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As a country with strong welfare tradition and distinctive traditional volunteering
values, Norway has significant division of responsibilities between public,
voluntary and private sectors. These sectors are also characterized by various
institutional logic and values, which are specific for Scandinavia area (DitlevSimonsen and Midttun 2011). In the intersection of a sector that manages
values related to profit and another sector that manages solidarity and nonprofit, a collaboration between the two raises some skepticism (Loga, 2016), in
Norway. Nordic researchers showed that CSR term is mainly imported from
countries that both have different welfare models and different traditions of civic
involvement and voluntary organizations, than what characterizes a Nordic
context.
A distinctive feature of the Nordic countries is that there is close interaction
between public sector and civic sector, and an evident skepticism towards
interaction of business with civil society. Research on CSR and social activities
in Norway are therefore mainly dealing with the business’ sole CSR model that
has developed as a strictly isolated and business related activities, and it
governs the issues such as sustainability goals, the business ethics and fair
trade issues, rather than civil society involvement (Innovation Norge, 2017,
NHF, 2018). In other words, companies are responsible to the society through
their core business activities, which are designed from the very beginning to
contribute to the general societal sustainability goals.
In the last years, mainly because of a more neoliberal approach both in
government, but also in the nonprofit sector, there are new perspectives
regarding the collaboration between the business sector and the NGO sector.
Nonprofit organizations are more open towards collaboration with companies,
and start to see the value these could bring through community involvement
programs. On the other side, there are also some attempts to shed light on the
missing dimension of CSR in Norway, which usually find itself in the form of
philanthropy, community involvement of businesses. Also, as a part of the
strong volunteering culture in Norway, we observed many SME workers
involved in volunteer work in their free time - yet, this is not an area the majority
of the companies see as a part of their community involvement strategy, as it is
seen as more individual involvement. Finally, the NGOs need more and more to
cooperate with businesses from their community, as a result of decreasing
state involvement in supporting the civil society, and of the encouragement of
intersectoral cooperation by the government.
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problems identified
HINDERING THE COOPERATION
BETWEEN SMES AND YOUTH
ORGANIZATIONS

At general level, there could be identified several problems that at the moment
hinder the cooperation between the SMEs and youth organizations:
The strict division of responsibilities between public, voluntary and private
sectors;
The skepticism on involving the business sector in civil society matters, with
the risk of “commercializing” the nonprofit sector;
The understanding and practice of CSR by the Norwegian companies, which
make themselves responsible in the community through their core business
activities, and not necessarily to additional community involvement initiatives;
Few previous collaborations between NGOs and SMEs, mostly focus on
volunteering activities done by SMEs’ employees, as their individual
involvement, and not as a company strategy.
However, the CoOp research allowed us to look in more detail to the companies
and NGOs’ expectations and needs regarding their potential cooperation. In the
following section we describe the specific needs and expectations we identified
through a survey conducted with youth organizations, and interviews/focus
groups with owners or decision makers from SMEs.
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At the same time, the results of the CoOp survey show that NGOs lack organized strategies for including
companies in their sustainability actions, and that makes it harder for them to develop and maintain the
relations with companies. Youth organizations in Norway showed a clear lack of involvement in terms of
business-NGOs collaboration. Also, they did not show a clear long term vision and strategic competence
or investment in increasing this collaboration.
Then, none of the youth organizations responding to our survey has dedicated CSR/fundraising
personnel, but assign this responsibility to marketing personnel if there is one (27%). In smaller
organizations, all of the responsibility is on the shoulders of the director (63%) and the volunteers who
have personal contacts from private sector (63%). These persons responsible for the interaction and
communication with SMEs do not have a specific qualification in the field. The NGOs consider they should
develop basic knowledge and skills on fundraising, but also on communication and persuasion.
Summarizing, to better address SMEs and develop meaningful cooperation with them, youth
organizations need:
To include SMEs in their development and sustainability plans;
To learn how to develop fundraising & communication strategy to reach SMEs from their community in
a more systematic way;
To train their staff / volunteers on fundraising, communication, persuasion, etc.

From CoOp national report on youth organizations and SMEs cooperation, we learnt that the decisions regarding the
companies’ involvement in community are made most of the time in the marketing departments, or if the companies are
small, the decisions are made directly by the SME owner or other relevant decision makers in the enterprise. Leaving the
decision in the hands of the marketing department could mean for NGOs they need to prepare their proposals and ideas to
be able to efficiently communicate with experts in marketing. Related to this, when making donations and supporting
community projects, businesses have a clear tendency to support activities that could reach or support their customer groups
and/or could involve young people.
Also, when they make decisions on community support, the companies look to support organizations they work with before or
with whom they had previously personal contact, or organizations that have a good reputation in the community. Also, in
addition to trustworthiness and popularity of organizations, SMEs also prefer NGOs that have clear and simple objectives,
with meaningful impact in the community. Moreover, SMEs are inclined to support the type of activities that are debated in
public - so, the preferences can be shaped with seasonal public discussions.
Summarizing, companies need and expect to cooperate with:
NGOs that can explain clearly and simply what is the problem they want to solve and how it can be solved with the
companies’ support;
NGOs that have or which can connect their work to the most debated topics in the community, and can make a
contribution to solving those common problems;
NGOs that have or can build a good reputation in the community;
NGOs that know how to reach and attract diverse audiences for which the companies have specific interests, such as
current or potential customers or young people;
NGOs that know how to develop and use efficient marketing tools in presenting and implementing their projects.
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Companies'
needs & expectations

Youth organizations'
needs & expectations

From the survey we conducted with youth organizations from Norway, we observed that 54% of the
organizations have not received any funds from SMEs, while for those which received funds from SMEs,
this income source represents on average less than 10% of their annual budgets. Still, NGOs do want and
need to cooperate with SMEs:
100% of the youth organizations mentioned they need the support of the SMEs’ employees as
volunteers and their spaces and offices;
73% - would need the products and services SMEs could provide, and
64% - financial support, and respectively SMEs’ networks of professionals and partners.

In conclusion, our research showed that any initiative for enhancing the cooperation between
the Norwegian SMEs and youth organizations should focus on responding to the needs both
sectors have. The needs we identified and presented above show the area of intervention the
public initiative should focus on, respectively on building the capacity of the youth
organizations to:
Develop systematic plans to approach and interact with SMEs;
Qualify their staff in the fields of fundraising, communication & marketing;
Develop projects that will include SMEs’ support, but also their interests towards the
community.

the proposed policy
FOR ENHANCING THE COOPERATION
BETWEEN SMES AND YOUTH ORGANIZATIONS
The public policy, respectively the solution we propose for enhancing the cooperation
between SMEs and NGOs/youth organizations, and for increasing the business sector’s
involvement in solving community problems takes into consideration the following aspects:
Most of the time, SMEs do not proactively search NGOs/youth organizations to cooperate
with, but the youth sector is the one that approach the companies for collaborations;
Youth organizations do not have long-term strategies of involving SMEs in their activities;
Youth organizations lack professional staff for approaching the companies;
Youth organizations lack specific knowledge and skills for fundraising, marketing and
communication, in order to “sell” better their project ideas to potential business partners.
Having these in mind, the solution we envision focus on providing professional and
organizational development programs for NGOs, in order to increase their capacity to better
cooperate with the business sector, respectively with SMEs. These professional and
organizational development programs could be designed, developed and provided by
umbrella or resource NGOs from Oslo, which have:
Access to many smaller NGOs, as their members or part of their networks;
The necessary resources to find the best experts in the field of fundraising, marketing and
communication for NGOs;
The network power, which could allow for very diverse learning experiences for youth
organizations;
The representation power for the sector, when approaching the business sector or other
important stakeholders;
The endorsement power, being able to guarantee for their members in front of the business
sector, if it is requested in specific projects or programs;
The capacity to involve public funds to support the professional and organizational
development programs for NGOs, in order to attract, in the end, more funds from the
business sector to support community initiatives and support NGOs to be less dependent
on public money.
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the proposed policy (cont.)
FOR ENHANCING THE COOPERATION
BETWEEN SMES AND YOUTH ORGANIZATIONS

The professional and organizational development programs could include activities such as:
Map the clear needs of the NGOs regarding the lack of qualified staff, lack of long-term
strategies to involve SMEs in projects, lack of fundraising & communication strategies, etc.
Develop specific learning and capacity building activities, based on the needs identified in
the first step;
Support youth organizations to develop organizational growth strategies, but also specific
strategies, such as communication strategy for fundraising;
Provide workshops on communication and storytelling, or pitching, to make their causes
more appealing to the business sector;
Provide workshops or coaching sessions for NGOs staff to develop their key fundraising
campaigns and activities;
Provide workshops and/or coaching sessions to support the NGOs to develop their theory
of change, and to make their projects more inclusive;
Organize mockup pitching sessions for NGOs, in order to learn and practice to pitch to
businesses (companies’ representatives could be involved in session to provide advice for
improvements);
Create a mentorship system within the NGO networks, so that more experienced
organizations to support less experienced youth organizations to improve their relationship with
the business sector.
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Such an initiative, developed first in Oslo, can also have a regional or national impact. Once the
model works, it can be exported and replicated in other parts from Norway, through the network of
the umbrella and resources NGOs. Things that were tried out and proved they worked, and come
with specific guidelines, best practices, lessons learned, are easier to accept, adopt and adapt by
other NGOs.
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For more resources on CSR and Fundraising for youth organizations,
please visit our website:
www.coop.norsensus.no
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