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Deloitte’s Barry Salzberg and Evan Hochberg have solid advice
for companies looking to make community involvement part of

their corporate mission.

f you had a resource close at hand that could help build
customer relationships, improve staff recruitment and

retention, develop your top performers, and achieve a

couple of other goals beside, wouldn’t you build it into your

business strategies’
Of course.

And if, at the same time, you could strengthen nonprofit
organizations, have a positive impact on the community,
and achieve positive social change, wouldn’t you jump at

the chance!
Sounds like the definition of a win/win solution.
For a few business leaders, a new way of thinking about com-

munity involvement is yielding some surprising results and

presents a real opportunity to unlock new resources for both
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the businesses and their community partners. The “aha”
moment comes when we start thinking about community
involvement not simply as a matter of giving time or money

(or both) but as an integrated part of one’s corporate strategy.

Our organization, like many American businesses, prides itself
on making a difference in a range of areas within the commu-
nity. We believe above all in contributing our time and talents
to bring about positive social change. That in turn delivers
some interesting business benefits when we build it in to our
business strategy: it helps us address business problems and

provide business solutions.

Better than a job interview

As an example, consider recruitment. Like all professional
services organizations, Deloitte is challenged to recruit thou-
sands of college graduates every year. Competition for the best

is fierce, and Gen' Y job seekers have high expectations and






