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Companies Want to Say “Yes!”

Are you aware of the value your nonprofit organization brings to companies? Many nonprofit organizations think of fundraising as a burden and project this feeling onto their prospects. But when it comes to corporate relationships, a connection between your organization and the right companies will bring both entities great value.

When companies support an organization, whether it is through a donation or a sponsorship, the company expects some value back. The value could be as simple as a tax write-off. It could be an opportunity to enhance its philanthropic image. But there are many less obvious benefits to supporting an organization. Supporting nonprofit organizations may help the company support the community where its employees live and work. This is an indirect benefit to the company by benefiting the employees. It may increase retention for a number of reasons, to include the pride a worker would have in working for a company that supports his or her community. In the same way, corporate support of the right organizations could enhance recruiting efforts. If a computer company in Silicon Valley is looking to hire fresh, new graduates from a top rated engineering school, they would have some interest in supporting local higher education programs to ensure a quality education and therefore quality employment candidates in the local area.
Supporting nonprofit organizations can help increase profitability and expand markets. Last October, a senior VP of L’Oreal Cosmetics participated in a panel discussion at a conference and described how the Company was able to expand its marketing reach by supporting a nonprofit event. L’Oreal Cosmetics sponsored and participated in the National Black MBA Conference in Philadelphia in September 2003. They held a special session at the Conference introducing a new product line for women of color exclusively at the Conference. Sales of L’Oreal products at Strawbridge & Clothier in Philadelphia increased by three percent the following day and by 14% over the following weekend. In this case, the relationship with the National Black MBA Association through the Conference helped the company introduce a new product, expand their market and increase sales.
Relationships with nonprofit organizations may help a company improve its public image and protect it from action by unhappy consumers. In March 2004, a CVS pharmacist in Texas refused to fill a prescription for birth control pills for a woman because it was against the pharmacist’s religious beliefs. The consumer was a married mother-of-two practicing what she believed was responsible family planning. When the story hit the papers, the pro-choice community was very angry. An informal boycott against CVS was planned through the internet and by word-of-mouth. The news was spreading very quickly. Major newspapers were picking up the story. Gloria Feldt, the President of Planned Parenthood Federation of America sent a letter to Tom Ryan, the CEO of CVS demanding his assurance that this incident would never happen again. He responded assuring that it would not and let her know that the situation was handled. CVS supported the pharmacist’s right to her beliefs and did not discipline her. However, they did provide diversity training to all of their employees to ensure they respected and understood differences between people’s beliefs, cultures and values. The training provided guidance on how to handle various difficult situations, to include filling all authorized prescriptions at CVS stores by CVS pharmacists. A pharmacist should feel confident that if he or she is not comfortable filling a prescription because of opposing cultural or religious beliefs, he or she will promptly find a CVS pharmacist to meet the needs of the customer.

After communicating with Mr. Ryan, Ms. Feldt issued a statement saying that she was satisfied with CVS’ response. Subsequently, the boycott, which was completely independent of PPFA, was called off. CVS has since consulted with PPFA on policy issues of concern to the pro-choice community.

Both CVS and Planned Parenthood Federation of America benefited greatly from this relationship. A boycott would have been devastating for CVS, especially during this period when CVS was in acquisition talks with the Eckerd drug store chain that had experienced a similar issue and fired the pharmacist. PPFA benefited from the publicity and ultimately gained a policy supporter in CVS. This situation provides an example of how a company and nonprofit organization provide both entities great value through a mutually beneficial relationship.

These and hundreds of other examples illustrate how companies value relationships with various nonprofit organizations for any number of reasons. Organizations often provide a pool of experts available for consultation and the company provides visibility and resources toward supporting the mission. Finding a company with an interest in the mission of your organization is one of the keys in developing a mutually beneficial corporate relationship.
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