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Every year, the Central Texas Corporate Giving 
Report provides metrics that help companies 
understand how their giving compares to other 
companies in the community. The insights from 
survey responses are also critical for nonprofits 
to better understand how their needs align with 
the giving priorities of local businesses.

As the survey has evolved and grown over the 
past seven years, so have the issues that affect 
corporate giving in Central Texas – from local 
weather crises such as flooding and 2020’s 
winter storm to the COVID-19 pandemic that 
continues to have a worldwide impact. 

The survey paints an overall picture of the 
philanthropic priorities of local companies.  
Survey respondents assessed how they choose 
causes to support and provided insight into who 
makes their giving decisions. 

Additionally, we learned their prefered ways to 
give, and – for the second year in a row – how 
COVID-19 affected their charitable donations.

Businesses in Central Texas are incredibly 
generous. Even in the difficult economic 
landscape of the pandemic, they have continued 
to support our community’s pressing needs in 
ways that you’ll read about here. The pandemic 
and its challenges continue, so the insights from 
this year’s survey are more important than ever 
as both companies and nonprofits navigate the 
road ahead. 

We hope you find this report informative and 
inspiring, and we invite you to learn more about 
this study at Growing-Good.org.

We also ask that you help share these important 
findings with your colleagues, and continue to 
promote generosity in Central Texas.

Introduction to Growing Good’s  
Central Texas Corporate Giving Report

— STEVE ADLER, MAYOR OF AUSTIN

For the past six years, the Central Texas Corporate Giving Survey has helped us 
measure the incredible philanthropic support our businesses provide the community. 
That’s why I continue to support Growing Good in this annual campaign, knowing that 
it makes us all proud to see the various ways that local companies give back to those 
among us who need it most.  

Central Texas businesses provide valuable benefits to our community through their 
services, products and employment opportunities. But they also provide crucial 
support to nonprofits through donations and employee volunteering. By bolstering 
education, human services, animal welfare and other causes, they are good neighbors 
for making an impact on the issues we care about right here at home.
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The Central Texas Corporate Giving Survey 
is the brainchild of Lisa Rodman, a 20-year 
veteran of the nonprofit arena and principal 
and founder of Rodman & Associates.

While advising companies and foundations 
in their philanthropy, Lisa realized there was 
an unmet need to gather detailed statistical 
information about corporate giving in Austin 
and Central Texas.

Lisa launched the Survey of Corporate Giving 
in Central Texas in 2015, and the results were 
published in the first Rodman Report. Over 
the next five years, the survey expanded 
and evolved to gather more insights and 
benchmarks, becoming a valuable resource for 
both companies and nonprofits.

Lisa retired in 2019, and a new partnership, 
Growing Good, formed to continue the Central 
Texas Corporate Giving Survey. 

Growing Good is a partnership between I 
Live Here I Give Here, RecognizeGood and 
the Greater Austin Chamber of Commerce.      

The 2021 Central Texas Corporate Giving 
Survey is generously underwritten by ABC 
Home & Commercial Services, Texas Mutual 
Insurance Company, and Tokyo Electron; with 
additional support from Elizabeth Christian 
Public Relation (ECPR) and FingerPulse 
Media, Inc. Additionally, we have identified 
important community partners such as the City 
of Austin’s Corporate Engagement Council.

 

About This Study

A D D I T I O N A L  S U P P O RT  F R O M :S P O N S O R S :

Every year, the study provides 
new metrics that help companies 
understand how their giving 
compares to others in the community. 
The insights are also critical, 
however, for nonprofits to see how 
their needs align with the giving 
priorities of Central Texas businesses.

–  L I S A  R O D M A N ,  
FO U N D E R  O F  R O D M A N  
&  A S S O C I AT E S

S P EC I A L  T H A N K S  TO :  
DISCO,  Q2,  SAMSUNG SEMICONDUCTOR
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Executive summary

Philanthropy among Central Texas companies 
takes many different forms, including monetary 
donations, employee volunteerism and the 
donation of products or services. These 
contributions are crucial for many nonprofits 
that depend on this support to provide critical 
services in the community. 

Since 2020, the COVID-19 pandemic has 
introduced unexpected challenges to this 
dynamic. Last year’s survey measured some 
of the changes and trends resulting from 
these challenges, and our 2021 survey marks a 

continuation of our efforts to draw insights into 
how COVID-19 remains a factor in companies’ 
philanthropic decisions. 

While the findings certainly show the continuing 
impact of the pandemic on corporate giving in 
Central Texas, several metrics suggest that the 
landscape has stabilized – welcome news for 
local businesses, and the nonprofits that count 
on them for support.

Here are just a few  of the interesting findings 
in this year’s report:

Effects of the COVID-19 Pandemic

A majority of survey respondents affirmed 
that COVID-19 changed their organization’s 
giving (53%). The good news: This marked a 
significant downtick from 2020, when 75% of 
respondents said the pandemic affected their 
company’s philanthropy.

For those companies that saw a change in giving 
due to COVID-19, more than half reported a 
decrease in group volunteering hours (53%), and 
nearly as many reported a decrease in individual 
volunteering hours (45%).

CHANGES IN OVERALL GIVING 
ARE STABILIZING

75% 
2020

53% 
2021

OF THOSE THAT CHANGED,
VOLUNTEER HOURS DECREASED

53% 
SAW A DECREASE IN GROUP 
VOLUNTEER HOURS

45%  
SAW A DECREASE
IN INDIVIDUAL 
VOLUNTEER HOURS
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When asked how organizational giving budgets changed, we see a return to the norm: The 
largest share of respondents, 43%, said their giving budgets increased over last year. Even 
more notably, only 9% reported a decrease – suggesting that the effects of the pandemic on 
giving budgets is stabilizing. 

This year’s survey shows the pandemic’s effects on volunteering might be stabilizing, too. Only 
16% said their company’s employee volunteerism decreased; compared to 50% in last year’s 
survey. A third of respondents (33%) said volunteerism increased from 2020-2021, and 30% said it 
remained the same.

Effects of the COVID-19 Pandemic

GIVING BUDGETS HAVE CHANGED

9% 
DECREASED 

43% 
INCREASED

OVERALL VOLUNTEERISM MAY BE STABILIZING

50%
DECREASED

16%  
DECREASED

33%  
INCREASED

2020 2021
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Other takeaways

What motivates companies to give? The highest percentage of respondents chose 
support of the community/altruism (88%), public goodwill (67%), and reinforcing 
workplace culture (55%) as the most important drivers for their philanthropy.

KEY DRIVERS FOR CORPORATE GIVING

HOW COMPANIES GIVE

When asked to identify each of the different ways in which they give back, most cited 
monetary donations from the company (85%) and volunteer hours (68%). There was 
an uptick in those who selected donation of other products or services (43%, compared 
to 18% in 2020). 

85% 
DONATIONS 
FROM COMPANY

68% 
VOLUNTEER 
HOURS

43% 
PRODUCTS 
OR SERVICES

88% 
COMMUNITY/
ALTRUISM

67% 
PUBLIC 
GOODWILL

55% 
WORKPLACE
CULTURE



C E N T R A L  T E X A S  C O R P O R AT E  G I V I N G  R E P O R T   8

Executive summary

While the largest percentage of 
respondents said their company does not 
measure the ROI from their charitable 
giving (43%), nearly as many said that 
employee participation was their most 
important measure of success (40%).

43% 
DO  NOT 
MEASURE

40% 
REPORT EMPLOYEE 
PARTICIPATION AS
THE MOST IMPORTANT  
MEASURE OF SUCCESS

MEASURING THE ROI

PARTNERSHIPS WITH NONPROFITS

The largest percentage of respondents said their company partners with multiple 
nonprofits (60%), and only a small percentage partner exclusively with one nonprofit 
(10%). A quarter of respondents said that their company does not have ongoing 
partnerships with nonprofits (25%).

60% 
MULTIPLE NONPROFIT 
PARTNERSHIPS

25% 
NO NONPROFIT 
PARTNERSHIPS

10% 
SINGLE NONPROFIT 
PARTNERSHIPS

Visit growing-good.org for more information.
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Executive summary

In a subtle reshuffle from last year, when education-focused nonprofits topped the list of the 
types of nonprofits companies were most likely to support, human services was ranked number 
one (62%), followed by health & wellness (61%) – with education still ranking high (52%).

MOST SUPPORTED NONPROFITS

DOWNSIDES TO ORGANIZATIONAL PHILANTHROPY

A majority of respondents see no downsides to organizational philanthropy, but this 
percentage dropped from last year (63%, compared to 85% in 2020). One perceived 
negative: Nearly a third said that selected causes may not always align with individual 
employee values (31%).

Read on for a more in-depth look at the survey results.

62% 
HUMAN 
SERVICES

52% 
EDUCATION

61% 
HEALTH & 
WELLNESS

85% 63% 31%2020 2021

NO DOWNSIDES TO 
ORGANIZATIONAL GIVING

CAUSES MAY NOT ALIGN 
WITH EMPLOYEE VALUES
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The Companies 

As in previous years, the largest group of survey respondents represented small companies 
with 1-10 employees (36%), followed by small/mid-size companies with 11-50 employees (18%), 
and mid-size companies with 51-200 employees (15 percent). Collectively, however, nearly 
a third of survey respondents were from larger organizations, including 9% from large 
corporations with more than 10,000 employees. 

SIZES OF COMPANIES REPRESENTED

ANNUAL REVENUES OF COMPANIES REPRESENTED

While a quarter of respondents were unsure of, or preferred not to disclose, their companies’ 
annual revenues, those who reported less than $500,000 were the next largest group at 19%. 
Companies with $1 million-$5 million represented 15% of respondents, $5 million-$50 million 
represented 12%, $500,000-$1 million represented 11%, and 10% of respondents reported more 
than $1 billion in annual revenues. 

1-10 EMPLOYEES 11-50 EMPLOYEES 51-200 EMPLOYEES 1,001-5,000
 EMPLOYEES

18% 15% 9%

9% 10,001+ 6% 201-500 6%  501-1,100 2% 5,001-10,000

36% 

4% $500 MILLION - $1 BILLION 1% $50 MILLION - $100 MILLION 

24% UNSURE OR PREFER NOT TO DISCLOSE

Less than $500k $1 million - $5 million $5 million - $50 million $500k - $1 million 

10% MORE THAN $1 BILLION 

19% 15% 12% 11% 
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The Companies 

SIZES OF COMPANIES REPRESENTED

Certain industries had higher representation than others. The largest group is from the 
business & professional services sector (21%), followed by computers, IT and technology 
(18%) and real estate and construction (13 percent). Some industries that weren’t 
represented in the 2020 survey were included this year: shopping & specialty retail (4%); 
lodging, travel & tourism (4%); employment & staffing (2%); and government & education 
(1%), personal services & care (1%), and family, community & nonprofit (1%).

18%  COMPUTERS, IT & TECHNOLOGY 

21%  BUSINESS & PROFESSIONAL SERVICES 

13%  REAL ESTATE & CONSTRUCTION 

11% FINANCE & INSURANCE 

7%  ADVERTISING & MEDIA 

5% HEALTH CARE 

4% RESTAURANTS, FOOD & BEVERAGES 

4% SHOPPING & SPECIALTY RETAIL 

4%  INDUSTRIAL & MANUFACTURING 

4%  LODGING, TRAVEL & TOURISM 

2% ENGINEERING

2% COMMUNICATIONS 

1% ARTS, CULTURE & ENTERTAINMENT

2%  EMPLOYMENT & STAFFING

1% GOVERNMENT & EDUCATION 

1% PERSONAL SERVICES & CARE 

1% FAMILY, COMMUNITY & NONPROFIT 
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The Business of Giving: Lessons From the Data

SET A PHILANTHROPIC TONE AT THE TOP
CEOs are most likely to make the giving 
decisions for their companies; and a high 
percentage of companies (nearly half) have 
a formal giving strategy, provide philanthropic/
giving language in the company’s materials, 
and let executives manage their 
giving initiatives.

Employees often take their cues from owners/
management. If your leadership is committed 
to giving, it will instill this culture throughout 
the entire company in an impactful way. 
One concern: At companies where the CEO 
makes philanthropy decisions, community 
giving programs could go away or lose steam 
during CEO transition periods. That’s another 
reason philanthropy should be embedded into 
corporate strategy/culture.

AMPLIFY YOUR GIVING
Central Texas companies most often choose 
to support local nonprofits with their 
philanthropy. Community-based campaigns 
like Amplify Austin provide great opportunities 
to engage employees and take advantage of 
matching support. 

During last year’s Amplify Austin, corporate 
contributions were responsible for 10% of 
charitable giving on the day.  

LISTEN TO EMPLOYEES
When asked about potential downsides of 
business philanthropy, 31% of respondents noted 
that selected causes may not always align with 
individual employee values. Additionally, a 
comment from a survey respondent expressed a 
concern about asking too much: “Our employees 
already work hard enough and pressuring them 
to do more takes time away from their families.”

We suggest having regular and open 
communication with employees about 
philanthropic initiatives, soliciting their 
feedback and suggestions to foster a feeling 
of collaboration and ownership in a company’s 
giving strategy. 

PARTNER WITH A NONPROFIT
According to the survey, only 10% of 
respondents said their company partners 
exclusively with one nonprofit, and 25% said 
that their company does not have ongoing 
partnerships with nonprofits (25%).

Nonprofits need long-term partners — and 
sustainable forms of revenue. And nearly 
50% of survey respondents said that one of 
the criteria they use to select nonprofits to 
support is the nonprofit’s “perceived alignment 
of the mission to our customer and clients.” 
Deepening relationships with nonprofits allows 
your company to cross promote in a more 
meaningful way, and to have a deeper hand in 
the impact you’re making together. 

Many of the insights provided by survey respondents serve as learning opportunities and can help 
influence philanthropic practices among businesses. 

Here are a few important lessons gleaned from the survey data: 
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The Business of Giving: Lessons From the Data

LOOK AT BIPOC-LED ORGANIZATIONS
When asked how their company chooses 
nonprofits to support, more than half look at 
the population served. But only 11% look at 
whether a nonprofit is BIPoC-led (BIPOC stands 
for “Black, Indigenous and People of Color”). 
This seems incongruent in a community where 
reaching and supporting BIPoC populations 
is an important goal for many companies and 
their employees (more than 60% of respondents 
said their company supports human services 
and health & wellness organizations).

See where your company’s philanthropy efforts 
align with supporting BIPOC issues and 
consider using that as a criteria for choosing 
nonprofits to support in the future. 

MAKE A PLAN – AND TRACK RESULTS
Companies with a philanthropy plan tend to 
stay more committed to their charitable giving 
and make a bigger impact. It is important to 
quantify your company’s contribution. Nearly 
two-thirds of survey respondents said their 
company doesn’t track individual giving or 
volunteer hours, and 43% don’t measure the 
ROI or impact of their charitable investments.
This suggests room for improvement, as 
quantifying your company’s (and employees’) 
contributions helps create a sense of pride and 
accomplishment across your business, while also 
providing benchmarks for future philanthropic 
efforts and goals. 

MEASURE YOUR PHILANTHROPY ROI
Return-on-investment (ROI) is a critical 
measuring stick in business – but it can be just 
as important for a company’s philanthropy 
program. If one of your goals is employee 
engagement, for example, your company should 
measure that in terms of volunteer hours and 
other contributions. 

One survey respondent commented, “There is 
no ROI from charitable contributions.” That 
couldn’t be more wrong, as demonstrated 
by the survey results themselves: Among the 
motivations for giving, companies look to 
reinforce workplace culture, help attract and 
retain employees, enhance employee skills, and 
increase revenue and market share. 

WHEN IN DOUBT, GIVE FINANCIAL SUPPORT
Among survey respondents, monetary donations 
are the most popular way to contribute to 
nonprofits (85% cited this method) – and for 
good reason. Most nonprofits simply cannot 
survive without financial support. Mission 
Capital’s Pulse Survey identified “funding & 
financial support” as the top need for local 
nonprofits.

Your company’s contributions can help 
nonprofits allocate resources and provide 
critical services where they are needed most. 

Visit growing-good.org for more information.
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The Central Texas Corporate Giving Survey  
was conducted online from Oct. 1 – Dec. 10, 2021.

Owners and representatives for companies in 
the Central Texas area were invited via email, 
social media and print advertising to take the 
24-question survey using web-based survey 
provider SurveyMonkey.com. We received 106 
responses – 5 of which were excluded from our 
statistics because they indicated that their 
company is not based, nor has a substantial 
presence, in Central Texas; or they are a non-
profit entity (our study focuses on for-profit 
businesses). The results from the remaining 101 
responding organizations were compiled and 
analyzed for this report.

Our Methodology
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PA RT  O N E : 

COVID-19 and Corporate Giving 
in Central Texas
We asked several questions to help gauge the effects of COVID-19 on local corporate giving. The 
results provide insights into how the pandemic affects donations, volunteering, giving decisions and 
other aspects of corporate philanthropy.  

How would you characterize the change in your 
organization’s giving budget from 2020 to 2021?

In 2020, we saw the first impact of COVID-19 
on corporate philanthropy: The largest number 
of respondents said their giving budgets had 
remained the same from the previous year, and 
nearly a third saw a decrease. Fortunately, our 
2021 survey shows a return to the norm. The 
largest share of respondents, 43%, said their 
giving budgets increased over last year. Even 
more notably, only 9% reported a decrease – 
suggesting that the effects of the pandemic  
have stabilized. 

35%  REMAINED THE SAME

43%  INCREASED

9%  DECREASED

7% WE DO NOT HAVE GIVING BUDGET

7%  UNSURE

Since 2020, the COVID-19 pandemic has been 
the biggest issue affecting most companies and 
nonprofits alike. This is just as true in Central 
Texas as the rest of the world; and when we first 
asked this question last year, 75% of respondents 
said that their organization’s giving had changed 
due to the pandemic. 

The pandemic continues, so we expected a similar 
result in this year’s survey. And while a larger 
portion affirmed that COVID-19 had changed 

their organization’s giving (53%), the modest 
downtick tells us that the worst may be behind us 
as organizations and the nonprofits they support 
have edged closer to a sense of normalcy. 

53% 
YES

47%
NO

Did your organization’s giving change as a direct 
result of COVID-19?
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Like last year, we asked those who said their 
organization’s giving was directly affected by 
the pandemic to help us drill down and learn 
more about how it was affected. Respondents 
were asked to consider different aspects of 
corporate philanthropy and tell us which ones 
increased, decreased, or showed no change. 

Once again, our results showed that 
volunteerism was negatively affected, especially 
compared to other forms of giving. More than 
half reported a decrease in group volunteering 
hours (53%), and nearly half reported a 
decrease in individual volunteering hours (45%) 
– though it’s worth noting these percentages 
weren’t as steep as last year (73% and 58%, 
respectively, in our 2020 survey).

What part(s) of your organization’s giving has been 
impacted by the COVID-19 pandemic?

41%  NO CHANGE

25%  DECREASED 

34%  INCREASED 

DONATIONS OF MY ORGANIZATION’S 
PRODUCTS OR SERVICES

DONATIONS OF OTHER 
PRODUCTS OR SERVICES

47%  NO CHANGE

18%  DECREASED 

35%  INCREASED 

MONETARY DONATIONS 
(COMPANY)

31%  NO CHANGE

28%  DECREASED 

41%  INCREASED 

VOLUNTEER HOURS 
(GROUP)

34%  NO CHANGE

53%  DECREASED 

13%  INCREASED 

MONETARY DONATIONS 
(STAFF)

47%  NO CHANGE

21%  DECREASED 

32%  INCREASED 

VOLUNTEER HOURS 
( INDIVIDUAL)

33%  NO CHANGE

45%  DECREASED 

22%  INCREASED 
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How would you characterize the change in your 
organization’s volunteerism from 2020 to 2021?

While COVID-19 is still taking a toll on volunteer 
engagement, this year’s survey shows that 
volunteering might be returning to pre-pandemic 
numbers. Most dramatically, only 16% said their 
volunteerism decreased; compared to 50% in 
last year’s survey. A third of respondents (33%) 
said volunteerism increased from 2020-2021, and 
30% said it remained the same. 

This suggests that, despite the pandemic, 
companies and nonprofits increased volunteer 
opportunities over the previous year, finding safe 
and creative ways to engage employees for  
valued causes. 

30%  REMAINED THE SAME

33%  INCREASED

18%  WE DON’T TRACK

16% DECREASED

4%  UNSURE

How do you engage employees in your giving?

Group volunteering (such as fundraising 
events and days of caring) is still the 
leading way that companies engage 
their employees in philanthropy, but this 
selection decreased from 69% in 2020 to 
55% in 2021. This suggests that COVID-19 is 
still having a negative impact on in-person 
volunteering opportunities. 

More than half of companies also grant 
time off for individual volunteering (52%), 
encourage nonprofit board service (48%) 
and their employees volunteer their 
professional skills pro-bono to nonprofits 
(46%), among other activities.

52%  INDIVIDUAL VOLUNTEERING 

55%  GROUP VOLUNTEERING

48%  ENCOURAGE BOARD SERVICE

46% 

35%  WORKPLACE GIVING

30%  MATCHING FUNDS

31%

8% WE DO NOT ENGAGE

19%  OTHER

VOLUNTEER THEIR PROFESSIONAL 
SKILLS

SELECTION OF NONPROFITS/GRANT 
APPLICATIONS
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PA RT  T WO : 

Corporate Giving – An 
Organizational Commitment
Our survey asked several questions regarding motivations and methods for corporate giving. We also 
wanted to learn how companies choose which nonprofits to support, and who makes those decisions. 
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How does your organization give?

Companies were asked to identify each of the 
different ways in which they give back. The 
findings are largely consistent with previous 
years, as the most highly cited methods of 
giving were monetary donations from the 
company (85%) and volunteer hours (68%), 
followed by monetary donations from staff 
(50%) and donation of the organization’s 
products or services (48%). 

There was an uptick in those who selected 
donation of other products or services (43%, 
compared to 18% in 2020). Only 4% said they 
do not have a giving program. 

It’s important to understand what motivates 
companies to give back to the community, 
and for most, there are a variety of reasons. 
Respondents could select multiple answers, 
and the highest percentage chose support 
of the community/altruism (88%), public 
goodwill (67%), and reinforcing workplace 
culture (55%) as the most important drivers 
for their philanthropy.

Notably, the least popular drivers include 
leveraging products/service/intellectual 
property (22%), enhancing employee skills 
through volunteering (20%), and increasing 
revenue and market share (15%).

What are the most important drivers behind your 
organization’s giving/community investment?

Visit growing-good.org for more information.

67% PUBLIC GOODWILL 

55% 

34% 

34%  INTEGRAL TO OUR  BUSINESS MODEL 

22% 

20% 

 6% OTHER

15% INCREASE REVENUE AND MARKET SHARE 

68%  VOLUNTEER HOURS 

85%  MONETARY DONATIONS (COMPANY) 

55%  MONETARY DONATIONS (STAFF) 

48% 

43% 

11% OTHER

4%  WE DO NOT HAVE A GIVING PROGRAM AT THIS TIME 

88% SUPPORT THE COMMUNITY/ALTRUISM 

REINFORCE WORKPLACE 
CULTURE

HELP ATTRACT AND RETAIN 
EMPLOYEES

LEVERAGE PRODUCTS / SERVICES / INTELLECTUAL 
PROPERTY TO BENEFIT THE COMMUNITY

ENHANCE EMPLOYEE SKILLS 
THROUGH VOLUNTEERING 

DONATION OF OTHER PRODUCTS  
OR SERVICES

 

DONATION OF MY ORGANIZATION’S   
PRODUCTS OR SERVICES 
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How does your company support and enable 
employee giving?

The survey finds that, even more than last year, using a community engagement staff/committee is 
the most popular way for an organization to manage philanthropic giving (47%, compared to 29% 
in 2020). There were also increases in those who selected employee matching gifts (32%, compared 
to 17% in 2020), an online platform (29%, compared to 14% in 2020), and payroll deductions (24%, 
compared to 8% in 2020). The increases suggest companies are using more tools and formalizing 
ways to support their employees’ philanthropy.  

There were also several comments offered, such as the following: “We nominate 3 charities each 
quarter to support with GAP and employee donations”; “a portion of all of our commissions are 
donated”; and “encourage gifting of time and funds as a group.” 

37%  OTHER

47%  COMMUNITY ENGAGEMENT STAFF/COMMITTEE

32%  EMPLOYEE MATCHING GIFTS 

29% ONLINE PLATFORM

24%  PAYROLL DEDUCTION

16% SEPARATE ORGANIZATIONAL FOUNDATION 

12%  EMPLOYEE GRANTS
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How does your organization maintain and/or 
promote a culture of giving?

While COVID-19 has impacted volunteer opportunities, more than half of respondents said that 
group volunteering is a primary way to promote corporate philanthropy (51%). Other popular 
approaches include having a formal giving strategy (44%), including philanthropic/giving language 
in the company’s materials (42%), and letting executives manage their giving initiatives (41%).

44%  HAS A FORMAL PHILANTHROPIC/GIVING STRATEGY 

51%  GROUP VOLUNTEERING IS ENCOURAGED AND ORGANIZED 

42% 

41% EXECUTIVES MANAGE PHILANTHROPIC INITIATIVES 

36% 

31% 

30% PROVIDES MATCHING FUNDS FOR EMPLOYEES’ CHARITABLE DONATIONS

19% HAS A CORPORATE FOUNDATION 

27%  EMPLOYEES ARE ENCOURAGED TO INITIATE AND RUN PHILANTHROPIC PROGRAMS ON THEIR OWN

17%  EMPLOYEES, THROUGH A FORMAL COMMITTEE, MANAGE ITS PHILANTHROPIC ACTIVITIES

16% OTHER

9%  MAKES GRANTS TO EMPLOYEES WHO THEN DONATE TO CHARITABLE CAUSES

Visit growing-good.org for more information.

INCLUDES PHILANTHROPIC/GIVING LANGUAGE IN THE CORPORATE VALUE STATEMENT, 
EMPLOYEE HANDBOOK, AND/OR OTHER MATERIALS

HAS A DESIGNATED STAFF PERSON OR IDENTIFIED DEPARTMENT FOR NONPROFITS TO 
APPROACH WHEN SEEKING A DONATION 

EMPLOYEES ARE PROVIDED A CERTAIN AMOUNT OF PAID LEAVE FOR APPROVED 
VOLUNTEER OPPORTUNITIES
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Who or which department spearheads your 
philanthropic (giving or volunteering) efforts?

This question provides important insight for 
nonprofits, and we added a few more possible 
answers for this year’s survey. The largest 
portion of respondents told us that CEOs make 
the giving decisions for their companies (39%), 
followed by employees (26%) and executives/
directors (23%). 

One respondent commented that “we have a 
national community impact team,” while another 
mentioned having a “global community affairs” 
body to direct corporate giving. As in previous 
years, the varied results suggest that nonprofits 
should consider tailoring their requests for 
support on a case-by-case basis, rather than 
using a single approach for all companies. 

How many companies spread their charitable 
contributions across several organizations? 
And how many choose to partner with a single 
nonprofit on an ongoing basis? Our survey 
found that the largest percentage partner 
with multiple nonprofits (60%) and only a 
small percentage partner exclusively with one 
nonprofit (10%). A quarter of respondents said 
that their company does not have ongoing 
partnerships with nonprofits (25%).

The benefits of a long-term partnership with 
one or more nonprofits include witnessing 
the lasting effects of your philanthropy, and 
engaging employees in ongoing campaigns and 
fundraisers that they feel invested in. 

Does your organization have ongoing partnerships 
with one or more nonprofits?

60% 

YES, WE PARTNER WITH 
SEVERAL NONPROFITS ON 
AN ONGOING BASIS 

25% 

NO

5% 

UNSURE

10% 
YES, WE PARTNER WITH 
ONE  NON PROFIT ON AN 
ONGOING BASIS

26%  EMPLOYEE-DRIVEN

39%  CEO

23%  EXECUTIVES (CXO)/DIRECTORS

16% OTHER

13%  MARKETING/PUBLIC RELATIONS

14% 

11% HUMAN RESOURCES

5%  BOARD OF DIRECTORS/ADVISORS

1%  OUTSIDE FIRM/CONSULTANT

5%  UNSURE

CORPORATE SOCIAL RESPONSIBILITY (CSR) 
FUNCTION
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There were some subtle shifts in this year’s survey in regards to what types of nonprofits 
companies choose to support. Last year, education-focused nonprofits topped the list. This 
year, human services was ranked number one (62%), followed by health & wellness (61%) – with 
education still ranking high (52%). There was also a strong emphasis on disaster relief (52%) 
and nonprofits with a public/societal benefit (39%).

Similar to previous surveys, respondents said their companies were least likely to support 
international NGOs (11%) and religious organizations (13%). 

What types of organizations does your 
company support?

61%  HEALTH & WELLNESS (INCLUDING FOOD INSECURITY)

62%  HUMAN SERVICES (INCLUDING HOMELESSNESS, YOUTH/FAMILY, ETC.)

52%  EDUCATION

45% DISASTER RELIEF

39%  PUBLIC, SOCIETAL BENEFIT

33% ARTS & CULTURE

30% ANIMAL WELFARE

26% MUTUAL/MEMBERSHIP BENEFIT (INCLUDING PROFESSIONAL ORGANIZATIONS AND COMMUNITIES) 

29%  ENVIRONMENTAL

24%  MILITARY VETERANS

13% RELIGIOUS

11% INTERNATIONAL NGOS

3% NONE

11%  OTHER

Visit growing-good.org for more information.
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There are a variety of factors that companies consider when choosing nonprofits to support. In 
this year’s survey, most respondents said they look at the population served by a nonprofit to 
help make their decision (55%), followed closely by the perceived alignment of the nonprofit’s 
mission to the company’s own mission and culture (48%).

Other important considerations include the ability of a nonprofit to achieve social purpose goals 
that align with those of the company (41%), as well as employee engagement opportunities 
(38%), the perceived value of the mission to our customers and clients (36%), the perceived 
impact and efficacy of the organization’s programming (35%), and the geographic scope of 
programs (32%).

What criteria do you use to select 
nonprofits to support?

48%  PERCEIVED ALIGNMENT OF THE MISSION TO OUR BUSINESS MISSION AND CULTURE

55%  THE POPULATION SERVED

41%  ABILITY OF NONPROFIT TO ACHIEVE SOCIAL PURPOSE GOALS THAT ALIGN WITH OUR 
BUSINESS’S SOCIAL PURPOSE GOALS

38% EMPLOYEE ENGAGEMENT OPPORTUNITIES

36%  PERCEIVED VALUE OF THE MISSION TO OUR CUSTOMERS AND CLIENTS

35% PERCEIVED IMPACT AND EFFICACY OF THE ORGANIZATION’S PROGRAMMING

32% GEOGRAPHIC SCOPE OF PROGRAMS

15% NO FORMAL CRITERIA

16%  PERCEIVED IMPACT AND EFFICACY OF THE ORGANIZATION’S PROGRAMMING

11%  BUSINESS NETWORKING OPPORTUNITIES PRESENTED THROUGH EVENTS

11% BIPOC-LED

7% POTENTIAL FOR SIGNIFICANT SOCIAL MEDIA COVERAGE

7% OTHER

8%  POTENTIAL FOR SIGNIFICANT TRADITIONAL MEDIA COVERAGE

Visit growing-good.org for more information.
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Once again, we found that Central Texas 
companies most often choose to support local 
nonprofits with their philanthropy (66%). Less 
than a third mix their support between local 
and national nonprofits (26%), while a few 
support national/multi-state organizations 
(4%) or organizations across Texas (4%). 

The results suggest that local businesses 
are largely in tune with the needs of the 
community and want their donations to have 
an impact right here in Central Texas. 

Does your organization primarily support 
local or national nonprofit organizations?

Visit growing-good.org for more information.

26%  MIXED BETWEEN LOCAL AND NATIONAL

62%  SUPPORT LOCAL

4%  NATIONAL/MULTI-STATE ORGANIZATIONS

4% ORGANIZATIONS ACROSS THE STATE

3%  UNSURE
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S P OT L I G H T :

Ann-Marie Price at 
Baylor Scott & White

Ann-Marie Price has seen the corporate 
giving program really take shape and 
structure over the six years she’s been at 
Baylor, Scott & White. She shared her 
insights about community engagement with 
RecognizeGood, as excerpted here:

“We’re proud to be an integral part of 
this community. The program has grown 
and evolved. In the past few years, we’ve 
transitioned from simply introducing 
ourselves to the community to really being 
an active, present part of the communities 
that we serve.

“We provide health and wellness education, 
but a big part of that is just showing up – 
it’s about being at the farmer’s market or 
at the vaccination event. For me at a recent 
vaccine event, it was so cool when I was 
able to greet people as they drove up and 
I could see how emotional and excited they 
were. How grateful they were that we were 
there. That’s so satisfying to connect with my 
neighbors and community members like that! 

We’re part of these communities. We live 
here. We work here. We’re proud to help keep 
our friends and neighbors healthy.

“Giving through your workplace impacts the community in great 
ways, because when an organization kind of obliterates these 
lines, it eventually becomes just who you are and what you do.”
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S P OT L I G H T :

Ann-Marie Price at Baylor Scott & White (continued)

“So, over time we’ve matured into this reliable 
presence that people can come to. That is the 
epitome of how we can give back.

“For us, we’re investing in our neighbors. 
We’re investing in the community’s workforce. 
We’re investing in the health of our future. 
By getting out and meeting people in the 
community, we let them know how we can 
serve them. A lot of people don’t know who 
we are, what we do, or how we can help them.

“I think we’ve been so creative and innovative 
during these challenges in the last year. 
Baylor Scott & White Health became one 
of the first private health systems to offer 
a remote screening and drive-thru testing 
process for COVID-19. We were one of the 
first to have drive-thru clinics for checkups 
and sick visits. One of the first to have virtual 
options. That ROI for us is introducing people 
to who we are and showing them that we’re 
here to serve them – however they may need 
us. Hopefully, getting them more familiar 
with who they are so that they can rely on us 
during good times and not-so-good times.

“What makes us really stand out is that we 
are what’s called an integrated network of 
services, and so we’re very vertically aligned. 
That means that you might come to us for 
a checkup – but if you also need to have 
your blood drawn, to get some X rays, to 
see your foot doctor, we can do some of 

that stuff same-day. Right there! A one-stop 
shop. We’re also able to cut down on excess 
paperwork, doctor’s visits and testing. Our 
providers can share records and information 
as needed to ensure that the patient receives 
the best comprehensive care.

“To communicate that benefit to you, and 
then have you share it with your friends and 
your family – that’s the measurement for us. 
That’s very valuable for us.

“Giving through your workplace impacts the 
community in great ways, because when an 
organization kind of obliterates these lines, 
it eventually becomes just who you are and 
what you do.

“Again, it comes back to those relationships. 
Those opportunities to make those 
connections, to be a real part of the 
community – building that into your team 
structure, into your values helps to bond you 
together inside. It also helps to grow what 
you do outside, and I think that’s the best 
place that you could get to.

“As a health care organization, what we 
do every day means we are already giving. 
We’re already providing and it’s just kind 
of that natural next step. I know that so 
many companies do that – provide a service, 
provide a good, but taking it beyond your 
four walls is immeasurable in terms of 
community benefit.”
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PA RT  T H R E E : 

Measuring Impact & Results
We know that for many local businesses, it’s important to understand the impact of their contribu-
tions. This can include the effects of their philanthropy on their own employees and stakeholders, as 
well as among the community served by the causes they support. We asked how they track, measure 
and assess their giving. 
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How does your organization track individual 
charitable giving?

How does your organization track volunteer hours?

For the second year in a row, we found that 
more than half of companies track their 
employees’ individual charitable giving, using 
different methods. Some track it manually 
(32%), some use a third-party software tool 
(16%), and others have their own proprietary 
software tool (5%). 

Still, 46% of companies don’t track individual 
giving at all – indicating there is room to grow 
in helping to quantify a workforce’s collective 
charitable contributions.

Every year we seek to better understand if and how 
companies track their employees’ volunteer hours. 
Historically, we have found that the majority of 
them do not (60%, a number that increased from 
47% in 2020). The respondents who said they do 
track the hours were split evenly between tracking 
them manually (17%) and using a third-party vendor 
software tool (also 17%). Only a small percentage 
have their own proprietary software for tracking 
volunteer hours (5%). 

Tracking volunteer hours is a good way to measure 
a form of giving that isn’t always quantified in the 
way that monetary contributions are, and it can 
help provide annual benchmarks for companies to 
encourage more charitable participation and service 
among its staff. 

32%  MANUALLY

46%  DO NOT TRACK

16%  VENDOR SOFTWARE

5% PROPRIETARY SOFTWARE

5%  OTHER

17%  MANUALLY

60%  DO NOT TRACK  

17%  VENDOR SOFTWARE 

5% PROPRIETARY SOFTWARE

4%  OTHER
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How does your organization measure the ROI or 
impact of its charitable investments?

Return on investment (ROI) is an important consideration in many business decisions, and for some this 
can include corporate philanthropy. While the largest percentage of respondents said their company does 
not measure the ROI from their charitable giving (43%), nearly as many said that employee participation 
was their most important measure of success (40%).

This is followed by social/societal outcomes (35%), customer/client feedback (21%), employee recruitment 
& retention (21%), brand awareness (18%), survey feedback (18%) and media and/or social media coverage 
(17%).

One respondent commented that “we now have an annual giving report of dollars and volunteering done 
nationally,” while another appears to dislike the concept of framing charity in terms ROI: “There is no ROI 
from charitable donations.  ‘Charitable investments’ has a pre-supposition.”

40%  EMPLOYEE PARTICIPATION 

43%  DO NOT MEASURE 

35 SOCIAL/SOCIETAL OUTCOMES 

21% CUSTOMER/CLIENT FEEDBACK 

21%  EMPLOYEE RECRUITMENT/RETENTION 

18% BRAND AWARENESS 

18% SURVEY FEEDBACK 

9%  EMPLOYEE PRODUCTIVITY 

17%  MEDIA/SOCIAL MEDIA 

8%  AUDIENCE GROWTH

7% OTHER

Visit growing-good.org for more information.
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What do you perceive as downsides to organizational 
philanthropy (giving and volunteering)?

A majority of respondents see no downsides to 
organizational philanthropy, but it’s worth noting 
that this percentage dropped from last year’s 
survey (63%, compared to 85% in 2020). It’s 
important to understand what companies might see 
as negatives when it comes to their giving – as it 
turns out, nearly a third said that selected causes 
may not always align with individual employee 
values (31%). Of lesser concern, philanthropy might 
take human resources (10%) or funding (8%) from 
core business functions. 

One comment we received acknowledged a 
potential downside, while suggesting that it would 
not deter the company from giving to causes they 
value: “You have to think about the likelihood that 
potential clients won’t like who we support, but that 
makes it even more important (to give).”

63%  NO DOWNSIDES

31% CAUSES MAY NOT ALWAYS ALIGN 
 WITH INDIVIDUAL EMPLOYEE VALUES

10%  TAKES HUMAN RESOURCES AWAY FROM  
 CORE BUSINESS FUNCTIONS

8% TAKES FUNDING AWAY FROM CORE  
 BUSINESS FUNCTIONS

5% OTHER

3% MAY NEGATIVELY IMPACT OUR WORKPLACE CULTURE

4%  MAY NEGATIVELY AFFECT OUR BRAND
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“Supporting our 
business community 
is part of our DNA.”

Visit Growing-Good.org for more information 
about the 2021 Central Texas Corporate 
Giving Survey, including the history of this 
study, recent media coverage and inspiring 
stories about corporate philanthropy in 
Central Texas. 

Learn More

About Growing Good

Growing Good is a partnership between I Live 
Here I Give Here, RecognizeGood and the 
Greater Austin Chamber of Commerce. The 
2021 Central Texas Corporate Giving Survey 
is generously underwritten by ABC Home & 
Commercial Services, Texas Mutual Insurance 
Company, and Tokyo Electron; with additional 
support from Elizabeth Christian Public 
Relation (ECPR) and FingerPulse Media, Inc. 
Additionally, we have identified important 
community partners such as the City of Austin’s 
Community Engagement Council.

Together, we are passionate about telling the 
story of corporate giving in Central Texas 
and believe that our business community can 
become the most generous in America with the 
right inspiration and motivation. Gathering and 
sharing information about giving among local 
companies fosters collaborative change.

Visit growing-good.org for more information.


