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Trust has become a major issue for U.S. companies. It affects 
corporate brands, transaction costs, new product launches, 
protection against fraud, protection against misrepresentation by 
outside parties, entire industries, and the business community 
at large. The Enron scandal did not affect just the thousands of 
employees, customers, investors, and retirees who depended on the 
company.  It led to the Sarbanes-Oxley Act, which has had a massive 
impact on capital markets and corporate governance. While trust is 
an intangible asset, the decline in trust has had a tangible impact on 
business. As a result, an increasing number of businesses are looking 
for tools to build trust.   

In response to this need, the Business Civic Leadership Center’s 
(BCLC) �006 Partnership Conference, Organizational Values and 
Stakeholder Trust, tackled the subject of how companies can become 
more active in building and maintaining trust and what needs to 
be done to promote better business and society relations. Trust is 
not just a business issue; it is a societal issue affecting government 
agencies, nonprofit organizations, universities, the media, and 
even religious institutions. We are all in this together, and lasting 
solutions will require collaboration between the sectors — 
strengthening such practices as role modeling, actively teaching and 
managing ethics, promoting civil dialogue, and facilitating public-
private partnerships and constructive relationships.

Trust affects relationships with a company’s stakeholders. It affects 
employee recruitment, retention, and morale. It affects customers’ 
loyalty to products and brands. And it affects how companies are 
received in communities, reported on in the news, and regulated by 
the government. It can powerfully enhance productivity by fostering 
teamwork, cooperation, and partnerships.

Leading companies are focused on strengthening internal corporate 
cultures and building trust and communication among employees. 
They are engaging with advocacy organizations and community 
leaders. They are using technologies like intranets, blogs, webinars, 
and conference calls to share information and exchange ideas. They are 
implementing credos, value statements, and internal codes of conduct 
and increasing the transparency of their operations. In short, they are 
practicing stakeholder relationship management and are building 
social capital.

Executive Summary

While trust is an 
intangible asset, the 
decline in trust has 
had a tangible impact 
on business. As a 
result, an increasing 
number of businesses 
are looking for 
tools to build trust.  
Leading companies 
are focused on 
strengthening internal 
corporate cultures 
and building trust and 
communication among 
employees.  
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These practices yield many benefits, including:

• Organizational productivity, including strong collaborative   
 relationships among employees, ease of information transfer   
 throughout the company, quick implementation of new and 
 existing programs and projects, and a shared sense of    
 camaraderie

• Employee belief in and commitment to the 
 company’s mission

• High levels of employee morale and retention

• Informal socializing and a diversity of friendships 
 among employees

• A willingness of new hires to make a lateral move or take 
 a pay cut to work at the company

• Strong relationships with a company’s external stakeholders, 
 such as shareholders, suppliers, and investors

• External acknowledgement as an “employer of choice,” 
 a “neighbor of choice,” or a “vendor of choice”

We realize that the subjects of trust management and stakeholder 
relationship management are going to rapidly develop over the 
coming years. As such, we welcome and encourage additional 
contributions to the discussion. Much needs to be done to 
build up metrics, define successful practices, and analyze trust 
management data and performance. BCLC will continue to do its 
part to document practices, policies, and corporate profiles; develop 
additional information tools; and identify other strategies to 
improve business and society relations.

Executive Summary

Much needs to be 
done to build up 
metrics, define 
successful practices, 
and analyze trust 
management data 
and performance. 
BCLC will continue to 
do its part.
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By Norman Augustine, Retired Chairman and CEO, 
Lockheed Martin Corporation

If anyone ever believed that ethical transgressions can be 
conveniently overlooked, the recent experience of the business 
community, involving such firms as ImClone (7), Rite-Aid (8), 
Computer Associates (1�), Westar (18), Adelphia (15), Dyner-
gy (��), Tyco (�5), WorldCom (�5), and Enron (165), must cer-
tainly have disabused them. The numbers shown in parentheses 
are, of course, not stock prices; rather, they display the number 
of years executives of these firms were sentenced to prison. As 
a professional baseball player once prophetically noted, “The 
world bats last.”

Perhaps even more troublesome, if that is possible, is a con-
temporary survey of college seniors in which 56 percent of the 
respondents indicated they believe the only difference between 
the executives of Enron and those of other large companies is 
that the ones at Enron got caught.

My own experience, which spans nearly �0 years in business 
and 10 years in government, suggests that cases such as those 
cited above are not even vaguely representative of the behavior 
of the large number of firms with which I have competed, 
partnered, transacted business, provided oversight, or been 
employed. Nonetheless, the damage done by what must 
admittedly be recognized as more than a few bad apples, has 
been monumental.  

As a result of these and other considerations, the business com-
munity has undertaken a vigorous program to do its part in 
preventing the recurrence of such ethical and legal lapses. This 
report provides a penetrating look into such efforts and seeks to 
help point the corporate world’s ethical compass to true north.

Foremost in assuring proper corporate ethical comportment, in 
my judgment, is the “tone at the top.” And that tone can only 
be set the old-fashioned way: by example — not simply words.  
Creating an environment of always expecting everyone to do the 
right thing is important because, as Stanislaw Lee put it, “Each 
snowflake in an avalanche pleads not guilty.” Most instances 
of major ethical lapses by nominally decent people have their 
origin not as considered decisions to do the wrong thing but 
rather as “modest transgressions of convenience,” undertaken 

 Foreword

Norman Augustine, retired chairman and 
CEO of Lockheed Martin Corporation, 
delivered the keynote address at a BCLC 
conference on May 18, 2006.
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because the prevailing corporate environment tolerates, or even 
endorses, such behavior. These so-called minor transgressions 
then snowball into infractions of a magnitude that eclipses 
anything that had originally been imagined. The authors of The 
Smartest Guys in the Room quote a former senior Enron executive 
speaking of the company’s accounting and business practices as 
saying, “We started out taking one hit of cocaine, and the next 
thing you know, we’re importing the stuff from Colombia.”

Unfortunately, life’s dilemmas are plagued with subtleties and 
conditional interpretations. There are those who believe that 
ethical behavior can be defined by a laser-sharp bright line, 
black or white, ethical or unethical. Unfortunately, I have 
rarely found matters to be that straightforward.  In a lighter 
vein, when I had just graduated from college I had a rather 
contentious friend who managed to get a zero on his state’s 
written true-false driver’s test! Now, that is not easy to do, and 
it led to a prolonged quarrel between himself and the state’s 
Department of Motor Vehicles. 

 The first question on the examination had been, “If you ap-
proach an intersection and there is a flashing red traffic light, 
you should always come to a complete stop and then proceed 
with caution.” True or false? My friend wrote false. He reasoned 
that if a policeman were standing in the intersection motioning 
you to proceed, you should then disregard the flashing red light 
and, as instructed by the policeman, continue with caution. My 
friend managed to find a similar argument for every single one 
of the examination’s �0 questions! The point being that, like 
the driver’s test, many of life’s questions do not seem to have 
absolute answers, And when one finds one’s self employing tor-
tured logic to arrive at a desired conclusion, it is usually time 
for a major reassessment.

A second characteristic of ethical decision-making is that, as 
has oft been noted, once an ethical error has been made there 
is no undoing it. The words of Omar Khayyam, written nearly 
1,000 years ago, eloquently summarize this truth:

 The Moving Finger writes; and having writ,
 Moves on:  nor all your Piety nor Wit
 Shall lure it back to cancel half a Line,
 Nor all your Tears wash out a Word of it.

In fact, from both a legal and public relations perspec-
tive, the violation that almost invariably proves decisive 
is the attempted cover-up. The futility of such efforts is 
illustrated by the escapades of one Evel Knieval, who was 
renowned for trying to leap deep chasms in two bounds 
— a strategy that served him no better than it serves those 
who would seek to compound one ethical misdeed with a 
second.

The root problem of achieving unwavering ethical com-
portment is that doing the right thing does not always 
produce the desired outcome — at least in the short term. 
In fact, it very often does not produce the desired outcome. 
As a case in point, some years ago the day before the com-
pany I was serving was to submit a bid for a new contract, 
it received in the mail what appeared to be a legitimate 
copy of our competitor’s bid sheet — apparently sent by a 
disgruntled employee of the other firm. Although the bid 
price displayed on the form was slightly lower than our 
own intended bid, our employees submitted the planned 
number unchanged. We, of course, lost the contract. But 
I know of no one who questioned the employees’ decision 
as being other than in the best, long-term interests of the 
company, its customers, its employees, and its shareholders.

It has been said that the true test of ethics is not what one 
does under the glare of the public spotlight but what one 
does when altogether alone and under crushing pressure. 
Former Supreme Court Justice Potter Stewart advised, 
“Ethics is what is the right thing to do, not what you have 
a right to do.”

This report prepared by the Business Civic Leadership 
Center of the U.S. Chamber of Commerce represents a 
significant step forward — focusing on what is the right 
thing to do.

 Foreword
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Trust has become a major issue for U.S. companies. It affects 
corporate brands, transaction costs, new product launches, protection 
against fraud, protection against misrepresentation by outside 
parties, entire industries, and the business community at large. 
The Enron scandal did not just affect the thousands of employees, 
customers, investors, and retirees who depended on the company.  
It led to the Sarbanes-Oxley Act, which has had a massive impact 
on capital markets and corporate governance. While trust is an 
intangible asset, the decline in trust has had a tangible impact on 
business. As a result, an increasing number of businesses are looking 
for tools to build trust.   

In response to this need, the Business Civic Leadership Center’s 
(BCLC) �006 Partnership Conference, Organizational Values and 
Stakeholder Trust, tackled the subject of how companies can become 
more active in building and maintaining trust and what needs to be 
done to promote better business and society relations. This report is 
based on the Partnership Conference, additional research compiled 
by the BCLC staff, and inputs from many companies.

Why Does Trust Matter?

According to a wide range of research studies, trust, and the lack of 
it, are pressing issues affecting business and society relations today. 
Here are some of the reasons:

• According to a �005 World Economic Forum survey, trust in   
 political and economic institutions is at its lowest level since   
 January �001. 

• WirthlinWorldwide, Inc. found that by July �00�, on the   
 first anniversary of the Sarbanes-Oxley Act and less than 18   
 months after the Enron scandal first broke, CEOs of large   
 companies enjoyed only a 6 percent approval rating. 

• According to AuditAnalytics.com, auditing and related fees   
 jumped �0 percent in �005 to $�.5 billion among 500    
 Standard & Poor’s companies as a result of Sarbanes-Oxley. 

• Weber Shandwick Worldwide attributes the replacement in �005  
 of 15.� percent of CEOs worldwide to governance reforms. 

The Business 
Civic Leadership 
Center’s (BCLC) �006 
Partnership Conference, 
Organizational Values 
and Stakeholder Trust, 
tackled the subject of 
how companies can 
become more active in 
building and maintaining 
trust and what needs 
to be done to promote 
better business and 
society relations. 
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• Edelman’s �006 Trust Barometer shows that over the last   
 year, levels of trust in business hovered around only 50 
 percent in the United States and �� percent in Europe. Edel-  
 man also reported that U.S. companies operating in Europe   
 generally face lower trust levels just for being American.

• The Ethics and Compliance Officer Association (ECOA) has   
 reported a twofold increase since �001 in the number of 
 companies with ethics officers. 

• The international law firm of Fulbright & Jaworski found   
 that the average U.S. company faces �05 lawsuits worldwide.   
 For the average billion-dollar company, the number is even   
 higher at 556 cases, with about half of those companies    
 reporting that they received as many as 50 new lawsuits    
 a year. 

• According to Ernst & Young, “shrinkage” (i.e., theft and 
 unaccounted loss of product) costs American retailers 
 $�6 billion annually.  

• Financial services companies paid $1.� billion to settle court   
 cases brought by New York Attorney General Eliot Spitzer. 

• Boston College’s Center for Corporate Citizenship has reported   
 that stakeholder groups increasingly affect the “license to operate”  
 of many major companies. They don’t just sue companies; they   
 can harass and vilify executives, produce blogs to teach creative   
 means of business disruption, publish company secrets, ruin   
 reputations, and ultimately imperil the future of the business. 

To sum up, trust matters profoundly. It affects:

 • Corporate reputation
 • Transaction costs
 • Ability to launch new products
 • Marketing
 • Employee recruitment, retention, and morale
 • Protection against fraud
 • Protection against misrepresentation by outside parties

Every time there is a trust crisis in the United States, the structure 
of the economy is affected. At the dawn of the �0th century, much 
of the American economy was organized into trusts.  Muckraker 

Introduction
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journalists like Ida Tarbell exposed issues and practices in the oil and 
gas and meatpacking industries, and Theodore Roosevelt’s adminis-
tration began to enforce the Sherman Antitrust Act and change the 
keiretsu-like economic structures that banks of that era had set up. 
Before this first crisis, the U.S. economic system looked a lot like 
Japan’s. Bank officers might have been on the boards of hundreds of 
companies, and industries were combined into a few massive cartels. 
The first trust crisis led to the decentralization of the American 
economy and the de-concentration of economic power. 

The second trust crisis was precipitated by the 19�9 stock market 
crash and the Great Depression, and led to the imposition of the 
Glass-Steagall Act, separating commercial and investment banking. 
Franklin D. Roosevelt’s administration instituted the Securities 
and Exchange Commission and instigated reforms at the New York 
Stock Exchange. This trust crisis led to much greater transparency 
and accountability, the growth of the modern accounting industry, 
and a huge increase in the regulatory burdens imposed on business.
And now, in the midst of the current trust crisis, we are still 
assessing the impact of Sarbanes-Oxley and other ripple effects 
caused by the �001–�00� corporate scandals and the ensuing 
governance mandates.

Given the historic consequences of low trust for business, it is 
surprising that not more companies and industries view maintaining 
trust as central to their business plan and long-term interests.  

Why Don’t Businesses Do a Better Job of Building Trust?

If trust matters so profoundly, why do companies not do a better 
job of building and maintaining it? BCLC posed this question to 
a number of companies, and the following comments reflect their 
feedback: 

• Blame the lack of metrics. What gets measured, gets 
 managed. Trust is intangible and hard to measure, so it is   
 hard to gauge performance.

• Blame corporate structure. There is a lack of clarity on who   
 is responsible — is it the CEO? Human resources department?   
 Corporate directors? Ethics officers? Ethics officers tend to focus   
 on compliance, not good will. Community relations could be a   
 key office, but sometimes lacks the stature within companies to be  
 taken seriously. 

“The truth is that all companies 
get judged by the few that are not 
performing ethically. Multinational 
corporations have to be clear about 
their values everywhere they do 
business. Companies cannot “sell” 
trust unless they are excellent across 
many different aspects, such as 
product and service quality, supply 
chain management, or good employee 
relations.”

Stanley S. Litow, VP of Corporate Community 
Relations, and President, IBM International 
Foundation, at BCLC’s 2006 Partnership 
Conference

Introduction
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• Blame CEO turnover. CEOs come and go often — only ��   
 percent of Fortune 500 CEOs remain at the same company   
 as chief executive for five years or more (Weber Shandwick   
 Worldwide), causing a decline in leadership.

• Blame employee turnover. According to a Walker Informa-  
 tion survey, employees now expect to change employers as   
 many as 1� times in their careers. The decline in average   
 employee tenure means a decline in employee loyalty    
 and a less institutionalized culture. The result is that many   
 companies have “shallow cultures” that are easily influenced   
 or changed when new leadership comes in, and that employ-  
 ees often lack loyalty to the organization and to each other.

• Blame “bad apples.” At the height of the corporate scandals,   
 how many rogue companies were there? Ten? Fifteen? We   
 are talking about a fraction of all publicly traded companies,   
 yet they affected the business climate for everyone else.    
 Bad apples also can be found within companies — rogue 
 employees can increase liability or cause embarrassment    
 for their employer. 

• Blame the media. The media often cover just the negative and   
 corrupt stories of business, not the good stories. 

• Blame the economic cycle. When times are good, people love   
 business. When times are bad, they turn on business. Trust   
 appears to be a function of the economic cycle.

• Blame globalization. Globalization poses new challenges — 
 different countries have different ways of doing things, and in   
 some countries, effective governance and an ethical (non-corrupt)  
 culture have yet to emerge.

Clearly, there are a lot of factors affecting the ability of companies 
to manage trust.

On the Other Hand: Corporate Culture Affects Trust

One conclusion is clear: Corporate culture matters to how a company 
builds trust. 

Introduction

“A challenge for multinational 
corporations is that many 
countries have varying standards 
that often go unenforced, 
which leads to the question of 
whose responsibility it is to 
develop and adapt standards. 
To try to compensate for that 
challenge, companies need to 
make sure that their actions and 
their communication work in 
harmony everywhere they operate. 
Companies cannot wait for a 
crisis to happen before making 
the decision to improve — the 
inclination that crisis ‘will never 
happen to you’ is unrealistic.” 

Kirk Stewart, APCO Worldwide and former 
Global VP of Corporate Communications for 
Nike, at BCLC’s 2006 Partnership Conference
 

Patrick Mulva from ExxonMobil explained 
the company’s standard approach for doing 
business, which is consistent in all of the 200 
countries where it operates. 
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Culture — or the dominant values, attitudes, and behaviors within 
a company — is important to the success and vibrancy of any 
organization. A company’s culture is all-encompassing. It affects 
every internal aspect of an organization, and some companies are 
going to great lengths to establish or strengthen a positive culture. 

Satisfied employees, ethics training for all levels of employees, and 
“tone at the top” emerged as the most important aspects of corporate 
culture during BCLC’s Partnership Conference. 

Satisfied Employees
So far, every company that has self-identified that it has a healthy 
culture emphasizes the value of its people. For example, Southwest 
Airlines believes that information about how a company acts on 
the inside will always make its way to the outside. It emphasizes 
creating an exceptional workplace for its employees as a way to 
maintain employee satisfaction and stakeholder trust. 

Ethics Training and Codes of Conduct
Many companies institute internal codes of conduct and provide 
ethics training. According to BCLC’s �005 State of Corporate 
Citizenship survey, 9� percent of U.S. businesses rank operating 
with ethical business practices as either very important or critical for 
the success of their business.

ExxonMobil, for example, provides each employee with the 
company’s “Standards of Business Conduct,” and uses management 
systems based on the Standards to measure and evaluate managers’ 
performance.

Tone at Top 
“Tone at top” means more than what the CEO is saying. Tone 
includes the personality of the company, communicating corporate 
values from the top level to the bottom level so that even through 
executive leadership changes, the company culture does not 
waver. This leadership style makes employees at every level of 
the organization a critical part of internal rapport and external 
perception.   

To summarize, trust is a game-changing issue for business and is of 
vital importance, but there are a variety of reasons why companies 
have not done a better job of managing it. The next section of this 
report takes a look at a few of the ways businesses are engaging in 
trust management.

Ginger Hardage, Southwest Airline’s senior 
vice president for corporate communication, 
explained to a BCLC conference audience that 
the company’s employees are central to its 
positive corporate culture.

Introduction

McAfee’s “Ethics First” program 
combines an online course about the 
company’s standards of conduct with 
supplemental, performance-based 
courses that customize content for 
employees in various job functions. 
McAfee uses a third-party vendor 
to provide an anonymous way for 
employees to report ethical issues, and 
also provides a tips hotline. McAfee’s 
directors meet every two weeks to 
discuss the tips. 

Accenture faced the challenge of 
having to translate its code of ethics 
into many languages. The company 
now uses training methods that are 
specific to each country in which it 
operates, integrating exercises, quizzes, 
video, and an ethics glossary in all of 
its training material. 

AN INSIDE LOOK
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Drivers of Trust

Richard Edelman, president and CEO of Edelman and opening 
speaker at BCLC’s �006 Partnership Conference, offered three 
factors that promote, or “drive,” trust.

Company-Specific Behaviors: “Business tangibles” are the only trust-
driver that companies have direct control over, and throughout the 
world, behaviors such as selling a quality product or service and 
paying attention to customers’ needs are consistently ranked as 
trustworthy behaviors. Some business tangibles vary in importance 
by region. “In the U.S., it’s nice to have good employee relations,” 
said Edelman. “In Europe, it’s critical.”  

Industry: The type of sector in which a company operates can impact 
trust levels. For example, in the United States, the automotive 
industry ranks among the least trusted industries, but in Japan, 
trust in that same industry is high. The technology, retail, and 
consumer products industries are highly trusted around the world. 
Also generally consistent is low trust in the energy and media and 
entertainment sectors.

Country of Origin: Nationality has negative impact for U.S.-based 
companies in Europe but positive impact for U.S. companies 
in Japan, China, and Brazil. Throughout the world, Canadian, 
German, and British companies experience relatively high levels of 
trust, while firms from China, India, and South Korea generally are 
not highly trusted.  

Trust and Social Capital

Companies that actively manage trust benefit from high levels of 
social capital. Social capital is indicative of a company’s culture.
Social capital includes:

 • Teamwork
 • The attitude, spirit, and willingness of people to 
  engage in collective activities
 • Relationships among people with associated norms of   
  behavior, trust, and cooperation that enable an organization   
  to function effectively.

What Is Trust Management All About?

Richard Edelman, president and CEO of Edelman, 
presented the 2006 “Edelman Trust Barometer” at 
BCLC’s Partnership Conference on May 18, 2006.
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 • Employee collaboration and cooperation through such   
  mechanisms as networks, shared trust, norms, and values to   
  achieve company priorities
 • The ability of employees to effectively solve 
  common problems
 • Trusting relationships with business partners, 
  nonprofit partners, and other external stakeholders

What Companies Are Doing to Build Trust 
and Social Capital

More and more companies pay attention to the way their corporate 
culture and practices affect trust. Trust-building activities that 
focus on employee relations can include:
 
 • Training
 • Coaching and mentoring less experienced employees
 • Reverse coaching (younger employees mentor older    
  executives about technology or new social mores)
 • Volunteerism and team-building exercises
 • Team-building retreats
 • Awards, incentives, and recognition ceremonies
 • Internal communications — intranets, bulletin boards,   
  company magazines, e-newsletters, open forums, town   
  hall-style meetings, and “ask the CEO” exercises
 • Dissemination of a corporate credo, statement of principles, 
  or value statement

Trust management is equally important for a company vis-à-vis its 
external constituencies, including investors, government officials, 
media, issue advocacy organizations, and community and consumer 
groups. There are a number of tools that companies are using to 
build relationships with external parties:

 • Transparency: the willingness to disclose information   
  and acknowledge mistakes; approach requires good    
  communication skills and a “nothing to hide” attitude
 • Approachability: the willingness to listen to or partner 
  with outside groups
 • Stakeholder engagement: the practice of partnering with   
  community organizations, advocacy groups, or government   
  officials to collaborate on shared projects and interests

What Is Trust Management 
All About?

Symetra integrates socially 
responsible activities in 
its business operations. It 
does not just donate funds 
— it encourages personal 
involvement. Participation 
in community organizations 
by Symetra executives and 
employees helps bring 
sustainability and stability to 
entities that contribute to the 
overall community foundation. 

One example is Symetra’s 
involvement with a Mississippi 
Gulf Coast YMCA. Symetra 
employees left their computers 
behind and built a playground 
in a Katrina-ravaged area 
(Symetra named it “Recovering 
Normalcy”). The project was 
completed, to the astonishment 
of the YMCA director. “We 
didn’t think anyone would finish 
what they started,” he stated. 
“Symetra did!”
 
The integration of socially 
responsible activities coupled 
with consistent business 
practices establishes and 
maintains trust throughout 
Symetra’s supply chain.

AN INSIDE LOOK
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Interestingly, recent research indicates that the CEO is no longer 
the best spokesperson for a company. Peer-to-peer communication 
is increasingly prized. Edelman’s �006 Trust Barometer shows 
that in the United States, 68 percent of survey respondents view 
peers and “a person like yourself” as the most trustworthy source 
for credible information about a company. Fifty-three percent 
trust nongovernmental organization officials, �5 percent trust a 
company’s employees, and only �8 percent trust a company’s CEO. 

For this reason, volunteerism and other community service activities 
are serving companies well because they help employees at all levels 
— “a person like yourself” — get in front of local community 
members.

How a Company Knows It Has Social Capital           
    
A company can be quite certain it has earned trust and enjoys social 
capital if it exhibits most or all of the following characteristics:

 • Organizational productivity, including strong collabora-  
  tive relationships among employees, ease of information   
  transfer throughout the company, quick implementation   
  of new and existing programs and projects, and a shared   
  sense of camaraderie
 • Employee belief in and commitment to the 
  company’s mission
 • High levels of employee morale and retention
 • Informal socializing and a diversity of friendships 
  among employees
 • A willingness of new hires to make a lateral move or take a   
  pay cut to work at the company
 • Strong relationships with a company’s external stakeholders,   
  such as shareholders, suppliers, and investors
 • External acknowledgement as an “employer of choice,” a   
  “neighbor of choice,” or a “vendor of choice”

The following section profiles several of today’s leading companies 
and provides an inside glimpse at ways they have earned trust and 
built social capital. 

What Is Trust Management 
All About?

Trust management 
is important for a 
company vis-à-vis its 
external constituencies, 
including investors, 
government officials, 
media, issue advocacy 
organizations, and 
community and 
consumer groups. 
Companies are using 
a number of tools to 
build relationships with 
external parties. 
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Chiquita Brands International
Partnership and Transparency

For much of its more than a century of history, Chiquita had looked 
at its business primarily through a financial lens, and not with equal 
respect for the environment and society, on which its operations 
also have impact. Throughout its early years, the company built 
railroads, houses, hospitals, ports, roads, electricity generation, 
water purification, and other infrastructure to bring bananas to 
market. In the process, Chiquita created thousands of jobs and 
contributed to the social and economic development of many rural 
areas in the Latin American tropics. Along the way, however, the 
company’s approach at times resulted in conflict over its labor and 
environmental practices in several countries. 
 
In the early 1990s, Chiquita began to re-think its business and 
developed a values framework that became central to all of its 
operations. Chiquita wanted to be responsible — to employees, 
investors, communities, and the environment. To shed questions 
about its past actions and transform itself into a responsible 
corporate citizen, Chiquita needed to commit itself to independent, 
verifiable standards from a credible partner, and in the process, 
implemented major changes in its Latin American banana 
operations.
 
The Chiquita-Rainforest Alliance partnership began in 199�, 
when Chiquita piloted on two Costa Rican farms the Rainforest 
Alliance environmental certification program, which has since been 
refined and strengthened through the engagement of a variety of 
stakeholders, including unions, governments, scientists, and other 
nongovernmental organizations.  
 
Since that initial test, Chiquita has achieved Rainforest Alliance 
certification on 100 percent of its owned farms in Latin America 
each year since �000. In addition, more than 9� percent of bananas 
from independent growers that supply Chiquita have also achieved 
Rainforest Alliance certification.
 
In the beginning, both organizations had to overcome differences 
and find common ground to move forward. The primary challenge 
was overcoming a lack of trust that had resulted from previous 
conflicts around issues both organizations had been involved with.
 “At the end of the day we learned to work together very well and 
respect one another’s point of view,” says David McLaughlin, senior 
director of social and environmental performance for Chiquita 
Brands International, based in Costa Rica. “Ninety-five percent of 
the time there are commonalities.”

Through a partnership with Rainforest Alliance, 
Chiquita has introduced major improvements in its 
Latin American operations.
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COMPANY SNAPSHOT

INDUSTRY
Fresh Fruit and Vegetable Production

REVENUE 
$ 3.9 billion

RECENT EXTERNAL RECOGNITION
• Rainforest Alliance certification 
 (environmental)

• Social Accountability 8000 
 certification (labor and human rights)

• EurepGAP certification (food safety)

The results of the partnership proved beneficial for both Chiquita 
and the Rainforest Alliance.  Chiquita has reduced operating costs 
and improved farm productivity, boosted its brand reputation, and 
provided an example of how industry and NGOs can work together. 
By collaborating with Chiquita, the Rainforest Alliance established 
mainstream credibility for its certification programs in other 
agricultural products, such as coffee and timber.  
 
Chiquita and the Rainforest Alliance brought together scientists, 
local communities, workers, and government officials to achieve 
positive changes, common language, and results. This partnership 
provides several important lessons for trust-building in public-
private partnerships:
 
•  Each partner can relinquish a degree of control to meet 
 the desired goals and objectives
•  A mission encompassing the triple bottom line does not do   
 away with economic benefit 
•  NGOs can move away from activism to collaboration 
 for practical solutions
•  Both business and NGOs can broaden their degree of    
 cooperation and transparency
•  An integrated values framework is necessary for    
 organizations to succeed in ways that are environmentally   
 sound, socially equitable, and economically viable
•  Successful partnerships bring credibility to both partners
 
The Chiquita-Rainforest Alliance partnership represents how 
integrating values, stakeholder engagement, and environmental 
and social accountability into business strategies and operations can 
improve profitability.
 
For more information, please contact Michael Mitchell, director 
of corporate communications, Chiquita Brands International, 
mmitchell@chiquita.com or 51�-78�-8959.

An in-store advertisement highlights the Chiquita-
Rainforest Alliance partnership.



18
1�

The Defense Industry Initiative on Business Ethics and Conduct 
(DII) is a unique organization of companies whose customer is the 
U.S. Department of Defense. DII signatories have joined together 
in a commitment to the highest standards of business ethics and 
conduct.

During the 1980s, at a time when defense spending was rapidly in-
creasing, allegations of improprieties by both industry and govern-
ment seemed to characterize defense procurement.  These allega-
tions eventually led to the appointment of the Packard Commission 
to study the matter and present recommendations for reform.  

In the Packard Commission’s interim report in February 1986, the 
Commission observed that public confidence in the defense industry 
had been eroded by reported instances of waste, fraud, and abuse 
within both the industry and the U.S. Department of Defense. The 
Commission concluded that the defense acquisition process, defense 
business environment, and confidence in the defense industry could 
be greatly improved by placing greater emphasis on corporate self-
governance.   

Partially as a result of the Commission’s recommendation, but also 
through their own initiative, the CEOs and other senior leadership 
of 18 leading defense contractors voluntarily joined together in the 
spring of 1986 and drafted six principles that formed the basis for 
the establishment of the DII. By June 1986, �� major defense con-
tractors had become signatories and pledged to adopt the principles.

Defense Industry Initiative
Ethics and Self Governance

1. Have and adhere to written codes of conduct
�.  Train employees in those codes
�.  Encourage internal reporting of violations of the code,     
 within an atmosphere free of fear of retribution
�. Practice self-governance through the implementation of   
 systems to monitor compliance with federal procurement   
 laws and the adoption of procedures for voluntary    
 disclosure of violations to the appropriate authorities
5. Share with other firms their best practices in    
 implementing the principles, and participate 
 annually in best practices forums 
6. Be accountable to the public

The DII has no full-time staff and depends largely 
on the volunteer time of industry representatives. 
Pictured: Richard Bednar, senior counsel, Crowell & 
Moring LLP

DII PRINCIPLES
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Most of the original signatories have remained with the DII over 
the last �0 years. By the end of �005, there were 67 DII signatory 
companies. In order to become a DII signatory, an organization 
must first be a U.S. defense contractor. Aside from adopting the six 
principles, all signatory companies must annually file a comprehen-
sive response to a detailed questionnaire, which forms the basis of 
DII’s report to the public — a partial fulfillment of DII’s commit-
ment to transparency and accountability. Companies not headquar-
tered in the United States or that are not U.S. defense contractors 
are not eligible to join the DII.     

The DII conducts and provides a number of activities and programs 
throughout the year for its members. These include an annual 
working group planning meeting, a best practices forum that is 
mandatory for signatories, and signatory workshops, as well as vari-
ous ethics-related conferences. In addition, members of signatory 
companies are invited to speak and participate in the events and 
activities of other relevant organizations.  

The DII Principles have endured because they promote sound man-
agement practices, ensure that companies are in compliance with 
complex procurement regulations, build corporate pride within 
employees, and operate to maintain public confidence in the defense 
industry.

For more information, please visit www.dii.org. 

The DII Principles 
have endured because 
they promote sound 
management practices, 
ensure that companies 
are in compliance with 
complex procurement 
regulations, build 
corporate pride within 
employees, and operate 
to maintain public 
confidence in the 
defense industry.

The Defense Industry Initiative on Business Ethics and Conduct (DII) comprises companies that 
do business with the U.S. Department of Defense and that have committed to principles of 
ethical business conduct. 
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Google
A Shared Sense of Community

Google is the world’s largest search engine. Its mission is to orga-
nize information and make it universally accessible and useful. The 
company was founded in the late 1990s out of a Stanford University 
dorm room by two students who wanted to develop a new approach 
to online search. 

Because Google was founded by young people, it is no surprise that 
the majority of the company’s employees are people in their �0s and 
�0s. More unique about the company, however, is not its average 
employee age or what it does in the marketplace, but how it treats 
its people, creates a sense of community, and provides unique services 
to employees related to family, fitness, health and well-being, conve-
nience, and fun.

Google places a high value on family and demonstrates this in vari-
ous ways. The company reimburses employees who adopt a child up 
to $5,000 to use toward related expenses and fees.  The company also 
provides near-site child care centers. Each center provides a high-
quality, developmentally appropriate curriculum with a teacher-child 
ratio of one teacher to every three children. In addition, Google 
invites the California Highway Patrol to their headquarters once a 
year to educate their employees about how to correctly install child 
car seats.  

Google also values fitness, health, and well-being. The company 
provides five onsite doctors free of charge, a dental clinic, and an 
unlimited sick leave policy. It has an onsite gym that contains a 

A Google employee at work
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swimming spa, volleyball court, sauna, and showers. The gym offers 
subsidized classes ranging from yoga and Pilates to kickboxing and 
spinning. Approximately 95 percent of its exercise classes are full at 
any given time. Google also provides onsite personal trainers who 
help employees manage their physical training program and nutri-
tional needs. Full-body and chair massage services are also available. 
In addition, Google offers a comprehensive six-month weight loss 
program, smoking cessation program, weekly walking group, and 
stress reduction assistance. Google also hosts an annual health fair 
that includes health-related tests at no cost, flu shots, and blood 
pressure screening. And the company sponsors the Google Environ-
mental Fair where employees learn about hybrid and electric cars, 
green housing, and local city and county services.    

Google also values convenience. It provides a free shuttle service to 
and from work for its California employees. Equipped with Wi-Fi, 
the service allows employees to work while they commute. The 
service is popular, receiving more than �,000 requests a month. An-
other service the company offers is MyConcierge, through which em-
ployees can make restaurant reservations and send flowers to loved 
ones. The company also provides onsite oil changes, car washes, 
laundry services, bike repairs, hair dressers, and a courier service. 
Most unique of all, Google offers free gourmet meals — breakfast, 
lunch, and dinner — every day to its employees.  

Having fun is important at Google. Every year, the company spon-
sors a summer picnic to allow employees and their families to get to 
know other employees and families. Google also sponsors an an-
nual all-expenses-paid ski trip, Halloween party, and winter holiday 
party. Google’s headquarters is littered with Ping Pong and foosball 
tables, as well as video games, pinball machines, and pool tables. A 
large percentage of the company’s employees are also active in vari-
ous clubs, ranging from wine tasting to athletic groups.       

Google’s overwhelming emphasis on its employees has created a 
shared sense of community and, as a result, has produced a number 
of positive outcomes for the company. Google is the world’s largest 
and most successful search engine, and continues to grow at a fast 
pace. The company has a high employee retention rate and low at-
trition rate.  It continues to expand and develop its existing services, 
such as Google Book Search, while at the same time launching new 
services, such as the Google Video Store. At the time of this writing, 
Google enjoyed a stock price of around $500 per share.  

COMPANY SNAPSHOT

INDUSTRY
Media and Business Services

�00� REVENUE 
$6.1 billion

RECENT EXTERNAL RECOGNITION
• Ranked as the “Best Company 
 to Work For,” Fortune, 2007 

• Ranked as one of “America’s 
 Most Admired Companies,” 
 Fortune, 2006

Google offers many employee perks, including 
gourmet meals and opportunities for recreation.
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General Robert Wood Johnson, who guided Johnson & Johnson 
from a small, family-owned business to a worldwide enterprise, 
believed that a corporation’s responsibilities should extend beyond 
the marketing and manufacturing of products. In his Try Reality 
pamphlet, he urged his business colleagues to embrace what 
he termed “a new industrial philosophy,” which he defined as 
a responsibility to customers, employees, the community, and 
stockholders, in that order. This philosophy formed the basis of 
what is today “Our Credo,” a one-page document that guides the 
actions of the corporation. At the time it was penned in 19��, 
business leaders and the media saw Our Credo as a refreshing and 
farsighted new approach to business management, and over the 
years it has earned the company wide public attention and praise.  

What makes Our Credo unique compared to conventional mission 
statements is its directness and clarity. The clarity of values and 
mutual respect it articulates sets Johnson & Johnson apart and 
creates competitive advantages in the marketplace.   

Johnson & Johnson has drawn heavily on the strength of Our Credo 
for guidance throughout its years, especially in challenging times. 
Perhaps the most widely known of those challenges occurred in 
198� and again in 1986 when unknown individuals placed cyanide 
in the capsule form of one of its products, TYLENOL®, and used 
the product as a murder weapon. The company took a $100 million 
charge against its earnings and voluntarily discontinued the sale 
of the product in capsule form. Johnson & Johnson managers and 
employees looked to Our Credo for guidance and direction in their 
decision-making. 

The company’s handling of the TYLENOL crisis is widely praised 
and used as an example for other companies to emulate. Through 
both crises, the company demonstrated its uncompromising 
commitment to the quality of its goods and services, reiterating 
how important it is to be honest with stakeholders and customers. 
As a result, the company’s reputation was preserved, while the 
TYLENOL brand was restored.            

Johnson & Johnson 
Values-based Decision-Making

We believe our first responsibility is to the doctors, 
nurses and patients,

to mothers and fathers and all others who use 
our products and services.

In meeting their needs everything we do 
must be of high quality.

We must constantly strive to reduce our costs
in order to maintain reasonable prices.

Customers’ orders must be serviced 
promptly and accurately.

Our suppliers and distributors must 
have an opportunity
to make a fair profit. 

We are responsible to our employees,
the men and women who work with us 

throughout the world.
Everyone must be considered as an individual.

We must respect their dignity and 
recognize their merit.

They must have a sense of security in their jobs.
Compensation must be fair and adequate,

and working conditions clean, orderly and safe.
We must be mindful of ways to help 

our employees fulfill
their family responsibilities.

Employees must feel free to make 
suggestions and complaints.

There must be equal opportunity 
for employment, development

and advancement for those qualified.
We must provide competent management,
and their actions must be just and ethical. 

We are responsible to the communities 
in which we live and work

and to the world community as well.
We must be good citizens – support good 

works and charities
and bear our fair share of taxes.

We must encourage civic improvements and better 
health and education.

We must maintain in good order
the property we are privileged to use,

protecting the environment and natural resources. 

Our final responsibility is to our stockholders.
Business must make a sound profit.

We must experiment with new ideas.
Research must be carried on, 

innovative programs developed
and mistakes paid for.

New equipment must be purchased, 
new facilities provided

and new products launched.
Reserves must be created to provide for adverse times.

When we operate according to these principles,
the stockholders should realize a fair return.

Our Credo



��
��

Johnson & Johnson has a responsibility to help those in need 
in communities around the world, as articulated in Our Credo. 
One way this responsibility comes to life is through employee 
volunteerism, disaster relief, and corporate philanthropy. Johnson 
& Johnson has a long history of providing disaster relief and 
philanthropy, dating back to 1906 following the San Francisco 
earthquake. Since that time, the company’s commitment to 
philanthropy and volunteerism has played an increasingly 
important role in communities around the world.

More than 60 years after its introduction, the values espoused in 
Our Credo are stronger than ever. Company employees participate 
in an annual survey and periodic Credo Challenges to evaluate just 
how well the company performs its Credo responsibilities. These 
assessments lead to action plans to improve upon performance. 
Our Credo has been translated into �6 different languages, linking 
more than �00 subsidiaries and nearly 116,000 employees in 57 
countries. 

COMPANY SNAPSHOT 

INDUSTRY
Pharmaceuticals Manufacturers

�00� REVENUE 
$50 billion

RECENT EXTERNAL RECOGNITION
• Ranked on the “100 Best   
 Corporate Citizens” list,   
 Business Ethics, 2006

• Ranked as one of “America’s  
 Most Admired Companies,”   
 Fortune, 2006

Company employees 
participate in an annual 
survey and periodic 
Credo Challenges to 
evaluate just how 
well the company 
performs its Credo 
responsibilities. These 
assessments lead to 
action plans to improve 
upon performance. 

Michael Peng, a senior analyst at Johnson & 
Johnson affiliate Alza Corporation, has been 
involved with Oakland Asian Students Educational 
Services since his freshman year at UC Berkley.
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KPMG LLP
Employee Community Involvement

KPMG, one of the world’s leading professional services firms provid-
ing audit, tax, and advisory services, takes an active role in support-
ing the communities where it operates, whether it is by lending as-
sistance in times of need or by working with them to create stronger 
foundations for the future. 

The firm recognizes that providing communities with both human 
capital and financial support is a priority, as organizations cannot 
achieve strong performance without first taking an active interest 
in the people they depend on: employees, clients, and those living 
in the communities where they operate. For KPMG partners and 
employees, being a responsible professional today means making a 
commitment to its communities — and following through in ways 
that truly make a difference for people everywhere.

Being outstanding corporate citizens is also a cornerstone of the 
firm’s “promise of professionalism.” The firm’s reputation — and 
its ability to continue flourishing — depend on this long-standing 
covenant. KPMG demonstrates this promise in the following ways: 

• Enhancing communities through community involvement
• Helping worthy causes through corporate and 
 individual giving 
• Supporting its people’s efforts to fulfill their own personal   
 vision of volunteerism and citizenship
• Working closely with KPMG International in its mission to   
 support and practice sound environmental management

KPMG employee volunteers create hurricane 
preparedness kits in Jubilee Center, Florida.
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The firm invests in a variety of initiatives that make a positive 
impact on the quality of life for its own people and those they serve. 
From the national Involve program, which mobilizes thousands of 
KPMG volunteers each year, to the firm’s global involvement in the 
Students in Free Enterprise organization, KPMG is helping those in 
need and enhancing the world around it in many ways. 

Involve was created to enable KPMG’s employees and partners to 
live one of the firm’s core values — commitment to community 
— by building a culture of corporate citizenship and creating oppor-
tunities for them to make a real and positive impact in the greater 
community. The program encompasses an array of initiatives that are 
as broad and diverse as the interests and concerns of KPMG’s �0,000 
U.S. partners and employees. 

Involve’s volunteers work with a host of leading nonprofits in-
cluding American Red Cross, American Cancer Society, March of 
Dimes, American Heart Association, and Junior Achievement.

Through Involve initiatives, KPMG employees and partners have 
contributed more than 150,000 volunteer hours to community 
service efforts and held nearly 800 volunteer events through their 
local offices annually. In addition, the company affords employees 1� 
hours of paid time off each year so they can volunteer for charitable 
or community projects of their choice, including specific events or 
longer term skill-based volunteer projects that help build capacity in 
the nonprofit sector or make a profound impact in their community.  

 

COMPANY SNAPSHOT

INDUSTRY
Financial Services

�00� REVENUE 
$4.1 billion

RECENT EXTERNAL RECOGNITION
• Ranked as one of the “Best   
 Companies to Work For,” 
 Fortune, 2007

•  Points of Light Foundation   
 Award for Excellence in   
 Workplace Volunteer Programs

•  Points of Light Foundation   
 National Family Volunteer Award

•  Companies That Care Honor Roll

•  Association of Volunteer   
 Administration’s Distinguished  
 Service Award

•  American Cancer Society   
 Eugene D. O’Kelly Award

•  American Cancer Society’s   
 National  Team Program   
 Recognition Award  

KPMG employee volunteers paint a school hallway at the Little Havana 
and Hialeah Institutes in Miami, Florida. 
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PAETEC Communications
Superior Customer Service

When Arunas Chesonis founded PAETEC Communications, Inc. in 
1998, he saw a need in the telecommunications industry. He, along 
with a group of founding executives, felt that no company priori-
tized superior customer service. By focusing on employees, Chesonis 
felt confident he could ensure such service, build customer loyalty, 
and create long-term profitability. 

The primary way PAETEC has produced superior customer service 
is by placing a high value on employees’ morale, family, and com-
munity involvement. Chesonis believes that if these qualities are in 
place and emphasized within a company, quality service will inevita-
bly result. For example, PAETEC hosts three large annual parties for 
employees’ families to allow employees to get to know one another 
outside the work environment. To promote community involvement, 
every PAETEC employee at the director level or above is allotted 
between $�,500 and $10,000 to give to local organizations of their 
choice, and many of the company’s executives serve on the boards of 
various charitable and philanthropic organizations.

PAETEC’s focus on people has led the company to make a variety 
of commitments to customer service. A unique characteristic of 
PAETEC, especially in the telecommunications industry, is that it 
ensures that its customers will always speak with a real person — not 
a recording — when they call the customer service line. Something 
as simple as always having a live employee answer the phone goes a 
long way in communicating to your customers that you value their 
business.

As a way to generate feedback about the company directly from 
those it does business with, PAETEC convenes customer advisory 
boards four times a year with representatives of those companies. 
A primary goal of these meetings is for the company to learn how 
it can improve on aspects where performance lags. Conducted in a 
non-sales atmosphere, these meetings allow PAETEC to partner with 
its customers to learn firsthand about their experiences with, and 
impressions of, the company, as well as gain better understanding of 
the potential telecommunications needs of customers.    

PAETEC emphasizes the importance of employee 
morale and satisfaction as a way to offer superior 
service to its customers.

PAETEC’s focus 
on people has led 
the company to 
make a variety of 
commitments to 
customer service. A 
unique characteristic 
of PAETEC, 
especially in the 
telecommunications 
industry, is that 
it ensures that its 
customers will 
always speak with 
a real person — not 
a recording — when 
they call the customer 
service line.
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PAETEC has also built superior customer service through its 
monthly “webinars” — seminars that take place over the Internet. 
PAETEC’s webinars allow the company to educate and inform its 
customers about new products and services, and are often moder-
ated by PAETEC executives.  Since the sessions are facilitated in real 
time, they encourage honest customer feedback and input.

A more personal contribution to customer satisfaction from the chief 
executive’s desk is Chesonis’s quarterly CEO Mail, an electronic mes-
sage sent to thousands of customers. CEO Mail informs and updates 
readers about PAETEC’s new products, services, and other corporate 
news.             

PAETEC’s emphasis on people and quality customer service has 
produced a number of positive results:

• PAETEC’s revenue grew from $�60 million 
 in �00� to $509 million in �005.

• PAETEC was ranked second on Deloitte’s Technology Fast   
 500 in �00�, and remained on the list at 15� in �00�.

• PAETEC received the American Business Ethics Award from   
 the Society of Financial Services Professionals in �005.

• PAETEC was an honoree for the Business Civic Leadership   
 Center’s Corporate Stewardship Award in �005 and �006.

PAETEC is happy to share the secrets of its success. First, to 
achieve superior customer service, make work meaningful for 
employees. Having a caring culture means the business begins and 
ends with people. Secondly, the greatest competitive advantage 
available to every company is the way its people work for each 
other. Any enterprise that wants to be successful should put people 
first, so that its employees will do the same thing in the way they 
relate to customers.

For more information, contact Dave Milhalyov at 
David.Mihalyov@paetec.com. 

COMPANY SNAPSHOT

INDUSTRY
Telecommunications Services

�00� REVENUE 
$500 million

RECENT EXTERNAL RECOGNITION

• Winner of American Business  
 Ethics Award, Society   
 of Financial Services   
 Professionals, 2005

• Honoree for Corporate 
 Stewardship Award, 
 Business Civic Leadership   
 Center, 2005 and 2006

A distinguishing characteristic of PAETEC’s 
customer service strategy is to make sure an 
employee, not a recording, handles customer 
service calls. 
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In 1999, Marc Benioff, an entrepreneurial executive from the 
Oracle Corporation, founded salesforce.com, a company that would 
soon become the worldwide leader in on-demand customer rela-
tionship management services. But Benioff’s ambitions extended 
well beyond being the industry leader and making money. He 
wanted to give back and use his company in new ways that would 
allow him to do that. He introduced a radical new approach to 
corporate philanthropy.

Benioff was inspired by the notion of “integrated philanthropy,” 
which combines the characteristics of giving and strategic business 
planning. He believed that the majority of companies were not ad-
equately leveraging their full giving potential, either because their 
philanthropic programs were not completely woven into the fabric 
of the organization, or because it was not an integral part of corpo-
rate culture. Not wanting to repeat this scenario, Benioff integrated 
philanthropy into the corporate culture of salesforce.com from the 
very beginning. He recognized how much easier this was to do in 
new organizations, as compared to older companies with fixed cul-
tures and traditions.  

Shortly after the company was started, the Salesforce.com Founda-
tion was launched with the mission to provide access to technology 
to young people in underserved communities and funding for youth 
entrepreneurship and education programs globally. The foundation’s 
uniqueness lies in its “1% Model.”

Salesforce.com
A New Approach to Corporate Citizenship

Salesforce.com

Salesforce.com employees, customers, and 
business partners build a playground during their 
annual user’s conference.

Getting involved with children and programs in under-resourced communities 
is a main strategic goal at the Salesforce.com Foundation.

Perhaps the most 
vital part of the 1% 
Model is employees’ 
contributions of 
1% of their time as 
volunteers. It is this 
aspect that fosters 
ties to the community 
and advances 
salesforce.com’s 
philanthropic mission.
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When salesforce.com went public, it placed 1 percent of its equity 
in the foundation, which is an independently financed 501(c)(�) 
public charity. The goal behind the 1 percent allocation is that as 
the company grows, the foundation will grow proportionately and 
be fully integrated into the company. When salesforce.com had its 
successful IPO, the foundation became a multi-million-dollar orga-
nization that now has assets of approximately $�0 million.

Another core part of the 1% Model is the product donation pro-
gram. By facilitating the donation of salesforce.com’s award-win-
ning on-demand customer relationship management application, 
the foundation helps nonprofit organizations more efficiently trace 
and manage their fundraising programs, school initiatives, volun-
teers, and sponsorship opportunities. The primary goal in this area 
is to help organizations save administrative funds that can then be 
put to better use in their core program areas.  

Perhaps the most vital part of the 1% Model is employees’ con-
tributions of 1% of their time as volunteers. It is this aspect that 
fosters ties to the community and advances salesforce.com’s phil-
anthropic mission. Employees have volunteered numerous hours to 
raise funds for a girls’ school in Kenya, take underprivileged kids 
on special outings like ice skating trips, build a playground for 
respite care children in Poland, sew sleeping bags for some of New 
York City’s homeless population, and build a home with Habitat 
for Humanity. The majority of the company’s employees contribute 
above and beyond the six days that are required every year.  In fact, 
85 percent of the company’s global workforce is active in volunteer 
service, as compared to the national average of 18 percent. More 
than �,000 salesforce.com employees have donated �0,000 volun-
teer hours to various causes around the world.      

Since its inception in �000, the Salesforce.com Foundation has been 
successful. It has created 60 technology centers and media programs 
with schools and nongovernmental organizations in 1� different 
countries, including Japan, Kenya, Israel, Singapore, and Ireland. 
More than 100,000 additional people worldwide now have access to 
the Internet and state-of-the-art technology programs. In addition, 
the foundation has recently opened new offices in New York, Dub-
lin, London, and Tokyo, with hopes to expand to other countries in 
the near future.

For more information visit www.salesforcefoundation.org.

COMPANY SNAPSHOT

INDUSTRY 
Computer Software

REVENUE  
$309 million

RECENT EXTERNAL RECOGNITION
• Ranked on the “100 Best    
 Corporate Citizens” list, 
 Business Ethics, 2006

• Winner of Corporate Citizenship   
 Award, Business Civic Leadership   
 Center, 2003

Volunteering at a cafeteria: Salesforce.
com employees made a positive impact on 
communities around the world by volunteering 
more than 17,000 hours in 2006.
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In an industry plagued with struggles to make profits and keep 
employees happy, Southwest Airlines has been profitable for an 
industry-record �� continuous years. The company enjoys a total 
market value that exceeds that of the other Fortune 500 airlines 
combined. The secret of Southwest’s success is the emphasis it places 
on its people.

Southwest has built its culture and reputation from the inside out. 
It values a happy workforce, and believes that its ��,000 satisfied 
employees will keep customers coming back. Southwest’s leadership 
has relied upon the company’s values — concern, respect, and caring 
for employees and customers — to define its culture, a culture that has 
been built around serving others.

Southwest’s hiring and training process is one of the chief ways it pro-
motes and advances its culture of service. One of the most important 
attributes Southwest looks for in potential employees is the desire to 
serve. Southwest likes to think of itself as a “customer service organi-
zation that happens to fly airplanes.” Instead of hiring people based 
solely on their skills and abilities, Southwest looks for people who have 
a heart for service, and then trains new hires on the skills they will 
need.  

Southwest also recognizes the importance of building and sustaining 
strong internal relationships. The company promotes from within its 
own ranks and provides the opportunity for employees to grow and 
learn from one another. 

Everyone at Southwest understands the role each individual plays and 
how employee actions contribute to the company’s success. Employees 
receive financial information and are encouraged to “think like own-
ers,” treating the company’s resources like their own. They also are 
able to see the big picture of what it means to work at Southwest when 
they participate in a “Day in the Field” with another work group. 

Information flows freely between Southwest’s employees and 
leadership, which is extremely important in an industry as heavily 
unionized as the airline industry. With 87.7 percent of its workforce 
unionized, these unclogged lines of communication are truly amazing.  

Southwest empowers its managers and front-line staff — those who 
deal daily with the customers — to act as problem solvers, often 
making decisions on the spot that can save the relationship with a 

Southwest Airlines
Talent Recruitment and Retention

A Southwest Airlines pilot greets passengers 
boarding a flight.
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customer. In the airline industry, a company is only as good as its 
customers’ last travel experience. Ginger Hardage, Southwest’s senior 
vice president for corporate communication, relayed a story about a 
Southwest pilot:

“There’s no manual from which to learn that,” said Hardage. “At 
Southwest, employees are encouraged to make decisions from the 
heart, and in turn, these proactive gestures provide positive benefits to 
the customers and the company.”

Southwest’s emphasis on hiring the right people and promoting a 
culture of service has produced a number of positive outcomes for the 
company: 

• In �005, Southwest earned profits of $�8� million and its assets   
 exceeded $1� million. In contrast to the billions of dollars in losses  
 reported in �005 for the U.S. airline industry, Southwest Airlines   
 reported its ��rd year of consecutive profitability — a record 
 unmatched in the aviation industry. 

• Since 1987, Southwest has received the fewest overall customer   
 complaints, as published in the Department of Transportation’s   
 “Air Travel Consumer Report.” In �005, Southwest again ranked   
 first in customer satisfaction.

• Among all industries in �006, Fortune has listed Southwest 
 Airlines as number three among America’s Top 10 Most Admired   
 corporations. 

• Southwest spent three years on Fortune’s “100 Best Companies   
 to Work For” list. 

• For the fifth year in a row, Business Ethics magazine listed 
 Southwest in its “100 Best Corporate Citizens” ranking.

COMPANY SNAPSHOT

INDUSTRY
Transportation Services and Airlines 

REVENUE  
$7.5 billion

RECENT EXTERNAL RECOGNITION
• Ranked as one of “America’s Most   
 Admired Companies,” 
 Fortune, 2006

• Ranked on the “100 Best    
 Corporate Citizens” list, 
 Business Ethics, 2006, 2005, 2004

On September 11, �001, after terrorists had brought 
the planes down, all other planes that were already in 
the air were grounded. A Southwest plane was directed 
to land at an airport that Southwest did not serve, and 
the passengers and crew were put up in a hotel. When 
Southwest management called the hotel to inquire about 
the passengers and crew, they were told that no one was 
there — the pilot had taken everyone from that plane out 
to the movies. 

A wall inside Southwest Airline’s headquarters illustrates 
the company’s dedication to a happy workforce.
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Wegmans is a family owned and operated grocery store chain that 
started in 1916 and has �5,000 employees and $� billion in revenue. 
In the 1980s, the crime rate, poverty rate, and school dropout rate 
were critically high in Rochester, New York. The Urban League put 
forth a call to action to local businesses to help alleviate these critical 
social problems. Robert and Danny Wegman of Wegmans Food Mar-
kets, Inc. answered the call by developing and executing Work-Schol-
arship Connection in 1987. The Wegmans and their senior employees 
used their knowledge and experience with their own workforce to 
develop Work-Scholarship Connection. 

Work-Scholarship Connection provides at-risk youths in grades 7 
through 1� with learning tools, including youth advocates, tutors, 
mentors, and where appropriate, a part-time job. Youth advocates, 
the cornerstone of the program, work with �0 students on a daily 
basis in full cooperation with the Rochester and Syracuse school 
districts, placing advocates in the schools who are just as much a 
part of the school culture as guidance counselors or physical educa-
tion teachers.

Wegmans
Business Leadership in the Community 

Hillside Work-Scholarship Connection students at work at Wegmans

President George H. W. Bush congratulates Robert 
B. Wegman, Chairman of the Board of Wegmans 
(deceased), upon his receiving a Points of Light 
award for the Work-Scholarship Connection in 1991.
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In 1991, Work-Scholarship Connection won an award for the best 
corporate charitable program in the nation from the Points of Light 
Foundation. Since then, the program has grown and thrived. In the 
mid 1990s, Wegmans turned over management of Work-Scholar-
ship Connection to Hillside Family of Agencies, a $100-million-
a-year social agency in central and western New York that has a 
positive track record in helping young people. The affiliation has 
enabled the expansion of part-time jobs, financial support, and qual-
ity improvements.

Hillside Work-Scholarship Connection (HW-SC) now serves 1,�00 
students in Rochester and Syracuse. It is supported by Wegmans, 
Monroe County, New York State, the United Way, and the Roch-
ester Business Alliance. HW-SC’s outcomes have been exceptional, 
with high school graduation rates the key measure of success. The 
traditional graduation rate for the population of students that HW-
SC targets is �0 percent; however, the graduation rate for students 
who participate in HW-SC is higher than 60 percent. Approximate-
ly 80 percent of HW-SC students go on to post-secondary education 
or have gainful employment at graduation. College scholarships are 
provided by Wegmans, the Rochester Institute of Technology, the 
University of Rochester, St. John Fisher College, Nazareth College, 
and many others.

HW-SC’s program model is now viewed not only as a civic and 
charitable program model but also as a business imperative. For ex-
ample, the employee turnover rate of students participating in HW-
SC is about �0 percent, compared to a turnover rate of 80 percent 
for student employees not enrolled in services. Lower turnover saves 
Wegmans a substantive amount of money.

Business leadership, as exemplified by Wegmans’ continuing pas-
sion for HW-SC, can truly make a significant positive difference in 
people’s lives. Danny Wegman is one of many in the community 
who support this model. However, HW-SC will not be successful in 
other communities unless a business champion steps forward, key 
community stakeholders become involved, and total commitment to 
the model is achieved, just as in Rochester, New York.

For more information, please visit www.wegmans.com/about/.

COMPANY SNAPSHOT

INDUSTRY 
Retail and Grocery Store

REVENUE 
$3.8 billion

RECENT EXTERNAL RECOGNITION
• Ranked as one of the “Best   
 Companies to Work For,” 
 Fortune, 2007

• Ranked as one of “America’s 
 Most Admired Companies,”   
 Fortune, 2006

Sen. Hillary Rodham Clinton, Wegmans CEO Danny 
Wegman, and student/employees at the Hillside 
Work- Scholarship Connection graduation in 2005

 



��
��

When Anne Mulcahy took the helm of Xerox in August of �001, it 
would have been a significant understatement to suggest the com-
pany was in bad shape. The company was teetering on the verge of 
Chapter 11 bankruptcy, had more than $17 billion in debt, and had 
recorded losses in the preceding six quarters. A reorganization of 
the company’s sales force had not gone according to plan. Custom-
ers were unhappy and the economy was in a downturn.  In addition, 
Xerox found itself in the middle of a protracted investigation by the 
Securities and Exchange Commission for accounting improprieties 
in its Mexico unit.  

Mulcahy’s plan for recovery was largely born out of what she had 
learned during her ��-year career with the company. Hired in 
1976 as a sales representative, Mulcahy quickly ascended the ranks 
in sales and human resources. Along the way, she recognized the 
importance of quality customer service and placing a high value on 
employees, and realized that no company could be successful with-
out these two characteristics in place. 

Mulcahy understood how important it was to project a sense of 
vision and direction for Xerox, and to clearly articulate where she 
wanted to take the company and the steps needed to get there.  
When she became CEO in �001, Mulcahy believed that effective 
communication is the single most effective component of a success-
ful turnaround, and that honest feedback is especially important 
in times of crisis. During the first 90 days of her tenure as CEO, 
she traveled to the company’s various offices across the country and 
listened to anyone who had a perspective on what was wrong with 
Xerox. As a result, she was able to gain a level of confidence and 
trust among her employees that had previously been absent in the 
company. Mulcahy believed that if her employees saw how hard she 
was working, she could inspire them to work harder. She was com-
mitted to leading by example.

Another critical component of Mulcahy’s strategy was creating 
a culture that placed a strong emphasis on employees — and 
thus customers. One thing that Mulcahy understood is that 
increased employee involvement directly increases customer 
satisfaction. Valuing employees meant that employees would value 
customers. Mulcahy increased the level of employee participation 
in management decisions and placed greater emphasis on a 
decentralized management style within the company.

Xerox
Inspirational CEO Leadership 

Xerox Chairman and CEO Anne Mulcahy is 
credited with leading the company though a 
successful turnaround.  
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Demonstrating strong leadership was also a part of the equation. In 
remarks she made at the National Chamber Foundation in Wash-
ington, D.C., in �00�, Mulcahy said that the difference between 
good leaders and great leaders is a paradoxical blend of personal 
humility and professional will. Great leaders are self-effacing; they 
deflect adulation and give credit to others.  Yet they have a stoic 
resolve to do whatever it takes to make their company great, while 
always putting the best interests of the company above their own 
ambitions.        

At BCLC’s �006 Partnership Conference, Organizational Values and 
Stakeholder Trust, a Xerox employee who participated in the con-
ference added to an inspirational leadership discussion by saying, 
“Anne is the only one who could have saved the company because 
people thought they could trust and follow her.”

By the end of �005, Xerox had substantially reduced its debt, in-
creased its cash on hand, and met or exceeded its earnings expecta-
tions in 1� of the last 1� quarters. The company has also been able 
to introduce more than 100 new products in the past three years, 
return to investment grade, win back market share, and increase its 
revenues.

COMPANY SNAPSHOT

INDUSTRY
Computer Hardware 
and Printing Services

REVENUE 
$15.7 billion

RECENT EXTERNAL RECOGNITION
• Ranked as one of “America’s  
 Most Admired Companies,” 
 Fortune, 2006

• Winner of Corporate Citizenship  
 Award, Business Civic   
 Leadership Center, 2005

• Ranked on the “100 Best 
 Corporate Citizens” list,   
 Business Ethics, 2005

Xerox encourages employees to volunteer in their communities through 
programs like the Science Consultant Program, through which employees like 
the ones pictured here bring real-life science experiments into the classroom.
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Recommendations

The following recommendations for increasing trust and social capital 
were collected at the �006 BCLC Partnership Conference: 

 • “Role modeling” needs to be strengthened as a discipline.
 
 • Companies should offer rewards and measurement tools   
  for values-based behavior.
 
 • Engage retired executives and other distinguished    
  individuals to serve as mentors to younger generations 
  as a way to transfer positive values and ethics. 
 
 • Encourage employee volunteerism: it is good for the    
  company and good for the employee. It increases job   
  satisfaction and builds a strong community presence and   
  positive relationships.

 • Companies should always practice transparency. In the   
  Internet age, the truth always comes out. Tell the truth first,   
  even if it is ugly — people will forgive mistakes when the   
  truth is told and processes are instilled to right a wrong.

 • Make sure employees understand and believe in the company  
  values. Employees are active in their communities and can   
  work on behalf of the company to build trust and be brand   
  ambassadors in front of public audiences.

 • Communicate one core message, but pick the communica-  
  tion vehicles and message depth that are appropriate to   
  each audience.
 
 • View all stakeholders as legitimate sources of information 
  and feedback. 

 • Collect and distribute best practices, company profiles,   
  and lessons learned in ethical/inspirational leadership.

“Even as trust in 
business is declining 
and cynicism is rising, 
the real story is that 
corporate America is 
changing for the better, 
and this will continue 
to happen.” 
Marc Gunther, Senior Writer, Fortune 

“The private sector could work 
with organizations such as the 
Ethics Resource Center or the 
Institute for Global Ethics to find 
processes to “institutionalize” 
ethical culture in large companies. 
It is not enough to depend on the 
current executive to lead the way; 
as leadership changes, the ethical 
culture has to remain. Another 
important issue is for the business 
community to be able to provide 
input when the government 
considers incentives for ethics. 
Companies have a lot of good 
information to share, but often 
are viewed as “influence peddlers” 
when trying to create dialogue 
with government about relevant 
issues.”

Scott Roney, Vice President, 
Archer Daniels Midland, at BCLC’s 2006 
Partnership Conference

Recommendations and Next Steps
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• Build partnerships between leading companies and business   
 schools. Business students remain cynical about the value   
 of ethics and think it means sacrificing competitiveness. There   
 is a need to bring real-life examples of ethical dilemmas into the  
 classroom and to not just teach business philosophy.

• Teach ethics as a parallel to quality management: if a defect   
 is uncovered after a product is already on the shelf, it is too late   
 — same with ethical crises.

• Invest in ethics training and mentoring for company managers,   
 who have the capacity to make or break their companies’ 
 reputation.

Next Steps for BCLC

Over the coming months, BCLC will:

 • Continue to document corporate practices to build trust
 • Convene forums and working meetings to analyze the   
  enabling environment for trust-building activities
 • Identify strategies to promote stakeholder relationship   
  management (SRM)
 • Develop publications that analyze the role of values and   
  trust in various business disciplines like finance, accounting,   
  and marketing

If you would like to find out how you can get involved, please 
visit www.uschamber.com/bclc or contact us at �0�-�6�-�1�� or 
BCLC@uschamber.com.

“Government 
agencies can do 
a better job of 
defining the value 
and incentives for 
companies to be 
transparent and 
ethical. Right now, 
managers cannot go 
to their executive 
leadership with data 
about ethics.” 
Michael Horowitz, Commissioner, 
U.S. Sentencing Commission

Bernard J. Milano, president of the KPMG 
Foundation, reported on recommendations for 
future trust building that participants at BCLC’s 
2006 Partnership Conference discussed.

Recommendations 
and Next Steps
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Related Terms and Additional Resources

Association to Advance Collegiate Schools of Business: www.aacsb.edu

Beta Gamma Sigma: www.betagammasigma.org

Business Ethics 100 Best Corporate Citizens 2006: www.business-ethics.com

Business for Diplomatic Action: www.businessfordiplomaticaction.org

Caux Round Table: www.cauxroundtable.org

Center for International Private Enterprise: www.cipe.org

2006 Edelman Trust Barometer: www.edelman.com/image/insights/content/Full-
Supplement.pdf

Ethics & Compliance Officer Association: www.theecoa.org 

Ethics Resource Center: www.ethics.org 

Fortune Rankings: http://money.cnn.com/lists 

Global Brand Scoreboard: The 100 Top Brands: www.businessweek.com/
pdfs/�005/05�1_globalbrand.pdf

Institute for Global Ethics: www.globalethics.org

Institute of Business Ethics: www.ibe.org.uk

Open Compliance and Ethics Group: www.oceg.org

Sarbanes-Oxley Financial and Accounting Disclosure Information: 
www.sarbanes-oxley.com

Society of Corporate Compliance & Ethics: www.corporatecompliance.org

U.S. Chamber of Commerce: www.uschamber.com

United States Sentencing Commission: www.ussc.gov

Weber Shandwick Worldwide reputationRx: www.webershandwick.com/reputa-
tionrx 

World Economic Forum Trust Survey: www.weforum.org/trustsurvey 

Social Capital: The value created 
through the interrelationships of various 
members of an organization, or between an 
organization and other entities in society

Stakeholders: Formal and informal groups 
and associations that have a vested interest 
in the operations of a company and may 
have an impact on management decisions. 
These may include but are not limited 
to: customers, employees, investors, the 
media, government agencies, community 
groups, and issue advocacy organizations

Stakeholder Relationship Management 
(SRM): A sub-set of trust management; 
SRM focuses on how a company responds 
to and manages relationships with key 
constituencies

Transaction Costs: Costs incurred in 
order to affect the exchange of goods and 
services. These may include license fees, 
tariffs, bribes, legal fees, accounting fees, 
and compliance fees 

Trust Management: The proactive and 
deliberate cultivation of social capital

Trust Substitutes: Mechanisms that allow 
a company to build relationships in lieu of 
trust. For example, instead of a handshake, 
companies resort to contracts. Other trust 
substitutes might include warranties, 
guarantees, or insurance
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BCLC’s mission is to advance better business and society 
relations and improve long-term social and economic conditions.

www.uschamber.com/bclc

BCLC is a 501(c)(3) affiliate of the U.S. Chamber of Commerce, 
the world’s largest business federation. BCLC is the U.S. Chamber’s 
resource and voice for businesses’ social and philanthropic interests. 
Charitable donations to BCLC are tax deductible as allowed by law. 






