
Corporate 
Philanthropy 1.0

SHOULD: 

Charitable contributions 

Halo Effect

Cause Marketing 

Community Relations

Employee Relations

Giving Back

Do No Harm

Volunteerism

Short Term 

Social Responsibility

Pet Projects

Corporate 
Philanthropy 2.0

MUST:

Strategic Investments

Consumer demand

Marketing

Conscious Consumers

Recruitment and Retention

Strategic partnerships

Solve social problems

Professional Development

Long term

Responsible business

Core Business Investments



NGOs & CORPORATIONS

A More Even 
Playing Field	



Athlete 
1.0:  

Athletes 
with 
Agents

Athlete 
2.0:  

Athletes 
with 

Agency
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Event
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and 

Communities 
in Need

sports philanthropy’s 
Radiating impact

Individual 
Athletes 
or Team



Features of 
Extreme Social Impact  

1. Even Playing Field

2. Athletes have Agency

3. Social Impact Radiates Beyond




