovation in 2015. 

 

The external goal for Siemens equals the goal of the previous three organizations – creating better conditions 

for children in SOS Children's Villages. Moreover Tina implies a broader statement: “[…] we do it to make a 

difference for people in the world […]” (APPENDIX 10: Interview with SIEMENS; p.116; Tina Maria 

Brogaard - CSR Project Coordinator). 

 

The internal goals are company branding and employee engagement: “[…] this partnership makes us able to 

be understood as a very good partner that is doing something good for society. It is important for us to be 

known as a company which takes social responsible roles and give something back to the society. It fits 

perfectly well with our expectations […]” (APPENDIX 10: Interview with SIEMENS; p.121; Tina Maria 

Brogaard - CSR Project Coordinator). 

 

The same way as in Delta and Solar, employees donate their Christmas presents to SOS Children’s Villages: 

“The last 5 years we decided not to give Christmas presents to customers and kept the money instead. For the 

first years we donated money to another NGO, but the last two years we decided to do it with SOS Children 

Village’s” (APPENDIX 10: Interview with SIEMENS; p.117; Tina Maria Brogaard - CSR Project 

Coordinator). That implies to transactional (Deloitte, 2015) and philanthropic nature (Neergaard et al., 2009). 

 

The partnership with Siemens cannot be referred to one type only, nevertheless it can be considered as the one 

with strong transformational aspects. The aspects of philanthropic (Neergaard et al., 2009) attitude are present 

in a small scale. 
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 Analysis by key areas of partnership 
 

In this section the relationship analysis of four business partnerships of SOS Children’s Villages is presented: 

Xellia (5.3.1), Solar (5.3.2), Delta (5.3.3) and Siemens (0). The analysis is made based on four interviews with 

representatives of corresponding companies. The information in each interview is investigated through the 

framework of seven key areas of partnership (Deloitte, 2015). Thus each sub-abstract is divided into separate 

parts according to the theoretical framework.  

 

Initially in the evaluation framework there are two separate areas that are related to partnership execution. 

They are key area number two - Project Structure and key area number five – Implementation. When analyzing 

the answers to the leading questions of these areas, it was concluded that they describe the same aspects of the 

partnership, although implementation describes the dynamics according to the structure. Therefore in the 

current study these two areas are united into one area. 

 

 Xellia 
 

The analysis is made based on the interview, which was conducted in September, 2015 (APPENDIX 7: 

Interview with XELLIA). Four Xellia’s employees participated in the interview: Carl-Åke Carlsson - CEO, 

Wendy Duncan - Marketing and Sales Director, Christina Marie Sørensen - Communications & Branding 

Consultant and Kristin Lund Myrdahl - Communications & Branding Manager, Project Coordinator. 

Therefore, in the quotations it is always stated the positions to give the better overview for the reader. 

Moreover, the analysis was underlined by several statements from company’s website and SOS Children’s 

Villages website (Xellia, Om Xellia, 2015; SOS Børnebyerne, 2015). 

 

 Strategic fit 
 

It is important to mention that Xellia is the only organization where four people participated in the interview 

and hereby contributed to the research from different perspectives. By Rune Sandholt (Partnership Manager, 

SOS Children´s Villages) the author was given the contact of Christina Marie Sørensen who is 

Communications & Branding Consultant. The meeting was agreed, and few weeks before the actual interview, 

Christina wrote that Wendy Duncan (Marketing and Sales Director) would like to participate in the interview. 

Further, in the beginning of the interview, Kristin Lund Myrdahl (Communications & Branding Manager, 

Project Coordinator) came in and answered all the questions from the Strategic Fit part. Moreover, in the 

middle of the interview Carl-Åke Carlsson (CEO and President) came into the room and made several remarks 
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about his vision of the partnership between Xellia and SOS Children’s Villages. This fact indicates how 

valuable the partnership is for Xellia.   

 

Further, the interviewees acknowledged, that they have a clear shared goal with SOS Children´s Villages, and 

that is to maintain the medical center in Kenya and to support educational opportunities for SOS children in 

those countries, where Xellia has sites. The target group for Xellia as well as for SOS Children’s Villages are 

children in need - and their families (Xellia, Corporate Responsibiity Report, 2013).  

 

Moreover, there is an internal value for the pharmaceutical organization created by this partnership and that is 

employee engagement, which is clear from the statement regarding the medical Center: “This is all about 

employee engagement, it makes us realize that each of us can have an impact and we can have an impact 

together by doing our job very well and making our products for sale. We can save lives in hospitals across 

the world” (APPENDIX 7: Interview with XELLIA; p.96; Wendy Duncan - Marketing and Sales Director).  

Next quotation applies to the donations from sites and activities performed by employees: “But also by doing 

a physical act a small donation – you can have a real impact. A really direct impact – with people that we are 

actually able to communicate with” (APPENDIX 7: Interview with XELLIA; p.96; Wendy Duncan - Marketing 

and Sales Director). 

 

Kristin Lund Myrdahl explains how the organization reaches its value through the partnership: “We absolutely 

know that we save lives in hospitals, but we do not get the stories of those people that you are saving lives of 

“(APPENDIX 7: Interview with XELLIA; p.96; Kristin Lund Myrdahl - Communications & Branding 

Manager). 

 

It is essential to note, that the partnership was initiated by Xellia and then money were given to SOS Children´s 

Villages pool of resources without specific feedback about the targeted purpose of donation: “Previously SOS 

would not allow you to support a clinic or something specific. The money was spread around, but now they 

have changed” (APPENDIX 7: Interview with XELLIA; p.101; Carl-Åke Carlsson – CEO and President). But 

then at the end of 2014, SOS Children´s Villages proposed to support the Medical Center. And that proposal 

was of a great value for the organization, which can be concluded from three following statements of a senior 

staff member: “Because we did not want just giving money – we wanted to do something concrete” 

(APPENDIX 7: Interview with XELLIA, p.95; Kristin Lund Myrdahl - Communications & Branding Manager).  

The statement from Xellia’s CEO underlines the importance for the possibility to participate in a defined 

project: “They now allow direct and targeted type of support. And it makes a lot of sense to me as I can relate 

to it” (APPENDIX 7: Interview with XELLIA, p.101; Carl-Åke Carlsson – CEO and President). 
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Thus, it can be determined that the main value for the organization is detailed information and accountability 

provided by SOS Children’s Villages for the resources donated by Xellia. And this information is of a great 

value for Xellia which can further reflect on internal aspects: reputation building, maintaining of company's 

mission, employees and customers retention and attraction etc.: “[…] for our benefit, it is bringing stories 

back […]” (APPENDIX 7: Interview with XELLIA; p.101; Wendy Duncan - Marketing and Sales Director) 

 

Both partners fit well in their corporate culture and image as non-political organizations with the primary 

mission to save lives: “[…] and then we ended up with SOS Children’s Villages purely because it is not 

religious and not- political organization” (APPENDIX 7: Interview with XELLIA, p.95; Kristin Lund Myrdahl 

- Communications & Branding Manager). 

  

It can also be said that all these aspect have built a relationships that could truly be called very trusting, and 

with a strong emotional band: “And me and my boss - we believed here into SOS Children’s Villages” 

(APPENDIX 7: Interview with XELLIA, p.95; Kristin Lund Myrdahl - Communications & Branding Manager, 

Project Coordinator). 

 

 Project structure and Implementation 
 

Statements of Xellia employees’ give a clear notion of the project structure. It was stated earlier that the 

partnership consists of three legs, which are medical center, educational projects and employee’s activities. 

 

The Medical center in Kenya is fully sponsored by the organization and all the decisions about the project 

are made by Carl-Åke Carlsson (CEO and President). And these decisions apply only to the question if a 

certain amount of money will be transferred to SOS Children’s Villages and when. No managerial decisions 

are made according to the Medical Center: “We just donate a lot of money to ensure that it can run and then 

we get an information about the impact it has had” (APPENDIX 7: Interview with XELLIA, p.97; Wendy 

Duncan - Marketing and Sales Director). 

 

It is important to say that organizations have a three years binding contract where Xellia agrees to support the 

Medical Center, and the contract includes a clear project plan and sites responsibilities. Thus a joint working 

framework is formulated that allows organizations to follow the shared goal and minimizes the risks that could 

stand on its way: “We signed a three year contract with them back in January 2015 and we started to build a 

massage for a new year” (APPENDIX 7: Interview with XELLIA, p.95; Kristin Lund Myrdahl - 

Communications & Branding Manager, Project Coordinator). 
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Moreover, the partnership with SOS Children’s Villages in this blade is seen as strategical, which follows from 

the words of Marketing and Sales Director Wendy: “We have been consistently supporting the clinic with one 

pool of money and it has nothing to do with employees. It is corporate representation” (APPENDIX 7: 

Interview with XELLIA, p.102; Wendy Duncan - Marketing and Sales Director). 

 

Educational projects is the second blade of partnership and relates to the sites and their individual 

involvement to education of SOS Children. In this case, the affiliations in every country decide how the money 

should be spent. The only three conditions are that the money have to be spent on education and on SOS 

children. Moreover, these decisions have to be approved by Wendy Duncan (Marketing and Sales Director) in 

central office: “[…] they are submitting the portion of money for educational purposes either at local 

children’s villages nearby (in Zagreb they are supporting local children village) or like in Copenhagen, where 

we do not have anything nearby – we are sending the money to a children village in Eldoret close to the 

medical center” (APPENDIX 7: Interview with XELLIA, p.97; Christina Marie Sørensen - Communications 

and Branding Consultant). 

 

Only this direction of the partnership can be characterized by direct employee involvement. Some sites do not 

just transfer money, but attract their professionals to participate in different activities with SOS children and 

share their knowledge and competences: “For example in Zagreb they had a science day, where they invited 

children from the local SOS village to learn about microscopes and that they can be scientists one day. That 

was actually bringing our competences into interaction with local children” (APPENDIX 7: Interview with 

XELLIA, p.104; Christina Marie Sørensen - Communications and Branding Consultant). 

 

The information about contractual agreements between Xellia sites and SOS villages is not available. But there 

is an obligation for each Xellia’s affiliation to work with SOS Children’s Villages only, therefore this 

framework is rather structured.   

 

The last blade Employee’s activities is related to the personal employee involvement into different corporate 

charity activities. The money gathered are transferred to educational purposes. Such events are organized by 

employees on a voluntary basis, usually above their fixed working hours: “[…] we have a family day, and 

there it is going to be different activities happening […].  And this money will also go to education in Eldoret 

to buy pencils and pens for the school. So it is relatively small amount” (APPENDIX 7: Interview with XELLIA; 

p.97; Christina Marie Sørensen - Communications and Branding Consultant). 
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As well as with the affiliations, there is only one obligation, which is considered by author to be verbal, but 

the possibility of a written contract is not excluded. And this obligation is that the raised money can go only 

to SOS Children’s Villages for educational purposes. 

 

Reviewing the implementation part of the partnership, it can be stated that cooperation is not treated as a simple 

social responsibility project, which does not require much time and attention. The fact that all the transactions 

and plans from the sites should be agreed with a Marketing and Sales Director – is a proof of that.  So the 

partnership can be considered as a part of a marketing unit and thus is related directly to company’s core 

activities.  Protectorate of Marketing Department and executives also implies that projects with SOS Children’s 

Villages are not disconnected from the core business and have a significant value. 

 

 Roles and Responsibilities 
 

The organization is very clear about the roles and responsibilities of employees who is involved into the 

partnership. As it was stated in the Project Structure, there are three directions of the partnership. The medical 

center project is managed in headquarter located in Copenhagen and it mostly involves executives who make 

strategic decisions about amount of donations and their frequency. The decision to cooperate was made on a 

meeting with leadership team: “First Rune [Rune Sandholt - Partnership Director, SOS Children´s Villages] 

presented it [presentation about medical center] few of us and then he came to the leadership team […] and 

they all said yes, yes, yes” (APPENDIX 7: Interview with XELLIA; p.96; Kristin Lund Myrdahl - 

Communications & Branding Manager). 

 

Day-to-day decisions are not frequent in this project as it is financial transactions, therefore they can be equated 

to strategic ones. But there is a weekly work for Christina Marie Sørensen (Communication and Branding 

Consultant) which assist Wendy Duncan (Marketing and Sales Director) in the project with SOS Children’s 

Villages. Her direct duties are receiving and processing the information from SOS Children’s Villages. Then 

these reports are published on intranet every month as well as it happens with updating of the website, but less 

often: “Every month we write a report on our intranet and our website as well – and that covers what is going 

on in the medical center” (APPENDIX 7: Interview with XELLIA; p.99; Wendy Duncan, Marketing and Sales 

Director). 

 

With the other two directions the role structure is different. Wendy Duncan (Marketing and Sales Director) is 

responsible for the strategic decisions. That is to approve where the charity money from the affiliations and 

charity events will go to. Additionally each Xellia’s representation has a responsible employee for the 

cooperation with SOS Children’s Villages: “[…] I ask each of the site manager to give me a volunteer who is 
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going to lead the SOS Children’s Village local program” (APPENDIX 7: Interview with XELLIA; p.99; Wendy 

Duncan, Marketing and Sales Director). 

 

In relation to this, Christina Marie Sørensen (Communication and Branding Consultant) has an intermediary 

role, and processes information between sites, Marketing and Sales Director and SOS Children’s Villages. She 

is also actively involved into internal communication within the representatives from affiliations who are 

involved into charity activities: “The third leg activities are implemented throughout a year. They are chosen 

and realized by the group of volunteers from the organization and they report back to Wendy” (APPENDIX 

7: Interview with XELLIA; p.101; Christina Marie Sørensen – Communications and Branding Consultant). 

 

The last notion in this area is about the personal relationship between Xellia and SOS Children’s Villages. It 

is clear from the interview that a trusting personal relationship with Rune Sandholt (Partnership Director, SOS 

Children´s Villages) are vital for the project and for the partnership. This was also of primary importance in 

the initiation phase, when the whole board was impressed by Rune’s presentation about medical center in 

Eldoret, Kenya. Christina Marie Sørensen (Communication and Branding Consultant) and Wendy Duncan 

(Marketing and Sales Director) claim that it is a pleasure to work with him: “So absolute trust and believe in 

people is critical. If it hasn’t been him [Rune Sandholt - Partnership Director, SOS Children´s Villages] and 

someone else less engaging – I am not too sure that it will be nearly as much involvement from Xellia on the 

personal legs” (APPENDIX 7: Interview with XELLIA; p.104; Wendy Duncan, Marketing and Sales Director). 

 

All in all, the importance of trust in the corporation can be confirmed with one more phrase from the interview:  

“We allow them to do their job, and we do our job” (APPENDIX 7: Interview with XELLIA; p.98; Wendy 

Duncan, Marketing and Sales Director). 

 

 Finance 
 

This area is also well determined in the partnership. Following the three blades differentiation, the logic of 

financial diversity is much the same. The first blade is characterized by fixed amount of money that is 

systematically transferred from the company’s budget to the needs of Medical Center in Eldoret. The amount 

of donations and their periodicity are stated in the three years contract. 

 

The second educational blade is sponsored from the local budgets of company’s representations. Each site 

receives 10.000 USD a year to the educational purpose for SOS children. There is no evidence, that there is a 

legal internal document acknowledging this practice, but due to the interview this is a tradition in Xellia: “[…] 

there are three legs: there is something that CEO has sponsored – money are coming from the main Xellia 
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budget […] then there are site activities – money are coming from site budgets” (APPENDIX 7: Interview 

with XELLIA; p.99; Wendy Duncan, Marketing and Sales Director). 

 

The third direction is performed by employees and concerns charity activities, where money collected are used 

for educational purposes. These amounts are not significant in comparison with other blades. Moreover these 

events are supported by the organization, where costs are covered and employees may donate their working 

hours: “The amounts are small. Last time we raised 5000 DKK in bingo. That was really funny, […] but Xellia 

is not giving additional money for donations gathered during family activities, it covers costs only” 

(APPENDIX 7: Interview with XELLIA; p.101; Wendy Duncan, Marketing and Sales Director). 

 

There is another important point about separation of costs for actual implementation of the partnership and 

administration. In the medical center subproject there is no real project implementation, which includes a 

certain amount of activities performed - it is a direct transaction of money to support the medical center. Only 

separate sites are actively and personally involved into humanitarian projects and then there are charity 

activities to raise money as it can be concluded from the quotations stated above. 

 

Additionally, there are people involved, who spend their working and personal hours for administrating the 

projects. For Christina Marie Sørensen (Communications and Branding Consultant) it is a part of her job to 

work on the daily basis with SOS Children’s Villages: “That is part of my job, and usually girls from other 

departments ask their managers if they would not mind that they donate some of their time to SOS related 

activities. And usually they do not” (APPENDIX 7: Interview with XELLIA; p.100; Christina Marie Sørensen 

– Communications and Branding Consultant). But for Wendy Duncan (Marketing and Sales Director) and site 

employees this work takes place above their normal working hours or instead: “My boss expect me to do it 

above my job and every hour I spend on this is my personal time and I have to be really motivated” 

(APPENDIX 7: Interview with XELLIA; p.100; Wendy Duncan, Marketing and Sales Director). 

 

According to the interview, time and people resources are not evaluated in Xellia and there is no tangible 

evidence if the company gains or losses from making their employees doing charity projects during their 

working hours. These observations should also be referred to the area of Project Structure, where cooperation 

with SOS Children Village is seen like a part of core marketing activities. To finalize the finance part, the 

following quote is offered: “[…] there is no official time monitoring. We do not really track. We track how 

much money we are making, but we do not really track how much does it cost. Because as long there is more 

pay back and it gets people involved then it is a right thing to do” (APPENDIX 7: Interview with XELLIA; 

p.105; Wendy Duncan, Marketing and Sales Director). 
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 Communication 
 

As well as the previous area, Communication is sufficiently defined. That is Christina Marie Sørensen’s 

(Communications and Branding Consultant) official responsibility is to insure that there are no locks in 

information floor on both levels (Deloitte, 2015).  Moreover, the fixed communicational interface in the 

organization is the intranet. Once a month Christina has to update the information about the partnership with 

SOS Children’s Villages: “Every month we write a report on our intranet and our website as well – and that 

covers what is going on in the medical center. This information is coming directly from Rune [Rune Sandholt 

- Partnership Director, SOS Children´s Villages] […]” (APPENDIX 7: Interview with XELLIA; p.98; Wendy 

Duncan - Marketing and Sales Director). 

 

The external day-to-day communication takes place between Christina (Communications and Branding 

Consultant) and Rune (Partnership Director, SOS Children´s Villages) on demand via telephone and e-mail. 

That can be also seen from the previous quote. 

 

Besides intranet, which is supposed to inform employees about the progress, there is a significant amount of 

printed materials (Internal use: Family day - Fundraising for education; Printed materials from Intranet; 

Presentation of the local Xellia SOS team and activities; External use: Printed materials from Xellia’s website) 

that are made to inform employees, customers and partners about cooperation between SOS Children’s 

Villages and Xellia.  There is also a website (Xellia, 2015). And the third source is the signature in the end of 

each e-mail sent by Xellia’s employees, which states that Xellia is a main partner of SOS Children’s Villages. 

Thus there are three channels of both internal and external communication. But these are basically one-sided 

channels: “I gather all the reports, summarize them and then publish and print. My function is also to be in 

charge in communication with Rune [Rune Sandholt - Partnership Director, SOS Children´s Villages], […] I 

create all the communication about medical center once I have the data” (APPENDIX 7: Interview with 

XELLIA; p.105; Christina Marie Sørensen – Communications and Branding Consultant). 

 

Except of printed materials, website and e-mails there is one more external way to communicate the project to 

partners and customers directly. This are conferences that Xellia arranges every year: “We also do two 

conferences […]. We are trying to encourage other customers to get involved and we want to show how proud 

we are to do it” (APPENDIX 7: Interview with XELLIA; p.103; Wendy Duncan, Marketing and Sales 

Director). 

 

Returning to the second and third subprojects, there are representatives in every site who are responsible for 

charity activities and they do report to Wendy Duncan (Marketing and Sales Director). People on the sites 
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meet up around once a month due to educational projects and other charity activities. “Wendy is in charge of 

keeping an eye what is going on. But in general we have a head of every local team. Here we have a lady 

called Lola she is the one who coordinates and arranges meetings. We have a meeting about once a month. 

She reports to Wendy what has this side had decided to do” (APPENDIX 7: Interview with XELLIA; p.105; 

Christina Marie Sørensen – Communications and Branding Consultant). 

 

There is also an internal communication through the meetings where all the employees, involved to the 

partnership with SOS Children’s Villages, are present: “Internally officially we are trying to communicate and 

meet every quarter. This is about activities” (APPENDIX 7: Interview with XELLIA; p.101; Wendy Duncan, 

Marketing and Sales Director).  

 

And another opinion about medical center: “But for medical clinic, we communicate once a month” 

(APPENDIX 7: Interview with XELLIA; p.101; Christina Marie Sørensen – Communications and Branding 

Consultant). 

 

Previous statements were about program departments and employees who are responsible for day-to-day 

decisions. And these people can be considered as a part of a working group. The strategic choices are made by 

Carl-Åke Carlsson (CEO and President) and a leadership team: “After Rune [Rune Sandholt - Partnership 

Director, SOS Children´s Villages] gave us a presentation about the medical center – we developed the 

concept. First Rune presented it to few of us and then he came to the leadership team […]” (APPENDIX 7: 

Interview with XELLIA; p.96; Kristin Lund Myrdahl - Communications & Branding Manager, Project 

Coordinator). 

 

The Marketing Director implies that regarding Medical Center there is not really any day-to-day decisions to 

make: “We only give money. I do not know if there are any other decisions to make about the clinic except of 

the communication about how much we need to pay” (APPENDIX 7: Interview with XELLIA; p.102; Wendy 

Duncan, Marketing and Sales Director). 

 

But there are also statements in the interview that indicate a potential big involvement over the time since this 

project is new to Xellia. One of the statements is: “But it is less than a year that we cooperate with a clinic. I 

am sure that with the time we will find out more ways to be involved” (APPENDIX 7: Interview with XELLIA; 

p.102; Christina Marie Sørensen – Communications and Branding Consultant).  

And there is another statement about the future plans: “Fundamentally, we really like to be involved with the 

clinic. But SOS want to do it by themselves” (APPENDIX 7: Interview with XELLIA; p.102; Wendy Duncan, 

Marketing and Sales Director). 
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Finally, the aspects of visibility, transparency and accountability are sustained. Because it is clear what content 

does the three directions of the partnership have, what processes are happening within each of these direction, 

and who is responsible for the processes and if the goals of these processes meet expectations. These aspects 

are underlined by the following statement: “[…] that is why we want to make sure that everybody understands 

what these three directions of partnership are and where the money are going” (APPENDIX 7: Interview with 

XELLIA; p.102; Wendy Duncan, Marketing and Sales Director).  

Transparency is underlined in the next statement: “And everything has to be transparent. That is the key to our 

communication about this” (APPENDIX 7: Interview with XELLIA; p.102; Christina Marie Sørensen – 

Communications and Branding Consultant). 

 

 Evaluation 
 

When analyzing the interview, it can be assumed that there are no quantitative evaluation criteria of the 

partnership.  But through the conversation it clarifies that there are qualitative measurements and there are 

criteria which help the company to evaluate their partnership with SOS Children’s Villages. First, it is 

important to say that Xellia has two goals with the cooperation according to CEO of the company: “There are 

two things: first one is to engage your employees and the second one is to make difference somewhere” 

(APPENDIX 7: Interview with XELLIA; p.101; Carl-Åke Carlsson – CEO and President). And further it is 

discussed how the organization evaluates if these goals are reached. 

 

The first goal is employee engagement. Following the answers of other interviewees it is seen that this goal is 

closely connected with goals of creating company’s sustain reputation and engagement of partners and 

employees. And these goals are derivatives from the second target mentioned by Carl-Åke Carlsson (CEO and 

President) – “making a difference somewhere”. Because employees and partners could be attracted by this.  

 

The evaluation can be also expressed in personal opinions of Wendy Duncan (Marketing and Sales Director) 

and Christina Marie Sørensen (Communications and Branding Consultant) as they are deeply involved into 

the partnership with SOS Children’s Villages: : “It creates the sense of pride. That you are proud to work for 

Xellia – you will automatically work harder – therefore you make our business better. There is a beautiful 

circle here” (APPENDIX 7: Interview with XELLIA; p.103; Wendy Duncan, Marketing and Sales Director).  

Both women are obviously impressed by the effect that partnership makes to employees: “We had received a 

lot of feedback from our own employees that it has given them a definitive edge” (APPENDIX 7: Interview 

with XELLIA; p.104; Christina Marie Sørensen – Communications and Branding Consultant).  
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And another statement by Christina: “[…] that is nice employee interaction and you also get to know people 

from other departments. It does pull you together and that is what is cool about local teams“(APPENDIX 7: 

Interview with XELLIA; p.100; Christina Marie Sørensen – Communications and Branding Consultant). 

 

Regarding the customers, there are also comments which emphasize the positive effect from the partnership: 

“We did not see any tangible benefits from our partners after we tell about SOS projects. They did not give us 

more orders. But you can see them physically being impressed by” (APPENDIX 7: Interview with XELLIA; 

p.103; Wendy Duncan, Marketing and Sales Director). Moreover, the positive statements are expressed in 

personal opinions of partnering companies and their non-verbal reactions to the stories about the cooperation 

in the educational and medical sphere: “Our Chinese team when communicating with other local 

pharmaceutical companies make them very impressed of this charity activities. It is not that common in 

China“(APPENDIX 7: Interview with XELLIA; p.103; Christina Marie Sørensen – Communications and 

Branding Consultant). 

 

In terms of reputational context, there is also a positive opinion about the partnership: “This kind of work is 

just helping to cement the opinion that this company is a good company. […] And we hear comments: We 

should do something like that!” (APPENDIX 7: Interview with XELLIA; p.104; Wendy Duncan, Marketing 

and Sales Director). 

 

The measure of the second goal – “making a difference somewhere” - are monthly reports from SOS Children’s 

Villages, which prove that Medical Center works well and children get their education. Thus it can be said that 

intervals of measurement are equal to one month. The organization is satisfied with these results and therefore 

these results can be aligned with the goal, which company wanted to reach when they started the partnership. 

It can also be assumed, that these criteria were set in the initial stage of cooperation, without defining them as 

evaluation criteria, but communicational liabilities from the side of SOS Children’s Villages – to provide 

information about beneficiaries and the improvement of children’s lives.  

 

Finally it can also be added that the working group related to the project estimates not only the success of the 

project, but the whole process of partnership. And employees express the involvement into it. When talking 

about the Medical Center, it is clear that the project is rather new, but very promising, because the organization 

is experiencing results with the whole process of partnering. There is a plan to be involved more actively to 

this cooperation with more exact criteria for success: “So, going forward after year one, it is just about getting 

things initiated and making people involved. In year two we maybe need to be more structured and understand 

what will determine success for us in the future” (APPENDIX 7: Interview with XELLIA; p.105; Wendy 

Duncan, Marketing and Sales Director). 
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Additionally, Christina also implies that they plan to find out how to evaluate the project deeper: “We definitely 

are going to look into evaluation. […] Now it is mostly to understand how this charity will work for the 

company” (APPENDIX 7: Interview with XELLIA; p.105; Christina Marie Sørensen – Communications and 

Branding Consultant). 

 

 Solar 
 

The analysis is based on the phone interview, which was conducted in September, 2015 (APPENDIX 8: 

Interview with SOLAR). One person took part from Solar’s side: Mette Brix - Corporate Marketing 

Coordinator and Project Manager of a joint project with SOS Children Villages. Moreover, the analysis was 

underlined by several statements from company’s website and SOS Children’s Villages website (Solar, Om 

Solar, 2015; SOS Børnebyerne, 2015). 

 

 Strategic fit 
 

There is one common goal that both SOS Children´s Villages and Solar are pursuing together - and that is the 

renovation of SOS Children’s Village in Zanzibar. This could be extracted from the statement of Mette Brix: 

“The initial goal for our organization is to partner with an NGO that can emphasize that Solar does care 

about issues of social responsibility. And our common goal is to renovate the village” (APPENDIX 8: 

Interview with SOLAR, p.108). 

 

Solar was the one who initiated the partnership and that was a conscious choice, based on the analysis of other 

NGOs and their projects: “We started to look first to the different projects and organizations. Then we found 

this solution with SOS Children’s Villages and we really liked it, because it was something that we could 

compare us to, because we know something about it […]” (APPENDIX 8: Interview with SOLAR, p.106). 

 

Solar was looking for a long-term relationships that could combine Solar’s professional profile and desire to 

make a difference. They were looking for an organization, whose expertise was not only to provide up-to-the-

moment help, but to create an on-going support using innovative technologies, as it can be seen from the 

statement above. A turning point in the choice of this particular partner was the similarity in activities and 

services, which Solar performs as its core, and which are necessary for the renovation of the children village 

“[…] The renewable part and the innovative nature of the project. That was the main reason why we started 

cooperation with SOS Children Villages” (APPENDIX 8: Interview with SOLAR, p.106). Moreover, this 

approach is expressed in Mette Brix statement, cited on SOS Children’s Villages website "Vi kan godt lide 

tanken om, at vores know-how om energieffektive løsninger kan bidrage til at bekæmpe klimaændringer og 
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forbedre hverdagen for familier i udviklingslandene" (SOS Børnebyerne, 2015) and in the statement on the 

Solar’s website under CSR: ”We have made it our business to find and implement energy-efficient solutions to 

renovate their water and energy supplies. The partnership gives us a unique opportunity to use our expertise 

within energy-efficient solutions where it really makes a difference” (Solar, CSR, 2015). 

 

Another point for the strategic fit, is that business organizations might have value from the partnership, which 

might not be equal to the common goal of the joint project (Deloitte, 2015). The value for Solar is improvement 

of company’s image like a conscious organization that is willing to invest to sustainability without having any 

personal tangible benefits. But in this situation there is a benefit in the form of employees and customer’s 

engagement, who should positively react to this project and thus be more motivated to work in the organization:  

“Hopefully it will give us some attention that we are a good company, that we take some responsibility toward 

other people then ourselves. And it will give a focus for new employees that this is a great company that 

actually do something for others” (APPENDIX 8: Interview with SOLAR, p.108). 

 

To sum up, Solar spends a lot of time to define its strategic fits with SOS Children’s Villages in terms of 

external and internal goals. Political aspects were not touched in the interview, but it can be assumed that they 

were taken into consideration by the decision making board of Solar. 

 

 Project structure and implementation 
 

The project is about the renovation of SOS Children’s Villages in Stone Town in Zanzibar, where Solar donates 

money and expertise in order to accomplish the goal of improving leaving conditions for SOS children in their 

home: “Except of our competences and skills we invest money in order to implement the project” (APPENDIX 

8: Interview with SOLAR, p.107). 

 

The idea is to renovate water- and heating systems of the village by using both Solar’s products and products 

from the local markets. One technical specialist of organization (Jacob) is responsible for designing the 

appropriate solution for this problem. He has already been on the field in Stone Town in order to make the 

initial estimate and the implementation plan:  “He [Jakob] has been working on this project for several months 

now – he has been calculating on the solar-panel system that we are going to install down there. First they 

are going to look into possibilities where to install this panel and also how to place it. If we need to build it on 

the air or on the ground” (APPENDIX 8: Interview with SOLAR, p.107). 

 

The strategy is further to make the village work by itself and to transfer knowledge to the local handymen so 

he can service the systems installed by Solar: “[…] first of all we need to install the solar system. And then 
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there is this handy-guy in Zanzibar, to whom we would like to offer tools help to get more knowledge” 

(APPENDIX 8: Interview with SOLAR, p.110). 

 

All the tactical milestones and terms are not stated in any official documentation between Solar and SOS 

Children’s Villages and the problems are solved when they arise. This is something that Solar’s employees 

keep in mind and communicate to representatives of SOS Children’s Villages: “The only thing we know is that 

Jakob is leaving in 14 days, and then he will be back. They need to build the area where the panel system is 

going to be placed. And after that in the beginning of next year we hopefully will send Jakob again to install 

the solar panel system. So we have a few big topics” (APPENDIX 8: Interview with SOLAR, p.109). 

 

There is a two year running contract which was signed in May 2015 that helps to formalize the strategic goals. 

This reflects the high managerial involvement and the organizational commitment to the project and its targets. 

As the project is on initiation stage only – further working documentation can be developed based on the new 

needs: “We are only in the beginning of the project, and we are only trying to involve people, so it is not that 

much initiatives yet. But this is a two year running contract, so I hope it will be more involvement later on” 

(APPENDIX 8: Interview with SOLAR, p.108). 

 

The dynamics of the implementation side can be also seen through the statements specified by Mette Brix.  

This is an on-going process where deliverables, terms and conditions depends on the conditions - and decisions 

during the process, as this project is new and very special for both partners. 

 

 Roles and responsibilities 
 

Internally in Solar there are only two people involved, who are engaged in the project on a day-to-day basis: 

Mette, who is a project coordinator and Jacob - the technical specialist. Mette did not lead the cooperation 

from the very beginning, when the decision of cooperation and analysis was made: “I was not the part of it 

from the beginning. It was another Mette, who is on maternity leave now” (APPENDIX 8: Interview with 

SOLAR, p.107). But now she is the one responsible for the whole coordination of the project, where Jacob is 

responsible for the technical part. These two employees represents the internal project team who make day to 

day decisions regarding SOS Children’s Villages. “We have a lot of discussions across the table about what 

to do, how to involve people, I and Jakob are discussing the next step, how it is going with the project. Right 

now we are planning his next leave” (APPENDIX 8: Interview with SOLAR; p.109). 
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Moreover, there is a plan that employees from different departments should be involved to the project. Some 

of them are already involved: “We have also girls from our communication department, who are involved to 

the project“(APPENDIX 8: Interview with SOLAR; p.109). 

 

On the executive level, Mette Brix has a director, who makes strategic decisions about cooperation as well as 

Jacob has his own manager, who decides if Jacob is allowed to spend his working time for the SOS Project: 

“I am the project manager and then of course there is one of our directors with whom I talk about how to 

involve others and what is the next step. But Jakob has his own manager, and he is also a little bit involved 

into the project“(APPENDIX 8: Interview with SOLAR; p.110). 

 

Externally, there are two types of relationships. The first one is on the field work, where Jacob (technical 

specialist) is in a constant contact with local representative, who knows the specifics of the village. His role is 

to help Jacob with original estimates, purchasing needed materials on the field and during installation. Further, 

the whole service part need to be outsourced: “Jakob will be there for one week. They will start up building 

the area where the system need to be placed. And then some local guy will take over, because it is very 

important that we do not do all that job, they have to learn to manage themselves” (APPENDIX 8: Interview 

with SOLAR; p.111). 

 

Moreover, there is a group of representatives from other organizations who are as well engaged into the 

partnership regarding renovation of the children village in Zanzibar including representatives from SOS 

Children’s Villages. They are a public organization: Engineers without Borders and another business partner 

of SOS Children’s Villages – Siemens. Both organizations are involved to the project and contribute with their 

skills and material donations. There is not enough evidence how exactly all these project participants distribute 

responsibilities and duties between each other: It is one of our employees who is going there, and he will visit 

Zanzibar together with engineers without borders and also people from SOS Children’s Villages (APPENDIX 

8: Interview with SOLAR; p.106). 

  

It is important to state, that according to Mette, there is a high level of trust towards SOS Children’s Villages 

and their job, which is based on communication and experience from the initiation phase of the project: “I do 

not have a strong personal relationship with them, pure professional. They are really nice people. And they 

are deeply involved in their children villages. […] I think it is very trustworthy things they are telling me” 

(APPENDIX 8: Interview with SOLAR; p.110). 

 

Thus, it can be said that Solar has a clear understanding of all parties’ roles, responsibilities and the project 

team understands its role in the renovation of the village.  
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 Finance 
 

It was said above: “Except of our competences and skills we invest money in order to implement the project. 

[…] It is not only the solar panels that we are going to provide – it also money for the rest of innovation” 

(APPENDIX 8: Interview with SOLAR; p.107). In this section it will be discussed how Solar deals with these 

sides of the partnership and whether the organization differentiates them. 

 

The first side are investments in the form of financial and in-kind donations. There was no question made 

about the cost of in-kind donations in the form of Solar’s products, as well as the interviewee refused to name 

the amount of financial donations: “We do not disclose the amount of our financial investments” (APPENDIX 

8: Interview with SOLAR; p.107). The only thing that it was possible to find out is that Solar’s budget regarding 

project with SOS Village is flexible and there is a fixed amount of money that the organization is going to 

invest: “Our investments are rather flexible, but we also have a fixed budget” (APPENDIX 8: Interview with 

SOLAR; p.110).  

 

According to Solar’s website, there are three ways of raising the money for donations: “[…] we give our 

customers an opportunity to participate in surveys which generate a donation to the project. And over the 

coming months, our employees will initiate internal projects to raise money in support of a good cause” (Solar, 

CSR, 2015). 

The second way is customer’s donations by answering the survey: “Per answered questionnaire we donate 35 

DKK. There are only one or two questions” (APPENDIX 8: Interview with SOLAR; p.107).  It is clear that the 

amount are not very significant.  

The last way of raising money is through employee engagement, where they need to give up their Christmas 

presents for the sake of partnership with SOS Children’s Villages: “But internally we are going to make a 

donation, that instead of getting a Christmas present – you can donate it to SOS Children’s Villages. That will 

be one of the initiatives where employees are earning money for this project” (APPENDIX 8: Interview with 

SOLAR p.108).  

 

Hereby the nature of the last two forms of donations is different from the first one, and it can also be concluded 

they are small in comparison with initial fixed donations from Solar Group. 

 

A very significant type of Solar’s investments to the project are working hours of its employees, where they 

share their competences and skills: “Solar is covering all the expenses for his job, including the travel expenses 

and he is getting his salary” (APPENDIX 8: Interview with SOLAR; p.107). The same way Mette and 
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employees of other departments spend their working time for this project. These hours are not estimated and 

therefore it is hard to compare financial and time investments.  

 

The donations in terms of competences could clearly differentiate as two separate units: administrative 

expenses and actual implementation expenses. Unfortunately data were not provided, but it can be considered 

that all the time spent by Jacob (technical specialist) on the field and conducting his estimations regarding the 

installation, could be considered as implementation expenses. Where by other hours spent for external and 

internal meetings about could be considered administrative expenses.  

 

 Communication 
 

Internally there are three blades: (1) A project team which makes day-to-day decisions and consists of Mette 

and Jacob; (2) communication to other employees, personally and via intranet; and (3) strategical level of 

decision making. 

 

Mette points repeatedly that the partnership is rather new and there is not yet a well-established group of 

responsible people from all related departments, therefore the communication occurs as required by on-going 

project needs. In September 2015 Mette (project manager) and Jacob (technical specialist) discussed the project 

rather often, as Jacob was on his way to Zanzibar, but otherwise they meet approximately once a month: “Right 

now it is quite often, because Jacob is leaving soon. But usually we are meeting more or less once a month” 

(APPENDIX 8: Interview with SOLAR p.109). Thus it points out that this little project group is in a constant 

dialog and knows risks, challenges and deliverables of the cooperation with SOS in Zanzibar (Deloitte, 2015). 

Moreover, Mette Brix talks with representatives from another departments regarding day-to-day needs of the 

project, but this communication has an occasional character: “Last week I had to order something from our 

stock, because Jakob has to bring it to Zanzibar. And then I needed to go to one of the employee in our sales 

department and asked him to order some stuff. So the whole organization is involved somehow” (APPENDIX 

8: Interview with SOLAR; p.110). 

 

It is also important to state, that there is a one-way informative channel for employees through intranet about 

the status of SOS project. This way the employees get informed and are engaged about the cooperation with 

SOS Children’s Villages. There are stories about the project in chronological order: “We put information on 

our intranet and inform the employees about the project. And then I have the discussion with one of the 

directors” (APPENDIX 8: Interview with SOLAR; p.112). The information about how often these data are 

updated and who is responsible for it, was not asked in the interview. But according to Deloitte (2015) a 

communicational internal interface is present: “Right now it is really important to communicate this project 
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on our intranet and try to involve some of our marketing and communication employees so they can help to 

involve the rest of organization” (APPENDIX 8: Interview with SOLAR; p.108). 

 

Strategic decisions are made on the management level and there is no evidence how these decisions are made. 

But it can be assumed, that they are made on demand of the project group. 

 

Externally, there are also few directions of communication: with other stakeholders of the project and to Solar’s 

customers. Jacob is responsible for the renovation of the village from the technical side, and therefore he 

communicates to the people on the field when he is in Zanzibar and formalizes their needs, which he further 

addresses to Mette and to management level. There is no data about his communication between the visits to 

Zanzibar. Another part of communication with external stakeholders is meetings with other partners of SOS 

Children Village who are Siemens and Engineers without Borders and with SOS representatives. This meeting 

takes place once a month on a personal level, and there is a constant e-mail correspondence between the 

meetings: “Over there we meet with Engineers without Borders and Siemens, which is the part of project as 

well, […] Right now it is quite often, because Jacob is leaving soon. But usually we are meeting more or less 

once a month” (APPENDIX 8: Interview with SOLAR; p.109). 

 

Communication about the project with the customers happens via one-sided channel of website and via 

surveys, which are sent to the selected customers every quarter. By answering the survey the customer is not 

only donating 35 DKK for the project, but also is getting informed about it. For Solar the main role of these 

surveys is to engage customers into cooperation and make them aware of the social responsibility that Solar 

shows.  “We are still in the beginning of this project and we would like to involve our customers in this project 

somehow as well. […] So, it is a way to tell our customers that we have some social responsibilities” 

(APPENDIX 8: Interview with SOLAR; p.107). 

 

 Evaluation 
 

It was stated that core activities of cooperation are very close to the main business of the corporation, and it 

was not measured like a separate unit. In addition, it was underlined that there are no any tangible criteria for 

evaluation of SOS project’s success and these criteria are not something that the organization is interested to 

develop: “I do not think that we are going to measure much. This is the project that is close to the business we 

are doing. […] We are not going to measure whether we get more customers or similar, we just do a project 

that our customers can compare themselves to” (APPENDIX 8: Interview with SOLAR; p.111). 
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Thus, it can be concluded that one of the main criteria for success of the project is the opinion of the company’s 

customers about it. And this opinion is formed by the information provided by SOS Children’s Villages, which 

is further transformed by Solar’s project team and presented to customers in different ways.  

 

It can be assumed from the previous statements that the process of partnership itself is on the great value for 

Solar in order to engage customers and employees, as well as the initial shared goal is in the focus 

 

Regarding employees, the success of the project can be evaluated through their opinions which are inspired by 

this cooperation: “And the nice thing is that a lot of our employees from other countries have contacted me 

about the project and told how nice it is. That it is great that we do something. So it is great to feel, that they 

are interested in it” (APPENDIX 8: Interview with SOLAR; p.112). These opinions about the partnership can 

be evaluated as positive and hereby the project as successful enough for the project manager to conclude: 

“That is something we feel is a good project. It is close to what we do and hopefully it will give to our employees 

a good feeling, showing that we actually have social responsibilities” (APPENDIX 8: Interview with SOLAR; 

p.112). 

 

 Delta 
 

It is important to indicate that the interview with Delta was conducted by phone in September 2015 and was 

not recorded. Therefore there is no transcription of direct speech of the interviewee, but there were made notes 

right after the interview. The author of this study made the transcription of the interview within the next hour 

after the conversation, based on the notes (APPENDIX 9: Interview with DELTA). Thus the quotations of 

these notes are provided.  One person was interviewed: Mikkel Leth Olsen - Specialist, Engineer designer and 

Project Manager of a joint project with SOS Children Villages. Moreover, the analysis was underlined by 

several statements from company’s website and SOS Children’s Villages website (Delta, Om Delta, 2015; 

SOS Børnebyerne, 2015). 

 
 Strategic fit  

 

SOS Children’s Villages and Delta cooperate since 2010. The starting point of this cooperation was to use the 

company’s unique competences in order to contribute to the improvement of SOS children’s computer 

education in Cambodia: “The initial goal was to help children in Cambodia, […] it was made a decision to 

incorporate its knowledge within this partnership. The main focus lies on providing the beneficiaries with 

unique competences and skills […]” (APPENDIX 9: Interview with DELTA, p.113). 
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The distinctive feature of the cooperation is that the organization primarily contributes with its core 

competences and skills in order to reach the shared goal of the project. Whereby this goal is not defined in 

details and do not have explicit quantitative or qualitative measures, however the partners have defined the 

target group, scope and size of resources needed as well as outputs.   

 

 Project structure and implementation 
 

Due to the interviewee, there is one main project that is implemented by Delta in cooperation with SOS 

Children’s Villages. And that is improving the computer skills in Cambodian SOS Schools: “For this purpose 

Delta developed the world's first computer based educational material on Cambodian official language Khmer 

– the PC Driving License […]” (APPENDIX 9: Interview with DELTA, p.113). 

 

There can also be defined another blade of the partnership. Solar donates Christmas premiums for SOS School 

instead of giving them to employees: “During the last 5 years the company has skipped the traditional 

Christmas gifts to its employees in favor of SOS Children’s Villages in Cambodia” (APPENDIX 9: Interview 

with DELTA, p.113). 

 

There is no formal agreement between the partners. It is assumed that both sides know the goals and 

responsibilities, as well as the approximate terms. The important aspect of this partnership is that Delta’s 

employees communicate directly with Cambodian beneficiaries due to the special nature of the project. And 

SOS employees act as intermediaries. 

 

Moreover, the project is not formalized in any corporate documentation 

 

 Roles and responsibilities 
 

In the beginning of the partnership, the cooperation was related to the communication department and it was 

formed a project team which reported directly to the CEO about the status of the partnership. Then the situation 

changed due to a number of internal reasons - and the project was taken out from this department. The 

responsibility for the implementation felt on Mikkel who is a part of a technical department, and who was 

involved into the project since 2012: “Due to the fact that there was a reorganization and establishment of the 

new structure internally – the joint project was on a break for a certain time […]” (APPENDIX 9: Interview 

with DELTA, p.115). 

 

Except of Mikkel there is his chief, who is playing an administrative role. During the set up phase of PC 

Driving License, ten specialists from technical department were involved. Moreover, before starting the PC 
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driving License project, there was undertaken a trip to Cambodia: “In 2012 Mikkel and his colleague from 

Delta went for an exploratory visit to Cambodia to investigate the problem and educational needs on the field” 

(APPENDIX 9: Interview with DELTA, p.115). 

 

Though, it can be said that the permanent project team consists of one person, which is Mikkel Leth Olsen, 

and who is making day-to-day decisions regarding the project in cooperation with representatives from SOS 

Children´s Villages and Cambodian counterparts. Mikkel also has a very strong personal relationship with 

beneficiaries due to his trip. Other employees are involved when it is necessary.  

 

 Finance 
 

In the Project Structure area it was mentioned that there are two subprojects. Main project does not have a 

fixed budget according to Mikkel Leth Olsen. The money and other resources are provided on demand 

according to the running needs of the project. It is important to mention that Delta covers all the direct costs 

of the project: traveling costs and other costs needed during the initiation phase, for example when engineers 

went to Cambodia in order to find out the needs of schools. A number of school materials were bought on the 

company’s cost: “Besides that, engineers brought the number of material gifts: computers, pencils and pens 

for children. It was considered as a “polite guest” gift – and not as a main contribution from Delta” 

(APPENDIX 9: Interview with DELTA, p.114). 

 

Another aspect are the costs of employees’ involvement for administration and implementation of the project. 

It can be stated that administration costs are rather constant as Mikkel systematically spent his working hours 

on this partnership. Where by implementation costs are much higher as they involve more people, but they are 

not so frequent. According to the interview this time was not evaluated as well as there is no separation on 

administration and implementation: “It has not been done the calculation of how much did it cost for the 

company to partner with SOS Children’s Villages” (APPENDIX 9: Interview with DELTA, p.113). 

 

 Communication 
 

Since the partnership was initiated in 2015, the project has gone through a number of various stages which 

required different types and frequencies of communication, as well as the different stakeholders’ involvement.  

The initial stage of PC Driving License required that Delta employee’s visited the beneficiaries on the field: 

“The purpose of the visit was to apply Delta’s special competences to these needs. […] During the visit they 

get a number of appeals and suggestions from the local employees and from SOS employees, who was 

accompanying them” (APPENDIX 9: Interview with DELTA, p.113). 
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Further the quotations are given to provide the reader with an overview of different types of communications 

performed through the partnership: 

 

“When back home in 2012 there was held a number of internal meetings in Delta as well as 

with representatives of SOS Children’s Villages in order to find out the most appropriate 

solutions that Delta can provide to improve the education in Cambodian SOS Schools […] 

Eventually it was decided that DELTA in cooperation with DANISH IT and International 

Computer Driving License in Singapore will develop the world's first computer based 

educational material on Cambodian official language Khmer. […] Further the professionals in 

Delta spent one week to set up the PC Driving License. And that was a contribution of 

approximately 10-15 employees. This work was done in a pragmatic way, and not like a core 

activity of this period. Some of the employees did the work in their spare time”. 

(APPENDIX 9: Interview with DELTA, p.113). 

 

Thus it can be observed that there are internal and external communication on different stages of cooperation, 

but without a fixed interface or established rules. Through the interview, four phases of the project was traced: 

preparedness, development, field test and evaluation. During the first two phases the meetings and discussions 

were considerably more frequent than for the time of the interview, where the testing phase shifted into 

evaluation phase: “The communication between the parts is informal and primary via phone and “up and 

down on demand” (APPENDIX 9: Interview with DELTA, p.115). 

 

There is not much information about internal communication about the partnership. But during the initiation 

phase there has been a frequent communication about the project to the employees, both on internal network, 

through exhibitions, and presentations. That aspect was stated by Mikkel after reviewing the analysis part about 

Delta, conducted by the author, and he kindly asked to add this information. 

 

Moreover, easily accessible information in form of CSR page is absent on the company’s website. Therefore 

it can be concluded that creating the company’s conscious image through telling the stories about its social 

responsibilities is not primary for Delta. Nevertheless in Delta’s Annual Report (2013) there is a whole page 

that describes the cooperation with SOS Children’s Villages, where it referred with the title “Knowledge for 

growth”.  

 

 Evaluation 
 

Discussing the last area of the partnership, it is important to state, that through the interview the main accent 

was made on the evaluation of the project’s shared goal. As the testing period of PC Driving License lasted 
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one and a half year and October 2015 is the evaluation due date, it can be assumed that stakeholders, who took 

part in the development, are knowledgeable about the criteria according to which the project will be evaluated. 

Information about these criteria was not given in the interview. 

 

The value of the partnership for Delta was not discussed much and it was never evaluated according to Mikkel: 

“It is seen as a charity project within company’s social responsibility in order “to make something good” 

(APPENDIX 9: Interview with DELTA, p.115). 

  

There was only made one remark about the employees’ engagement and attraction which is following: 

“Internally employees can be attracted by a social conscious working place” (APPENDIX 9: Interview with 

DELTA, p.115).  

 

 Siemens 
 

The analysis is made based on the interview, which was conducted in September, 2015 (APPENDIX 10: 

Interview with SIEMENS). One person took part from Siemens side: Tina Maria Brogaard - CSR Project 

Coordinator. Moreover, the analysis was underlined by several statements from company’s website and SOS 

Children’s Villages website (Siemens, Om Siemens, 2015; SOS Børnebyerne, 2015). 

 

 Strategic fit 
 

The main aspect of the Strategic fit is partnership focus (Deloitte, 2015). The current cooperation between 

Siemens and SOS Children’s Villages can be identified as a sustainable approach to the solution of various 

social and environmental problems. Siemens is famous for this approach due to constant development of 

innovative products (Siemens, Om Siemens, 2015). And SOS Children’s Village’s positions its project in 

Zanzibar as sustainable and innovative as well (SOS Børnebyerne, 2015). Children will get better living 

conditions, and the whole technical implementation of the construction solution is supposed to be 

environmental friendly and autonomous, so the beneficiaries can maintain they own village. Therefore, the 

common goal for both organizations is to help children in Stone Town to live a better life through renovating 

their homes: “All that we do to our customers is on the edge with sustainability. Some of our projects have 

sustainability all over around, but some have only slight of it” (APPENDIX 10: Interview with SIEMENS; 

p.118). 

 

Moreover there is an internal goal for business organization which is expressed in the desire to present Siemens 

like conscious organization that cares about the world and its wellbeing on a large scale: “Let’s look a little bit 
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up – we do it to make a difference for people in the world. That makes sense to do something with a NGO and 

that is very good cooperation we have with them” (APPENDIX 10: Interview with SIEMENS; p.116). 

 

Another internal goal, which follows from the previous one is employees and customers engagement and 

attraction, with a focus on employees: […] Yes, mostly not customers, but employees. We want to send them 

a signal that we are a responsible company. […]  However, it would be fair to say that we do gain some 

respect for our brand by signaling to the market (and our customers) that we do donate money for charity” 

(APPENDIX 10: Interview with SIEMENS; p.116).  

 

In terms of initiating the partnership, SOS Children Village’s appealed to Siemens two years ago: “They 

contacted us, because one of their children villages needed some new equipment. And as we are a health care 

company as well – we could offer them a scanner” (APPENDIX 10: Interview with SIEMENS; p.117). Besides 

the scanner, Siemens donated money from the pool which was saved from not giving the Christmas presents 

to the customers: “For the first years we donated money to another NGO, but the last two years we decided to 

do it with SOS Children Village’s” (APPENDIX 10: Interview with SIEMENS; p.116). 

 

 Project structure and implementation 
 

Tina (CSR Project Coordinator) separates projects into three parts:  

 

The first project is the one which initially led to the partnership – the donation of a scanner and further support 

of it: “[…] yes that is what happened in 2013” (APPENDIX 10: Interview with SIEMENS; p.116).  

 

“And then we continued the good work last year by increasing the amount of money that we gave and we also 

kind of ‘adopted’ the children village in Zanzibar […] ” (APPENDIX 10: Interview with SIEMENS; p.116). 

”Siemens Driving Sustainability Project – Renovating Homes for Children in Zanzibar SOS Children’s 

Village”- the title of the next joint project performed by partnering organizations. The main idea is to make 

the village a well-functioning living place for SOS children, by supporting the renovation of the village: “We 

are donating a water pump on sun batteries. But that is a small amount. The rest of the money are for local 

workers to do the work of rebuilding. The main purpose is when everything is done – the village can work 

more efficiently from the environmental point of view” (APPENDIX 10: Interview with SIEMENS; p.116).  So 

the operational work on the field is performed by local workers and Engineers without Borders. Moreover, 

there is a personal involvement from a very engaged employee, who contributes to the project with his core 

competences and skills: “Our Siemens employee is going there, because he won the competition” (APPENDIX 

10: Interview with SIEMENS; p.119). 
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The third project concerns the Siemens involvement to the tragedy that happened in Nepal in 2015. This was 

a one-time project which was directed to relief the urgent needs of the affected people. That project is already 

finished: “[…] SOS came to us and asked to donate some money. Then we asked our employees to donate 

some money, and for every DKK they donated we would double the amount as a company. […]” (APPENDIX 

10: Interview with SIEMENS; p.119). 

 

The important aspect of this area is the formal agreement, signed by the parts and which has a significant effect 

on project implementation, where all the important stages and responsibilities are formalized. Tina (CSR 

Project Coordinator) emphasizes that the implementation plan in the agreement is not strict and can be adjusted, 

but the availability of such an agreement substantially raises the level of trust in cooperation towards SOS 

Children’s Villages: “[…] we have a plan for a year ahead so we know what to do. But the plan can of course 

be corrected on the road if something will comes up. […] they make the budget and show us what the money 

are used for (APPENDIX 10: Interview with SIEMENS; p.117). The last sentence shows that there are visibility 

and transparency, which are created by the presentation of the partnership’s content and processes in it.  

 

Another important statement is that not only the implementation process is formalized in the agreement, but 

the communicational one in the form of different videos and pictures from the field: “But videos and 

communication is something we supposed to do on a regular basis is in the plan” (APPENDIX 10: Interview 

with SIEMENS; p.118). 

 

 Roles and responsibilities 
 

Internally there are three people involved into the project: Tina (CSR Project Coordinator), her chief and 

technical employee. “I am the one doing the practical work. And my boss, John Finnich, he is the one that 

represents the company externally […]” (APPENDIX 10: Interview with SIEMENS; p.118). The next 

quotation is about technical specialist: “We made a competition in May, where SOS made questionnaire and 

one of our employee won this competition, because he made a very detailed and specific answer […]” 

(APPENDIX 10: Interview with SIEMENS; p.117). Moreover, the interviewee divides the project into 

administrative part and implementation part, where she emphasizes that Siemens is only responsible for 

administration, and this work does not consume a lot of time:  “We do not use a lot of time on this project. 

From our side it is me administrating the whole thing […]” (APPENDIX 10: Interview with SIEMENS; p.117).  

 



57 
 

Thus, from the perspective of the project manager from Siemens side, the roles and responsibilities are defined. 

There are three internal roles which includes two persons responsible for administration and one person – for 

installation. Externally SOS Children’s Village, Engineers without Borders and local people are considered to 

have the implementation responsibilities. 

  

 Finance 
 

There will be discussed two types of donations: direct material donations and working time of the employees 

that they spend for the administration and implementation of the project. Regarding material donations it is 

only financial flows that are identified and compose 250.000 DKK from the company’s budget and 96.000 

DKK from employee’s donations: “ […] Yes, there is this fixed budget that you just said. And that is what 

employees decided to give […]” (APPENDIX 10: Interview with SIEMENS, p.119).  In-kind donations were 

not evaluated in monetary terms, but this can be done as there are specifications of the products. 

 

Second blade of donations is the working hours of the employees. It can be concluded that cooperation with 

SOS Children’s Villages went under the jurisdiction of the CSR project coordinator, who has other sustainable 

projects to manage as well. Therefore, the time spent for the project is a part of Tina’s official responsibilities. 

Besides the CSR project coordinator does not spend much time on administration of the project: “Very 

different. Depends. It is not every week. It is not every month. It comes in picks when there is something to tell. 

It is hard to tell” (APPENDIX 10: Interview with SIEMENS, p.119). 

 

 Communication 
 

There is not enough information in the interview about internal communication in the project team. Therefore, 

it will not be given analysis of how day-to-day and strategic decisions are made. But there is internal 

communication to employees through the intranet, which is made to inform people with project’s status and 

feel-good stories, pictures and videos. This is made in order to make the working place more attractive and in 

order to report about the money that employees donate: “[…] I can put it [the video] to the intranet to show to 

employees. So they can see what has come out from their own contribution, […]  So that is a very good way to 

put it on the intranet that something happens with the money”  (APPENDIX 10: Interview with SIEMENS, 

p.118). 

 

As indicated in Project Structure, reports, videos and pictures from the field are the part of the contract and 

representatives of SOS Children’s Villages have to send them to Siemens on a regular basis. 
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Moreover in 2015 there was organized the sustainability week at Siemens, where different sustain projects 

were present. That was another way to inform employees, but in an interactive way, so people could 

communicate with partnering organizations about the projects and their ideas: “[…] we had a sustainability 

week and part of sustainability is also the things we do with SOS Children Village’s. So our employees could 

meet with representatives of SOS personally […]” (APPENDIX 10: Interview with SIEMENS, p.118).  

 

Externally, there is communication with SOS Children Village’s and Engineers without Borders, as well there 

is a connection between technical specialist from Siemens side and local people in Stone Town. 

Communication with the first two happens on demand and depends on the project needs, but at least ones a 

month: “Communication is not in the plan – it is occasionally. Whenever we have to talk” (APPENDIX 10: 

Interview with SIEMENS, p.121). Besides the communication is initiated by SOS Children’s Villages. 

 

 Evaluation 
 

There are evaluation criteria set by Siemens in the very beginning of the partnership. This is a requirmrnt to 

the SOS Children Village´s side to provide the organization with all possible reports about progress of the 

project, including written description, pictures and videos. These requirements are stated in the contract. Thus, 

Siemens uses the information, which evidences about the achievement of external goal, to reach its internal 

goals. Internal goal is engagement of employees which arises when the right image of organization is built: 

“We got reports back from the doctor, who is using the scanner. He says that it is now possible to save a lot 

of lives because women can be scanned and they feel comfortable with that. […] That is a good story […]” 

(APPENDIX 10: Interview with SIEMENS, p.121). 

 

Internal criteria for measurement of projects success are not set by the company in quantitative dimensions. 

The goal of the organization is to be successful in its core business and it has not been evaluated directly if the 

partnership with SOS Children’s Villages contributed to this success:  “If we get success - it could be because 

of this. Or it can be because of something else. Not necessary because of this partnership. I think that it is hard 

to measure directly - but you can say that the partnership will definitely strengthen our image regarding to 

CSR” (APPENDIX 10: Interview with SIEMENS, p.122). 

 

But the general statement is that the project is very good – and this is formed by the opinion of CSR Project 

Coordinator about her satisfaction from the partnership:  “[…] this partnership makes us able to be understood 

as a very good partner that is doing something good for the society. It is important for us to be known as a 

company which takes social responsible roles and give something back to the society. It fits perfectly well with 

our expectations.” (Interview Siemens, p.121; Tina Maria Brogaard). 
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Besides, there is one more issue related to cooperation with SOS Children’s Villages and which helps Siemens 

to build the image of conscious company. This is nomination for the CSR Partnership Award 2015: “[…] we 

are nominated for the CSR award – “The most sustainable project of the year”. In Vejle, seventh of October 

2015” (Interview Siemens, p.122; Tina Maria Brogaard). And they actually won it (together with Solar and 

Engineers without Borders), which was further said by Tina in a private conversation. The Award is given for 

a partnership between a private company and a NGO, association or similar, offering special social 

responsibility efforts.  

 

 Summary table of analysis by key areas 
 

In order to summarize the analysis and to provide the reader with brief impression of four business companies 

it is conducted a summery table (APPENDIX 2: Overview of four business organizations according to the 

main areas of partnership and their characteristics).  
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 DISCUSSION 
 

In this section the results of the analysis will be discussed and reflections will be given according to the 

information analyzed in the academic literature, which the thesis is based upon. In the beginning, the first two 

section of analysis, regarding partnership types, will be discussed (Neergaard et al., 2009; Deloitte, 2015). 

Afterwards the main analysis of partnerships according to key areas of partnership will be discussed (Deloitte, 

2015). 

 

Following (5.1) it is clear that the more business organizations invest financially to the partnership, the more 

valuable it is to the NGO, which confronts the statement that transformational partnership bring the biggest 

value into cooperation (Austin, 2000). From the other side of the table (APPENDIX 6: Interview with SOS 

Children’s Villages) these partnerships are perceived as successful. Partnerships with Xellia, Solar and 

Siemens are defined as Main Partners (SOS Børnebyerne, Bliv Hovedpartner, 2015), and there was a lot of 

evidence for the statement of success in the interview with Rune Sandholt (Partnership Director, SOS 

Children´s Villages). The fourth partner Delta, who is defined as Social partner (SOS Børnebyerne, Bliv 

Samfundspartner, 2015), has a slightly different type of cooperation than the three above stated ones, and in a 

smaller scale. But partnership with Delta has strong aspects of clear transformational cooperation with 

symbiotic value creation (Deloitte, 2015; Neergaard et al., 2009), which does not make it as interesting for 

SOS Children’s Villages as the three other partnerships (APPENDIX 6: Interview with SOS Children’s 

Villages). This attitude might be explained by the amount of resources involved. The lack of sufficient interest 

from the NGO side is reflected in reduction of communication. Thus, SOS Children’s Villages might miss an 

opportunity of more successful cooperation due to the little time involved from the NGO side. 

 

Following the second part of analysis (5.2) none of the case partnerships can be fully referred to any of a 

specific partnership type. This reflects the statement “[…] typologies are not static; collaboration between 

partners can take place on several stages simultaneously” (Neergaard et al., 2009:3). Each cooperation was 

divided into subprojects, and they were accrued to be of different nature (Neergaard et al., 2009) and of 

different involvement (Deloitte, 2015). But, as long as there was transformational subprojects (independent 

and symbiotic value), the theoretical framework could have been implied (Deloitte, 2015). 

 

As a summary of discussion about partnership types, the following table enables to present the analyzed 

partnerships according to specific characteristic (Deloitte 2015).  
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Table 1 - Main characteristics of case partnerships  

CHARACTERISTICS XELLIA SOLAR DELTA SIEMENS 

TYPE OF PRIMARY RESOURCES  Money Money & 
Competences 

Competences 
& Money 

Money & 
Competences 

AMOUNT OF RESOURCES  Defining Significant Small Significant 

MAGNITUDE OF RESOURCES  Small Significant Small Significant 

STRATEGIC VALUE  Defining Defining Low Significant 

LEVEL OF ORGANIZATIONAL PARTICIPATION Low High High High 

MANAGERIAL INVOLVEMENT Executive Department Department Department 

ORGANIZATIONAL INTERACTION Moderate Intensive Moderate Intensive 

MANAGERIAL COMPLEXITY Simple Complex Complex Complex 

SCOPE OF ACTIVITIES Narrow Broad Broad Broad 

 

Moreover, there is an important aspect that differ the current analysis from selected theory and its statements 

– the more the partnership is detailed and broken down into components, the clearer is their typology and the 

easier it is to define the specifics of their key areas. This may affect that drivers of successful partnership might 

differ within one partnership, and this supposition is not clear for the parties’ involved. 

 

The main goal of the third part of the analysis (5.3), and an overall goal of the thesis, is to explore the drivers 

behind the successful partnerships between NGOs and business organizations. Drivers could be understood as 

certain conditions and rules of cooperation that enables their process, so the stakeholders will get their expected 

values and thus consider the partnership successful. In the case of public-private partnership, stakeholders 

evaluate success. If all of them are satisfied, then the partnership might be considered successful, and in the 

current study it was assumed that case partnerships are successful based on the personal opinions of the sides 

(businesses organizations and NGO). An opinion of another important stakeholder (beneficiary) was not 

reviewed in the current study, as it is difficult to get primary data due to the remote of the source. Nevertheless, 

it can be seen from the secondary data, that there are significant outputs of these partnerships for beneficiaries. 

Moreover, there was no research made if these outputs provide a significant impact. The opinion about the 

impact in the current research is formed through reports provided by the NGO and personal opinions of NGO’s 

employees.   

 

Additionally the conducted field study shows that the value of participating is not directly measurable for 

business companies, neither any defined evaluation criteria exists. But the value can be found in an overall 
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strategic perspective related to the needs of the companies to do “good” and strengthen its image internally 

and externally. That is reflected in the statement by Vergauwen (2015): “if managers want to fully exploit the 

potential of business partnerships, they will have to consider intangible performance in terms of human, 

customer, and structural capital”. 

Furthermore, it makes it very hard to make any strict conclusion in the sense that even though those criteria 

are present, none of the representatives from the participating companies (Xellia, Solar, Delta, and Siemens) 

is clear with these criteria. 

 

Initially it seemed difficult to answer this thesis research question of exploring the drivers when seen from the 

business-organizations viewpoint, since none of the companies internally communicates a tangible value from 

the partnership. On the other hand, there are relatively measurable intangible results in terms of employee 

satisfaction, customer attraction and general reputation building, which makes the companies able to continue 

and extend their cooperation with SOS Children’s Villages.  

 

The main reflections from the third part of the analysis are presented in the table below, which represents the 

optimized table from summary of analysis of case companies by key areas of partnership (APPENDIX 2: 

Overview of four business organizations according to the main areas of partnership and their characteristics). 

But without actual data. 
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Table 2 – Reflections about partnership drivers  

 

AREA OF PARTNERSHIP AND DRIVING  CONDITIONS 

STRATEGIC FIT 

Shared goal with NGO  

Internal goals by business organization 

Value for a company from NGO side  

Resources provided by the company  

Terms of partnership  

Partners images 

PROJECT STRUCTURE & IMPLEMENTATION 

Partnership should be divided into subprojects if they differ in nature 

Inputs, outputs and outcomes of subprojects 

Area of the project  

Partnership should be part of a certain business unit which is related to the core business 

Formal documentation need to be conducted 

ROLES AND RESPONSIBILITIES 

Project team (might differentiate Implementation and Administration) 

Project manager  

Personal relationships with NGO representatives should be in a preference 

FINANCE 

Administration and Implementation costs might be evaluated to compare with actual donations 

The budget should be fixed with a possibility to extend 

IMPLEMENTATION 

The dynamics of the cooperation should be established in project structure  

COMMUNICATION 

Person responsible for communication should be distinct in a project group 

Three blades of Internal communication: In project group, to employees, to customers 

Three blades of External communication: with SOS, with project partners, with beneficiaries 

EVALUATION 

Shared goal evaluation should be established (criteria and terms) 

Internal goals evaluation should be established (criteria and terms) 
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 CONCLUSION 
 

In this chapter the concluding remarks (7.1), main findings (7.2) and propositions for further research (7.3) 

are provided, based on the analysis presented (5) and discussion (6). 

 

  Concluding remarks 
 

An important aspect of this study is that the theoretical framework “Seven key areas of partnership” fits to the 

description of strategic partnerships, which are not only transformational, but transactional. During the analysis 

it appeared, that there are some transactional subprojects, and it could be argued, that some of them has a much 

higher value for the NGO then transformational ones. The partnership with Delta is almost a textbook example 

of transformational partnership, due to the direct involvement of Delta’s employees and their core competences 

to the final product, but it is not in such a value for NGO like the transactional sub-project with Xellia. This 

can be explained by the amount of donations received from Xellia. Another two transformational partnerships 

with Solar and Siemens are similar to Delta’s partnership, but they involve bigger amount of donations, and 

have more value for the NGO. 

 

Moreover, it can be determined, that none of the stated partnerships can be considered as one specific 

partnership type – no by Neergaard et al. (2009) neither by Deloitte (2015). But after deep investigation of 

these joint projects it can be concluded, that each partnership can be devided into sub-partnerships and they in 

turn can be refered to a specific type, which might underline the statement that no partnerships fully belong to 

a certain type (Neergaard et al., 2009).  

 

But no matter how you put the partnership between NGOs and business – it is important to ensure that both 

parties get the most optimal value from the corporation by correct use of the instruments, which are called 

drivers.  

 

 Main findings 
 

Answering the research question: “How the drivers of successful public-private partnership identified in the 

literature are managed and applied in the case of SOS Children’s Villages and four partnering 

organizations: Xellia, Solar, Delta and Siemens?” – It can be stated that the current study gave an insight 

into the instrumental aspects of cross-sectoral partnership. Right use of these instruments could provide a more 

successful partnership if implemented. The Seven areas of cross-sectoral partnerships were investigated based 
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on five case studies: one NGO (SOS Children’s Villages) and four partnering business companies (Xellia, 

Solar, Delta, Siemens).  

 

Combining the framework of the key areas of partnership (4.1.2) with the results of in-depth interviews it 

becomes evident that mutual and individual value in all key areas can be generated, when the specific rules 

and instruments are used, which are referred to as drivers in the research questions. 

 

It is important to say that for different companies, different drivers define productive partnership. Also different 

aspects motivate organizations to initiate the partnership as well as continue the cooperation. For Xellia the 

aspects of strategic fit and communication are important as well as personal relationship with SOS Children’s 

Villages are defining. Siemens relies a lot on project structure and strategic fit, leaving behind communication 

and personal relationships. Cooperation with Solar is driven by aspects of project structure, communication 

and strategic fit, whereby Delta is interested in evaluation, and personal relationships with beneficiaries are 

critical. 

 

Further these drivers are presented as they occur in the theoretical framework of the key areas: 

 

Strategic fit (4.1.2.1): All sides have a clear understanding of common and internal goals. They do not have 

other expectations than the ones which were established in the initial stages of the partnerships. For example, 

there is evidence that Xellia and SOS Children’s Villages has a common understanding about external goals. 

Moreover Rune Sandholt (Partnership Director, SOS Children´s Villages) expresses the clear knowledge about 

the internal value for all service companies, which he is striving to reach by attracting the business companies 

for cooperation within their core businesses. The paramount aspect of each partnership is that aid is targeted 

and the business companies know where donations go and get stories about the actual use and implementation 

in return. 

Project Structure (4.1.2.2): There is a tendency in this research that implies, that the better structured the 

project is from the business company side, the more value both the business company and NGO receive from 

it. Thus, Rune Sandholt (Partnership Director, SOS Children´s Villages) refers often in his interview to Solar 

and Xellia, and these two companies are very clear about their involvement and project structure, that is not 

the case with Siemens and Delta. Moreover, there are similar perceptions about the communicational interface, 

implementation plan and managerial involvement, which are described in details by respondents from Xellia 

and Solar. 

Roles and Responsibilities (4.1.2.3): Similar to the Project Structure area, the same could be said about roles 

and responsibilities in the organization – the more value is received from both the business organization and 

SOS Children’s Villages side. Both Xellia and Solar have a strong concept about who is responsible and for 
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what in the joint project with the NGO. In example with Xellia, these roles are embedded to the program units, 

where by Solar is on its way to do the similar, but in a more strategic and transformational way. Both business 

companies have a clear idea about the subordination in the joint project, and description of the employees’ 

responsibilities for day-to-day and strategic decisions both on the administrative and implementing levels. At 

Delta the project manager has changed several times due to the reorganization of the company’s structure, 

which created confusion is decision making and probably became a brake for further active collaboration.  

Finance (4.1.2.4): There is evidence from three case studies of Xellia, Siemens and Solar, that the existence 

of a fixed budget creates the understanding, that additional expenses will be needed. Moreover companies can 

better identify and plan additional expenses that may occur. All four companies spent a considerable amount 

of time on administrating the partnership, but none of them counts the working hours used for SOS Children´s 

Villages projects, which points out that management may consider these hours, like a part of work in a program 

unit. 

Another important point is that only Siemens is very open about the donations provided; the other three case 

companies are not as willing to promote the corporation this way; or totally refuses to give the amount donated 

like in the case with Solar. This might imply that promotion of the partnership is one of the main values for 

Siemens. 

Communication (4.1.2.6): Throughout the study there was defined two sides of communication: internal and 

external. All companies have employees responsible for the joint project, but in the case of Delta there is no 

evidence that there is a mandate for this. Xellia, Solar and Siemens have a very fundamental approach to 

internal communication towards employees due to their intranet. Moreover Xellia and Solar have internal 

project groups regarding administration and implementation. The framework for external communication is 

divided into two parts as well: communication with other stakeholders of the projects and communication with 

companies’ external partners and customers - in order to promote the sustainable image. Communication with 

stakeholders is defined clearly in cases with Soar, Xellia and Siemens. Delta has a less formalized relationships 

with SOS Children’s Villages and beneficiaries. The informational exchange with partners and customers 

happens through website, printed materials, conferences and e-mails; and in the case with Solar – through 

surveys. The only company which does not have a clear website communication about its cooperation is Delta, 

but there is information in the company’s year report (Delta, Annual Report, 2013). 

Monitoring and Evaluation (4.1.2.7): All four organizations evaluate the external success of partnership 

through the forward information provided by SOS Children´s Villages. There are no clear criteria for 

evaluation except of the strictly speaking projects goals and accompanying conditions, which have to be 

reached and created. Thus when NGO reports when a certain condition is already created – the organization 

consider that project goes well, whereby criteria for evaluation are dynamic. Selected employees from the 
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companies, except from Xellia, are partly involved into implementation and evaluation process on the field, 

therefore this evaluation can be considered more valid.  

Aspect of internal goals evaluation is also vague, and the exact criteria for this kind of evaluation were not set 

in the beginning of the partnership. The respondents base their statements about the value from the partnership 

on the opinions of other employees, customers and partners. 

 

 Further research 

 

In this study there were not analyzed the values from cooperation for business partners, which are stated on 

the NGO’s website. Neither were they compared with those values, which respondents from business 

organizations perceive from the partnerships. Therefore, the possible direction of the future research can 

include the investigation of these values and how they are perceived and aligned by collaborating parts. 

 

Moreover, due to the limitation of the study, there was only one person responding to the questions in the 

interview. It will be sufficient to conduct the interviews and surveys where all the participants are involved 

into the partnership in each company are answering the same questions. The current study could have become 

a pilot-project in order to confirm the validity of questions asked, and thus, further interviews can be conducted 

in order to get the full overview of the projects and how the perceptions of people involved differ.  

 

Following the previous suggestion, quantitative analysis can be made by analyzing the primary data gathered 

through the surveys. Thus the sample can be significantly increased from one case NGO and four business 

companies to a much bigger amount of respondents. This way the reliability of findings can be increased. 

 

It is a very significant limitation of this study, that interviews took place in different stages of partnerships, 

performed jointly by case business companies and SOS children´s Villages. Two of the companies are in their 

implementation stage, one in the initiation stage and one in the process of evaluation. This became evident 

only after the interviews were conducted and therefore the stages of the partnerships cannot be compared 

within these organizations. The analysis of the partnership according to the drivers on the same stage of 

partnership might be conducted, so the results will be more valid and reliable. Or it can be a longitudinal study 

of the same companies throughout the stages of the partnership: initiation, implementation, and evaluation. As 

each partnership was divided into several subprojects, it would be reasonable to conduct the research regarding 

each subproject and compare results. 
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Regarding the partnership types it might be sufficient to investigate the partnerships, where simple financial 

transactions are happening towards NGOs, but inside of the organization the complicated structure is built and 

a lot of people are involved in order to generate funding. Thus, it might occur that partnerships ones considered 

transactional and philanthropic are not like this, due to the other characteristics, as organizational and 

managerial involvement. 

 

It is claimed in the first finding about strategic fit (7.2), that the main condition for entering the partnership is 

targeted support to beneficiaries. The reason for this might be a small size of sample, which consists from four 

companies only, and where it was known beforehand about the issue. Nevertheless, it will be relevant to 

conduct the research and to interview more business companies about the question of targeted support. Some 

companies might consider it a reason to be more involved into joint projects and to increase the amount of 

donations. 

 

This paper might also be a starting point for further empirical analysis investigating the correlation between 

the drivers and the performance of the partnership. So concluding, this thesis is of relevance for further research 

in the area of partnerships in general and partnerships between NGOs and business organizations specifically. 
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