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For-profit organizations make money to reward shareholders with generous dividends, to pay back borrowed capital and to grow through new product development. Money is important - so much so that it traditionally has defined the vision statement. 

Some organizations, though, have moved away from a purely financially driven strategy. They recognize that organizational performance depends upon employee performance and understand that employees perform better when they are proud of the companies they represent.

More than a decade ago, for example, Deloitte Consulting made a commitment to its nonprofit neighbors by offering its services pro bono. It didn't take long for the goodwill to spread across the four business units of Deloitte & Touche USA LLP. Today, each of its seven regions nationwide employs a person devoted to philanthropy. 

Deloitte contributes cash to worthy causes and lends extra hands for out-of-shape community centers that need new coats of paint. But more important, "We bring our skills and intellectual capital to bear in the community," says Evan Hochberg, national director of community involvement. Literally thousands of Deloitte's 34,000 employees sit on boards of directors at nonprofits, do work gratis and educate nonprofits on back-office functions, such as finance, IT and marketing, they need to run their businesses. 

Recently, Washington, D.C.-based supply chain experts helped the Capital Area Food Bank develop an inventory strategy complete with food collection and distribution processes. Deloitte real estate advisers met with the YMCA of Greater New York regarding optimal residency in its 17,000 hotel rooms among travelers, students and people needing transitional housing. Barry Salzberg, managing partner of Deloitte & Touche USA, is the chairman of the New York Y's board. 

"Deloitte is really blazing the trail to putting all of its capacity into programs," says Jack Lund, president and CEO of the YMCA of Greater New York. "Deloitte is evolving the concept of corporate responsibility to a much more strategic type of consultation. We get so much energy getting to work shoulder to shoulder with a company in this way. It is a great education for us." 

And a great one for Deloitte's workers as well. Says Hochberg: "Community involvement is a phenomenal platform for building skills people use in their work." A Deloitte survey of employee performance found that volunteerism correlated with a more than 80% improvement in leadership, project management, networking and speaking skills. 

Positive results 

Good corporate citizenship is deep not only in impact, but in intent, says Laura Hartman, professor of business ethics at DePaul University's College of Commerce. 

"You want to make sure that it's sustainable, that it's going to last," she says. If community involvement is not recognized or honored by an organization, it's less likely to be valued by employees. 

No matter an organization's purpose in philanthropy, Hartman says, there are residual effects. 

"If all you do is spend your life in the office, you never get new ideas," she says. "One of the interesting consequences of encouraging your employees to interact with diverse communities and to help other people and to contribute to their environment is that those individuals - your workers - are able to learn from those experiences, bring them back to work and be more effective." 

Deloitte has seen a broader halo effect, too. "Even people who don't participate tend to feel they work for a good company. There's a bump at the recruiting level and retention," Hochberg reports. "More and more, we see that our folks are able to really advance organizations by sharing what they do every day. That is a huge part of making our people feel they have an impact." 

Deloitte believes that corporate social responsibility should be an employee benefit rather than simply company policy. A pilot program in three cities grants employees 20 paid hours a year to do work for the community rather than show up at the office. 

Charity begins at home 

Multinationals aren't the only contributors to community improvement. "There are terrific companies out there, and each of them finds its way to change its slice of the world," Lund says. 

HighTower, a Skokie, Ill.-based business software developer that caters to small and mid-sized companies, relates its core values of accountability, trustworthiness, passion, pride, innovation, respect and caring to the community as well as the corporation. 

"Every day, corporate Americans step into their offices, work their hours, provide services to their customers and collect their paychecks. At HighTower, we want our staff to be different. We want them to have a wider world view. That's why charity is part of our corporate culture," says CEO Jeffrey Rosengarden. 

HighTower gives its 50 employees plenty of opportunity to help the less fortunate. The company participates annually in a local Walk for Hope to support breast cancer research and matches employee-earned pledges. It has raised more than $20,000 for the cause in five years and honors employees' family members who have suffered from the disease with its financial contribution. 

Activities that acknowledge employees' off-hours concerns bond staff to management, lower attrition, grow personal relationships among colleagues and elicit greater understanding of personnel by management, Hartman notes. 

An annual HighTower golf outing provides for a community formed by the merger of two destitute churches. All proceeds generated go to St. Aloysius, reaching 500 homeless and needy families. Each year, employees also collect food and clothing for St. Aloysius. HighTower matches contributions by dollar value, doubling the donation. The company also hosts a Christmas party for St. Aloysius children. Before Thanksgiving each year, it chooses the company holiday card from entries by the youngsters. 

"I feel like we're an extended family," says Patti Jarrett, HighTower's executive administrative assistant. She appreciates her job and the lifestyle it affords her when she sees the tremendous need of her St. Aloysius brethren. 

"We won't let go of them until they don't need our help anymore," she says. "I know once HighTower commits to something, it does it all the way." 

By inviting its professional service partners and clients to participate in its charitable efforts, HighTower increases its positive impact and strengthens critical business relationships, too. "Not only do we do business together, we also do charity together," Rosengarden says. 

"By getting clients involved, we're able to do more than just scratch the surface; we're able to get the itch a lot higher up," Jarrett says. 

This is another residual benefit that Hartman commonly sees. "If you're a good community citizen, and you're engaged in a commodity business, customers are more likely to go to the one they like and feel good about," she says. 

Companies that do good works can capture more market share and make more of a difference in the community than government can. 

"People trust multinationals and domestic corporations more than governments. Companies can make a difference because they have the power to do so. They have trust, money and they provide goods and services" - which lends them marketplace cachet, Hartman says. "Even the smallest contribution can make a difference and can lead to something bigger." 


