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Acumen is changing the way the world tackles poverty
by investing in companies, leaders and ideas. We invest
patient capital in businesses whose products and services
are enabling the poor to transform their lives. Founded by
Jacqueline Novogratz in 2001, Acumen has invested more
$103 million in 96 companies across Africa, Latin America
and South Asia. We are also developing a global community
of emerging leaders with the knowledge, skills and determi-
nation to create a more inclusive world. In
2015, Acumen was named one of Fast Company’s Top 10
Most Innovative Not-for-Profit Companies. Learn more at
www.acumen.org and on Twitter @Acumen.

ABOUT SKOLL CENTRE
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ENTREPRENEURSHIP

The Skoll Centre for Social Entrepreneurship at Said
Business School, University of Oxford is a leading centre for
the advancement of social entrepreneurship worldwide. The
Skoll Centre’s mission is to accelerate the impact of ‘entre-
preneuring’ activity that aims to transform unjust or
unsatisfactory systems and practices. They recognise that
such activity may occur within existing organisations or
institutions, or through the founding of new initiatives. They
do this by; cultivating talent and emerging leadership,
disseminating actionable insights relevant to social impact,
and catalysing deep exchanges between a global commu-
nity of innovators.
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FOREWORD

Director, Strategic
Partnerships, Acumen

To change lives: it is a noble aspiration, and a legacy that all of
us would be proud of. Dr. Pamela Hartigan, the late Executive
Director of the Skoll Centre for Social Entrepreneurship left us
this August after a long battle with cancer, but left behind a
powerful legacy of transformation. Through her work at the
Skoll Centre, as the first Director of the Schwab Foundation
for Social Entrepreneurship, and as an Adjunct Professor at
Columbia and frequent speaker at business schools globally,
Pamela devoted herself to unleashing the power of others to
change lives. She once said: “The important thing to recog-
nize is that we all have the capacity to contribute to the kind
of world we want to see”

She not only made an impact directly, but she sought to help
others see their own capacity to drive change, regardless of
whether they were entrepreneurs, students, philanthropists,
or business executives.

When she agreed to join forces with Acumen to co-host the
Beyond Dialogue workshop, held on April 12, 2016, I was
thrilled to have a chance to collaborate with her. Acumen
has worked with global corporations for the past four years
to forge innovative partnerships that can improve access to
markets as well as critical goods and services for the poor.
This work, as well as lessons learned from our annual
Collaboration Summit, has taught us that there is tremen-
dous potential for greater collaboration between social
entrepreneurs and global corporations. Many of our early
lessons are captured in the 2015 report “Social Enterprises and
Global Corporations: Collaborating for Growth with Impact”,
published in collaboration with Business Fights Poverty. One
of our most important lessons has been that successful
collaborations come out of an ecosystem of organizations
with complementary strengths, and this report reflects this
ecosystem approach, with input and support from dozens
of corporate partners, thoughts leaders and practitioners.

This partnership between Acumen and the Skoll Centre
allowed us to expand our respective networks of entrepre-
neurs and corporate partners to build a truly inclusive
event to leverage insights from our respective efforts to
support and research partnerships, including Acumen'’s
work with Business Fights Poverty and the Skoll Centre’s
work with Mars Catalyst. Moreover, it has enabled us to
launch a new relationship that both organizations are eager
to build on as we see more and more social entrepreneurs
seeking to expand their scale and impact through partner-
ship with corporations.

As we developed our vision for the event, we agreed that
there was a need for honest discussion of the real chal-
lenges involved in building partnerships. Our first joint
event uncovered the often inspiring and sometimes
difficult truths behind the growing number of collabora-
tions between corporations and social enterprises. In that
spirit, we developed this report where we share not only a
framework for better understanding the kinds of partner-
ships that are coming together to address issues of poverty,
but also specific examples of what has worked, and where
teams have struggled along the way.

Pamela was a force of nature, and someone who inspired
people to reach beyond themselves to have a positive impact
in the world. I can honestly say that mine is one of the lives
she changed. Pamela’s ability to take leaps of faith and her
willingness to see potential where others see only obstacles
is often what makes the difference in helping people to
overcome difference and a lack of trust to achieve extraor-
dinary things together. I know it was her hope, as well as
mine, that this report and the event that inspired it would
serve to encourage others to have this same sense of
optimism and possibility. Nothing could be a greater tribute
to her than to see a new batch of partnerships seeded that
have as their aim the release of human potential among
those that face the greatest global challenges, the poor and
the marginalized themselves.

1 “Oxford’s Pamela Hartigan Teaches Us How to Change the World:, by Hope Gibbs. Be Inkandescent. http://www.beinkandescent.com/entrepreneur-of-the-

month/1081/Pamela+Hartigan
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INTRODUCTION

“The time is finally right for corporates
to engage with social enterprises in
partnerships that address each other’s
core businesses.”

- PAMELA HARTIGAN, SKOLL CENTRE FOR
SOCIAL ENTREPRENEURSHIP

An apparel company that strives to improve well-being for
workers; a global consulting firm that uses its capabilities
to support start-ups in emerging markets; and a consumer
goods company that seeks to bring water access and
sanitation to communities around the world. Each of these
companies and many more are defining their business
models in terms that include the environment, communities,
and broader social objectives. That’s nothing new. What is
new is that each of these companies believes that they can
achieve many of their goals through collaboration with
social enterprises.

What drives these goals varies from company to company,
but the launch of the UN Sustainable Development Goals
(SDG) and the adoption of the Paris Agreement at the UN
COP21 conference on climate change has demonstrated
that the complex and systemic challenges of today require
new models of partnership.

Corporations are realizing that their own sustainability,
brand identity, appeal to new talent and license to operate
in new markets all require them to experiment with
innovative and daring business models that are built on
collaboration with various stakeholders, including social
enterprises. While social enterprises and multinational
corporations are different in many ways, there is growing
potential for both to work together to catalyse virtuous
cycles of social impact and business success. Moreover,
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there is growing recognition that in order for this virtuous
cycle to be long-lasting and successfully implemented,
partnerships between the two need to be linked to core
business operations, and not exclusively the domain of the
corporate responsibility function or the foundation at a
corporation. Collaboration that leads to truly sustainable
and inclusive business models will engage both large
global corporations and social enterprises in business
model innovation that requires both entities to operate in
new ways.

This evolution now seems possible, as corporations and
social enterprises are showing a willingness to take risks,
consider long-term issues, and integrate social and environ-
mental values into decision-making. This report stipulates
that it is not only possible, but necessary to achieve break-
throughs in building sustainable and inclusive businesses.
Many of the companies featured in this report agree.

Levi Strauss Foundation, for instance, is teaming up with
social enterprises in Bangladesh to find new ways to improve
the lives of garment workers and has partnered with Change
Associates to make formal employment a pathway out of
poverty for women. Through its Enterprise Growth Services,
EY, the global consultancy, has sent its personnel to work
with more than 30 social enterprises in Ghana, Liberia, India
and beyond to tackle their biggest business challenges on
the same terms as EY’s largest clients but at a 90 percent
discount to make the projects affordable. Unilever has made
a commitment to have a fully sustainable agricultural
supply chain that improves not just the yields but also the
livelihoods of smallholder farmers. To achieve this goal by
2020, the company has partnered with Acumen and many
others to work with smallholder farmers on issues of health,
productivity, and access to water and sanitation. Each of
these companies’ initiatives represent a significant shift from
their traditional business model or approach to partnerships,
and each will continue to evolve as they pursue greater
impact through partnerships.

Social enterprises face tremendous challenges due to their
smaller scale, scarce resources and specific populations
they are trying to reach, but these innovative companies
are nimble, flexible and open to change as they learn from
the people they serve. Their corporate counterparts are
naturally less flexible but they can no longer use the
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constraints of traditional business as an excuse to resist
change or allow their bottom-line business objectives to
shape and define every partnership. Everyone needs to flex
a little to make these partnerships work.
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Despite the growing interest in partnerships between corpora-
tions and social enterprises, collaboration is as hard as it is
important. In response to the growing demand from both
leading global corporations and social enterprises for facilita-
tion of meaningful partnerships between them and knowl-
edge-sharing on best practices in this area, the University of
Oxford’s Skoll Centre for Social Entrepreneurship and

Acumen

Acumen, the global social enterprise investor, organised a
one-day gathering in Oxford of more than 70 global corpora-
tions, social entrepreneurs, and social impact intermedi-
aries on April 12th, 2016, a day ahead of the 2016 Skoll
World Forum.

This report and the event that inspired it seek to break
down some of the barriers to collaboration by providing a
framework for the different kinds of partnerships that are
most common (Skills Partnerships, Channel Partnerships,
Venture Partnerships and Knowledge Partnerships), exam-
ples from across the spectrum of partnerships models, and
lessons that can be extracted from these case studies and
hopefully applied to strengthen existing partnerships and
launch new ones.

Officially called Beyond Dialogue: Building Sustainable and
Inclusive Business Models in Partnership with Social Entrepreneurs,
the event was sponsored by Mars, Inc., EY, the Levi Strauss
Foundation, Johnson & Johnson, and PepsiCo and consisted
of a series of roundtables with themes that were considered
high priority for the participants: energy, agriculture,
workforce development, health, and water & sanitation.
Beyond the sponsoring organizations, notable participants
included Citibank, Novartis, Unilever, Marks & Spencer,
Bayer, Microsoft, Sanergy, Sproxil, VisionSpring, Operation
ASHA, Cacao de Colombia, Esoko, Echale a Tu Casa, d.light,
the Shell Foundation, Telenor, Christian Aid, Water.org, and
GSMA Mobile for Development.

The express objective of Beyond Dialogue was to help corpo-
rations and social enterprises learn more about the ways
they could partner with each other to achieve shared goals
for sustainable and inclusive business, and to spark new
collaborations. In the context of these roundtable discus-
sions, participants made the case for partnerships between
multinational corporations and social entrepreneurs; shared
any experiences, whether positive or negative, they had in
engaging in such partnerships; and networked among
themselves to explore further possible collaborations. Event
participants — whether they were from a big corporation,
social enterprise, or an intermediary organisation — over-
whelmingly came away with a positive experience, express-
ing that Beyond Dialogue had triggered profound and valu-
able reflections on what it meant - in terms of opportunities
and challenges - to partner with a very different kind of
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WHAT IS A
"SOCIAL ENTERPRISE?”

“Social enterprise” can mean
different things to different
people. Some even use the
ferm as an alternative fo
“non-profit organization.” For
the purposes of this report,
social enterprises are to be
understood as businesses
o that apply entrepreneuriall
Access to products GppI’OGCheS TO SOCiOl
e problems fo change the
status quo and build
lasting solutions.
Therefore, the ferms
“social enterprise”
and “social business”
may be used
inferchangeably.

Business Growth

Purchasing power VIRTUOUS
Skilled, sophisticated CYC LE OF
workers, suppliers,

distributors, retailers GROWTH WITH
Stable societies IMPACT

Health and nutrition
Water and sanitation
Financial security
Economic opportunity
Energy
Connectivity
Education

organisation to their own. The event also catalyzed relationships that could lead
to official partnerships in the future. Participants emphasized that these discus-
sions need to advance beyond talk, and should lead to replication and acceler-
ated expansion of these types of partnerships.

This report seeks to answer this desire of event participants by recording and
reinforcing the most salient points and stories raised during Beyond Dialogue. It
aims to distil useful insights and lessons mainly through a selection of case
studies shared by event participants that will allow readers and practitioners to
derive what is most relevant and suited to their context and sector. It will then
analyse the key findings and lessons from the case studies before concluding on
future opportunities for learning and collaboration. This report will hopefully lead
to more proactive efforts to develop and expand partnerships that aim to improve
the lives of people living in poverty, and to demonstrate how these partnerships
can be designed to support both business and social impact goals.
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DEFINITIONS AND FRAMEWORKS

In the context of collaboration between big companies,
social enterprises, intermediaries and investors, “partner-
ship” often means different things to different parties.
While interest in these partnerships is growing, a lack of
common understanding can be a major barrier to helping
organizations create the partnerships they are seeking. The
participants in the Beyond Dialogue workshop — whether
they were from a multinational corporation, a social
enterprise, or an intermediary organization and whether
they were experienced or inexperienced in building partner-
ships — shared the view held by the event organizers at
Acumen and the Skoll Centre that there is potential for
much more to be achieved through these partnerships.

While many of the benefits of a partnership can include
things like an increase in brand value or reputation,
employee engagement, and license to operate, there was a
strong interest in developing collaborations that impact the
core business practice of companies. This could manifest in a
variety of ways, from opening access to new markets while
also delivering access to previously marginalized customers,
more reliable supply chains, or whole new business models.

One of the goals of this report, therefore, is to offer some
common definitions and a framework for categorizing
partnerships that can guide organizations towards the best
models for collaboration. The definition of “partnership”
used for the remainder of this report will be defined as a
legally recognized relationship and/or a sustained collabo-
ration between two or more parties with a shared vision and
an equal level of commitment.

An earlier report on corporate-social enterprise partner-
ships published by Acumen and Business Fights Poverty?
prior to Beyond Dialogue, as well as the lessons exchanged
at the Beyond Dialogue workshop itself, highlighted four
major types of partnerships being undertaken between
global corporations and social enterprises:

1) SKILLS PARTNERSHIPS leverage the considerable resources of
global corporations to address the limited resources of
social enterprises, contributing to employee engagement
and development for the corporation and any number
of business benefits for the social enterprise, depending
on the partnership focus.

Skills partnerships involve one party sharing their skills
and expertise with the other, either through structured
pro-bono or low-bono engagement, through skills-based
volunteering, or through informal mentoring, coaching or
advising. Typically, it is the global corporation that shares

Francesco Piazzesi

&
Workshop participantsidiscuss Eergy Access

2 See Acumen, 2015. Social Enterprises and Global Corporations Collaborating for Growth with Impact. http://acumen.org/wp-content/uploads/2015/10/1502_

AcumenSummitReport_092115Finalv2_pgs.pdf
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"It is not just about what corporates can
bring fo social enferprises, it is about creat-
iNng an ecosystem where social entrepre-
neurs and corporates alike can be more
effective. For example, in the solar space,
social entrepreneurs are engaging with
non-traditional market segments that have
not been the focus of big Lighting compao-
nies. So the real disruption and innovation
in these markets, in the base-of-the-pyramid
segments is led by social enterprises. We
learn from them, and are finding out how fo
support them.”

- PRAJNA KHANNA, PHILLIPS LIGHTING

its skills and expertise to address a specific challenge the
social enterprise is facing. Social enterprises benefit from
the experience and insight multinationals’ employees
bring to the table, particularly on issues enterprises
face as they work to scale their businesses. For their part,
global companies benefit from exposure to new markets
and innovative approaches to serving them, which can
inform long-term strategy and business development if
captured and utilised appropriately — which can be a
challenge for many. In addition, by providing opportuni-
ties to use their time and skills to help improve the lives
of people around the world, multinationals contribute to
their employees’ sense of purpose and leadership
potential, which can increase productivity, retention, and
impact.

2) CHANNEL PARTNERSHIPS bring the market insight and
targeted products and services of social enterprises to
the large-scale supply and/or distribution networks of
global corporations, helping social enterprises to achieve
scale and global corporations to strengthen their supply
chains and/or sales.
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Prajna Khanna and Shelly Batra

In channel partnerships, social enterprises and multina-
tional companies serve as sales or supply channels for
each other. The multinational may serve as a channel
for the social enterprise, with the social enterprise
selling products and services to the multinational’s
suppliers, distributors, or retailers. Alternatively, the
social enterprise may serve as a channel for the multi-
national, providing on-the-ground presence and services
that help the multinational reach that “last mile” to
procure from smallholder farmers or sell to low-income
consumers effectively. The benefits of such channel
partnerships — for both the social enterprise and the
multinational - can include increased sales and
enhanced quality, quantity, and reliability of supply.
These partnerships are also essential to building more
inclusive business models, making the benefits of
business, both in terms of access to products, and
access to markets available to people who have been
historically excluded from markets.

Acumen
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*50 years ago, financial capital was scarce
and natural capital was abundant. The
reverse is frue right now, but we're still oper-
ating with the old model, which is inappro-
priate.”

- BRUNO ROCHE, MARS CATALYST

3) VENTURE PARTNERSHIPS combine the risk tolerance of social
enterprises with the resources of global corporations to
develop new products and services and even entirely
new business models through investments, joint
ventures, and acquisitions.

In venture partnerships, social enterprises and multina-
tional corporations actually go into business together. A
multinational may take equity stakes in a social enter-
prise whose goals align with its own — because the
social enterprise’s work expands the market for the
multinational’s products and services, for example, or
reduces the risk in the multinational’s supply chain or
operating environment. A social enterprise and a multi-
national may also invest financial and/or human
resources to jointly get a brand new venture up and
running.

4) KNOWLEDGE PARTNERSHIPS are an emerging form of
collaboration whereby corporations and social enter-
prises partner with each other to gather, share, or
analyse data and market information in an area of
overlapping interests that either one or both sides need,
or to conduct research and development together.

Knowledge partnerships are driven foremost by a thirst
for innovation and make sense where either the global
company or the social enterprise (or both) are challenged

Acumen

by an “information blind spot” that their resources or
business model won't allow them to resolve alone. It
could be that the multinational corporation lacks the
last-mile reach to gather the data that would allow it to
innovate for low-income customers. Conversely, social
enterprises, by themselves, can have a hard time conduct-
ing key research that could help them to scale, expand
delivery of products or services, or become sustainable.
Knowledge partnerships can sometimes lead to the
development of intellectual property or, in some cases, a
prototype of a new product. For this reason, knowledge
partnerships often later evolve into one of the partner-
ships listed above.

The case studies that follow reflect the full range of partner-
ship models categorized within this framework. However,
this framework is only helpful up to a point. Across these
categories, each partnership offers lessons and patterns
that can be instructive to those who want to strengthen
their corporate-social enterprise partnerships or launch
new ones. By continuing to refine definitions and share
lessons, our aim is to increase the number of such partner-
ships and improve their likelihood of success.

"For our company, partnerships with food
and agriculture businesses are key. Esoko’s
model is fo bridge between corporations
and farmers o the benefit of both, and our
corporate partners value that direct con-
nection more and more as they seek more
flows of information both to and from small-
holder farmers.”

- HILLARY MILLER-WISE, ESOKO
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MODELS OF COLLABORATION BETWEEN SOCIAL
ENTERPRISES AND GLOBAL CORPORATIONS

What does each partner need? What are their incentives to collaborate,
and what benefits do they expect?

What do the partners aim to achieve together?

What will the social enterprise do? What will the global corporation
do? Are there additional roles that additional partners need to play?

What does the “partnership org chart” look like? How will project
management communications take place? How will decisions be made?

Which partners will incur what kinds of costs on what timeframes? How
will these costs be covered? How will revenues be managed?

How will success be measured by the social enterprise? By the
corporation? By any other partners involved?

This framework was originally published in Social Enterprises and Global Corporations: Partnering for Growth with
Impact, published in 2015 in collaboration with Business Fights Poverty.
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"The best partnerships often involve
Nno money and can be as much about
skills or mutual learning.”

- ZAHID RAHMAN-TORRES, BUSINESS FIGHTS POVERTY




SKILLS PARTNERSHIP

MEETING OF MINDS:
EY ENTERPRISE GROWTH
SERVICES + JIBU

It's no secret that starting a social enterprise is hard, but charging 10-15% of the fees normally billed to larger,

scaling one comes with its own unique challenges. East conventional companies — an arrangement referred to as
Africa-based social enterprise Jibu recognized that quickly “low bono”. EGS projects are full-time, tailored to clients and
and efficiently scaling their business would require detailed, delivered by consultants on the ground — who are either based
standardised ways of working. They opted to build these locally, or are based with the enterprise for the duration of
into their business early on, recognizing that it would be the project. The EY consultants who are deployed deliver

much harder to do further down the line. To do this,
they sought input from a third party that could offer an
informed and impartial point-of-view, along with practical,
hands-on delivery.

Jibu engaged EY (formerly Ernst & Young), the global profes-
sional services corporation, to develop easily-replicable
accounting, stock control and point-of-sale (POS) practices.
While relying on the expertise of an enormous, global firm
such as EY, which itself is known for advising enormous,
global firms, might seem unusual for a small but growing
social venture, Jibu's collaboration with EY proved to be a
positive experience for both organizations.

THE PARTNERS:

EY’s Enterprise Growth Services (EGS) division extends EY’s
services, expertise, and the company’s experienced consul-
tants to social enterprises to help them scale sustainably,
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their best work, with oversight from EY partners, just as

if the client were a global corporation. EY usually works
closely with impact investors, foundations and NGOs to
identify social enterprises that would most benefit from
their support. These have included Acumen, Echoing Green
and IEP.

Jibu is a social business with operations in Rwanda,
Uganda, and Kenya that addresses the problem of lack of
access to safe, clean drinking water for communities in
East Africa. An officially registered Limited Low-Profit
Corporation (L3C), Jibu achieves this through a franchising
model, equipping and training local African entrepreneurs
to supply affordable drinking water, treated through
solar-powered filtration technology, to their communities in
mainly underserved areas. The water is bottled in reusable
plastic bottles and sold through visible store fronts run by
Jibu franchisees. The enterprise’s business model has seen
significant success, and, at the time of the partnership, it
was seeking to expand sustainably.

THE OBJECTIVE:

EGS would work with Jibu to develop standardised ways of
working and to streamline the social business’s account-
ing and POS data management- which was running on 11
different systems — into something more coherent and
simple, in order to help Jibu scale sustainably and for the
long term.

WHAT THEY DID:

EGS sent a consultant (Alex Paur) from EY Switzerland

to spend five months with Jibu, supported part-time by
colleagues from EY’s Kampala and Kigali offices. Alex was
able to intimately understand Jibu’s operations, processes,
and pain points. He worked with the company to help them
track and capture important logistical and inventory data
that would help the company choose the best available
accounting and POS software on the market. Once that
software solution had been identified and purchased, Alex
stayed on to support Jibu's efforts to train their franchisees

BEYOND DIALOGUE: BUILDING SUSTAINABLE AND INCLUSIVE BUSINESS MODELS IN PARTNERSHIP WITH SOCIAL ENTREPRENEURS

on how to use the new system as well as basic bookkeeping
and reporting. EY Uganda and Rwanda provided tax and
payroll advice.

In collaborating closely with Jibu in this way and considering
it as important as any high-profile corporate client, EGS
gave Jibu access to the precise set of skills and insights that
it needed to progress as a company. As a result, Jibu not
only gained a tool that helped make their operations more
efficient and cost-effective and empowered their local
entrepreneurs to better manage their stores, but also the
real-time performance data captured by the new system,
which enabled the social enterprise to make appropriate,
informed strategic decisions that before would have been
made blindly due to lack of evidence.
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For EY and in particular for Alex, this collaboration repre-
sented a unique and exciting opportunity to work with and
learn from an innovative and pioneering business that was
truly making a difference in underserved communities. The
way the partnership was executed brought about a mutual
development of skills and capacities.

WHAT THEY LEARNED:

+ Skin in the Game: The low bono model of consulting used
by EY is often more effective than pro bono consulting,
because it focuses enterprises and their investors on
using consultants for their most pressing problems, and
engaging fully with them during the project. For EY, itis
operationally much easier for local offices to release their
best people for several months at a time if their costs are
at least partially covered.

* Jon Shepard from EY viéﬁf%..liby, “

+ Mutual Benefits: While the business case of this partner-
ship may be obvious for Jibu, since it gains high-quality
strategic consulting services at a fraction of the normal
price, it is also significantly helpful for a company like
EY, particularly in the area of employee engagement and
retention. Projects of the kind undertaken by EGS help
build up EY’s brand value in the eyes of potential
employees among Millennials, thereby helping the
firm attract young talent and reducing attrition. As Alex
stated, “It’s been amazing. I've had the chance to apply
my knowledge and skills to something that will make a
real difference to the quality of people’s lives, and met
some wonderful people along the way.”

Open-mindedness and Flexibility: It's important for the
consultant to have the right attitude when working with
atypical clients, which social enterprises are likely to be.
The founders and staff at Jibu were impressed at how EY’s
team were able to be open-minded and flexible, coming in
without any assumptions about how the social business
does or should work. They actively listened to Jibu'’s
employees and franchisees, genuinely seeking to under-
stand the enterprise’s business model as well as to gain
trust with all involved stakeholders. As Galen Welsch,
Jibu’'s CEO commented, “EGS filled a skillset and experi-
ence gap that was crippling our capacity to scale. For the
first time, we're able to make management and business
model decisions that we were previously making blindly.”

+

3 EY Enterprise Growth Services, 2016. Where clean water’s value is so high, can the price come down ? London : BMC Agency
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TAILOR-MADE EMPOWERMENT: LEVI
STRAUSS & CO., LEVI STRAUSS
FOUNDATION + CHANGE ASSOCIATES

The partnership between Levi Strauss & Co. (LS&Co.), Levi
Strauss Foundation (LSF) and Change Associates illustrates
that skill transfers don’t flow solely from the corporate
partner to the social enterprise counterpart. It is also some-
times the case that the smaller social enterprise teaches and
imparts vital management or workforce development skills
to the corporate partner.

More than 20 years ago, LS&Co. established itself as the
industry standard-bearer for responsible supply chain
practices with the introduction of its Terms of Engagement.
LS&Co. has continued to lead and innovate as a result of its
commitment to apparel workers and the environment. Like
many major apparel manufacturers and retailers, LS&Co.
has significant business interests in Bangladesh, namely in
the country’s booming ready-made garments (RMG) industry
and labor force, comprising mostly young women that have
migrated from rural areas. Most major brands do not own or
operate factories in Bangladesh. Inst