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3622 CORPORATE CITIZENSHIP: (ng reason we feel disappointed is that we expect
too much From the govermment, much too much. The govermment does not have the guts to
" say: "Don't expect much from us; you can do yourself a lot. Demand of us that we don't
stand in your way." Phil Condit, CEO of The Boeing Co., explains. in a recent article
in Puget Sound Business dJowrnal what the organised sector can do for the community,
whether as individual corvporations or as a group. We CAN create many little oases in:
the country.

When it comes to community, the simplest and most human things matter
the most-- a warm coat on a .cold day; the laughter of a child visiting
a zoo for the first time; ‘appl'a;us'e' for a favorite theaii_'er group; a
classroom of students waving their "lai:"ms_ ” with- the right answer. And
while they are all small_and Simple_things; they'rg easy to take for
grantéd._These are all thingé-that, in onehway_oi another, - Boeing
people make happen in their own ¢dmmunities —,inlthé_Pugét Sound area;
in Wichita, Kansas; in Philadelphia; in' Huntsville, ~Alabama; in

Houston, and in any community where we have a company presence.
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:*fiogetﬁer;' our company and employee glfts to the communlty totaled

ﬁ$61'6 :mllllon last - year.- Th 1argest 51ngle5 block _of’ company .. 0

.contrlbutlons : about 43 percent = went to educatlon, 1nclud1ng K12,

ffaculty fellowshlps, and hlstorlcally black colleges and un1versrt1es.ff

- Add to that 1several Million- dollars' prov1ded fto- Unlted Way
:organlzatlons around the country, multluyear commltments to cultural
and arts campaigns, and grants_for such thlngs as low- income dental
clinics and teen sulclde preventlon hotllnes Thlrty years ago,'our.
~company leaders had the fore51ght to. recognlze how the cycllcal nature
of our bus1ness would affect the communltles where we llve and work.
They made,a conscious effort not to,penallze our communltres durlng_.
“down cycles by establishing a “rainy day" trust fund 80 we‘could'keepa
ourVCOmmitments, rain or shine.'Last year, about 40 percent of our

,company's'caSh contributions came from that trust fund.

But what's ‘remarkable to me is that desplte'ra major downturn in
'employment, employee contrlbutlons have stayed almost level ‘at around-
_$24 million for the past four years. Part of the reason ‘is 1ncreased'
'ycompany glft matchlng But a blgger part of the reason is that there’ s
a real - sense of communlty among ‘Boeing people, andlthat splrrt-remalns
-Hw1th us in good tlmes and bad ' ' |

In good times,-we used to rent the Klngdome and have what is Stlll
"dlstlngulshed by the Gulnness Book of Records as the 1argest employee _
;fChrlstmas party in the. world In 1983 our emloyees asked us if - they'
"could do somethlng for - the communlty 1nstead.: And that s how our'
‘annual Food_& Essentials drlve-startedu :

;LaStwyear; Boelng people donated 825 000 pounds of food The company_'
‘buys some of the . food and prov1des the trucks and warehouses but
'every bit of the effort 1s planned and coordlnated by @, grass- roots
-team of people from all over the company

;‘Last December,'many Boeing'people‘who'weregonﬁstrike continued making
" toys and ‘Christmas stockings for dlsadvantaged klds.'The;people'who-
‘weren' 't on strike worked ‘harder than ever collectlng food donatlons,
know1ng thelr co-workers mlght very well be in 11ne at the “food banks.
‘And after the- contract was 51gned and people returned-to work, ‘a group.
. of leks,ianlight.TESt donatedjtheir chfee"fund to. local food banks
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'because they had mlssed the annual drlve. Desplte the adversity and
all the challenges they faced and to their immense credlt - Boeing
people recognlzed that - some thlngs‘ transcend our own temporary
business problems. That s what I call a sense of communlty. |

:How d1d a sense of communlty ever evolve in a company- of more than
100,000 peop1e° We let: people know we value and support communlty
1nvolvement let ‘them know ‘about opportunltles and d1fferent ways to

.help,'and then we: let 'em fly. And as a company,:there s no. way we'd'_
‘take credit for the 1ncred1ble amount of work Boelng people put into

gthelr communltles —'1t s somethlng that s 1n thelr hearts and souls.

-As bu31ness 1eaders and citizens, I belleve it's our role to be
catalysts in bulldlng that sense of communlty. ‘We've been nelghbors
through two_world,wars, the_Depress;on, therCold'War, the Space Age
and everything else that‘s happened since 1916 -Just'as'that sense'has
.always been deep in the hearts and souls of our people, citizenship is .
part of. our company _mlsslon, Our empha51s ‘on company 01tlzensh1p
'gainedrreal momentum under onerof my predecessors, Wllllam Allen.

:.In: faCt,_.lt was durlng B111 Allen s tlme, 45 yearsrlago, that the
iBoelng Employees Good Nelghbor Fund (BEGNF)-beganr At that time an
,employee-owned and employee—managed charltable'_organizationr was: a
rarity, and it _stlll is today. While. “the company pays all the
adminiStrative costs. for BEGN?, an _emplOyee—elected board decides

'where all the contrlbuted' dollars go. It's. now _the” largestl
'employee owned charltable_ fund 1n the world and the second -largest
_grant-maker in the Pac1f1c Northwest second only to Boelng 5 grant_

_maklng.

As far as the company goes, we v1ew our contrlbutlons to the _community-
as an integral and very necessary factor in the health and well ~-being
of our people. Desplte the fact that we don't sell any of our products.
to the communlty at large, we have a vested interest in- maintaining
_the quality of life. ‘We can't hope to attract and retaln skilled and
'knowledgeable people in a cultural. vacuum. That' 8- why .we support
act1v1t1es such as the rsymphony, the - opera, ‘the aquarlum and the
.zoos‘- And, more 1mportant ‘we can't de31gn and bulld ‘our. alrplaneu
w1thout a skllled and knowledgeable work. force. That's why we're so
" involved in  education. And why Boelng chalrman Frank Shrontz has
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personally taken the lead 1n school reform at the national, stete-and_
'ilocal levels. Frank is personally. 1nvolved because he knows, as'we all
‘do, that monetary contributions alone ' aren 't enough. It takes
cOncerned'people. That 5 why we loan Boelng executives to share their
management skills with schools, arts organizations, social programs
‘and United Way. ' - ' '

In return, they brlng back from the experience 'a greater sense of how
‘we f1t into the communlty and valuable “team- bulldlng skills that
-companres can learn from the non-profit sector. Just - like building
alrplanes, it takes a team’ of people to build a healthy community. The
job is far too big for any one of us alone - government, business,
~individuals or the non-profzts.r Our strength as a company stems
.'dIIECtly from our employees and thelr abllity to work together with
trust and respect - . their ability to value dlver51ty, actlvely listen
-to each other. and understand other points of view. To my thinking,
rthls is also what a sense of communlty is all about It all boils down
.to people. o

And if. ‘as business and community' leaders, we communicate through
example our beliefs'in trusting,-respectlng, valurng,lllstenlng and
understandlng, some of it is bound to rub off on the community. It all
_goes to ‘show yogpdpu“t have to be a ' corporate glant to be a good
-citizeu. As_I,seid'earlier,’zt s really the small things that count
_the most.

: POINT T0 PONDER '

MbJOPtttes don't win poliey battles. Minorities ‘win battles if they understand
‘politics and how the pbrocess works. R S :

- —Wayne Cryte—

‘3623 GAMES FOR SALES: What is new‘? What helps stepped up sale? In our country?
In other countries? People are in a sense the same. They differ only in degree. What
works in one place with suitable modtficatzon can work in other pZaces. The beZowzng
""report by Alf Nuczfora appeared in Dallas Busmeaa Joumal. '

aThe recent prollferatlon of state 1otter1es has stlmulated a renewed
interest in games as a marketlng tool In the key consumer categories
_and channels of dlstrlbut;on - such as supermarkets, convenience
-stores, drugstore . chains,’ gas companies, certain consimer packagsd
goods and fast food - games have moved to  the top of the marketing
food chain. o o o C ) - '
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Billions of game pieces are printed and produced each year. McDonald's
Corp. produced more than 1 bllllon games pleces in 1995 alone. Games
_"work Here's what they do-_

<> Attract customers to’ the store.

<> Reward customer loyalty. '

<> Encourage repeat purchases.

"Most often, retailers are looking to generate awareness for an_event
such as an anniversary or an association as . with an official
sponsorship.of a_sports league,“ explained Steve Roon, vice president
and director of marketing for Creative Promotional Solution Inc., a
games specialist in Atlanta. "They are also seeking to make more
frequent shoppers out of their current customers, to attract new
first-time shoppers, to increase sales volume and to establish a point
of difference into today's 'me too' environment." '

Four games dominate the marketplace: sweepstakes, instant win, collect
'and win, and match to win. The primary -objective with sweepstakes is
to gather consumer information in order to build a customer proflle
or database. The gatherlng mechanism runs the gamut from phone
capture, to sweepstakes entry form, to the business card in the fish
’bowl-that one . commonly; sees in hotel lobbies. Game experts advise
that success (response ratej’ 1s hlghly dependent upon the value of the
prize, and rules need to be watched carefully.

Rules and regulatlons, which vary by state, can prov1de dlfflculty for
marketers. who choose to run reglonal or natlonal sweepstakes program.

Remember the one cardinal- rule. Proof of purchase 1s never required.

From the customer's yiewpoint. 1nstant -win games are the ea51est to
play, = and it also  has 'the greatest consumer . appeal instant”
gratification. Normally, it's a scratch—off game (such as the lottery)
and serves as a customer reward or added punch to a specific
marketing program or promotional effort._Instant7w1n games are also
strong motivators of trial purchase.: With collect-and-win games “the
obvious intent is to: stimulate repeat purchases by prov1d1ng a game
that is both 1nvolv1ng and excxtlng to the, customer over a perlod of
time. McDonald's is a master at the collect.and—WLn format, as can be
evidenced by the success of their Monopoly promotion.

A twin of the popular Lotto'game, match -to-win provokes a response
from the customer. Listen to the radlo,_watch the television, check
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-the newspaper ad to see whether your card matches the winning number.
- Or better still, brlng your card into the store and match it against
-.the wlnning number on the 901nt-of ~sale card. Amoco Corp has Jjust
:completed a popular match- ~to-win game 1nvolv1ng a "flve -free-minutes"
thone_card tled to a match- to-w1n lncentlve. Customers actlvate the
'fcard:by phone to see whether they re a major winner. '

Before embarkiug on your own game, consider these tips:

.4+ Games and ‘sweepstakes, though expensive, can be funded through
co-opportunities. Hit up: ,manufacturers, suppliers and vendors for
prizes and for funding.

+ Games generally work better -for retailers with multiple locatlons
and a broad customer base.

+ Most games will run for a period of four to 12 weeks before

- wear-out occurs.

f+ Games and sweepstakes also can be used in the business-to-business
~environment .as a manufacturer or distributor incentive to wholesalers
and retailers.

+ Games also are useful as employee incentives - improving sales, -
execution and safety. _

Gamés-and"sWeepstakes work because they address basic human needs,
emotions and motivations, such as greed, instant gratification, the
need to gamble and the desire for thrill and excitement. With that
much working for them, they ‘have proven to be a remarkable stimulant
of customer tr1a1 and loyalty in a marketlng env1ronment ‘where
customer dLSLnterest is the norm._

Can a small bu31ness afford the outlay in mounting a game or a
sweepstakes? The answer is yes, but success hinges on many factors.
_Boost the value of the prize as much as possible. Keep the mechanics
" simple. Develop an ‘effective mechanism for promoting the program.

Know the regulations*by~conau1ting a law firm or a games Specialist.
" Look . for syndicated or Off—the—raok' PrOgrams-3 that have proven
_successful in other markets. There's got to be a reason why Las Vegas

is so popular and successful.. ' ' |

Pﬂﬂﬂ'ﬂDPwnmR
. Onzy the wisest and the stuptdest of men never change.
~Confucius— :
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3624 PAIN & PRODUCTIVITY : The foZZomng report from Los. Angeles Times talks
of what seems happenzng in U.S.A.  in. respect of manageable pain and what
' tnadequately managed pain of the workfree does to organizations. If this can happen
in U.S.A., this ecan happen even more in India. Education to prevent pain and
asststance to aZZevtate putn i8 badly needed if we wtsh to reduee the tnveszble-
Zosses. . , _ :

,Whenia big ballgameisis on the schedule, injured athletes often insist
that they have to. “play through the pain". for the sake of the team.
And while many worklng people do the same thlng on the job others
head to the 51de11nes when thelr— backs ache or thelr 'heads
throb——hurtlng thelr employers bottom llnes. o o R

A new report by the Louls Harrls & Assoc1ates polllng organlzatlon
estimates that 14% of Amerlca 's full- tlme workers took ‘sick days last
year because of palns ranglng from headaches. to carpal tunnel
'syndrome.'On ayerage, they were off work three days That made pain
one of three most common reasons for 51ck ‘days. (The cold and flu
category came in flrst with paln rlvallng carlng for . an 111 famlly
" ‘member- for the No. 2 spot ) To. cover the wages of workers on short,
"paln—related absences 1ast year,. employers pald out__$3.3_ bllllon,
"Harrls found. T e e e T e

fﬁstill the report s flndlngs--based on a natlonal survey of l 007
full-tlme workers_ and -a separate poll of 300 employee‘ benefits
managers - pointed ‘out that employers are d01ng relatlvely llttle to
relieve: this expensive problem. Even among companles that provide
so-called wellness programs, the survey found that only 18% offer
guldance on preventlng achlng backs or on managing - other pain

_'prOblems. o ' - ' SRR ; o

‘Also. while the Harris report focused on. short- term absenteelsm, it
.suggested _ that - employers are lax. in . preventing. = long term-'
1rept1t1ve—motlon injurles that 1ead to costly workers compensatlon
claims and related expenses. The employee beneflts managers included
1n the. poll - which was pa1d for by Ortho-McNell "Pharmaceutical,
represented firms with at least 150 workers. | '

"There are someé missed opportunities here," said Robert ﬁeitman;-a
~Harris executive vice president who was in charge of: the study.

Stepped-up pain preventlon programs he;said would probably prOV1de
_ a real payback" for many employers.



One common, low-cost 'suggestion'rfrom the *experts:Teach empldYees
exercises for avoiding back problems. L

ﬂany of tne.pains reported by employees;”tO‘Be,Sure can't be blamed on

their jobs. In all, the survey found that 52% of employees who

responded said they suffered pain unrelated to work, including in that

~category such ‘ailments as headaches, along with low back, neck and

‘menstrual paln. :

By :way' of comparison; '15% of workers surveyed . termed their pains
‘work- related; stemmlng from such ailments  as .carpal tunnel syndrome
-and other repetitive- motlon 1njur1es. But whatever source of the
problem, paln cuts into a company s product1v1ty.

"Employersfneed to intervene in their own self-interest, aside from
the fact that it's a humanitarian thing to do,“_said_J.David Haddox,
an assistant medical school professor at Emory,University in Atlanta
" and an expert in ‘pain management. That notion is. seconded by ailing
':workers such as Jackle Stewart ‘an accountlng clerk at the. downtown

offlce of the Los Angeles Communlty Collegae District. After 12 years

of worklng for the dzstrlct spendlng much of her tlme punchlng data.

into computers-pain in her back and wrist occa51onally ‘require her to
_take a day off.

"If 1t s not horrlbly bad,'I'donft want to miss‘work," Stewart said.

But at tlmes, she explalned the pain has been intense enough that "I

- couldn t even carry a purse in.my hand." Still, Stewart considers
herself'fortunate in at least one respect: She is covered by a union

contract that provides for ergonomic programs to avoid or reduce
'repetltlve motlon 1n3ur1es. ' s

| - , POINT TO PONDER
To improve is to change, to be perfect ts to change often
_-innsﬁmzchunﬂnlb— : _

S

3625 BRIDGING THE ETHICAL GAP: There is often a wide gap between

.companies"' professed values and thelr actual behav10ur, or:at least
'the publlc s perceptlon of 1t.-

That is the main conclusion to be drawn from two separate, ‘but far
from contradictory, surveys of senior business executives published
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this week. The 1mportance of belng ethical - by, Ashrldge Management

"Research Group and the UK" consultancy Integrlty Works - concentrates
”largely on the v1ews of non executlve dlrectors of Brltaln s leadlnq

v.companles.'

All 119 respondentso'in' the”.report felt business ethics was a
significant issue, even if there was 11tt1e consensus about ‘what. the
term meant. But while the majorlty thought 1t “very 1mportant“ ‘for
business to be viewed as ethlcal, léss than half felt this to be the

case in practice. More than a quarter thought that the publlc views
' bu51ness as "quite unethlcal"

'That said,_Sé per'cent'of respondents consider that company standards
are'better'than they,were'ldqyears'ago'— 22 perlcent'said they were
worse - and 43 pericent disclosed that their firm operates an ethics
code. Thirteen per cent have adopted the practlce of "ethics awareness
~training”, whlle a further 8 per Cent carry out ‘an ethlcs audlt.

The findian of_-thef_Ashridge research 'reinforce' the view that_'an
'-organisation's conduct is largely dependent on the'stance:of_its_qhief
executiveL Many of the'conclusions,'moreover; find:an'echO'in.the
other study - In31ghts into values in business - carrled out by the
Helsinki-based consultancy Values into Actlon and based on responses
from 70 senlor executlves."mn Britain, the Nordic countrles, Europe
and beyond". Three in f1ve said they conduct their business activities
and - practlces accordlng to a -common code of values. ‘But more than
three quarters of these belleved there was a gap between ethlcal
‘values and actual behav1our, and one in flve sald that bu31ness
'necessity overrides such values. Values into Actlon adds - that a study
of more than 400 annual reports highlights the need to clarlfy use of
the word. "value". It makes the distinction between "business values”,
: which are situational and relative, and "ethical values" which are
. universal and absolute. Corporate value codes - whlch often look more

. like corporate goals than value. statements - should explaln how they

relate to each other.- b

tee
~Values 1nto Actlon says managers who want to check their companles'

"ethical health" should ask themselves whether the following are true
or false:

1.. People in the company conduct their business ‘activities and



,—10-.

'fpractlces accordlng to the same code of values.

2. Because of the current (economlc) s1tuat10n there is less tlme to

-.xshow employees the con51deratlon they deserve as 1nd1V1duals.

ff3.ﬂ_Surv1va1 depends on gettlng back to ba51cs, cutt;ng_costs and
lareduc1ng overheads.;;f, o ."" e E ,'"‘ ,

4, Faced with a ch01ce, bu51ness nece531ty overrldes eth1ca1 values.f
.:5. -Sometlmes there lS -a gap between ethlcal values and the way' 1n

fwhlch the company and/or people in it behave..' .

6. Management trusts ‘employeés and employees trust management.‘fr‘
-'7.. Sometlmes there is a dlscrepancy between what executlves preach
dhand what they expect thelr colleagues and employees to practlce.'

-8;”- People w1111ng1y .and genulnely want. to put the values of the
'company 1nto practlce. ‘ . '
'-;9.,' Weﬂ accept and fhonour _ourg-responsibilities_ towards other

“stakeholders" '(thOSe ”whc"ére “taken into account when -business
_dec1sxons 'are belng' made,' or who are affected by the outcome of

.'bu31ness declsions) as well as customers shareholders and employees.

'°Q10 Frank fearless and crltlcal dialogue both upwards and downwards
'ﬁjln the company ‘is actlvely encouraged and practised.

HfSource:-Flnanc1al Times, London.
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