2019 Spirit of North Carolina Application
Organization Name
Street Address
United Way Name
Application Contact

Harris Teeter
701 Crestdale Road
United Way of Central Carolinas
Name: Leanne Skipper

City/St: Matthews/NC
Zip 28105
Metro Size:
Email: lskipper@uwcentralcarolinas.org

Organization – Employee Size
_____
_____
_____
_____
_____
_____
_____
_____
_____
_____
_____
_____
x
_____

Up to 25
26-50
51-100
101-200
201-300
301-500
501-750
751-1000
1001-1500
1501-2000
2001-2500
2501-3500
3501-4000+

Employees
Employees
Employees
Employees
Employees
Employees
Employees
Employees
Employees
Employees
Employees
Employees
Employees

Type of Organization
_____ Financial/Banking Institutions
_____ Manufacturing
_____ Business Campaign
_____ City/County Municipality
_____ Higher Education
_____ Hospital/Health System
x
_____
Retail
_____ Not-for-Profit – 501(c)3
_____ Professional Services (small business, partnerships,
LLC, accounting, architect, engineering firm, physician
practices, attorneys, etc.)
_____ Gated Communities, or other unique groups

Standards of Excellence Checklist
1.

Community engagement and volunteer culture – OUTSIDE OF UW RELATIONSHIP

2.

Partnership WITH UW to raise community awareness of needs & foster a spirit of giving

3.

CEO, Senior, and General Leadership Involvement and Giving

4.

Corporate or Foundation Contributions & Other Non-traditional and In-kind Gifts

5.

Employee Campaign Coordination, Recognition and Incentive

6.

Participation Level

7.

Special Events

Up to 5 Points
Up to 5 Points

Up to 10 Points
Up to 5 Points
Up to 5 Points

Up to 10 Points
Up to 10 Points

Signature of the nominating United Way CPO or his/her designee:

Printed Name

Signature

Organization Overview
If selected as a Spirit Winner, comments will made during the Awards Ceremony
which highlight your organization’s culture and creative strategies that led to increased community
engagement, impact and resources.
Briefly describe the philanthropic culture of the organization.

Harris Teeter has long leveraged its wide footprint of 260 stores in seven states and the District of
Columbia to give back to the communities it serves. Harris Teeter conducts a year round schedule
of "round up" campaigns, asking customers to round up their purchase to the next highest dollar to
benefit organizations such as the United Way, JDRF and Second Harvest Food Bank.
They are a corporation that thoroughly vets its beneficiary organizations for impact and
effectiveness while giving them the freedom to use HT Round Up funds for the most urgent needs
in communities.

Share ONE creative strategy, engagement opportunity, volunteer activity OR special event that ignited
campaign success

While Harris Teeter has supported the United Way for more than 10 years, it was only in 2018 that
the company steered away from asking patrons to make a flat $1, $3 or $5 donation and instead
asked customers to round up to the next highest dollar. This strategy created a much higher
volume of donors and even allowed individual donors to contribute on multiple occasions. It also
nearly doubled the amount of customer giving to the United Way of Central Carolinas.

Three NUMERICAL successes you wish to highlight:
•
•
•

Harris Teeter Round Up Giving increased over 111% from 2018 to 2019
1,841,920 Round Up contributions were made corporation wide
368,441 Round Up contributions were made in the UWCC service area

Standard 1 – Up to 5 Points
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.
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?

As anyone who works in the non-profit realm knows, it's funding that makes life-changing programming
happen. Harris Teeter has raised more than $14 million dollars for more than a dozen charities in their
service area since the inception of their Community Cares Program in 1994.
Naturally, as a food provider, Harris Teeter ensures that its community efforts include food banks in a big
way. They raise money for 19 different food banks as a part of their Community Cares Campaign. They also
emphasize healthcare in their philanthropic activities by raising money for JDRF and the Muscular Dystrophy
Association.
Highlights of Harris Teeter's community mission is their belief that by giving back to local communities, they
can help build incredible neighborhoods for all. They see getting involved in communities at the local store
level and through corporate contributions as an important part of doing business. But more importantly, they
want vibrant neighborhoods because that's where Harris Teeter associates and customers live.
For generations, Harris Teeter has made financial contributions to organizations to create a better quality of
life in our neighborhoods. Each year, their Corporate Contributions Committee reviews thousands of requests
and directs donations to make a positive impact for community groups.

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

Harris Teeter believes that by leveraging its neighborhood market business model, it can provide critical
funding for needs that originate at the community level. This is the key motivating factor behind the United
Way of Central Carolinas' belief that by addressing complex social problems at a neighborhood level and by
working on a multitude of issues that affect diminished families and children, real progress can be made in
bettering the lives of those in need. Harris Teeter relies on United Ways all across its seven state footprint to
allocate the nearly one million dollars raised to both the most urgent need in those communities and to
invest dollars in programming and assistance that will aid in breaking the cycle of poverty.
Harris Teeter also took a close look at the analytics of their Community Cares Campaign, seeking to maximize
the donations of their patrons for community benefit. To that end, Harris Teeter changed their donation
format from a fixed $1, $3 or $5 donation to offering customers the chance to round up their purchase to the
next highest dollar. This change has resulted in over 100% growth in donations generated over the past 2
years.

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

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:

Leadership Giving for Harris Teeter's employee campaign is defined as a $1000 gift or higher. Harris Teeter's
Chief Marketing Officer, Chuck Corbeil, takes special care to promote both the employee workplace
campaign and the Community Cares Campaign to Harris Teeter team members, emphasizing the power of
collective giving and creating a connection between the employees' gifts and the issues they care about.

Complete the chart below. Up to 5 Points
2.5 points awarded for any positive % change in number of leadership givers.
First, determine % of leadership givers for 2019 = # of leadership givers in 2019 divided by 2019 total # of givers
Compare 2019% to 2018% and record % change in # of Leadership Givers
Any positive change in % of leadership givers is awarded 2.5 points.
An additional 2.5 points is awarded for 10% or greater increase in % change of leadership givers.
Judge’s discretion - Points awarded for consistent leadership giving for companies less than 100 employees- 2.5 points
Year

2019
2018

Total #
of
Givers

# of
% of
Leadership Leadership
Givers
Givers

326

5

1.5%

205

1

.5%

% Change in
# of
Leadership Givers

Pts Awarded
for positive
% change

Pts Awarded
10% increase
or greater

Pts Awarded
Judge’s
Discretion

Total
Points

200% over 2018

Provide comments regarding small companies (less than 100 employees) who have no change in % of
Leadership Givers

While this is not a small campaign, it's important to note that over 85% of Harris Teeter employees are paid,
hourly, are part-time or make slightly more than minimum wage. These percentages of increase in leadership
giving are significant in light of the composition of the employee base.

Standard 4 – Up to 5 Points
Corporate or Foundation Contributions and Non-traditional/In-kind Support
•

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.

Harris Teeter contributed $50,000 to the United Way of the Central Carolinas in 2019 by donating
sponsorships from its annual vendor golf tournament. By promoting United Way to the nearly 5.5 million
customers that passed through its doors in 2019 (particularly the 1.2 million customers in the UWCC
footprint), Harris Teeter gave invaluable exposure and name recognition to our organization. Each cashier
was trained on how to ask customers to donate, and incentives and rewards were given to stores and
cashiers who raised the most money for the United Way during the Round Up period.
United Way videos, facts and figures and success stories were also prominently featured on Harris Teeter's
website during the campaign.

Year

2019

Corporate Gift

$ 50,000

Standard 5 – Up to 5 Points
Employee campaign coordination, recognition, and incentive
• 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

Campaign Coordinators Danna Robinson and Nicole Case provided detailed analytics of individual store
results for the Round Up Campaign, so that we could respond with thanks and motivation for outstanding
producers. They also coordinated activity between Harris Teeter's Marketing and Social Media departments
and the UWCCs Marketing Department for campaign promotion.
Individual UW success stories were compiled and featured regularly on Harris Teeter's Facebook and Twitter
sites.

Standard 6 –Total Possible Points = 10
Up to 5 points for description
5 points awarded for growth in number of givers
Participation Level
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

Harris Teeter store managers and district managers are briefed on the UW campaign and make focused
efforts to communicate to employees the importance of their participation and how impactful their
donations can be.

Local corporate numbers are reported below unless indicated as □ statewide
5 Points Awarded for any increase in % participation, 2.5 Points Awarded for Stable Participation Level
First, calculate % Participation for 2019 and 2018 - % Participation = # of givers divided by # of employees
Record any positive Change in % Participation - 2019 % participation minus 2018 % participation
% Increase
5 pts awarded
Total # of % Participation Participation for any increase in %
2019 over
Employees
participation
2018

Year

Total #
of
Givers

2019

326

15,000

2.2%

2018

205

14,750

1.4%

.8%

2.5 pts awarded if
Participation Level
remained flat
2019 over 2018

Standard 7 – Up to 10 Points
Special Event
•
•
•

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)

Harris Teeter featured the United Way at any new store that opened in its service area during the Round
Up Campaign, causing the UW to be a part of media coverage for the store opening. The UW was a
featured speaker at 3 store openings, with over 1000 people in attendance cumulatively. During a store
walk through after a grand opening ceremony, UWCC Relationship Manager Leanne Skipper met 3
different employees who asked about assistance with financial and housing difficulties. Each of the 3
were able to be referred to a partner agency who assisted.

