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FOREWORD

Numerous books and
manuals have been
published over the long
course of transition of our
economy and especially
in the last several years
which have provided our
businesspeople with the
opportunity to familiarize
themselves with the
latest experiences and
discoveries in the feld of
management.

However, we cannot

say that there has

been any signifcant
publishing activity in

the feld of corporate
social responsibility and
especially in the domain of
corporate philanthropy as
its signifcant segment.

The results of this lack are
quite visible: our managers
need publications and
expert materials that will
enable them to understand
the signifcance of
philanthropy and overcome
existing prejudices.

This is why it gives

me great pleasure to
welcome this Corporate
Philanthropy Manual
published by Konekt,
which flls in the existing
void and sets the
foundations to upgrade

the knowledge with future
editions.

The readers of this manual
will be able to draw
numerous conclusions:

Primarily, the fact that
corporate philanthropy
is in the interest of

the business success
and proft, and not an
expenditure that is
damaging to the owners.

It can also be concluded
that if philanthropic
activities are spontaneous
and random, without

any relevant recourses
for their realization,

they can be a signifcant
burden for the company.
This is the reason why
this manual highlights
the indispensible role

of non-governmental
organizations, such as
Konekt, that will assume
the role of mediator and
facilitator in the process:
they possess all the
necessary knowledge and
resources that would be an
unjustifable expenditure
for the company.

The non-governmental
sector is the very link that
will provide the business
sector with the latest
insights but also to link the
supply and the demand for
philanthropic activities in
society and the realization
of specifc projects.

This manual will
indisputably become a
signifcant part of the
reference literature, in
particular because it
contains examples of

our business day-to-

day reality and provides
easy to understand and
applicable information that
is useful for each company
regardless of its size and
activities.

Of course, | see this
manual only as the
beginning and expect

that in the coming period
Konekt will continue to
work intensely in this feld
and believe that soon we
will see the following,
expanded editions on this
increasingly important
topic for our economy and
society in general.

Goran Lazarevski
President, Board of Directors

AD EuroComputer Systems -
ECS Skopje

President of the National
Coordinative Body

for Corporate Social
Responsibility



About the publication

The corporate philanthropy
guide is intended for
companies operating in the
Republic of Macedonia. Its
purpose is to encourage
companies to think
through their donations
and investments in the
community. At the same
time, it ofers directions

on how to do that in

order to achieve strategic
and efective corporate
philanthropy.

The guide has been
prepared within the
frames of the Civil
Society Strengthening
Project, implemented by
a consortium led by the
Institute for Sustainable
Communities with the
fnancial support of the
United States Agency for
International Development
(USAID). The Assaciation
Konekt which is the
publisher of the guide is
partner in the consortium
responsible for the design
and implementation of the
Philanthropy Programme.
Other members of the
consortium include

the European Centre

for Not-for-proft Law

and the Macedonian
Institute for Media, which
also contributed to the
development of this
publication.

From a thematic
perspective, this guide
attempts to provide a
clear introduction for the
readers to the world of
corporate philanthropy
and how it can be used

by companies to achieve
signifcant social infuence.
The recommended
methodology is
substantiated by relevant
expert resources, but is
primarily based on the
approach and methodology
that has proved efective
and which Konekt uses

in its work with the
companies.

The theoretical part is
accompanied by examples
of positive practices
from companies in
Macedonia, the region
and internationally.
The selection of the
examples was carried
out by Konekt’s team
solely with the aim of
illustrating examples

that may encourage the
readers to generate new
ideas in this domain. We
are certain that there
must be many similar
and inspiring examples in
Macedonia that we hope
to be able to present in
some of Konekt's future
publications.

Konekt anticipates that
this publication will provide
support to all readers

and companies that will
embark on creating the
wonderful mosaic of their
own philanthropy.

Nikica Kusinikova
Executive Director, Konekt
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Companies are an

-

and better, employ peop

from the community;

by paying taxes they

enable the government

to continuously improve

+ _ education, culture, social
* . pratection, etc.

Through strategic
philanthropy, the company
attempts to achieve.
double efect, namely t
contribute to the busine
objectives of the company,
while at the same time
to do something good for
the community, whereas
efective corporate
philanthropy involves the
efects and the infuence
achieved in the felds set
out by the company.
By incorporating social
responsibility policies,
companies ofen innovate
and create new social
values and good, e.g. in the
domain of the environment
(alternative energy
sources, waste recycling,
etc.) as well as in many
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-
——’

other areas.

Furthermore, many
companies donate to

the communities they
operate in. By donating,
the companies connect
with the people from their
community in a unique
way. The donations

give the companies the

society and equitable
development that will - ~
for all citizens. Donations
are a powerful tool that

‘can be used to support

the issues of concern to
citizens, and empower
citizens to be active
involved in resolving

Donations can take
various forms — monetary
donations, material
donations in goods and
services, volunteer

work of company

staf, membership in
management boards of
local civic organizations,
ofering free use of
premises and equipment,
support for skill
development of the civic
organizations, etc.

Sponsorships are not
considered philanthropy.

ual oppertunities

Even though they provide
very important support

in certain domains such
as sports, culture and the
arts, they are based on a
commercial relationship
and are essentially part of
the company’s marketing
strategy.

It has to be pointed out

opportunity to promote the ~ that not every donation
creation of a more humane

is philanthropy. While
_ -humanitarian donations- ~ _

help to relieve the. S

consequences of certain

social situations (e.g. - .

donations for surgeries, -

donations in food and S

clothes, new year’s gifs

for children in orphanages,
etc.), philanthropy has a
developmental dimensio
to it, and by means
donations-it strives to get
to the root of the problem
and to address the reasons
for the social problems
(support for reforms in
the healthcare system,
donations for programs
that enable people to
generate income to pay for
food and clothes, etc). Both
types of donations are
necessary and important.
Nevertheless, companies
need to perceive donations
as investments in society
and strive to maximize




the lasting efects that the
donation can achieve.

The company’s fnances
are not crucial to its
philanthropy. It is true
that due to the volume of
available resources, large
companies can achieve
greater impact and directly
help address specifc
issues. On the other hand,
the scope of activities in
this domain is so wide
that it provides humerous
opportunities for active
involvement in the
community even with little
funds. Small and medium
size companies can utilize
their immediate integration
in the community in order
to better identify its needs
and to act in a focused
manner with the available
funds. By acting through

a local civic organization,
several small donations
can join into one, and by
expanding their donations
jointly achieve the desired
change.

g CORPORATE PHILANTHROPY GUIDE

BENEFITS FOR
THE COMPANY

In addition to benefts for
the society, community
support brings benefts
for the company, too. The
philanthropic activities of
the company are typically
the most visible part of
its socially responsible

practices. Accordingly, they

infuence the company’s
public image, in the sense
that it will be recognized
by the general public as
someone who cares and
invests in the wellbeing
of the community it
operates in. In addition
to the positive media
coverage achieved from
the donations, these also

give legitimacy, i.e. a “work

permit”, to the company
in the eyes of the wider
community.

This may indirectly
infuence sales as well,
since the brand will

be recognized better.
Moreover, it will infuence
the customers, since they
prefer buying products

when they know that
part of the proft will go
back to the community,
thus indirectly helping its
development.

Corporate philanthropy
improves employees’
motivation and loyalty.

It creates a sense of
pride of working for a
company that invests in
the community they live
in. Volunteering for the
beneft of the community
develops the employees’
team spirit and builds
their communication and
cooperation skills.

In addition, corporate
philanthropy activities
increase the capacity
and the opportunities of
the company to develop
partnerships in the wider
community. They are
identifed as possible
partners not only by the
civic organizations, but
also by the institutions,
with positive efects to
several aspects of the
company’s operations.

Philanthropy (philoanthropos, ,love for humanity“) - various forms
of voluntary giving of assets, time or effort of an individual or a
group for a common good, aimed at improving people’s welfare.




-

"The CSR 15026000
standard is in its draft
version and is expected to
be adopted in the autumn
of 2010. For more infor-
mation, please contact
Konekt or the Ministry of
Economy of the Republic
of Macedonia.
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CORPORATE PHILANTHROPY
AND CORPORATE SOCIAL

RESPONSIBILITY (CSR)

Corporate philanthropy

is an integral part of

the company'’s social
‘responsibility, even though
some experts emphasize
that the CSR'should not be

- -equated-with philanthropy.

~

These experts are correct

or compensate for the
unethical treatment by the
company of its suppliers
and consumers.

Donations cannot absolve
the company from its
responsibility for its impact
on the environment, the

in the sense that Corporafe N emp'oyees’ consumers,

philanthropy cannot be
a substitute for CSR. .
Many companies claim

“etc. In addition to
philanthropy, the company
needs to develop a

to be SOCia"y responSible \\ Strategic\approach

because of donating
signifcant amounts of
funds in the community.
This is not true. Giving
cannot reduce the possible
negative es
that the company may
have on the environment
and certain social aspects,

\ +to CSR, with.specifc

measures to addr these
infuences promote the

company’s practices in this
Y

eld. \ -

Nevertheless, the N
company'’s activities in

the domain of corporate
philanthropy are an integral

N

part of its CSR strategies
regarding investments in
the community. Corporate
volunteering practices are
also directly connected
with the domain of human
resources. Most of the
activities recommended
under the draf of the new
CSR standard — 1SO 26000?,
are realized through the
well-designed giving
programs.

It is important for the
company to recognize
this connection because

it will help it improve its
approaches in the domain
of corporate philanthropy
as well as in the domain of
CSR.



So far all research has shown that
many companies in Macedonia
donate. Despite the severe
economic situation, according to
the data obtained from the Central
Register, the amounts donated by
the companies can exert signifcant
infuence on the development in
certain social domains.

The giving practices of our
companies are most ofen ad-

hoc, based on current requests

for donations. Less frequently,
some companies have well-
designed giving strategies based
on identifed needs and long-term
commitment of the company

to infuence a certain domain.
Accordingly, apart from the
donated amounts and where these
donations were made, we have very

Number of business entities that have reported
donations and sponsorships

Sponsorships and donations - total
Donations to humanitarian organizations
Donations to citizens

Donations and sponsorships to

scientific purposes

Sponsorships for cultural events
Sponsorships to sports clubs

Other sponsorships and donations

little data on the efect and impact
of corporate philanthropy over the
development in specifc areas.

Companies in Macedonia prefer to
make one-of donations and are not
too open to multiannual donations
and partnerships in the feld of
corporate philanthropy.

Unlike other countries, we have
very few giving programs where
the companies award direct

grants to civic organizations or
institutions. Quite ofen, companies
prefer to give directly (purchase
equipment, perform infrastructural
interventions, etc). This is largely
due to the lack of trust that the
donation will be realized according
to the agreement.

2007 (MKD)
847

438,568,792
36,214,224

5,230,948

35,085,961

127,472,287
33,125,279
201,440,093

Corporate social responsibility (CSR) —
the responsibility of the company for
the effects its decisions and activities
have on society and the environment.
It is achieved through transparent and
ethical behavior that contributes to
sustainable development and takes
into consideration the expectations

of the stakeholders, is in line with
international norms, and is integrated
throughout the entire company.

Stakeholders — individuals or groups
that have interest in each major deci-
sion or activity of the company.

2008 (MKD)
399

473,036,824
2,512,341

3,571,488

35,819,371

33,124,220

16,854,392
381,155,012



2 For more information
on the Law on dona-
tions and sponsorships
in public activities,
please contact Konekt.

In Macedonia, The

Law on Donations and
Sponsorships in the
Public Activities entered
into force in 2007. With
this law, the Republic of
Macedonia acknowledges
that philanthropy creates
social good and strives to
promote it by allowing tax
incentives for the citizens
and companies who
donate.

For companies that donate
(funds or in-kind), the law
provides tax incentives

in the area of proft tax,
value added tax (VAT), and
property tax. In addition,
should the stakeholders,
board members or
employees wish to
donate, the law provides
tax incentives for their
personal income tax.

Proft tax — according to
the law, the donation

is acknowledged as
expenditure in the tax
balance of the donating
company, in the total
amount of 5% of the total
income (the amount for
sponsorships is 3%).
Value added tax —
according to the law,

VAT is not charged on

the donation, i.e. the tax
incentives are realized by
allocating funds from the
budget of the Republic of
Macedonia for the payment
of VAT expressed in the
invoices for realization

of the donation. VAT is

not calculated on tickets
for cultural, sports or
other public events if

all proceeds are used

to fund public interest
activities. In accordance
with the Law on Electronic
Communication, VAT is
also not calculated on
communication service
fees when through their
use the user donates funds
to fnance public interest
activities.

Property tax — Donations of
objects and material goods
are waived of inheritance
and gif tax when the

giver transfers the right to
extension and use to the
recipient. It is also waived
of property tax in the next
5 years from the year the
donation was made.

Personal income tax —
according to the law,

natural persons donating
funds to a legal person are
entitled to a deduction of
the personal income tax
determined on the basis of
its annual tax declaration,
in the amount of 20% of
the annual tax debt of the
donor, but no more than
24,000 MKD.

There is a special legal
procedure prescribed

for the realization of tax
incentives which imposes
obligations both for the
donor and the donation
recipient for proper record
keeping, accountability,
and control.

Analysis of the current
enforcement of the law
indicates there is a need
for this law to be amended
in a way that will allow

its more straightforward
utilization. The
amendments are expected
to be made in the course of
2010

CORPORATE PHILANTHROPY GUIDE



" STRATEGIC AND EFFECTIVE
A CORPORATE PHILANTHROPY

. It is always stressed that corporate philanthropy needs to be strategic and efective. But
'\ what does that actually mean?

'\ When we talk about strategic corporate philanthropy it means that the company’s
donations are in some way, even if indirectly, related to its business. In strategic
philanthropy, the company attempts to achieve a double efect: at one hand it should
contribute to the company’s business objectives, while at the same time do good for the
community. In addition, the company should strive to make its actions more focused,
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unigue and diferent from
what others are doing in
terms of giving and at the
same time achieve visible
efects.

There are many examples
of various forms of
strategic philanthropy.
One example of direct
connection between
donations and the
company’s business

is when the company
operates in an area which
inherently has such a
signifcant impact on

the environment that

CORPORATE PHILANTHROPY GUIDE

the company decides to
direct its philanthropic
activity in this area by
supporting environmental
associations and projects.
Another example is

when the company
decides to invest in the
areas of concern to its
customers. Companies
predominantly working

in foreign markets, such
as companies working in
Uzbekistan even though
their head ofces are
located in Macedonia,
may decide to direct a

part of their philanthropic
activities to support
Uzbek communities.
Companies whose
priority is to invest in their
employees may decide

to direct their donations
to address problems

of the communities

their employees live in.
Several such examples
are mentioned in this
publication.
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On the other hand, when we

talk about effective corporate
philanthropy we refer to

the efects and impact that
philanthropy has in the areas
defned as priorities by the
company. In doing so, it is not
sufcient just to have accurate
information on how many
donations have been made

and what for, but rather what

is the end result that has been
achieved and how it can be
monitored and measured. For
example, a company decides

to reduce poverty among the
Roma population in a certain
municipality, and creates a giving
program for associations working
on Roma issues. An efective
philanthropy program needs to
answer not only how many grants
have been awarded and how many
Roma citizens have been included,
but also information about the
extent to which the program has
enabled the recipients to generate
their own income and to break
the vicious circle of poverty by
improving the wellbeing of their
families on their own.

In order for philanthropy to be
efective, it is not necessary for
the company to link its donations
with its business in order to

achieve a double efect. At its core,
philanthropy has a personal and
ofen emotional dimension to it,
based on which philanthropists
decide where to donate, which
makes it a powerful driving

force. For example, the owner

of a company may be personally
dedicated to the issue of street
children and decide to focus his
company'’s philanthropic activity
in this particular area even though
it has no common ground with
his/her company’s business
activities. Nevertheless, the way
in which philanthropy will be
efectuated and the desired efects
the company wishes to achieve in
the chosen area must be carefully
designed in advance.

Even though there are diferences
between strategic and efective
corporate philanthropy, both are
based and insist on a focused
approach. The resources that any
company has at its disposal for
donations are limited. In order for
philanthropy to achieve the desired
efects, it is especially important
for the company to decide which
felds and issues it wants to
infuence through its donations.
One of the main indicators that
the company has a well-planned
philanthropy policy is when the

»

b

S
v -
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A

giving policy defnes precisely what
felds the company will not support
with its donations.

Corporate philanthropy is a social
investment of the company

in society. In that respect, it
should be treated as any other
investment. As the company plans
its business investments, it also
needs to dedicate attention to
planning of the donations. First of
all, the company needs to decide
what end result (in terms of social
changes) it wants to achieve
through its donations. Secondly,
it should think about the ways in
which that result can be achieved
with the available resources. This
should be accompanied by a well-
planned system for monitoring
and measuring of the efects which
will indicate whether the selected
method of social investment is
appropriate.



Many companies, especially in
Macedonia, act independently
in the realization of their
philanthropic activities. However,
clever companies know that

it is much easier, and the
efects are much bigger, if the
investment in the community
is realized in cooperation with
actors from the respective
community, institutions and
civic organizations. They can
help the company identify and
analyze the needs, defne the
best approaches, appropriately
channel the donations, and
measure the achieved results.

In certain areas such as
education, it is necessary to
cooperate with the institutions,
e.g. schools and municipalities.
However, in almost all domains
of society usually addressed by
philanthropy, civic organizations
can be key partners for the

company. While the company’s
primary activity is to generate
proftin the feld it operates in,
the main activity of each civic
organization is to analyze the
needs and circumstances in the
community in the feld in which
the organization is active in. They
are constantly in contact with the
target groups which they serve
and usually keep track of the
new trends in addressing social
problems. Due to the way they
operate, civic organizations are
more fexible than government
institutions adapt more easily to
the cooperation with companies.

Unlike in Macedonia, companies
in the other countries prefer to
focus their philanthropic activities
through civic organizations in the
form of direct donations, grants,
and other types of cooperation.

Civic organizations are the natural

partner for them since they are

based on a private initiative

in the social sphere much like
the companies being private
initiatives in the market sphere.
Many owners and managers
believe that the companies
allocate sufcient funds for the
institutions through the taxes
they pay so they decide to direct
their company’s philanthropic
funds to private, independent civic
initiatives not funded by the state
budget.

Of course, for the companies it
is very important to identify and
choose the right institutions and
civic organizations to cooperate
with. They must possess a high
degree of dedication, ethical
behavior, transparency and
responsibility, in order to be able
to justify the company’s trust in
them. This makes cooperation
productive and helps it achieve
the desired efects.
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The frst and foremost precondition in the

development of a considered approach to

corporate philanthropy is the dedication

of the company’s senior management, its

owners, shareholders, board members,

and executive directors. The employees

in charge of the company’s donations are

ofen highly motivated and dedicated and

propose excellent ideas; however in the -
absence of a real vision and dedication from -7

the management, these ideas-may never be  _- x ’
accomplished. e v







“The book is waiting for you, fnd it!”




—institution.

Therefore the appearance of this
publishing house for children from
Skopje which not only brings us closer
to authors such as the famous Spanish
writer for children Eliacer Cansino (who
came up with the above motto) but it is
also taking us deeper into its message,
was especially surprising. Vermilion
does not wait for the children to fnd the
book but rather it helps the book to fnd
the children; to fnd the children in order
to help them.

Vermilion covers a small and very
specifc part of the publishing
production. All its work is in a form of
attractive literature that has educational
content for the children with a main
focus on peace, tolerance and diversity.
Vermilion's specialized mission

also successfully includes social
responsibility for which we can say that
it is becoming one of the main features
of this publishing house.

Last year, on the Children’s Book Day,

in order to support the work of the only
children’s library “Drugarche” in Skopje,
Vermilion donated 90 of its books. By
doing so it continued this tradition of
essential celebration of the Children’s
Book. In 2007, Vermilion decided to
donate 10% of all proceeds coming from
edach copy sold of the book “Peter Pan
in Scarlet” by Geraldine McCaughrean

in orderto support the work of the
Institute for Lung Diseases in Children
— Kozle. This was followed by a fnancial

donatiorrinten this health

“Itwasasmall mount” says S. Mgrjja
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and Drama was priceless. They were
joyful, smiling and communicating with
one another...”. Afer the performance,
the students gave one book to each
child in order to make better their stay
in the hospital — knowing about this
idea the students asked to volunteer in
this activity. The latter shows the efect
from the philanthropy mission of the
company — Ms.Todorova says that even
the printing house that printed the book
got interested in the activity during the
process and cooperation, to voluntarily
provide its contribution so that the book
could quickly and easily reach the young
readers.

Vermilion's books are about heroes
that, through self-identifcation, make
the children and the youth stronger,
especially those for which the
community needs to develop a greater
sense of responsibility and to show
greater care. These include children with
special needs, young people that are
victims of domestic violence, and other
marginalized groups.

This specifcity in the themes is,
essentially, the very key in the chain that
connects the philanthropic tendencies
with the concrete business operation

of the company. In this regard, in the
course of preparation for this years’
celebration of the Children’s Book Day
and when deciding about the donations,
Vermilion discovers a new, deeper
perspective of Cansino’s message.
“Essentially, it is the book itself that tells
_ us where to donate’; says Ms: Ionrova

~
~
~
~
~



1. Appointing a person/team
responsible for corporate
philanthropy

Even in Macedonia, most
companies have appointed
persons responsible for
donations. These are usually staf
members of the PR department,
marketing department, or CSR
department if the company has

a special department for this. As
we mentioned previously, it is
important for these persons to
have the support of the company
leadership in the development
and implementation of such a
strategy. The key person behind
all giving decisions must be one
of the heads of the company, in
order to give them the place they
deserve, which is not to say that
this person must be involved in the
daily implementation of the giving
programs.

2. Analysis of the company’s
objectives and previous
giving practices

Prior to planning the company’s
philanthropic approaches, it is
useful to start with the existing
conditions and practices of the
company. The persons in charge
need to consider the company’s
strategic business objectives
and identify the key aspects of
corporate social responsibility.
This will enable them to develop
an approach to corporate
philanthropy that will correlate
with the overall strategy of the
company and integrate into the
CSR strategy.

It is also important to analyze

the existing giving practices —
what were the objectives of the
donation, who were the recipients,
what efects were achieved, what

were the challenges that the
company faced in the realization of
the donations, what system was
used for donation monitoring and
reporting, etc. This type of analysis
is a good foundation for planning
of the future strategy.

As part of this step, it will be
necessary for the persons in
charge to consult with and include
the department managers, the
management board and other
employees involved in the making
of strategic decisions of the
company.

3. ldentifying the desired
social changes

When developing a philanthropic
strategy, the important thing is to
start from the end, i.e. the change
that the company wants to see
happen in society. It is important
that the company considers

the wider social processes.

The desired social changes will
actually articulate the vision of the
company in the area of corporate
philanthropy. Examples could
include: achieving sustainable
development of the local
community, building a society
that will respect human rights,
increasing the level of active labor
force in the country, achieving
integration of the disabled, etc.

4. Identifying the felds of
activity

Naturally, no social actor can
achieve such wide scale changes
single-handedly and only with
their own resources. This is why
it is important that in the next
step, and having in mind the fnal
objective, the company focuses
and selects the specifc felds

of activity. For example, if in

the previous step the company
decided that its objective was
to improve the environment, in
this step it may decide that it
would focus solely on reduction
of solid waste and promotion of
ecotourism.

The felds of activity will be
determined on the basis of the
analysis carried out in Step 2,
and it is good to also include the
opinion of the key stakeholders
of the company (employees,
suppliers, consumers,
shareholders, civic organizations,
etc.).

Depending on the size of the
company and the resources at

its disposal, the strategy can
support several diverse areas (e.g.
environmental protection and
support of marginalized groups).
What is important.is for them

to support the vision for social
changes that the company wants
to achieve and to be integrated
into a common strategic approach.

As mentioned previously, probably
the most important thing for the
company is to decide what areas
not to support. This will allow for
a focused approach and rational
use of available resources.

5. Analysis of the current
situation and needs

Once the felds of activity are
determined, they need to be
explored from a point of view of
the current situation and the needs
in that particular area. The solid
waste problem is multifaceted
and can be addressed from
various aspects, such as recycling,
educating citizens about waste
selection, promotion of the use

of recyclable or biodegradable
packaging, improving the

N



legislation and local regulations
pertaining to the treatment of solid
waste, etc.

This analysis will help the
company determine how to
achieve the biggest infuence in
the chosen feld with the resources
available for philanthropic activity.
Ofen, companies don’t have
sufcient in-house expertise about
the social feld, and that’s why

this analysis should be performed
with the help of experts, local civic
organizations, institutions, etc.

6. Setting specifc and
feasible objectives

Based on prior analysis, the
persons in charge will defne the
specifc objectives of the corporate
philanthropy strategy. These
objectives should strive to achieve
the desired infuence; however it is
important for them to be feasible
in accordance with the analysis

of the conditions and available
resources. The specifc objectives
require measurable results that
will include indicators of the scope
and range of the donations, but
also of the results that need to be
achieved.

By setting specifc objectives, the
company will be able to easily
measure the results achieved by
corporate philanthropy.

7. Choosing the best
approach to corporate
philanthropy

The objectives of corporate
philanthropy can be achieved
through diferent approaches

and channels of philanthropic
activities. The company can award
grants to civic organizations

and institutions, provide free
expert assistance, donate its own
products, implement projects in

cooperation with local partners,
etc. The following chapter provides
an overview of several approaches
to corporate philanthropy,
illustrated with specifc practices
of companies in Macedonia and
the region.

When choosing the right approach,
all prior analyses need to be taken
into account and an efort must be
made to maximize results in terms
of efectiveness and efciency.

In this phase, the company
needs to also think about
partnerships it may develop with
other institutions and/or civic
organizations that would help it
realize the desired objectives.

8. Development of an annual
plan for implementation

The annual plan for
implementation is based on the
established specifc objectives and
the selected approach. It should
contain detailed information

about the funds to be donated, the
number of recipients/benefciaries,
timeframe for realization of the
donations, etc.

The annual plan also needs

to include a budget which is
necessary for the management
of the corporate philanthropy
programme.

9. Monitoring and measuring
the results.

In reality afer the companies
donate they ofen don’t have any
insight into what was achieved
with the donation, whether it was
realized as agreed, whether it
achieved the expected results, etc.
That is why it is important when
developing the strategy to identify
specifc ways in which monitoring
of the implementation of the

donations as well as measurement
of the results will be performed.

The monitoring can be carried out
in various ways — requiring that
the recipients submit narrative and
fnancial reports; monitoring visits;
participation in activities organized
by the recipients; special forms
for recording and monitoring the
results, etc. The approach will
depend on the available resources
of the company (human and
material).

In order to properly measure the
results it is of outmost importance
to determine indicators for the
overall strategy as well as for
each separate donation. Both
input indicators as well as impact
indicators must be measured. For
example:

Input indicator: Three new devices
have been donated to the Oncology
Clinic worth 1 million Euros.

Impact indicator: According to
information from the Oncology
Clinic, the donation has helped
reduce the waiting time for the
patients for 2 hours and has
increased the scope of patients
served by 15 %.

If during the monitoring process
the company concludes that the
desired objectives are not being
achieved, then it is necessary to
revise the approach.

In addition to these indicators, the

company can also measure the

following aspects:

= The level of satisfaction of the
benefciaries and the opinion of the
community about the company’s
efort.

= Information published in the media
(both positive and negative).

= Additional resources mobilized
from other sources for the
projects supported by the
company.

= Number of work-hours invested



by the employees as volunteer
work or expert assistance to the
community.

= Level of donations collected
from the staf for the projects
supported by their company.

= Level of cooperation and
partnership with other actors in
the community, etc.

For companies that have

been implementing corporate
philanthropy programs for a
longer period of time, it is good

to have external evaluation in
order to get an objective idea

of the infuence achieved by the
company through its philanthropy.

10. Reporting to
stakeholders

Reporting is one of the key
elements of efective corporate
philanthropy. In Macedonia,
many companies restrain from
sharing information about their
level of donations in the course
of one year. On the other hand,
donations are ofen used to
promote the company;-however
this type of reporting is quite
ofen merely well packaged
superfcial information which
does not contain the essence
of the company’s corporate
philanthropy.

Corporate philanthropy reporting
must be well thought out

and based on transparency

and accountability, as well as
communicating a consistent
message to all stakeholders.

In addition to the fact that the
community wants to know about
the ways in which the company
invests in its promotion, good
reporting enables it to maximize
the indirect benefts of the
philanthropic activity (better

public image in the community,
proud and motivated employees,
brand recognition, etc).

Communication about the
company’s philanthropic activities
needs to be external as well as
internal. The employees and
shareholders are some of the

key stakeholders. The employees
want to know the ways in which
the company they work for
supports the communities in
which they live together with their
families and are proud to share
that information with the general
public. It is important for the
shareholders to know what a part
of their proft has been invested

in and the level of improvement
achieved in the society.

The wider community is
interested in how much the
company “gives back”. They are
skeptical when they don’t have
the complete information and in
such cases they may consider
the donation a manipulation or
merely a form of advertising.
When the company is prepared
to share essential information
with the community about its
philanthropic activities (including
the level of donations) and the
results achieved, it builds trust
in the community, increases its
reputation, and gains legitimacy
for its work.

Very ofen, thanks to reporting,
the company can in turn receive
useful opinions, advice and
recommendations from the
stakeholders that will assist

it in revising the strategy and
improving the efects of the
donations.

Also, reporting about the
company’s investments in the
community could inspire and
instigate changes in the practices
of the other companies as well as
the society in general.

Reporting methods

The corporate philanthropy
report should be integrated in
the company’s regular annual
report. According to the latest
trends, in their annual reports the
companies include information
not only on business results

and fnancial indicators but also
refer to social and environmental
issues. In that way the company
demonstrates a systematic
approach to social responsibility.
It is sometimes useful for the
company to prepare a separate
corporate philanthropy report,
which should also include the
main objectives of the company.

In order for reporting to be
efective and efcient it is
important for the company to
defne its priority target groups
as well as the key messages it
wants to convey. Based on this
it will select the communication
channels.

The reporting channels can be
various. It is practical to utilize the
existing communication channels
that the company has with the
stakeholders. For example, if the
company publishes an internal
newsletter for the employees, it
can include regular information
about corporate philanthropy.
Bulletin boards, memos, the
intranet can also be used for
internal communication.

Websites are an excellent method
of informing the general public,
without any substantial costs.
Various types of communication

\



tools can also be used to inform
the public, such as quotes and
press releases, annual reports,
video materials produced by the
company, articles in relevant
magazines, etc.

Content of the report

The corporate philanthropy report
needs to include information on:

= Fields of activity of the company
and desired impact.

= Strategic objectives of the
corporate philanthropy
programme.

= The way community investment
is managed and decided upon,
including information about the
persons in charge of corporate
philanthropy.

Dedication of the
senior manage-
ment

= Analysis of the previous step
= Consultation with the stakehold-

= Areas that will not be supported

Determining the

felds of activity v

Development of an
annual implementa-
tion plan

Funds to be donated
Number of benefciaries
Time frame

Budget for management of
donations

Appointing a per-
son/team in charge
of philanthropy

= Achieving maximum impact with
the available resources
ers = Consulting the community

= Level of involvement of
stakeholders.

= Financial indicators for corporate
philanthropy.

= Comparative analysis of achieved
results and future objectives,
to demonstrate long-term
commitment of the company to
community investments.

= Information on future challenges
and plans in this domain, and how
these ft with the other segments
of the company’s activity.

11. Revising the existing
corporate philanthropy
strategy

Occasionally it is necessary for
the company to look into the

= CSR priorities

implementation of the existing
corporate philanthropy strategy
and revise it. The revision will be
based on the measurement of

the results by the company, the
feedback from the benefciaries
and other stakeholders, good
practices of other companies,
experiences in the country and the
region, etc.

The social environments as well
as the business operation of the
company are dynamic processes,
and accordingly it is necessary for
community investment approaches
to refect these changes.

= Benefciaries, amounts and methods of donation

= Efects and challenges

Analysis of objec-
tives and existing
donation practices

= Measurable results

efects of the donations

Analysis of the cur-
rent situation and

Setting specifc and
feasible objectives

Monitoring and
measurement of
results

= Reports from benefciaries,

= |ndicators of the scope, range and

Reporting to
stakeholders

Determining the
desired social
changes

= Possible partnerships with
institutions and associations

Selecting an ap-
propriate approach
to corporate
philanthropy

Revising the exist-
ing corporate phi-
lanthropy strategy

Transparency and accountability

monitoring meetings, etc. = Consistent message
= Measuring the input and output = [nternal and external
indicators of the infuence = Methods of reporting

= External evaluation

~
~
~
.
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Content of the report



APPROACHES
TO CORPORATE
PHILANTHROPY

The company can invest in the community
through various forms of corporate
philanthropy. Some of the most frequently
used are discussed below. They are also

used by companies in Macedonia and the
region, as illustrated in the specifc examples.
The examples include information on the
reasons why a particular approach was
suitable for the company and discuss its main
characteristics.




ESTABLISHING
A CORPORATE
FOUNDATION
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Saocial responsibility is part
of the tradition of Alkaloid
AD. “We in Alkaloid
believe that, through

our social responsibility
we can contribute to

the improvement and
development of the
community in which we
operate. We support

(and will continue to do
s0) all the best things
from Macedonia, be it
projects from culture,
sports, science, art,

young people’s needs,
environmental protection”,
explains Zhivko Mukaetov,
General Manager of
Alkaloid. Alkaloid is

a dedicated friend of
Macedonian sports,
including handball,
volleyball, basketball,

and chess. Also, the
company helped provide

a Steinway piano for the
Macedonian virtuoso
Simon Trpchevski.

The company shows its
dedication to its main
activity by providing
signifcant support in
the feld of healthcare

and pharmacy. “I would
like to emphasize our
partnership with the
Macedonian healthcare
and pharmacy sector that
is constantly improving.
Alkaloid continuously
assists and supports,
regardless of whether we
are talking about in-kind
donations and equipment,
support for research
projects, or staf training”,
says Mukaetov.

In order to achieve long-
term development of

the healthcare sector, in
2007 Alkaloid established
the Trajche Mukaetov
Foundation which
awards scholarships to
young and ambitious
students that have
dedicated their careers
to these industries. The
Foundation for support
of young students was
established in honor of
Trajche Mukaetov, who
successfully led and
developed the company
since 1985, establishing
Alkaloid as the leading
pharmaceutical company
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in the region. Dedicated to
permanent development,
this visionary believed that
increased investment in
scientifc, research and
developmental activities
is necessary for achieving
the desired prosperity.
“The Foundation was
established for exactly
same purpose. We believe
this is the best way to
support young people —
the best, most talented
and ambitious of them,”
says Mukaetov.

So far the Foundation has
provided scholarships

for 102 students of
pharmacy and medicine

at the Ss.Cyril and
Methodius University. In
the process of selection

of these students, the
Foundation insists on high
transparency and clearly
defned criteria. Every year
the company publishes an
open call in the media, and
the Foundation’s founder
is not involved in the
selection process and the
work of the Committee
actually selecting the



students. The Committee
includes representatives
from the Foundation, from
the Dean’s Ofces at both
Faculties (Pharmacy and
Medicine) and students,
and in making its decision
it uses clearly defned and
publicly available criteria,
in a procedure that has
maximum transparency.
The scholarships are
being awarded for

third year in a row, and
amount to 6,500 MKD per
month throughout the
entire calendar year. The
Foundation has a strictly
defned procedure of
informing all the applicants
about the scholarship.
The fnal results from

the selection process

are published in the print
media.

In addition to providing
fnancial support for the
students, through the
Foundation Alkaloid is
able to recruit its future
employees. Last year,

the company hired fve
graduated fellows of

the Trajche Mukaetov
Foundation. Starting from
this year, the best student
from both Faculties will
receive a one-of fnancial
award by the Foundation,
and in the future it plans
to introduce the Trajche
Mukaetov Award for best
scientifc paper in the area
of pharmacy, medicine,
healthcare, or science.

Given the fact that in
Alkaloid's portfolio
social responsibility has
always been a tradition,
its employees and

shareholders support
these activities. “As a
company, we are prepared
to take part and we are
involved in creating

social responsibility.

That is the reason why
Alkaloid strategically
plans its corporate social
responsibility in its annual
plans, and our employees
and shareholders

are proud of our joint
contribution to the
community, its prosperity
and development, and
creation of true values,”
concludes Mukaetov.



RENOVA

PUTZ

www.renova.com.mk

Children usually have a
dream that one day, when
they grow up, they will
become physicians, police
ofcers, businessmen,
journalists, or something
else. In order to achieve
that, children have to
study, work, and they will
succeed. The dream can
come true, but the children
have to be educated in
order to acquire knowl-
edge, self-confdence

and a prosperous future.
Unfortunately, there are
many young people that
want and can learn, but
cannot aford it in a situa-
tion of social changes and
world economic crisis. One
such child is Elena Nedel-
kovska from the village of
Neproshteno, near Tetovo.
In her fnal year of studies
at the School of Forestry in

CORPORATE PHILANTHROPY GUIDE

Skopje, she was lucky to
receive a scholarship from
the Renova Foundation.

Elena says that, when

she graduated from high
school, she found out
from her friends, purely by
chance, that the Renova
Company provided schol-
arships. “There were a lot
of candidates and | was
especially happy to fnd
out that | won the scholar-
ship”, says Elena and adds
that she probably got it not
only because she was an
excellent student and met
the required conditions
but also because she was
lucky.

This happy girl says that
the money she receives is
of great help to her be-
cause she is able to cover
some of the costs of her
studies. Elena has always

been interested in interior
design and furniture design
although she is not very
much into making mod-
els because they require
precision work which is
not something she likes
doing. “As long as | can
remember, I've been read-
ing magazines, especially
the pages about how to
arrange your home. That
is why | enrolled in the
School of Forestry, at the
Department of Furniture
and Interior Design and
Technology”.

She dreams of becoming

a good and well known fur-
niture designer. She thinks
that this is a very creative
job. “l am a creative person
myself — | make jewelry
and | enjoy creating various
furniture designs” says
Elena and adds that in the
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future she would like to
make high-quality furni-
ture.

“| see people buying new
furniture which is ofen
cheap, of a low quality and
just for showing of. | want
to make high quality fur-
niture because we forget
that these are the things
we use the most in our
daily lives and things that
contribute to a great extent
to our health”.

The Idrizi brothers, in addi-
tion to investing in facto-
ries, decided to also invest
in the development of our
society, from providing
humanitarian donations
to funding for infrastruc-
tural projects. Renova
Foundation’s mission is
stimulation and promotion
of young people in their
respective professions,
and awareness raising as
well as promotion of ethi-
cal values among young
people, through various
activities for their suc-
cessful involvement in the
social processes.

The Foundation was
established in 2005 and
each year provides schol-
arships for around 90
university students and 60
high-school students. The
owners of Renova Com-
pany, Shefki and Qenan

Idrizi, say that they provide
scholarships for gifed
young people because they
want to invest in their own
future and the future of
their country.

“The support that we pro-
vide to young people is of
great help for the parents
that don’t have enough
money to provide educa-
tion for their children. And
the students return the fa-
vor by achieving success”,
says Shefki Idrizi.

One of the Renova fellows
is Zekrija Curi, a student

of Albanian language and
literature at the School of
Philology in Skopje, at the
Translation and Interpre-
tating Department. “I've al-
ways wanted to become an
Albanian language teacher,
to teach young people

and contribute to better
literacy and knowledge
acquisition”, he says. The
scholarship he gets is very
important to him because
the cost of the studies are
high.

He has been a Renova fel-
low for two years now and
hopes that he will remain
so until the completion of
his studies. This helps him
to “move forward”, to “up-
grade himself and gradu-
ate with success”.

In the last 5 years, more
then 450 university stu-
dents and around 300
high-school students have
received the scholarship.
The amount of money
provided for one year is
around 32,500 denars, i.e.
3,600 denars per month
during the study year. High
school students receive
18,000 denars for one
school year, i.e. 2,000 per
month during the school
year. In addition to provid-
ing fnancial assistance,
the company also ofers
employment opportunities
in Renova.

The Renova Company from
the Tetovo village of Dzep-
chiste produces dry mate-
rials and glues for fnishing
works in construction.

The company also owns a
football team, in order to
provide opportunities for
young people to engage in
sports and acquire healthy
habits, to work as a team,
develop friendships, and
lead a healthy lifestyle.




GRANTS TO CIVIC ASSOCIATIONS
AND FOUNDATIONS

This approach is less
practiced by Macedonian
companies. In it, the
company decides to
distribute funds allocated
for donations by way of
grants for projects by
local civic associations
and foundations in the
felds connected to the
company’s corporate
philanthropy. In the
process, the grants are
usually awarded via
open calls for application
and are awarded by
independent committees

deciding according to
predetermined criteria.

This approach is highly
transparent and fair
because it enables equal
access to all organizations
working in the respective
area. It is also very useful
for the community,

since it contributes to

the sustainability of

the civic sector, thus
promoting the democratic
processes. Furthermore,
this approach helps the
company identify a larger
number of benefciaries

and potential partners

that may remain unknown
if approaching individual
associations.

Finally, this approach
allows the company to
support various innovative
approaches to a given feld,
reach a larger number

of benefciaries (usually
each association has its
specifc target groups), and
improve the results in the
area it wants to achieve
impact in.
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Corporate social
responsibility is an integral
part of the strategy of
Holcim Hrvatska, its
culture and code of
operation. This company
which is part of an
international giant in the
production of cement,
concrete and aggregates,
strives to achieve a
balance in the infuence
exerted by its operations in
three specifed segments:
fnancial, social, and
environmental.

Holcim Hrvatska believes
that the development

of civil society is a
precondition for achieving
sustainable development.
That is the reason why this
company is one of the few
in the region that focuses
its philanthropic activities
almost completely towards
the development of NGOs.
It even goes one step
further and announces
public calls for awarding

grants to NGOs, which are
available on the company’s
website.

“We are convinced that
strong organizations which
have knowledge about the
problems and obstacles
facing the economy are
the partners we can

work together with in

the public sector in order
to achieve sustainable
development. We accept
the organizations as our
partners and are prepared
to listen to their comments
and proposals and
incorporate them, if this
brings improvement”, says
Zarko Horvat, Industrial
Ecology Manager at this
company.

“We have decided to work
on strategic and long-term
cooperation with the local
community. One segment
of this cooperation is

also realized through our
donation program”, he
explaines.

Holcim Hrvatska is specifc
in that that it develops a
system of clearly defned
criteria and rules that

are part of its Donation
Principles. The company
donates primarily to the
communities it is active in.
The areas of support are
publicly announced prior to
the donations. The majority
of the philanthropy funds
is directed to projects

from NGOs (less than

10% of the total amount

of program funds goes to
direct one-of donations).

It develops partnerships
with the organizations and
tries to help them with its
knowledge and experience
in the development of

the projects. Through its
annual calls for grants

it wants to motivate
organizations to develop
their capacity for securing
funds needed for their
operations.
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He particularly underlines
the importance of
organizing the Good

Ideas Fair, which Holcim
Hrvatska organizes for
NGO representatives. “At
the fair, organizations can
present their projects,
share experiences,
establish contacts,

assists each other in

the implementation of
activities, etc.”, explaines
Horvat, adding that equally
important are the meetings
dedicated to evaluating
the implementation of the
project, which address the
problems faced as well

as the methods used for
resolving them.

Holcim Hrvatska is a
company which, among
other things, tries to

raise awareness that
philanthropic activities
should not be aimed at
flling the holes, mending
or “patching up” societal
oversights (healthcare,
culture, education, social
support, etc.), because
this may even lead to
degradation in the quality
of life for the citizens.
“Having your picture

taken holding a cheque in
your hand is not a form

of a corporate social
responsibility. Why?

What happens when that
moment is-over? What will
there be lef for tomorrow?
Where is the sustainability

Z
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in this?”, says Horvat,
adding that this is why it is
necessary to have strategic
business and socially
responsible planning and
operations.

One example of the way
they address major social
challenges is the fact that
in 2009 their Donations
Program focused on anti-
corruption projects. ,What
we wanted to do was to
help change the sit-and-
wait-for-somebody-else-
to-solve-your-problems
way of thinking, promoting
the necessity for that to
become everyday practice
for each and every one of
us”, concludes Horvat.

.
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confdence and proactivity.

Sonja Konakov, Head of
Corporate Sacial Respon-
sibility, says that this bank
understands the “corporate
social responsibility as an
overall frame for manage-
ment with the company”,
starting with the idea that
the “realization of the
economic objectives is
possible only in advanced
and stable communities

as well as with strategic
investments in the com-
munity which the Company
belongs to”. She adds that,
in this way, in the last 5
years in Serbia, the Erste
Bank established a reputa-
tion of a “caring citizen!”.

One initiative which at-
tracted signifcant public
attention is the “Centrifu-
ga” program for donations
in culture, initiated by
Erste Bank in partnership
with the Balkan Fund for
Local Initiatives became
in 2007. “Centrifuga” is a
donation program aimed
at supporting local youth
initiatives in the feld of
culture throughout Serbia,
and according to the idea
of decentralization this
program supports initia-
tives which are active in
locations where the bank

has its branch ofces. The
goal is to activate young
people at the age of 15

to 30 to initiate and pro-
mote new cultural content
in their respective local
communities, to stimulate
the involvement of young
people and the develop-
ment of new trends in the
community in which they
live.

Konakov explains that
donations are provided

to “festivals and events,
theatrical and puppet
performances as well as
for other type of modern
theater, music events,
various art programs,
visual arts, dance, litera-
ture, and programs related
to contemporary artistic
expression”. She adds that
the project also includes
“‘important issues such as
the inclusion of persons
with special needs, the
promotion of Roma culture
and youth creativity”.

“The true success of the
‘Centrifuga’ programs is
witnessed in the fact that
the cultural map in some
cities in Serbia has been
permanently enriched with
content that was created
for the frst time”, explains
Konakov. The organization

“Shakespeare’s Children”
from Uzhice organized a
summer journalism school
for 20 participants. Afer
the training, the students
launched the frst youth
radio program in the city
of Uzhice (on the “Luna”
radio). The organization
“Land of the Child” from
Smederevo organized an
exhibition of paintings
entitled “Pictures from the
Darkness”. These paint-
ings were made by blind
persons and the exhibit
was also shown at the
Cultural Center in the city
of Chachak as well as on
the “Night of the Muse-
ums” event in the National
Bank of Serbia in Belgrade.
In the last 3 years, “Cen-
trifuga” has realized 20
projects in 17 local com-
munities in Serbia.

Erste Bank Novi Sad is

a member of the Erste
Group which is a fnancial
institution established in
1819 as the frst savings
bank in Austria with a dual
objective — to facilitate the
access to fnancial services
for ordinary people and to
support social activities in
the community in which it
does business.



INVOLVING !f
EMPLOYEES =& .

AND OTHER "
STAKEHOLDERS
IN PHILANTHROPIC
PRACTICES

For many companies, their employees
are one of the key stakeholders and

that is why they look for methods to

get them involved in the activities of the
community. Listed below are some of the
ways this can be done:

Including employees in the committees deciding on the grants.

Giving employees the opportunity to propose areas and problems that the
company needs to donate about.

Encouraging employees to donate to various local associations and initia-
tives by matching donations from the company.

Employee volunteering (corporate volunteering), that is allowing em-
ployees to volunteer a certain number of days a year for the beneft of the
local community.

This approach is especially good for
companies that have identifed human
resources as one of the priorities of their
CSR strategy. In addition to the fact that
this approach changes the awareness of
the employees and promotes individual
philanthropy and active citizenry, it also
has a positive infuence on employees’
morale and enthusiasm. Corporate
volunteering programs in particular help
build team spirit and teamwork skills. T IZ=a

Some companies apply this approach to
other stakeholders, such as suppliers, 4
consumers and clients. . -
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The challenge that this approach presents is that it requires more time to organize the
overall process, which in turn makes it easier to implement in micro companies or
companies with an established HR department.



@E (" _ProCredit Bank

Macedonia

In order to change the per-
ception that banks are only
focused on making money
and not on the general
welfare of the community,
and to point out that there
are banks that behave

like they are the nearest
well-intentioned neighbor
that you cooperate with

in the maintenance of the
building you live in, the
Prokredit Bank staf pro-
moted the “Neighboorhood
Bank” slogan. They believe
this slogan best describes
the strategy and the ap-
proach to the citizens

and the community, and
through actions they work
on changing the general
perception about banks as
institutions that care only
about proft but not about
the general good of the
community.

The strategic approach to
social responsibility is the
key principle of Prokredit
Bank’s corporate values,

CORPORATE PHILANTHROPY GUIDE

aimed at bringing down
the prejudices that people
have when one mentions
the term “Bank” which they
associate with money,
wealth, power, and the
strict look of the bank of-
fcer from the other side of
the counter. In the mod-
ern world too, banks are
synonymous with the rigid
parts of society — they are
expected to be very formal
in their approach to citi-
zens and the community
and care only about their
own proft.

“In addition to its business
activities, Procredit always
tries to be a good neighbor
by getting actively involved
in the projects that bring
good to the neighborhood”,
says Biljana Trajkovska,
PR OfFcer in Prokredit
Bank. The principles of
community investing are
applied by the Bank in its
promotional activities, too,
such as events, celebra-

tions, opening of new
branch ofces, and other
public events that the bank
organizes. “The Bank’s an-
niversaries are celebrated
with projects bringing good
for the neighborhood, in a
working manner, and with
campaigns through which
the employees show that
they care for the environ-
ment. When opening new
branch ofces, we are try-
ing to make social events
that will contribute to im-
provement of the life and
conditions in the commu-
nity”, says Ms. Trajkovska.

What makes the Bank spe-
cial in its corporate philan-
thropy practices is the fact
that the employees decide
directly where to donate
the funds and are involved
in the activities aimed at
making the community a
better place to live in. Each
of the Bank’s branch ofces
throughout Macedonia has
a certain amount of funds




at its disposal which it can
give as a donation to its
community. The decision
where this money will be
donated is made solely

by the employees of the
branch ofces, without
infuence from or need

for initial endorsement by
the Bank’s general man-
agement. Employees of
the branch ofFces make
proposals on their internal
staf meetings and decide
which initiative they will
support in their com-
munity. By doing so, the
Bank comes closer to the
community in which it does
business. “Almost always,
the ideas for socially re-
sponsible events originate
from our staf; because
they know the best what
the community in which
we are working needs the
most. They come up with
ideas, and then implement
the events”, says Tra-
jkovska.

In this regard, the Bank
and its staf have imple-
mented numerous envi-
ronmental activities and
projects. One of the most
recent ones (and one of
the largest environmental
activities of the Bank staf)
was the “Spare Nature”
campaign. The action was
successfully implemented
in several locations and it
also involved the Bank’s
employees as well as local
companies with the appro-
priate machinery in order
to successfully clear out
the waste from the sites. In
addition, waste bins were
installed in Skopje and

in other cities during the
campaign, creating good
conditions for keeping the
environment healthy and
clean. “l am particularly
happy when | see a corre-
lation between the Bank’s
corporate values and my
own personal values.
What's very important for
me is that, among other
things, the Bank provides
me with opportunities to
realize these values in the
course of my work. | took
my daughter with me on
this campaign because

| believe this is the best
way for her to experience
the feeling of community,
solidarity and return to
nature, through involve-
ment in projects that are
benefcial for all”, says
Marija Angelova, employee
in Prokredit Bank’s branch
ofce in Kapishtec (Skopje)
and participant in numer-
ous volunteer campaigns
organized by the Bank.

Prokredit Bank’s values
are the pillar of its corpo-
rate culture, and are being
discussed and actively
applied in everyday op-
erations. The intention is
to contribute not only to
the Bank’s target groups
and the quality of fnan-
cial services provided by
the Bank, but to busi-
ness ethics as well. The
strong corporate values of
Prokredit Bank play a key
role in this regard. “What
makes Prokredit Bank es-
pecially strong is the faith
that the entire team has in
our corporate values and
principles, including social

responsibility. We remain
strongly dedicated to our
values and care for soci-
ety”, said Jovanka Joleska-
Popovska, General Director
of Prokredit Bank, at last
year’s celebration of the
anniversary of this power-
ful fnancial company.

This commitment was also
recognized by the National
Coordinative Body for Cor-
porate Social Responsibili-
ty. Thanks to its eforts and
activities, in the last few
years the Bank received
two national awards and
one certifcate for socially
responsible practices.



In addition to involving the employees, corporate philanthropy can also include the senior management
structure by sharing its expertise with local associations and institutions. This can be accomplished
through their membership in management boards of associations and foundations (usually without any
remuneration); mentoring the management staf of the associations and institutions, direct consultations in
the development of sustainability strategies, etc.

This approach is usually combined with the other approaches and is worthwhile since it confrms that the
management is dedicated to investment in the community.
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NGO BORKA and AVON in the fght
against the breast cancer

NO MISSION IS IMPOSSIBLE

AV ON
MPOTKUB
PAKOT
HA LOJKA

Biba Dodeva is one of the
most popular and busi-
est singers in Macedonia.
Her colleagues say she is
one of the most dedicated
to her profession, a true
fghter and that there is no
unfnished or impossible
business for her. For many
years, despite her profes-
sional engagements, Biba
has always found the time
to assist those that need
such assistance the most.
Several years ago, due to
the late diagnosis of the
disease, her closest friend
lost the fght with cancer
which motivated our fa-
mous singer to think about
her philanthropic activities
and approach them in a
more organized and fo-
cused way. Almost 3 years
ago, together with several
other people, she founded
the NGO BORKA which is
active in the fght against
cancer. The main objective
of this NGO is to raise pub-
lic awareness about the

dangers of late detection of
cancer and facilitate easy
access to medical services
for identifcation of the dis-
ease and its timely treat-
ment. “My friend, as well
as many other women, lost
their lives because of late
check-ups and failing to
act on time. | was deeply
touched by that. | simply
felt the need to do some-
thing about it and enable
women facing this problem
to get more information
and more mechanisms and
services, which they will

be able to use for timely
detection of the disease
and fght successfully
against the cancer”, says
Dodeva.

However, in addition to the
unselfsh commitment of
the people, fnancial and
other assets are needed

in order for this type of
organization to be able to
successfully implement
its campaigns and activi-

ties. The funds come from
individual donations, inter-
national donor organiza-
tions, through cooperation
with the state institutions
but what is very impor-
tant for this organization

is to fnd a prominent and
strong partner from the
private sector that will
assist the organization in
the long-term and stra-
tegically in the realization
of its objectives. BORKA
managed to fnd such a
partner in the company
AVON - a world known
brand for production of Meris
cosmetics for women. For [FE0Se
many years this company S
has been well known in
the world not only for its
cosmetics but also for its
strategic and organized
philanthropic approach

to the addressing of the
most pressing problems
of women, such as the
fght against breast cancer
or domestic violence. By
establishing foundations in
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more than 50 countries in
the world (including Avon
Macedonia), the company
has managed to improve
the lives and facilitate the
problems of women suf-
fering from breast cancer.
The accidental meeting of
AVON'’s representative with
Biba Dodeva and BORKA
at a breast cancer confer-
ence brought immediate
results. “It took very little
time to see that we were
on the same page, that we
had the same objectives
and similar visions about
how to reach them”, says
Dodeva.

The successful merger of a
celebrity, NGO and com-
pany with good material
resources and a vision

for better results soon
started to give results.
Free examinations, edu-
cational brochures and
leafets on breast cancer
prevention, billboards in
female toilets that explain
how to self-check for
breast cancer symptoms,
outreach activities such as
the Pink Walk that congre-
gated around 2,000 people,
free of charge SOS hotline,
support groups for the
women that sufer from
this disease, fundrais-

ing concerts — these are
just some of the activities
that originated from this
cooperation and which evi-
dently increase awareness
about the disease among
women. The cooperation
continues. The Pink Ribbon
—the symbol of asso-
ciations that fght against
breast cancer - is now the
recognizable logo on some

AVON products. Proceeds
from the sales of these
products are used for the
implementation of the
campaign and for greater
success of the educational
campaign, says Ms.Dana
Stojkova from the AVON-
Makedonija Foundation.
“We want to reach all those
under threat, especially
the female population
aged 25-40, and increase
their awareness. Our goal
in the campaign is better
information and aware-
ness about the importance
of prevention, about the
necessity for women to
perform self-examination
on a regular basis and, for
those above 40 years of
age, to do ultrasound once
ayear”, says Ms.Stojkova.

At the end of our story, our
music star Biba Dodeva
told us she was once again
faced with the danger-

ous disease, this time in
her closest family. “We
recently found out that my
mother had cancer. Thanks
to the timely detection she
is successfully treated, she
is well and will continue to
be for many, many years.
Previously, | didn't have
the experience and all this
information to react timely
and assist my friend,

but now | am here for

my mom. We do regular
check-ups, we do radia-
tion therapy, we are on the
lookout for every symptom
—we are simply fghting
this fght together. No mis-
sion is impossible for us”,
says Biba Dodeva.

We wish for Biba, BORKA
and AVON to remain
persistent in this fght and
to assist them as much as
possible to successfully
cope with one of the most
dangerous diseases of
today.
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SUPPORT IN THE |
OF CORPORATE




This is an approach that can be applied by any company
regardless of its size. It can also be easily combined with any
other approach. Each company produces goods and services
that can be useful for the organizations and institutions in the
community it operates in. The approach involves donating goods
and services that the company has at its disposal.

Even though this method of support may seem simple and is
frequently applied by companies in Macedonia, it requires a
well-designed approach in order to maximize the efects and
achieve the desired impact. In order for this type of giving to
truly achieve an impact, the company primarily needs to decide
whether this donation is truly necessary and to specify the type
of activity it would be used for (remember that the most import
thing is to decide what not to support!).This donation too needs
to be directed to the areas the company has set as objectives of
its corporate philanthropy.
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Image PR Agency has been active for 10 years in
the feld of public relations and communications
management. In addition to the objectives towards
providing the best support possible in the area of
communications and public relations to its clients,
Image PR especially cherishes its “altruistic role”,
as being part of the community. This sees the
world through its human dimension and not solely
through the eyes of the business and proft. Being
a small company, Image PR is unable to donate
thousands of euros to fx roof of some school

or similar but it can provide its communication
services. The Image PR donates its know-how and
not directly donation in money.

“Our ambition is mainly to support civil initiatives
which are philanthropic in their very nature. We are
motivated from the need to do something, to hear
about it, to make it visible, to give it a chance for
implementation. In other words, the civil society to
us is the main pillar of every democracy, progress
and innovation of every community. We are posi-
tively amazed by the energy of the people that in-
vest themselves for the higher ideals and goals. It
is really worth it to help”, says Ms. Angelka Peeva-
Laurencic, Director of the Agency. She adds that

it is not necessary to announce to the public the
fact that assistance is provided. “We are not hiding
the fact that we are helping, but we do not insist
on publicity. It is not important. What matters is to
realize the objective and contribute towards better
society”. She also says that the work is a pleasure
for the Agency team and some of that pleasure is
exactly the social contribution provided.
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What is even more important is that
those using the Agency services are
also satisted. Mr.Vladimir Chadikovski
is a child surgeon, founder and Presi-
dent of the National Transplantation
Foundation in Skopje. About his positive
experiences with Image PR he says that
the promotion of the actions regarding
the establishment of the Foundation
required engagements that were not
so simple and successful unless pro-
fessional agency services were used.
“They did the entire organization, they
explained to us how it should be since
, being a surgeon, do not know how to
organize an event”, he says, and adds
that every organization and promotion
of an event, development and distribu-
tion of announcements to the public,
including the making of other promo-
tional materials, requires work and
know-how.
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SPECIAL PROJECTS IN
COOPERATION WITH OTHER ACTORS

50

Companies that operate strategically in a certain domain sometimes decide to direct part of
the community investment budget to the realization of special projects in the community in
the feld where the company has maximum infuence. In this approach, the company is ofen
directly involved in the project design, in cooperation with local associations or institutions.
In that way, all stakeholders have a feeling of ownership of the project and even though it is
the company that provides the funds for its realization quite ofen the partner organization
also invests additional resources (human as well as material).

These types of projects are highly focused and yield excellent results because they combine
the resources of various sectors and community actors are involved in the project design.

The challenge when it comes to such projects is that they are typically complex and require
the time and energy for coordination and communications between all partners involved,
especially having in mind the diferences in the way companies, associations and institu-
tions operate.
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Itis 10 PM. Husband Tony
and his wife Marija relax
afer the busy working day
by watching movie clas-
sics on TV. Carried away
by the movie they do not
notice that their 9- year
old daughter Jana quietly
sneaks out of her room
and comes closer to the
light switch. Reaching on
her toes, Jana switches of
the light in the living room.
The little girls’ response to
the puzzled and surprised
faces of her parents (the
only light on their faces
now coming from the TV
screen) is: “Isn’t the light
from the TV enough for
you? Do you know that the
more electricity we spend
the more we endanger our
environment?”

How come that a little girl
has so mature thoughts
and opinions? Itis a little

odd but also not unusual

if you know that little

Jana is one of the many
kids aged 9-10 from 251
schools in Macedonia that
have been learning about
energy efciency in the last
three years. Thanks to the
workshops organized by
EVN Makedonija, the chil-
dren had the opportunity
to learn within the frames
of their Nature classes.
From pictures, posters and
games in the one-hour
lectures, to regular semi-
annual quizzes between
the schools and to draw-
ing competitions, all these
actions help the children
express their creativity and
reconsider why it is a good
thing to take care and save
electricity. It is never bor-
ing in these classes.

The “Turn on when enter-
ing, Turn of when leaving”

“Turn on when entering, Turn of when leaving”

slogan is easy to remem-
ber for young people.

They are also provided
with a school schedule in
the form of a light bulb to
remind them every day
how important it is to save
electricity and take care of
the environment. “In one
school, two or three weeks
afer the lesson, a par-

ent to one of the children
came to ask what was his
child being taught, since
every day back home the
child would turn of the hot
water heater. The child told
them that the boiler should
be turned on only before
taking a bath and not the
entire day”, says with a
smile Makedonka Dimi-
trova-Andonova, from the
non-governmental orga-
nization Center for Energy
Efciency of Macedonia,
one of the partner organi-
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zations of EVN Makedonija,
which involve lecturers-
volunteers to hold these
activities in the schools all
over Macedonia.

The idea for this project
comes from the customer-
focused approach of EVN
Makedonija. Following its
privatization in 2006, EVN
Makedonija, in accordance
with the strategic energy
efciency commitments

of this Austrian company
in its respective sector,
introduced a new approach
towards its benefciaries
and citizens in general.
The education started

with direct campaigns,
with fiers attached to the
bills of the consumers
that explained about the
possibilities for saving of
energy and the benefts to
the family budget and the
environment in general.
“Every successful company
wants to have satisfed
and devoted clients that
are attracted solely by
means of providing qual-
ity and permanent service.
However, the attitude of
the consumer when using
the services has great im-
pact on the shaping of the
quality of the services. The
development of awareness
on the rational use of the
services was also the frst
incentive behind the intro-
duction of the company’s
School Servicey, intended
for its youngest consum-
ers”, says Mrs. Katerina
Naumova, assistant to

the Management Board

of EVN Makedonija and in
the same time responsible
for the implementation of
the project. In the imple-
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mentation of this idea,

EVN Makedonija requested
the cooperation of the

NGO sector that has great
practical experience (both
didactical and methodolog-
ical) for implementation

of this type of training and
educational activities.

The very name of the
school service, “Rational
use of electricity”, essen-
tially presents the objective
of the project. With this
long-term plan for energy
efciency, EVN Makedonija
stimulates its youngest
consumers towards not
only rational consump-
tion of electricity but also
towards protection from
the potential dangers

of electricity as well as
environmental protection”,
says Katerina Naumova.

“In cooperation with Con-
nect, as an organization
that has a substantial
experience in corporate
philanthropy, we found
the right form to real-

ize this idea and put our

know-how in a context that

would be interesting and
easy to understand for the

children”, explains Ms.Iskra

Tikvarovska of EVN Make-
donija’s Communications
Department.

The project was also joined
by several NGOs that,
together with EVN Make-
donija, developed a one-
hour workshop, and civil
activists delivered lectures
in the schools. “I think
that the decision to enter
into a partnership with the
NGO sector was the right
decision. If we decide to
implement other activities

like this in the future, we
would again select them as
our partners”, says Iskra
Tikvarovska.

Katerina Naumova, who

is the person in charge

for implementation of the
project at EVN Makedonija,
says that with this project
the company is not only
“closer to'its consum-

ers but it is also closer to
society, while at the same
time investing in the com-
munity. The efect from

the cooperation and the
support from the NGOs is
quite the good level of suc-
cess of this project.”

For this project, EVN
Makedonija received the
2008 national award for
Corporate Social Responsi-
bility in the “Investments in
the Community” category
for large companies.
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VENTURE PHILANTHROPY

This approach to
philanthropy has been
quite prominent in the
last several years. It is
based on the principles

of venture capital that

are applied to the feld of
philanthropy. This means
that the company is not
content with only making a
direct donation or support
for a specifc project to

an association but takes
active involvement in the
work of the association
and strives to upgrade

its capacities, skills,
infrastructure and
sustainability.

In this way, the company
develops a long-term
relationship with the
donation recipient and

is directly involved in

its development and
achievements. On the
other hand, the company
and the recipient jointly
defne the objectives and
efect that the recipient
aims to achieve and
future company support
is contingent on the
achievement of these
objectives and results.

This approach is used
by highly motivated
entrepreneurs who wish

to innovate not only in the

business but also in the
social sphere.

There are also other
approaches to corporate
philanthropy which
usually intertwine and
combine in an integrated
strategy which enables
the company to invest
efectively in the
community.
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ABOUT KONEKT

Konekt is Macedonian association (CSR). In that direction, through cant and productive cross-sectoral
with a mission to encourage and Konekt CSR the organization ofers partnerships between companies and
promote private giving and social support to companies in the develop-  not-for-proft organizations, public
responsibility towards efective and ment of their strategies, approaches institutions, and communities.
long-term development of Macedo- and reports in the feld of CSR. Konekt is a member of the UNDP

nia. The mission is realized through: K onekt's activities include: Global Compact in Macedonia,

=  Encouraging individuals and «  direct counseling and services to American Chamber of Commerce in
families to give wisely and companies, individuals and their ~ Macedoniaand is a deputy member
thoughtfully; families; of the National Coordinating Body on

Supporting companies, regard- advocacy for a legal framework CSR of the Republic of Macedonia.

less of their size, to donate and environment supportive

and invest in the community of philanthropy and corporate
strategically and with long-term social responsibility;

impact; . .
. analysis, research and preparing
Encouraging people throughout of reports;

Macedonia to donate deliberately
- even small donations can make
a big change when combined;

Raising awareness about

sharing good practice and com-
parative experience;

support to not-for-proft entities

philanthropy’s potential to have (c"é'ﬁ associations, foundat;]ons,
genuine impact in the society. public institutions, etg.)_ onhow

. . to be trustworthy recipients of

In gddltlon to the worl_( inthe fel_d of donations

philanthropy, Konekt is also dedi-

cated to promoting and encourag-

ing Corporate Social Responsibility

Particular attention is given to sup-
porting the development of signif-

Konekt produces this publication within the Civil Society Strengthening Project (CSSP). It is a fve year project funded by
the United States Agency for International Development (USAID), and implemented by a consortium led by the Institute
for Sustainable Communities (ISC) that includes the European Center for Non-proft Law (ECNL), Konekt and the
Macedonian Institute for Media (MIM). CSSP seeks to make Macedonia’s civil society a more efective, infuential, and
permanent partner alongside government and businesses in shaping the country’s present and future.

The CSSP provides grants and technical assistance to a selected group of Leader NGOs to make them capable of serving
as mentors and resources to other NGOs and raising the entire civil society sector in Macedonia to a new level. The CSSP
also supports the NGO sector as a whole, by promoting reforms in the legal framework concerning civil society, advanc-
ing individual and corporate philanthropy, and improving the public image of the sector.
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