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Why give?
Canadian companies have always vie-
wed corporate giving as a way to help 
the communities where they operate.  
Some BC based companies are renow-
ned for their breadth and depth of com-
munity investment activities. Take TE-
LUS for example.  We’ve all seen and 
heard the ‘we give where we live’ tag-
line.  And the tagline has teeth-- in 2010 
TELUS won a prestigious global award 
for most outstanding philanthropic 
corporation, the fi rst Canadian compa-
ny to win. 

Companies like TELUS and other lar-
ge (and small) companies are ratche-
ting up their focus on corporate giving 
because it is expected.  As society’s ex-
pectations of companies have risen (Ca-
nada consistently ranks high amongst 
countries that expect companies to be 
socially responsible), corporate phi-
lanthropy is an eff ective and powerful 
way to demonstrate a company’s com-
mitment to operating responsibly.  As 
government support of the charitable 
sector continues to decrease, corpora-
tions are expected to step in and shoul-
der the gap. 

But beyond expecta-
tions, the business ca-
se supporting corpo-
rate philanthropy is 
well-documented. En-
hanced employee re-
cruitment, higher job 
satisfaction, lower tur-
nover, customer prefe-
rence and loyalty for 
companies that invest 
in communities, and 
higher profits have 
been demonstrated.
 At Canadian Business for Social Re-

sponsibility (CBSR), we’ve seen fi rst-
hand the advantages of a well thought 
out, and well executed giving program.

BC companies in the very competiti-
ve oil and gas and mining sectors know 
that salaries, benefi ts and the traditional 
perks are not enough to woo talent, espe-

cially amongst the younger generation. 
At job fairs at universities, these compa-
nies bring copies of their CSR reports as 
these are often the most viewed and re-
viewed information pieces.  Prospective 
employees want a proven track record of 
a strong commitment to society, and cor-
porate philanthropy is an integral piece 
of that.

Goldcorp has forged a relationship 
with Word Wildlife (WWF) fund that, alt-
hough rooted in sponsorships and dona-
tions, has evolved well beyond dollars.   
Goldcorp has a business goal to increase 
their knowledge of the most effi  cient wa-
ter usage to reduce consumption. WWF 
works with businesses to mitigate wa-
ter impact.  In 2011, they partnered on a 
research project to fi gure out the North 
American average for how many cubic 
metres of water go into producing one 
ounce of gold.  This is a win-win for WWF 
and Goldcorp.  The research produces 
innovative conservation strategies that 
helps Goldcorp improve their practices.  
WWF can use the research to work with 
the mining industry to mitigate water 
impact and apply fi ndings to other sec-
tors.   

How to give
Evolving from a ‘random acts of kind-
ness’ to a strategic philanthropy ap-
proach require some time and invest-
ment, like any other business decision. 

■■ Take stock of your current corpora-
te philanthropy initiatives.  Understan-
ding how much, where, how often, and 
to whom your donations are directed 
will give you a baseline and a place to 
start. 

■■ Understand what your stakeholders 
expect.  Ask your employees, your part-
ners, customers what causes are im-

portant to them.  
■■ Align potential causes with what’s 

important to your business. What is the 
intersection of your stakeholders’ ex-
pectations, your business priorities and 
society’s needs?   

■■ Develop a corporate philanthropy 
budget and program with diff erent in-
itiatives yielding diff erent types of re-
turn.  For example, a national signatu-
re program can provide profi le and in-
crease customer loyalty.  Employee di-
rected giving is an excellent way to en-
gage employees.   

■■ Determine measures of success, track 
and report.

Some may view this approach to cor-
porate giving as motivated by business 
self- interest. Is it truly charity if the gi-
ver expects something in return?  Re-
gardless, a strategic approach to corpora-
te philanthropy has demonstrated value 
for business and more importantly, socie-
ty. And if it does, it doesn’t really matter 
what your motive is. 

giving money is good for business

karina briÑo

Outside 
the Child 
and Family 
Research 
Imaging Facility. 
This was part of 
a $1.3M pledge from 
Mining for Miracles to 
complete the facility.
                                                        Pg. 3

Outside 

HOW LEADERS IN BC’S 
NATURAL RESOURCE INDUSTRY 

ARE GIVING BACK

Myrna khan, 
senior vice president and general manager,
canadian business for social responsibility



AN iNdepeNdeNt sectioN by mediAplANet to the vANcouver suN2  · August 2012 

C
orporate Social Re-
sponsibility has long 
been part of the na-
tural resource agen-
da, but it is becoming 
an even more im-
portant factor in sha-

ping the economic viability of mining, 
forestry and energy projects around 
the world.  The reasons lie simply in the 
numbers.

Over the next quarter century, three 
billion new middle-class consumers 
worldwide will be demanding products 
and services that will place unprece-
dented strain on the already challenged 
sources of minerals, fossil fuels and fo-
rest-based products. The competition 
for such resources is fierce and will only 
intensify.

This is leading corporations to 
countries that are rich in natural resour-
ces, but plagued with problems of pover-
ty, over-population, and poorly develo-
ped social and physical infrastructure. 

Until recently, many of these countri-
es were relatively powerless in terms of 
controlling how their natural resources 
were being exploited.

That is no longer the case.  Energy and 

mining companies are now incorpo-
rating social, environmental, and long 
term economic development prioriti-
es into their community engagement 
practices in order to gain the social li-
cense to operate in new market areas 
and to build trust with local residents 
and governments as responsible and 
ethical businesses.

Developing healthy on-going rela-
tionships with local communities that 
may be impacted by resource exploita-
tion activities is now the cornerstone of 
corporate responsibility in the extracti-
ve industries sector, and involves issues 
such as human rights, education and 
health that previously were not high on 
the list of corporate priorities.

Many companies operating in develo-
ping countries are investing in physical 
infrastructure (schools, roads, hospitals, 
electricity supply, clean water, etc.), as 
well as in social capital (i.e. disease pre-
vention, family planning, and impro-
ving hygiene habits). 

Mining companies in particular are 
investing heavily in environmentally 
friendly technologies to minimize the 
potentially detrimental impacts of their 
operations.

Canada is a leader in defining mo-
re acceptable operating standards for 
companies in the extractive industries 
sector. In 2011 the Prime Minister an-
nounced that Canada would create an 
institute to strengthen natural resource 
governance in resource-rich developing 
countries to support sustainable econo-
mic growth, to create jobs, and to reduce 
poverty. 

It is well known that improving cor-
porate responsibility performance can 
have a positive impact on overall busi-
ness success. In the natural resources 
sector sustainability performance is be-

coming increasingly important not only 
in terms of strengthening competitive 
advantage and improving operational 
efficiencies, but also to ensure access to 
natural resources and to labour. 

These lessons are not limited to the 
developing world. At home increasingly 
stringent environmental rules are affec-
ting business practices in forestry, mi-
ning and energy resource sectors. So too, 
investor and shareholder expectations 
for improved environmental and social 
performance are changing corporate be-
havior across Canada.

The competition for increasingly 
scarce natural resources means we 
must do a much better job at integrating 
the social, environmental and economic 
needs of communities in a far more ex-
plicit and direct way. For some compa-
nies this may involve a whole new way 
of doing business.

Corporate social responsibility in the 
natural resource sector – Needed 
now more than ever

ChallENgEs

John D. Wiebe

PresiDent & Ceo,

the GLobe FounDation

editorial@mediaplanet.com
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We ReCOMMenD

Vision 2020
AN INDUSTRY ON THE MOVE

Vision 2020, is a challenge 
to the forest products 
industry, governments and 
partners to push industry 
transformation even further in 
the area of people, products, 
and performance.

Learn more on the  
Vision’s three goals at  
fpac.ca/Vision2020

@fpac_apfc

SFI Certification for Healthy Forests and
Strong Rural Communities

For more information: 
http://www.sfiprogram.org

IT’S HARD TO IMAGINE A WORLD WITHOUT FORESTS.

We depend on forests for our existence, for the clean air we breathe, for the
clean water we drink, for wildlife habitat, and for carbon sequestration. We
depend on forests to sustain sacred places and communities. Forests also
provide us with an endless stream of products that contribute to our shelter,
our literacy, our energy sources, our culture, and our health, well-being and
livelihoods. We know these things, yet too often we take them for granted.

— Kathy Abusow, President & CEO, SFI

A&A Trading Ltd.
Ainsworth Engineered Canada LP
Atco Wood Products Ltd.
British Columbia Timber Sales
C&C Wood Products Ltd.
Capacity Forest Management Ltd.
Carrier Lumber Ltd.
Conifex Timber Inc.
Coulson Group of Companies, 
Coulson Forest Product
Downie Street Samills Ltd.
Dunkley Lumber Ltd.
Federated Co-Operatives Limited
Hancock Forest Management
Husby Forest Products Ltd.
Interfor
Island Timberlands, LP
JH Huscroft
Louisiana Pacific Corporation
Mackenzie Fibre Management 
Corporation
Revelstoke Community Forest 
Corporation
Sinclar Group Forest Products Ltd.
Stuwix Resources Ltd.
TimberWest
West Fraser Mills Ltd.
Weyerhaeuser Company Ltd., 
Canadian Timberlands
Wynndel Box & Lumber Co. Ltd.

SFI THANKS THESE
BC LEADERS FOR 
DECIDING TO HAVE
FOREST LAND UNDER
THEIR MANAGEMENT
CERTIFIED TO THE 
SFI STANDARD:
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Faculty of

today’s graduates for tomorrow’s jobs

discover the exciting range of careers that a forestry degree can lead to
www.forestry.ubc.ca

What jobs are available for 
you in the industry?

Professional forestry is about the 
sustainable management of BC’s 

forest resources. Registered Professio-
nal Foresters (RPFs) and Registered 
Forest Technologists (RFTs) use mo-
dern technology to plan strategic acti-
vities and operational practices 
across the province’s wooded areas. 
These activities and practices include 
monitoring tree health to see the im-
pact of insects or diseases; protecting 
watersheds and streamside ecosys-
tems; ensuring that important wildli-
fe habitats are maintained during log-
ging operations; breeding trees that 
grow faster, bigger and are disease re-
sistant; integrating Aboriginal tradi-
tional values into plans; building and 
maintaining resource roads that are 
safe; managing teams; and many 
more.

extending the green influence
Forestry professionals do exciting 
and challenging jobs for a variety of 
employers including government, 
forestry companies, environmental 
groups, First Nations, independent 
power producers and even mining or 
oil and gas companies. Some forestry 
professionals run their own compa-
nies and provide forestry services to 
other organizations.

No matter who they work for, fo-
restry professionals strive for high 
professional standards and to strike 
a balance between economic, social/
cultural and environmental values 
the people of BC have placed on the 
forests.

DoN’t MiSS!

courtesy of Association of 

bc Forest professionals

W
ith the media 
focused on 
the problems 
of the forest 
sector, the 
positive side 
of the indu-

stry is often overlooked. Companies that 
have diversifi ed their products and mar-
kets are doing better than many global 
competitors, and signifi cant fi nancial 
investments are being made in new pro-
cesses and products. 

The global market for wood-based 
products is set to increase, particular-
ly as people realize that wood is the 
world’s most sustainable building ma-
terial. In addition, research is indicating 
that wood could be the source material 
for chemicals, fi bres and many new pro-
ducts to replace the use of nonrenewa-

ble resources with renewable resources. 
However, while the demand for wood is 
set to increase, maintaining the supply 
is becoming ever more challenging as 
more and more land is needed for food 
and fuel production as well as non-con-
sumptive uses such as biodiversity, car-
bon sequestration and other environ-
mental services.

Growing trees for a 
growing economy
These trends are leading to increased 
opportunities for skilled people in the 
forest sector.  This need is being accentu-
ated by the high proportion of baby boo-
mers in the industry, which will lead to 
growing shortages of early and mid-ca-
reer professionals over the next 10 to 15 
years. This points to increased need for 
forestry education, yet capacity in some 

parts of Canada (and globally) has been 
declining. Fortunately, there are many 
possibilities for an advanced forestry 
education in British Columbia. 

BC’s post-secondary institutions are 
increasingly successful in attracting 
not only domestic students but also in-
ternational students to their forestry 
programs. For example, the University 
of British Columbia has seen a sharp ri-
se in the number of people applying to 
the Faculty of Forestry’s broad range of 
programs, and today there are a record 
number of students enrolled in the Fa-
culty.  The Province’s other universi-
ty-level forestry programs are also see-
ing increasing numbers, refl ecting a 
growing interest in environmental 
education.

It is critical to meet the growing de-
mand for forestry and other natural re-

source professionals from our univer-
sities, yet there is already evidence that 
some employers are having diffi  culti-
es with recruitment. The combination 
of environmental knowledge, problem-
solving skills, business familiarity and 
communication capabilities are ma-
king graduates from forestry programs 
extremely attractive to a broad range of 
employers, both within and outside fo-
restry. Today’s graduates are no long-
er facing intense competition for a few 
opportunities, but a broad range of att-
ractive career options. This is great news 
for graduates, but traditional forestry 
employers will have to come to terms 
with this change.

dr. John l. inneS

editorial@mediaplanet.com

The global market for wood-based products is set to increase, particularly as 
people realize that wood is the world’s most popular building material.

the forest industry: 
turning over a new leaf

eCoNoMiC SUCCeSS
Professor and dean :faculty of forestry, University of British Columbia

Dr. John L. Innes
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The global market for wood-based products is set to increase, particularly as 

COFI works with governments, communities, organizations and 
individuals to ensure that forest policies in BC support the forest 
sector and, as a result, those who are dependent on the sector 
for business income or family supporting jobs.

Visit us at:  www.cofi .org

The Voice of the British Columbia Interior Forest Industry

John Wiebe
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T
he British Columbia 
forest products indu-
stry is becoming more 
environmentally pro-
gressive, more inno-
vative and high-tech, 
and is developing a 

global reach.
A lumberjack in plaid shirt naviga-

ting logs down the river – like the pic-
ture on the old paper one dollar bill – is 
a relic from the past. The new face of 
forestry includes satellite imagery, na-
no-technology and the development 
of new innovative products from cos-
metics to clothing to car parts. 
This month, I am pleased to take over 
as President and CEO of the Forest Pro-
ducts Association of Canada (FPAC) at 
a time when the sector is building on 
its existing momentum of moderniza-
tion by unveiling Vision2020, an ambi-
tious plan to propel the industry for-
ward. 
The forest products industry of Bri-
tish Columbia has been a big part of 
the fresh thinking and impressive 
leadership now found in the sector. Af-
ter some tough years coping with the 
mountain pine beetle and the collapse 
of the American housing market, the 
industry is bouncing back thanks to 
green innovation, expanding markets 
and growing career opportunities. 

The forest products industry has 
made remarkable progress in redu-
cing its environmental footprint.  For 
example, Canada has the most third-
party certified forests on the planet, 
more than 40% of the world’s total; the 
industry has cut its greenhouse gas 
emissions by two thirds since 1990; 
mills are producing enough bioener-

gy to power all of Vancouver.  Compa-
nies belonging to FPAC are also wor-
king with environmental groups in 
the landmark Canadian Boreal Forest 
Agreement. Under Vision2020, the fo-
rest industry is pledging to go even 
further and with the goal of enhan-
cing our environmental credentials by 
another 35%.

Forest companies are also trying to 
further their green credentials by ex-
tracting more value from every tree 
harvested to produce innovative new 
bio-chemicals and bio-products, from 
specialty cellulose used in pharma-
ceuticals to materials used in high de-
finition TV.  Next year, UBC will have 
a Canada Research Chair looking into 
advanced technologies for processing 
wood and wood composites. 

Along with innovation comes the 
need for new skilled employees.  After 
a decade of decline in the workforce, 
the forest products industry will need 
to recruit as many as 30,000 people in 
British Columbia by 2020.  Forest com-
panies are now targeting more wo-
men, new Canadians and Aboriginals.  
Recently FPAC gave out its first Abori-
ginal Youth Skills Award to a UBC stu-
dent, Baillie Redfern,  who is studying 
how to utilize bio-ingredients from 
wood fibre for use in creating bio-pro-
ducts such as pharmaceuticals and 

cosmetics.
Some of these new employees could 

land in international sales.  That’s be-
cause the industry has had remarka-
ble success in diversifying markets.  
Forest products are now Canada’s 
number one export to the Asia Paci-
fic, including China.  B.C. shipments of 
lumber to Asia have gone up five times 
since 2005 and now exceed exports to 
the U.S. 

The industry is aiming high and 
pledging to become more innovative, 
more environmentally friendly and 
more global in its reach.  And that is 
great news for British Columbians 
and communities who depend on the 
forest sector for jobs.

F
or 25 years, British 
Columbia’s mining in-
dustry has played a vi-
tal role in the health 
and well-being of child-
ren throughout the pro-
vince. That’s because the 

industry’s leading charity, Mining 4 Mi-
racles (M4M) has raised over $20 million 
for the BC Children’s Hospital Founda-
tion. The charity is a collection of people 
from all parts of the industry - explora-
tion, extraction, engineering, consul-
ting, equipment suppliers, investment 
communities, and insurance providers 
– who come together to make a differen-
ce in the lives of children.
Jason Weber, chair of 2013 Mining 
for Miracle’s campaign and the pre-
sident of Kiska Metals Corporation, 
says M4M plays an important role 
in his industry’s commitment to the 
community.
“We are in a position to give back to 
the communities that have enabled 
us to be successful in the corporate 
world,” he says. “(Vancouver is) one 
of the centres for mining and explo-
ration, around the world, and that 
is enabled by the fact that we have 
a continuous pool of people coming 
into this industry and kids are really 
that future.”
BC Children’s Hospital offers not on-
ly unprecedented level of care for the 
province’s children, Weber explains, 
but those kids go on to become lead-
ers, so the process is cyclical.
“They don’t just go on in the mining 
industry but in all facets of business 
within our province and that only 

makes the province stronger,” he ex-
plains.
In order to decide where the M4M 
funding will go towards each year, 
the committee meets with research 
groups at the hospital who pitch 
them on ideas of what they want to 
build. Then the committee picks the 
idea that most resonates within the 
mining industry. Rather than ful-
ly fund a project, M2M will levera-
ge the final amount needed in order 
to reach its goal.  The charity then 
spends up to two years raising the 
funds needed.
The most recent fruits of M4M’s 
labour is the 3 Tesla MRI for the 
hospital’s imaging facility. The scan-
ner enables researchers to deepen 
their understanding of childhood 
brain development and how children 
are affected by brain disorders.
The charity’s signature fundraiser is 
the Teck Celebrity Pie Throw. For the 
last few years, the annual event has 
brought people out to the Vancouver 
Art Gallery’s front entrance. There’s 
live music provided (last year’s mu-
sician was Barney Bentall) and pe-
ople within the mining industry 
who’ve taken pledges (sometimes up 
to $100,000) get cream pies thrown 
at their faces. 
“A lot of the time the biggest donor 
gets to be the pie thrower,” says We-
ber.
Weber says one of the most rewar-
ding parts of the charity is how it 
brings together the industry for a 
common goal.
“At the committee level it’s all M4M, 

it’s not about individual companies,” 
he says. “I know from talking to oth-
er funding groups for the hospital, 
they don’t have the same collabora-
tive nature on their committees that 
we do.”
Although he doesn’t know the ex-
act breakdown, Weber says most of 
the money raised would be “heavily 
lopsided from within the industry.” 
The money comes from “individu-
als, corporate donations and a little 
bit of outside help,” he says. He gi-
ves an example of a set of twins from 
his son’s hockey team who had spent 
time at BC Children’s Hospital. For 
one of their birthdays, they decided 
to raise funds for the hospital, and 
choose to do it through M4M. 
He adds that it’s also rewarding to 
see first-hand the equipment they’re 
able to raise money for – and those 
who are grateful to be using it.
“The hospital and foundation is ve-
ry good at recognizing fundraising 
efforts,” he says. “Because we choo-
se specific fundraising objective, 
there’s a plaque that goes up on the 
wall and everyone who uses it is ve-
ry aware of it and quick to say thank 
you and acknowledge us. That tends 
to build on itself, when people recog-
nize the effort you’ve put in, it makes 
it easier to donate again.”

leadership in the forests

Mining for miracles
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i am a small 
business – how 
can i give back?
We’ve known for years that doing 
good is good for business. Corpora-
tions across metro Vancouver are 
leaders in philanthropic work, and as 
a community foundation we thank 
them for their ongoing and generous 
support.

But doing good isn’t good enough 
anymore.

Business is at the centre of a seismic 
shift. Consumers now expect busi-
ness to go beyond earning a “license 
to operate” to earning a “license to 
lead.” 

We’re hearing this message loud and 
clear. According to the 2012 Edelman 
Trust Barometer, a well-respected an-
nual survey that examines trust in 
four key institutions including busi-
ness, 73 per cent of consumers would 
switch brands if a different brand of 
similar quality supported a good cau-
se.

A large majority – 86 per cent – say 
that companies should place at least 
an equal emphasis on their social in-
terests as on their business interests. 

This means that a successful business 
is measured by more than profitabi-
lity. It’s measured by whether you are 
a caring business and a good neigh-
bour. So it’s not a matter of whether 
corporations should make this kind 
of investment in the community, it’s 
a matter of how.

Large corporations have known this 
for years. Many have robust corpo-
rate social responsibility mandates. 
But economists tell us that small bu-
siness is the backbone of the B.C. eco-
nomy. How do smaller organizations 
respond to this issue?

Small business leaders may be asking 
themselves questions such as, “What 
organizations do we support?” “Is 
support based on staff interests or 
client requests?”  And if you don’t ha-
ve a large philanthropic budget like 
some corporations, you may even ask, 
“What can our little bit of money ac-
complish?”

Companies often seek what’s new, 
what’s different, what will set them 
apart.  But the power lies in collective 
action.  This is how we can create sig-
nificant change.

Vancouver Foundation can be the 
conduit for that change. 

At Vancouver Foundation, we have 
to say no more often than we say yes. 
In the Spring of 2012, we received re-
quests for over $25 million in grants 
but were only able to fulfill less than 
20% of those requests. This means 
many programs of urgent need, from 
addressing youth homelessness to 
tackling poverty to building bridges 
between neighbours, go unfunded.

If we work together, businesses both 
large and small can help us create 
healthy, vibrant livable communities 
for everyone.

 CraiG hikiDa,

editorial@mediaplanet.com

Craig Hikida
vice president, 
development and
donor services,
vancouver Foundation

tiPS

■■ Number of Years Active: 25

■■ Number of Funds Raised: $20 
million

■■ Number of Funds rose in 2009- 
2010 M4M campaign: $1.3 million

■■ Money Raised for: BC Children’s 
Hospital Foundation

■■ Fundraising methods: Diamond 
Draw, Jeans Day, Teck Celebrity Pie 
Throw

■■ Mascot: Buddy the Minor

■■ Projects that money has been 
donated towards: SMART OR, Le-
vel Biocontainment Lab, and the re-
cent 3 Tesla MRI.

■■ Parts of the industry involved in 
M4M committee: Exploration, ex-
traction, engineering, consulting, 
equipment suppliers, investment 
communities, and insurance pro-
viders.

FACtS

David Lindsay, 
president and ceo,
Forest products 
Association of canada
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www.goldcorp.com

We operate more than just gold mines. Our commitment is to contribute to 
long-term social, environmental and economic benefits in the communities 
where we live and work. Our programs are designed as catalysts for 
positive change that emphasize partnerships with communities, 
governments and businesses. 

We’re proud of our record of safe, responsible operations everywhere we 
do business and of the legacy we’re building for generations to come.

BUILDING
OUR 
FUTURE




