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ou might think that in the hard,
cold world of profit and loss num-
bers, businesses would be reluc-
tant to give away their money.

And you'd be wrong.

Corporate philanthropy — donating
time, products and cash to social causes
— is a small but significant part of fund-
ing for nonprofits nationwide and is in-
creasingly part of corporate strategy, as
a way to build branding, increase em-
ployee morale and loyalty, develop a fu-
ture work force and customer base, and,
of course, to just do the right thing.

“It’s really just expected [of the com-
pany]. It's expected from consumers
and if's expected from our employees,”
said Jessica Gonzalez Joseph, program
director for the Campbell’'s Soup Foun-
dation, the charitable arm of the
Camden-based food company. “But be-
vond that, there are benefits to the com-
pany.”

The hali-century-old foundation con-
tributes S1.6 million to charities annu-
ally. The company also sponsors several
programs 1o encourage customers to
donafe money and canned food for hun-
ger relief. It donates considerable em-
plovee time to volunteer projects, partic-
ularly in its economically troubled home
town.

“We have a very long history in
Camden. If's our home town, it's our
birthplace,” she said. “I think it's incum-
bent on us to improve the quality of life
here.”

Corporations contributed $12.7 billion,
or 4.3 percent, of 5295 billion in charita-
ble donations nationwide last year, ac-
cording to Giving USA Foundation.
Foundations, many of which are affili-
ated with companies, contributed an-

other $36.5 billion, or 12.4 percent.

The Committee Encouraging Corpo-
rate Philanthropy, a New York-based or-
ganization made up of CEOs of major
corporate donors that surveys more
than 100 mid- to large-sized companies
every year, calculated their giving alone
at more than $10 billion in cash, time
and goods.

“Corporate philanthropy can best be
described as corporate behavior: You're
playing out your values,

millions they spend? How can execu-
tives justify an expense that has no spe-
cific and definable economic value? -

Sometimes, it’s just as simple as this:
Companies can’t do business in blighted
communities — they’d have no custom-
ers, no work force and no reason to
exist.

Pittsburgh-based PNC Bank, for ex-
ample, is spending $100 million over 10
years, and focusing nearly all of its ex-

tensive employee-volunteer-
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panies give, it is impossible
to define any kind of dollar-
for-dollar economic return, Moore and
others say. There is no simple return-on-
investment formula. Moore said the
committee has tried for several years to
correlate corporate giving and stock
price, without success.

So what do companies get out of the

volunteerism and to encour-
age them to get involved in
— and be proud of — the company’s ac-
tivities.

For example PNC’s rival, Wachovia
Bank of Charlotte, N.C., focuses closely
on this strategy, known as employee-
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based philanthropy.

The company gives employees four
hours of paid leave to volunteer and do-
nates $100 to any organization where an
employees volunteers 24 or more hours
in a year. It also offers to match up to
$4,000 per employee in charitable gifts
every year — up to $3,000 for educational
gifts and up to $1,000 for any other non-
profit.

And all larger charitable projects or do-
nations have to be reviewed and approved
by regional employee committees.

“We feel like this will engage the people
who know the communities best and
allow us to know what the greatest needs
are or where we can have the greatest
impact,” said Kevin Dow, community af-
fairs manager for Wachovia’s mid-Atlantic
division.

But it’s more than just feel-good work,
he said. There is a real economic impera-
tive, even if it is somewhat hard to deter-
mine the precise dollar value.

“Turnover costs a lot more than reten-
tion,” he said, since the cost of training
new workers can be high. “We know that
employees who are more engaged in the
work in the eompany in the community
are better retained. If we reduce turn-
over, we will save the company money.”

Companies say, however, that invest-
ments must be well-thought-out and stra-
tegic. The giving must be consistent and
make sense in terms of the company’s
core business. Otherwise, the money
- might not be used effectively and con-
sumers might become confused and cyni-
cal, concluding that the company was
merely trying to buy good will.

Philadelphia-based GlaxoSmithKline
focuses the vast majority of its $558 mil-
lion in annual giving on health care, from
a massive 20-vear project to wipe out the
dreaded parasitic tropical disease lym-
phatic filariasis, at a cost of over $1 bil-
lion, to its relatively modest “impact
awards,” which are $40,000 grants the
company gives to health-related nonprof-
its in Philadelphia every year. ;

“Health is a natural thing for us,” said
Justine Frain, GSKs vice president for
global community partnerships. “We don’t
fund sporting events; we leave that to
Nike or somebody else. We don’t fund en-
tertainment. We don’t actually fund very
many galas — we do a very small number
of those — because we feel we can use
our money more effectively by funding
_organizations to being about change.”

Corporations are an essential compo-
nent of the local charitable community,
which numbers 21,000 nonprofits in the
Philadelphia area.

The local United Way raises more than
$50 million a year from fund drives in
1,200 local businesses. Many of those
businesses match all or part of the contri-
butions made by employees, said_David
Fair, vice president for community impact
for the United Way of Southeastern Penn-
sylvania. ;

Although the largest donations olgw-
ously come from the largest companies,
corporate and nonprofit leaders say that
even small businesses can get in on the
philanthropic act. Something as small as =
allowing an employee some time off to
volunteer, or helping with the United Way
campaign, can make a difference to some-
body.

“I think all of us in the corporate world
or business world have a responsibility to
be involved in the community,” s_aid PNC’s
Blum. “We can move mountains, even
small mountains — hills — but they
should never be afraid” to try. #58




Beyond simple
check-writing

Over the past 10 years, David Fair, vice
president for community impact for the
United Way of Southeastern Pennsylvania,
has seen a change in the way companies
give.

Companies used to cut a check and
leave it at that. Increasingly, however,
companies are getting more intimately in-

volved — sending volun-
| teers, giving donations of
equipment and consulting
services, or enlisting corpo-
rate executives to serve on
| nonprofit boards, he said.
| “What| think a lot of
SR 888 corporate leaders in this
Fair region have recognized,

- better than most around
the country, is that their sense of corpo-
rate social responsibility doesn‘t stop with
just making a donation,” Fair said. “There
are a lot of other things that they can be
doing that will make a difference in the
community.”

Deepening involvement also allows
companies to get more out of their phi-
lanthropy in terms of community interac-
tion and, in some cases, executive devel-
opment. Utility company Peco Energy Co.,
for example, has recently started a pro-
gram, along with The Non-Profit Center at
La Salle University, to train executives to
serve on boards.

“It's a great way for them to develop
their community network, to develop
their leadership skills, to address a new
set of challenges that they don't address
during the business day,” said Jeff Gor-
don, Peco’s corporate relations manager.
“It's nice to write a check, but it's even
better to invest your expertise in these or-
ganizations.”

Likewise, tech giant IBM Corp. spends
considerable effort to make sure that it
makes donations to companies that can
use the money and equipment wisely,
said Diane Melley, IBM's director of cor-
porate citizenship and corporate affairs.
For example, the company’s Reading
Companion program donates equipment
to schools to use a Web-based literacy
program for kids, but it also provides vol-
unteers to help set up and use the equip-
ment.

“IBM is not into just 'writing checks for
dinner’ type of philanthropy,” Melley said.
“We're very much about bringing solu-
tions to problems.”

— Sean Scully



