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Organization Overview
Summary for use during Awards Ceremony
Briefly describe the philanthropic culture of the organization.

Inmar associates know that their unique gifts and skills can help communities grow and
prosper. They understand results can be both visible and immediate, or that their efforts
plant seeds and need time to take root. Inmar associates are active in more than 50 service
organizations, giving their time, talent and passions to the communities in which we live and
work. Inmar's commitment to social responsibility is centralized under the InmarCares
Program. This program encompasses corporate and associate programs devoted to giving
monetary and volunteer time.

Share ONE creative strategy, engagement opportunity, volunteer activity OR special event that ignited
campaign success
This year, Inmar associates decided to take an entirely different approach to their campaign. More specifically, they created
multiple committees to focus on their engagement/special event opportunities, affinity groups, and communication strategy. Their
communication strategy consisted of various narratives so that they may appeal to all different types of philanthropic passions.
Some may be more inclined to give by incentives, others by progress, or some by the realization of more dire situations
happening right around them.
The 3 messaging strategies that were provided over a two week period included different themes. The first was, “Did You Know?”
and “State of Our Community.” For example, "Did you know, that within 3 miles of Innovation Quarter (their headquarters), 80%
of the population is living at or below the poverty line?" The second communication strategy included "United Way 101 Fact
Checking." There seemed to be a lot of misconceptions of UWFC's admin. fee, that each UW is local and independently
operated, etc. By fact checking this process head-on, many misconceptions were eliminated. Finally, the last messaging strategy
and possibly the most effective, was "Because of You." Through an impact calculator our data department created, we were able
to tell Inmar Associates that because of the dollars they raised last year, X number of individuals received food they otherwise
couldn't afford, X number of students were provided after school tutoring, X number of homeless families received shelter, etc.
These strategies implemented were incredibly effective, more than any other messaging strategy before. By pushing this many
different communication channels It helped associates become more engaged, and increased their giving.

Three NUMERICAL successes you wish to highlight:
•
•
•

Increased entire campaign by $54,922 from last year
to emphasize a key point. To place this text box anywhere on the page, just drag it.]

Increased employee giving by $34,422 from last year
to emphasize a key point. To place this text box anywhere on the page, just drag it.]
Increased corporate gift by $20,000 and special events by $500 from last year
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?
Inmar as a company knows that their unique gifts and skills can help communities grow and prosper – especially when they
join as a team to reach outside their offices to share their talents and passions. Sometimes, the results are visible and
immediate…sometimes their efforts plant seeds that need time to take root. Either way, what is always true is their team has
a big heart. Inmar's commitment to social responsibility is centralized under the InmarCares Program. This program
encompasses corporate and associate programs devoted to giving - monetary and volunteer time. The program establishes a
sense of responsibility, encouragement and support for service and giving. Inmar associates receive additional PTO hours
specifically to spend in service. In addition to formal efforts, Inmar associates are supported and recognized on their
associate intranet and social media sites for their accomplishments in the area of service. In the community, they established:
Fueling a Passion for STEM: With former IBMers among their founding members, Inmar has known the value of STEM
(Science, Technology, Engineering and Math) disciplines since our beginning. Their Math Matters and Awesome Analytics
programs held at the headquarters in Winston-Salem, NC, brings in middle- and high-school students to demonstrate the
importance of STEM proficiency in most any field one pursues. Students interact with engineers, graphic designers,
marketers and data teams for a fun glimpse into “the real world!”
Empowering Women: Inmar understands that diverse teams produce the best results, so Inmar Empowering Women’s group
provides opportunities for associates to learn, network, grow and serve in a group that focuses on empowerment and the
value of diversity in the workplace. The program is open to all associates offering a speaker series, networking and learning
sessions, as well as outreach and service work to improve quality of life in our communities. Inmar proudly sponsors “Girls on
Fire” an all-girl robotics team in conjunction with the NC FIRST robotics competition. This spirited group, supported by
Inmarmentors, builds and tests their very own robot and then compete to deliver the best robot performance. No prior
experience or skillset is required – just positive energy and a desire to contribute their unique talent and passion within a
team environment.
Community Tech Nights: By day, Inmar’s technology gurus develop technology and data solutions for the world’s leading
brands, retailers and health systems. They often devote their evenings to serving those in the community who have computer
issues or just want to learn more about them. Teaming with WinstonNET, a community technology nonprofit with a mission to
close the digital divide and serve as a resource for computer access and training, Inmar’s team mans a help desk at a local
community center. This highly skilled, knowledgeable team provides one-on-one assistance to those who have questions or
need help with anything from troubleshooting problems with a personal computer or mobile device to learning ways in which
technology can help their daily lives.
The Inmar Technology Scholars Program: Inmar Technology Scholarships are awarded to students who present solid
academic credentials and have a strong interest in studying Computer Science at Wake Forest University. Inmar Technology
Scholarships, valued at $10,000 annually, also allow students to earn $6,400 during the summer and up to $5,000 through
fall and spring semester work study at Inmar.
Founding Sponsor of Wake Forest University School of Business Center for Retail Innovation: The Center for Retail
Innovation provides a forum for Inmar to work with manufacturers and retailers on innovations that will impact their bottom
lines.
American Heart Association: Inmar proudly supports the American Heart Association (AHA). They come out in force each
year to raise money and attention for the Heart and Stroke Walk, which is the American Heart Association’s premier event
that brings communities together to raise funds and celebrate progress in the fight against this country’s No. 1 and No. 5
killers, heart disease and stroke.

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.

Inmar’s purpose and driving factor as an organization is to bring their resources and skills to the
table to help connect and grow other organizations more efficiently and effectively. This aligns
perfectly with United Way's mission of bringing together the community and its resources to solve
problems that no one organization can address alone. This same principal applies to their social
responsibility by focusing on key areas of need in our community, such as economic mobility and
education. They work with key community stake holders and experts, such as United Way, to make
sure we are all working adeptly to move the needle in Forsyth County.
We are proud to have a strong relationship with Inmar around year-round community engagement.
In fact, this is what helps keep United Way a part of Inmar’s internal culture. We view engagement
as the best means to give back to our donors and help keep them connected to the impact of their
investment. With help from each committee chair, a monthly communication is sent out to all Inmar
associate donors that includes volunteer opportunities, different social events happening in the
community, as well as success stories noting the work of United Way and our partner agencies.
Inmar and United Way both feel it is extremely important to keep associates engaged with the
community around them and the work being completed because of their donations, volunteering,
and advocacy.
Outside of this communication, Inmar associates are heavily engaged in our affinity groups,
Women’s Leadership Council and Young Leaders United. These affinity group members attend
volunteer activities, social and networking events, and more.
Several Inmar associates also serve on committees and task forces for Resource Development,
Marketing and Engagement, Digital Engagement, WLC, YLU and our Board of Directors.

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:

At United Way of Forsyth County, our leadership giving consists of $1,000 or more, and Tocqueville
society begins at $10,000. We are fortunate enough to have 4 of their top lead executives as well as their
original founder give at Tocqueville level or higher, totaling $143,550. This year we had 68 leadership level
donors, totaling $244,695.
The senior leadership’s commitment and support are critical to the success of any campaign. Inmar’s
President and CEO as well as their Executive Vice President are active and vocal during the entirety of the
campaign. Inmar’s senior leadership team makes the effort to announce the beginning of the campaign
with a company wide “pep rally”, beginning with inspiring speeches from their top executives as to why
United Way is so critical in the community and why they give personally. Senior leadership also promotes
and attends all special events during the campaign to show their support. Lastly, we end with a “thank you
rally” where again senior leaders present a check of the total campaign contributions to United Way, and
with the help of our impact calculator, relay what impact their investment is having in the community.
It is also up to senior leadership to give permission of all special events and the corporate gift. It was
approved by their top leadership to this year to introduce their $20,000 dollar for dollar new donor match.
Because of senior leadership’s support and participation, we were able to increase employee giving,
corporate giving, and engagement throughout the campaign.

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

2018
2017

Total #
of Givers

# of
Leadership
Givers

% Change in #
of Leadership
Givers

Pts Awarded
for positive
% change

Pts Awarded –
10% increase
or greater

263

68

-7.8%

0

0

302

78

Pts Awarded –
Judge’s
Discretion

Total Points

% 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:

Inmar had structural and employee changes, therefore had less employees this year than last. It is
extremely impressive they were able to increase their employee giving amount with less employees
than last year.

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.

Inmar, Inc provides a generous corporate gift each year in the amount of $40,000.
New to this year, they also graciously agreed to include $20,000 for a dollar for dollar match on any
new employee donation, as well as new affinity group member donation or increased affinity group
gift. This helped gain $20,000 in new donations, as well as $20,000 corporate match.
They also have many employees serving on different committees/task forces to help aid UWFC in
specific areas around Resource Development, Marketing & Engagement, Digital Engagement, and
Community Impact. These billable hours are invaluable.

Year

2018

Corporate Gift

$ 60,000

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

1.This year, a new strategy was implemented by Inmar associates. Instead of only two individuals
leading the entire campaign alone, they decided to take best practices from several other of UWFC's
top performing campaigns. This year they came up with 3 separate committees to help run the entire
campaign.
The first was the communications and education committee, which I referenced before as an
impactful strategy. Their communication team decided to poll other colleagues to see what impacted
their philanthropic giving the most. The consensus was: Incentives, UW fact checking, the current
state of our community, and impact. These communications were incredibly effective by saturating
all their channels of communication, information and engagement at Inmar.
The second committee was affinity groups. This focused specifically on our Women’s Leadership
Council and Young Leaders United. Both groups had fantastic events. WLC held "The Best Tea
Party Ever" where members of the WLC committee placed crocheted doilies as invitations on every
female employee’s desk to an event where tea and snacks would be served, and a chance to learn
more about WLC. Our YLU group held a “lunch with leaders” event, where it was open to the entire
YLU chapter, but also an invitation for young associates at Inmar to learn more about both YLU and
the speakers at the event. Both were very well attended.
The final committee was the events committee. This group put on various special events to raise
money, including a silent auction, raffle, and UW partner agency fair. They implemented an online
app to aid bidding for the silent auction, which made it highly successful. The agency fair held over
20 of our partner agencies and was informative for associates. All events boosted campaign morale
and proved engaging. Next year there are talks of a golf tournament!
2. Members of the campaign team were recognized at the campaign finale event. All associates on a
committee were asked to stand and be recognized by their president and CEO, in front of the entire
organization. A check was presented to UW with the amount total raised for a photo op in front of the
organization as well as promoted on social media and throughout their company. The chair of each
committee was presented with boxing gloves from United Way, since our theme is “United We Fight,
United We Win,” and they are “community champions.”
3.Incentives to give included tickets into the raffle, and new gifts being matched dollar for dollar.
Setting impact goals for each monetary milestone until we reached goal helped make their dollars in
the community more tangible.
4.UWFC’s social media promoted all special events online, thanking Inmar associates.

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

The United Way campaign is promoted long before the campaign actually starts. The recruitment of
being a part of one of the three committees starts months in advance.
Days before and during the actual campaign, communication is posted all over Inmar. This includes
daily emails, internal daily newsletters, several big screen television throughout the organization,
handwritten poster boards placed on easels in front of each entrance, posters placed inside each
cabinet, and finally, signs with UW impact statistics are placed in each parking lot. These
communications varies between statistics of the state of our community, UW 101 facts, the impact
their donations make, and any campaign events. All committees make it a point to be as inclusive as
possible for each associate, taking into consideration whether they work remotely, on a different shift,
or their philanthropic interests.
Recently, since the morale of having such a successful campaign inspired Inmar associates, we are
now working to also have new hires become engaged with United Way, giving them UW 101
statistics and updates on our community, since most of their hires come from out of the area. They
will also be given the option to donate year round via e-pledge if they so choose.

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

263

1031

26%

2017

302

2635

11%

Total # of
%
Change in %
Employees Participation Participation

15

5 pts
awarded for increase
in % participation

5

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)

It's difficult to pick just one special event for Inmar, but I think the most mutually beneficial one
that did not involve donations was the partner agency fair. This agency fair was the largest in
recent history for Inmar, and a massive success. We asked all of our partner agencies to
provide a table/booth at Inmar to not only engage with associates on what their organization
does, but any benefits available that associate may need.
For example, many associates did not realize the vast depth of services our partners provided,
and left with information to pass along to family and friends. Most popular was 211, our
FamilyWize discount prescription cards, housing and utility help, after school child care, and
mental health services.
I felt this was extremely important because it showed associates that United Way is here as a
partner for you and this community, not just as a charitable organization asking for donations.
The engagement and trust we built is invaluable, and will continue for years to come. Having
events like this helps make United Way a part of their corporate culture.

