Test Your Corporate Knowledge

(a) Corporate Philanthropy


(d) Cause Related Marketing

(b) Corporate Social Marketing

(e) Employee Volunteering

(c)Corporate Sponsorship


(f) Cause Promotion

Read the definitions in the left-hand grid column and in the right column, indicate the different methods shown above that corporations use to support charity.  These methods are usually applied based on the length of time and level of trust relationship between of a corporate and nonprofit entity.  Give your best guess as to whether the method represents a new or a mature relationship. The answers can be found at the bottom of the chart. Click here to download a printable quiz to use with your volunteers.
	Corporate Giving Definitions
	Corporate Giving Method

	1. Provides underwriting support in the form of   sponsorships to help offset costs of a fundraising special event in exchange for pre-event media, on-site visibility at the event and follow-up recognition, etc.  In large corporations, this support is usually coordinated through marketing/promotion department


	

	2. Makes direct contributions to a nonprofit organization or cause, including direct cash contributions or grants in exchange for acknowledgement and recognition in annual meetings, public gift lists, etc.  In larger companies, usually done through the corporate foundation


	

	3.Officially gives employees time off and to volunteer in the local community and encourages them to use their expertise for the benefit of non-profits in large corporations, sometimes coordinated by a community relations department


	

	4.Donating a percentage of revenue to the nonprofit initiative from the sale of specific items during an announced period of support in exchange for generating increased sales and meeting other corporate objectives


	

	5. Sometimes called “”cause marketing” – supports social causes through paid endorsements or promotions in exchange for including the NPO’s logo on corporate product, service, etc.


	

	6. Directed toward behavior change campaigns.  Different from other corporate social initiatives, the focus is on behavior change for the sake of improved health, safety, environment, etc. 


	


Answers:  1 (c), 2 (a),  3 (e), 4 (d), 5(b), 6 (f).  The first three work best for building new relationships.  The last three a appropriate for mature relationships. 
Some people would add a seventh category of corporate giving:  socially responsible business practices, where a business adopts practices or makes investments that further social causes (e.g. “green” businesses).
