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Nonprofit Support by Way Of Corporate Social Responsibility

Over the past decade, many public companies have revised their corporate
strategies and are now beginning to focus on their social roles in society
more than ever before. This change has been prompted by increased public
scrutiny and global competitive pressures.

Changing the corporate strategy usually involves repositioning resources to
develop new relationships with nonprofits to create a mutual benefit. This
allows corporations to better serve their business interests and communities,
while also creating differentiation from their competitors. Many corporations
now fully integrate philanthropy into their overall strategy — aptly labeled
“corporate social responsibility.”

Corporations want to work with well-managed, progressive nonprofit organizations. They want to
develop long-term relationships with nonprofits that demonstrate accountability to their
stakeholders. An added benefit to corporations is finding a nonprofit whose mission relates to their
core business; for example, Home Depot® partners with Habitat for Humanity®. This changing
corporate environment creates both challenges and opportunities for nonprofits looking to grow
through corporate partnerships.

Examples of Giving

With a strong economy and rising corporate profits, overall corporate spending on philanthropy has




grown tremendously over the past decade. Corporate giving, cash, and in-kind giving exceeded
$14 billion in 2005, a 22 percent increase from the prior year according to analysis by the Giving
USA Foundation™. Recent increases in giving have also occurred due to natural disasters like
Hurricane Katrina and the Asian tsunami.

Just over half of all corporate support goes to health and human services organizations, the
number one recipient of corporate philanthropy. Educational organizations are the second leading
recipient of corporate support, and pharmaceutical companies are providing the majority of this
support. During 2005, the pharmaceutical industry gave just over $8 billion; Merck® is the leading
corporate donor in that industry. During 2003 and 2004, Merck® gave $58 million in cash and $921

million in medications. Similar to Merck®, many companies are donating products rather than cash,
making the donations relevant to their core business.

Market Forces

Public corporations are judged on many levels. Customers, employees, and the general public are
considering corporate social responsibility when making decisions about whom they do business
with, whom they work for, and what they invest in. More and more employees also value their
employers' sense of social responsibility, which offers insight into why corporations now actively
involve employees through volunteering and giving campaigns.

With this shift in focus, companies are creating job positions in community relations. The job’s
functions cut across all aspects of corporate social responsibility and play a greater role in
managing resources. These positions also serve a cross-functional role of coordinating resources
between various departments, such as sales, marketing, and human resources.

Marketing Focus

Increasingly, corporations are investing their marketing budgets in supporting nonprofit
organizations. While corporate giving as a share of pre-tax income has dropped, overall support
has increased due to sponsorships and other marketing-focused partnerships with nonprofits.

Concurrently, many nonprofits are increasing their focus on marketing. Some nonprofits employ
marketing directors who focus on managing their business-to-business relationships with
corporations. And as nonprofits increase their marketing activity, many are also integrating their
marketing, public relations, and development functions.

But corporate marketing support doesn’t come without risks, and nonprofits should take this into
consideration when partnering with a specific company. Some companies focus more investments
in creating a positive perception than actually making substantial investments in nonprofits. This
can actually force their competitors to take a similar stance and focus more on perceptions rather
than true philanthropic support.

Challenge for Nonprofits

To be successful in garnering corporate support, nonprofit organizations need
to be able to communicate their missions, the impacts they have on the
community, how they are uniquely qualified to serve their causes, as well as
understand how to partner with a corporation. Corporations are not expertsin |
these areas. Therefore, they need qualified nonprofit partners to assist them in
solving many of these complex issues.

So nonprofits must be clear about their causes, and their missions, and clearly
communicate these to potential corporate partners. Nonprofits must also
establish a structure for working effectively with corporate partners, and they
must dedicate serious resources to this effort. In most instances, this will dictate that the nonprofit
establish a professional staff with expertise in working in the corporate sector in order to succeed in
the realm of corporate social responsibility.




Latest and Greatest

m web seminars
%

The Financial Edge™ (for
Accounting For Nonprofits
clients)

This demonstration is
designed for current users of
Blackbaud's accounting
software, and it will highlight
the benefits of converting
from Accounting for
Nonprofits™,

December 7, 2:00 p.m. ET
December 20, 2:00 p.m. ET

The Financial Edge (for
non-Blackbaud clients)
Join us to discover the tools
The Financial Edge provides
for advanced reporting and
budgeting, managing projects
and grants, and enhancing
internal controls.

December 5, 2:00 p.m. ET
December 14, 3:00 p.m. ET
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Social Networking

Learn how nonprofits are
turning to wildly popular social
networking sites like
YouTube® and MySpace® to
reap the many benefits of this
cutting-edge technology and
improve the outreach of their
causes.

Read the entire article here.

Lending to Nonprofits

Most financial institutions
today have or will have a
nonprofit as a borrower.
Providing unique challenges
to banking institutions. Learn
what lenders are looking for
when determining whether to
lend to nonprofits so your
organization can be prepared.

Read the entire article here.
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The Financial Edge Demo

Watch a five-minute demo of
our fund accounting solution
that helps nonprofit
professionals make smart
strategic decisions and
achieve the highest level of
fiscal transparency and
accountability. The Financial
Edge transforms traditional
accounting data into decision-
making power!

View the demo here.

Spam Prevention Toolkit
Lost time, identity theft,
viruses...spam is a serious
problem for organizations
today. Check out these
resources from techsoup.org
to help you prevent spam
from overtaking your inbox.
Read the entire article here.

Subscription Information

You received this email because you are subscribed to Nonprofit Fiscal Fitness. If you would like to
unsubscribe, please visit unsubscribe.blackbaud.com to manage your subscriptions.

If this email was forwarded to you and you would like to receive a free subscription, please visit
http://www.blackbaud.com/profile/adduser.aspx and create an account. You'll be able to opt in to receive
Nonprofit Fiscal Fitness and other Blackbaud publications at the bottom of the form. Once you create an account,
you can manage your subscriptions at http://subscribe.blackbaud.com.

The information contained herein should not be construed as legal or professional advice. If you have questions
about how this newsletter's content applies to your organization, you should seek advice from appropriate

Blackbaud, Inc. | 2000 Daniel Island Drive | Charleston, 5C 204097 | 800.443.9441




