
Generous companies do a great deal of good through their cor-
porate philanthropy. According to its most recent survey, Chief 
Executives for Corporate Purpose (CECP) reports that leading 
companies commit $24.8 billion to corporate giving per year.1

Communicating about this and other CSR (Corporate Social Re-
sponsibility) activities can be a delicate matter. Going “too heavy” 
will come across self-serving and inauthentic. Going “too light” 
risks missing out on positive publicity, not just for your company, 
but for the causes you support, as well. Such attention is valuable 
for nonprofit organizations; it often leads to increased fundraising 
and the opportunity to do more good for their communities.

1. Clearly brand the program.

Many corporate giving programs – 3M Gives, Goldman Sachs Gives – are clearly branded to make clear their connection 

to the corporation. Many companies – BNSF Railway Foundation, Merck Foundation – give through corporate branded 

Foundations.

2. Make corporate giving align with what you do and what your values are.

Giving is seen as more genuine when it has a clear connection to a company’s business or its clearly held values.  

For instance, Microsoft, a tech company, focuses on “areas in which technology can and must benefit the future of 

humanity.” And Johnson & Johnson, a health-centered company, focuses on giving to causes that help “change the 

trajectory of health for humanity.”

The 12 Commandments  
for Communicating Your Philanthropy

Benefits of Corporate Giving

Making the world a better place

Better relationships with local  
community

Elevated brand image generally

Improved current employee 
relations

Enhanced recruitment potential

Appealing to potential  
customers/clients
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Here are 12 best practices that can help you strike the right balance in  
communicating about corporate philanthropy.

$24.8B
P E R  Y E A R

committed to 
corporate giving 
by leading  
companies1



3. Gain reputational benefits by giving to high-profile, 
worthy recipients.

Particularly for companies that may be new or not well-

known, a philanthropic association with a well-respected 

organization can boost corporate recognition.

4. Coordinate communications efforts with grantees.
Many nonprofits have sophisticated marketing and public 

relations resources in place devoted to promoting their pro-

grams, which can provide content you can link to or mine.

5. Have a dedicated web presence for  
corporate giving.
Many companies do this through a Corporate Giving or 

Citizenship or Corporate Social Responsibility link on their 

corporate website that goes to a dedicated section of the 

website. This page often includes a News/Grants subpage. 

For many companies, this is the main venue for communi-

cation about charitable giving.

6. Issue press releases announcing grants or  
other activity.
Press releases may be picked up by news outlets; they 

enhance SEO value, and may serve as a useful communica-

tion to anyone looking for the basic facts.

7. Leverage social media to share corporate  
giving news. 
Companies typically do this through their overarching  

corporate social media platforms – typically Facebook, 

LinkedIn and Twitter. Corporate giving posts are typically 

“mixed in” with other corporate posts and frequently link 

back to the Giving section of the corporate website.

8. Focus on the good.
The most impactful communications focus more on the  

potential positive societal outcomes of grants rather than 

on just dollar amounts, researcher credentials, the com-

pany’s services, etc. The idea is to communicate that a 

company cares about addressing the societal issue, not  

just self-promotion. 
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To discuss further with SullivanPerkins,  
contact info@sullivanperkins.com.

9. Clearly define your audience.
Corporate philanthropy programs are often targeted to 

people who do business with the company, and to the 

public in general, in order to raise the company’s profile 

as a good corporate citizen. Internal audiences are also 

important, as employees and potential recruits often 

feel a positive identification with a company that is 

doing good, and motivated employees often volunteer 

for the charitable organizations supported.

10. Share content on a regular basis. 
Frequently posted content demonstrates that a corpo-

rate philanthropy program is an active, integral part of 

the corporation, not merely a PR effort.

11. Do more than cut checks.
To convincingly communicate a commitment to corpo-

rate philanthropy, companies not only make donations, 

but sponsor events, have high-level employees attend 

events, or have employees volunteer and share their  

experiences on social media, etc.

12. Work with an expert.
Find a marketing agency with expertise in communicat-

ing about corporate philanthropy.  SullivanPerkins has 

more than 20 years of experience helping charitable 

foundations, non-profits and corporations effectively 

communicate about corporate giving, CSR programs 

and philanthropic endeavors.
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to those who are chronically disad- 

vantaged, economists’ debates  

about the causes of and cures for the world’s  

current economic woes must sound a bit  

like those arguments about how many angels 

can dance on the head of a pin.  

rising joblessness, unpaid worker furloughs, 
and the threat of further layoffs can’t  
mean much if you’ve rarely been employed 
and never been able to keep a job.

Upside-down mortgages and home foreclosures 
surely seem irrelevant if you’ve run out of 
friends and family to stay with since your 
eviction from the substandard, subsidized 
housing to which you were assigned.

When all is said and done, what does “recession” 
mean to the poor – except more of the same 
want and need? already invisible to Wall 
street or hidden away from Main street, are 

those in need to be ignored further by those 
of us who can help them because we, too, 
have fallen victim to the economy now and 
are finding that our balance sheets just don’t 
add up the way they used to?

the catholic Foundation says “no.” 
emphatically. this year the board of trustees  
re-committed to its mission of serving those  
in need at a level consistent with past years, in 

spite of the economy. or perhaps because of it. 
like the world’s leading philanthropic founda-
tion, the gates Foundation, the catholic 
Foundation recognizes that the needs of the  
poor have not been diminished, but have been 
compounded by current economic ills and that 
our response must be commensurate with this 
compelling call on our resources.

to that end, the catholic Foundation encour-
ages all donors to do the same: to increase  
your charitable giving if you can – even in, 
especially in, these tough times – to enhance 
our capacity to serve those in need.

as a community foundation, the catholic 
Foundation is equipped to accept all kinds of 
gifts – cash, stocks, real property, insurance poli-
cies, ira payouts – and to direct them to your 
choice of charitable endeavors – food, clothing, 
school supplies, tuition, scholarships, housing, 

How many times have you heard “same time, same 

place, next year” or “maybe next time”?  these  

popular sayings remind us of something to look  

forward to and the other to give us hope. 

as we approach the end of another busy and news 

filled year it is time to reflect on the things we have 

accomplished and the things we need to be looking 

towards. For many 2009 has not been one of the best years but that does not 

mean we should give up on the good things we are capable of doing, especially 

helping others who have needs greater than ours – others who need to have 

something to look forward to and have hope in the future.

that is where i believe the catholic Foundation can be of help to you. 

there are many needs in our community, too many to name and they all  

call for your help. an integral part of the Foundation’s mission is to promote  

compassionate charitable giving and to serve the needs of others. We  

can help a generous individual make impactful charitable giving decisions 

that are timely and tax-wise. the Foundation offers virtually every type  

of charitable giving tool that can make charitable giving rewarding and 

something that will help you give hope to others. 

so before 2009 is over one of my hopes is that you will take some  

time to learn how the catholic Foundation can be of service to you.  

Please have a wonderful Fall and holiday season.

E dw i n  M .  S c h a f f l e r

the President’s letter

v i s i t  o u r  w e b s i t e :  www.catho l i c foundat ion.com

(continued on page 4)

even in tHis  econoMy.  .  .
Foundation Upholds Mission to Serve Those in Need

CFT is a 
fulcrum for 

philanthropy.

We understand 
our community’s 
needs.


