TEN THINGS YOU CAN DO TO RAISE AWARENESS
OF THE VALUE OF THE ARTS AND HUMANITIES

DURING AN ELECTION YEAR

Over thecourseof acampai gn season, artsadvocatesshoul d rai secommunity awarenessof key artsissues
and engage candidatesin meaningful debate. FollowingarelOprovendrategies Pleaseconsider doing
several of theseactivities. Someof them canand should bedoneonanindividual basis, whileotherswill
need to be undertaken in conjunction with other local organizations.

The purposeof your invol vement inacampai gnisto heighten awarenessof artsissuesamong boththe
publicandthecandidates. If youareacting onbehaf of anonprofit artsorganization, makesureyousolicit
theviews ofall candidatesfor anoffice. Donot support, or do anythingthat may createan appearance
of supportfor, or favoring of, any particul ar candidateor party. By law, nonprofit organizationsare
required to be non-partisan, not bi-partisan.

1.

Develop a list of tough questions to ask candidates: These can be used in avariety of
situations, suchastown hall meetings, public campaignforums, | ettersto candidatesand face-to-
facemeetings. (See* SampleQuestionsfor Candidates’ onpage 11 for suggested questionson
federal investment in the arts.)

Attend town hall meetings and other candidate forums: Publicly raiseartsissuesby asking
all candidatesfor their positions. Raising artsissueswill involveand educate other membersof the
community aswell ascongressional candidates. Y our local L eagueof WomenV oters, or the
candidates’ campaign offices will have schedules of these public events.

Initiate aletter writing campaignto all candidates: Convey theimportance of preserving
our quality of lifeandtheneed for government investmentsinthearts. Candidatesneedtoknow
specificaly why they should support suchinvestments. Includestatisticsand persond storiesabout
howartsprogramshaveimpacted thecommunity andtheeconomy. Send|etterstothecandidates
campaignheadquarters. Theseaddresseswill beavailablefromyourloca voter registration office.

Thisactivity could beproposedtoyour volunteers, abook club, PTA, civic, or community group.
Candidatesneedtobeawarethat alarge, broad-based constituency isconcerned about thearts.
Receiving many | ettersmay encouragethe candidatesto dedi cateastaff persontotheseissues.
Providepotential letter-writerswithacompletelist of candidatesand addressesand ask themto
writebrief |ettersto each candidateaskingfor their positiononpublicinvestmentinthearts. A
sample candidate questionnaire isincluded in this packet.



10.

Ask all candidates to support an arts platform: Draft a platform statement (see enclosed sample)
on a broad range of issues, including federa investment in the arts. Write to all candidates, and
enclose your suggested platform.

Visit each candidate to discuss the importance of the arts: A vist will give you a chance to
educate the candidates on issues and to introduce them to members of the community interested and
involved in the arts and humanities. Gather agroup of arts advocates, such as a volunteer, student,
arts trustee, teacher, businessman, etc. to attend the meeting. Make sure to brief or meet with all
candidates. Y ou can set up meetings by caling the candidates' campaign headquarters and talking
with their schedulers. Send a follow-up letter confirming date, time and place, as well as the
attendees, and the issues you plan to discuss.

Find and publicize success stories: Tdl how a federal arts program or programs have made a
difference in your community. Share that information with all candidatesin your |etters or meetings
and with the media.

Write an Opinion or Letter-to-the-Editor for your local newspaper: To highlight the need for
a strong public commitment to the arts, consider an editorial or |etter-to-the-editor that tells a specific
story about how a federally funded program impacts your area. Raise artsissuesin away that will
be very visble to candidates and the community. Send a copy of your printed editoria or letter to all
the candidates and other influential policy makers. For maximum impact, and to increase the
likelihood of its getting printed, an opinion article submitted to local papers should be authored by a
well known community figure. It is permissible for these articles to be written for a well known
persondity as long as he or she clearly gives permission. Letters-to-the-Editor, on the other hand,
can come from anyone in the community.

Invite all candidates to tour your institution and attend an exhibit or performance: Invitations
must be sent to all candidates. Call or write the candidates campaign headquarters to get
information on where and how to send your invitation. Take this opportunity to demonstrate how the
community benefits from your programs and what investments are needed to sustain these vital
activities.

Help organize a public forum or town meeting with other interested groups: The event should
feature all the candidates and include, among other issues, a discussion of the federal priority for
investment in the arts and humanities. For any forum you help organize, it is important to include a
broad range of issues of concern to the community, and ask questions in a neutral way. Do not
reinvent the wheel. Someone in your community has probably aready hosted forums in the past.
Contact your local League of Women Voters or Chamber of Commerce, as well as other civic
organizations, and see if they are interested in co-sponsoring the meeting. Many of these groups
traditionally host candidate forums and can help ensure a successful event.

Organize a voter registration drive at your arts organization: Registration to vote should be an
ongoing part of dl artsingtitutions' civic responsbility. Go to your local election office to get forms
and information on loca registration laws. Get more people involved!



GUIDELINES FOR INVOLVING NONPROFIT ARTS
ORGANIZATIONS IN ELECTION YEAR ACTIVITIES

Thefollowing guidelinessummarizelimitsonanonprofit organizations' ability tobecomeinvolvedin
electoral activities. ThelRSguidelinesontheseissuesarecomplex. If you havequestionsregardingan
individual’ sor anonprofit artsorgani zation’ s sponsorship of, or non-monetary contributionto, anevent
or publication, it is advisable to have it reviewed by your organization’s legal counsel.

/ Be awarethat artsinstitutionsand organizationsthat have been classified aseducational or

charitableunder Sec. 501(c)(3) of thelnternal Revenue Codeareprohibitedfrominterveningin
political campaigns, whichincludesengaginginpartisanpolitica activity. Therefore, whenyouare
representing such an organization, you areprohibited fromengagingin political activity. However,
whenyouareacting asanindividual, not arepresentative of anonprofit organization, you arenot
limited in your right to engage in political activity.

/ Individuals involved in the electoral process must make clear they are acting as individuals.

/ Nonprofit artsorganizations must avoid supporting, favoring, or opposing anindividual candidate
or political party -- that is partisan political activity.

/ Nonprofit artsorgani zationsneed to beawarethat their statementsand activitiesdo not haveto

be directly expressedto beconsidered partisan. |mplied support of, or favoring acandidateor
party, is also considered partisan political activity.

/ Parti sanship can be construed when an artsorgani zation providesabenefit toacandidateor party.

Thesebenefitsmay includegivingjust onecandidatean opportunity to speak, noting that oneparty
is“pro-arts,” or publicizing thefact that onecandidate” agrees’ withtheartsorganizations vision
on arts policy. All of these “benefits’ are prohibited.

/ Thelaw requiresthat anonprofit organization sponsoring apolitical event must extend aninvitation
toall viablecandidatessothat they al havean equal opportunity to havetheir viewsrepresented.

/ If you organizeevents, or publish materials, issuesand questions should be phrased inaneutral
way. They must cover -- and allow all candidates to address -- a broad range of issues.



Bothat public meetingsandin published materials, adisclaimer should beincluded, suchas:®

doesnot support or opposeany political candidateor party. Thesematerialsandactivitiesare
madeavailabletothepublic, cons stent with our responsibility to educateandinformthepublic.”

Nonprofit artsorgani zations cannot align themsel veswith political parties, nor canthey collect or
distribute funds for political campaigns.

A nonprofit organization cannot provide its facility for political fundraising.
A nonprofit organization cannot give lists of members or subscribers to political candidates.
Organizationsthat aretax exempt under IRS501(c)(3) aresubjecttolega and monetary limitson

their lobbyingactivities. When planning new |obbying activities, including grassrootsand use of
media, organizations should consult legal counsel to ensure that the limits are observed.




| CONTACTING THE MEDIA I

Overthelastyear,theNEA and NEH nearly fell tothebudget-cutting ax. Theaction of artsadvocates
nati onwidesaved theseval uableagenciesandtheservicesthey provide. Now, astheel ection season heats
up, supportersof theartshaveareal opportunity -- and responsibility -- torai setheissueof public
investment in the arts, and ensure that needs of the arts community are heard.

Y ou can hel pby drawing attentiontothefederal programsthat aremakingareal difference. Explainthe
successesof theseprograms, and of thebenefitstoyour local community. Highlight thedifferenceitwould
make to your community if that programwerenot availabletothecommunity. Themediacan beimportant
partnersin thiswork. The medianot only informs, it forms opinions.

ImportantReminder: If you are speaking onbehal f of anonprofit organization, itisimportant not to

endorseor favor, evenindirectly, aparticular candidate. Thisisespecially important duringanelection
season. Stick to the issue and the factsin all your communications.

F Three Basic Ways to Get Out Your Message:

1. Newspaper stories.

2. Opinion editorials (op-eds), and
letters-to-the-editor.

3. Talk radio and local television news.

Communicating successfully inall three of theseareasrequireshoningyour message; especialy when
youarecallingareporter or radio show. Givesomethought astowhat youwant to say and how you
wanttosay it. Gather thefactsabout theimpact of federal programsonyour local community.Write
downwhat you think arethestrongest points, crossi ng out statementsthat aretoo complex, or defensive,
and underlining those that are clear, direct, and compelling.

Newspaper Stories: Getting in Print

Readyour local newspaper tofindthenameof reportersmost likely to beinterestedinthetopicyouwant
tosuggest. Sincemany newspapershavearegular artsand cultural affairsbeat reporter, call thereporter
todiscussyouridea. Beconcise, specific, andfactual. 1t al so helpsto providewritteninformationthat
describeswhat youwant to convey. Whenwriting about anational story -- theimportanceof federal



investmentinyour community, for example-- present detail sabout thelocal impact. Besensitiveto
newspaper deadlines and style.

Opinion Editorials & Letters-to-the-Editor: Writing it Yourself

Y oumay wanttowritethestory yourself, asal etter-to-the-editor or anopinioneditorial, or evenasa
featurestory. All papersprintletters-to-the-editor, solong asthey areshort (under 300words), well
written, andtimely. Letters-to-the-editor providealively forumfor discussioninthecommunity and can
hel pshapepublicopinion. Evenaletter or op-edthat doesnot get publishedisval uablebecauseit may
beconsidered by thenewspaper’ seditorial boardwhenreviewinganissue. Call theeditorial pageeditor
for information on how to format and submit your letter.

For op-eds, consider startingwiththe paper that hasthelargest circul ation. Inaddition, many smaller
papersmay beopento printing featurestoriesyou or acolleaguewrite. Smaller papersshouldnot be
overlooked, especialy sincethey areusually morereceptivetorecelving articlescontributed by readers.
Beforeyoubeginwriting, talk withtheeditor to get asenseof hisor her willingnesstoedit and print an
article that has not been generated from wire reports or written by the newspaper’ s staff.

To increasethechancesof getting anop-ed printed, especially inalargemetropolitan newspaper, havethe
submission authored by awell-knownfigureinthecommunity. Thispersondoesnot necessarily haveto
writethearticlehimself. Itiscommonfor op-edsto beauthoredfor someone, solong astheperson’s
permission is obtained in advance.

Talk Radio and Local Television News

Find out thetopicsthat varioustal k radio programscover, and determinewhi ch programswoul d bemost
interested and opento abal anced discussion of thearts. Writedownthecall-innumber and keeptrying.
Callersroutindywait“onhold” for 30 minutesor morefor themost popular shows. Whenyou get through,
tell theproducersyour name, placeand subjects, andgetinline. Oneway tomoveupthelineistooffer
ananswer or explanationtothepreviouscaller. Present your directinformationabout thebenefitsof
federal funding for theartsand humanities. Avoidjargon. Also, avoid making statementsconcerningthe
positions of, or your support for, specific political parties or candidates.

Althoughitispossibletoget coverageonloca TV, televisonnewsstationaregenerally lessaccessible.
Sinceperformancesand exhibitsmakegoodvisuals, it canhavemajorimpact if you cangettheinterest
of thetelevisonnewsdesk. Whenattemptingtogainlocal TV coverage, itisimportant to beawareof, and
expect,any potential “ breakingnews” storiesto supersedecoverageof your activity. Weekendsare
usually“slow newsdays’ for mostlocal stationsand areapotentially goodtimetosolicit TV coverage.
However, contact theassignment editor at your local newsstationtoget hisor her perspectiveonhowto
increase your chances of local coverage on a particular station’ s news broadcast.



‘ VOTER REGISTRATION I

Sincetheability toinfluencepublicpolicy beginswithaninformedand activecitizenry, artsgroupscanand
shouldregister thepeoplethey servetovote! Infact, theV oter Registration Act of 1993 encourages*all
nongovernmental entities” to participateinvoter registration. Accordingtothelaw firmof Caplin&
Drysdale, Chartered:

Although the organizations exempt from tax under section 501(c)(3) of the tax code must
strictly comply with the ban on electioneering, they are permitted to engage in a variety of
nonpartisan voter education and voter participation projects. Such projects may include
public education, advocacy on controversial policy issues, and efforts designed to increase
voting by disadvantaged or excluded groups in society.

Asvital componentsof their communities, nonprofit artsgroupshaveauniqueability toinfluencethe
democraticprocess. Thisistheopportunetimetojoininanefforttoregister themorethan65million
unregistered, eigiblevotersfor the 1996 el ections. Artsorganizationshavemany opportunitiestoregister
peopletovote, including beforeperformances, asthey enter exhibitions, and asthey participatein many
kinds of public activities.

Integrating avoter registration programintotheeveryday operationsof anorganizationissimpleand

requireslittleextraresourcesor staff. All thatisrequiredisalittleknowledgeandthedesiretoengage
communities actively in the democratic process.

Why You Should Get Involved:

Gettinginvolvedinvoter registration offersmany opportunitiesto meet and work withawiderangeof
community organizationsthat sharethegoal of increasing voter participation. For example, labor
organizations, human serviceagencies, andreligiousgroupsa reedy areoffering voter registration programs
andwouldbeexcellent partners. Thesenew-foundrel ationshipscanhel pwithloca coalitionbuildingand
developing new alliances and projects.



Beinginvolvedinavoter registrationdriveal so hel psyou buildrel ationshi pswith candidates, el ected
official s,andcommunity leaders. Elected officialslistentocommunitiesthat vote! Voter registrationwill
enhance the arts community’ s visibility and power!

How to Get Voter Reqistration Rolling in a Nonprofit Organization:

[ Makean organizational decisionor policy that your group endorsesvoter registration aspart of
your routine services offered to your community.

[ Appoint a staff person or interested volunteer as the coordinator for voter registration activities

[ Get the message out to subscribers/audiences:

Articlesin newsletters

Program announcements

Display posters, fliers, etc. in the lobby offering to register people to vote
[ Maintain arecord of how many people register to vote through your organization.

[ Report back to your national service organization about your efforts.

Follow These Four Easy Steps:

To start registering votersin your organization, follow these four easy steps:

L. Appoint a staff person or interested volunteer to coordinate voter registration
activities. Thispersonshouldensurethat theorgani zation hasan adequate supply of statemail-in
voter registrationformsat al times, and organi zearegistration tableinthel obby wherepeoplemay
fill inthese forms. Registration forms can be obtained from the local elections office.

2. Contact your state election official to obtain mail-in voter registration forms.

3. Always offer to help people complete the voter registration form. Check to be surethe
applicationisproperly filled out, and offer tomail it totheappropriateel ectionsoffice. Maintain
arecord of how many people register to vote through your organization.

4, Obtain answers to commonly asked questions from your local or state elections office.
For example, Howwill | know if I’ mregistered? Wheredo| vote? How do| get an absentee
ballot? Dol needan|.D.cardtovote? Canl registertovoteatage17if | will be 18 onelection
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day? How do | register? Do | haveto choose a
partywhen| register? If | voteinaparty’ sprimary #
do | have to vote for that party in the general
? Nonpartisan meansthat the activity or program must be
by, affiliatedwith, or supportiveof theinterest or policiesof any %
party or candidate. Support for candidatesof twodifference #

an election (“bipartisanship”) is not a nonpartisan activity.

political
election
election
influenced
political
partiesin

Frequently

Asked

Questions

Q. Can my organization work in coalition with other groups that conduct voter registration,
education and get-out-the-vote programs?

A. Y es, solong astheeffortisnonparti san. Parti cipating organi zationsandindividua scannot makeany
statementsin support of, or inoppositionto, any particular candidateor party, or carry onany other activity
designed to reflect a preference or recommendation for any political candidate or party.

Q. Can vehicles owned by nonprofit organizations be used to transport voters to the polls? Can
drivers employed by the organization transport voters to the polls?

A. Y es, tobothquestions. Y ou can even affix non-parti san messagesto vehiclesencouraging votersto
gotothepolls. However, makecertainthat thevehiclesand thedriversdonot haveany partisanliterature,
buttons, posters, flyers, bumper stickers or other political propaganda.

Q. Can adtaff personregistering votersin a 501(c)3 agency wear a button or put a bumper sticker
on his/her car that has the name of a favored candidate?

A. No, notwhileregisteringvoters. Thiscautiondoesnot apply toreferenda; youmay urgecitizensto
“register and vote to stop Proposition X.”



Q. Can my organization place postersin conspicuous places?

A. Yes, aslong as they do not refer to political parties or candidates.
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SAMPLE LETTER-TO-THE-EDITOR

Dear Editor:

For years, artssupportershavefought tokeep critical federal fundingfrombeingsacrificed. Asthe
electionsapproach, votersin[ Y OURLOCAL AREA] must carefully consider every candidate’ ssupport
of public investment in the arts.

Congressiond effortsover thenext few yearstoredefinegovernment will mean continuingeval uation of this
country’ spriority for theartsand humanities. In[Y OURLOCAL AREA], federa artsdollarsmean...
[ADD SPECIFIC POSITIVE EXAMPLES].

Itistimefor candidatesto speak upfor thevalueof thearts, and then act onthesecommitments. Weneed
leaders who will fight for our cultural heritage.

Wemust makethenation’ sfuture-- apublicinvestment inartsand humanities-- oneof our top priorities.
To do that, we must understand where all our candidates stand on these vital issues.
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SAMPLE QUESTIONS FOR CANDIDATES
(For use at town hall meetings, public campaign forums, etc.)

Artsadvocatesneedtoraisepublic awarenessabout theartsandtheir vital cultural, educational, and
economi c roleduring thiscampaignseason. A primeopportunity isany publicforumwherevoterscan
directlyask candidatestheir positiononissuesimportant totheartscommunity. Just by askingthe
guestions, over and over, weservenoticethat amajority of the Americanpublicisinterested and cares
about the arts and nonprofit organizations.

B el owareexampl esof questionsthat can be posed to aspiring office-holderstofind out wherethe
candidatestandsonavariety of arts-relatedissues. Pleasefeel freetotail or themtoyour specific
circumstances.

You may ask a candidate what his/her position is on the following issues:

1.

2.

DO YOU SUPPORT FEDERAL FUNDING FOR THE ARTS?

IFELECTED WILL YOU VOTE TO INCREASE FUNDING FOR THECULTURAL
AGENCIESINCLUDING THENATIONAL ENDOWMENT FORTHEARTS, WHICH
HAS EXPERIENCED A 40% REDUCTION IN FUNDING?

DO YOU SUPPORT INCENTIVESFOR CHARITABLE GIVING?IFELECTED WILL
YOUVOTETOPROTECT THECHARITABLETAX DEDUCTIONWHICHISCRITICAL
TO THE FISCAL HEALTH OF NON PROFIT ORGANIZATIONS INCLUDING THE
ARTS?

WILL YOU SUPPORT INCREASED TAX INCENTIVESIFELECTED?[EXAMPLESARE
IRAROLLOVERLEGISLATION,NONITEMIZERTAX RELIEF,ABILITY FORARTISTS
TO MAKE GIFTS OF SELF-GENERATED WORK FOR A FAIR MARKET VALUE
DEDUCTION?]



SAMPLE PLATFORM STATEMENT
(To be signed by a candidate for public office as part of his or her commitment to the arts and
humanities.)

Higtoricdly, theUnited Stateshasatta ned heightsof artisticexcellenceunpardl e ed anywhereintheworld.
If 1 am elected to the , | vow to protect and enhance that achievement.

Towardthat goal, | will support policiesthat maintaintheability of theartstoenlightenandenliven; to
instruct; andtodevelopcivicidentity. | amcommittedto strong support for theNational Endowment for
theArts, theNational Endowment for theHumanities, andthelnstituteof Museum Services. Additionally,
| will attempt to make our educational curriculum inclusive of comprehensive art education.

| alsostand squarely behind tax incentivesfor charitablegiving. Thepublic-privatepartnershipof American
artssupport, uniquetothiscountry hasfuel ed thetremendousgrowththat hasoccurredinthearts
community. Toloseorweakenthat partnershipistojeopardizetheability of theartsin Americato
continuetoflourish. I will notletthat happen. Rather, | will uphold and strengthenthebasisfor that
partnership.

| affirmthat nonprofit organi zationsserveaval uableand i ndi spensabl e purposein our society by providing
our citizenswith needed servicesand assistance. | will support thecontinuation of long-standing
government policiesto ensurenonprofit tax statusto charitableorganizations. Inaddition, | will promote

nonprofits access to affordable telecommunications technology necessary to thrive in the 21st centur

Toresolvetheissuesof today andtomorrow, wein Americaneed astrong senseof self -- of ourselvesas
individual sand asanation, of our national interestsand priorities. Weneed skillful and creativeleadership
innegotiatingthechallenging courseahead. Continuedfederal commitmenttotheartsisessential. By
focusing America sinterest and by sharpeningtheskillsimplicitincreativethinking, artisticand cultural
vitality will ready us for exciting and demanding times ahead.
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FACTS ABOUT THE BENEFITS
OF THE ARTS AND HUMANITIES

The nonprofitarts industry generates $36.8 billion annually in economic activity. Fromlarge
urbantosmall rural communities, thenonprofit artsindustry hasameasurabl eimpact onthetreasuriesat
thefederal, stateandlocal level. Thenonprofit artsindustry annualy returns$3.4billioninfedera income
taxes; $1.2 billion in state government revenue and $790 million in local government revenue.

Jobs supported by the nonprofit arts industry alone represent nearly 1% of the entire U.S.
workforce. Thenonprofit artsindustry supports1.3millionjobsannually, which equal sonepercent of
the Americanworkforce, withatotal of $25.2billioninpersonal incomepaid. Comparatively, jobsinthe
legal servicesindustry compriseonly 0.84% of theU.S. workforceandthebuildingindustry 0.98%,
according to U.S. Department of Labor statistics for 1992.

The American public supports governmental funding for the arts. Thelatest publicopinionpoll
on the arts, researched by Louis Harris, concludes that:

o 79% of the American public favors a governmental role in funding the arts
o 61% would pay $5 more in taxes to support the arts

o 56% would pay $10 more in taxes for the arts

o 86% of adult Americans participated in the artsin the last year.

The cultural agencies cost each American just around 33 cents per year. TheNEA,NEH, and
| M Saregreatinvestmentsinour childrenandfamilies. Itislessthan oneone-hundredthsof onepercent
(0.01%) of the federal budget.

The arts and humanities attract new tourism dollars---the fastest growing economic market
inthe country today. Cultural tourismistheleading reason cited by travel ersfor visitingacommunity.
IN1994, international visitorsspent $78billionintheU.S. 23% of thesetouristsvisited museumsor art
galleries, and another 16% attended concerts or plays while they were in this country.

The NEA, NEH and IMS stimulate local economics and improve the quality of civic life
throughout the country. These cultural agencies support programs that enhance community
development, promotecultural planning, stimulatebus nessdevel opment, spur urbanrenewal, attract new
businesses, and improve the overall quality of life in our cities and towns.
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The cultural agencies enjoy bipartisan support at the federal, state and local levels. The
agenci eswerecreated with and retain biparti san support from membersand| eadersof both parties. Every
president has supported the endowments since they were established in 1965.

The NEA, NEH and IMS broaden access to the arts and humanities for all Americans. The
agenciessupport projectsinall states, includingisolated, rural areasandinner cities. Programscut across
racial, geographic, and socio-economiclines, thushel ping to keep theartsand humanitiesfrom becoming
aprovince of an “educated elite.”

The arts and humanities help prepare young people to join the workforce. Culture opensthe
door tomillionsof young people, including “ at-risk” youth. It preparesAmerica sfuturehigh-tech
workforce by hel ping sudentsdevel op problem-solving and reasoning skills, honecommunication ability,
and expand creativity -- all important career skills of the 21st century.

Scientific research validates the benefits of the arts. A recent Newsweek articlereported on
researchfromtheUniversty of California(lrvine) which provedthat alink existsbetween musicand human
intelligence. The authors state, “music trains the brain for higher forms of thinking.”

Theculturalagencies leverage private giving. Recipientsof endowment grantsarerequiredto
matchfederal monies--insomecases, threeor four toone. Thisnational recognitionservesasa
fundraising catalyst.

Private support cannot replace the role of government cultural funding. With government
cutbacksinmany social serviceareas, charitablefoundationsarebeing pressed to support anincreasing
number of causes. Corporatephilanthropy isdiminishing, whilemany small businessesdon’t havethe
resources to support activities other than securing the bottom line.
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