CORPORATE CORPORATE

PHILANTHROPY 1.0 PHILANTHROPY 2.0

SHOULD: MUST:
CHARITABLE CONTRIBUTIONS STRATEGIC INVESTMENTS
HALO EFFECT CONSUMER DEMAND
CAUSE MARKETING MARKETING
COMMUNITY RELATIONS CONSCIOUS CONSUMERS
EMPLOYEE RELATIONS RECRUITMENT AND RETENTION
GIVING BACK STRATEGIC PARTNERSHIPS
DO NO HARM SOLVE SOCIAL PROBLEMS
VOLUNTEERISM PROFESSIONAL DEVELOPMENT
SHORT TERM LONG TERM
SOCIAL RESPONSIBILITY RESPONSIBLE BUSINESS

PET PROJECTS CORE BUSINESS INVESTMENTS




A MIORE EVEN
PLAYING FIELD



ATHLETE ATHLETE
1.0: 2.0:

ATHLETES ATHLETES
WITH WITH
AGENTS AGENCY



SPORTS PHILANTHROPY'S
RADIATING IMPACT

NGOs Individuals
and
Communities
in Need

Corporate
Supporters

Event
Conveners

Individual
Athletes

or Team




FEATURES OF

EXTREME SOCIAL IMPACT






