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CHARITY OFFERS TANGIBLE RETURNS

T he term "bookstore" Can only b.· loosely applil-d to Sherman's

Books. From a threc-story building in Boothbay Harbor.

Maine, Sherman's sdls popover pans and blueberry lCa along­

sidt· he.lt .Iellas, cookbooks. refrigeracor magnt"ts and ja" of lobstl"< s.al­

s.a. [f it weren't for Shermans, the people who liw clWll.· year-round

would have to drive miles to buy thcir coys, hOllwware~ and stationt"ry.

Bue residems of Boorhhay Harbor can thank Sherman's ownn,

Jeff Curtis, for morc than sundry items. Owr fOllr yt"3rs. Curtis. hdp<-"d

raist· S6 million CO rebuild the local hospital. SI. Andrcw's. which

needed nt·W wiring and laboratory faciliti.·s.

[n helping ({) rcfurhish thc hospital Curtis hop<--d to h"nl-f1C tht·

community. He also hoped that re.lidcnu would ft"d thl" Same senSe

of community by cominuing to patroni?.., local bu~int·~$<."s ~uch as. his..

"By being concerned ahom rhe community you hope your customer

will have thc same anirude and support thc community by shopping

in it: 11<' .Iays.

Wdcome to thc world of stratcgic philanthropy. IX"", ~mall b",inns

owncrs run charitable foundations or have millions of dollars to do­

natc. Buc as Curti.'.\ example demonstrates. therc art· many wap CO

giw back to the community.

A 2002 national survey by thl" Ikner Busincss Bur"au \Xlise Giving

Alliance shows that 91 % of small busines",-"~ ~upport charitabll' organi.

1.ations on sonl<' level. such a~ cash gifts, raising mon9' for thc local

symphony. or sponsoring a Linle u-ague Tcam. Donl' right, thcs<'

efforts can produce a tangibl<- f('lllrn for the charity and thl" donor.

Thc question is how. M().';{ small busint"Sse~ all.' inundatl-d with

rt"qut'StS for donations of moncy and products. Fi!;urin!; om whert" co

direct their giving is a 11."31 challcn!;<"- "You havt" to know when to say

no," say.1 Curris. "And that's csp.x,ially hard when tht"p<-non who's

askin!; is someone you know ",...II."

Choosing a Charity

G
iving can be in linc with your business goals. If, for l'sample,

you mn a consuma-producrs company, a charity t'vcnt might

provide you with the opportunity CO offcr sampl<-s of your

products. If yOU'f(" an industrial supplier, yOll mi!;ht gain acCl'SS ro local

polirician> and busines-\ leaders who are on a nonprofit's board.

You mighr aim for local tdevision covera!;t· as public relations ex­

pert Nancy Sims did whcll she arran!;ed for twO businl'" dil,nts to

provide laptop compm{"rs and train;n!; CO local fo.Hn children in

Houston. The donation WaS cowIl.·d by local TV stations and was. fl'a-

rured in a newspa!X"r rcad by morc than one million households. Says

Sims, "That donation puc thcm on thc map and it COSt them about

$15.000 comhirwd. M

If tyin!; civic donations to bminC!ls objectiws sounds nwrC{"nary.

cons.idl'r this: 86% of consumers would switch CO a brand a"ociatt'd

with a good Cause if the price and quality wac roughly equal to their

Currcm or1<", according to a rcCcm .Iurvcy by Conc, a marketing fIrm in

Bos.ton. 111<' study showed that publ ic p<:"rC<'ptions about a company

arc innuenc..,.J by ics charitable involvcmcnt.

Of course it's not always possibk CO draw a direct linc betwe"n

ph ilamhropy and increased sales. Bm a ddiberatc giving strategy can

be 1110«" t"ffectivt, than providing random comribucions. To !;ain meaS_

urable results, donations don'r havt' to bc made;n dollars eithn. thl}'

can bt, made in tim.. and ..nergy.

David Becker, co_owner of Philipp" Bl"Ckcr Desi!;n. a package dc­

si!;n and branding firrn in San Francisco, donated his time and skills.

for example. and made a huge diffircnC<" in creating public aWarenCSS

about the plight of the city's homeless.

Each morning on his way to work Beckcr would pass at least 15

P<-"Ople living on the stll."eTS. Through thc local Chamber of Com­

mt"rcc, Beckn learned ahollC a program callt-d Projcct Homcless

Connect, which helps the homelc~s find housin!; and t"mploymcnl.

Tht, pro!;ram had substantial supporr from corporations and city hall.

but it didn't have brand awareneSS. So Ikckcr voluntcncd his profcs­

sinnal npeniw in this af('a to make thc program ;nstantly rccogni?.a­

bit" ins.pin' arca residt'ms to pitch in and Icc the homc!t-ss know that

hdp WaS available.

Ovt"r a 6-w<"{"k p<-'riod in 2005, he and his 20.permn firm spem

200 hours dt"vi.ling a logo and tab line. The lo!;o tht"y ultimatdy

chose- a red !'-"{"tangle with rwo clasped hands fcaching from oppo­

sitt" corners-,vas versarik cnough to appear on a billboard or a T­

shirt, yet nOt s.o corporatc-looking that it would .\Care away honwless

P<-"Ople, who all." oftt"ll suspicious of amhofity.llw ta!; linc read.

"Nt"Vt"r look down on someonc, unlc..... you af{" helping dwm up."

fit'cker's donation of rime and talent paid off. Having a lo!;o apl"'ar

on hillbo.uds throughouc thc city provcd his company could creat(" art

for larg.., media. The cOlllpany'.1 reputation also reccivt"d a boose. Ht·

says 35% of the requesTS he has Il."{"cived for proposals or nwccinp to

diseu.. 11<"'" bus.incS$ this ycar havt" conl(" from CEOs or top manage_

nwnt. comparcd with 25% a ycar ab'<).

"[t was exciting CO S,'e billboards up thcre with our work on it, and

to know that Wt' made a diffcrcnce. M says Becker. V


