2017 Spirit of North Carolina Application
Organization Name
Street Address
United Way Name
Application Contact

Tyson Foods
233 South Secrest Avenue
United Way of Central Carolinas, Inc.
Name: Ivy Allen

City/St: Monroe, NC

Zip 28112
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Organization – Employee Size

Type of Organization

Check the appropriate box

Check the appropriate box

Up
Uptoto2525

employees

26-50
26-50

employees

51 –51-100
100

employees

Business Campaign

101101-200
- 200

employees

City/ County Municipality

201201-500
- 500

employees

Higher Education

501501-1000
- 1000

employees

Hospital/ Health System

1001-1500

employees

Retail

1501-2500

employees

Not-for-Profit Agency - 501(C)3

2501-5000

employees

Professional Services (small business, partnerships, LLC

5001
+
5001+

employees

accounting, architect, engineering firm, attorneys, etc.)

✔

Financial/Banking Institutions

✔

Manufacturing

Standards of Excellence Checklist
✔

1.

✔

2.

✔

3.

Community engagement and volunteer culture – OUTSIDE OF UW RELATIONSHIP
Up to 5 Points

Partnership WITH UW to raise community awareness of needs & foster a spirit of giving
Up to 5 Points

CEO, Senior, and General Leadership Involvement and Giving
Up to 10 Points

✔

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

4.

Up to 5 Points

✔

Employee Campaign Coordination, Recognition and Incentive

5.

Up to 5 Points

✔

✔

6.

Participation Level

7.

Special Events

Up to 10 Points
Up to 10 Points

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

Printed Name

Signature

ALL APPLICATIONS MUST BE SUBMITTED USING THIS FORM and COMPLETED “AS IS!”
Please do not add borders, headings, color, etc.

Organization Overview
Brief summary for use during Awards Ceremony
Philanthropic culture of organization:

Tyson Foods is a food processing plant located in Monroe, NC. As one of the largest employers in Union
County, their core value statement; "We are a company of people engaged in the production of food,
seeking to pursue truth and integrity, and committed to creating value for our shareholders, our
customers, our team members, and our communities" not only states who they are as a company but
runs deep within their management and employees. Tyson Foods supports charitable organizations both
locally and around the world, including but not limited to hunger and disaster relief. It is because of their
strong belief in giving back to the communities where they live and work, that every employee is
encouraged to become involved with local charities both inside and outside of the workplace. Tyson
Foods' social responsibility is put into action in numerous ways, including corporate grants to charities,
employee giving, donation drives, volunteering time, and donating product; all of which, continue to
build an existing strong culture of giving and volunteering.

Share one creative strategy, engagement opportunity, volunteer activity or special event that ignited
campaign success

Tyson Foods is a loyal supporter of United Way and runs a strong campaign. The complex manager,
Jonathan Edwards, and the ECC's realized that the processing plant environment and the large number
of employees presented a challenge and they would need a strategy for communicating and growing
excitement for the United Way campaign. It was decided that the team managers would be the major
carriers of the information due to the fact they have the closest relationships with the work force.
To prepare and further engage the team managers, prior to the campaign kick-off, each department's
team manager participated in tours of local United Way agencies to see how donor dollars are used to
serve those of our community most in need. The tours provided a first-hand look into how United Way
donations enable services to be provided at a time of need, how agencies collaborate, and how United
Way is working to increase economic mobility. The team managers took what they learned during the
tours back to the workplace and shared with their team members. The tours proved to be a very
powerful communication tool, creating excitement, and building a strong foundation of understanding
the strategic work United Way does in the community and how Tyson Foods and their employees are
part of that work--making an even greater impact in the community.

Three numerical successes you wish to highlight:

The campaign increased 67%
Average gift increase of 34%
Employee participation rate is 42%

Standard 1 – Community engagement and volunteer culture – OUTSIDE OF UNITED WAY RELATIONSHIP. Include
relationship/work with other community stakeholders and partners.
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?
Up to 5 points

Tyson Foods is seen as one of the major philanthropic leaders in the county because of the many hours of
volunteerism and the charitable donations (both corporate and employee) made to a variety of agencies.
Based on the importance the company places on giving back to their community, employees are encouraged
to support community service efforts both inside and outside of the workplace. The company also provides
opportunities for their employees to volunteer at non-profit agencies during the workday and is currently
looking for ways to expand those opportunities throughout the workforce.
While many look to Tyson Foods for food donations, Tyson Foods recognizes the scope of community need is
wider than food needs and seeks to provide support to the community in many ways in order to address a
variety of needs.
• $50,000 donation to the Union County Community Shelter's capital campaign for a new shelter building
• Team managers volunteer monthly at Union County Community Shelter by providing and serving lunch
or dinner
• Participation in Relay for Life annually
• Host Community Blood Center Blood Drive on location a minimum of once per year
• Title sponsor for the non-profit, Operation Reach Out’s Taste of Union fundraiser event
• Food product donations to both Second Harvest Food Bank and Operation Reach Out
• Corporate donation made to Salvation Army's Boys & Girls Clubs in Union County
• Corporate donation made to Union County 4H donation
• Annual Coat and School Supplies drives held at plant and provided to local schools for disbursement
• Team Managers collected and provided toiletries and non-perishables to Union Crisis Assistance Ministry
• Provide reduced pricing of food product to non-profits

Standard 2 – Organization’s partnership WITH UNITED WAY to raise community awareness of needs and foster a
spirit of giving.
Document ways in which the organization worked with United Way to generate enthusiasm for
community involvement and support.
Specific rallies, events or programs
Unique awareness activities such as meetings, tours, speakers, and fairs.
Comment on year-round engagement that exists, if applicable.
Up to 5 points

Tyson Foods has been a strong supporter of United Way for many years. Members of their leadership team
have served on the United Way Board of Directors, Community Investment Committee, and Day of Caring
Committee.
Each year, United Way kicks off the United Way campaign in Union County with the annual United Way Day
of Caring. This is an incredible morning when volunteers go out to the homes of the elderly, the disabled,
and to non-profits to lend a helping hand. With more than 1,200 volunteers serving at 132 projects
throughout the county, this joyful event demonstrates the impact that can be made when a community
works together to serve those in need. Tyson Foods has generously sponsored the breakfast for the kick-off
for more than a decade--feeding almost 800 of the volunteers each year. In addition to sponsoring the
breakfast for the event, Tyson Foods also had a Day of Caring volunteer team where their employees served
at the home of an elderly citizen.
Tyson Foods' Employee Campaign Coordinators worked closely with United Way staff to coordinate and
schedule events/communications in order to provide information about United Way's strategic work in the
community, the impact of the work, and how donations & volunteerism play a large part. The layout of the
plant, the number of employees, and the workplace environment provided a communication challenge. To
meet the challenge, the following activities were planned and conducted to both educate and create
enthusiasm at every level of the company's operations.
- Agency tours attended by Tyson team managers
- United Way meeting with Tyson's leadership team which included an agency speaker, United Way staff,
and complex manager
- United Way videos were played on video screens throughout the plant, special attention given to key
areas
- United Way impact area posters were displayed in key areas
- United Way staff were present in breakroom and cafeteria to answer questions and provide additional
campaign materials.
Tyson's Employee Campaign Coordinators continue to work with United Way staff to coordinate year-round
tours and volunteer opportunities.

Standard 3 - CEO/Senior Leadership and General Leadership Involvement & Giving (Based on how the local UW
defines leadership giving)
Describe the role that senior leadership plays in “influencing” philanthropy, community support, and campaign
activities
How does the organization’s leadership in general promote a culture of giving?
List any specific events that are directed by the leadership team
Up to 5 points

Complex manager, Jonathan Edwards keeps the company's core values and the key purpose "to partner in
community efforts" forefront in the daily operations. Instilling a culture of giving and community support
throughout the plant, Edwards makes sure that his leadership team has the opportunity to volunteer at the
local community shelter and other non-profits. As Edwards became aware of a former Tyson employee
being at the now cramped shelter, he reached out to their corporate office to see what they could do, over
and beyond their current support of the shelter. Shortly after the call, the community shelter received a
significant donation for their new building which will enable the shelter to house additional men, women,
and families. This is just one example of how the leadership of Tyson reacts when they see needs within the
community.
As Tyson Foods prepared to kick-off their United Way campaign, a meeting was held with their leadership
team--the team managers. After hearing information about United Way's impact strategy and a client story,
Jonathan Edwards addressed the group, confirming his support of United Way and his belief in the work
being done. He spoke about the company's social responsibility, stressed the importance of giving back to
the community, and told the group he believed it was possible for the company to raise $100,000 for the
2017 campaign. Recognizing this was a significant increase (67% over the previous year) and knowing that
each of them would be overseeing their department's participation in the campaign, the team managers
enthusiastically said they too thought the goal could be reached. While the campaign wasn't scheduled to
begin for another two weeks, the team managers said they were ready to get to work on the campaign and
would help get materials ready in order to kick-off the campaign immediately. They were fired up!
To ensure all employees had the opportunity to learn about United Way and to donate, team managers
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Standard 4 – 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.
List any “social media” communication used to build momentum and increase participation
Up to 5 points
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.

Tyson Foods has been a major sponsor of United Way's annual Union County Day of Caring. For over a
decade, they have generously sponsored the breakfast at the event, serving approximately 800 volunteers.
In addition to the sponsorship, Tyson Foods provides a corporate gift which is a match (25%) to their
employee campaign total. With such a successful employee campaign, this year's corporate gift was most
generous with a 67% increase.

Year

2017

Corporate Gift

$

20,134

Standard 5 – 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
Up to 5 points

Tyson Food's Employee Campaign Coordinators were dedicated to preparing for a successful campaign from
the very beginning as they both attended a United Way ECC training in order to gather all the information
needed to begin planning the campaign. Afterward, they worked closely with United Way staff to
coordinate and schedule events/communications to help reach their large number of employees. It was
important to provide multiple avenues of communication to inform the employees about United Way's
strategic work, the impact of the work, and how donations & volunteerism play a large part.
There were three (3) activities which contributed to the campaign increase and its success:
1) LEADERSHIP MEETING
The complex manager addressed the leadership team and expressed his support of United Way, his belief in
the work being done in the community, and stressed that Tyson Foods supports and gives back to the
community in which they live and work. An aggressive goal was set and the team supported and believed
the goal could be reached. The team managers then shared this same message with their team members.
2) AGENCY TOURS.
Agency tours were planned and attended by the Tyson Foods team managers to prepare & educate these
leaders. They would serve as the main line of communication to their teams, and create excitement about
the upcoming campaign.
3) AGENCY SPEAKERS, UNITED WAY VIDEOS, VARIOUS CAMPAIGN POSTERS, UNITED WAY STAFF
In order to create excitement about the campaign and to provide information about United Way in various
ways, United Way videos were played on video screens throughout the plant and impact posters were also
posted in key area. The nature of the work made it impossible for United Way speakers to meet with and
address all employees; however, United Way staff was available during lunch and dinner breaks in order to
answer questions and provide additional campaign materials.
The complex manager offered to provide a cookout for any department having 100% participation in the
campaign. This created a healthy sense of competition and proved successful as several departments
reached the 100% level.

Standard 6 – 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

Tyson Foods is a food processing plant with a physical work environment that made it impossible for United
Way speakers to address groups during operation hours. ECC's worked with United Way staff and the
leadership team to ensure there were numerous ways to reach and educate all employees.
To educate and provide each employee with an opportunity to give, every department had a team manager
who was responsible for sharing information, handing out pledge cards, and making follow-ups. The team
managers attended a special United Way leadership meeting which equipped them with campaign
information and direction from the complex manager.
In addition to team managers speaking one-on-one with their team members, United Way videos and
posters were visible throughout the plant, and United Way staff members were available to answer
questions during several lunch/dinner periods.
Throughout the year, new hires go through an orientation that includes information about United Way and
gives them the opportunity to complete a pledge card and begin their support.
The multi-level approach and great leadership proved very effective and the participation rate increased to
42%.

Local corporate numbers are reported below unless indicated as □ statewide
Year

Total # of
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% Change

Total # of
Givers

2017

1728

9%

734

2016

1590
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24 %
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Employee % change – 2017 number of employees minus 2016 number of employees divided by 2016 number
Givers % Change – 2017 number of givers minus 2016 number of givers divided by the 2016 number
2.5 Points are awarded for positive percent change in Number of Givers
2.5 Points are awarded for positive percent change in Percent of Participation
Total possible points for Standard 6 = 10

Total Points
Awarded

Standard 7 - Special Events
Successful special events are often the catalysts that educate and energize campaigns. Provide
information below on 1-2 special events 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)
Share creative event details
Up to 10 Points

The United Way agency tour was an event that both educated and inspired those who attended. While the
members of the Tyson leadership group were the employees who attended the tours, they enthusiastically
shared the information about what they had learned with the many team members, dispersing throughout
the plant, the news of United Way's impact on the community, how Tyson Foods partners with United Way,
and how meeting their campaign goal will enable that partnership and the impact to grow. The complex
manager and ECC's felt that all who attended had a deepened understanding of the services needed and the
impact United Way and all their donor partners make.
To bring focus, fun, and excitement to the campaign, they also held a bake sale and popcorn sale. This was
the first of such activities in more than a decade. The ECC's felt that this was a great addition to the
communication methods being used during the campaign, creating fun and enjoyment while bringing
attention to the campaign itself.

