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Community engagement and volunteer culture – OUTSIDE OF UW RELATIONSHIP
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Partnership WITH UW to raise community awareness of needs & foster a spirit of giving
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CEO, Senior, and General Leadership Involvement and Giving
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Corporate or Foundation Contributions & Other Non-traditional and In-kind Gifts
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x
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Special Events
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Up to 10 Points
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Organization Overview
Summary for use during Awards Ceremony
Briefly describe the philanthropic culture of the organization.

The Publix culture of philanthropy is one of generous giving and active involvement, and
they set a high bar for corporate citizenship in terms of commitment of money, people, and
time. As a newer retail chain in our area, the establishment of their brand has been closely
intertwined with community. With point of sale icon sales, community event sponsorship, a
generous employee giving campaign, and numerous hours of volunteer service dedicated
by associates, the Publix team's high standard of customer service extends to the Triangle
community and the many children and families they are supporting.

Share ONE creative strategy, engagement opportunity, volunteer activity OR special event that ignited
campaign success
Publix dedicated two full days to their United Way giving campaign and encouraged 100 store
managers and assistant managers to participate in a community tour hosted by our United Way.
Each group of associates toured two sites and had a chance to see the needs in this community and
how the response of generous donors is helping to meet those needs. Travel time in each direction
allowed us to engage with associates and to have discussions about their impressions about the
sites visited. Wrapping up the day with a lunch gathering, associates heard from regional and store
management regarding the Publix culture of philanthropy, store goals for this year's campaign
(including a healthy dose of competition), and the expectation that all managers give as able.
Associates completed pledge cards in the room and, incredibly,100% committed gifts at the
leadership level. Our partnership continued with store-based events, where non-management
associates attended sessions in 30-minute intervals to hear from their colleagues about the tour
experiences, to learn more about United Way, and to commit their own support for our work.

Three NUMERICAL successes you wish to highlight:
•
•
•

The Publix campaign grew 28% in dollars raised from 2017 to 2018.
to emphasize a key point. To place this text box anywhere on the page, just drag it.]

100% of store managers gave at the Leadership level.
to emphasize a key point. To place this text box anywhere on the page, just drag it.]
Publix has organized volunteers for at least 4 community events with United Way and our partners

to emphasize a key point. To place this text box anywhere on the page, just drag it.]

Standard 1 – Community engagement and volunteer culture within the community footprint. Exclude UW
partnership and focus on other organizations that the company works with to build a stronger community.
Up to 5 points
For example:
• Describe how the organization works in tandem with community stakeholders to problem solve and
create solutions that build stronger communities.
• Does the organization have a social responsibility policy or statement? If so, provide some highlights of
the mission.
• Is the organization seen as a community philanthropic leader and why?
• How does the organization benefit from being involved in serving the community?
• Are there specific ways the organization builds a volunteer culture?
• What % of employees are engaged in volunteer work in the community?

Publix promotes the wisdom of its founder, quoting him as saying his worth if he had not given so
much away would be "probably nothing". Their national website and local stories promote countless
examples of their involvement in the community.
Beyond their corporate foundation support and generous employee giving, Publix uses its retail
services for cause-based marketing and branding, selling millions of dollars worth of point of sale
icons to its customer base in support of Special Olympics and other organizations.
Community-wise, Publix has engaged with us on issues of workforce support and how the Publix
organization can intentionally and strategically support workforce re-entry or advancement among
vulnerable populations.
Publix has earned its reputation as a community philanthropic leader by supporting so many events,
activities, and organizations. They do so with dollars and also with good volunteerism - Publix
volunteers often are the first to arrive, the last to leave, and those working hard to do a job well. The
spirit of volunteerism is promoted generously as associates are encouraged to register and take part
in many events, often on work time.

Standard 2 – Organization’s partnership WITH UNITED WAY to raise community awareness of needs and foster a
spirit of giving.
Up to 5 points
•
•
•

How does this organization’s philanthropic priorities align with the local United Way mission or initiative
work? Where is synergy created because of United Way partnership?
What innovative process, product, or programs were used to elevate community engagement and increase
volunteer or giving action?
Comment on year-round engagement that exists, if applicable.

The mission of Publix Charities, 'to endeavor to meet the needs of the people' and the company's
determination 'to offer people hope and a choice for the future', carried out by a devotion to 'the
highest standards of community involvement', aligns directly with the mission of our United Way, to
eradicate poverty and increase social mobility through the power of partnership.
Many synergies are created by their natural interest in and expertise for hunger relief, particularly as
it relates to organizing food packing events and food pantry organization. Their role as a large
employer and interest in supporting vulnerable populations creates synergies in our workplace
support programs.
Publix hosted our summer and fall Day of Action/Day of Caring events and with time, talent, energy,
and expertise organized efficient and productive events, bringing together hundreds of volunteers for
a high impact community day.
The year-round engagement of the Publix team is thriving. Volunteers representing Publix serve on
our Philanthropy Cabinet and Women United Committee, and Publix store managers are on a short
list of first phone calls made when a United Way partner is asking for volunteers.

Standard 3 - CEO/Sr. Leadership & General Leadership Involvement & Giving
Total Possible Points = 10
Up to 5 points for description and specific event details
Up to 5 points for increase in leadership giving or consistent/stable giving by leadership
•
•
•

Define leadership giving – company and/or united way criteria
Describe role that senior leadership plays in “influencing” philanthropy, community support, & campaign
activities
List any specific events that are directed by the leadership team

Up to 5 points:

Our United Way defines leadership giving based on gifts of $1,000 and more, and the Publix
management team confirmed an unprecedented 100% commitment to giving at this level among
store managers. This commitment is encouraged and influenced by the inspiration and commitment
among regional and store leadership, whose campaign presentations rallied their colleagues to give
generously. The community tour events were directed by this leadership team, and their infectious
energy and spirit of giving resulted in a successful campaign. We've often highlighted the Publix
campaign as best practice, largely based on the involvement from leadership.

Complete the chart below. Up to 5 points
2.5 points awarded for any positive % change in number of leadership givers
Additional 2.5 points awarded for 10% or greater increase in number of leadership givers
Judge’s discretion - Points awarded for consistent leadership giving for companies less than 100 employees- 2.5 points
Year

Total #
of Givers

# of
Leadership
Givers

463

43

% Change in #
of Leadership
Givers

Pts Awarded
for positive
% change

Pts Awarded –
10% increase
or greater

Pts Awarded –
Judge’s
Discretion

Total Points

2018
2017

% of Leadership Givers = 2018 # of leadership givers divided by 2018 total # of givers = % of Leadership Givers
Does the % increase from 2017 to 2018? If so, award 2.5 points – if greater than 10% award additional 2.5 points
Provide comments re: small companies (less than 100 employees) who have no change in Leadership Givers:

We don't have final results from Publix yet but have heard details from our campaign leaders there
regarding 100% management participation in leadership giving and an exciting 28% increase in
campaign totals from 2017 to 2018.

Standard 4 – Corporate or Foundation Contributions and Non-traditional/In-kind Support
•

Up to 5 Points

List specific sponsorships, resources, materials, loaned executives, advertisements, videos, etc. that support
the United Way campaign.

Nonprofits and Federal organizations who cannot participate in corporate giving will be judged separately and the
point value of this standard removed from the total possible earned points. Consideration will be given to small
organizations whose employees participate but due to size are unable to also provide a corporate gift.

Publix generously committed $85,500 to our United Way in 2017. Their support was invested largely
for general support in our work to tackle poverty, with a specified amount dedicated to a response
fund defined around specific needs and circumstances. The Publix gift in 2016 was $62,400, and for
both years the corporate gift represents 42% of the total campaign dollars. While not confirmed, our
hope is renewed commitment from the company that tracks to the campaign growth of 28%.

Year

2018

Corporate Gift

$

Standard 5 – Employee campaign coordination, recognition, and incentive
•
•
•
•

Up to 5 points

Describe the work of the campaign coordinator and/or committee, listing successful planning tools, specific
activities, and strategies that propelled the campaign to success
Detail how the employees were recognized within the workforce for their investment of time and resources
Share any specific incentives used that proved to be effective in building motivation and resolve to give
Share any “social media” communication that propelled momentum and increased participation

The Publix campaign was organized around dedicated community tours and employee gatherings
among management. Managers then were empowered to have conversations, formally and
informally, among all store employees to discuss their experiences and to share their interest in
supporting United Way in a way that encouraged all employees to do the same.
Publix employees have a robust culture of internal recognition through shout outs, thank you
messaging, and break room displays. One of our team's leaders has been recognized regionally for
her community work.

Standard 6 – Participation Level
Total Possible Points for Standard 6 = 10
Up to 5 points for description
5 points awarded for growth in number of givers
How does the organization ensure that all employees have an opportunity to participate in the United Way
campaign? List specific steps taken to reach and educate all employees.
• Describe any efforts for outreach with specific groups such as new hires, seasonal employees, retirees, etc.
Up to 5 points

- Community tour organized by Campaign Leaders and leading store management (regional/store)
- Participation in two one-day events for 100 store department managers and assistant managers
(i.e. bakery manager and deli assistant manager on day 1 and bakery assistant manager and deli
manager on day 2)
- Dedicated time for all employees on two different Saturdays to sign up for 30-minute session to
hear from someone who attended the manager event, to watch a Publix philanthropy video, and to
hear from United Way about the partnership

Local corporate numbers are reported below unless indicated as □ statewide
5 Points Awarded for increase in % participation
% Participation = # of givers divided by # of employees
Change in % Participation - 2018 % participation minus 2017 % participation

Year

Total # of
Givers

2018
2017

463

Total # of
%
Change in %
Employees Participation Participation

5 pts
awarded for increase
in % participation

Standard 7 - Special Event
•
•
•

Up to 10 Points

Successful special events are often the catalysts that educate and energize campaigns. Share creative event
details on ONE outstanding special event used to motivate/excite/reach employees and community.
How did the event attract or impact potential and ongoing donors/volunteers?
Describe event/impact results (quantitative and qualitative, if possible)

The community tour described above was effective as a way to see tangibly the needs around
us and the impact of giving. We organized two stops to capture the breadth of United Way
partner organization services - on the first day touring a women's safety shelter for victims of
domestic abuse and Urban Ministries of Wake Co and on day two touring an after-school
education intervention program and Catholic Charities Outreach Pantry. Travel time on the bus
was valuable at building relationships, and the wrap up events both days, led by Publix
management, were inspiring and productive.

