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Addressing today’s pressing societal challenges, ranging from climate change to inequality, 
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Although the first hybrids appeared in the 19th century, they’ve only become more common in 

<hybrid organi ation= in titles and abstracts have increased more than fifteenfold over roughly 



This continuum can be understood through Santos’ (2012) distinction between

Germany’s hybrid sector has grown into a diverse ecosystem active mainly in health, education, 

determine an enterprise’s business model s



SEND’s network is not limited to registered <social businesses= but includes organi



In SEND’s framework, a venture must first have a clear

’ 

Overall, Germany’s ecosystem for hybrids is developing, even if formal structures 
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HO’s

HO’s



Danone’s expertise with Grameen’s local reach and 



reflects a company’s commitment to contribute positively to society beyond profits, and today’s 

3 3

HO’s



(drawing on founders’ personal 



collaboration can advance the company’s goals, motivating the business to commit.

(conceding to the partner’s logic when necessary, while still pursuing higher

partnership’s impact 



partners’ goals and values are aligned, 

<lowers the level of conflict between partners, facilitates communication and promotes trust= 



(especially if it’s a large company) holds more financial resources and bargaining power than 

large firms are <destined for resource dependence,= which can paradoxically turn the 

’s

’s integrity and its trust with beneficiaries or donors

’

3 for example, SAP’s social sabbatical and corporate volunteering programs offers pro 



It’s 

evolving beyond traditional philanthropy into more integrated <shared value= arrangements. 

, ultimately strengthening the country’s 
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successful. Prospective interviewees were identified using the keywords <CSR Manager,= 

<Partnership Manager,= <Impact Business,= <Social Enterprise,= and <Impact Partnerships,= 

’

partnership managers with at least three years’ experience in their current role. Before sending 

a LinkedIn connection request, the author reviewed each company’s website to confirm the 

3

older views is essential, since organisations’ strategies 



following the EU Commission’s SME thresholds (EU Commission, 

3 3999), and corporate (≥ 1 000).

Participant’s 



themes as simply <emerging= from the data

openness to participants’ perspectives with attention to existing research



on participants’ perspectives without imposing pre

links to be made between participants’ perspectives and existing research.

to make the themes 

clear for the reader. An overview of the final set of themes, subthemes, and codes is presented 

in Table 2.





participants’ perspectives. 



<In 9 out of 10 cases, we reach out. We do acquisition, research, and networking. 

from our outreach.= 

’

<You

sounding desperate.=

<You need both general impact startup networks, where you can access funding, pro 

engagement.=

<when few 

people know what you do, personal connections and word of mouth are vital,=

that trusted recommendations had been their < = for over a decade. 

<simply moderate expectations and co design solutions=

<Most of our partners didn9t apply to us: we were defining our new CSR strategy and 

via LinkedIn, we9ll consider partnering if they meet our standards, but many get 



excluded because they duplicate existing activities or don9t match our expectations.= 

credibility and perceived fit with the company’s goals are 

particularly important in convincing the FP of the partnership’s value

<For companies to partner with you, you need to be credible
your impact, concrete KPIs and a clear mission.=

<Instead of saying 8please give us money,9 approach companies with a problem 
that9s their DNA so speak their language.= 

<Growth is always the goal, but there9s no single pattern…

.=



<I would not say I recognise a

partnerships are stable throughout the years.=

< a 8minimum viable product.9 Both sides learn 

year cooperation.=

<Without partners, we don9t have enough money to generate consistent =.



<capacity building, innovation, and reach=

<They9re really important, not just because of the money, but also because of the strong 
brands, the knowledge, structure, and networks they bring.=

logistical and economic sense.=

<
tech companies can help with data management.=

<We provide logistical support; partners have access to a platform where they can 

.=

people, companies, or other social organisations, and sometimes <

politicians=

HOs’ contributions 

<capacity 

building, innovation, and reach that we wouldn9t achieve alone=

HOs < =.

<detailed reporting systems and measurable outcomes.=

confirmed: <Every promise must be trackable with clear evidence= (FP4), and HOs are 



<We document and prove how their money turns into measurable outcomes, and we 

.=

<Through partnerships, visibility and new clients.= 

<Our impact partnerships had great traction both internally
impact created hasn9t gone unnoticed, and we got to present our 

at very big events. This certainly creates a positive connection to our company= (FP4)

<All our partners were able to develop and increase their impacts with our support; 

branch= (FP4)



< government9s budget for water delivery 
project9s success. 

=



<In our initial calls, we shared our expectations and goals. The partner would 

deliverables. We9d review and refine that internally until we reached mutual 
agreement.= (FP

<We work in Asia and hire local staff to achieve impact. So, we seek multi
partnerships to guarantee job security and sustain operations. (SE3)=

<We always prefer long

it9s cost

everyone.= (FP4)

<

=

<Employee engagement 
because we can all get something out of it.= (FP1)

<the long

employees=



<Based on the budget, we propose core activities plus optional modules such as 

.= (SE3)

tailoring projects to fit the partner’s strategic 

<I tailor the 

design, which makes the partnership stronger.=

<Being transparent is everything. Address problems early, ask for solutions, and 
involve partners in finding them.= (FP2)

As SE3 noted, <

,= since many companies lack expertise in specific sectors. This educational 

<We do education work with partners, ensuring communication respects the people we 

and it becomes a true partnership.= 



< =, as it is not only the 

<Trust is important: as they get to know us, it becomes easier to secure larger 
. <(NP3)

<people give to people.= 

<Build relationships, invest in them, and do good key account management because 
you never know when a partnership might end.= (NP1)

<Act with confidence and don9t give away your services for free but instead ensure 
the work you do and the value you provide is properly compensated.= (FP1)

<If a company has more than 10% in such industries, we don9t partner



Compact, and any issues they9ve had. If there9s a potential risk (…) 
their motivation, whether they9re serious or just greenwashing.= (NP3)

<off

social work is complex and socially driven=. 

<A major challenge is patience around impact measurement. Businesses often operate 

materialize.= (SE1)

<Our work is in fragile countries. Weather, elections, pandemics, or natural disasters 

our control.= (NP3)

<If we are honest, impact is impossible to measure. We can 
term impact cannot be quantified.=



<After entering a long
didn9t happen… and this 

was hard to understand for us, but corporations have their priorities that we can9t 
always grasp.= (SE3)

<Strategic changes at the corporate level can end partnerships even when the working 

priorities shift.= (NP1)

<We9ve learned to try to clarify expectations early but it9s hard, because we need the
r.= (NP2)

<monetary contributions were small 

and came with less power imbalance=

<

protect our beneficiaries, so finding the middle ground takes time=



<Legal issues were 

protection clauses= (FP1)

<What grounds us is the shared goal: delivering impact to the beneficiaries.= (NP4)



as distinct <stages,= but rather as overlapping and iterative processes.

’s



echoing Alinaghian and Razmdoost’s (2021) persuasion stage, which argues that hybrids must 

<business language= rather than a simple request for funding. In the interviews, HOs 

concrete KPIs, while aligning proposals with corporate CSR objectives or the business’ 

scale < = that allowed both sides 



was a recurring theme, as NP4 noted: <

=. Some 

versed in KPIs and < =

Larger corporations with a large partner portfolio tended to define the type and level of support 

at the level of transferred 

(2012a; 2012b). By contrast, companies with fewer, more selective partnerships were more 

strategic commitment to < = (FP4). 

Overall, the findings confirm much of Alinaghian and Razmdoost’s (2021) 



and where impact reporting and <speaking the business 

language= were seen as indispensable.

<just being seen next to a big company opened new doors for us.=

transform FPs’ resources into tangible outcomes. 

<drivers of project design and implementation=



longevity. FP3 even defined employee engagement as < .=

creation deepened and both partners aligned strategically. This supports Islam’s (2021) 

3



corporate expertise and interests. As NP4 noted, tailoring projects to a partner’s focus <

.= However, co

The research echoed Austin and Seitanidi’s (2012b) argument that 

the importance of transparency and < =. An interesting insight from 

partners about < =

that maintaining personal rapport was essential, with NP2 stressing that < =

Several participants argued that hybrids must < = and avoid underselling 

themselves (FP1). As one HO stated, <we don9t accept funding at any cost= (SE2). Even though 

<

=

’



corporate participant as < =, which elevates its importance beyond 

, knowing one’s value, setting boundaries, and rejecting unsuitable 
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participants beyond the researcher’s reach.
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very much for taking the time to speak with me today. I’m currently working on a 

This interview should take around 30 minutes. I’ll ask you a series of questions about your 

company’s partnerships with hybrid businesses/for profit companies. If your company has been 

If anything is unclear or you need me to rephrase a question, just let me know, I’ll be happy to 

clarify. There are no right or wrong answers, I’m just interested in your company’s perspective 

find each other…)
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