
 

 

1 

© www.bureau-wortel.com 

 

 HOW TO WORK ON PRIVATE ENGAGEMENT FOR CSO INITIATIVES? 

 
In the current funding through the Dutch Ministries the focus has been on getting the private sector 
more involved. This can be through the Strategic partnerships, through IRBC agreements and focus 
on company due diligence demands through OECD guidelines. I have conducted research on the 
cooperation between CSOs and companies, the effective engagements and the hurdles present that 
stand in the way of smooth collaboration. 
First the perspective of ministries and CSOs on cooperation are analyzed, with some important 
lessons learned from the collaborations so far, second the companies are given a voice. The needs 
and strategies of both parties are evaluated and in the concluding remarks some last tips and tricks 
are shared. 
This paper gives important learnings on company focus for engagement, but also on CSO shift in 
policy and strategy. For partnerships to be effective in their lobby and private engagement, they 
need insight in the needs and perceptions of companies.  
Special attention will be given to the gender approach for engagement, as the Netherlands is lagging 
behind on comparison to other European countries on gender equality, why and how this can be 
improved. 
 
IRBC agreements and gender inclusion 

The IRBC Agreements are a good way to get to know companies and other actors, to build a 
relationship for engagement. The way the companies are approached is important, as CSOs you can 
be critically constructive; making sure that when you point out problems, you also provide a solution.  
Each company is different, and that goes for their representatives as well, therefore your lobby 
strategy will differ each time. Like in real life people tend to cooperate with people they like or feel 
comfortable with, this subjective aspect also influences lobby engagement. Be keen on these aspects, 
and keep the goal in mind, even if this means putting another person on the task. Find the person 
with the right expertise to fulfill the needs of the company. A generalist can make the first 
connection, but a specialist is needed to work with the company on the details. You only get one 
attempt to present yourself in order to get the company on board. Trust is a key element that will 
make or break your lobby attempts. 
In the IRBC Agreement the parties are sometimes waiting too long for each other’s engagement. 
CSOs as part of  the Agreement come up with general approaches and long term improvements, 
which are not practical enough for the companies. If a CSO has a plan or sees an opportunity, they 
should act right away, come up with the numbers and not keep the company waiting. This is a 
proactive, quick, short term business, in which you have to grab each opportunity. While showing 
companies the business case, questions need to be considered like: what does it mean for them, 
what is in it for them, and what is the benefit of doing it with you?  
The solutions are sometimes easy and practical; for instance, providing daycare and other means for 
single parents. Unfortunately, the practical approach is not always the focus within the IRBC 
agreement. 
If you want your topic to be a priority, you have to take part in the discussion. Some CSOs that are 
stakeholders claiming to represent women and children’s rights, but that is not enough to get the full 
cooperation of the parties. The discussion and the fact that the topic of child labour and GBV is 
mentioned more often is something companies do not want to be associated with in general, the 
discussions on some sensitive issues can be harder for CSOs. That’s why it is harder to get these 
topics covered in the Agreements, and having practical step-by-step improvements even more. 
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The gender approach is still too underexposed in the Agreements, Since due diligence follows the 
choices of the companies and companies do not give gender priority, there is little that can be done. 
This is also caused by the diffuse nature of gender to companies, they find it hard to grasp the results 
and impact of gender. If CSOs could offer a clear incentive (that fits company strategies) to work on 
gender, like a practical project through the IRBC Agreement, companies are more prone to engage. 
There needs to be transparency and trust between the CSOs, since in other situations they are each 
other’s competitors. This will also take some time, as CSO you need to build a trust relation with 
companies and also with the other CSOs.  
 
Lessons learned: 
Each company and each person representing them is different, therefore your lobby strategy will 
differ each time;  
Make clear agreements on communication and other rules of engagement, this facilitates mutual 
trust and transparent cooperation; 
Start working on small projects and ideas to build a relationship and to get to know each other. 
 
GENDER empowerment Projects examples 

Some good initiatives to empower women in the garment supply chain are the PACE program by GAP 
(foundation) and the Better Work/BSR (Business for Social Responsibility) HER projects. At this 
moment both GAP and Better Work are working with BSR to integrate these projects. Better work 
has researched and collected extensive data on the garment supply chain. Before their analysis, they 
never guessed the incidence numbers on GBV would be so high. The issue of GBV needs the 
attention and focus of companies. High GBV rates result in higher company costs due to high 
personnel turnover, recruitment costs, low worker satisfaction and high sick rates. GBV and gender 
needs to be embedded in the policy strategies of companies, in order to achieve this it needs to be 
on the company radar first. 
 
Mutual activities in training and capacity building could be part of this and for the lobby CSOs should 
also focus on companies outside of the Netherlands, since the Dutch brands only represent a small 
portion of the garment sector and international embeddedness is a big plus for these type of 
initiatives.  
Companies do not always realize the impact they can have on the political agenda and often want to 
keep out of political debates and lobby. But the power companies have on governments is enormous 
and therefor collaborating on a political lobby or policy change for young girls or GBV could be a 
powerful tool.  
 
Lessons learned: 
CSOs should be proactive in their offers to companies, show their unique selling points in a practical 
matter, and avoid “preaching to the choir”.  
Your offer should be concrete and it should show that you did some research on the companies; 
knowing their problems and how you can solve them. 
Your offer should tell what you will contribute, but should also define the role of the companies and 
what you expect from them. 
Undertake research on the presence of a civil society discussion in the production countries on girls’ 
empowerment and inclusion of young women.  
Offer a custom made project for female empowerment and inclusion for companies, stating the 
benefits for the company; like increased buy in for local companies, stable workforce, better health 
and safety.  
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Difficulties in engagement on social conditions 

One of the difficulties relating to  engaging companies that have certificates. These certificates have a 
high fulfillment on social aspects. Therefore companies might think they are complying, but the 
retailer is responsible for the actual fulfillment, and even in short supply chains this poses problems. 
Certifications often work with yearly audits that are announced, so for a producer this is easy to 
manipulate. Creating this awareness is tough when it comes to retailers. Also efforts to improve 
social conditions by retailers are minimal, certification sometimes gets in the way of the necessary 
dialogue. 
Secondly, from the perspective of the producer, there are always other priorities instead of investing 
in better social conditions. The return on investment of environmental impacts are more clear and 
measurable, therefore making a case for these investments is easier. 
Companies which show their engagement will get positive exposure from CSOs. Some are lagging 
behind, in which case pressure and convincing may motivate them to cooperate. If they do not 
respond, you could eventually confront them with the human rights violations in their supply chain 
through a campaign. Often the power and money is in the hands of the retailers; they have big 
profits and are not willing to budge. For instance, the price of a commodity has not gone up for the 
last 5 years, not raising the price goes at the expense of the social aspects.  
You need a fair price and a true price setting, calculating all incurred costs and indirect costs. The 
consumers are willing to pay and if you change the sourcing practices, you can pay 1 cent more for a 
product here and triple the wage of the workers there. The sourcing practices also have a high 
influence on the labour conditions, short term orders increase excessive overtime, violence through 
pressure to produce and difficulties of meeting minimal workforce requirements.  
 
Multi stakeholder lobby 

CSOs are lobbying towards companies in order for them to find mutual goals and sometimes they are 
influencing and lobbying to the same player in the supply chain. The best lobby is a lobby towards 
one key player from different sides; from the government through the embassy and IRBC 
Agreements; from the companies, producers, buyers and from CSOs side, all at once. In order to do 
this you need to find the common goals, and define the issues from a business and social 
perspective. The motivations for several parties to get involved may vary; trying to establish intrinsic 
motivations seems to be the key.  
The ‘Women at Work’ program of Hivos was so successful because it engaged all the players in the 
supply chain, their lobbying worked for all sides,  partly because of  powerful regional offices, which 
had connections to the government (with the power to influence labour laws), embassies and 
growers in the area, and strong connection to Hivos. Hivos, in turn, have strong connections with the 
Dutch embassies, buyers, auction businesses, sellers and Dutch government.  
 
Not everybody trusts CSOs, but a wider network makes you a more reliable partner. The different 
power relations need to be clear, in order to have a good lobby. Also the power of money needs to 
be taken into account, exporters have more leverage with regards to a government because they 
contribute directly to the BNP of a country.  
Working with producing or trade associations, or other export associations can result in a buy-in from 
other individual producers that are members of these organizations. Inviting the representative of 
such an  association will assure good exposure and attract more stakeholders. A clear mapping of the 
surrounding stakeholders and linkages on local level can be essential for the upscaling of a project. In 
the end, the social performance check can become common and logical practice.  
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One on one engagement approach 

Use a one-on-one approach for relevant players, CSOs should select the companies themselves. 
Conduct extensive research, calculate costs of labour improvements and trainings, calculating the 
business case. With this research and business case the CSO can approach companies. Positive 
feedback on improved working conditions and necessary actions are communicated in a detailed 
way. Data and information needs to be and stay confidential when you engage. 
CSOs can offer training and awareness on different CSR topics; Occupational Safety and Health (OSH), 
GBV, wages and contracts, working hours, maternity leave, daycare, empowerment and education, 
membership and organizing working groups and representatives. The training  informs the 
companies on their role in the process, this created transparency and cooperation between the CSOs 
and the companies.  
The improvements do not need to be very expensive, as often feared when investing in social issues; 
for instance, providing drinking water to the workers to take back home. Providing drinking water for 
the entire family reduced high numbers of absenteeism of female workers, due to the workers 
children suffering from diarrhea. There is often a lot of ‘low hanging fruit’, introducing self-
assessment practices and worker engagement can improve the production and conditions 
tremendously.  
 
Lessons learned: 
NGO’s need to speak the language of the companies; 
Know the choke point of your chain; get the long term commitment of powerful players (retailers) 
and other stakeholders, convincing them they want a supply chain free of human rights violations; 
Good field practices should be recorded and shared with companies to create awareness on sourcing 
practices, the low hanging fruit; 
Certifications and audits are not enough, they're just a good start.  By obtaining a certificate a 
company thinks they are in the clear, self-assessments of companies and step by step improvement 
plans work better. 
 
PRIVATE COMPANY ENGAGEMENT 
For this paper an extensive list of front runners companies on IRBC have given their insight into - and 
views  on - lobby and engagement between CSOs and companies. This list comprises of companies 
from different sectors and branches. Interviews were conducted with the CSR specialist and/or 
directors of the companies. The focus was on companies from the garment, metals, banking and 
tourism sector. All of the companies have a public Code of Conduct, a social procurement policy, or 
published their social sustainability report online. Some companies refer to UN guiding principles or 
the Modern Slavery Act as part of their business conduct. Some companies have certificates of 
International standards. All companies have (or started to create) awareness of their business 
conduct and value chain responsibility. 
On the issues of gender equality and engagement with Partnerships that focus on female inclusion in 
the workforce, some reference to the in-house situation was made. A topic like gender equality is 
often not up to standard yet (The Netherlands is one of the lowest scoring countries in gender 
equality in Europe) and as we say; “practice what you preach”.  Therefore, even when companies are 
aware that the gender perspective is of major importance, they do not tackle the issue. Because they 
feel that the efficient strategy is lacking in their own business and they lack the knowledge to address 
the issue in their value chain and company. Companies need to be guided and helped in order to 
start working on gender equality. Lastly, the fact that gender inequality is usually seen as a minor cog 
in a far bigger wheel, tends to get companies to overlook the gender issue and continue on solving  
the bigger issues at hand.  
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Need for engagement; company perspective 

There are different reasons for engagement of companies with CSOs, often lack of knowledge or 
expertise is a reason to engage with external experts. The fact that CSOs are driven by idealism, and 
usually tend to have contract spanning over long time periods, makes them very knowledgeable on 
their themes or topics, whereas companies or government officials mostly report higher numbers in 
staff turnover. Mutual interests or business focus can be another reason for engagement. From all 
the interviews conducted in this review, four different drivers can be defined as need for 
engagement: 
 
Strategy driven; every company has a clear business strategy, focus and long term vision. The 
strategy is there to strengthen the business, to improve the maturity of the company and increase 
sustainability. The value chain legislations and laws are taken into account in the strategy. 
 
Companies want to engage with CSOs that complement to their strategy, help strengthen their 
business and have added value. The cooperation with the CSO needs to have relevance for the 
company strategy. A CSO that knows the challenges, barriers and perspective of a company and can 
help the company in reaching their goals and strategies is a good CSO to engage with. CSOs who are 
performing the best in this regard know how to link their goals to the company strategy in order to 
get engagement. Companies will screen the CSOs to get additional knowledge, networks or expertise 
that is an asset to and in line with their business strategy.  
An important aspect of the strategy design is the allocation of resources in a company. CSOs 
sometimes assume companies have an abundance of money to spend on all types of projects, 
without taking into account the business perspective. All choices and engagement a company makes 
need to be in line with the strategy, the same goes for the allocation of resources. Companies want 
to be involved in the allocation of their resources in a certain project, so there needs to be co-
creation in the project design. This differs from traditional corporate funding of projects that is 
typically more “spending money with no questions asked.”  
 
In case of partnerships lobby, a first step in identifying possible companies (from the existing 
network) for engagement, would be to look at the diversity and inclusion strategy of a company. This 
can be linked to the gender and empowerment strategy of the partnership. 
 
Issue/ responsibility driven; companies are responsible for human rights issues and violations in their 
supply chain and can be held accountable for these issues. This accountability can be due to 
legislations and laws or by consumers and clients demands for transparency. These external 
demands are forcing companies to look at their responsibilities and investigate their issues of 
accountability in their value chain. Sometimes (but not often) the issues are driven by an intrinsic 
motivation of the company for Responsible Business Conduct. 
 
Companies need CSOs to help them with information and knowledge to discover the issues at hand 
in their supply chain; they need the knowledge and expertise on how to solve these issues; they need 
the practical information on linkage and leverage on the issue (by the company or other 
stakeholders); they need the contacts and stakeholders to work on this issue; and for all of this local 
engagement is the answer. CSOs' knowledge is essential for the maturity assessment of companies 
and the design of their due diligence strategies. The companies will choose to engage with CSOs that 
have the specific knowledge they need (per area, sector, specialism, resource). 
Initiatives are often developed based on a certain resource, specialism, area or sector, where 
companies work together and/or with government. A big constraint of these initiatives can be the 
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lack of practical problem solving, the high (overhead) costs and the big time constrictions for 
participants. There are also multiple initiatives on similar issues, where cooperation between these 
initiatives is lacking. When the participation in the initiatives is voluntary, the engagement will 
diminish and nobody will claim true responsibility.  Membership commitment through investments in 
time, money and skills needs to be agreed upon by all parties and they need to be held accountable.  
The focus of issue driven incentives should be on co-creation, clear initiatives, sustainable and 
scalable outcomes and impact. CSOs need to make a market proposition for themselves, since there 
are a lot of CSOs offering the same knowledge. This way they can show their added value to 
companies in solving their issues. 
 
In the case of partnerships, the organizations can focus on the supply chain responsibilities for 
companies through the OECD guidelines. The IRBC Agreements in Textiles, Banking and Food offer 
possibilities to engage on female empowerment and human rights of children and women in the 
countries.  
 
Lastly, human rights issues in the chain found by the organizations can be a reasons to engage 
companies, these issues are part of the due diligence of companies and the CSOs can create 
awareness and provide insights and cooperation in solving the issues. 
 
Opportunity driven; The cooperation between a CSO can be opportunity driven, for instance when 
there is a project that focuses on a mutual problem, or demands public-private engagement. By 
cooperation the company and CSO can increase their leverage and strengthen each other’s strategy.  
 
The IRBC Agreements in the Netherlands can be seen as opportunity driven, there is a demand from 
the government, that gives a (financial and strategy) incentive for companies and CSOs to engage. If 
the government did not demand from the Dutch companies to take their value chain due diligence 
and offer the option of partnering up in the IRBC Agreements, these stakeholders might not be 
working together.  
The same goes for Calls for Proposal and funding that have rules of engagement from both private 
and public stakeholders, cooperation is necessary to apply to those cases (like RVO opportunities or 
Fonds Kinderarbeid). When there is a good local cooperation and local alignment, opportunities to 
engage can stem from sharing of knowledge, skills and resources to improve the business and local 
community. For instance in case of reliable labour force and improved working conditions. 
Opportunities for CSOs to engage companies can be found in different RVO projects, fonds 
kinderarbeid, EPRM and other multistakeholder incentives of IRBC agreements for instance.  
 
Geography driven; The value chains companies are part of can be in different regions and countries, 
each with their own local settings. Companies might have in-country departments, or they work with 
international suppliers, they might not have an insight and leverage into their value chain. 
 
When companies want to improve their due diligence and maturity, they often find the issues 
upstream in their value chain, in other regions. They need local knowledge and engagement to 
improve their value chain. CSOs that have a network in these localities, a regional office in these 
areas and know the local culture, are of interest for companies to engage with. 
When a company has certain rules and regulations in place for their contractors or suppliers, 
cooperating with a CSO on the ground gives a perfect opportunity for the company to check if 
procedures are followed. 
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In order to work together based on geography, there needs to be a shared local focus on area and 
issue. When both the company and the CSO have in-county offices, co-creation through knowledge 
sharing can improve and strengthen both the strategy of the company and the CSO. 
CSOs often approach companies to work on a project in a certain area or on a certain topic, based on 
the countries' focus of the donor.  However, most of their engagement is temporary, a couple of 
years, and the engagement stops when the funding stops. This fragmented way of project funding, 
focused on geography by donors, is a top down engagement based on funding and not always linked 
to a strategy. Companies are looking for a more bottom up approach, with local alignment, in order 
to have value based, sustainable impact in the area. 
 
The geography of partnerships is already defined, therefor the different partners could identify the 
companies that are already part of their network. The next step would be look if the strategy of the 
company is in line with the partnership strategy. Research if there are issues or opportunities that 
can be addressed mutually, and make a clear proposal of the knowledge, activities and opportunities 
the partnership has to offer.  If the geography is not yet defined, the target countries can be defined 
in cooperation with companies together. 
 
  Perceptions of companies on engagement 

Now the needs and drives for CSOs and companies are clear, why is engagement with partnerships 
and in funding opportunities still lacking? There are some negative perceptions and experiences 
companies have with CSOs that influence the engagement, or lack thereof, with (some) CSOs. These 
are general and/or previous experiences and perceptions of engagement that cannot be linked to 
specific CSOs or CSOs from Dutch partnerships. However, it does give insight in the resistance or 
hesitance of some companies to engage. 
 
Ad hoc local projects; some CSOs set up projects without researching the possible effects and impact 
or even considering the business case. Take community based tourism in remote areas, for instance. 
Without knowledge of the necessary basic infrastructure, or knowledge about it even being there, 
the project is set up. The local community await the increase in income, and are left frustrated when 
this is not realized. Companies or sectors could have given advice on the feasibility of the project, 
before the expectations were made. 
 
Immaturity of CSOs; CSOs should have their own strategy in engagement, and a clear focus on how, 
why and with whom they want to work. Focus on your own goals and strategy, not just what your 
donor wants. 
 
Money driven projects; projects and partnerships that are set up and financed (from tax payers 
money) for the survival of the CSO itself, to keep the organization running.  After the funding is 
granted, the cooperation of companies is requested, because it is a requirement for receiving the 
grant. However, intrinsic motivation or a specific reason for choosing this company is absent. 
 
CSO perception of companies; CSOs do not value the knowledge and experience a company can give 
them, they do not see the value in cooperation for their strategy. The company is seen as immature, 
and the CSO needs to share their expertise to improve this maturity or the company is only 
considered a source of funding. CSOs should see companies as a partner for sustainability, value their 
knowledge, skills and resources they can offer.  
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Just like companies CSOs need to be aware that they cannot do everything alone either, sometimes 
you need engagement of external parties to reach your goals. The effectiveness of co-creation, all the 
different insight into a project make a more successful and sustainable project. 
 
Lack of realism on the business; CSOs often lack the understanding of the core business of a 
company. They lack knowledge on business and accounting, sometimes see international companies 
as cash-cows. If you want to engage you need to study and know the issues, constraints and 
challenges of a company in order to get a more realistic view of their success or lack thereof.  
 
Arrogance of CSOs; Sometimes CSOs act as if they are better than everyone. Because they help solve 
world issues, they expect companies to step up and join their case. But not all world issues are 
relevant to everyone, nor can they be made to be the responsibility of the companies. Companies are 
not funded to solve all these world issues, their main objective is to keep their business going. 
 
CSO competition: In some countries (for instance India) companies are legally bound to invest part of 
their earnings in projects. This tends to create perverted incentives for new CSOs. They are only 
there to become a business and abuse these opportunities to fill their own pockets.  In the 
Netherlands, CSOs are each other’s competitors for funding, while working together on initiatives, 
just like companies are each other’s competition. This situation requires clear rules and discussions; 
how can you work on the same goals while you are also competing with each other? 

 
Judgement of CSOs ‘Blaming and Shaming’; Companies are afraid that the immaturities the company 
is dealing with, will be openly criticized by the CSOs when they become transparent.. If a company 
wants to engage in improving their value chain, they cannot solve all issues right away. Secondly, 
they cannot always solve them based on the priorities of the CSOs, they make their own priorities 
based on their maturity and their due diligence process.  
 
All these needs and perceptions influence cooperation and co-creation between companies and 
CSOs. These ideas and the needs and demands will influence the way organizations approach and 
engage with each other. Therefore it is good to realize these sometimes unconscious biases can be 
present. These comment regarding partnerships can be solved by defining a mutual (lobby) strategy 
for approaching companies. This would mean that the different partners all use their contacts to 
promote a partnership more active. It also asks for a mutual strategy with a mutual focus and mutual 
perspective on activities present that fit in this focus. The biggest comments are on the lack of 
cooperation, within the partners of the partnership and in cooperation with companies. Taken into 
account the needs and perceptions of companies, how can a partnership design their business case 
for company engagement? 
 
 
IMPROVING THE PARTNERSHIP STRATEGY: “BUILDING A BUSINESS CASE  
Conducting an in-house discussion on the approach and strategy is vital to have an effective lobby 
and to engage companies for cooperation in reaching mutual goals. The only way to engage is by 
knowing your value and the needs of the other stakeholders. Therefore each engagement needs a 
specific approach, custom-made for the actor within your lobby/strategy. What are the biggest issues 
of the partnership that they need to take into account when in improving the strategy, and what 
considerations need to be taken into account? 
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Successes and considerations for engagement; 
There is no magic medicine for building a successful business case. It varies every time and between 
every initiative, therefore the tips and tricks from all stakeholders are given as a shortlist and 
summary: 

• In order to assure engagement and trust, clear rules and guidelines need to be agreed upon; 
• The assumption that competing companies and CSOs will cooperate smoothly as soon as 

they have a partnership is false, having the time to build rapport is necessary; 
• The maturity of a company and CSOs needs to be taken into account when designing a pro-

ject; 
• High return on investment should be included as a factor while doing project design and 

partnerships, this is one of the indicators for engagement by companies; 
• Research your lobby target, online and offline, know their needs and strategies before you 

approach them; 
• For local alignment both the leverage of the company and  the CSO is vital, make sure they 

complement each other; 
• Try to cooperate with other initiatives, projects and partnerships, to avoid scattered re-

sources and increase impact by working on similar goals jointly; 
• Start the dialogue with donors on efficiency and long term focus, as well as looking at a coun-

try or issue, and focus on the strength of multi stakeholders; 
• Identify mutual choke points and vital players (outside your network) to design a multi-level 

leverage strategy plan together; 
• Be transparent on the knowledge gap you and your future stakeholders will have;  
• Make sure you understand each other, speak the same language, business and society like; 
• Offer practical solutions, adjusted to the needs of the business, start with small initiatives; 
• Cooperate together from the start (design phase) until finalization, conquer challenges to-

gether, commit to each other; 
• CSR is not a ‘tick the box’ exercise, non-disclosure agreements can be more effective to im-

prove due diligence beyond auditing; 
• Leverage by local representatives is most effective through cooperation, the local company 

can leverage with the local CSO and together towards the authorities; 
• Projects closely linked to your core business, tying in with the region and/or value chain and 

with room for upscaling have the highest success rate; 
• Mapping stakeholders together give additional opportunities for engagement; 
• Engagement always has some personal favoritism influencing the decisions, because it is 

based on interpersonal communication; 
• Building a relation, based on mutual respect can be an asset for future opportunities or col-

laboration; 
• Sometimes ideas, methods or opinions can differ greatly, still you can engage on other issues 

or topics; 
• Working on small projects or initiatives first are a good way to build trust and respect for fu-

ture, bigger projects; 
• Companies are willing to use other resources than money, for instance; knowledge, technol-

ogy, innovations etc. to help projects and CSOs; 
• Local alignment and bottom up approaches with stakeholders often result in better solutions 

for the issues at hand, and are often more cost-efficient; 
• Business sense and social engagement have lasting impact, make the shift from donor to 

partner in company engagement; 
• Driven by co-creation, sustainable and scalable outcomes and impact can be realized. 
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Synergy issues as concluding remark 

One of the biggest problems in a lot of the Strategic Partnerships is the lack of synergy, even though 
organizations are in the partnerships together, they continue to work as they used to. The 
assumption of the Ministry that CSOs in a partnership would just melt together and benefit from the 
added value, is perhaps an assumption that was too positive. The funding is divided, all CSOs 
continue their work, they do address the topics of their expertise, but the overall benefit of the 
partnership is not always translated in a strategy or focus for lobby. 
 
But it is not too late, the fact that the partnerships are already cooperate on different projects, gives 
potential to translate this experience into synergy within the partnerships.  
In order to see the added value of the partnership, all partners should give insights in their work and 
expertise related to the focus of the specific partnership. Mapping this expertise and experience can 
formulate a baseline for the (lobby) strategy of the partnership. Apart from the expertise, the 
geographical experience and existing sectoral networks need to be made visible also. All this 
information can be gathered and collected, from this data the visible added value can be translated 
to actual activities and knowledge that can be incorporated in the strategy. Creating synergy 
possibilities in the in-country offices or between the local CSO partners. 
 


