




TABLE OF CONTENTS

Executive Summary  ..........................................................................................................2

Foreword 
Henry A. McKinnell, Jr., Ph.D., Chairman, Pfizer Inc. ............................................................4  

Introduction
Thomas J. Donohue, President and CEO, U.S. Chamber of Commerce ............................. 7  

Distribution of Corporate Activity Profiled in Report ............................................8

Overview: The Rise of Public-Private Partnerships  
The Direction of Global Corporate Citizenship and Public-Private Partnerships ..............11   
The Business Contribution  .....................................................................................................12
Significant Events and Issues of 2005 ....................................................................................13          
Changing Attitudes Toward the Private Sector at the United Nations ..............................14
A New Way of Thinking ...........................................................................................................15  
 
Drivers of Public-Private Partnerships
Foreign Direct Investment and Overseas Development Assistance ..................................17  
Social Factors and Economic Progress ..................................................................................18
The Rise of Networks ..............................................................................................................20   
Changes in Attitudes and Approaches ..................................................................................21  

Global Corporate Citizenship Profiles
Healthcare and Disease Prevention ........................................................................................26  
Education and Youth Development........................................................................................36 
Small Business Development and Workforce Training ........................................................44  
Community Development .......................................................................................................52   
Environmental Sustainability .................................................................................................56  
 
Findings and Observations ..............................................................................................60  

Next Steps ............................................................................................................................. 61 

Resources ............................................................................................................................... 63

Acknowledgements ........................................................................................................... 65

Appendices
American Chambers of Commerce ........................................................................................66 
Who’s Who in Multilateral Organizations..............................................................................70   
Who’s Who in the U.S. Government ......................................................................................72
Companies and Corporate Foundations in the 
United States that Invest in Global Corporate Citizenship .................................................73 



2

Globalization is one of the top issues affecting business and society 
relations. Many businesses have responded to the challenge, not just by 
establishing global corporate citizenship programs, but by investing in 
and building partnerships with government and nonprofit organizations. 
Not only do companies invest $252 billion in emerging markets and 
developed countries, generating jobs and delivering goods and services, 
but they also provide more than $1.5 billion in charitable contributions, 
contribute technical know-how and expertise, and offer many 
other benefits.

This is one of the reasons that American businesses are finding sig-
nificant success and why countries around the world are encouraging 
American businesses to invest in them. There are now more than 100 
American Chambers of Commerce (AmChams) around the world, repre-
senting more than 47,000 members. 

Global corporate citizenship, from a philanthropic perspective, reached 
an all time high in 2005. The year began with an unprecedented outpour-
ing of U.S. private sector aid in response to the Southeast Asia tsunami. 
It was also marked by an increasing number of appeals from multilateral 
organizations and national governments, including the United Nations, 
the Clinton Global Initiative, the G-8, and the U.S. and British govern-
ments.

Four trends are heightening interest in and reliance on cross-sector 
initiatives for less-developed countries in particular: 

1) Traditional development assistance methods are not producing 
 positive results and sustainable investment as quickly as desired.

2) Public-private partnerships can reduce the high–risk factors that  
 inhibit foreign direct investment to less–developed countries. 

3) There is a growing awareness that partnerships at every level can be  
 effective economic generators, but that for individual projects to be  
 truly effective, they need to be better “networked” and operations  
 and policies need to be better coordinated. 

4) The private sector is seeing increased receptivity and understanding  
 by government and civil society of business practices and norms,  
 and vice versa.

EXECUTIVE SUMMARY
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EXECUTIVE SUMMARY

There are public-private partnerships on every continent, spanning an 
array of issues, from community safety and healthcare to education, 
environmental care, and small business development. The impact of 
individual companies can be particularly large in countries where there 
are not many alternative resources. However, by and large, multilateral 
organizations and multinational companies play a supporting role and 
contribute marginally to development. The predominant drivers of 
development in most countries are domestic institutions.

The biggest perceived issues affecting public-private partnerships at 
this time are: (a) lack of coordination between and among businesses, 
government agencies, civil society, and multilateral organizations, (b) 
lack of information about financial and social investment opportunities 
in emerging markets, and (c) lack of incentives for financial and social 
capital flows to emerging markets and less-developed countries.

BCLC’s global corporate citizenship working group is developing 
recommendations for how to strengthen the partnership process and 
address these gaps.  

There are public-private partnerships 
on every continent, spanning an array 
of issues, from community safety and 
healthcare to education, environmental 
care, and small business development. 

Photo provided by Ernst & Young LLP
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FOREWORD FOREWORD

In the mid-1970s, my company, Pfizer, named me as regional manager 
for Iran and Afghanistan. I remember my first swing through my new 
territory, landing on dusty airstrips, visiting both bustling towns and 
small villages. One of the most heartbreaking sights was that of a 
young boy leading around his grandfather, who had been blinded by 
trachoma, a depressingly common but totally preventable disease. 
Two lives were ruined — the grandfather’s by his blindness, the 
young boy’s by his staying out of school. It was entirely reasonable 
to envision the vicious cycle continuing — disease contributing to 
poverty, and poverty opening the door to debilitating disease.

The goal of corporate citizenship is to replace vicious cycles with 
virtuous ones. Socially responsible corporations integrate the needs 
of all stakeholders into their business operations, in the understand-
ing that a better social climate leads to a better business climate. 
In this era of globalization, we know that people in desperate need 
aren’t likely to be buyers of American goods and services. These 
people may even actively oppose the values that underscore our 
way of life. We owe it to our children and grandchildren to protect 
the earth’s environment, bring better healthcare to more people, and 
build, however we can, the foundations for enduring progress. Our 
role as corporate citizens might be best expressed as thinking ahead 
generation to generation, as well as quarter to quarter. 

One look at the world’s headlines tells us that the needs of the world’s 
people are great, almost overwhelming. We in American business 
can either wring our hands in front of these needs, or dig in, as 
partners with others, to begin addressing them. For example, in the 
case of blinding trachoma, several years ago Pfizer joined with other 
companies, the Edna Clark McConnell Foundation, and the govern-
ments of many developing nations, to take aim at this preventable 
disease through the International Trachoma Initiative. Our shared 
vision: eliminate blinding trachoma by 2020. By investing in infra-
structure, health education, and advanced medicines, we are on track 
to achieve this goal. 

Henry A.  McKinnell, Jr., Ph.D.
Chairman, Pfizer Inc.

We in American 
business can either 
wring our hands 
in front of these 
needs, or dig in, 
as partners with 
others, to begin 
addressing them. 



5

FOREWORD

The U.S. Chamber of Commerce is taking the right steps to encourage 
American business leadership in this arena. Increasingly, American com-
panies are coming to understand that overseas investment means more 
than transferring capital, or even technology. It also means taking a larger 
role in improving and sustaining the business climate — by improving and 
sustaining the social climate. 

No one company or organization can do it all, but progress can be made 
through partnerships with governments, nongovernmental and multilat-
eral organizations, and philanthropic groups. I am constantly amazed to 
see how America’s optimism and resilience translates into private-public 
partnerships of growing reach and sophistication. The tests of 2005 
— starting with the tsunami and extending to last winter’s devastating 
South Asian earthquake — taught us a great deal about working hand-
in-hand with others to provide relief and reconstruction help. Now the 
challenge is much broader — to make a positive, sustainable difference, 
not just by ourselves but, far more powerfully, in union with others.

Companies practicing good corporate citizenship can find and invest in so-
lutions that stick. The keyword is sustainability. It’s our role in business to 
sustain ourselves and make decisions that attract continued investment. 
By understanding that these decisions can’t be made in a vacuum, or at 
the total expense of other stakeholders in our businesses, we can begin 
to find more ways to improve the social climate, the business climate, 
and, ultimately, our organizations themselves. I applaud the Chamber’s 
Business Civic Leadership Center and the many companies profiled in this 
report for examining the issues of corporate citizenship, and I encourage 
all business leaders to apply their best thinking to the simple question: 
“What kind of world will we give our children?”

No one company 
or organization 
can do it all, but 
progress can be 
made through 
partnerships with 
governments, 
nongovernmental 
and multilateral 
organizations, 
and philanthropic 
groups. 
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INTRODUCTION

Today we are witnessing a worldwide debate over globalization. Many 
citizens question whether today’s unfettered flow of knowledge, goods, 
capital, and people helps or hurts countries, especially those that are 
among the least developed. This first report on global corporate citizen-
ship, produced by the U.S. Chamber’s Business Civic Leadership Center 
(BCLC), clearly illustrates the social and economic benefits that globaliza-
tion brings. 

In cooperation with government agencies and development organiza-
tions, the private sector plays a vital role in offering prosperity and 
opportunity to citizens in developing communities. This report spotlights 
positive partnerships that address development challenges, such as 
basic education, adequate professional training, access to capital for 
micro-enterprises, and infectious disease prevention. 

Social progress goes hand in hand with economic progress. We have 
seen how investments in education, enhanced infrastructure, or com-
munity safety reinforce and support companies’ continued development. 
But it is not enough to just focus on a few case studies and lessons 
learned. We need to understand the policies and programs that lead to 
positive change, and we need to address difficult questions about how to 
engage the private sector most constructively.  

Why, for example, do so few developing countries do a good job of 
attracting capital?  What kind of relationship should there be between 
development assistance and foreign direct investment? How do we 
promote stronger relationships between multilateral organizations and 
multinational companies and identify proven growth strategies to better 
support domestic engines of development?   

The U.S. Chamber’s International Division is working on the policy 
framework to create a level playing field for trade and investment around 
the world, and its Center for International Private Enterprise is working to 
support domestic market institutions. BCLC is now joining this effort by 
working with multinational companies and multilateral organizations on 
corporate citizenship and social issues affecting development.

It is time to re-frame the way we look at globalization. Instead of pander-
ing to people’s fear of economic change, or embarking on futile efforts 
to stop the world’s growing economic interdependency, we should be 
focusing on how to better share and spread the benefits of globalization 
across the world. 

Convincing developing countries to adopt growth-oriented policies, 
transparency, open markets, and the rule of law are important. So is 
sufficient support and resources for international agencies. But let’s 
not overlook the hope and promise that a good company can bring on a 
local, personal level when it creates jobs and helps better the lives of all 
residents in struggling communities. That’s what global corporate citi-
zenship is all about, and it is time that these extraordinary contributions 
of the business community are recognized and replicated worldwide.

Thomas J. Donohue
President and CEO, 
U.S. Chamber of Commerce
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OVERVIEW: 
The Rise of Public-Private Partnerships

The Direction of Global Corporate Citizenship 
and Public-Private Partnerships

In May 2005, more than 200 business leaders and their government and 
civil society partners came to the U.S. Chamber headquarters to partici-
pate in the Business Civic Leadership Center’s (BCLC) 2005 Partnership 
Conference: Corporate Citizenship and the Global Economy. The confer-
ence was prompted by research showing that “globalization” is one of 
the most significant issues affecting business and society relations in the 
United States, but what this means takes many forms.  

For some, globalization is about outsourcing and community disruption 
and changing established ways of doing things due to outside influences. 
For others, it is about accessibility to new cultures, new technologies, 
new ideas, and new products and services. 

From a corporate citizenship perspective, globalization is about more 
than being a good neighbor wherever you do business. It is about con-
tributing to patterns of development that lead to long-term social and 
economic benefits — the essence of “doing well and doing good.” 

If there was one thing that the May 2005 Partnership Conference uncov-
ered, it was dissatisfaction with the way that the current debate about 
global development is framed, and the perceived role of business within 
that debate. Too often, the debate about globalization overlooks the 
contributions that businesses are making to the societies in which they 
operate.

A second outcome of the conference was a commitment to engage with 
the multilateral organizations, specifically the UN agencies that frequent-
ly drive the debate about long-term development in emerging markets. 

This report and BCLC’s global corporate citizenship program are out-
comes of that conference. The report provides an initial snapshot of what 
businesses are currently doing, and how public-private partnerships are 
affecting global development for the better.  

“A company’s success is 
not determined solely by its 
own decisions, but also by 
the competitive context in 
which it operates. Without 
a business environment 
that supports productivity 
— e.g., appropriate skills and 
infrastructure, fair rules for 
competition, a growing local 
market — a company will have 
a hard time being competitive 
and sustaining growth over 
the long run. These principles 
suggest that American com-
panies have the opportunity, 
and indeed the obligation, 
to play a vital role in interna-
tional development. This is 
not charity, but simply good 
business.”

Globalization is 
about contribut-
ing to patterns of 
development that 
lead to long-term 
social and eco-
nomic benefits.

— Professor Michael E. Porter, Harvard Busi-
ness School, excerpted from The Power to 

Help: U.S. Businesses Creating a Better 
Tomorrow, President’s Export  Council on U.S. 

Corporate Stewardship Around the World
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Partnerships vs. Traditional Philanthropic Relationships

For the purposes of this report, we define a partnership as one 
in which two or more organizations collaborate in the planning 
process and coordinate roles and responsibilities.  A scenario in 
which the sole role of a company is to provide financial support is 
not considered a partnership.  

An alliance is a coalition of organizations dedicated to addressing 
a social issue through a single strategic approach.

A network is a coalition of partnerships dedicated to addressing 
a social issue through a variety of strategies and independent 
initiatives.  

OVERVIEW: 
The Rise of Public-Private Partnerships

The Business Contribution 

What role does business play in global development? Aside from invest-
ing $252 billion1 in countries throughout the world, U.S. companies cre-
ate jobs, provide countless goods and services, and deliver many other 
benefits — whether in the form of intellectual property with 164,291 
patents,2 or other methods of knowledge transfer, technical know-how, 
and business practices.

Whatever businesses are doing, it is meeting with success. U.S. compa-
nies are expanding abroad. The number of overseas American Chambers 
of Commerce expanded by 10 percent over the past decade, and with 
more than 100 AmChams across the globe, collective business member-
ship reaches nearly 47,000 companies.3 U.S. companies export $928 
billion in goods and services to other countries.4 

In the context of philanthropy, BCLC estimates that U.S. companies con-
tributed more than $1.5 billion in direct U.S. private sector aid and global 
corporate citizenship activities in 2005 (defined as business activities that 
contribute to specific social objectives). Sixteen U.S. Chamber mem-
bers alone contributed more than $1.4 billion to address social issues 
overseas. Outside organizations like the Hudson Institute place total U.S. 
corporate social contributions at $4.9 billion. 

BCLC estimates 
that U.S. companies 
contributed more 
than $1.5 billion in 
direct U.S. private 
sector aid and 
global corporate 
citizenship activities 
in 2005.

Bristol-Myers Squibb $65 million
Chevron  $34 million 
Citigroup  $37 million 
Coca-Cola  $76 million
Duke Energy  $2 million
ExxonMobil  $52 million
Ford   $8 million
General Electric  $44 million

IBM    $45 million
Johnson & Johnson $87 million
JPMorgan Chase $6 million
Merck and Co.  $450 million
Microsoft  $104 million
Pfizer Inc.  $403 million
Wal-Mart  $43 million
Weyerhaeuser  $3 million

Examples of International Corporate Citizenship 
Commitments from U.S. Chamber Members, 2005
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OVERVIEW: 
The Rise of Public-Private Partnerships

Significant Events and Issues of 2005

Global corporate citizenship, from a philanthropic perspective, reached 
an all time high in 2005. The year began with unprecedented appeals for 
business to become increasingly involved in social issues. The tsunami 
that rocked Southeast Asia on December 26, 2004, prompted the largest 
mobilization of U.S. private sector aid for an international event in history 
— more than $566 million in cash, products, and services was donated.5 
If the U.S. business community had been a country, it would have ranked 
fifth in total contributions to regions affected by the tsunami. 

At the Group of Eight Summit in July 2005 in Scotland, world leaders 
called for debt relief and for companies to invest more in sub-Saharan 
Africa. The group reaffirmed that private enterprise is a prime engine of 
growth and development. 

The William J. Clinton Foundation held the inaugural Clinton Global 
Initiative, an annual gathering of world leaders working to address 
global challenges through partnerships among companies, govern-
ments, organizations, and individuals. At last year’s meeting nearly 300 
partnership commitments were pledged.6

While the American business community was still in the midst of 
responding to the impacts of Hurricanes Katrina, Rita, and Wilma in 
the United States, tragedy overseas struck again on October 8 on the 
Pakistan-Indian border. More than 100,000 people were killed in a 
massive earthquake. Again, the U.S. business community rallied — the 
U.S.-Pakistan Business Council’s 60 members raised more than $100 
million to support the victims, making this the second-largest outpour-
ing of U.S. private sector support for an international event in modern 
corporate history.7

In addition to these significant events, hundreds of companies have 
pursued initiatives to address a wide range of social issues, including:

• Education: Education initiatives remain a frequent focus of U.S. 
 companies’ corporate citizenship activities, both domestically and  
 abroad. IBM’s global “Reinventing Education” program works with  
 schools throughout the world to solve some of education’s 
 toughest problems. ExxonMobil’s focus is on basic education 
 and literacy programs in the developing world.

• Environmental Stewardship: Companies are placing an increased  
 emphasis on sound environmental practices, such as the GE “Eco- 
 magination” initiative. Launched in 2005, Ecomagination offers   
 environmentally advanced technologies that benefit its customers,  
 its corporate citizenship partners in the developing world, and society  
 at large. And, Wal-Mart has announced that it intends to be a global  
 corporate leader and change agent for environmental sustainability. 

The number of 
overseas American 
Chambers of 
Commerce 
expanded by 10 
percent over the 
past decade, and 
with more than 
100 AmChams 
across the globe, 
collective business 
membership 
reaches nearly 
47,000 companies.

OVERVIEW: 
The Rise of Public-Private Partnerships
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• Healthcare: Companies are fighting diseases and increasing access  
 to potable water. For example, the Coca-Cola Company has partnered  
 with the United Nations Development Program to launch the Clean  
 Water for Communities Initiative. Similarly, Boeing funded the Water  
 for Schools project in South Africa to provide running water to schools  
 affected by the nation’s extreme heat.

• Wealth Creation: Companies have launched initiatives to expand   
 micro-credit finance and access to capital. Citigroup estimates that  
 only 5 percent of the 500 million low-income entrepreneurs have   
 access to banking services and, in the last four years alone, the 
 company has awarded more than $11 million in grants to 145 micro- 
 finance partners in 50 countries.8 Likewise, HSBC began piloting   
 micro-financing projects in 2004, focusing on Brazil, India, Mexico,  
 Russia, and the Philippines.  

Changing Attitudes Toward the Private Sector at the United Nations

At the same time that the U.S. business community was responding to 
global events and social issues, the United Nations system was also in 
the midst of changing its strategic approach to the private sector. 

At the World Economic Forum in 1999, United Nations Secretary-General 
Kofi Annan challenged business leaders to join the new Global Compact 
in voluntary support of 10 universal principles that address human 
rights, labor, environmental stewardship, and anti-corruption. The Global 
Compact promotes collaboration among UN agencies, businesses, labor, 
and civil society organizations. By the end of 2005, more than 2,300 
companies and organizations had signed on.9  

In September 2000, world leaders concluded the UN Millennium Summit 
by setting forth a framework of eight goals — the Millennium Develop-
ment Goals (MDGs) — to meet the needs of the world’s poor by 2015. On 
June 14, 2005, Secretary-General Annan addressed an audience of world 
business leaders at a Global Compact meeting about the business con-
tribution to the Millennium Development Goals. He stated, “We are not 
here to forge a new plan, but rather to implement one that commands 
unprecedented international legitimacy and support.… Business cannot 
grow if states falter or fail.”10 

The UN’s International Conference on Financing for Development in 
March 2002 led to the adoption of the Monterrey Consensus, which 
further underscored the linkage of social and economic progress. The 
participants resolved to “eradicate poverty, achieve sustained economic 
growth, and promote sustainable development as we advance to a fully 
inclusive and equitable global economic system.”11 Out of the Monterrey 
Consensus grew the U.S. government’s Millennium Challenge Corpora-
tion, which targets aid for developing countries based on greater gover-
nance and responsibility in the countries. 

OVERVIEW: 
The Rise of Public-Private Partnerships

Millennium Development Goals 

1. Eradicate extreme poverty 
 and hunger

2. Achieve universal 
 primary education

3. Promote gender equality 
 and empower women

4. Reduce child mortality

5. Improve maternal health 

6. Combat HIV/AIDS, malaria, 
 and other diseases 
 
7. Ensure environmental stability 

8. Develop a global partnership 
 for development

“Let us choose to 
unite the power of 
the market with 
the authority of 
universal ideals.”
 — United Nations Secretary-General Kofi Annan
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OVERVIEW: 
The Rise of Public-Private Partnerships

Other UN agencies also scaled up their partnership activities. Through 
its Capital Development Fund (UNCDF), the UN Development Program 
provides high-risk capital investment to least-developed countries, with 
the aim achieving “long-term development of human, institutional, and 
financial capacity.” By the end of 2007, UNCDF will have investments in 
45 of the 50 least-developed countries, leveraging contributions from 
governments, companies, and multilateral organizations as its source for 
funding.12 
 
The UN Fund for International Partnerships has targeted four areas 
— children’s health; adolescent girls; biodiversity, energy, and climate 
change; and peace, security, and human rights — as its focus for promot-
ing worldwide public-private partnerships and alliances.13 

Over the last decade, the UN Industrial Development Organization 
(UNIDO) has implemented its own operational reform along with the 
greater UN reform, and has streamlined its activities into three thematic 
priorities: poverty reduction by enabling the poor to earn a living, trade 
capacity building, and energy use and its environmental effects. It oper-
ates through “integrated programs” that focus on areas where UNIDO 
assistance can have a multiplier effect in developing countries and can 
leverage resources and participation from other UN agencies and exter-
nal donors.14 

Clearly, there is recent acceleration of the UN’s embrace of the private 
sector — a key factor in the spread of public-private cooperation.

A New Way of Thinking

What we have written about so far, and what you will read in the ex-
amples of global corporate citizenship that are featured in this report, is 
based on a new way of thinking about wealth creation and global devel-
opment. Old patterns that focused on budgets and pre-determined line 
items, and imposed outside nostrums on domestic decision-makers, are 
becoming obsolete. Increasingly, businesses and their government and 
civil society partners are more interested in driving budgets and plan-
ning operations based on defined goals and desired outcomes.

The idea that markets are good or evil or that governments are good or 
evil is growing obsolete, as well. Policy makers increasingly acknowl-
edge that a functioning society requires healthy political, market, and 
civil society organizations that can co-exist and collaborate to address 
the wide range of human needs.   

Old patterns that 
focused on budgets 
and pre-determined 
line items, and 
imposed outside 
nostrums on 
domestic decision-
makers, are 
becoming obsolete.
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Four trends are heightening interest and reliance on cross-sector 
initiatives for less-developed countries in particular: 

1) Traditional development assistance methods are not producing 
 positive results and sustainable investment as quickly as desired.

2) Public-private partnerships can reduce the high risk-factors that   
 inhibit foreign direct investment to less-developed countries. 

3) There is a growing awareness that partnerships at every level can be  
 effective economic generators, but that for individual projects to be  
 truly effective, they need to be better “networked” and operations and  
 policies need to be better coordinated. 

4) The private sector is seeing increased receptivity and understanding  
 by government and civil society of business practices and norms,  
 and vice versa.

Foreign Direct Investment and Overseas Development Assistance

According to data from the Organization for Economic Cooperation and 
Development (OECD), official development assistance (ODA) remained 
relatively stable throughout the 1990s — around $50 billion in net assis-
tance to developing countries from developed countries — before rising 
over the past few years.15 At the same time, the least-developed countries 
have made little headway in attracting FDI.

In 2004, for example, just 40 countries received  91 percent of all foreign 
direct investment in the developing world,16 leaving more than 140 other 
developing markets — many of which have the gravest social needs 
— with little access to external capital. This trend has slightly improved, 
but essentially has held true over the past few decades. The result is a 
disconnect between FDI and ODA, and a general under-investment in 
countries that most need economic (and social) progress.

FDI Inflows to Developing Countries, by Host Region (in billions)
Source: UN Conference on Trade and Development, “FDI Inflows, by Host Region and Economy”
                                       1�70       1�80  1��0       2000       2004
All developing
Countries and territories, including
CIS and SE Europe
(in US$ billion)    $3.98       $14.09 $37.27       $268 $268.30

40 countries/territories
Receiving highest FDI
(includes CIS and SE Europe)  94.8%        94.1% 94.8%       95.5% 91.4%

Remaining 140+ countries  5.2%        5.9% 5.2%       4.5% 8.6%

Remaining 140+ countries  5.2%       5.9% 5.2%       4.5% 8.6%
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ODA essentially takes four forms: foreign government donor assistance 
(e.g., U.S. Agency for International Development), multilateral agency 
programs (e.g., UN Development Program, World Bank), non-governmen-
tal organization assistance (e.g., CARE), and private corporate and indi-
vidual assistance. There is a long history of aid from the first three non-
private sources — with mixed results. As stated in the Hudson Institute’s 
Index of Global Philanthropy, “In most cases, [government] foreign 
development aid appears to have no effect on economic development.”17 

With many demands placed on scarce resources, it is no surprise that 
development agencies increasingly are open to looking for ways to 
incorporate market forces into the development agenda.

Social Factors and Economic Progress

Simultaneous to the growing awareness of the problematic nature of 
development assistance, there is also recognition that many social issues 
impede and retard market development. There is a significant correlation 
between a country’s risk factors and a lack of foreign investment — and 
by definition, corruption is high-risk behavior. Lack of accountability and 
transparency, and broken institutional and governmental systems, are 
impediments to effective business involvement in developing countries. 

The U.S. Chamber’s “Twelve Commandments for International Inves-
tors” (see page 19) underscore the importance of integrity and infra-
structure for investment decision-making.

Additionally, there is a very high correlation between foreign direct 
investment and country probity. Countries with bond ratings of “A” or 
better receive 90 percent of all FDI.18 The correlation is only slightly less 
striking between FDI and Transparency International’s corruption index.

DRIVERS OF PUBLIC-PRIVATE PARTNERSHIPS

There is a significant 
correlation between 
a country’s risk 
factors and a lack of 
foreign investment.

(l. to r.) John Sullivan, Center for International Private Enterprise; Don Pressley, 
Booz Allen Hamilton; and Lt. Gen. (Ret.) Daniel Christman, U.S. Chamber at BCLC’s 
May 2005 conference on global corporate citizenship
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THE TWELVE COMMANDMENTS FOR INTERNATIONAL INVESTORS

The following factors are among the U.S. Chamber International Division’s principal criteria 
guiding a company’s overseas investment decisions:

1) Internal Market — The size and potential for growth of another country’s domestic market,  
 especially the purchasing power of its customers, are key.  You don’t invest in a market  
 where you have little potential to make a profit.

2) Freedom of Access to the Market — The strength of the competition as well as the degree  
 of government (theirs and ours) interference to entering a country’s market.  The freer the  
 market, the more attractive it becomes as an investment opportunity.

3) Labor Force and Raw Materials — While the investor brings capital, technology, and 
 management to the table, the quality of the indigenous workforce and the availability of  
 in-country raw materials are also important ingredients in the recipe for success.

4) Protection from Currency Devaluation — Simply stated, if you make an investment in dollars,  
 and then the local assets (valued in the local currency) are devalued, you have lost part (or  
 possibly all) of your original dollar-based investment.

5) Remittance of Dividends, Interest, Royalties, and Technical Assistance Payments — If you  
 can’t get your money out of the country, then why invest?

6) Property Rights Protection — The likelihood that a company’s property, real or intangible  
 (patents, copyrights, etc.), will be stolen.

7) Export Potential — The ability to source from an operating unit in one market to serve   
 nearby markets or maximize a company’s global efficiency by trading among its various  
 operating entities in different countries to round out its product lines.

8) Regulatory Burdens — The cost of government intervention on business (and profits) 
 in a country.

9) Favorable Taxation and Tax Incentives — Although tax incentives geared to attract initial  
 investments are important, the final investment decision is usually based on how a country’s  
 taxation will affect the normal operating environment.

10) Low Political Risk — An investor’s ability to rely upon the integrity of the host government  
 and its ability to maintain local law and order is essential to any long-term investment.

11) Predictable Macroeconomic Management — Confidence that the economy in which the 
 investment takes place will be managed in a competent and predictable way.  Simply stated,  
 belief that the rules of the game will not change in the middle of a contest.

12) Reliable Infrastructure Support — The ability to consummate transactions and get products  
 and services to market is critical.  Whether it is reliable transportation services, power   
 generation, insurance and accounting services, a competent financial system, or other  
 basics, investments cannot yield reliable returns without them.
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Public-private partnerships and corporate citizenship programs can 
cultivate assets and lead to significant risk-reduction benefits. For ex-
ample, faced with the problem of corruption, businesses including Merck 
are funding Ethics Resource Centers in various regions around the world 
(there are new centers in Dubai, South Africa, Colombia, and Turkey). 

The same phenomenon is playing out with other social issues. Faced 
with a lack of infrastructure, Chevron built roads and bridges in Angola 
to complement its oil and gas investments. Financial and commercial 
institutions have created new forms of capital lending, and greatly 
expanded the field of micro-finance to adapt to conditions around the 
world. And, American Chambers of Commerce have banded with their 
local business communities to address challenges such as crime and 
public safety, HIV, lax or un-enforced laws and regulations, and volun-
teerism and civic engagement.

Collectively, businesses recognize that their corporate citizenship 
programs are vital for the long-term development of emerging markets.

The Rise of Networks

By and large, public-private partnerships tend to focus on operational 
objectives — the distribution of medicines or textbooks, for example. 
However, companies are increasingly looking for ways to link their 
partnerships to other initiatives that address related aspects of the issues 
on which they are working. 

One of the frustrations that BCLC has heard repeatedly is that while busi-
ness managers are able to celebrate micro-successes, such as hundreds 
of people vaccinated or thousands of kids receiving nutritious meals at 
least once a day, underlying causes are not being addressed.  

As a result, we are starting to see two changes in corporate citizenship 
strategies: (1) an increasing desire for partnerships to network with each 
other to share information and coordinate more effectively, and (2) a de-
sire for partnerships to increasingly link operational objectives to public 
policy initiatives and cultural awareness campaigns.

While public-private partnerships can be analyzed at four different levels 
— project, regional, country, and global — most partnerships take place 
at the project level. They are initiated by either a government agency or a 
private-sector organization, and they focus on a narrowly defined set of 
objectives. 

DRIVERS OF PUBLIC-PRIVATE PARTNERSHIPS

The high level of crime and 
violence in Jamaica negatively 
impacts the island’s ability to 
attract tourists and local and 
foreign investment. The costs 
related to security often make it 
impossible for Jamaican prod-
ucts to remain competitive in the 
new global marketplace. 

In response to its members’ con-
cerns, the American Chamber 
of Commerce of Jamaica began 
the “Heal Jamaica” Anti-Crime 
Initiative to assist the Jamaican 
government and the Jamaica 
Constabulary Force (JCF) in low-
ering crime. The initiative began 
with research and suggestions 
to combat crime by the Wash-
ington, D.C.-based Police Execu-
tive Research Forum (PERF), and 
in 2002 led to new legislation in 
the U.S. Congress that allowed 
USAID funding for policing 

Jamaican Business 
Community Rallies 
to Fix Community 
Crime Problem

continued on page 21
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The U.S. Agency for International Development’s Global Development 
Alliance (GDA) has been a pioneer in this kind of work. For example, 
its NetMark Alliance aims to decrease severe malaria by 45 percent by 
creating a market for insecticide-treated mosquito nets in sub-Saharan 
Africa. In Latin America, the Entra 21 Alliance bridges the gap between 
jobs and disadvantaged youth by providing training in technical skills to 
help youth attain formal employment.19

Less well-known are partnerships that take place at the regional or 
community level.  Harvard University professor Michael Porter has been 
influential in catalyzing partnerships at this level. His research on “clus-
ters” — groups of businesses in the same or related industries that locate 
in a particular region — has encouraged communities to initiate partner-
ships to attract this kind of development. While most clusters are found 
in developed countries, Panama, Malaysia, Doha, and Oman are among 
the emerging markets that have moved toward cluster initiatives.20

At the country level, partnerships have emerged particularly with oil and 
gas companies, and some manufacturing and retail companies. Partner-
ships at the country level can take the form of commitments to invest in 
given social issues, such as infrastructure or healthcare. Some of these 
partnerships exist in Kazakhstan, Angola, Colombia, and the Philippines.

Organizations such as the UN Global Compact, UN Development 
Program, UN World Food Program, and USAID’s Global Development 
Alliance catalyze global partnerships. These partnerships also have been 
sparked by nonprofit organizations and, in rarer cases, by a company, like 
GE with its “Ecomagination” initiative or IBM and the World Community 
Grid.

Changes in Attitudes and Approaches 

Government agency and civil society managers are increasingly open 
to working with business leaders. Typical business-management con-
cepts, like “return on investment” and “cost/benefit analysis,” are more 
well-known and applied in government and civil society sectors. While 
historically there has been a certain amount of mutual suspicion and lack 
of understanding among the three sectors, recently there has been a sea 
change in attitudes. 

DRIVERS OF PUBLIC-PRIVATE PARTNERSHIPS

activities. As part of the develop-
ment of community policing, 
a model that has successfully 
lowered crime in cities around 
the globe, PERF provided training 
to JCF officers and citizens in 
the historically volatile inner-city 
community of Grants Pen. 

To embody Jamaica’s new 
direction in policing, PERF also 
recommended the construction 
of a “model police station,” for 
which AmCham Jamaica 
rallied the resources of 
Jamaica’s business community, 
NGOs, government, and others. 
On January 24, 2006, a new 
Model Community Policing 
and Services Facility opened 
in Grants Pen. The facility also 
houses a postal agency, express 
bill payment facility, meeting 
rooms, bank ATM, Internet café, 
health center, and a “Peace 
Park,” and is valued at more 
than $3.5 million.

In just the first seven months 
of police operations from the 
new facility, the homicide rate 
in Grants Pen has dropped 100 
percent, and other crimes are 
almost nil. Most importantly, the 
police and citizens are exchang-
ing information and working 
together to change the face and 
future of their community. 

Based on the success of this 
model, USAID and the World 
Bank have begun work to 
replicate this model in 8-10 
other Jamaican communities, 
and the U.S. Congress has given 
USAID permission to fund similar 
policing activities worldwide.
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Businesses are increasingly embracing a spectrum of approaches to 
corporate citizenship, investment, and operations to bring access to 
low-income people. Some companies have even taken the approach of 
providing traditionally humanitarian or civic benefits for a profit.

For example, ITC, a food processing plant in India, provides rural villages 
with a PC and training to check prices at local markets. ITC gets reduced 
costs of gathering soybeans, and the farmers get higher prices for their 
goods.21 Technology company Voxiva provides real-time disease surveil-
lance. When it launched its program in Peru, Voxiva allowed the govern-
ment to communicate with local health officials to slow the spread of 
disease, and now the company includes among its customers the U.S. 
Department of Defense, the U.S. Agency for International Development, 
and the World Bank.22 E+Co, an alternative energy company, provides 
loans and products to countries in Asia, South America, and Africa. In 
Uganda, E+Co supported Energy System Ltd. to provide solar systems 
to rural households that otherwise would not have access to electricity.23 
Mexico’s CEMEX, the third-largest concrete company in the world, pro-
vides self-financing opportunities for low-income customers to pay for 
services and building materials to upgrade their homes, and has helped 
70,000 low-income families to attain home ownership.24

BCLC has been repeatedly asked, not just by businesses, but by their 
government and nonprofit partners, to raise awareness about the fact 
that turning a profit is not a bad thing, but a good thing. Profits enable 
businesses to sustain their social contributions. This growing recognition 
is one of the most dramatic changes in perception from a few years ago.  

DRIVERS OF PUBLIC-PRIVATE PARTNERSHIPS

Businesses are 
increasingly 
embracing a 
spectrum of 
approaches 
to corporate 
citizenship, 
investment, and 
operations to bring 
access to low-
income people. 



23

DRIVERS OF PUBLIC-PRIVATE PARTNERSHIPS

Corporate citizenship can be a powerful component of a business model for successfully 
entering emerging markets. Companies contribute to the development of societies by 
helping create and support institutions that make competitive market economies possible, 
the result of which is increased market access for consumers, lower prices, greater variety 
of goods and services, improved economic environment, more jobs, and higher incomes.  

Multinational corporations (MNCs) can and do have a profound impact on the economic 
development of countries in which they operate, most notably through foreign direct 
investment (FDI). By investing in countries, MNCs can help countries integrate into the 
competitive global economy. Specifically, FDI leads to technology transfer, increased 
access to markets, job creation, and export-led economic growth. Another long-term ben-
efit of FDI is that as competition for foreign investment heats up, countries have greater 
incentive to reform their business environment — which opens up a host of domestic 
opportunities as well.  

Last year, at the World Chambers Congress in Durban, South Africa, several of CIPE’s 
partner associations from the Middle East, Africa, and Latin America met with U.S. 
Chamber of Commerce President and CEO Thomas J. Donohue. When asked about the 
role MNCs play in emerging markets, the unanimous sentiment from chamber executives 
was that MNCs can help to build competitive economies, and thus increase investment, 
by committing to rules-based operation and partnering with local companies to improve 
the legal and regulatory environment.  

Association and/or chamber-led partnerships between local businesses and multinational 
corporations — with an aim to develop competitive markets and increase investment 
— facilitate MNCs making a positive impact on economies in developing countries. These 
partnerships can also help steer corporate citizenship efforts that go beyond philan-
thropic contributions.    

CIPE is well positioned to help companies identify and partner with those local associa-
tions that work to create a business-friendly climate, rather than ones that seek special 
treatment or protection for their members at the expense of others. It is critical to work 
with local groups that aim to remove regulatory barriers, improve investment and prop-
erty rights regimes, and promote the rule of law.   

As MNCs expand into new markets, they inevitably face problems tied to the integration 
of other firms into their supply chain. For example, the development of an effective and 
functional supply chain can be threatened when firms in a host country are locked in the 
informal sector, or if their compliance with laws and regulations cannot be verified. In 
such cases, efforts to improve the business climate are essential.  

CIPE has a proven track record of working with associations in emerging markets to build 
a private sector capable of being part of the global economic system. Further information 
is available at www.CIPE.org or by calling 202-721-9700. 

MULTINATIONAL CORPORATIONS AND DOMESTIC ECONOMIC DEVELOPMENT
John Sullivan, Executive Director, Center for International Private Enterprise (CIPE)
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GLOBAL CORPORATE CITIZENSHIP PROFILES

There is a common thread in the stories that are featured in this section: from 
strengthening healthcare systems or donating in-kind products to providing 
e-learning opportunities or financing local entrepreneurs, companies increas-
ingly look to contribute to the development capabilities of emerging markets 
and least-developed countries. The results for the local community, or even 
entire countries, can be dramatic. Whether the objective is to expand or create a 
new customer or supplier base or improve the sustainability of the environment 
in which they operate, corporations find that self-interest and good corporate 
citizenship can be complementary. 

The corporate citizenship profiles featured in this report include the following: 
 
Healthcare and Disease Prevention
  • Abbott Laboratories: Abbott Fund Initiative to Fight HIV/AIDS
 • DaimlerChrysler: South Africa HIV/AIDS Workplace Project
 • GlaxoSmithKline: Personal Hygiene and Sanitation Education (PHASE)
 • Merck & Co., Inc.: Merck Mectizan Donation Program
 • Pfizer Inc.: Infectious Diseases Institute
 
Education and Youth Development
 • Accenture: AMREF Kenya Nurses Training Program
 • Cargill: Smart Schools Make Smart Kids
 • Marriott International, Inc.: Youth Career Initiative
 • Motorola: Ulwazi e-Learning Partnership
 
Small Business Development and Workforce Training
 • Cisco Systems, Inc.: The Least Developed Countries Initiative
 • Ernst & Young LLP: Social Responsibility Fellows Program
 • JPMorgan Chase & Co.: FINCA International
 • Microsoft Corporation: Telecentre.org Initiative 
 
Community Development
 • Chevron Corporation: Angola Partnership Initiative
 • Freeport McMoRan Copper & Gold, Inc.: Nemangkawi Mining Institute

Environmental Sustainability
 • Dow Chemical (China) Investment Company Limited: Cleaner Production 
 • Weyerhaeuser Company: CARE Partnership

Many other companies are making significant contributions around the world 
and will be featured in future reports.
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Partners 
Ministry of Health, Government 
of Tanzania, and Axios 

Like many countries in Africa, Tanzania faces a significant HIV/AIDS 
epidemic.  HIV/AIDS is placing a severe burden on Tanzania’s 
healthcare system. An estimated 50 percent to 60 percent of 
hospital beds are occupied by patients with AIDS-related illnesses. 
HIV/AIDS is undermining families and the workforce. In 2005, 1.4 
million people, or 6.5 percent of adults, in Tanzania were living with 
HIV. It is estimated that the country will lose nearly 15 percent of its 
labor force due to HIV/AIDS by 2020. 

In 2001 the Abbott Fund and the Government of Tanzania formed 
a public-private partnership to address critical areas of need in the 
fight against HIV/AIDS. To date, the Abbott Fund has invested $37 
million to modernize the healthcare system, expand access to HIV 
testing and treatment, and assist orphans and vulnerable children 
impacted by HIV/AIDS. The partnership is implemented through 
Axios, an organization specializing in health management in devel-
oping countries.

Local Impact
The Abbott Fund has supported efforts to modernize the Muhim-
bili National Hospital in Dar es Salaam in several ways.  A new 
40,000-square-foot outpatient center was built, serving hundreds of 
patients a day, including AIDS patients, who have been fully inte-
grated into outpatient care for the first time. A 54,000-square-foot 
laboratory building was renovated, resulting in the number of tests 
conducted going from 75 to 1,200 tests per day and patients getting 
results within 24 hours, rather than the former three-weeks wait. In 
addition, nearly 6,500 healthcare workers have received training in 
effective HIV care, including testing, counseling, and treatment as 
well as information systems, laboratory science, and health care 
management. 

Geographic Focus 

Tanzania

ABBOTT LABORATORIES 
Abbott Fund Initiative to Fight HIV/AIDS

Muhimbili Central Labs, before and after renovation

More than 100,000 
people have received 
services due to 
improvements to 84 
healthcare centers 
and clinics.
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By strengthening facilities and training, this initiative is accelerating the 
availability of both voluntary counseling and testing and HIV treatment 
programs. More than 100,000 people have received services due to im-
provements to 84 healthcare centers and clinics throughout the country, 
including patients accessing treatment in some rural locations for the 
first time.

The Abbott Fund also is working to help support orphans and vulnerable 
children affected by HIV/AIDS. To date, programs have reached more 
than 140,000 children and families and created improvements to more 
than 32 schools and health centers, providing access to health services, 
education, and training.
 
Local Perspective
“These new facilities and systems have already had a tremendous posi-
tive impact on patients — from the moment people walk in for confiden-
tial HIV testing and counseling, to the time they leave the pharmacy with 
their medication. The new facilities also have decreased the stigma of 
AIDS; patients are more willing to come forward for testing and treat-
ment. We also have seen the positive effect the improvements have had 
on staff.  Now my colleagues feel like they have the tools and setting to 
provide quality care for patients.”

— Dr. Ferdnand Mugusi, senior lecturer in 
internal medicine, Muhimbili Hospital

“Through shared expertise, resources, and commitment to fighting 
HIV/AIDS, the Tanzanian government’s partnership with the Abbott Fund 
is making a significant difference in improving the lives of patients.”

— Hon. Anna M. Abdallah, MP and 
former Tanzania Minister of Health

For more information about the Abbott Fund’s Initiative to Fight HIV/AIDS, 
please contact Jeff Richardson, VP, Abbott Fund, Global AIDS Care Program, at 
Jeff.Richardson@abbottfund.org or (202) 530-4741.

Company Information

Revenue: 
$22.3 billion (2005)

Number of worldwide employees: 
65,000

Primary product/service:  
Healthcare (nutritional products, 
laboratory diagnostics, medical devices, 
pharmaceuticals)

Primary activity in Tanzania:
Philanthropy

CSR-related third party recognition:  
•  Dow Jones Sustainability 
 Index (2005) 

•  Top 10 of the Diversity Inc.’s “Top 50  
 Companies for Diversity”

Web info on corporate citizenship: 
www.Abbott.com

Abbott volunteers and Tanzanian staff working 
together at renovated Muhimbili Central Labs

Muhimbili Central Labs, before and after renovation
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Partner
German Technical Co-Operation

An estimated 6 million people in South Africa are infected with HIV/AIDS. 
In 2001, approximately 9 percent of DaimlerChrysler South Africa’s 
(DCSA) 4,500-person workforce had HIV/AIDS, posing serious sustain-
able development obstacles for the company. Through a public-private 
partnership that began in 2001 and still exists today, DCSA has been 
able to more than halve the number of AIDS-related deaths among its 
employees and their family members. 

In 1996, DCSA created and applied a workforce policy on HIV/AIDS after 
losing its first employee to the disease four years earlier. As a result, 
DCSA decided to take a more proactive and integrated approach to de-
crease the spread of HIV and other sexually transmitted infections and to 
provide treatment and support to employees and their family members.  

DCSA partnered with the German Technical Co-Operation (GTZ), an 
international cooperation agency owned by the German federal govern-
ment, to create the “HIV/AIDS Workplace Project.” 

The project centers on DCSA employees and their family members and 
incorporates HIV/AIDS education, awareness, and treatment into the core 
business strategy and operations. It offers opportunities for employees 
and family members living with HIV/AIDS to safely and anonymously 
receive voluntary diagnosis, treatment, and counseling, and also em-
phasizes HIV prevention, so as to manage the overall impact on DCSA. A 
critical component of the project’s success is the use of employee Peer 
Educators to help with counseling and support.
 
GTZ has an advisory role in the partnership, with DCSA taking responsi-
bility for implementation and monitoring. 

Local Impact
The HIV/AIDS Workplace Project was successful in providing enhanced 
testing and treatment services and improved prevention and education 
strategies. Three-quarters of DCSA employees had a test to determine 
their HIV status; survival rates for infected patients receiving treatment 
rivaled those of the U.S., Canada, and Europe; and employee HIV-related 
deaths decreased by 56 percent. No mothers passed on HIV to their 
unborn children, other sexually transmitted infections decreased by 50 

Geographic Focus

South Africa

DAIMLERCHRYSLER
South Africa HIV/AIDS Workplace Project

Survival rates for 
infected patients 
receiving treatment 
rivaled those of the 
U.S., Canada, and 
Europe; and em-
ployee HIV-related 
deaths decreased 
by 56 percent.
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percent, and tuberculosis was cured in all patients in the program. 
DCSA developed the program so that it can be replicated across other 
business units and with consideration to different cultures in other coun-
tries, such as China, India, or Vietnam. The comprehensive approach to 
managing HIV/AIDS in the workplace will be extended to a range of small 
and medium enterprises in the Eastern Cape Province of South Africa in 
partnership with the Border Kei Chamber of Business.

Local Perspective
“The workshops provided within the framework of the DCSA HIV/AIDS 
program on assertiveness and stress management have not only 
equipped us to play our role as peer educators better but it has also 
improved our life outside of work. Being a peer educator has helped me 
a lot in communicating HIV/AIDS information and also in offering sup-
port to my peers, infected and affected.” 

— Kanyisa Stwayi, Peer Educator, HIV/AIDS Workplace Project, DCSA, East London

“One of the first businesses in South Africa to implement a comprehen-
sive programme to combat the HI virus was car manufacturer Daimler 
Chrysler.… Experts see Daimler Chrysler’s programme as a role model 
for a holistic response to the pandemic.” 
— *PlusNews, an e-mail and Internet-based HIV/AIDS information service for sub-Saharan Africa, run by the 
Integrated Regional Information Networks news service www.plusnews.org/AIDSreport.asp?ReportID=4184

For more information, please visit DaimlerChrysler South Africa’s 
Web site at www.daimlerchrysler.co.za.

Company Information

Revenue: 
$191.12 billion (2005)

Number of worldwide employees: 
382,724

Primary product/service: 
Automotive

Primary activity in South Africa: 
Vehicle manufacturing and marketing; 
parts and service

CSR-related third party recognition: 
DCSA’s HIV/AIDS Workplace Program 
is profiled as a best-practices AIDS 
standard by the Global Business 
Coalition on HIV/AIDS.  

Web Info on Corporate Citizenship: 
www.daimlerchrysler.com 

Wall painting at DaimlerChrysler South Africa, East London
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Partners 
African Medical and Research Foundation (AMREF), 
Plan International, Save the Children USA, Ministries 
of Health and Education

GlaxoSmithKline introduced PHASE (Personal Hygiene and Sanitation 
Education) in 1998 with the aim to reduce child mortality by prevent-
ing the incidence of death associated with diarrheal disease. Diarrheal 
disease is one of the world’s biggest killers, but also one of the most 
easily preventable. 

With its partners and in consultation with children, GSK developed 
PHASE to promote awareness of the importance of hand washing. The 
program operates in four continents and reaches more than 300,000 
children through their school curriculum. Education materials have been 
carefully designed and teachers and community leaders receive special 
training to deliver the program in schools for children aged six to 13.  

PHASE focuses on what children and communities can do to make their 
lives healthier and to improve their surroundings. For example, the 
latrines in schools in Kenya are built and funded by members of the local 
community. Other schools have built new kitchens so the children can 
have meals prepared in a hygienic environment. Related activities in-
clude outlining a clearly defined area to prevent animals from wandering 
and spreading disease and making “leaky tins” out of vegetable oil cans 
for washing hands.  

Geographic Focus 

Eight countries in 
sub-Saharan Africa,
Latin America, Asia
and Former Soviet Union 

GLAXOSMITHKLINE
Personal Hygiene and Sanitation Education (PHASE)

School children learn the importance of 
hand-washing through GSK’s PHASE program.

PHASE focuses on 
what children and 
communities can 
do to make their 
lives healthier and 
to improve their 
surroundings.
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Local Impact
The impact of PHASE is assessed against key indicators and measured 
against baseline criteria, which are collected before programs begin. The 
indicators include the incidence of diarrhea, access to clean water, the 
use of VIP (ventilation improved) latrines, access to hand washing facili-
ties, and community reach. Evaluation has shown that:
  
• In the Kenyan community Ongielo, the reported incidence of diarrhea  
 in the participating schools has been reduced from 650 in 2000 to 215  
 in 2002.

• Children showed an improved knowledge about ways of preventing  
 transmission of worms and diarrhea. For example, in one class   
 the percentage of children who knew that washing hands after going  
 to the toilet could prevent worms increased from 20 percent   
 in the baseline survey to 45 percent. 

• In Nicaragua, the number of families showing improved hygiene 
 practice in handling and conserving drinking water has increased from  
 33.5 percent to 91.4 percent. 

• In participating schools in Peru, children’s hand washing after using  
 the toilet has increased from 15 percent to 46 percent.

GSK has played an active role in extending the reach of PHASE, and has 
provided more than $2.5 million to initiate country programs. PHASE and 
its partners have created a closer connection between schools, families, 
and the wider community. 

Local Perspective
“The children in my class are now much cleaner and take better care of 
their personal hygiene. I no longer have to ask them to clean the latrines 
each day — they do it automatically because they have learned through 
the program about the risk of spreading germs which cause disease.”  

— Kenyan teacher

For more information on PHASE, please contact 
community.partnership@gsk.com. 

Company Information

Revenue: 
$27.5 billion (2005)

Number of worldwide employees: 
100,000 people in 116 countries

Primary product/service: 
Pharmaceuticals 

Primary activity in featured regions:  
Hygiene education, water 
and sanitation

CSR-related third party recognition:
• World Business Award in Support  
 of the Millennium Development  
 Goals, International Chamber of 
 Commerce/United Nations 
 Development Program//
 International Business Leaders  
 Forum (2004)

• Business in the Community Award  
 for Excellence (2004)

• Award for Disease Prevention  
 and Education - Pharmaceutical  
 Achievement Awards (2004)

Web info on corporate citizenship: 
www.gsk.com/community/index.htm 

PHASE makes a difference in the lives of children around the world.

School children learn the importance of 
hand-washing through GSK’s PHASE program.
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Partners 
Mectizan Donation Program, World Health Organization, World Bank, 
30+ national governments and ministries of health, dozens of nonprofit 
organizations

The World Health Organization (WHO) estimates that globally, 18 mil-
lion people are infected with onchocerciasis (river blindness), a tropical, 
parasitic disease transmitted through continuous exposure to black-fly 
bites. Another 800,000 people are visually impaired and 270,000 people 
are blind as a result of the infection. Socioeconomic costs include the 
inability to obtain employment, loss of self-esteem and social status, and 
inability to participate in social activities. The world’s-least developed 
countries are affected the most due to insufficient preventative care and 
weak infrastructure.

Onchocerciasis is one of the most preventable forms of blindness. One 
annual dose of Mectizan, an antiparasitic drug developed and donated by 
Merck, ends the dermatological manifestations, halts progression toward 
blindness and vision loss, and can eliminate further transmission of the 
disease to others. Mectizan reaches patients through the National On-
chocerciasis Task Forces, coordinated by the World Health Organization 
and the World Bank, which work through the national health system to 
mobilize community volunteers who conduct social mobilization, educa-
tion, distribution of medicine, and follow-up observation.

The Merck Mectizan Donation Program was launched in 1987. Since then, 
Merck has donated $1.3 billion in Mectizan, valued at $1.50 per tablet. 
Merck annually contributes $3 million to support field programs and non-
profit organizations, to cover shipping and customs expenses, and to pay 
for the administration and oversight of the program. 

Local Impact
Merck’s Mectizan Donation Program has been recognized as “one of the 
most successful public-private partnerships in global health” (Tropical 
Medicine and International Health, 9(4), A4-A15). More than 350 million 
people have been treated since the program’s inception and there has 
been no evidence of drug resistance. In Latin America alone, the at-risk 
population has been reduced from 4.7 million to 440,000. Further, the 
delivery system for Mectizan also serves as an avenue through which 
other health and social services, such as vitamin A distribution, cataract 
identification, immunization campaigns, training programs for commu-
nity health workers, and census-taking, have been introduced. 

MERCK & CO., INC.
Merck Mectizan Donation Program

Geographic Focus 

34 countries in 
sub-Saharan Africa, 
Latin America, and Yemen 

Seven-foot sculpture at Merck’s corporate 
headquarters depicting a once-common scene.

Merck’s Mectizan 
Donation Program 
has been recognized 
as “one of the most 
successful public-
private partnerships 
in global health.”
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Local Perspective
“My family grows cassava and we have to work very hard to prepare it 
to sell in the market.  Before we took the small [Mectizan] tablets we had 
trouble doing all the work because we had to stop often and scratch our-
selves.  Now we no longer have itchy skin and we can work all day long.  
It also helps me to study because I don’t itch in school either. Thank God 
for the people who have brought us this drug to our village and helped 
us stop itching and probably from going blind because of 
this terrible disease.”

— Asabe Abdullahi, a 13-year-old student from Cecebaki village in Nigeria

“An enormously effective program: a health program with a develop-
ment outcome; it has empowered rural communities to banish this 
burden and thrive.”

For more information about the Merck Mectizan Donation Program, please 
contact Ken Gustavsen, manager of global product donations, at 
Ken_Gustavsen@merck.com or (908)-423-3088.

A woman is measured to determine her Mectizan dose.

— Robert McNamara, former World Bank president, on the combi-
nation of vector control and Mectizan treatment in West Africa 

Company Information

Revenue: 
$22 billion (2005)

Number of worldwide employees: 
61,500 (2005) in 150 countries

Primary product/service: 
Pharmaceuticals 

Primary activity in featured regions: 
Disease prevention

CSR-related third party recognition: 
2006 Awards include:
• U.S. State Department’s Award  
 for Corporate Excellence 

• Global Business Coalition on HIV/ 
 AIDS award for efforts to combat  
 HIV/AIDS in Botswana

• World Business Award in Support  
 of the Millennium Development  
 Goals, International Chamber  
 of Commerce/United Nations  
 Development Program/Interna- 
 tional Business Leaders Forum

Web info on corporate citizenship: 
www.merck.com/cr
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Partners 
Government of Uganda, Makerere University, Academic Alliance Foun-
dation, the AIDS Support Organization (TASO), Mulago Hospital, Infec-
tious Diseases Society of America (IDSA), San Francisco AIDS Founda-
tion, Pangaea/Global AIDS Foundation

Uganda and many of its African neighbors lack not just sufficient medi-
cines, but also an adequate number of trained medical professionals to 
treat and prevent HIV/AIDS, malaria, and tuberculosis. This shortage is 
exacerbated by system corruption, which often prevents government-
funded medical care from reaching people who have no other option. 
Recognizing that a more vital and sustainable healthcare system is 
critical for both the local population and future markets for pharmaceuti-
cal products, Pfizer has engaged in an initiative to bolster the medical 
profession in Africa. 

Pfizer, with its many partners, created the state-of-the-art Infectious 
Diseases Institute (IDI) in Kampala, Uganda, in 2004 to train doctors and 
healthcare professionals from all over Africa. The IDI provides much 
needed technical infrastructure for treatment, training, research, labora-
tory, and diagnostic services. To date, Pfizer has invested $57.7 million to 
support the creation and ongoing operations of the IDI.

Local Impact
The IDI measures success in terms of both patients served and medical 
professionals trained. Each year, IDI trains 600 doctors and healthcare 
providers, who in turn commit to training an additional 10 doctors each 
year. As of March 2006, the cumulative number of adult patients enrolled 

PFIZER INC.
Infectious Diseases Institute (IDI)

Geographic Focus 

Uganda and the 
African continent

Each year, IDI trains 
600 doctors and 
healthcare providers, 
who in turn commit 
to training an 
additional 10 doctors 
each year.

Kampala, Uganda, Mulago Hospital
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was 15,525, with an additional 3,830 pediatric patients being followed. 
Three thousand adults and 1,000 children are on antiretroviral therapy, 
which improves the quality of life for people living with HIV/AIDS, and 
more than 428 doctors and 472 healthcare professionals have been 
trained from 22 African countries.

Local Perspective
“The role of training health workers is majorly the responsibility of the 
Ministry of Health.  I’m happy we have partners such as IDI supporting 
us. Government alone cannot meet all the demands, but when it teams 
up with the private sector a large part of the demand can be met. 

“We are proud of the Academic Alliance and IDI as a centre of excellence 
in the care of our friends [HIV/AIDS patients].  I’m told some of them 
come paralyzed and within one month they are able to do some work.”

— Dr. Emmanuel Otaala, Uganda Minister of State for Primary Health Care

For more information about Pfizer or the IDI, please contact Nancy Nielsen, 
senior director of corporate citizenship, at Nancy.Nielsen@pfizer.com 
or (212) 733-1770.

Company Information

Revenue:   
$51.3 billion (2005) 

Number of worldwide employees: 
106,000 in 180 countries

Primary product/service: 
Pharmaceutical human health and 
animal health medicines

Primary activity in Africa: 
Sales, social investment 

CSR-related third party recognition: 
• Corporate Social Responsibility  
 Award in the Community Affairs  
 category, PR News (2006)

• Symbol of Caring Award for  
 Corporate Responsibility, Sarcoma  
 Foundation of America (2006)

• Fortune’s “Global Most Admired  
 Companies” (2005)

Web info on corporate citizenship: 
www.Pfizer.com/corporatecitizenship

Healthcare workers in a classroom in Mbale,Uganda

Kampala, Uganda, Mulago Hospital



36

Partners 
African Medical and Research Foundation 
and the Nursing Council of Kenya 

Kenya has one registered nurse for every 27,000 citizens. The nation 
struggles to train nurses using traditional classroom methods, through 
which only 100 registered nurses per year can be trained, meaning it 
would take hundreds of years to meet Kenya’s nursing needs at a cost 
that is infeasible for the resource-strained nation. 

Instead of relying on Kenya’s overwhelmed classroom instructors, 
Accenture is lending its expertise and human resources to assist the 
African Medical and Research Foundation and the Nursing Council of 
Kenya to rapidly train and certify 26,000 nurses in Kenya through the use 
of computer-based learning (e-Learning). AMREF, launched in 2005 and 
the first program of its kind in Africa, has reinvented the education pro-
cess. Enrolled nurses in remote areas can now work at their own speed, 
using CD-ROM-based instruction. During the pilot stage, e-Learning has 
delivered a faster and improved educational experience and has helped 
nurses develop computer literacy skills.  

The 26,000 registered nurses trained through this program will be dis-
persed throughout Kenya over the next five years — a staggering in-
crease in the number of frontline healthcare workers. They will be skilled 
at treating Kenya’s most debilitating diseases, such as HIV/AIDS and 
malaria, as well as at administering preventative treatment and disaster 
management in the nation’s remote and most impoverished areas. 

ACCENTURE
AMREF Kenya Nurses Training Program

Nurses participating in the Accenture-AMREF Kenya Nurses Training Program

Geographic Focus

Kenya

Instead of relying 
on Kenya’s 
overwhelmed 
classroom 
instructors, 
Accenture is lending 
its expertise and 
human resources 
to assist the 
African Medical and 
Research Foundation 
and the Nursing 
Council of Kenya 
to rapidly train and 
certify 26,000 nurses 
in Kenya.
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CARGILL
Smart Schools Make Smart Kids

Partners 
UN World Food Program, UNICEF, Nicaragua Ministry of Education, 
Integrated School Nutritional Program (PINE-MECD), 
Local Governorships, USAID 

Nicaragua is the second-poorest country in Latin America and often 
faces natural disasters such as tornadoes, volcanic eruptions, tropical 
storms, earthquakes, and particularly droughts. Rural areas, such as 
Nueva Segovia in northwest Nicaragua, often are the most poverty-
stricken and lack adequate food, water, and sanitation. Hunger creates a 
major obstacle in educating the youth of the country, where more than 
20 percent of the population is illiterate (2001) and only 64 percent of 
children ages 7 to 12 receive education (2002). 

As one of the world’s largest providers of 
food and agricultural services, Cargill’s citi-
zenship emphasis on nutrition-related issues 
is a natural outgrowth of the company’s 
corporate vision to be the global leader in 
nourishing people. Using Cargill resources 
and input, the United Nations’ World Food 
Program (WFP) and UNICEF developed 
“Smart Schools Make Smart Kids,” an 
integrated package of cost-effective activi-
ties to improve the quality of education and 
the health and nutrition status of school-age 
children in the Nueva Segovia area. WFP 
initiated the School Feeding Program com-
ponent of the initiative, which offers nutri-
tious meals to schoolchildren and creates 
an incentive for poverty-stricken families to 
send their children to school. 

By supporting this joint WFP-UNICEF commitment for the past two years, 
Cargill has helped ensure the basic nutritional needs of thousands of Ni-
caraguan schoolchildren, including providing food, clean water, and safe 
cooking facilities and utensils. Schoolchildren who are better-nourished 
are better able to learn and develop.

The micro-projects carried out in the schools as part of WFP’s programs 
include installing rainwater collection systems, potable water filters, and 
ecological stoves for preparing children’s meals.  The UNICEF Friendly 
and Healthy Schools component of the partnership provides training to 
teachers to improve their teaching abilities and promotes better health 
practices and personal hygiene among the students. The program also 
provides micronutrient supplements in the nutritional snacks it provides 
to children.

Geographic Focus 

Nicaragua

Using Cargill 
resources and 
input, the United 
Nations’ World 
Food Program 
(WFP) and UNICEF 
developed “Smart 
Schools Make 
Smart Kids.”

A boy at a grade school in Nicaragua
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Local Impact
 “Smart Schools Make Smart Kids” originally aimed to benefit 10,000 
Nicaraguan children through the aid of UNICEF, WFP, and Cargill. How-
ever, with increased funding and efforts, the project was able to supply 
24,000 children of Nueva Segovia with provisions in 2005. Cargill contrib-
uted more than $926,000, split between WFP’s School Feeding Program 
and UNICEF’s Friendly and Healthy Schools Initiative, to promote better 
nutrition, health practices, and personal hygiene among students.

Local Perspective
“My government is grateful for the contribution to the different school 
centers, such as the June 29th school in Jalapa, being one of the first 
school centers to receive food provided by WFP, thanks to the generous 
financing of the Cargill company.” 

— Enrique Bolaños Geyer, President of Nicaragua

For more information, please contact Michelle Grogg, director, corporate 
contributions, at michelle_grogg@cargill.com or (952) 742-2931. 

Company Information

Revenue: 
$71 billion

Number of worldwide employees: 
142,000 (61 countries)

Primary product/service:
Food, agricultural, and risk manage-
ment products and services

Primary activity in Nicaragua: 
Philanthropy

CSR-related third party recognition: 
United Way Sprit of America and 
Summit Award (2005)

Web info on corporate citizenship: 
www.cargill.com 

Using food provided through the World Food Program’s School Feeding Program, 
funded by Cargill, staff at a grade school in Nicaragua’s Nueva Segovia region 
prepare to serve nutritious meals for the schoolchildren.
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MARRIOTT INTERNATIONAL, INC.
Youth Career Initiative

Partner
Prince of Wales International Business Leaders Forum 

As a company that employs 143,000 people worldwide, Marriott Interna-
tional has a keen appreciation for the value of contributing to an edu-
cated and trained local labor force. This has led to numerous programs 
focused on education, youth, and workforce development. Internation-
ally, Marriott has partnered with Youth Career Initiative (YCI) to empower 
disadvantaged young people in many of the markets where it operates.

YCI was created and is managed by the International Business Leaders 
Forum (IBLF) Tourism Partnership, a program that assists travel and tour-
ism companies in defining and building a leadership role in sustainable 
practices. YCI enables international hotels, especially those in markets 
whose youth may be vulnerable to the effects of poverty, to provide a 
five-month staff-directed education program for high school graduates. 
The program provides young people with the necessary life and voca-
tional skills to expand the choices and options in their lives. Each pro-
gram is tailored to suit the country and the needs of its youth. Though 
graduates do not necessarily enter the hospitality industry, the program 
clearly expands the pool of qualified applicants for entry-level positions 
at the participating hotels.

Marriott International first became involved in YCI in Bangkok in 1997; 
in 2004, the JW Marriott Bucharest was the first hotel to implement YCI 
in Europe. In 2006, YCI and Marriott will work together to establish new 
programs in Mexico and the Middle East. Marriott works with YCI to pilot 
programs and once they have proven successful, invites other local five-
star hotel companies to participate collaboratively.   

YCI participants are identified from a group of high school graduates 
with the help of an in-country nongovernmental organization or YCI 
coordinator. Marriott hotel managers lead existing hotel training and 
life-skill education sessions and also serve as mentors for the students. 
In Brazil, where the program has been particularly successful, the cur-
riculum even includes a session on students’ dreams to help participants 
stretch their imaginations about what they can accomplish in life.

Geographic Focus 

Brazil, Ethiopia, Indonesia, 
Kenya, Philippines, Thailand, 
and Romania, in addition to 
other developed countries 

YCI Brazil student making pastry in kitchen

YCI student and Marriott staff person at a Marriott hotel in Brazil

“In 20 weeks I 
changed 18 years of 
my life. YCI has been 
the starting point of 
my success.”

— Débora Dantas Santos, 
YCI graduate at São Paulo 

Marriott Airport Hotel 
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Local Impact
The Youth Career Initiative will be active in 11 countries by the end 
of 2006, with nine countries already implemented: Australia, Brazil, 
Ethiopia, Indonesia, Kenya, Philippines, Poland, Thailand, and Romania. 
To date, more than 1,000 students have graduated from YCI programs 
around the world and gone on to pursue careers in hospitality, banking, 
and healthcare, or have continued with further education. More than 100 
of those graduates were trained at Marriott hotels. Marriott estimates 
that at least 1,000 hours of local staff time are dedicated to each 20-week 
class.

Local Perspective
“In 20 weeks I changed 18 years of my life. YCI has been the starting 
point of my success.”

— Débora Dantas Santos, YCI graduate at São Paulo Marriott Airport Hotel 

“This program serves as a much-needed bridge to higher education 
and careers for young people who typically have no other options. The 
participating hotels are making a tremendous difference through the 
active involvement of their own employee-leaders.”

— Lyndall De Marco, Executive Director, Youth Career Initiative

For more information on Marriott’s involvement with the Youth Career Initiative, 
contact Barbara Powell, Marriott International Community Relations, at   
Barbara.Powell@marriott.com or +44 1580-201-828. 

Company Information

Revenue: 
$11.6 billion (2005)

Number of worldwide employees: 
143,000 (2005)

Primary product/service: 
Hospitality
 
Primary activity in featured regions: 
Hotel operations

CSR-related third party recognition: 
• Foreign Policy Association 
 Corporate Social Responsibility  
 Award (2006)

• Finalist for BCLC Corporate   
 Stewardship Large Business  
 Award (2004)

• EPA ENERGY STAR Partner of  
 the Year for Excellence in Energy  
 Management (2004, 2005)

Web info on corporate citizenship: 
www.marriott.com

YCI Brazil–group of students

YCI student and Marriott staff person at a Marriott hotel in Brazil
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Partners 
St. Alban’s College, South Africa Department of Communications, South 
Africa Department of Education, Independent Communications Author-
ity of South Africa, Omega Digital Technologies, The Innovation Hub, 
SchoolNet South Africa, Sangari — F1 in Schools, Birchfield Interactive 
Media, Class Navigator

Plagued by a shortage of teachers and a lack of resources, many com-
munities in South Africa have struggled to educate their youth. Students 
seeking basic math or science classes from expert teachers often have to 
be bused to distant schools. The use of wireless broadband technology to 
connect schools interactively allows teachers and students to combine re-
sources; share learning, experiences, and knowledge; and gain a greater 
appreciation for the societal benefits of wireless technology.

Launched in 2003, the Ulwazi e-Learning Partnership is striving to 
improve local education.  Using Motorola Canopy wireless broadband 
technology, the project has created a sustainable and highly interactive 
e-learning network in the city of Tshwane that connects St. Alban’s Col-
lege, a privileged school in Pretoria, with four disadvantaged schools in 
Mamelodi, some 15 kilometers away. Through the network, one teacher 
can reach more than 100 students at a time. To make this project possible, 
Motorola has donated $30,000 for computers, Web cams, sound equip-
ment, and whiteboards, plus the entire Canopy network at no charge.

Local Impact
The Ulwazi e-Learning Partnership is thought to be the first distance-
learning virtual classroom in Africa. The effective technologies and 
interactive communication helps compensate for a lack of skilled teach-
ers, a problem which has long divided developed and less-developed 
areas. In addition, the virtual classroom eliminates travel time for both 
students and teachers. The next phase of the project involves expanding 
the network to serve schools in rural areas, potentially reaching 30,000 
schools in South Africa. As the network expands, the library of shared 
resources will increase, fostering a community of learning for regions and 
people otherwise left on the other side of the digital divide.

Local Perspective
“The availability of wireless broadband communication technologies and 
other state-of-the-art hardware and software tools led us to the vision 
that these might be harnessed for modern knowledge-sharing and teach-
ing methods.… [E-learning] is a way of bridging the digital divide that 
developing nations are facing. It exposes the children to the uses and 
potentials of the information and communication technologies available.” 

— Ron Beyers, Ulwazi project leader, teacher at St. Alban’s College 

For more information about Motorola’s involvement with the Ulwazi e-Learning 
Partnership, please contact Ronnie Seeber, government relations manager, at 
Ronnie.Seeber@motorola.com or +27 11 800-7835.

MOTOROLA
Ulwazi e-Learning Partnership

Geographic Focus 

 South Africa

Students use Motorola Canopy wireless broadband 
technology through the Ulwzai e-Learning Partnership.

The Ulwazi 
e-Learning 
Partnership is 
thought to be the 
first distance-
learning virtual 
classroom in Africa.
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Company Information

Revenue: 
$36.8 billion (2005)

Number of worldwide employees: 
69,000

Primary product/service: 
Information communications 
technology

Primary activity in South Africa: 
Supplier of cellular infrastructure, 
mobile devices, and radio-
communication systems 

CSR-related third party recognition: 
• 4th on Business Ethics’ “100 Best   
 Corporate Citizens” (2006)

• Member of Dow Jones 
 Sustainability World Index (2006)

• Stars of Africa Award, American   
 Chamber of Commerce in South   
 Africa (2005)

• U.S. Secretary of State’s Award for   
 Corporate Excellence in the 
 Multinational Category (2004, 
 Brazil; 2000, Malaysia)

•  Best Corporate Citizenship Practice  
 Award, 21st Century Newspaper   
 Group (2004, China) 

Web info on corporate citizenship: 
www.motorola.com/citizenship 

The Ulwzai e-Learning Partnership brings teachers to students in need in South Africa.
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Partners 
United Nations Development Program, United Nations Volunteers, 
United States Agency for International Development, International 
Telecommunications Union

As information technology becomes a more prominent force in 
social and economic growth throughout the world, the digital divide 
between countries with access to information technology and those 
without it continues to widen. In response to this growing concern, 
Cisco Systems has developed global initiatives and strategic partner-
ships that leverage the Cisco Networking Academy Program to help 
bridge this divide through greater access to education.

The purpose of the Least Developed Countries Initiative is to provide 
Information and Communications Technology (ICT) skills training to 
people in underdeveloped areas to enable them to find jobs where 
they can earn stable incomes to support their families, rebuild their 
region’s IT infrastructure, and eventually contribute to their countries’ 
economic and social development. The partnership was formed as a 
result of discussions held at the G-8 Summit of world leaders in the 
year 2000. Long term, it is hoped that bridging the digital divide for 
greater numbers of young people, particularly those who have lived in 
war-torn regions, will enhance their livelihoods and give them added 
reason to be hopeful about their futures.

Overall, the program has trained more than 20,000 students and 700 
instructors, and established more than 200 Cisco Networking Acad-
emies in least-developed countries for the purposes of education 
and training. More than 7,300 students have graduated from all four 
semesters of the Cisco Certified Network Associate (CCNA) training 
course. Students receive the same quality of training in these Acad-
emies that they would receive anywhere else in the world.

Local Impact
Due to the success of the Least Developed Countries Initiative, USAID 
awarded a special $1 million grant to Afghanistan to support the 
expansion of the project in six provinces, introduce new curricula, 
and strengthen the existing Academies in the areas of sustainability, 
workforce development, and gender inclusion. Cisco provided an 
in-kind contribution of $1 million toward support, new equipment, and 
course updates.

In war-torn Afghanistan, Cisco and its partners joined in the recon-
struction efforts by providing IT training through the Academy Pro-
gram. Since October 2002, 332 students have graduated from the four-
semester CCNA training course and an additional 575 students are on 
track to graduate from the program in six Academies. Since women 
were forbidden from attending school under the Taliban rule prior 
to 2002, the program has put special emphasis on increasing female 

CISCO SYSTEMS, INC.
The Least Developed Countries Initiative

Geographic Focus 

Worldwide, with spotlight 
on Afghanistan

Since 2002, 
38 percent of the 
332 Afghan CCNA 
graduates in the 
country are female. 
This is a remarkable 
achievement given 
the challenges 
facing women in 
this region.
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Small Business Development and 
Workforce Training

enrollment. In order to encourage their participation, one Academy 
is all female, and many of the others offer all-female classes. Since 
2002, 38 percent of the 332 Afghan CCNA graduates in the country 
are female. This is a remarkable achievement given the challenges 
facing women in this region.

Local Perspective 
“The students feel lucky to be attending the Academy, especially the 
women. The doors of opportunity in Afghanistan have been shut for 
a long time, but they are now open. The Academy gives students 
knowledge that can have a huge positive impact on their lives and on 
the future of the country.”

— Marc Lepage, Afghanistan Project Manager, UNDP

For more information about Cisco’s Least Developed Countries Initiative, 
please contact Rebecca Bender, senior manager of international develop-
ment partnerships, corporate social responsibility, at rebbende@cisco.com 
or (408) 525-7766.

Company Information

Revenue: 
$24.8 billion (2005)

Number of worldwide employees: 
35,000

Primary product/service: 
Networking for the Internet

Primary activity in Afghanistan:  
Training, services, and solutions 
through partners

CSR-related third party recognition: 
• Award for Corporate Excellence  
 (ACE) from the U.S. State 
 Department; 

• Excellence in Corporate Philan- 
 thropy Award from the 
 Committee to Encourage 
 Corporate Philanthropy (2005)
 
Web info on corporate citizenship: 
www.cisco.com/web/about/respon-
sibility/index.html

Sonia Zaiee, one of the first graduates of the Cisco Networking Academy 
Program in Afghanistan, now instructs other students at the Cisco Network-
ing Academy in the Ministry of Women’s Affairs in Kabul, Afghanistan.
Photo credit: Lane Smith, USAID/Afghanistan
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ERNST & YOUNG LLP
Social Responsibility Fellows Program

Partner 
TechnoServe  

Ernst & Young LLP believes that entrepreneurship is one of the most 
effective ways to create sustainable economic progress in developing 
countries. As a professional services firm, Ernst & Young’s core compe-
tency is the expertise and skills of its employees, which it leverages to 
improve the lives and livelihoods of emerging entrepreneurs in devel-
oping and underserved communities. In 2005, Ernst & Young launched 
the Social Responsibility Fellows Program, through which selected 
employees (Fellows) spend three months in Central or South America 
to share their skills with local businesses and assist them with needed 
services, such as accounting, tax, transaction, advisory, and project 
management.  

The Fellows Program allows local entrepreneurs to improve organiza-
tional performance and increase their long-term sustainability. Ernst & 
Young’s Fellows gain invaluable firsthand experience and feel satisfac-
tion in being able to share their knowledge and expertise with busi-
nesses that could not afford the provided services otherwise.    

Local Impact
In 2005, Ernst & Young LLP partnered with TechnoServe, a nongovern-
mental organization with an established presence in Central and South 
America, to identify leading entrepreneurs with demonstrated ability 
to foster economic growth. Five Fellows were selected to work in El 
Salvador and Nicaragua in the dairy, coffee, and ornamental plants 
industries. Debbie Sobczak, AABS banking and capital markets man-
ager, and SanDee Priser, senior manager, fraud investigation advisory 
dispute services, were two of the Fellows assigned to work in El Sal-
vador. Sobczak assisted Ucraprobex, a union of coffee cooperatives in 
El Salvador, by reviewing Ucraprobex’s business practices, assisting 
management with software selection, and educating management on 
how to structure their coffee purchase contracts — which ultimately 
helped small coffee growers get a fairer price for their crops.  

Priser used her accounting skills to help Vivero Xochicali, a family-
owned ornamental plants grower in El Salvador. During her Fellowship, 
Priser helped implement accounting systems that enable Xochicali 
to accurately record cost information based on inventory and related 
processes. As a result of Prisner’s recommendations, Xochicali has 
improved both the efficiency of their processes and the reliability of 
their information, which supports many of their key business and plan-
ning decisions.

The Social Responsibility Fellows Program will continue in 2006 by 
sending Fellows to serve in Chile, Argentina, and/or Uruguay. 

Geographic Focus 

El Salvador and Nicaragua 

Ernst & Young Social Responsibility Fellow Debbie 
Sobczak helped coffee growers in El Salvador get a 
fair price for their crops.

The Fellows 
Program allows 
local entrepreneurs 
to improve 
organizational 
performance and 
increase their long-
term sustainability. 
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Local Perspective
“Debbie’s work is remarkable for our company and has given us a fresh 
view of our own internal situation. We take her recommendations very 
seriously and will implement them as soon as possible. Debbie also 
shows us the quality of her work and how efficient some can be, even 
having language barriers to overcome.” 

— Ulises Palma, Ucraprobex General Manager and President, commenting 
on 2005 Fellow Debbie Sobczek’s contributions to his company

“We have many recommendations that are going to give us the benefit 
of time processing in accounting and better information. It will improve 
our time and the accuracy of the information to make decisions for the 
company, especially knowing if we are making a profit or not. Experience 
is a very important thing that we have got from SanDee; also having her 
here has improved our way of communication and learning from others.”  

— Executive from Vivero Xochicali, an ornamental plants
 grower assisted by 2005 Fellow SanDee Priser

“It was a gift to have the three of you down here in El Salvador. Every-
body that had a chance to talk to you or to know you has a good impres-
sion and keeps good memories of the work you did. Your contribution 
was recognized and you have left us with the challenge to keep the same 
work quality and human sensitiveness for people. You also brought to 
TechnoServe the human side by going forward to help and assist people 
in the different shelters during and after the Stan tropical storm.”

— Jorge Garza, TechnoServe El Salvador, on 2005 Fellows 
SanDee Priser, Debbie Sobczek, and Milli Encarnacion

For more information about Ernst & Young’s Social Responsibility Fellows 
program, please contact Maria Pena, project manager, at Maria.Pena@ey.com 
or (212) 773-1295. 

Company Information

Revenue: 
$16.9 billion (2005)

Number of worldwide employees: 
107,000 in 140 countries

Primary product/service: 
Professional services 

Primary activity in Central 
and South America: 
Accounting, audit, tax, and risk 
advisory services in 15 countries 

CSR-related third party recognition:  
• Fortune’s “100 Best Companies to  
 Work For” (8th consecutive year)

• One of Working Mother’s 100 Best  
 Companies for Working Mothers  
 (8th consecutive year and 9th  
 year overall) 

• 24th on Diversity Inc.’s Top 50  
 Companies for Diversity 

• First “Big Four” firm to score  
 100% on Corporate Equality  
 Index, a ranking published by  
 the Human Rights Campaign on  
 how companies treat gay, lesbian,  
 bisexual, and transgender 
 employees and consumers

Web Info on Corporate citizenship: 
www.ey.com

Ernst & Young Social Responsibility Fellow Debbie 
Sobczak during her fellowship in El Salvador

ERNST & YOUNG LLP
Social Responsibility Fellows Program
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JP MORGAN CHASE & CO.
FINCA International

Partner 
FINCA International

Despite Mexico’s classification as a middle-income country, poverty 
remains a serious problem, with 45 percent of the population living 
on less than $2 a day. The economic disparities between genders are 
also startling: The gross domestic product (GDP) per capita of Mexican 
women is roughly 38 percent of GDP per capita of Mexican men, and 
female-headed micro-enterprises earn 64 percent less than male-headed 
micro-enterprises in rural areas. Women entrepreneurs find credit oppor-
tunities largely unavailable to them due to a widespread perception that 
they are bad credit risks. Additionally, many of the women’s economic 
activities take place in the home, making them invisible to policymakers.

As one of its philanthropic priorities, JPMorgan Chase Foundation 
emphasizes self-sufficiency programs that support entrepreneurship 
opportunities and wealth creation in low-income communities. By linking 
private and nonprofit sector initiatives, development programs aimed 
at local wealth creation can achieve greater impact and scale — and 
complement the company’s general banking practices.

FINCA International — with programs in 13 countries in Asia, Africa, 
and Latin America — provides financial services to the world’s poorest 
families so they can create their own jobs, raise household incomes, and 
improve their standard of living. FINCA delivers these services through 
a global network of locally managed, self-supporting institutions and 
accomplishes its goals primarily through its Village Banking program. 

Geographic Focus

Mexico and Brazil

In assisting 
women micro-
entrepreneurs 
with working 
capital loans, 
FINCA Mexico and 
JPMorgan Chase 
help communities 
and residents 
create wealth in a 
sustainable way.

Poor families in Mexico are able to obtain loans through the Village Banking 
program and, in turn, increase their income and living quality.



4�

Small Business Development and 
Workforce Training

The program gives the poor the opportunity to obtain loans without 
collateral. The results are increased earning, better family nutrition, high 
repayment rates, and increased empowerment. 

In a country where formal employment opportunities are few, FINCA 
Mexico provides the means for its clients to learn how to manage their 
finances, build business skills, make their voices heard, empower each 
other through group support, and improve the lives of their families. 
Ninety-four percent of FINCA Mexico’s clients are women.

In assisting women micro-entrepreneurs with working capital loans, 
FINCA Mexico and JPMorgan Chase help communities and residents 
create wealth in a sustainable way, leading to improved living conditions 
and increased purchasing power. 

JPMorgan Chase has provided more than $100,000 for the Mexican Vil-
lage Banking initiative. Overall support for FINCA’s Village Bank Initiative, 
including work in Brazil, has exceeded $300,000.

Local Impact
The JPMorgan Chase Foundation began supporting FINCA Mexico in 
2002. At that time, the program was operating 994 Village Banks, which 
served 11,251 clients with an outstanding loan portfolio of $1,744,453. 
Since the launch of the partnership, FINCA Mexico has expanded dra-
matically, now operating 2,595 Village Banks and serving 44,931 clients 
with an outstanding loan portfolio of $10,592,769. The organization has 
disbursed $20,424,127 in loans with an average loan size of $429. 

Over the past four years, the JPMorgan Chase Foundation and FINCA 
have worked together to alleviate the crushing effects of extreme poverty 
for Mexico’s working poor.  Foundation grants in 2002, 2003, and 2004 
provided crucial support for FINCA Mexico’s outreach 
efforts—growing an impressive 399 percent. 

Local Perspective 
“I am grateful to FINCA for giving me the chance to build 
my business. During times when my husband is not able to 
find work, I don’t have to worry about whether we will have 
enough to eat. But the best thing about my loans is that I 
can make sure my children stay in school.”

— Margarita Garcia Gonzaga, storeowner, Jonacatepec, Mexico

For more information about JP Morgan Chase’s involvement in 
FINCA, please contact Pamela Kersey, senior vice president of 
corporate philanthropy, at Pamela.Kersey@JPMChase.com or J. 
Scott Leurquin, senior manager of new business development 
services/private sector, at Sleurquin@VillageBanking.org or
 (202) 682-1510, ext. 250.

Company Information

Total net revenue: 
$54.53 billion (reported basis)

Number of worldwide employees: 
168,847

Primary product/service: 
Financial services

Primary activity in Mexico: 
Investment bank, private bank 

CSR-related third party recognition: 
Ron Brown Award for Corporate 
Leadership (2004) 

Web info on corporate citizenship: 
www.jpmorganchase.com

Woman: JPMorgan Chase and FINCA Mexico help 
women entrepreneurs access working capital loans.

JP MORGAN CHASE & CO.
FINCA International
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Partners 
International Development Research Center, Swiss Agency 
for Development and Cooperation

Microsoft has made a commitment to bring the benefits of technology and 
technological skills to a quarter of a billion underserved people worldwide 
by 2010. The company has a particularly keen interest in the impact that 
information and communication technology (ICT) has on helping citizens 
throughout the developing world learn new skills, find new opportunities, 
and improve their lives. 

To broaden the use of ICT, Microsoft created the Microsoft Unlimited Po-
tential program to support community technology centers, or telecentres, 
with curriculum, software, and grants. Telecentres are facilities that provide 
communities with ICT access and training opportunities that help people 
take part in today’s knowledge society. Particularly in low-income and 
remote areas, telecentres serve as crucial support hubs and as a focus for 
economic development.  

Launched in 2005 as a key component of the Microsoft Unlimited Poten-
tial program, telecentre.org invests in efforts that strengthen the entire 
telecentre system, including local centers, networks that provide support, 
social enterprises that develop services, and social investors who fund 
telecentres. Connecting telecentres to a network makes them more sus-
tainable, increases their community impact, and allows them to improve 
the services they are able to offer in their local communities. 

Over the past year, telecentre.org has been working with Drishtee, 
n-Logue and TaraHaat in India. These telecentres offer packaged services 
that benefit their communities and drive revenue for themselves. The ser-
vices include rural e-health, literacy, and language training; e-governance; 
and village e-commerce. To help other telecentres in India benefit from 
offering these services, telecentre.org and its partners are collaborating to 
repackage these services for broader distribution. 

Local Impact
Microsoft, the International Development Research Center, and the Swiss 
Agency for Development and Cooperation agreed to a long-term partner-
ship to develop a global support network to help community telecentres 
around the world increase their capacity to promote digital inclusion. By 
the time of the official launch of the partnership in 2005, telecentre.org 
and its partners had convened 12 workshops attended by more than 700 
telecentre leaders, developed a business planning and social enterprise 
support program for networks, and released a telecentre beta online com-
munity. Founding social investors committed a total of $19 million: IDRC 
($CAD 5 million), Microsoft ($CAD 11 million), and SDC ($CAD 5 million). 

MICROSOFT CORPORATION
Telecentre.org Initiative

Geographic Focus

 India

Sarvodaya telecentre in Kulatara, Sri Lanka

Connecting 
telecentres to a 
network makes 
them more 
sustainable, 
increases their 
community impact, 
and allows them to 
improve the services 
they are able to 
offer in their local 
communities. 
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Local Perspective
“Telecentre.org is a timely initiative and a very encouraging development. 
As well as providing immediate benefits in terms of building confidence 
within the group, I believe that it has the potential to become a platform 
that connects telecentre networks the world over.”
— Ravindra Ariyawickrama, manager of ICT projects for the Sarvodaya Sharmadana organization, Sri Lanka

For more information about the telecentre.org program or Microsoft’s Unlimited 
Potential initiative, please contact Anna-Liisa Little, citizenship communications, 
at AnnaLL@microsoft.com or Jane Meseck, senior manager of community affairs, 
at JaneM@microsoft.com.

Company Information

Revenue: 
$39.79 billion (2005)

Number of worldwide employees:
71,553

Primary product/service: 
Software, services, and solutions 

Primary activity in India: 
Full product and service offering

CSR-related third party recognition:
• Trigos Award 2006, Austrian 
 National Corporate Social 
 Responsibility Award (Austria)

• Ethics and Values in the Industry,  
 National Confederation of Indus- 
 trial Chambers (Mexico)

• Summit Award for Employee 
 Community Engagement in the  
 Spirit of America® Award program,  
 United Way of America (U.S.)

• Corporate Voices of Courage,  
 Women’s Commission for Refugee  
 Women and Children (International)

Web info on corporate citizenship: 
www.microsoft.com/citizenship 

M. S. Swaminathan Research Foundation (MSSRF) 
knowledge centre in Tamil Nahu, India



52

CHEVRON CORPORATION
Angola Partnership Initiative

Partners 
Government of Angola, USAID, UNDP, the Discovery Channel, ADRA 
Angola, NovoBanco, Angola’s Agricultural University and Technical 
High School, World Vision

Four years after the end of one of Africa’s worst armed conflicts, Angola 
is finally beginning to benefit from a period of peace and develop-
ment. In 2002, as many as 4.5 million people were internally displaced, 
more than 2 million were food insecure, and there was little sign of any 
productive activity in most provinces. With sustained efforts from the 
Angolan government, international donors, private companies, and An-
golans themselves, the country is slowly recovering. The country itself is 
enormously rich in resources — exporting both petroleum and diamonds 
— and has promising growth potential of agricultural production and 
exportation, hydroelectric generation, fishing, and mining.

Launched in 2002, the Angola Partnership Initiative (API) is a public-
private partnership that designs and implements high-impact programs 
addressing a range of key socio-economic needs throughout the country. 
Chevron’s $25 million founding contribution is being matched by other 
donors, establishing a portfolio of social projects totaling at least $50 
million over a five-year period.  

The API aims to:

• Promote peace and stability through food security and reintegration of  
 refugees, ex-combatants, and displaced people in post-conflict zones
• Reduce poverty through the development of small and 
 medium-sized enterprises
• Improve health and education standards
• Build the capacity of development organizations and 
 government agencies

Several different programs have been launched as part of API, including:

• The establishment and expansion of NovoBanco, a micro-finance bank 
• The Angola Enterprise Program, which supports the development of  
 small businesses and is coordinated by UNDP
• The establishment of up to 20 learning centers by the Discovery 
 Channel’s Global Education Partnership
• Improvement of programs and facilities at Angola’s Agricultural 
 University and Technical High School
• A reintegration program for refugees and demobilized 
 soldiers in two provinces
• A joint program with USAID promoting commodity value-chain 
 improvements to support Angola’s growing agricultural industry

Geographic Focus

 Angola

As a partner in the consortium for development relief 
in Angola, Chevron helps sponsor agricultural projects, 
such as this in Angola’s Planalto region.
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Local Impact
More than 2 million Angolans in 11 provinces have been impacted by 
API projects. Highlights include more than $8 million in loans granted by 
NovoBanco for 1,100 small and medium-sized businesses, 143 entrepre-
neurs trained, 599 scientific trials conducted in the Planalto region, and 
22 farmers associations legalized in the Huambo Province. The percent-
age of households doing their own cultivation increased from 77 percent 
in 2003 to 96 percent in 2005, dramatically reducing food insecurity.

Local Perspective
When peace took hold in Angola in early 2002, thousands of displaced 
men and women moved into the Planalto region, hoping to survive by 
farming even the smallest of patches. Help came from an unexpected 
source. API drew to the highlands of Angola a list of partners as unprec-
edented as its goals.

“High in Huambo’s rolling hills, [third-generation farmer] Lothe Sapuile is 
using the API’s helping hand to pull himself, his family, and his employ-
ees up by their bootstraps. Harvesting two tons of corn for every hect-
are, he notes quietly, ‘I’m doing better than my father and grandfather, 
who farmed this land.’ Momentarily turning to gaze at his shimmering 
rows of corn, he turns back, his voice dropping low and resolute. ‘But I 
want my children to do better than me.’” 

– CVX, the Chevron global magazine, 4th Quarter 2004

For more information about the Angola Partnership Initiative, please contact 
Laurie Regelbrugge, coordinator, corporate responsibility, at laurier@chevron.com 
or 202-408 5808. 

Company Information

Revenue: 
$ 193.6 billion (2005)

Number of worldwide employees: 
53,000

Primary product/service: 
Oil and natural gas

Primary activity in Angola: 
Offshore and onshore explora-
tion, development, and production 
interests related to both crude oil 
and natural gas

CSR-related third party recognition: 
• U.S. Secretary of State’s 2003  
 Award for Corporate Excellence

Web info on corporate citizenship: 
www.Chevron.com/social
_responsibility

Stakeholder engagement is central to the Angola Partnership Initiative. Community meetings provide 
an important opportunity to discuss community priorities and project activities.
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FREEPORT MCMORAN COPPER & GOLD, INC.
Nemangkawi Mining Institute

Partners
Lembaga Pengembangan Masyarakat Amungme dan Kamoro 
(Amungme and Kamoro Partnership for Community Development), 
regional government 

Freeport McMoRan Copper & Gold, Inc. has been operating in Indo-
nesia’s Papua Province since 1967, and has exploratory and extract-
ing operations in Tembagapura (“Coppertown”), Mimika District. The 
people of Tembagapura have long struggled with colonialism, war, 
terrorism, and authoritarianism. Freeport has aimed to set in motion 
opportunities for citizens in the local community to break the poverty 
cycle and to share the benefits of the company’s local operations. 
Freeport is working to create economic opportunity, workforce en-
hancements, and business development to allow the region to stand 
on its own feet and spread prosperity.  

Ninety-seven percent of Tembagapura’s workforce are Indonesian, 
of which 25 percent are indigenous Papuan Indonesians. Training is 
a vital part of PT Freeport Indonesia’s employee development pro-
grams. During 2005, the company’s Quality Management Services 
Department provided nearly 6 million hours of training to 16,000 
participants, almost double that of 2004. In 2003, with a view toward 
long-term development of Papuans in the workforce, Freeport formed 
the Nemangkawi Mining Institute to provide pre-apprentice, ap-
prenticeship, and advanced-career development opportunities for 
hundreds of Papuans each year.
 
The participating students receive on- and off-the-job training in 
welding, heavy duty mechanics, equipment operations, electrical and 
instrumentation work, clerical and administration duties, and numer-
ous other trades. It is expected that most of these students will be 
hired by PT Freeport Indonesia and its associated partners. 

At the same time, Freeport is deeply involved with healthcare de-
livery and public health education in the area that it operates. In 
addition to funding for local hospitals, Freeport has partnered with 
the Indonesian National Institute of Health Research and the Menzies 
School of Health Research of Darwin, Australia, to prevent and treat 
malaria.
  
Local Impact
Since the Nemangkawi Mining Institute’s opening in 2003, 55 ap-
prentices have been hired as employees of PT Freeport or one of its 
partner companies. More than 200 pre-apprentices have graduated to 
the full apprentice program, and at the end of 2005, more than 1,000 
indigenous Papuans were enrolled in the institute’s apprentice and 

Geographic Focus

Indonesia

Since the 
Nemangkawi 
Mining Institute’s 
opening in 2003, 
55 apprentices 
have been hired 
as employees of 
PT Freeport or 
one of its partner 
companies. 

The Underground Training Program at PT 
Freeport Indonesia helps both the company 
and the local community to plan for the future.
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pre-apprentice programs. The institute has gone through a rigorous 
screening process to be accredited as an official Caterpillar Institute 
so students and instructors can become certified as heavy-duty 
machinery mechanics and operators. 

Local Perspective
Trifena Tinal, a member of the Damal and Amungme tribes, has 
been involved with Nemangkawi since its inception. Trained as 
a mechanical engineer in the United States, Trifena worked in PT 
Freeport Indonesia’s engineering group for several years before 
deciding that what she really wanted to do was to help her people 
as an instructor. “People are starting to see that the Papuan appren-
tices can do just as good — if not better — work than other people,” 
said Trifena. “That’s why we planned for 150 apprentices in 2004 and 
ended up with more than 500.” She says it’s a matter of providing 
opportunities to the Papuan people. “Intelligence is a gift from God, 
but with the right opportunities, Papuans can take that gift and do 
something meaningful.”

For more information about Freeport’s Nemangkawi Mining Institute, 
contact Peter Mosel, Director of Nemangkawi Mining Institute at 
Peter_Mosel@fmi.com or +62 901-40-4960. 

Company Information

Revenue:   
$4.2 billion

Number of worldwide employees: 
26,938

Primary product/service: 
Copper and gold producer

Primary activity in Indonesia: 
Mineral exploration and develop-
ment; community development

Web info on corporate citizenship: 
www.fcx.com/envir/wtsdeng.htm 
 

100% of the Underground Training Program participants are indigenous Papuans.

FREEPORT MCMORAN COPPER & GOLD, INC.
Nemangkawi Mining Institute
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Partners: 
State Environmental Protection Administration (SEPA) of the Chinese 
Government and China Eco-efficiency Research Center 

With more than 1.3 billion inhabitants, China faces strains on many of its 
natural resources, including gas, electricity, and oil. A goal of the Chinese 
government is to reduce environmental degradation and achieve sustain-
able development over the long term.  Cleaner production of chemicals 
or related industries, such as pharmaceuticals, dyeing, electroplating, 
paper, and brewery, can help to minimize waste, preserve the environ-
ment, and create economic benefits for enterprises and the country as a 
whole.

Dow’s partnership project with the State Environmental Protection Ad-
ministration (SEPA) aims to help small and medium-sized enterprises in 
selected industries in China raise their awareness of cleaner production, 
manage various issues and challenges related to cleaner production, 
and streamline relevant cleaner production processes and systems. The 
project is implemented through a series of education and training and 
appraisal and recognition programs. Guidebooks, papers, case studies, 
and tool kits are also produced and distributed to enterprises across the 
country. Dow has contributed over $750,000 for the three-year project.

In addition to providing funding support, Dow has formed a steering 
team and a working team with SEPA and the China Eco-efficiency Re-
search Center to drive the project forward both at strategic and opera-
tional levels. Regular review meetings are held to ensure the projects 
stay on track and that projects needs are being met adequately.

DOW CHEMICAL (CHINA) INVESTMENT COMPANY LIMITED
Cleaner Production

Geographic Focus 

China

Improvements 
have increased 
participating 
companies’ 
productivity and 
will generate an 
annual economic 
benefit of more 
than $12.5 million.

Dow China CEO James D. McIlvenny (r.) presents an award to a cleaner production partner in China
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Local Impact
The three-year partnership, launched in 2005, already has achieved 
significant environmental benefits. Into the second year in 2006, 21 en-
terprises from seven provinces, municipalities, and autonomous regions, 
including Beijing and Inner Mongolia, will participate in the project.

Within the first year alone, there were reductions of 3.3 million cubic me-
ters of waste water, 553 tons of exhaust gas emissions, 550 tons of liquid 
waste, and 490 tons of solid waste. In addition, the enterprises are estab-
lishing the habit of environmental protection by reviewing and assessing 
the production processes that directly lead to saving resources. These 
improvements have increased participating companies’ productivity and 
will generate an annual economic benefit of more than $12.5 million.

Local Perspective 
“Cleaner production is really the way to go for corporations which want 
to go high tech, achieve lower resource wastage, reduce pollution to the 
environment, and attain higher economic efficiency.… Cleaner produc-
tion not only can help reduce waste in the production processes, but 
also increase the efficiency of energy resources and ultimately improve 
competitiveness of enterprises.”

— Wang Jirong, Former Vice Minister of China’s State 
Environmental Protection Administration 

For more information about Dow’s corporate social responsibility activities in 
China, please contact Vivian Lu, corporate communications manager, at 
VWLu@dow.com or visit Dow China’s Web site: www.dow.com.cn. 

Company Information

Revenue: 
$46.3 billion (2005)

Number of worldwide employees: 
42,000 (2005)

Primary product/service: 
Chemicals and plastics

Primary activity in China: 
Chemicals and plastics

CSR-related third party recognition: 
• Named 2001 Corporate 
 Sustainability Leader for the  
 global chemical industry by the  
 Dow Jones Sustainability Index

Web info on corporate citizenship: 
www.dow.com 

Wang Jirong, former vice minister of China’s State Environmental Protection Administration (l.) and 
James D. McIlvenny at a SEPA-Dow ceremony
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Partners
CARE International

The CARE Partnership was established in 2000 between Weyerhaeuser 
Company Foundation and CARE International to educate people in the 
developing world on the importance of sustainable forest manage-
ment and environmental stewardship. The partnership focuses on 
empowering local communities to manage their environment, promote 
sustainable forest management and land protection, create income 
by harvesting and marketing non-timber products, and reduce illegal 
logging through advocacy efforts. Another critical component of the 
CARE Partnership is to provide literacy training for men and women 
who otherwise would have no access to education, which increases the 
potential for households to become self-sustainable. 
 
In Nepal, one of the poorest countries in the world, an 18-month pilot 
program, Forestry Partnership Project, teaches women about environ-
mental stewardship and cultivation and management techniques for 
non-timber forest products with high market values, including long 
pepper, asparagus, rauwlia, sikakia, and cane. The project affords men 
and women the opportunity to generate income for their households and 
communities while protecting their forest resources. In a male-domi-
nated culture, the Forestry Partnership Project’s Literacy Program aims 
to increase the skills and confidence of Nepali women to increase their 
involvement in promoting sustainable forest management practices in 
their communities. 

Since 2000, the CARE Partnership has also served communities in China 
and India.  Together, Weyerhaeuser and CARE have helped improve the 
lives of more than 50,000 people around the world. To date, Weyerhaeus-
er has committed $670,000, with an additional $25,000 pending. Weyer-
haeuser’s support has enabled CARE to leverage institutional funds in 
excess of $3 million, multiplying the impact and reach of programs.

Local Impact
The success of the Forestry Partnership Project specifically has enabled 
204 households, primarily women in the Terai region of Nepal, to plant 
and grow approximately 200,000 seedlings on 52 percent of the commu-
nity forestland and to participate in 33 training workshops. Working with 
traders and entrepreneurs, women learned to market the non-timber 
forest products they produced and have profitably sold dried fruit at lo-
cal markets and cooperatives. Profits have been used to reinvest in their 
community forest, to build a community center, and to construct a fence 
around their forest. CARE personnel helped men and women in Nepal 
learn the value of appropriate timing for planting, growing, and selling 
non-timber resources, which led to immediate financial benefits and 
motivated them to keep their efforts directed toward long-term sustain-
able resource management. 

WEYERHAEUSER COMPANY 
CARE Partnership

Geographic Focus 

China, India, Nepal

Through the Forestry Partnership Project, 
approximately 200,000 seedlings have been 
planted on community forestland.
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Evaluation has shown:
• Improvements in the ability of communities to maximize their  
 use of forest resources and earn a reliable income from their  
 land, while practicing sustainable forestry, protecting habitat  
 and biodiversity, and conserving soil and water.

• Increased literacy of women and men who would otherwise  
 have no access to education. To date, 15,000 women have  
 graduated from the Forestry Partnership Project’s 
 Literacy Program. 

• Increased self-sufficiency of women in a male-dominated   
 culture where women bear most of the responsibility. 

Local Perspective
“At present, I am an active member of Chitikhola Community For-
est Users Group. I want to be a teacher and a good community 
forest user. The literacy classes have helped me build confidence 
and I can now speak in the community without hesitation. I now 
pledge to let no women be illiterate and face the ordeal of self-
made cultural traditions of the society.” 

— Chandra Dangi, Forestry Partnership participant

For more information on the CARE partnership, please contact Liz 
Crossman, president of the Weyerhaeuser Company Foundation and 
director of corporate contributions, at 253-924-3169 or Liz.Crossman@
weyerhaeuser.com.

Profits gained through the Forestry Partnership 
Project are reinvested into the community.

Company Information

Revenue: 
$22.6 billion (2005)

Number of worldwide employees: 
49,887 people in 18 countries 
(2005)

Primary product/service: 
Pulp and paper

Primary activity in featured regions:  
Sustainable forest management, 
environmental stewardship, literacy 
education

CSR-related third party recognition: 
• Recognized in the Forest and  
 Paper Products category of   
 Fortune magazine’s “Most   
 Admired Companies” for social  
 responsibility, financial 
 soundness, and long-term 
 investment

Web info on corporate citizenship: 
www.weyerhaeuser.com/citizenship

WEYERHAEUSER COMPANY 
CARE Partnership
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FINDINGS AND OBSERVATIONS

Several findings and observations have emerged in the process of compiling 
this report: 

• Development assistance providers should align their expectations for social  
 progress and economic growth with domestic economic drivers. Multinational  
 companies and multilateral organizations can contribute to emerging growth  
 patterns, but they need to be sensitive to, and not think that they can substi- 
 tute for, local decision-making.

• There is rising momentum on the part of government agencies, multilateral  
 agencies, and multinational corporations to promote public-private partner- 
 ships.  This is being driven by the desire to leverage resources and expertise  
 and bring additional competencies and new perspectives to issues of 
 mutual concern.

• Macroeconomic reforms are necessary, but not sufficient for economic   
 growth.  They have to be accompanied by social and cultural changes that ad 
 dress de facto domestic power structures and practices that undermine the  
 rule of law, such as corruption.

• Public-private partnerships that achieve narrowly defined goals may be 
 successful in terms of meeting the stated objectives, but may not lead to   
 systemic change. A systemic method for linking partnership engagement and  
 measurement to structural change is needed.

• Sometimes aid dollars work best at the people-to-people level rather than  
 the government-to-government level. Aid practitioners should not be wed  
 to only one kind of intervention or one kind of partner. In some cases, particu- 
 larly vis-à-vis corrupt regimes or in anarchic conditions, it may make sense  
 for multilateral organizations and multinational corporations to partner with  
 civil society organizations until a measure of transparency and legitimate  
 authority is restored.

• Information access is critical for both economic and social investors; when  
 information is lacking, investors do not invest. 
 
• Companies rarely invest socially in countries where they do not have 
 existing operations. Global corporate citizenship programs are more likely 
 to take place in emerging-market countries where there are perceived 
 long-term economic opportunities and when the programs could contribute  
 to long-term business value.

• Human capital (leadership and political will) and social capital (values and  
 relationships) are just as important as local rules, institutions, resources, and  
 infrastructure. These are management areas that civil society organizations,  
 public-private partnerships, and corporate citizenship programs can 
 specifically address in valuable ways.

Global corporate 
citizenship 
programs are more 
likely to take place 
in emerging-market 
countries where 
there are perceived 
long-term economic 
opportunities and 
when the programs 
could contribute to 
long-term business 
value.
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The Business Civic Leadership Center (BCLC) is labeling this a “prelimi-
nary” report on global corporate citizenship and public-private partner-
ships because we have only begun to scratch the surface of this subject.  

BCLC and the U.S. Chamber of Commerce will continue to play a role in 
publicizing the constructive work undertaken by industry and in bringing 
key players together to share best practices. Specifically, through BCLC’s 
global corporate citizenship program, we aim to pursue the following three 
activities in the next 18 months:

NEXT STEPS

(1) Information Services. BCLC will provide information services to 
companies that are interested in implementing or extending their cor-
porate citizenship activities to address global needs. These services 
will include:
 
 a. “How-to” tools and advice — do’s and don’ts for philanthropic,  
  volunteer, or partnership activities in a particular country 
  or region

 b. Community impact tools and advice — do’s and don’ts for   
  working with local communities on business impacts and for  
  investing in local social factors

 c. Partnership tools and advice — information about local 
 potential partners

 (2) Partnership Services. BCLC will work with companies and 
 international American Chambers of Commerce to bench- 
 mark existing partnerships that might be appropriate   
 to import to a new country. BCLC also can identify   
 potential partners and structure partnerships to address  
 specific social issues that may trigger additional 
 financial investment.

 (3) Capital Access Services. BCLC will work with multilateral 
 organizations and international American Chambers of   
 Commerce to maximize incentives for corporate 
 philanthropic and social investment dollars.
 
Companies that are interested in participating in the development 
of the BCLC’s global corporate citizenship program should call 
(202) 463-3133 or visit BCLC’s Web site at www.uschamber.com/bclc 
for additional information.

Photo provided by Accenture
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1 Organization for Economic Cooperation and Development, www.oecdobserver.org
 /news/fullstory.php/aid/1680/Record_investment_flows.html 

2 WIPO, www.wipo.int

3 Research by the Business Civic Leadership Center

4 Central Intelligence Agency World Fact Book, www.cia.gov/cia
 /publications/factbook/geos/us.html

5 Business Civic Leadership Center, www.uschamber.com/bclc/tsunami_contributions.htm

6 Clinton Global Initiative, www.clintonglobalinitiative.org

7 U.S. Chamber of Commerce, www.uschamber.com 

8 Citigroup Foundation, Citigroup and Microfinance: Our Commitment, 2002, 
 www.citigroup.com/citigroup/citizen/microfinance/data/microfinance.pdf

9 UN Global Compact, www.unglobalcompact.org/AboutTheGC/index.html

10 UN Secretary-General, Office of the Spokesman, 
 www.un.org/apps/sg/sgstats.asp?nid=1508

11 International Conference on Financing for Development, www.un.org/esa/ffd/ffdconf/

12 UN Capital Development Fund, www.uncdf.org/english/about_uncdf/index.php

13 UN Fund for International Partnerships, www.un.org/unfip/2004Website/index.htm#

14 UN Industrial Development Organization, www.unido.org

15 BCLC analysis of data from the Organization for Economic Development 
 and Cooperation, www.oecd.org/dataoecd/43/24/1894385.xls 

16 BCLC analysis of data from the UN Conference on Trade and Development, 
 www.unctad.org/sections/dite_dir/docs/wir2005_inflows_en.xls

17 Hudson Institute, Index of Global Philanthropy

18 BCLC research derived from correlating bond agency ratings and 
 FDI flows over a five year rolling average time frame.

19 US Agency for International Development Global Development Alliance, 
 www.usaid.gov/our_work/global_partnerships/gda  

20 Institute for Strategy and Competitiveness and Dinar Standard, 
 www.dinarstandard.com/innovation/Clusters71606.htm 

21 C.K. Prahalad, The Fortune at the Bottom of the Pyramid

22 Voxiva, www.voxiva.com/customers.asp 

23  E+Co, www.energyhouse.com 

24 CEMEX, www.cemex.com  
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APPENDIX I: American Chambers of Commerce 
 

Country Name Web Site

Albania American Chamber of Commerce in Albania www.amcham.com.al

Argentina American Chamber of Commerce in Argentina www.amchamar.com.ar

Australia American Chamber of Commerce in Australia www.amcham.com.au

Azerbaijan American Chamber of Commerce in Azerbaijan www.amchamaz.org

Belgium American Chamber of Commerce in Belgium www.amcham.be

Bolivia American Chamber of Commerce in Bolivia www.amchambolivia.com/amcham

Brazil American Chamber of Commerce in Brazil www.amcham.com.br

Bulgaria American Chamber of Commerce in Bulgaria www.amcham.bg

Canada American Chamber of Commerce in Canada www.amchamcanada.ca

Chile Chilean-American Chamber of Commerce www.amchamchile.cl

China, People’s  
Republic of

American Chamber of Commerce in People’s Republic of 
China

www.amcham-china.org.cn

Colombia Colombian-American Chamber of Commerce-Bogota www.amchamcolombia.com.co

Costa Rica Costa Rican-American Chamber of Commerce www.amcham.co.cr

Croatia American Chamber of Commerce in Croatia www.amcham.hr

Cyprus Cyprus-American Business Association www.amcham.hr

Czech Republic American Chamber of Commerce in the Czech Republic www.cyaba.com.cy

Denmark American Chamber of Commerce in Denmark www.amcham.dk

Dominican Republic
American Chamber of Commerce of the Dominican 

Republic
www.amcham.org.do

Ecuador Ecuadorian-American Chamber of Commerce-Guayaquil www.amchamecuador.org

Ecuador Ecuadorian-American Chamber of Commerce-Quito www.ecamcham.com

Egypt American Chamber of Commerce in Egypt www.amcham.org.eg

El Salvador American Chamber of Commerce of El Salvador www.amchamsal.com

European Union American Chamber of Commerce to the European Union www.eucommittee.be

France American Chamber of Commerce in France www.amchamfrance.org
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APPENDIX I: American Chambers of Commerce 

Country Name Web Site

Finland American Chamber of Commerce in Finland www.amcham.fi

Georgia American Chamber of Commerce in Georgia www.amcham.ge

Germany American Chamber of Commerce in Germany www.amcham.de

Ghana American Chamber of Commerce in Ghana www.amcham-ghana.com

Greece American-Hellenic Chamber of Commerce www.amcham.gr

Guam Guam Chamber of Commerce www.guamchamber.com.gu

Guatemala American Chamber of Commerce in Guatemala www.amchamguate.com

Haiti Haitian-American Chamber of Commerce & Industry www.amchamhaiti.com

Honduras Honduran-American Chamber of Commerce www.amchamhonduras.org

Hungary American Chamber of Commerce in Hungary www.amcham.hu

India American Chamber of Commerce in India www.amchamindia.com

Indonesia American Chamber of Commerce in Indonesia www.amcham.or.id

Iraq American Chamber of Commerce in Iraq www.amcham-iraq.org

Ireland U.S. Chamber of Commerce in Ireland www.amcham.ie

Israel Israel-America Chamber of Commerce & Industry www.amcham.co.il

Italy American Chamber of Commerce in Italy www.amcham.it

Ivory Coast American Chamber of Commerce, Ivory Coast unavailable

Jamaica American Chamber of Commerce of Jamaica www.amchamjamaica.org

Japan American Chamber of Commerce in Japan www.accj.or.jp

Jordan Jordanian American Business Association www.jaba.org.jo

Kazakhstan American Chamber of Commerce in Kazakhstan www.amcham.kz

Korea American Chamber of Commerce in Korea www.amchamkorea.com

Kuwait American Business Council of Kuwait unavailable

Latvia American Chamber of Commerce in Latvia www.amcham.lv
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APPENDIX I: American Chambers of Commerce 

Country Name Web Site

Lebanon American Lebanese Chamber of Commerce www.amcham.org.lb

Lithuania American Chamber of Commerce in Lithuania www.acc.lt

Luxembourg American Chamber of Commerce in Luxembourg www.amcham.lu

Macedonia American Chamber of Commerce in Macedonia amcham.com.mk

Malaysia American Malaysian Chamber of Commerce www.amcham.com.my

Mexico American Chamber of Commerce of Mexico, A.C. www.amcham.com.mx

Netherlands American Chamber of Commerce in the Netherlands www.amcham.nl

New Zealand American Chamber of Commerce in New Zealand Inc. www.amcham.co.nz

Nicaragua American Chamber of Commerce of Nicaragua amchamnic.org.ni

Norway American Chamber of Commerce in Norway www.amcham.no

Oman Muscat-American Business Council in Oman unavailable

Pakistan American Business Council of Pakistan www.abcpk.org.pk

Panama American Chamber of Commerce and Industry of Panama www.panamcham.com

Paraguay Paraguayan-American Chamber of Commerce www.pamcham.com.py

Peru American Chamber of Commerce of Peru www.amcham.org.pe

Philippines American Chamber of Commerce in the Philippines www.amchamphilippines.com

Poland American Chamber of Commerce in Poland www.amcham.com.pl

Romania American Chamber of Commerce in Romania www.amcham.ro

Russia American Chamber of Commerce in Russia www.amcham.ru

Saudi Arabia
American Business Association of the Eastern Province 

— Saudi Arabia
unavailable

Saudi Arabia American Businessmen of Jeddah www.abj-sa.com

APPENDIX I: American Chambers of Commerce 



6�

Country Name Web Site

Serbia and Montenegro
American Chamber of Commerce in Serbia and 

Montenegro
www.amcham.yu

Singapore American Chamber of Commerce in Singapore www.amcham.org.sg

Slovak Republic American Chamber of Commerce in the Slovak Republic www.amcham.sk

Slovenia American Chamber of Commerce in Slovenia www.am-cham.si

South Africa American Chamber of Commerce in South Africa www.amcham.co.za

Spain American Chamber of Commerce in Spain www.amchamspain.com

Sri Lanka American Chamber of Commerce in Sri Lanka www.amcham.lk

Sweden American Chamber of Commerce in Sweden www.amchamswe.se

Switzerland Swiss-American Chamber of Commerce www.sacc.net

Taiwan American Chamber of Commerce in Taiwan www.amcham.com.tw

Thailand American Chamber of Commerce in Thailand www.amchamthailand.com

Trinidad & Tobago American Chamber of Commerce of Trinidad & Tobago www.amchamtt.com

Turkey Turkish-American Business Association www.amcham.org/english/taba.asp

Ukraine American Chamber of Commerce in Ukraine, Inc. www.amcham.kiev.ua

United Arab Emirates
American Business Council of Dubai & the Northern 

Emirates
www.abcdubai.com

United Kingdom British-American Business Inc. www.babinc.org

Uruguay Chamber of Commerce Uruguay-U.S.A. www.ccuruguayusa.com

Uzbekistan American Chamber of Commerce in Uzbekistan www.amcham.uz

Venezuela Venezuelan-American Chamber of Commerce & Industry www.venamcham.org

Vietnam American Chamber of Commerce in Vietnam www.amcham.org.vn

APPENDIX I: American Chambers of Commerce 
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Food and Agricultural Organization
Procurement — Doing Business with FAO
Contact: Sabine Adotévi, Chief, 
Procurement Service 
E-mail: AFSP-Procurement-Service@fao.
org 
Phone: +39 06-5705-6588 
Web site: www.fao.org/unfao/procure-
ment/en/46919/index.html

FAO Private Sector Partnerships, Resourc-
es and Strategic Partnership Unit
E-mail: TC-Private-Sector@fao.org
Phone: +39 06-570-55968
Web site: www.fao.org/tc/private 

UN Development Program 
Business Partnership Opportunity: Private 
Sector Partnerships
Contact: Casper Sonesson, Officer, Divi-
sion for Business Partnerships
E-mail: casper.sonesson@undp.org
Phone: 212-906-3612
Web site: www.undp.org/partners/business 

UN Educational, Scientific, and Cultural 
Organization 
Business Opportunities and Knowledge-
based Procurement Solutions
Contact: Michael Cora, Chief of Procure-
ment Services
E-mail: m.cora@unesco.org
Phone: +33-1-45.68.08.73
Web site: http://portal.unesco.org/en/
ev.phpRL_ID=6568&URL_DO=DO_
TOPIC&URL_SECTION=201.html

UN Environmental Program 
Resources for Business Persons
Contact: Available online by department
Web site: www.unep.org/resources/busi-
ness

UN Foundation
Business Partnership Opportunity: 
Partnerships
Contact: Audra Jones, Director of Part-
nership Development
E-mail: partner@unfoundation.org
Phone: 202.887.9040
Web site: www.unfoundation.org/part-
nership

UN Fund for International Partnerships 
Business Partnership Opportunity: Part-
nership Facilitator between UN system 
and UN Foundation
Contact: Amir Dossal, Executive Director
E-mail: dossal@un.org
Phone: 212-963-1486
Web site: www.un.org/unfip 

UN Industrial Development Organization 
Private Sector Development 
Contact: Zeynep Taluy-Grossruck
E-mail: office.newyork@unido.org
Phone: 212-963-6890
Web site: www.unido.org/doc/18233 

UN International Children’s 
Emergency Fund 
International and Corporate Alliances
Contact: Anne-Marie Grey, Chief, Inter-
national and Corporate Alliances
E-mail: agrey@unicef.org
Phone: 212-824-6247
Web site: www.unicef.org 

UN Office of the High Commissioner for 
Human Rights
“Norms on the Responsibilities of 
Transnational Corporations and Other 
Business Enterprises,” Sub-Commission 
on the Promotion and Protection of Hu-
man Rights, Transnational Corporation 
Working Group
E-mail: Information@ohchr.org
Phone: +41 22-917.9000
Web site: www.ohchr.org/english/bod-
ies/subcom 

APPENDIX II: Who’s Who in Multilateral Organizations
A Corporate Citizenship Index for Business

UNITED NATIONS AGENCIES
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World Food Program
Corporate Support for WFP
Contact: Deborah Saidy
E-mail: wfp.newyork@wfp.org
Phone: 212-963-8364 
Web site: www.wfp.org/how_to_
help/support_wfp/corporations.
asp?section=4&sub_section=1 

OTHER MULTILATERAL 
ORGANIZATIONS

African Development Bank
Corporate Procurement
Contact: John Mensah-Quainoo, Head of 
Procurement Unit
E-mail: afdb@afdb.org
Phone: +22.20.204.444 
Web site: www.afdb.org/portal/page?_
pageid=473,970802&_dad=portal&_
schema=PORTAL 

Asian Development Bank
Private Sector Development and Finance
Contact: Robert Bestani, Director Gen-
eral, Private Sector Operations
E-mail: rbestani@adb.org
Phone: +632.632.6315
Web site: www.adb.org/PrivateSector/de-
fault.asp 

Inter-American Development Bank
Private Sector Department
Contact: Hiroshi Toyoda, Manager
E-mail: prisector@iadb.org
Phone: 202-623-1501
Web site: www.iadb.org/aboutus/vi/pri-
vatesector.cfm?language=english 

International Fund for Agricultural
Development
IFAD Private Sector Partnerships
Contact: Cherly Morden, IFAD North 
American Liaison Office
E-mail: c.morden@ifad
Phone: 202-331-9099
Web site: www.ifad.org/partners/private 

International Labor Organization
Job Creation and Enterprise Development 
Program
Contact: Lucille Turner 
E-mail: empent@ilo.org
Phone: +41.22.799.6920
Web site: www.ilo.org/public/english/em-
ployment

Multinational Enterprises 
and Social Policy
Contact: Hans Hofmeijer
E-mail: multi@ilo.org
Phone: +41.22.799.7619
Web site: www.ilo.org/public/english/em-
ployment

International Monetary Fund
Data on Local Market Conditions
E-mail: publicaffairs@imf.org
Phone: 202-623-7300
Web site: www.imf.org 

Organization for Economic Development 
and Cooperation
U.S. National Contact Point
Contact: Wesley S. Scholz, Director
E-mail: usncp@state.gov
Phone: 202-736-4907

World Bank Group, International Finance 
Corporation
Private Sector Development
Contact: Anna Bottiglieri, Corporate 
Relations
Phone: 202-473-2958 
Web site: www.ifc.org

World Bank Group, Multilateral 
Investment Guarantee Agency
Leveraging Resources 
Through Partnerships
Contact: Michael Durr
E-mail: mdurr@worldbank.org
Web site: www.miga.org/sitelevel2/lev-
el2.cfm?id=1070 

APPENDIX II: Who’s Who in Multilateral Organizations
A Corporate Citizenship Index for Business
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African Development Foundation
Corporate Support
Contact: Michaela Newnham
E-mail: mnewnham@adf.gov
Phone: 202-673-3916
Web site: www.adf.gov

Centers for Disease Control and Prevention 
International Emergency and Refugee 
Health Branch
Resources for Business Persons
Contact: Michael Gerber
E-mail: cdcinfo@cdc.gov
Phone: 404-498-0903 
Web site: www.cdc.gov/nceh/ierh/default.
htm

Department of Labor: Bureau of Interna-
tional Labor Affairs
Resources for Business Persons
Contact: James Carter
E-mail: carter.james@dol.gov
Phone: (202)-693-4770 
Web site: www.dol.gov/ilab 

Environmental Protection Agency: Office 
for International Affairs
Resources for Business Persons
Contact: Joan Fidler
E-mail: fiddler.joan@epa.gov
Phone: 202-564-661
Web site: www.epa.gov/oia

Export-Import Bank of the United States
Business Development
Contact: C. Michael Forgione, VP of 
International Business Development 
E-mail: Michael.Forgione@exim.gov
Phone: 202-565-3224 
Web site: www.exim.gov

Inter-American Foundation
Corporate Support
Contact: Juanita Roca
E-mail: jroca@iaf.gov
Phone: 703-306-4302 
Web site: www.iaf.gov

Millennium Challenge Corporation
Corporate Support
Contact: Davy Kong 
E-mail: kongd@mcc.gov
Phone: 202-521-3600
Web site: www.mcc.gov

Overseas Private 
Investment Corporation
Private Sector Development 
Contact: Allison Germack
E-mail: agerma@opic.gov
Phone: 202-996-8651
Web site: www.opic.gov 

U.S. Agency for International 
Development
Corporate Support
Contact: Marilyn Marton
E-mail: mmarton@usaid.gov
Phone: 202-712-1500
Web site: www.usaid.gov

U.S. AID: Global Development Alliance
Resources for Business Persons
Contact: Jim Thompson
E-mail: Thompson@usaid.gov
Phone: 202-712-4272
Web site: www.usaid.gov/our_work/global_
partnerships/gda

U.S. Department of State
Bureau of Economic and 
Business Affairs
Contact: Daniel S. Sullivan, Assistant 
Secretary
Phone: 202-647-4000
Web site: www.state.gov/e/eb 

U.S. Small Business Administration
Office of International Trade
Contact: Manuel A. Rosales, Assistant 
Administrator for International Trade
E-mail: lender.oversight@sba.gov
Phone: 202-205-3049 
Web site: www.sba.gov/oit/info/index.html

APPENDIX III: Who’s Who in the U.S. Government
A Corporate Citizenship Index for Business
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3M
Abbott Laboratories
Accenture
Adecco USA
adidas
Adobe Systems Incorporated
Advanced Micro Devices, Inc.
AES Corporation
Air Products and Chemicals
Alcan
Alcoa
Altria
Amerada Hess Corporation
American International Group
Ameritech Recyclers
AMETEK
Areva 
Argentum  
Axiom Consulting Group
Bain & Company
BASF
Bayer
Bigston Foundation 
Booz Allen Hamilton
Boston Consulting Group
BP
Bristol-Myers Squibb
Cargill, Inc.
Caterpillar
CEMEX
CH2M HILL
Chevron Corporation
Cisco Systems, Inc.
Citigroup Inc.
Coca-Cola Company
ConocoPhillips
Cooper Tire & Rubber Company
Credit Suisse Group
DaimlerChrysler Corporation
Dell
Deloitte Touche Tohmatsu
Deutsche Bank
DFI International  
Diageo
Dow Chemical Company 
DuPont
E. I. du Pont de Nemours and Company
Eastman Kodak Company

eBay Inc.
Edelman
Entergy Corporation
Ericsson
Ernst & Young LLP
Exelon
ExxonMobil Corporation
Ford Motor Company
Freeport-McMoRan Copper & Gold Inc.
Gap Inc.
General Electric 
General Motors
GlaxoSmithKline 
Goldman Sachs International
Goodyear Tire & Rubber Company
Halliburton
Hewlett-Packard Company 
Honda Motor Company
HSBC Holdings plc.
i2 Technologies, Inc.
Infosys Technologies
ING Groep N.V.
Intel
Interface
International Business Machines Corporation
International Paper Company
ITT Industries
Johnson & Johnson
Johnson Controls
JPMorgan Chase & Co.
Kimberly-Clark Corporation
KPMG Foundation
Levi Strauss & Company
L’Oréal SA
M.A.C. Cosmetics
Marathon Oil
Marriott International, Inc.
McDonald’s Corporation
McKinsey & Company
Merck & Co., Inc.
Merrill Lynch
Microsoft Corporation
Mitsubishi Corporation
Mitsui & Co.
Morgan Stanley
Morningstar Foundation 
Motorola
Nestle

APPENDIX IV: Companies and Corporate Foundations in the 
United States that Invest in Global Corporate Citizenship 

New York Times
Newmont Mining Corp  
Nike Inc.
Nissan Motor Company
Nokia Corporation
North Star Fund
Oracle
Overstock
PepsiCo
Perot Systems Corporation
Pfizer Inc.
Philip Morris
PricewaterhouseCoopers
Procter & Gamble
Reebok
Reuters Group
Rio Tinto
Royal Bank of Scotland Group
Royal Dutch Shell 
Royal Philips Electronics
S.C. Johnson & Son
Samsung
Sanyo
SAP
Siemens
Sony Corporation
Starbucks Corporation
Starwoods Hotels and Resorts
Symantec Corporation
Technology Ventures
Time Warner
Toshiba Corporation
Toyota Motor Company
Turner Broadcasting System
Unilever
United States Steel Corporation
United Technologies Corporation
Unocal 
Visa
Visteon Corporation
Vodafone Group
Volkswagen
Voxiva
Western Union
Weyerhaeuser Company
Whirlpool Corporation

The Business Civic Leadership Center compiled the following list 
from its research on and tracking of global corporate citizenship.







For other recent reports by BCLC, visit www.uschamber.com/bclc/media






