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Executive Summary 
This book is about building bridges between Sustainable Development and Corporate 
Community Investment (CCI). By looking at patterns and trends in natural systems, the 
economy and the organization, a clear picture leading business towards a more social 
approach to Sustainable Development is formed. Building on existing phitanthropic models, 
CCI is merged with corporate strategy and becomes an irnpodant tool for concepts of 
Corporate Social Responsibility. In this book you will find an overview of these concepts, how 
they work with business and what barriers they will likely encounter or try to break down, These 
concepts are then translated into practices through general methods that guide their 
implementation. Examples and anecdotal segments of successful ventures can be found 
throughout the book, along with quotes from leading business people, authors, speakers and 
not-for-profit organizations. This book goes beyond practices of "eco-efficiency" to include 
more creative ways to mobilize citizens and generate public involvement in the pressing issues 
of our time. 





Purpose 
This book is intended to influence business, citizens, government agencies, and other 
organizations to become more Sustainable by promoting innovative thinking, ethical 
consciousness and responsibility through Corporate Community lnveslment programs. 

This formal was chosen to demonstrate the links befween Sustainable Development, 
Corporate Social Responsibility and Corporate Community Investment, in a way that is  
readable by a broad audience, A comprehensive literature search, key informant interviews 
and conference materials (See Appendix One) provided the information needed to compile 
this handbook, 

Is This Book for You 
Decision-makers, problem solvers creative thinkers, visionaries and practitioners will find this 
book useful because i t  explores Sustainable Development ond Corporate Social 
Responsibility in relation to the practices of Corporate Community Investment. 

This book can help you find creative solulions to challenging problems, i f  you agree with Sir 
Charles Handy, a leading British businessman, who believes the principal purpose of business 
"is not to make a profit - full stop, It is  to make a profit in order to continue to do things or 
make things, and to do so even better and more abundantly" (Pinney 1997). 

How to Use This Book 
This book has been written in general terms and is intended to be a catalyst for your ideas. It 
condenses many of the topics and ideas that surround the concepts of Sustainable 
Development, Corporate Social Responsibility and Corporate Community Investment. There is 
no one perfect model or approach to these programs, so each company will be different. The 
success of implementing solutions is dependent upon your ability to draw from your 







Assumptions 
Because of the large quantity of information surrounding these topic areas and the potential 
for heading into tangled and tangential philosophical discussions, these assumptions have 
been made. 

Corporations exist to make money 
On this planet and in the economies we work in, there is a link between 
economic and social well being. Business does not prosper in unhealthy 
communities 
We live in a global community, and know that if we pollute the planet, we 
are polluting ourselves. Pollution does not abide by political boundaries 
There is mutuality between corporate and social concerns. Companies are 
dependent upon their employees, employees live in communities and 
therefore the employees have a stake in the well being of their community 
Everyone has the right to make a living 
Decisions we make today affect the world of the future. A sustainable 
world has to be one we want to live in 





Consider Corporate Community 
Investment 

Defining the Problem 

As you can see 
by the graphic 
the problem t hot 
exists is a 
complex and 
circular one. 
Knowing how or 
where to make 
change is often 
very difficult, This 
book focuses on 
the problem that 
the skills, 
knowledge and 
expertise of 
business have 
not been 
leveraged for 
resolving the 
broader 
problems related 
to Sustainable 
Development. 





about change toword Sustainable Development already exist. Some lie in technical solutions 
and processes but the most valuable remain untapped reside in the minds and actions of the 
world's people channeled into corporate and organizational capacities. This capacity has 
brought products like Coca-Cola and McDonald's to all corners of the world. If they exist 
within corporate structure, why not apply these capacities to the cultivation of a civil-society? 
Mobilize the technology, transportation and communication systems to begin a path toward 
sustainability. If these tools exist, the question then becomes one of how to mobilize these 
people and use their strengths effectively to bring about change. 

lapping into the expertise of a company through Corporate Community lnvesfment benefits 
both the community and the corporation. CCI is a creative process that is a positive extension 
of how corporations can function in society, re-ignite the human spirit, and have some fun 
while they are doing it. Corporate Community Investment is closely linked to the concepts of 
Sustainable Development and encourages ways to think about the "and" rather than the 
"or". For example how can we run a business "and" benefit the community? 

Corporate Community Investment is about people. People are consumers, stakeholders, 
marketers, family members and members of the world community. People influence people. 
In fact most successful long-term projects are based at the community level (McKenzie-Mohr 
1996). CCI can also provide the means to stimulate wider public involvement, evaluate 
strategies and monitor progress, This kind of involvement begins to re-establish a sense of trust. 
Corporations merely act as vertical highways to engage citizens to work towards Sustainable 
Development in their communit ies and work environments. Stirnulclting people on this level 
fosters innovolion, commitment and spirit. 





Introduction to the Main Concepts 
This section describes Sustainable Development, Corporate Social Responsibility and 
Corporate Community Investment. These definitions have been  col lected from a number of 
sources and are explained with the help of graphics. 

Sustainable Development (SD) 

Largely driven b y  the decline of the world's natural resources, Sustainable Development is a 
terrrl that remains elusive in its comprehension and is limited in pad by our own societal 
conceptual  constructs. Mosf simply it describes a balance between the environment, the 
economy, and how these relate to the communities of the world. Sustainable Development is 
about who  w e  are as people and h o w  w e  live our lives, It is not a fixed point, but a process of 
evaluation a n d  innovation that incorporates a third dimension - the human spirit. 

Traditionally viowecl only from an ot~joctivo perspective, Sustainable Devoloprnont has 
boon approactled as a problem that is serviced by technological tixes. Acceptance ol 
policies and practices addressing er~vironmental prol~loms 011 this levol has become more 
widely accepted as many of the boltom-lino benefits aro made apparent. Yet, by their 
quantitative riaturo they ofton fail to address ttie subjectivu, or qualitalive parspeclives that 
provide t t ~ u  richri~ss and quality of life on this planet. Aulhor Paul ttawken refers to Carl 
Frankel's work ttial "ooints out, tho social aspect of Sustainable Development is not only 
ahuut a moro c)cluilable distribution of resources, impoftatil as that is. It is also aboul a 
now c~rltural respool for what he calls tho 'subjective' dinicnsions of experience - ttiosu 
aspects that are not readily reducible lo raw numbers" (Frankel 1998 p.xvi). 
Social Sustainability seeks to enrich society w~th a strong cultural base that recognrres the 
value of commtrriity, elhics, values and senso ol place. Addressing issues of social 
suslainabilily rs an attempt to make sure that the social labric that suppork the 
framoworks ol business, goverriment and society as a whole does not orode - leaving 
those p~llilrs unsupl)ortecl. 





Conservotlonist Continuous New Industrial New Humonist 
Improvement Revolutionist 

"Meeting the 
needs of the 

present 
generation with 

out 
con\promising 
the ability of 

future 
generations to 
meet their own 
needs" (Frankel 

1998 p.21). 

L 

". . . the harmonious 
balancing of lhese 

three elemer~ts 
(environment, 
economy and 

equity) - growth is  
lo be persued in a 
manner consistent 
with environmental 

protection and 
social fairness" 

( Frankel 1998 p.22). 
k 

"to remedy the 
unintended 

consequences of 
industriaiizalion .. , 

(and] articulole a set 
of design principles 
appropriate to the 

world, whose 
population Is 

empected to lop oul 
at 10 billion or more 
" (Frankel 1998 p.22). 

L 

Sustairloble 
Development Is 

about who we are 
as people. The 

earth is  each of us 
and we ore the 
earth. We are all 

connected. 



Corporate Social Responsibility (CSR) 

According to the World Council for Business and Sustainable Development (WCBSD), 
Corporate Social Responsibility is the continuing commitment by business to behave ethically, 
to contribute to economic Development and to improve the quality of life of employees and 
their families. the local communitv and societv at larae. 

Corporate Social Responsibility is a "comprehensive set 
of policies, proctices and programs thal are integrated 
throughout business operations (that address issues of: 
human rights, workers rights, community involvement, 
supplier relations, and the environment) decision- 
making processes and jsic, are1 rewarded by  top 
management" (BSR 1998 p. 1 ) .  

Many companies of all sizes and sectors are responding 
to pressures from customers, suppliers, employee's 
communities, investors, activist organizations, and other 
stakeholder groups. The adoption of CSR policies and 
practices in recent years has been significant and has 
met with sizeable bottom-line benefits. 

b 

"The Co-opera tive Bank, has a long history as one of the 
most innovative banks in the United Kingdom, and more 
recentlv it has aained a re~utation as a leader in Cornorate 
Social despon$bili ty. ~ r n o n ~  other programs and ticesj 
the company is recognized for its (I) strong ethical 
investment policy statement; (2) social auditing practice; 
and (3) ethical marketing strategies. The bank's 14-point 
ethical investment policy outlines the company's position on 
socially responsible investing, including its decisions not to 
finance weapons deals to oppressive governments, and not 
to invest in companies involved in tobacco, the fur trade, 
animal testing or exploitative factory farming. The company 
has also been a pioneer in the area of stakeholder relations 
and social auditing, producing a "Partnership Report" in 
1997 that measured impact and identified improvements it 
could make in social responsibility areas such as customer 
sa tisfaction, ecological sustainability, workplace practices, 
community involvement and ethics. Through its ethicol 
marketing campaign, Co-operative Bank advocates for 
various issues, such as the concept of fair trade and living 
wages, environmental protection, the accepfance of 
diversify and bans on the financing of landmines" (BSR 1999 
p.9). 



Corporate Community lnvestment (CCI) 

Corporate Community lnvestment is one tool for bringing the concepts of Corporate Social 
Responsibility and Sustainability into practice. CCI is a strategic process for investing in 
communities with the intention of creating opportunities that are aligned with corporate goals 
and Sustainable societies. CCI presents an opportunity for expanding existing philanthropic 
practices, strategically enhancing them, aligning them with corporate business goals, and 
empowering corporations lo take action. Once initiated, a successful program should provide 
the opportunity for continual improvement and input. 

"SmithKline Beecham, a Philadelphia and London-based healthcare company, utilizes strategic 
philanthropy to address the needs of communities throughout the world by tying its overall 
community involvement activilies with i ts  core products and business strategies. In 1996, the 
company launched i t s  worldwide Community Partnership Program. The program is managed by 
four Community Partnership Teams, represel ~ting North America, Europe, International and the 
corporate headquarter cities of London and Philadelphia. Each cross-functional team is led by a 
senior executive and comprises business managers from various functions (e.g., corporate 
communications, pharmaceuticals, consumer healthcare, research and Development, legal 
services, etc.). Each team also has a specific focus. The company's North American efforts focus 
on better access to health care, and inciude a USS2.9 million commitment to 140 communities in 
the U.S. to establish innovative and repticable community heallh projects. In Europe, SmithKline , Beecham focuses on children's health and hos developed partnerships with Project HOPE in 
Bosnia and Russia. This year, the company also initiated a 20-year, worldwide campaign with the 
World Health Organization to eliminate lymphatic filariasis. In addition to donating i ts  product, 
abendazole, to every country that needs it until the disease is eliminated, SmithKline Beecham 
has committed program assislance, health education and employee volunteer support" (BSR 
1999 p.9). 
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Sustainable Development, so far.. . 
Seeing CCI as a tool for CSR and Sustainable Development demands an understanding of the 
limitations of our current economic paradigm. This section discusses factors within the current 
economic paradigm that limit Sustainable Development. 

Although there have been tremendous advances in the field of environment a1 management 
with the creation of new markets, technological advancements, networks, models, 
frameworks and processes: barriers for Sustainable Development still exist. We have seen a 
reduction of emissions, advances in reporting and auditing practices, and efforts to integrate 
the environment into the profit focus of many fortune 500 companies. Despite these 
advancements, the negatives still outweigh the positive. 

"New industrial revolutionist," 
William McDounough believes 
that "business has been 
mistaking eco-efficiency for 
Sustainable design" and says 
that "eco-efficiency is an 
impoverished ogendo in terms 
of the real creative solutions, 
With eco-efficiency you're 
inhabiting a world where you 
wake up in the morning and 
feel guilty, then spend your day 
figuring out how to feel less 
guilty. A sustainable design 
agenda, on the other hand, 
says you wake up in the 

J 

Umiting Facton of Business 

I .  Perception of Value: Current societal values and 
business practices are not consistent with natural 
ecosystems and the needs of the human community 
(Dalla Costa 1 998). 

2. Lack of Awareness: The business community has 
traditionally lacked awareness of the role and 
importance of living systems (Frankel 1998). 

3. Measurement: Modern societal beliefs are obsessed 
with quantitative measurement, to the degree that 
what cannot be measured empirically is usually 
viewed as unimportant or non-existent (Frankel 1998) 

4. Institutionalization: As a society, we have 
institutionalized these problems. 



morning and feel hope" (Charter1998 p.3). Existing practices will remain impoverished so long 
as we continue to operate under the fundamental limiting foctors of business based in our 
current economic paradigm, 

Perception of Value 
The first limiting factor is that current societal values and business practices are not consistent 
with natural ecosystems and the needs of the human community (Dalla Costa 1998). Current 
values and their preservation translate into the environmental problems that we see 
throughout the world. 

, 

Corporatism is the prevailing ideology in current western culture and the birthplace of 
globalization. This ideology holds the blind belief that corporations in this position in society are 
in fact concerned for i ts  best interest, lhey are not. Their function in relation to value, 
according to Carl Frankel, environmental journalist and author of In Earth's Comoanv, is to 
",,.make money, not help people save the world" (Frankel 1998 p.17). Herein lies the challenge 
- and one that is so essential for Sustainable Development - to find a meaningful unit to 
measure the not ural capital requirement of the economy. 

Our Ecological Footp~int 

Mathis Wackernagel and Williarn Rees (1996) of the University of Britisti 
Columbia, Canada have developed such a tool. They have called it "Our 
Ecological Footprint." The "Ecological footprint analysis is an accourltir~g tool that 
enables us to estimate the resource consumption and waste assiriiilation 
requiremet~ts ol a defined human population or economy in terms of 
cortespondirig productive land area." When cornparing North Americans' 
standard of living to people in the rest of the world using the ecological footprint, 
Wakernagel and Rees determined that "if everybody on Earth enjoyed the sarne 
ecological standards as North Anierican, we would require three Earths to satisfy 
aggregate material dernand using prevailing technology." 



Lack of Awareness 
The second limiting factor according to Frankel, is the "Business community's traditional lack of 
awareness about the role and importance of living systems ...( making the) assumption that the 
world's resources are inexhaustible" (Frankel 1998 p, xiii]. This lack of awareness leads to 
economic and management structures which do not consider environmental impact in 
decision-making, Environmental and social impacts must move from being externalities to key 
determining factors. "Corporations routinely ignore the biophysical lows and principles that 
describe how life sustains itself on the planet. Yet enterprise is wholly and hugely dependent 
on natural forces and living systems. Are there any living systems it can do with out? The 
atmosphere? The hydrologic cycle? Ocean? What will businesses do if its [sic. their] customers 
are malnourished, if  the topsoil required to produce commodities has a forty-year half-life, if 
pure water required for manufacturing and consumption diminishes, if the weather becomes 
so erratic and unstable that i t  jeopardizes production, investments, and planning? Whal does 
business do i f  it cannot get insurance because climate-ralated losses have depleted capital 
reserves, if it no longer can get coverage for product liability because of public health issues, 
or if the North Atlantic current that maintains the warmfh for European agriculture dissipates 
because of the melting of the Greenland icecap? Then what? Yet these are all real 
possibilities" (Frankel 1998 p.xiii). 

There are many ways to promote awareness, but many of the approaches used up until this 
point have failed as they either preach to the converted or they are sending the message in 
the wrong package. The first rule of thumb is to understand how ideas are assimilated and at 
what rate, Marketers, behavioral psychologists and educators alike know how to do this, But 
why does business continue to be unaware? The obvious reason is that marketers, behavioral 
psychologists and educators have not been given the forum to work in and tap into existing 
networks of communication. Or once again it becomes a question of value, whereby, society 
does not see the information as relevant, 

Measurement 
The third limiting factor is one of measurement, "We are a society obsessed by quantitative 
measurement, so much so, that what can't be measured empirically is typically viewed as  la^^ I \  \,( ly \ I [  I ,( IQ I I!I[I( I v t t  t (  I I s t  t - .q  

unimportant or non-existent" (Frankel1998 p. 23). As a framework for decision making the I I[ I , 1 1  I (  I I t i  ! I t  I\ 1 * a  

emphasis on quantitative rneasuremenl has manifested itself as on ideology rather than a 
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tool. Frankel quotes Keri Wilber a contemporary psychologisf, philosopher and author of Eve if I , ) ,  - 1  I - ) t \ /  I 







Ma king Commerce Sustainable 
This section gives examp!es of some current models and prescriptions for understanding and 
working towards Sustainable Development. 

Getting Past he Bohm-Une.. ..The Tdple Bottom-line 

The Triple Bottom-Line was developed by SustainAbility, a U.K. based think tank, 
led by John Elkington author of Cannibals With Forks (1998). This model places 
society, the economy and the envirorlment on three parallel plaries demonstrating 
that "Society depends on the econorny, and the economy depends on the global 
ecosystenis whose healtti represents the ultimate bottom-line." This model shows 
that the tl~ree bottom-lines are in constant flux from political, ecorlomic and 
environmerital pressures, cycles and conflicts and these lines or "continental 
plates" as they are alluded to, will experience social, economic or environmental 
"tremors" or "earthquakes" as they slide over each other. These "shear-zones" 
have seen the rise of eco-efficiency practices in many companies, envirorirnental 
literacy and training and investment, But at each junction there are many other 
issues and problerns to resolve. This model is a way to conceptualize how these 
three elements of the world interact and their connections. 

Poul Hawken and William McDonough, have developed "Seven Steps to Good Business" 
suggesting that what has traditionally been perceived as a management problem is in fact a 
design problem, they claim that the industrial system will remain unsustainable until we 



redesign it to imitate natural systems. The linearity of the Industrial system limits i t s  ability to fit 
within natural systems that are circular, Hawken and McDonough believe "it can be done" 
and propose the following objectives as a guide: 

Eliminate the Concept of Waste 
Restore Accountability of the Corporation 
Make Prices Reflect Full Costs 
Promote Diversity 
Make Conservation Profitable 
Insist on the Accountability of Nations 
Restore the Guardion 

Hawken and McDonough, further assert that these objectives "cannot be achieved unless we 
engage in a creative process that pays close attention to the needs of all people" 
(Hawkeninc .corn). They say that this process needs to: 

Provide secure , stable, and meaningful employment for people everywhere 
Be self-actuating as opposed to regulated or mandated, honoring human nature 
and market principles 
Exceed susfainability by restoring degraded habitats and ecosystems to their fullest 
biological capacity 
Be creative and engaging, and perceived as more rewarding than our present 
way of life (Charter 1998 p. 3). 





en-masse after it was found that the new buttons did not stand-up to washing and drying as 
these processes replicated germination conditions in the rainforest. Patagonia quickly learned 
that they had to do their I~omework, and that the piecemeal opproach they were then toking 
was not enough and might in fact be counterproductive, 

Later Patagonia commissioned a life-cycle assessment of the four main fibers used in their 
producls. This study demonstrated to Patagonia that there were parts of processing that they 
could change and others they could not immediately impacl. As a result, they were able to 
focus their efforts in areas with the greatest chance for successful change. 

Through this process Patagonia identified the possibilily of affecting the productioh of cot ton. 
Vertically integrating the company in this fashion meant educating the employees and 
working closely with their suppliers. Sourcing organic materials this way was new to Patagonia, 
and included purchasers going down to the forms themselves and working within the entire 
distribulion channel. With a commitment to "Environment" and "Quality" Patagonia continues 
to bring these two values to its customers through its products. Through this experience and 
others like it, Patagonia has learned many lessons along the road to sustainability. They 
include: 

Lessons in Sustainable Development 

"In order to successfully define and implement Sustainable business, professionals, experts 
and the general public all need to be engaged. We need to utilize the different 
competencies, knowledge, and skills we share with others - our vendors, our customers, 
everyone." 

"It's imperative that we exchange information about the what works and what doesn't." 

"... We often don't know the most effective way to address environmental challenges 
before us, so partnering is the way to go." 

"If a company doesn't know how bad it is, i t  will never commit the resources to make the 
tough changes." 

"While environmental change can be a source of competitive advantage, i t ' s  really about 
how we can all learn to reduce our impact on the natural world." 

"Building Quality products results in qualify processes and quality relalionships." 

(Brown 1998) 



The second approach is to look at the big picture. The challenge with this approach is to 
change the perception of value held by shareholders and customers. Until shareholders take 
a good hard look at the value of their shares, very little progress towards sustainability will be 
made. Companies must look at their definition of quality and include protection or 
contribution to the quality of life for all, along with all previous expectotions. Shareholders too, 
must look at more thon the bottom-line. They must be convinced of the true value that 
includes a long-term vision for environment01 quality and sustainability. Similarly, the customer 
needs to see the value in products that address these concerns and make purchases with 
these factors in mind. lhis is already happening and can be further encouraged by 
companies who choose to educate their customers and stakeholders. These relationships 
create a dialogue that engages customers, employees and shareholders to work together 
towards sustainability. It acknowledges that sustainability is a work-in-progress that requires 
collaboration for a common solution. Patagonia believes fhat sustainability is achievable even 
though they haven't got everything figured out yet. They are however appealing to others to 
work with them along f his path toward sustainabilit y. 

Forecasting and Backcasting 

In order lo bui(d a world fhat is Susfainable, we all must take responsibilify for our impacts on 
the natural world and the people in it. This belief is both true for the individual and the group. 
As environmental managers, CEOS, employees and the like it is our job to think about the 
future and educate the people on what the world might look like. To ask questions like, where 
are we going? What kind of world do we want to live in? How might we get there from here? 
Do these changes add up to anything? 

Answering these questions and others like them does not have to be a difficult task. One 
mefhod for answering these questions is a process called "Bockcasting." Backcasting was 
developed by the people of The Natural Step, to define what we wont the future to look like in 
order to figure out what to do to make it happen. Backcasting, uses the visioning processes 
and chooses action based on the visions and moves backward. This process is very different 
from forecasting that draws conclusions from present trends to identify future performance. 
Forecasting is a linear process that doesn't allow for the creative thinking that is needed for 
innovation in times of change. 



The Power of Positive Thinking.. . 
John Dalla Costa, in his book The Ethical Im~erative, quotes Nicholas Rescher, Professor of 
Philosophy, University of Pittsburgh, on the topic of positive thinking. He says "Optimism can 
never really convert pessimism, except in action, when it can prove the hopeful to be 
possible. A global ethic represents just this type of hopeful action, It asks business-people to try 
to think and act with the optimism that, as Rescher writes, 'presses beyond fact to the impetus 
of value - not by failing to see things as they are but by looking also toward what they might 
and should be. As the optimist sees it, the good outweighs the bad not in the balance of 
actuality but in the balance of importance (Dalla Costa 1998 p. 1 15)'" 

Maggie Milne (see Appendix Four) encourages positive thinking as a way to move beyond 
what she calls the "Yah- Buts," those nasty little phrases that often stifle creativity long before it 
arises. We have all heard, "...it's not going to work because ..." "yah-but they will never 
approve this.. ." Try rephrasing these words by using "What if.. .." 

What if you had this kind of organization, what would it bring you? 
How would you allow it to flourish? 
What could you contribute? 
What would the organization learn in the process? 
What if all newspapers had to be 50% recycled? 
What if you had to pay a deposit on tires to pay for their disposal? 
What i f  there were credits given for carbon emissions that could be traded? 
What if  all product labeling had to include information describing the life-cycle 
and social commitment of a company? 
What if all air transport had to allocote a certain portion of i t s  cargo for world aid? 
What if my employees volunteered in the community? 
What if I volunteered? 
What if we conducted a social audit? 
What if we created company policy on Social Responsibility, and fhen educated 
my employees, customers and shareholders on it? 
What if we supported a cause and made it part of our corporate strategy? 
What if videos on the cultures of the world and how to be appreciative of them 
were shown to passengers prior fo their arrival in a foreign country. 



What i f  our drivers were part of a crime stoppers and reported queslionable 
behavior in the alleys white picking-up garbage? 
What if all cereal boxes, milk cortons and breakfast food packaging had 
information to help find missing children? That told stories of kindness? Got kids to 
join o club and help their community3 Didn't teach kids to want more junk? 
What if epidemics like polio, tuberculosis and smallpox were wiped-out? 
What if we ail worked together3 





The Bia Picture 
This section looks ot a number of forces or patterns that ore driving o more social approach to 
Sustainable Development. As demonstrated by the diagram below this section is divided into 
three sections: "Naturol Systems," "The World Economy" and "The Organization". This 
approach was chosen to demonstrate external and internal forces that are working to 
influence the practices of business. The nesting of these categories directly correlate to the 
nesting of CCI within CSR and Sustainable Development, as shown in Figure Two. 

Figure Four: Nested Concepts for the Big Picture 

Corporate Community lnvertment 

Carwrote Saclal Resmnsiblllh, 



Natural Systems 

The Natural Environment 
Since the industrial revolution the viability of the world's natural systems that regulate air, water 
and soil have come under intense pressure. Although largely removed from urban centers, the 
all the food we eat, the air we breathe and the water we drink is  dependent on natural 
systems. Global warming, holes in the ozone layer, acid rain, deforestation, oil spills, hobHal loss 

1 
and threats to biodiversity all have become issues for business. It is important for business to 
understand these natural systems and their impact on them. This knowledge is important in 
order to begin to implement structural changes that allow for Sustainable Development 
policies and practices. Otherwise business will continue to work within an industrial system 
which when deconstructed: 

"Puts billions of pounds of toxic material in the air, water, and soil every year 
Measures prosperity by activity, not legacy 

r Requires thousands of complex regulations to keep people and natural systems 
from being poisoned too quickly 
Produces materials so dangerous that they will require constant vigilance from 
future generations 
Results in gigantic amounts of waste 
Puts valuable materials in holes all over the planet, where they can never be 
retrieved 
Erodes the diversity of biological species and cultural practices" 
(McDonough 1998). 

Dr. Caroline Myss, a medical intuitive, suggests that the ills that exist for humans 
symbolically represent those those of the planet. She says, "... I could almost see 
the manifestations of AIDS as a global illness. The Iurig disease p~~eun~oncyslis 
car i~~i i  pneur~ionia may be syrnbolic of the destruction of tlie rain forests, from 
which the earth draws the greatest proportion of its oxygen supply. Similarly, 
Kaposi's sarcor~~i~, the car~cerous skin lesions that forrn in triany AIDS patiorlts, is 
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symbolic of the destruction of the earth's natural surface, perhaps most 
dramatically by the testing of nuclear weapons, but also by toxic wastes and other 
forms of pollutior~. And finally, the human immune system could symbolize the 
earth's ozone layer, which is now as fragile as the immune system in a very ill 
patient" (Myss1996 p. 25). 

Despite the apparent decline of natural systems, there remains a great deal of skepticism 
about the reality of such environmental collapse, Business leaders such as Robert Scott, 
chairman of Gulf Publishing Co. (Frank 19981, one of North America's leading e'nergy data 
publishing companies, fears that warnings of globol warming are based on a number of 
blatant falsehoods. Like many businesses, he is concerned about findings from the U.S. Energy 
Department claiming that implementation of the Kyoto accords would depress 70 per cent of 
all economic activity in the United States. Concern for the viability of our economies amidst 
growing environmental concern is legitimate, as a healthy economy is a component of 
Sustainable Development. This concern, however, does not include the costs to business i f  
issues like global warming are not addressed. The truth although obvious and profound, is that 
we depend on nature (Wackernagel 1996). 

Complexity of World lsrues 
For a long time we have depended on science to provide all the answers for the questions of 
how the world works. But in that scientific explorafion we have discovered that our world is 
much more complex than ever anticipated. Realizing this begs Ihe question of how effective 
our current management systems are if they are based on the premise that we - as humons - 
have the ability to "manage" nature (forests, rivers, air quality) without a clear understanding 
of the totality of what we are dealing with, The complexity of such issues lies far beyond the 
scope of any single discipline to fully discern and adequately resolve (Suzuki 1998). 

Through partnerships within industry and other orgunizations, CCI can initiate ties in society 
needed to work across disciplines and use resources more effectively. 



Choos Theory h a NutSheII . . . 
Chaos Theory as taken from the study of quantum physics has been applied to 
not only the galaxies that surround us, but also to the world we livo in. Chaos 
Theory demorrstrates that there are random patterns ot events that in their 
random action or chaos form identifiable patterns, rather than linear sequences of 
action. Accepting this to be true, theorists purport that 'things' will happen as they 
may, and that to fully understand an entire set of actions is so infinite and 
dependent or1 an irifiriite number of variables that it is unattainable. These 
theorists suggest that pattern recognition is a more adequate tool for determining 
course of action. 

Inequity 
Author Paul Hawken believes that "whereas the next industrial revolution is about 
transformation of our global business practices, Sustainable Development actually involves 
more than that. Most importantly it is  about social justice. The inefficient uses of resources is 
compounded by distributional inequity: the top population quintile, mostly in industrial 
countries, currently metabolizes 80 - 85 percent of the world's resources, leaving the balance 
for the remaining 4.7 billion" (Fronkel 1998 xv). According to Joshua Karliner, author of The 
Corporate Planet; Ecobgy and Politics in the Age of Globalization, the global economy is 
widening the gap between the rich and the poor. He says that this system if unabfe to meet 
the needs of present generations will certainly compromise future generations and is not a 
recipe for sustainability and equity as i ts  advocates claim it is. In a quote from the UN 
describing world poverly, Karliner demonstrates the level of poverty Ihat still exists in the world 
claiming that "overall, there are more than 1 billion people living in absolute poverty in the 
world today - 70% of whom are women. (Even) the United States, supposedly the wealthiest 
nation in the world, now has the widest gap between the rich and poor of any industrialized 
nation, and disparities continue to grow" (Korliner 1997 p.22). James Gustave Speth, 
Administrator for the UNDP lead report supports these claims, stating that "The world has 
become more economically polarized, both between countries and within countries. If 
present trends continue, economic disparities between industrial and developing nations will 
move from inequitable to inhuman" (Frankel 1998 p.8). 



Business has a big role to play in remedying much of the inequity in the world lhrough 
globalized economies. Cornponies have the infrastructures and access to resources upon 
which communities around the world depend for their livelihood. Accessing these resources 
will be dependent upon creative program development and partnering with community 
organizations who posses the skills and expertise in areas of Community Development. 
Designing interventions that are "appropriate" will be a considerable challenge. Corporate 
ethics will play a strong role in determining these priorities and in how they fulfill consumer 
"demand," Directing involvement in communities will not only serve to benefit communities in 
need but will reinforce ethics within the corporation. 

Spirituality and Connection 
As Ihe world becomes more global, people are seeking spiritual guidance for modern world 
challenges. In the last decade we have seen a dramatic increase in sales of self-help 
products, motivational speakers, eco-tourism, and popular personalities like Oprah Winfrey 
advocating an integration of mind, body and spirit. The popularization of spirituality and 
community has found itself all the way into contemporary magazines like PEOPLE that now 
regularly feature 'good works' and 'community giving.' These trends indicate the desire and 
interest of people to feel connected to one another, and to regain a sense of hope and 
spirituality amidst a rapidly changing world - or at least to think they are. 

The irony, however, according to John Dalla Costa, is that despite a marked turning away 
from secularization and toward the spiritual, there continues to be a growing attachment to 
consumption and people are sacrificing themselves to the values of working, earning and 
obtaining (Dalla Costa1998 p.59). If this is the case there is an opportunity to redirect the 
energies of workers through experiential learning and direct contact to the community 
through voluntary programs. CCI can help employees make spiritual connections as they help 
others and become more in touch with their natural and human environments. 

Shifting Paradigms and the Coming Millennium 
The coming millennium, as most businesses are aware will have and has had a significant 
impact. As computers the world over are upgraded to be compatible with the year 2000 
(Y2K) ,  people will celebrate the changing millennium. How these changes will be felt is not 
known. A n  air of excitement and fear of the unknown is building as the millennium draws 
nearer. Naturally the world's people will review history, measure progress, reflect on fhe 





Leaders in this field include author Paul Hawken, chemist Micheal Braungart, architect William 
McDonough, businessman Ray Anderson, philanthropist Teresa Heinz and the physicist Amory 
Lovins. This approach to design warns that "blindly adopting superficial 'environmental' 
approaches without fully understanding their effects can be no better than doing nothing." 
(Charter 1998 ). Claiming that practices of eco-efficiency and recycling work within the same 
system that caused the problems in the first place, McDonough and Braungart (Charter 1998), 
propose a system that is not efficient but effective, whereby it follows these nine principles of 
"Sustainable Product Design", 

Nine Principles of Sustainable Product 
Design 

1 . Waste equals food 
2. Use current solar income +> 
3, Respect diversity + :,' 

.4 ,L ' 
4. Cost (Con I offord it?) y 
5. Performonce (Does it work?) 
6. Aesthetics (Do I lik6 it?) 
7. Is it ecologically ip~el l i~ent  (Do i l s  materials 

comply with'obr @tinciples?) 
8. Is it justv (Is evenjthing equitably considered?) 
9, Is it fun3 (Do I get up in the morning and wan! 

to do it?) (Charter I998 ). 







community relations program in their international locations. In many cases, company 
involvement with community projects outside their homes can have direct business benefits" 
(BSR19991. 

Although the global economy is said to offer much in the way of consumer good, and 
opportunities to the world's people, these kinds of community intervention programs will 
become more necessary as much of the global economy has been seen not to benefit lhe 
masses. This changing market environment, according to Dalla Costa, fueled with high growth 
and mass profils has, wilh 11s momentum developed inconsistenlly, allowing for companies 
seeking competitive advantage to move facilities or practices to countries that ore less 
stringent or poorly policed. Such rapid changes have not allowed the global cohmunity to 
interpret and ground them (Dallo Costa 1998). Dallo Costa continues by saying that the 
"economy may be global, but people are no1 - or a1 least not yet, So whereas the shape and 
priorities of the global economy may be clear, the form and substance of the larger global 
community is still an open issue, with largely unasked queslions" (Dalla Costa 1998 p. 15). The 
social and environmental consequences of this kind of imbalance may prove dire by fueling 
greater social and environmental injustice and environmental degradation. 

It would be naive to assume that CCI programs can solve all of the problems of the world, but 
such programs have been successful at making the world a smaller place. CCI brings people 
in contact with other people perhaps humanizing a small part of the technological, fast- 
paced world. 

Social and Environmental Injustice 
According to John Dalla Costa, "The people of the world need the global economy to 
survive, but the people of the world can also survive only if the global economy reorients to 
include a host of performance criteria. in addition to profit, the economy must sustain and 
renew nature. In addition to productivity, the economy must generate equity and 
opportunity. In addition to heeding the needs of inanimate capital, the economy must 
respect the needs of the human family" (Dalla Costa 1998 p.89). 

Everyday the world witnesses mass social and environmental injustices. These injustices 
include: poverty, and contamination of air, water and soil. There is a need to provide the skills, 
knowledge and understanding required to work within these contexts on both international 





Access to Information 
It is  the age of information. Never before in history has there been such a wealth of 
information available to so many people. Television, radio, computers, fax machines, 
photocopiers, libraries and the Internet all provide a window into the workings of the world. No 
longer are large institutions able to hide behind veils of secrecy and privilege; nor are they 
protected from stakeholder scrutiny. The resulting skepticism of corporations is what is driving 
corporate accountability and transparency. 

Fueled by the global reach of the Internet, interest groups and "watchdog" organizations of 
varying sizes like Greenpeace, CorporateWotch and The Rainforest Coalition have given a 
voice to issues of the world's poor, indigenous people, women, children and natural resources, 
Some groups like the Environmental Defense Fund have found it to be in their interest to work 
together with groups like McDonald's and Starbucks rather than at odds with them. These new 
partnerships have been formed in order to find sustainable solutions. Through volunteer 
programs and working relationships in the community, CCI also allows for greater 
transparency as the corporations maintain greater personal contact with communities. 
Companies like Stoneybrook Farms go farther promoting greater aworeness by utilizing the 
packaging of their products to educate consumers about current issues. 

Environmental Awareness and the Environmemt Industry 
The level of environmental owareness and the global character of many environmental 
problems (where pollutants do not abide by political boundaries) have become more widely 
accepted, The world's current economic paradigm is driving businesses, governments and 
people lo exploit the world's natural resources at a rate that is not sustainable. Author Joshua 
Karliner quotes businessman-environmentalist Paul Hawken from his book The Ecoloav of 
Commerce who writes, "given current corporate practices, not one wildlife reserve, 
wilderness, or indigenous culture will survive the global economy. We know that every natural 
system on fhe planet is disintegrating. The land, water, air, and sea have been functionally 
transformed from life-supporting systems into repositories for waste. There is no polite way to 
say that business i s  destroying the world" (Karliner1997 p.13). Even currenf trends toward eco- 
efficiency are not fully addressing the fundamental problems facing business let alone the 
social aspects of Sustainable Development. These processes have however made significant 
contributions to our interaction with the environment and have demonstrated that there is a 



need to understand not only the objective and technical aspects of Sustainable 
Development, but also the soulful and subjective, 

What Goes Around Comes Around . . . 
The problems that exist today can be seen as opportunities for learning and a way to reevaluate the impact we 
have on the world and the enects that those actions in turn have on us. Perhaps the philosophies of the 'Law of 
'Karma' or Cause and Effecta proposed by Deepak Chopra, a contemporary spiritual writer may be applied here. 
This taw asserts that "every action generates a force of energy lhat returns to us In like kind ... what we sow is 
what we reap" (Chopra1993 p. 37). 11 the Law 01 Karma is true, it Is no surprise that the pollution of the earth's 
systems in turn @lutes us. Our detachment from the environment has lead to a detachment from ourselves. 

Increased Skepticism of Corporations 
With greater access to information and the globalization of the world's economy, skepticism 
of business and in particular large corporations is growing. In a trade environment that has 
been designed to allow for frictionless capitalism, players in the global market are seen to 
operate without a loyalty to place. Skeptics believe that through the creation a homogenous 
trading platform, the particularities of places or communities will be removed and growth will 
be at the expense of natural systems and social capital (Sachs 1999). 

This view is reaffirmed as regulations and the autonomy of governments are expected to 
continue to be relaxed in order to remain competitive in the global economy (Sachs 1999). 
The World Trade Organization (WTO) and the General Agreement on Trades and Tariffs (GATT), 
have already begun such a process. This new global market has resulted in the redistribution 
of environmental burden horn the north to southern and eastern countries (Sachs 1999). Driven 
by falling currencies and prices that do not reflect environmental truth, developing countries 
desperate for foreign exchange have welcomed international investment even at the 
expense of their natural environment and cultures. This situation has permeated developing 
countries including the rainforests of Borneo and Brazil and the petroleum resources of Nigeria. 

"The cost of a poor image or reputation results in poor customer, shareholder, employee and 
stakeholder confidence. This situation translafes into poor morale, investment, innovation, 
legal costs leading to fewer opportunities and crisis recovery" (Dalla Costa 1998 p. 102). 



In order to overcome such skepticism, corporations need to rebuild trust in the communities 
where they operale. Having Ihe social skills to build relationships and partnerships is essential. 
Corporations must demonstrate the tie between their actions and words. Developing these 
skills and practices can be achieved through CCI. CCI takes corporate image building 
beyond public relations and marketing and demonstrates value through commitment. 

Changing Rob of Sectors 
Local, national and international governments throughout the world are taking a hands-off 
approach to regulation of business, Throughout fhe 1990s we have watched Canodian 
government divest itself of operations of the stote to private enterprise, In response lo 
changing policies, the rise of a global economy, shrinking resources and demand for 
governmental accountability "governments are re-thinking fheir role as community service 
providers and cutting back their support to charities and community organizations. The result is 
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charitable and voluntary organizations are increasingly turning to the private sector for help ( 1 1 ~ ~ ~ ~  O I I ~ ~ ~ I  ( I ' I ( I  ; I)  I I I ( I I I J I : ~ ~  I I I ~ ' ~  111, 
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corporole and not-for-profit sectors must respond accordingly. Some players have been able ttll 41 I I I  1 1 ~  11 1 5  

to respond faster than others, but for the most pad the expectations of each sector are 
dramatically different. Because this is  the new reality, the three sectors need to find new and 
innovative ways to work together. 

In the last 20 years, there has been a dramatic shift in the tole of business in the community. 
The chart below demonstrates the evolution of corporate giving. 







people of Canada quickly realized that there is no one organization dedicated to disaster 
relief. Many corporations felt compelled to act, but they lacked disaster relief plans, 
contingency funds or partnerships. Following the 'Ice Storm' such programs have begun to be 
implemented by corporate Canada in case of the need for future disaster relief. These 
expectations are demonstrated in the chart below. 

Figure Seven: Perceptions of Canadian Public on Sources of Public Funding 

-- Facts Perceptions of Canadian Public 
* 

More than 60% of charitable 20% 
Canada comes from 

9% from individuals 23% 

1 % from business I :,\,'! 
' ,  . 30% 

.tat! 

30% from other sources 27% 

CCI, through cause-related marketing programs, is one way that individuals and corporations 
can work together to reolize these differences. An example is Big Rock Brewery in Calgary that 
donates a percentage of each purchase of Canvasback Ale to Ducks Unlimited. 

Leadership 
Leadership in the areas of Sustainable Development, Corporate Social Responsibility and 
Corporate Community Investn~ent is wide and diverse. Be it governmental, corporate, not-for- 
profit, or grass roots, orgariizations are forming a critical mass that is putting these issues on the 
table and providing the necessary leadership for understanding the concepts and practices 
ol each. Companies like Patagonia, Ben & Jerry's, and the Body Shop are leading examples 
of how CSR is beneficial. These large companies have the access to resources and influence 



needed to bring about significant change. large non-profit organizations are also making 
significant contributions, some working with industry like the Environmental Defense Fund and 
the Imagine Caring Company program, while others work independently to raise awareness 
bringing current issues to our attention. 

These leadership organizations in the spirit of Corporate Social Responsibility have in many 
cases made the information from their experiences and research available. As a result, 
organizations wanting to become more responsible can learn and benefit from those 
organizations that have paved the way. The Canadian Center for Philanthropy, Boston 
College, Business for Social Responsibility and the World Business Council for Sustainable 
Developmenl, all have developed resources available to their membership. 

lrnagine ihe Difference . . . 
The Conference Board of Canada "Imagine" campaign "currently has 436 
companies colnmitted to the lrnagine Caring Company program. These 
companies employ approximately 1.5 million Canadians. Imagine' s Caring 
Companies donated $234 million. or an average of over 1.3% of net income to 
charitable arid non-profit organizations in 1995. This represents over 4096 of total 
corporate colitributions for 1995 and compares to an average of 0.77% for all 
companies. Imagine has succeeded in creatitry a set of standards for giving and is 
widely recoynizad by senior CEO's and throughout the world as one of the world's 
leadership models for promoting corporate community investment" 
(Pinney 1997 p.2). 

Demographics 
Business has long felt fhe influence of North America's largest demographic group, Ihe "Baby 
Boomers." In his book Boom Bust and Echo Dr. David Foot describes the fhree dominant 
demographic groups in Canada: these being the Babyboom ( 1  947 to 1966), the Bust ( I  967 to 
1979) and the Echo (1980 to 1995). Influencing everything from how we build schools to real 
estate trends, fhis book serves as a guide lo understanding how the influx of each group will 
affect our economy. 
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Competitive Advantage I 
Community Investment has the ability to unite an entire corporation to work towards not only 
remedying what ails society and the environment, but also creating opportunity to educate 
employees and stakeholders. Access to learning contributes to innovative strategies needed 
to compete in an ever-increasing competitive marketplace. Emergent strategies arise from 
the calibre and sociol capital of the organization. These resources contribute to the strength of 
the organization in a market place where almost any company has the ability to duplicate a 
product or service at less cost to the consumer. Although technology is a significant 
competitive advantage, corporations are realizing that much of its wealth and resources lie in 
the people if employs, It is important to nurture and encourage employees to grow and 
develop skills. Strategic benefits can be achieved by becoming the first entrant into the 
market-place and securing that position through innovation, raising industry standards, or 
lobbying the government. 

Accountability and Transparency 
Pressures from stakeholder scrutiny, complexity of world issues, and the need to partner with 
other organizations has forced corporations, governments and consumers to become 
accountable for their actions. In order to work with other organizations and remain 
accountable to the public, governments and corporations have had to make their operations 
transparent. This inclusive approach to society recognizes the community as a stakeholder 
and is a necessary step requiring consistency between actions and words, in order to maintain 
the license to operate (Pinney 1998). 

Business in Canada, therefore, has come to recognize that they must be accountable to all 
stakeholders, As a result, funded projects must demonstrate their value by  setting objectives 
and utilizing measurement and evaluation tools (Turnbull I998 p.5). The Conference Board of 
Canada 1997 Commur~ity Investment survey results state that "Improving effectiveness of CI 
programs will require an increased application of business management techniques, including 
more quantifiable performance measures, as well as, increased integration of CI initiatives 
with other business functions" (Conference Board of Canada 1997 p.5). In the U.K., the London 
Benchmarking Group, a consortium of large companies, developed a methodology for 
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measuring the effectiveness of communit y initiatives. Other organizations, including the 
Council on foundations and The Conference Board, have published studies in recent years on 
measuring the value of corporate citizenship (BSR 1999). 

Stakeholder Participation 
Companies ore beginning to strategically incorporate community activities by defining 
themes that are aligned with core business objectives, taking advantage of core 
competencies, and customizing areas of focus based on customer desires (BSR 1999). These 
praciices ore supporied by the public participation and co-management processes (hat 
have been developed by governments, corporations and communities in an attempt to 
better stakeholder involvement in corporate decision-making practices. Effective intervention 
utilizing these processes requires that all stakeholders be well informed and prepared to 
accept their role in making solutions work, 

Consumer Demand 
As consumers become more sophisticated, there is a rising demand for continued high levels 
of service alongside increased product value with increased global competition gives 
consumers choice. With this choice consumers on one hand are demanding low prices, but 
on the other demanding products of high value and service. Many companies have focused 
on quality and service as a woy to differentiate their products from competitors, Cause 
related marketing is becoming very popular as consumers wish to support causes and issues 
through their purchases, Studies have shown that when given the choice of two products of 
equal value they will choose the one that is connected with a good cause. This kind ot 
marketing merges corporate philanthropy with morketing strategies and benefits both, By 
using this strategy, companies toke responsibility for raising and teaching their customers 
about important social issues. This allignment of product value to social causes is a natural 
bridge for introducing concepts of environmental pricing. use of their product. Patagonia is a 
strong advocate of this approach, believing it has a role in shaping the demands of i t s  
customers. 

Socially Responsible Investing 
Like educating customers, companies have a role to play in educating their shareholders. 
Many shareholders, however, have come to realize the long-term benefits of socially 
responsible organizations and in the last decade there has been a significant rise in socially 



responsible investing, This investment trend suggests that investors are looking for solid 
investments and attach value to socially-responsible business, 

"Studies cited in the Public Relations Strolegist describe the link between corporate reputation 
and financial success, noting that 'more than 10% of investment in U.S. companies is screened 
for social factors such as community investment,' The publication also describes research 
stating that companies noted for their corporate citizenship may experience a three-to-one 
advantage in attracting investors, business partners, and new employees and in establishing 
customer preference" (BSR 1998 p.3). 

Value of Employees 
A Company's success is derived from the excellence of its employees. Cornponies with ethical 
practices have the ability to otfracf the most qualified employees. Corporate ethics are port o s (  ;U ,t !( I I, ( -I ;I )!I ! I! ( <.ad( \I 11 I 
of the corporate culture and act like a broad umbrella over all operations of the company, t~: i l l i t  .,I 

Because and ethical code runs through the entire company, expectations are clear. This 
clarity helps in times of uncertainty by providing a compass to follow. As a result, this kind of 1 1  )( lltf I ('O\Ii I i Vf tH  1, '>t,j, 
working environment encourages innovation and teaches skills to creatively deal with 
uncertainty. Author John Dalla Costa quotes John Plender who finds that "The biggest risk to a 
company may come not from a competitor but from the loss of an employee or employees 
who have mastered certain skills and knowledge. Risk may not have to do with financial 
investment but with the trust between company and customers, or company and suppliers, or 
company and employees. ,,..companies that primarily reword shareholders and fail to attend 
to the employees who are responsible for innovation and creating value out of knowledge 
may 'destroy wealth rather than help create it." (Dalla Costa1998 p.57). Therefore, "more 
companies are making their employees important partners in their community activities. In the 
past, employee involvement was limited principally to volunteerism. Now, 40% of companies 
hove employee advisory committees on corporate giving, according to a Boston College 
Center for Corporate Community Relations study. Some companies, such as Dayton Hudson, 
regularly survey employees and others in determining which causes or organizations to 
support" (BSR 1999). 

There are strong linkages between human resource functions and CCI programs. These 
linkages have resulted in a greater emphasis on employee involvemenl throughout all stages 
of development including volunteerism and employee choices reflected in decision-making. 



Such involvement has demonstrated noticeable performance benefits, creates training 
opportunities and fosters employee pride as they become ambassadors of the company 
(Turnbull 1998 p.5). 

Liability and Corporate Crime 
Corporations have long been held as pillars of society, yet their actions increasingly scrutinized 
and precedents have been set for their accountability. For example, the "A.H. Robins 
corporation realized approximately $500,000 in profits from its Dalkon Shield but spent more 
than $500 million in liability settlements with the injured women before finally filing for 
bankruptcy" (Dalla Cosla1998 p.1 IS). Or consider the $350 million dollars General Electric was 
forced to pay in 1993 for fraudulent billing practices and bribery scandals in i t s  jet engine 
division (Dalla Costa 1998). These types of liabilities are forcing companies to revisit their 
policies, practices and corporate cultures in an attempt to mitigate costs that have become 
potentially higher than any gain. 

Corporate culture devoid of morality creates an environment for corporate crime to flourish. 
Mass layoffs, poor benefits, dependence on technology, unethical corporate cultures and 
depersonalized work environments have disenfranchised employees from their places of work, 

The inequity between the top and bottom of organizations has become very apparent as 
demonstrated by this quote taken from The Ethical Im~erative: "Despite an almost 15% longer 
work week, and almost four fewer days' vacation a year, median family income in the U.S. 
increased only $66 between 1973 and 1993. Such tradeoffs hoppen not only between 
countries but within them as well. Those workers who have the skills and context to add the 
most value to global competitors are reaping the rewards, while those who do not are being 
left further and further behind. By just one recent measure, CEOs in the U.S realized a 56% 
increase in compensation in 1996 compared with only 3% for the average worker. The total 
yearly pay of the managerial class is now 207 times that of a typical employee" (Dalla Costa 
1998 p.15). 

Realizing their own disposability and believing that their actions are justified through their own 
victimization, many lawful and moral individuals then allow their own greed to develop or 
carelessness to proliferate. At the same time pressures to perform and fear of failure often 
override ethical considerations. This decline of trust in the workplace costs companies millions 







Corporate Community Investment and the 
Corporate Matrix 

Why Contribute to the Community 

1 .Giving is pait of your corporate responsibility. 
Corporate giving is a mark of good management. A company that is sharing and 
caring reaps dividends from the community's approval and support. 

2. Supporting your community is a round long-term investment. 
A company must first survive and make a profit to maintain i ts  direct contribution to 
shareholders, employees, customers, suppliers and governments. Its ongoing 
success, however is linked to the conditions in the communities in which it operates. 

3.SupporHng the Community has lmrnedlate and short-term 
benefits. 
The quickest return from cornmunit y investment comes from employees. It enhances 
the company's image, marketing visibility and customer relationships making 
employees prod to work for a socially responsible organization (Ferguson 1992). 

I 

CCI is a tool that addresses both organization and community development. "In 1995, at the 
request of IBM Corp., UClA professor Dovid Lewin studied 156 companies to determine the link 
between corporate giving and corporate performance. The study showed that firms with 
higher philanthropic giving had significonfly higher rates of return on assets or financial 
investments, Lewin concluded that 'corporate philanthropy can, over time, enhance business 
performance"'(0SR I999 p.3). Improved performance and the value of corporate citizenship is 
reflected in employee morale, retention, attendance and performance, whereby, 'the more 
an employee knows about the company's programs, the more likely he or she will be loyal 
and positive about the componyU(BSR 1999). 







Engages stakeholders in 
discussion and decision 
making 
Facilitates transparency 
and accountability 
Reduces conflict 
lmproves credibility 
Utilizes local knowledge 
Engages the community 
Encourages stakeholder 
learning and behavioral 
change 

Provides experiential 
learning 
Offers a "team building" 
environment 
Offers employee training 
Reduces training costs 
Develops employability 
skills 
Improves employee 
morale and loyalty 
Improves employee 
productivity and 

Aligns corporate interests 
with community 
Encourages environment, 
economy integration 
Promotes awareness of 
social and environmental 
issues 
Facilitates behavioral 
change 
Fuels social and 
environmental capital 
Establishes ethical base in 

ExperienWal leomlng.. . Why CCI b o vuluab!e educaffonul tod. 

performance 
Increased employee 
pride 

CCI is a vali~able educational tool, because it engages the practices of 
experiential learning. Gardner and Sterns, authors of Environmental Problems and 
Human Behavior, suggest that information is most effective when it utilizes 
existing networks of communication, domands a strong sense of commitment, 
lends credibility to information through its associations, and draws people's 
attention. Unlike many traditional approaches to environmental education, CCI as 
a tool is a process for integrating these principles and actively engaging society. 
Successful CCI programs use reminders, prompts, public commitment, and 
highlight altitudes and norms. By using feedback mechanisms, modeling practices 
and framing of messages, these programs have found better ways to provide 

society 



information, remove internal and external barriers and ultimately change atlitudes 
and behaviors. 

Promotirig employee volunteerism for example, exposes employees to new 
situations and environments, provides a hands-on learning environment and 
demonstrates a commitment to the community. Because many people learri by 
doing, such exposure has the potential to empower and stimulate employees, 
encourage information sharing and networking, as well as to develop problem 
solvirig skills. 





Cash Donations 
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r "A well-known computer rnanulocturer 
gives primarily through contributions of 
hardware and software. It also 
encourages employees to participate in 
the charities of their choice - and helps 
those organizations by giving them helty 
discounts on Its products. 

Communications expertise donated by 
on advertising agency allows a small anti- 
violence organization to draw attention 
to a serious issue in Canadian society" 
(Pinney 1997 Vo1.2 No. I) 

"For 40 years Seagram Canada, head 
quartered in Montreal, Quebec, has 
sponsored symphony orchestras oross 
Caada.,lhis support enabled the 
company to extend support to a large 
number ol communities across the 
country" (Ferguson 1992 p.7) 

"When holders ol a special rebate credit 
card purchase the products of a western 
Canadian oil compony a percentage ot 
the sales goes to one of 300 charities" 
(Plnney 1997 Vol,2 No. I). 
When customers buy Big Rock Breweries 
"Canvasbock Ale" 1% of profits go to 
Ducks unlimited. 
Shoppers at Eddie Bauer are encouraged 
lo contribute an extra dollar to their 
purcliase us part 01 their "plont a tree" 
project. 
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r These contributions can toke many forms 
and are given with out enpectations of 
return, They may toke the form of 
prod~cts. food, building materials, 
computers, medicine, equipment or 
se~ices, advocacy. social Investment, 
social parfnenhip, resource allocation 
and fall under the following categories. 

Gifts in Kind 
Secondments 
Use of company's nanle 
Advice and counsel 

marketing, investment and promotion 
with an e~pected return 

a comme~ciai activity by which 
businesses and charities or causes form a 
partnership with each other to market an 
image product or service for mutual 
benefit. lhis con include event marketing. 



Volunteer Programs 
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Partnerships 
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applying marketing principles and skills to 
a particular issue in the interest of the 
cause or issue as opposed to selling more 
products, 

a combinallon of ally of the above 

Under the cndorsemenl of their 
employees Glaxo-Wellcome inc. has 
become part of pclllialive arld hospice 
care in Canada. Using lhek influence, 
volunteers, cornrnunicotion networks 
and marketing skills they have been 
successtul in raising Ihe profile ol this 
important oreo. 

"Pelro Canada, hedquartered in 
Calgary, Alberto, wos a leading force in 
creating the Alberta Ecotrusl Foundation 
- a co-operalive effort ot industry and 
non-government oryanizlion that i s  
funded by several parlicipating 
companies. The Foundallon, uniqui in 
Canada, awards grants lo Alberta citizen 
bosed groups tor action-orienled 
envlronmentol initialives. A1 the outset, 
Petro Canodo saw this concept 0 s  an 
excellent means lo marrirnizo the impact 
of i t s  environmenlal donations and, at Ihe 
same time, promote environmental co- 
operation and synergy among 
corporations, non-government 
organizations and local community 
groups" (Ferguson 1992 p,7). 



Trends in CCI 

Business in Canada has come to recognize that Corporate Social Responsibility extends 
beyond straight donations, and has moved through strategic philanthropy to commitment to 
corporate social responsibility /Turnbull I998 p.4). "The strategic philanthropy paradigm 
emphasizes the importance for companies to align their charitable giving with business 
objectives, but also to coordinate their contributions and policies with the interests and 
expertise of non-profit organizations. The development of long-term links with non-profit 
organizalions may raise a company's profile and may serve to incorporate public opinion 
feedback into a company's overall planning and decision-making process. Companies may 
be able to manage public relations more effectively, contribute to meeting social needs, and 
participate productively in the policy-making process" (Wong 1995 p. I ) .  Believed to have 
greater long-term results the long-term benefits lhere has been a noticeable shift from 
tradilional 'categories' of investment to 'issues.' This cross category support hits issues rather 
than sectors (Turnbull1 998 p,5), 

Meeting the expectations of the Canadian public and determining the roles of each sector 
will take time and adjustment. In the eyes of Revenue Canada, 'Donations' and 
'Sponsorships' are accounted for equally, resulting in o noticeable shift to 'Sponsorships.' 
Corporate giving has become more strategic, moving away from capital campaigns and 
operating grants to outcome-based programs and projects to produce recognition for the 
company and generate returns, "Thus the term 'philanthropy' may no longer adequately 
describe what many contribution programs do. As componies ore forced to make fewer 
resources go further, they are increasingly converting their programs into social inves trnen t s  
rather than outright donations, Such investments aim to add value for the company as well as 
for the recipient" (Wong 1995 p.2). In a report published by the Canadian Centre tor 
Philanthropy, however, there is concern that less popular and known causes may be 
alienated by the growth of sophisticated corporate donation programs, overly ambitious 
capital campaigns and professionalization of fundraisers (Pinney 1997). 

As companies re-align and rationalize their donation programs, focusing on business concerns, 
as the new corporate giving is characterized by the predominance of non-cash giving 
fhrough donations of products, services and employee expertise. These kinds of programs try 



to make greater use of company employees as volunteers, including lending executives to 
charities (Alperson 1995). 

"Companies hove re-aligned their priorities and resources to more closely connect 
community investment programs with corporate objectives" (Conference Board of Canada 
1997 p.5). CCI programs can be designed as part of the business objectives in order to meet 
stakeholder needs. Existing programs in North America have identified several stages of 
decision-making for public input: "Scoping," "Review," "Decision-Making," "Monitoring and 
Evaluation," and "Post Program Evaluation." Although proactive in design, these processes 
often are costly and time consuming. As a result, they are often limited to only the scoping 
process. CCI presents an opportunity to take public participation back one step to utilize 
community resources for long-term pariicipation, sound development, and cost-effective 
planning and long-term competitive success. Keep those skeletons out of the closel. These 
programs are not merely 'aligned with,' but 'a port of' the corporote strategy and as a result, 
become more resilient over the long-term (Turnbull 1998 p.4). In alignment with corporate 
interest and expertise, companies have been able to carve oul niches that fit their inlerests by 
narrowing contributions focus to one or two areas. 

However, in a study conducted by Imagine and the Conference Boord of Canada in 1995, it 
was found that "less than one-third of respondents had policies in place to encourage or 
support employee volunteerism, Fewer still had personnel charged with managing employee 
volunteer programs, In most cases, employee volunteering initiatives originated from the 
employees themselves with the company providing passive support" (Pinney 1997 Vo1.3. No. 
6). The same group states that "in over-looking employee volunteering, companies are missing 
a valuable corporate asset that can be put to work for the benefit of both the communily 
and business" (Pinney Vo1,3 No.6). 



When considering CCI, remember that it is a process for building long-term sustainability 
through investment in the community due to the fact that you are investing in people and 
their communities, Remember that these relationships are much like a marriage and demand 
an understanding of the following: 

Common goals 
Joint rights and responsibilities 
Common vision 
Transparency 
Mutual respect 
Commitment 
Evaluation 

Shared risks and benefits 
Collaboration 
Integrity 
Sincerity 
Partnership 
Research u 

A winner of the1997 "New Spirit of Community" partnership awards, "Bell Canada, MediaLinz 
Interactive Limited Partnership and Kids Help Phone partnered to launch Kids Help Phone and 
Bell Online, a web site that provides information to young people on topics such as AIDS, drug 
abuse, eating disorders and relationships, and directs them to further resources. The service will 
be especially helpful to boys, who feel more comfortable at a keyboard than using a 
telephone. To date the website is attracting 2,500 hits a day. 

Bell Canada and MediaLinx committed $1.5 million over three years to support the bilingual 
service and provider technological, logistical and advertising support. Kids Help phone 
defined and designed the service, created the 130-page web site, and handles ongoing 
maintenance. Kids Help Phone also monitors the site and moderates its discussion groups. You 
can visit Kids Help Phorle and Bell Online at htt~:llkidshei~.sym~atico.ca " (Pinney 1997 Vo1.3. 
No6) . 



Where can CCI be used in your organization? 

Consider using CCI to link projects in some of these areas: 

Business and Strategic Planning International Affairs 
Human Resources Community Affairs 
Marketing and Public Relations International Development 
Environmental Affairs Economic Development 
Management Technology Development 

CCI programs are forging closer links with the companies marketing, public affairs and 
governmental relations departments. A Conference Board of Canada report states that 
"Funding of projects from different budgets including marketing, RBD, government relations 
and public relations, as well as the development of teams in which managers from different 
departments confer and develop business objectives and plans in consultation can effectively 
maintain a commitment to philanthropy in context of downsizing. Companies may thus be 
able to maximize the utilization of scarce resources" (Wong 1995 p. I ) . 

Not only can CCI bring together areas of common interest and purpose, it can also begin to 
meld progroms so they ore working toward a common goal. Take for example the objectives 
of a leam-building session and interest in fulfilling the needs of the community. Traditionally the 
goals, objectives and budgets of these areas are separate. A CCI program would however. 
try to merge these goals and find ways to build teams while giving to the community at the 
same time. This process may take the form of a voluntary project to paint a house for a 
challenged senior, or work at the food bank for a day. In programs such as these your 
employees win as they become connected with their fellow employees, and feel a sense of 
accomplishment as well as purpose, while benefiting the community and saving money for 
the corporation. So next time you are planning a team building exercise, consider how you 
might be able to focus your attention to the community. 

CCI programs can also draw from a pool that is often over-looked, retirees. Consider how the 
baby boom will olfect the number of skilled people entering retirement. Many of those people 



may enjoy recreafing, but current trends suggest that traditional "retirement" is changing to 
one where retirees are interested in doing those things they have put off all their life. These 
people are educated and demand more out of their travelling or recreating experiences, as 
seen in the dramatic growth of the eco-tourism industry. CCI can provide opportunities for 
retirees to continue their involvement in civil society. 



Who, When and How Much 
When deciding who, when and how much a company should give to the community, there 
are a number of important factors to consider, 

When deciding whom to contribute to, it is important for the company to also decide whom 
not to contribute to. These parameters make it much easier to set policy and criteria when 
faced with numerous requests, 

"To determine where your company should give, you will need to take into account the kind 
of business the company is in and to whom your company is accountable. With this in mind, 
you will need to decide: 

Wnlch secba: health, welfare (including federated appeals), education, arts and 
culture, environment, civic and youth causes, or athletics 
Whlch ~ f u p h ~ c  0180s: the markets the company serves, the communities where 
company assets are located and products or services are produced, the regions from 
which the compony derives i t s  profits, fhe communities where employees live, or 
communities that lack a corporate base and ore therefore in great need of 
assist once 
Whlch demog~aphlc segmenh d the populallon: specific social or economic strata, 
educational levels, ethnic groups, age groups, or all of the population 
Whlch types of non-profit of charfbble orgonkoHons, projects or causes: large, small, 
new, those with which the company has a historical relationship, those that are highly 
competent, those requiring organizational as well as financial assistance, those 
addressing emerging issues, or those popular or those well-known" (Ferguson 1992 
p.6) 







Implementing Corporate Social 
Responsibility & Corporate Community 
Investment 
This section will oulline the pieces needed for implementing Corporate Social Responsibility 
ond Corporale Community Investment. For example, factors such as the company's size, 
sector, culture and commitment of its leadership will affect how CCI is implemented within 
eoch company (BSR 1999). Implied, however. is a general understanding of management, 
strategic planning, marketing and communicofion, policy development and humon 
resources. 



Business for Social Responsibility as an organization has developed these steps required for 
implementing Corporate Social Responsibility and Corporate Community Investment 
(BSR 1998). 

Figure Eleven: Implementing CSR and CCI 

Cotpara te Social Respondbility Corporate Community Investment 
$ 

Mission, vision 'and blue  Stalements Link Community Involvement to 
CulturolValues ' - Strategic Planning 
Corporale ~ovemance Ensure Senior Managernen t 
Executive b)anagemeht Responsibility lnvolvemen t 
Strategic Planning Evoluate Community Impact 
General ~ccountability Take o Global View of 
Communications, Education and 'Cornmunit y ' 
Training Provide needs-based 
Employee Recognition and Rewards Contributions 
Social Auditing e Engage the Whole Company 
Use of Influence Support Employee Efforts 
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~om~unicatlons 
Disclose and Promote Communily - -..i 

Commitments 
Assess and measure the Results 
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Cultural Values 
"Many companies now understand that corporate social responsibility cannot flourish in an 
environment where innovation and independent thinking are not welcome. In a similar vein, 
there must also be a commitment to close the gap between what the company says i t  stands 
for and the reolity of i t s  actual performance. Goals and aspirations should be ambitious, but 
care should be exercised so the company says what it means and means what it says" (BSR 
1999 p. 7). 

Creating a Social Vision 
"Social visions something that in a broad 
way gives back some small piece of what 
we get from the communities in which we 
work. It's and obligation that you take on, 
just as you do being a responsible citizen in 
your own neighborhood." 

Cam Waddell, Director; Personal Services 
Group 
(Petro Canada 1998). 



e.. 







Communications, Education and Training 
"Many companies now recognize that employees cannot be held accountable for 
responsible behavior if they are not aware of i t s  importance and provided with the information 
and tools they need to act appropriately in carrying out their job requirements. These 
companies publicize the importance of corporate social responsibility internally, include is as a 
subject in management training programs, and provide manogers and employees with 
decision-making processes that help them achieve responsible outcomes" (BSR 1999 p.7). 

Employee Recognition and Rewards 
"Most companies understand that employees tend to engage in behavior that is recognized 
and rewarded and avoid behavior that is penalized, The system of recruiting, hiring, 
promoting, compensating and publicly honoring employees all can be designed to promote 
corporate social responsibility" (BSR 1999 p.7). 

Awards 
, Environmental Stewardship Award 
Ron Brown Award for Corporale Leadership 
Business in the Cornmunit y Awards for 
Excellence in CCI 
Award for Excellence in Corporate 
Community Service and the President's 
Service Award 
Spirit of America Award 
The George Award 

Most Admired Companies 
- The Business Enterprise Awards 
Business Ethics Awards 

, Corporafe Conscience Awards 
, Enterprise Awards for Best Business ~ r a c t i c e s  
Malcolm Baldridge National Quality Award 

Organization 
The Council of Economic Priorities (CEP) 
The Conference Board 
Business in the Community, The Financial 
Times, U.K. Dept of Trade and Industry 
Points of Light Foundation 

United Way of America 
Newman's Own (George Magazine and Paul 
Newman) 
Foriune Magazine 
Business Enterprise Trust 
Business Ethics Magazine 
Council on Economic Priorities - 
Aurthur Andersen LLP. 
US Department of Commerce for Quality 
Managernen t ----- 



Social Auditing 

Most Admired Companies 

New Spirit of Community 

"A growing number of companies have come to understand the value of assessing their 
pertormance on a regular basis. From the informal query 'how are we doing?' to scheduled 
surveys to the formal audit process conducted by outside experts, companies are seeking 
information about how they ore viewed and how they are progressing in meeting the 
expectations of investors, employees, customers, business partners and community (leaders)" 
(BSR 1999 p.7). 

Media outlets including: Fortune, Asian 
Business, Management Today 
The Canadian Centre for Philanthropy - 
Imagine Program 

Use of Influence 
"Some socially responsible companies recognize that they can play a leadership role in 
influencing ihe behavior of others, from business partners to industry colleagues to neighboring 
businesses. They understand that ultimately it is  in everyone's best interests to have as many 
companies as possible honoring the requirements and expectations of corporate social 
responsibility" (BSR 1999 p.7). 



Implementing Corporate Community Investment 

Companies interested h developing or enhancing their communily involvement programs 
may want to incorporate the following procedures: 

Link Community Involvement to Strategic Planning 
"Community involvement efforts often flow from the company's strategic planning process. 
linking the community's needs with the company's business goals. For example, in some 
community-involvement initiatives the beneficiaries represent current or potential customers. It 
is important that the community-involvement program be consistent with the company's 
mission, values, goals, and strategies. Wherever possible. it should tap the skills, knowledge, 
and experience of managers and employees (and local people)" (BSR 1999 p.6). 

Ensure Snior Management involvement 
"Senior management can play the same role in setting and endorsing the goals and strategies 
for community investments that they do for other program areas of importance in business. In 
some companies, contributions to the community are viewed as an expectation for senior 
managers and made part of their performance reviews" (BSR 1999 p.6). 

Commitment and the Formal Agreemen? 
For successful partnerships it is important to have commitment of the senior 
executives. This support sliould come at the beginning of the partnership arrd 
should coirlcide witti the iderltification of a "Charnpior~" or "Ambassador." Consider 
your ctlairnian, the board, non-executive directors, and shareholders, or 
employees, volunteers, supporters and beneficiaries for this position. This support 
can bring valuablo resources and clout to your project. Without it, your project [nay 
not reach its full potential, or ever1 get off the ground. 

For better results, integrate your partnerstlip ill the ~nainstrearn of yoirr 
organization as much as possible. A well-integrated partnership is likely to be 
better supported, more sustainable and therefore more valuable. I 



Evaluate Community Impact 
"See that business decisions - including recruitment, site selection, vendor selection, 
environmental performance, training programs, bonking relationships, and workplace 
conditions - take into account their impact on the community. Companies that do so 
demonstrate the same leadership profile in community investments as they do in other 
business policy initiatives. It may be helpful if the commitments to !he community are 
continuous and have a value that consistently reflects a torgeted percentage of revenues, 
purchases, or profits" (BSR 1999 p.6). 

Take a Global View of "Community" 
"Extend community investments geographically beyond the locations of company 
headquarters to other sites around the world that make a significant contribution to the 
success of the business, For example, companies may choose to make grants globally in the 
geographic areas of greatest need, or extend their commitments to include the geographic 
locations of their suppliers, Some companies drive lo make geographic allocation of their 
investments as equitable as possible" (BSR 1999 p.6). 

Securing Resources Through P0rtr)efships 

Establishing effective partnerships is the key to securing projects in the future. 
Relationships built between the community and the corporation are dependent on 
the bridges formed within the corporation between such departments as 
environmental health and safety, marketing, human resources, legal, planning and 
strategic groups. These kinds of tearns allow the corporation to address complex 
issues and coordinate efforts between departments for the betterment of the 
community and the corporate body. 

Business in Canada has realized that in order to meet social pressures to respond 
to the needs of the community, partnerships are necessary. These relationships 
allow for reciprocity that permit each partner to leverage the others' stret~gtlls. In 
order to build s l ~ c h  relationships there lias been a sliift toward a lol~ger-term 
approach that requires both resources and trust (Turnbull1998 p.5). 
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Support Employee Efforts 
Consider policies that encourage or support employees for their involvement in community 
activities. Some companies, for example, match employee contributions to local charities or 
causes, or make contributions to non-profit groups in which employees sit on the board of 
directors. Other types of company support include creating a directory of communit y 
volunteer opportunities or holding a volunteer fair, in which local organizations are invited to 
meet with employees interested in volunteering, 

Create an Internal Buy-In 
Use creative opportunities to communicate to 
employees that community support and 
involvement is important to the company, Provide 
incentives and rewards for those that get involved, 
and encourage managers and supervisors to 
support employee activities that do no unduly 
impinge on business operations, Some companies 
also include in managers' and supervisors' 
performance reviews their abilities to encourage 
community involvement among their subordinates. 

Facilitate Two-Way Commun~catlons 
Engage company representatives in a dialogue with 
community leaders to learn how the company can 
provide value to the community. Such a 
conversation may also elicit feedback on how the 
company is perceived in the communiiy, providing 
opportunities for the company to improve or 
enhance its reputation. It may be helpful to solicit 
regular feedback from the community about the 
company's performance and contributions and 
keep the lines of communication open" (BSR 1999 
p.6). 

Initiating Partnerships 

When initiating a partnership it is 
important to be clear on your values 
and culture in order to appreciate 
ways that they might match. Take 
the time to write out a proposal that 
outlines the following: 

The nature of your 
organizations culture, i ts  vision, 
values and objectives 
The purpose and objective of 
the proposal 
Available Resources 
Expected Outcomes 
Budget and Timing 
The Selection Criteria 
Expectations of Partners 
Contact Name 

The more detail at this stage the 
better. 



To do... 
Identify common issues, values and goals with potential partners. 
Acknowledge tho! potential partners have their own priorities and build on this. 
Identify the benefits of partnering and how to share these benefits. 
ldentify i f  the potential partners interests and objectives are in common with your 
organization. 
If the interests and objectives are shared, determine if the organization is dependable 
and can it be trusted or offer a needed product or service. 
Apply careful consideration when selecting and balancing different partners. 
Make sure all key stakeholders are represented and will be involved in the decision- 
making process. (Sirnces Katz 1997). 

Questions to cuk . . . 
What is the scope of Ihe projecti! 
Does any one group own the idea? 
What is the time frame for the relationship? Short-term relationships should be avoided. 
Not only do you risk losing investment on setting up a partnership, but also you may risk 
accusations of exploitation i f  not handled carefully with honesty, openness and clear 
communication, 
Is this just a marketing ploy? 
Is everyone clear on the expectations of each partner? 
Are you being honest to your partners? Misleading our partner about your capacity, 
contribution and commitment can be very destructive (Adkins 1998). 
Are you clear about your own objectives? 
How well do you understand what your partner wants to achieve? 
Where do your objectives converge and where do they conflict? 
How con any conflict be reconciled? 
Do you have an exit strategy? 
Because businesses and organizations often operate very differently from one another, 
do you understand: 
The organizational slrucf urea 
The geographical distribution? 
The relationship between the organization and its employees, volunteer, supporters 
and beneficiaries as appropriate? 



Disclose and Promote Community Commitments 
"Publicly describe the company's community contributions and investments, the selection 
criteria and the decision-making process, and publish this information for interested parties 
who want to know whether they qualify for support. Companies often promote such 
information internally to help employees understand the company's commitment and to 
encourage their involvement, both in their jobs and during their time off" (BSR 1999 p.6). 

Assess and Measure the Results 
"Take stock of the outcome of the company's community investments and use this 
information to review and revise the company's inifiatives on an ongoing basis. Whenever 
possible, describe the impact of company community activities in quantifiable terms, as in a 
cost-benefit analysis. Some corr~panies measure the direct and indirect cost savings and 
benefits realized by both the company and the community. Often, these companies opt to 
include such informotion in on annual report io employees and other stakeholders" (BSR l999 
p.6). 









apply for leaves of one month to one year to work with local community service programs, 
with full poy and benefits. In the environmental arena, Xerox has worked to create 'waste-free 
products from waste-free factories,' in which emissions and waste of all kinds are minimized or 
eliminated, Its Asset Recycle Management Program, in which the company designs its copiers 
and other products so that they can be reclaimed, refurbished, and reused at the end of their 
useful lives, has saved Xerox more than $50 million since 199 1 " (BSR 1999 p.9). 

"Wild Oats Markets, a Boulder Colorado-based natural foods company, has been 
identified as o leader for i ts  community involvement strategy for two reasons - it gives a 
percentage of i ts  pre-tax profits back to the communities in which i t  operates and it has a 
unique decentralized grant-making approach thot focuses on giving and volunteering at the 
store level. Wild Oats markets, community involvement program focuses on people in need, 
and i ts  nationally focused foundation and local stores work to address issues such as hunger, 
domestic abuse, and the needs of children and youth. Store based programs include '5 
Percent Days' where, once a month, five percent of o store's pre-tax sales for a particular day 
are given to a specific community organization. Stores also participate in the company's 
Wooden Nickel program that encourages the reuse of bags and supports local non-profits. 
When customers bring in their own bag, they can either get five cents taken off their bill or 
fhey can receive a wooden nickel to put into canisters for local non-profits. For each wooden 
nickel, that non-profit will receive five cents. Stores often pool resources to address community 
needs through regional and national initiatives. Regional '5 Percent Days' for organizations 
benefit larger areas, while national '5 Percent Days support the Wild at Heart Fund, created by 
the company in 1998 for national environmental and humanitarian organizations. The 
company has also created a Community Crew program, through which employees accrue 
one paid hour per week for volunteer work" (BSR 1999 p.9). 



44 Timberland, a footwear, apparel, and gear maker, concentrates more than 95% of i ts  
philanthropic and other community involvement resources to be a notional founding sponsor. 
supporter, and pariner of Ciiy Year. Cily Year is  an Americorps national service program 
designed to unite young adults aged 17 - 23 from diverse racial, cultural, and socioeconomic 
backgrounds tor a demanding year of full-time community service, leadership development, 
and civic engagement, Through this strategic alliance, Timberland donates footwear and 
apparel to the volunteers, and in 1995 began a $5 million, five-year investment in the program. 
Timberland employees participate in regular service events with City Year and have pledged 
to provide 40,000 hours of community service by the year 2000. The company's website 
features a section where organizations and individuals can enter their ZIP code to locate 
volunteering opportunities" (BSR 1999 p.9). 





Where to Go From Here 

Now that you have: 

Considered Corporate Community Investment and have begun to understand some of 
the problems that lead to it 
Seen where Sustainable Development is so far and the factors lirniling its growth 
Been given examples of how to moke commerce sustainable 
Had a tour of the big picture giving context to the what is driving CCI 
Seen where it fits in your organization and its benefits 
Been given a framework to implement it ond been given examples of leading companies 

You should have a good idea of how CCI can fit within your organization. 

Tips.. . 
- - - - - - --  -- . 

Here are a few tips that might help you know where to go from here. 

Continue to learn about Sustainable Development, Corporate Social Responsibility and 
Corporate Commur~ity Investment 
Start Implementing these practices and concepts within your organization 
Continue to look for patterns and trends 
Remember change starts with you, do something 
Look for ways to live more sustainably 
Remember that Sustainable Development is a continual process 
Ask "What if?' 
Overcome barriers through innovation 
Talk to other people about what they are doing 
Get involved 
lalk to someone from a different department 
Laugh 
Think of how Ihe future could be and work backwards from there 
Form a group of people who are interested in Sustainable Development 
Share information 
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Appendix Two: External Standards 

External Standards for Corporate Social Responsibility (BSR 
1999) 

''me CQUX Round rob10 Ptinciples, subtitled 'Business Behavior for a Better World,' cover 
company operations across the globe. The principles come from the Caux Round Table, an 
international association of executives based in Caux Switzerland. The principles include the 
social impact of company operations on the local community, a respect for rules and ethics, 
support for multilateral trade agreements that promote the 'judicious liberation of trade,' 
respect for the environment and 'ovoidance of illicit operation,' including bribery, money 
laundering and other corrupt practices. The principles are intended primarily as a 
benchmarking tool for companies to use to compare their own policies and practices. 
(h t t~://www,cauxtound fabte.or~. 

me inteff~ilh Center on corporate Responsibility (ICCR) has published 'Principles for 
Global Corporate Responsibility," which is not a standard but a 'collective distillation of the 
issues of concern' to religious-oriented institutional investors developed by groups in the U.S., 
Canada, and the UIK. ICCR is comprised of more than 275 religious institutions that use their 
investments to promote social change, The principles cover the entire spectrum of CSR issues 
including workplace, community, the environment, human rights, ethics, suppliers and 
consumers, The principles are published as a reference tool that companies (and investors) 
can use to benchmark or monitor their own policies, or those of the companies in which they 
invest, 

The Sunshine Standards for Corporate Reporting to Stakeholders, proposed in I 996 
by the Washington, D.C. based Stakeholder Alliance - an association of individuals and 
organizutions from environmental, consumer and religious organizations - are described as 
"the informalion that corporations should routinely provide in an annual 'Corporate Report to 
Stakeholders."' The standards cover a very wide spectrum of information, from "cuslomer 



information needs" 9related to actions against the corporation, product contents), 
"employee information needs" (job security, health and safety risks, equal opportunity 
employmenl data, employee grievances), "community information needs" (company 
ownership, financial data, environmental impact, taxes paid, job creation data, investments, 
contributions), and "society's informotion needs' (trade with hostile nations, major government 
conlracts, fines levied against the company). 

The KeManren Charter for Good Corporate Behavior comes from Keidanren, the 
Japanese Federation of Economic Organizations, a nationwide business association whose 
membership includes more than 1,000 of Japan's leading corporations and more than 1000 
industry groups. Ihe 10-point charter states that "Corporations, in addition to being economic 
entities engaged in the pursuit of profit through fair competition, must be useful to society as a 
whole. Keidanren members agree to follow the spirit of the charter as "the criterion of their 
corporate behavior." h t t~ : l /  www.keidanren.or,ir, 

External Standards for Corporate Community Investment 
(BSR 1999) 

Nine Pdnciples of Corporate Community Investment: 8usiness in the Community 
(BITC), a UK. -based association that assists companies in making community involvement part 
of their business practices, has developed these principles as a benchmarking rnodel. 
Companies of any size can use the principles to evaluate their current performance, measure 
their performance against best practices, identify strengths and areas for development, and 
set targets for improvement, 

Standards of Excellence in CoITmunity Relations: lnt roduced by BOS t on College's 
Center for Corporate Community Relations in 1993, this set of management practices includes 
a Sell Assessment and Planning Tool (SAPT) for companies to evaluate their performance and 
identify areos where improvement is needed. They also include a Standards Endorsement 
program for CEOs who wish to publicly acknowledge their support of its principles. 
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W e  believe in products that are safe, effective and made of natural ingredients. 

We believe that our company and our products are unique and worthwhile, and that we can 
sustain these genuine qualities with an ongoing commitment to innovation and creativity. 

We believe that we have a responsibility to cultivate the best relationships possible with our 
co-workers, customers, owners, agents, suppliers, and community. 

We believe that different people bring different gifts and perspectives to the team and that a 
strong team is founded on a variefy of gifts. 

8 

We believe in providing employees with a safe and fulfilling work environmenl, and an 
opportunity to grow and learn. 

We believe that competence is an essential means of sustaining our values in a competitive 
marketplace, 

We believe our company can be financially successful while behaving in a socially responsible 
and environmentally sensitive manner " (BSR 1999 p. 12). 



Appendix Four: Creative Exercise 

Using the Right Side of your Brain.. . . Creative Thinking 

Are your strategic planning sessions long, tedious and unproductive? Do plans and reporls 
end up collecting dust on your bookshelves? Why not try a different approach that is fun and 
memorable? 

Used in motivational workshops by speaker Maggie Milne, the following exercises demonstrate 
innovative thinking processes, stimulate right brain thought processes and illustrate many of 
the pitfalls of traditional strategic planning. 

Exercise #I 
Is that a giraffe in your closet - Right Brain thinking. 
Materials: Crayons and paper 
Outcome: This exercise is intended to stimulate your right brain and encourage risk taking. In 
business most plans use the left side of the brain to analyze facts, figures and past trends. But 
whot most businesses do not realize i s  that planning can not take place using only the left side 
of the brain. When you incorporate the right side of the brain, the plans begin to expand and 
move. It is here where the risk taking takes place and concepts are formed in the place of 
plans. Communicating through drawings and graphics presentation allows people to see a 
concept, making the information much more accessible and to more people. 

1 .  Hand out a box of crayons and piece of paper to each person. 
2. 5 minutes - Instruct each person to choose a moving object that describes them and to 

draw it using the crayons provided. Usually this object is the first thing that comes to mind, 
This object may be animate or inanimate. For example, someone may choose a suitcase, 
tank, and filing cabinet, giraffe or snowball, Each of these objects becomes a symbol of 
for each person describing how they perceive themselves in the world. For example, I see 
myself as a giraffe. I am tall and often very awkward. Sometimes I find it hard to fit into 
constrained spaces or circumstances. Yet I believe others see me as a very graceful and 



bold creature, As a giraffe I con often see beyond what others can, but, because my 
head is often in the clouds I realize that it is  sometimes hard to bend down to really get 
what I need like water, and low lying food and therefore need to ask for help. 

3. Then have each person draw what makes it go. Fuel, food, gravity etc. 
4. Have each person switch their drawings with the person beside them. Have them try to 

figure out what the other person is trying to say in their drawing and then discuss. 
5. Choose a few volunteers to present their partner's picture and explain it to the group. 

Exercise #2 
Materials: None 
Time: 25 minutes 
Oulcomes: This exercise is intended to demonstrate the process of innovation and how to 
move through your own barriers to "think outside of the box." 
1 .  Have each person pick a partner. It is best if they do not know !he person. 
2. Have them stand face to face and look at each other. 
3. Right away have them turn bock to back. 
4, Hove each person change five things about their appearance. 
5. Then have them turn back to each other and figure out what is different. 
6, Repeat this process three more times. 

Discussion: 
Ask how many people started to put things back the way they were2 
Does this happen in an organization? 
Ask the group i f  there were any really innovative, creafive or unexpected changes 
(beyond all the stuff that was easy to do) made? 
When did these changes happen? 
Usually the third time around is when innovation happens. 
These innovations are usually made possible in times of change. When organizations are 
restructured and cuts mode. 

Now is the time to start thinking about a social vision. 




