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The greater San Fernando Valley region is home to many generous people who individually or 
through their businesses contribute to local not-for-profit organizations by providing financial 
support, attending charitable events or volunteering time. 

They realize that these organizations contribute greatly to our community – making it a healthy 
and happy place in which to live and to do business. In fact, business and not-for-profit organiza-
tions work hand in hand. Businesses need the not-for-profit sector to help build the community 
socially and not-for-profit organizations need the business sector to help build the economy. 

This link may be obvious to many, but what’s not always obvious is the fact that a number of 
not-for-profit organizations have many similar attributes as business. Not-for-profit organizations 
hire employees, purchase goods and services, utilize resources and serve clients. They help drive the 
economy in the same manner as business and industry.

The San Fernando Valley Business Journal is proud to present this closer look at local community 
and educational organizations who serve all of us. It has been a tough few years for these organiza-
tions as the economy has impacted charitable giving while at the same time increasing demand for 
their services. 

Thank you to the various companies and organizations who supported the publication and are 
profiled inside. We hope the information displayed across the following pages inspires you as indi-
viduals and as business executives to make a difference by helping our community grow and thrive.

Sincerely,

Josh Schimmels
Associate Publisher 
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Mission Statement
CCRC promotes optimal child devlopment and family 
well-being through access to quality child care,  family 
support, economic development and community education.

Quality, Support, Development, and Education 
 The Four Tenets of Child Care Resource Center

CCRC strives to help every child reach their full potential by 
connecting parents to quality child care and connecting child 
care providers to valuable tools and information. Children 
who receive the attention and support they need are more 
likely to do well in school and in life after school. 

Our dedication to children makes a difference to both
the family and the community. Ready access to child care 
allows parents to work and provide for their families. CCRC’s 
education and support programs for providers represent 
direct investment in the local economy. This investment in 
the future ensures that the entire community benefits from 
having a stable workforce that is confident about the care 
their children are receiving.

A non-profit corporation, CCRC serves a 3,000 square mile 
area with 2.1 million residents. Through direct services, CCRC 
helps up to 20,000 children and families every month in the 
San Fernando, Santa Clarita, and Antelope Valleys.

CCRC Headquarters
20001 Prairie Street
 Chatsworth, CA 91311
t:  818.717.1000
www.ccrcla.org

Building Bridges Between Families, Caregivers and the Community

Letter 
from the 

Publisher
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Habitat for Humanity, San Fernando/Santa Clarita 
Valleys is building two Veteran “Enriched” 
Communities in North Los Angeles County in 
collaboration with the California Department of 
Veterans Affairs (CalVet);  a 12-home community in 
Sylmar and an 87-home community in 
Santa Clarita Valley.

Habitat SF/SCV will also be providing enrichment 
services for the veterans and their families;  these 
are social services provided on-site, in the 
neighborhoods, before and after move-in to assist 
veterans and their families with needed skills to 
move into the middle class.  Services include 
financial training, PTSD Counseling, health and 
dental screenings, peer-to-peer counseling, 
homework help for the children and more.

The Sylmar homes are already under construction 
and the Santa Clarita homes will start constuction in 
the spring.  Families will begin moving into these 
homes 18-24 months from now.



22   an advertising supplement to the san fernando valley Business Journal        novemBer 26, 2012

MEND

Donate Funds, Time, or Goods! MEND does not pursue government funding to operate 
its programs, and relies solely on the generosity of private donations and volunteers.

 Utilizing over 4,000 volunteers, 
MEND is committed to remaining a volunteer-driven organization with operating costs 

below 6% in which donations go directly to the needy recipients. 

Tutors
Optometrists
Pharmacists
Registered Dental Assistants
Grant Writers
Graphic Designers
Data Entry
Home Visitors
Food Delivery Volunteers
ESL Teachers
Food Pick Up Drivers

Christmas Pick Up Drivers
Clothing Pick Up Drivers
Administrative Assistants
Food Packers
Client Intake Volunteers
Part Time Receptionist
Warehouse Assistants
Clothing Sorter
Clothing Customer Service 
Clerks
Clothing Warehouse Assistants

With Dignity and Respect, Powered by Volunteers, MEND’s Mission is to Break the Bonds of Poverty 
by Providing Basic Human Needs and a Pathway to Self-Reliance.

Holiday Basket Program
Donate new gifts for kids (ages 10-14), new blankets, food

Volunteer opportunities:

1 0 6 4 1  S A N  F E R N A N D O  R O A D ,  P A C O I M A ,  C A  9 1 3 3 1  •  8 1 8 . 8 9 7 . 2 4 4 3  •  w w w . m e n d p o v e r t y . o r g

The San Fernando Valley’s largest, multi-service poverty relief organization

MEND – Meet Each Need with Dignity

corporate citizenship & giving guide

With giving budgets down for 
many corporations and fewer 
community involvement (CI) 

staff on the payroll, corporate charitable 
giving departments are busier than ever. 
The good news for many charities is that 
the corporations surveyed by LBG Research 
Institute show no decrease in their com-
mitment to supporting their communities.

According to the report, “Making the 
Most of What We Have: Corporate Giving 
in the New Economy,” corporations and 
their foundations are showing their sup-
port for their communities by marshal-
ling other, non-cash resources. More than 
84% of corporations surveyed say they are 
encouraging more employee volunteerism 
to offset a decline in cash giving. More 
than 48% have increased the number of 
volunteer events this year. And almost 
45% report increased participation rates in 
their employee volunteer programs.

Besides giving their employees’ time, 
some companies are stepping up product 
and in-kind donations. Fifteen percent 
report they are increasing their in-kind 
donations (such as meeting space, office 
equipment, etc.). And 12% are increasing 
their product donations (products they 
manufacture, such as pharmaceuticals, 
apparel, etc.).

Not Just Check Writing Anymore
Almost half the corporations in the 

survey report that they are emphasizing 
partnerships with nonprofits over straight 
cash donations. Half are also paying more 
attention to measurability and nonprofit 
accountability. “It’s not just check writing 
anymore,” said Donna Devaul, executive 
director of LBG Research Institute. “Cor-
porations want measurable results and are 
actively seeking nonprofit partners that can 
produce win-win, impactful programs.” In 
fact, one-third of the survey respondents 
say they are actively seeking new nonprofit 
partners to better match strategic goals.

Short-Term Pain Increases, But Long Term 
Commitment Remains

This current study is a follow-up a survey 
last fall in which LBG asked respondents to 
predict their giving budgets declines. At the 
time, 42% of corporations and 37% of cor-
porate foundations surveyed predicted their 
charitable giving budgets would decrease in 
2009. Now, halfway through 2009, 52% of 
corporations and 47% of corporate founda-
tions are reporting actual declines. Those 10 
percentage points have led the Institute to 
revise its overall corporate giving predictions. 

“When you look at the size of pre-
dicted budget increases and decreases 

across the sample, the percentage decrease 
will probably be in the range of 7% to 
9%, instead of 3% to 5% we projected last 
fall,” said Devaul. “That is not good news, 
but it is still less than the 12.1% drop in 
2001 reported by Giving USA 2002.”

The pain of these declines is being felt 
by many companies and nonprofits, but 
Dr. Linda Gornitsky, founder and board 
president of the Institute, sees a silver 
lining. “Corporate philanthropy is enter-
ing a new age. All the budget cutting and 
re-evaluation that has been going on will, 
in the long run, make corporations more 
strategic and deliberate in their giving. 
This is certainly good -- and, the economy 
has provided the impetus for change.”

The complete report, “Making the Most 
of What We Have: Corporate Giving in 

the New Economy,” is available for $19.95 
on the LBG website at www.lbgresearch.
org/8.php, or by calling 203-240-5766. The 
report includes a wealth of data on amount 
of budget increases and decreases, giving 
trends and the challenges facing corporate 
community involvement staffs.

LBG Research Institute is the only nonprofit 
organization solely devoted to conducting 
research in the area of community invest-
ment. LBG’s research and events are sup-
ported by Fortune 500 companies who have 
discovered that membership in the Institute 
has given them a trusted partner in their 
community involvement programs. LBG’s 
motto is “Empowering Companies to Better 
Communities.” Find more information at: 
www.lbgresearch.org.

survey shows corporate giving is Moving 
into a new, diverse age

Top Issues Encountered by CI Professionals % Encountered the Issue

Increase in grant requests from charitable organizations 72.3%
Increased attention to measurability and nonprofit accountability 50.8%
More emphasis on partnerships with nonprofits instead of straight cash donations 46.2%
Reassessment of grant-making criteria to better match community needs 40.0%
Decrease in total number of grants made 35.4%
Eliminating partnerships or relationships with some nonprofits 33.8%
Actively seeking new nonprofit partners to better match strategic goals 32.3%
More stringent criteria for eligible nonprofits 29.2%
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The number of charitable founda-
tions employing their investment 
portfolios to achieve a social ben-

efit is on the rise, according to a recent 
Foundation Center report. Key Facts on 
Mission Investing finds that one-in-seven 
surveyed foundations are directing their 
assets to market-rate mission-related 
investments and/or below-market-rate 
program-related investments. 

By investing endowment dollars to 
further their charitable missions, these 
grantmakers — which hold 20 percent of 
all U.S. foundation assets — are extending 
the public benefit of their resources. 

The Foundation Center has tracked 
program-related investment activity for 
years, but its latest report benchmarks 
for the first time foundation engagement 
with mission-related investments. It finds 
that more than half of surveyed founda-
tions currently making mission-related 
investments began doing so within the 
past five years, and 28 percent within just 
the past two years. 

“Foundations are striving for greater 
impact,” said Steven Lawrence, director of 
research at the Foundation Center and the 
report’s principal author. “Mission invest-
ing puts foundation asset dollars to work 
in ways that have the potential to go far 

beyond the social impact of their grant-
making dollars.” 

The report also offers perspective from 
Stephen Viederman, former president of 
the Jessie Smith Noyes Foundation and 
a proponent of mission investing, who 
argues that foundations’ investment strat-
egies should be guided by their broader 
purpose to benefit the public and that 
social investing equating to financial 
underperformance is a myth. 

By law, foundations are allowed to make 
program-related investments — often loans, 
loan guarantees, or equity investments 
— which are derived from their assets but 
count toward their charitable distribution 
requirement. Generally, these investments 
yield below-market-rate returns. By compari-
son, market-rate mission-related investments 
may broadly support a foundation’s pro-
grammatic goals but do not count toward its 
charitable distribution requirements. 

The potential for mission-related 
investments is significant: America’s foun-
dations made approximately $46 billion 
in grants in 2010, whereas their assets 
totaled more than $600 billion. 

Key Facts on Mission Investing (in PDF 
format) can be downloaded at no charge 
from the Gain Knowledge area of the 
Foundation Center’s web site. 

Established in 1956, the Foundation Cen-
ter is the leading source of information 
about philanthropy worldwide. Through 
data, analysis, and training, it connects 
people who want to change the world to the 
resources they need to succeed. The Center 
maintains the most comprehensive database 
on U.S. and, increasingly, global grantmak-
ers and their grants — a robust, accessible 
knowledge bank for the sector. It also oper-
ates research, education, and training pro-
grams designed to advance knowledge of phi-
lanthropy at every level. Thousands of people 
visit the Center’s web site each day and are 
served in its five regional library/learning 
centers and its network of more than 450 
funding information centers located in public 
libraries, community foundations, and edu-
cational institutions nationwide and around 
the world. For more information, please visit 
foundationcenter.org.

More Foundations Use Investment Assets to 
Achieve Their Missions 



24   an advertising supplement to the san fernando valley Business Journal        novemBer 26, 2012

A. Richard Grossman Scholarship Fund

Created to provide access to higher education, the A. Richard Grossman Scholarship 
Fund grants deserving burn survivor’s the necessary capital to pursue their academic goals.

Th is Fund joins a list of essential services provided by the Circle of Care Burn Foundation.

To fi nd out more about our programs please visit www.circleofcareburnfoundation.org 
or contact us at info@circleofcareburnfoundation.org.

Circle of Care Burn Foundation is a 501(c)(3) Non-profi t Organization, Federal Tax ID# 76-0740674

Collaboration
Innovation

Impact
We believe that today’s health care and social services  

need to change in fundamental ways. 

This requires new strategies and  
high-impact innovations.

We seeks to design, develop, manage and pilot  
new programs that will serve as replicable models of care.

Together with community-based organizations  
and public and private funders 

we work to create these fundamental changes.

Join us in changing the shape of health care  
so that it works better for all of us.

www.picf.org
Partners in Care Foundation

Circle of Care Burn Foundation 
16255 Ventura Blvd., Suite 707, Encino, CA  91436

818.981.2100 

www.circleofcareburnfoundation.org

Non-Profit Overview

MissiON
The mission of the Circle of Care 
Burn Foundation is to improve 
the lives of burn survivors and 
their families. 

PrOgraMs
Our mission is supported by 
programs that include Patient 
Assistance, Burn Survivor 
Support and Burn Prevention 

and Education.  Patient Assistance Programs aim to alleviate some of the 
financial stress that accompanies a catastrophic injury by funding needs from 
housing assistance to physical and occupational therapy and much more.  Our 
Burn Survivor Support Programs include family camps, support groups, and 
holiday reunions.  Burn Prevention and Education Programs aim to educate our 
community to prevent tragedies from occurring. 
“By Partnering with world class burn centers such as the Grossman Burn Center, 
we assist burn survivors and their families by providing financial and psychological 
support through their entire healing journey”  - Linda David, CEO

MissiON
Partners in Care Foundation is a non-profit organization whose mission is to 
serve as a catalyst for shaping a new vision of health care by partnering with 
organizations, families and community leaders in the work of changing health 
care systems, changing communities and improving lives. We actively pursue our 
mission through three key objectives:
•  Changing the design and delivery of home care and community services 

to support better health, greater independence and community living for 
chronically ill, aging and disabled populations;

•  Driving health system change through payor and provider practice methods to 
improve patient health, functioning, and quality of life; and 

•  Promoting adoption of healthy behaviors in all adults

get iNvOlved 
To learn more about how you can “partner” with us – please visit us at  
www.picf.org or contact June Simmons, CEO, Partners in Care Foundation. 
Partners was founded in 1997 and is based in San Fernando, California.

Non-Profit Overview

Partners in Care Foundation
732 Mott Street Suite 150, San Fernando CA 91340

Phone: 818.837.3775 • www.picf.org

corporate citizenship & giving guide
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Providence 
Holy Cross
Medical Center
Mission Hills

Providence 
Tarzana
Medical Center
Tarzana

Providence 
Saint Joseph
Medical Center
Burbank

Providence 
Little Company of 
Mary Medical Center
San Pedro

Providence 
Little Company of 
Mary Medical Center
Torrance

PROVIDENCE MEDICAL CENTERS                                                                       cal ifornia.providence.org

Providence 
TrinityCare
Hospice

This holiday season, give someone  
the gift of a healthier tomorrow.
The power of giving is extraordinary. And there’s no better feeling than giving from the heart to 
improve the health of others. 

For more than 100 years, Providence Health & Services has been built on the generosity of people like 
you. Your help allows our not-for-profit hospitals and hospice to respond to the unique needs of the 
community and to make a difference in our neighbors’ lives.  Your gift can support medical center 
programs or hospice services, fund state-of-the-art facilities, or provide health services to the growing 
number of people who can’t afford care.  You choose how your gift will be used.  And when you give 
to Providence, you’re helping create not only better medical facilities but also a better community – 
one person or one family at a time. You may not know them.  But your generosity will change their 
lives for the better.  Forever.  That’s the power of giving.

This holiday season, support our mission for good health with a tax-deductible donation to the 
Providence Foundation in your community. Make your gift at www.providencepowerofgiving.org 
or call our Foundation offices at (818) 847-HOPE for our Valley medical centers or (310) 303-5340 for 
our South Bay medical centers. To make a donation to Providence TrinityCare Hospice or Providence 
TrinityKids Care for our hospice services please call (310) 257-3535.

Serving:
PROVIDENCE HOLY CROSS
PROVIDENCE SAINT JOSEPH
PROVIDENCE TARZANA

PROVIDENCE FOUNDATION PRESIDENT

Patricia Modrzejewski, President
501 S. Buena Vista, Burbank, CA 91505
818.847.4673

MISSION STATEMENT

As People of Providence 
we reveal God's love for all, 
especially the poor and vulnerable, 
through our compassionate service.

GOALS/OBJECTIVES

The Providence Health & Services Foundation enables the 
medical centers to keep pace with advances in lifesaving technology
while responding to the unique needs of our community. Through the
generosity of our neighbors, the Foundation will continue to ensure 
that our medical centers remain places of hope to all who come to 
us in need. 

SERVICE AREA & FOCUS

Serving the greater San Fernando and Santa Clarita Valleys The 
Foundation is helping our medical centers continue to offer optimal
patient care in these challenging times. 

FUNDRAISING AND EVENTS

Providence Health & Services Foundation raises funds in a number of
ways, including our annual golf tournaments and gala events, grants,
corporate support, and annual and major individual giving.

VOLUNTEER OPPORTUNITIES

Beyond Fifty Volunteers   
Clerical Volunteers     
Clinical Volunteers    
Emergency Room Volunteers    
Information Desk 
Messenger Center    
Music Program  

Patient Visitor (Adults only) 

Pets With A Purpose (Adults only.

Must apply through recreational 
therapy)   

Spiritual Care Volunteers (Adults

only. Must apply through Spiritual Care) 

Surgery Waiting Room Desk 

BOARD OF DIRECTORS

Norman M. Coulson, Board Chair

Bradley D. Howard, Vice Chair

Edward A. Romano, Treasurer

Michael S. Overing, Secretary

Sr Sheila Browne 
Hon. Mitchell Englander 
Albert J. Ghirardelli, Esq
Earl Greinetz
Michael Hunn

Robert J. Kelley 
Bryan Lewitt 
Peter Lynch
Michael  Madden
Patricia  E. Modrzejewski
Gerald S. Puchlik 
Dale Surowitz
Maria Uribe  

Project2_Layout 1  11/16/12  4:24 PM  Page 1
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A one-of-a-kind searchable database 
now exists to help high net worth 
individuals and their financial advi-

sors decide where, when and why to give 
philanthropic gifts of $1 million or more.

The Million Dollar List (www.million 
dollarlist.org) is the largest free record of 
publicly reported gifts of this size made 
since 2000. The data, covering more than 
60,000 gifts of $1 million and up from 
individuals, foundations and corpora-
tions, was compiled by the Center on Phi-
lanthropy at Indiana University.

“The Million Dollar List is the most 
comprehensive resource on publicly 
reported gifts of this size,” said Patrick M. 
Rooney, executive director of the Center 
on Philanthropy at Indiana University. 
“One million dollars is a significant giving 
threshold for donors, so gaining a clear pic-
ture of where and how these gifts are made 
is an important step forward in the study 
of philanthropy. Now donors and their 
advisors can see which organizations with 
causes matching their interests are receiv-
ing large gifts, where their peers are giving 
and where gaps in funding may exist.”

Advisors can aid donors by searching 
for information on gifts by geography, 
dollar amount, type of charity, individual 
donor, organization name or other cus-
tomizable criteria. Searches can also reveal 
trends and help donors find like-minded 
individuals for potential collaborations to 
leverage their giving for greater impact.

“Donors increasingly value transpar-
ency in philanthropy and are driving that 
trend,” said Una Osili, director of research at 
the Center on Philanthropy. “By providing 
information about their gifts to the Mil-
lion Dollar List, they will encourage greater 
transparency among all those involved in 
charitable giving, increase opportunities to 
connect with other donors, and strengthen 
understanding of philanthropy.”

The Million Dollar List: Scaling Philan-
thropy adds to the Center’s ongoing research 
on high net worth giving, including multiple 
studies conducted for Bank of America Merrill 
Lynch. This project is made possible by a grant 
from the Bill & Melinda Gates Foundation.

The Center on Philanthropy at Indiana 
University is a leading academic center 

dedicated to increasing the understanding 
of philanthropy and improving its practice 
worldwide through research, teaching, 
training and public affairs programs in phi-
lanthropy, fundraising and management of 
nonprofit organizations. More information 
is available at www.philanthropy.iupui.edu.

Million Dollar List Reveals Relationships, 
Surprises

 Selected findings from within the Mil-
lion Dollar List include:

What are some trends? Individual giv-
ing of million-dollar gifts and the stock 
market are strongly correlated. Changes in 
the number of gifts as well as changes in the 
dollar amount of gifts of $1 million and up 
closely follow trends in the stock market.

Who gives? About 70 percent of the 
6,800 publicly reported gifts made by 
individuals were from people who made 
one gift of $1 million or more.

Where do the gifts go? Nearly two-thirds 
(63 percent) of individual gifts go to organiza-
tions based in the state where the donor lives.

Who gets them? Higher education 
organizations receive a far greater number 
of million-dollar gifts from individuals 
than does any other type of charity. Foun-
dations receive far more dollars in mil-
lion-dollar-and-up gifts from individuals 
than do other types of organizations. 

Approximately 4 percent of gifts from 
individuals are mega-gifts ($50 million and 
up). About 1 percent of corporate gifts and 1 
percent of foundation gifts are mega-gifts.

Million Dollar List Helps High Net Worth Donors Target Strategic Giving 

By providing information about their gifts to 
the Million Dollar List, they will encourage 

greater transparency among all those involved 
in charitable giving, increase opportunities to 
connect with other donors, and strengthen 

understanding of philanthropy.

Una OSiLi 
director of research, center on philanthropy

corporaTe ciTizeNSHip & GiviNG GuiDe
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Your digital
edition has

arrived.

The Community of Business.

Subscribers can now see the entire print edition of the
Los Angeles Business Journal on any tablet or computer.

In addition, LABusinessJournal.com is regularly updated with the latest
in L.A.’s business news. Sign up to get free daily email newsletters.

TM

SAN FERNANDOVALLEY BUSINESS JOURNAL

Subscribers can now see the entire print edition of the 
San Fernando Valley Business Journal on any tablet or computer. 

In addition, sfvbj.com is regularly updated with the latest in San Fernando 
Valley’s business news. Sign up to get free daily email newsletters.

www.sfvbj.com
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Haven Hills, Inc.
P.O. Box 260, Canoga Park, CA 91305

Administration: (818) 887-7481
Crisis Line: (818) 887-6589

Fax: (818) 887-4796 
www.havenhills.org

Board Members

Doug Draper 
President

Jacquie Gordon 
Secretary

Sheldon Snow 
CPA – CFO

Cheryl Ayers 
Vice President

Jennifer Bosserman 
Director

William Wells 
Director

Sara J. Berdine 
Executive Director

MISSIon
Haven Hills provides safety and support to victims of 
domestic violence while working to break the cycle of abuse. 
We offer shelter, crisis intervention, counseling, advocacy, 
and activities supporting increased economic opportunity to 
victims primarily in the San Fernando Valley of Los Angeles.   
We endeavor to increase community awareness about 
domestic violence issues and bring about societal change 
through education and public policy advocacy. 

fACtS
Haven Hills is one of the oldest domestic violence programs 
in the country, founded in 1977 by the Canoga Park 
Women’s Club.  Since its beginning more than 600,000 
people have been helped by our services. All Haven Hills 
services are offered free of charge.
Domestic violence is a public safety issue costing millions of 
dollars and impacting all segments of our society including 
health care, law enforcement and business.  
•  Approximately 3 women are murdered by their intimate 

partner in this country every day
•  Of these, most are killed within 2 weeks of leaving the batterer
•  1 in 3 women report being in an abusive relationship 

sometime in her life
•  Two-thirds of residents in battered women’s shelters are 

children

ProGrAMS AnD ServICeS
Crisis Line – operates 24 hours a day – 7 days a week and 
is staffed by trained volunteers and staff.  The Crisis Line 
receives over 9,000 calls a year;
30-day Crisis Shelter – a confidential shelter that can 
accommodate up to 36 people.  The Crisis Shelter has a school 
on site for children living in the shelter and services include 
counseling and case management.
Haven two 18-month transitional employment and 
Housing program – This shelter has individual apartments 
ranging from 1–4 bedrooms, a children’s play room and 
counseling areas. The focus of the program is for the women 
to become self-sufficient, move into permanent housing and 
eliminate the abuse in their lives.
The outreach Counseling program provides group counseling 
for women not in our shelters including both daytime and 
evening sessions with groups in English and Spanish.

vISIon
Stop Domestic Violence, Build Self Reliance, Save Lives 
We believe that everyone deserves to live a life free of violence.  
Our vision is that all people will take personal responsibility to 
eradicate domestic violence in their own relationships, families 
and the community at large.  Domestic violence will be replaced 
with equality in relationships and mutual respect.

non-Profit overview

“everyone has a chance to make the  
Haven Hills program work for them.  

It’s a wonderful gift and we will be forever 
grateful for the second chance. thank you.”  

- former client in our Haven two transitional Program

“What they gave me most was 
hope, because when I came to 
the shelter I was hopeless.”  
- former Crisis Shelter Client

corporate citizenship & giving guide
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www.ValleyVillage.org
20830 Sherman Way, Winnetka, CA 91306, (818) 587-9450

Our mission is to protect, foster, develop and advance the rights and interests of people with developmental disabilities.

Where adults with developmental challenges thrive.

We are Valley Village. 

Forty years ago, our founding parents wanted a place where their developmentally 
challenged children could grow as individuals in the community. 

Today, Valley Village’s spectrum of expertise ranges from semi-independent living 
to a continuous nursing care home, day programs for adults with developmental 
and behavioral needs, and medical day programs for adults with physical and 
developmental challenges.

Valley Village is a leading provider of 
a continuum of care for adults with 
developmental challenges. Through a 
partnership of families, professional staff, 
and community leaders, Valley Village 
operates neighborhood residential and 
day programs.

Valley Village is unique because of the 
special day and residential programs 
individually designed for those with 
moderate to severe medical needs. 

Valley Village currently serves nearly 400 
low-income disabled adults in a variety of 
programs.

17 residential programs serve 
the daily living needs of over 100 
clients through the operation of 15 
family-style group homes, a 24-
hour nursing home, and a semi-
independent living program.
Three day programs, one in Sunland 
and two in Winnetka, offer over 300 
developmentally disabled clients 
an opportunity to learn and practice 
daily life skills, participate in physical 
and other therapies, and a chance 
to learn and grow to reach their full 
potential.  These programs serve 
a wide range of clients from those 
with moderate developmental 
disabilities to profoundly disabled 
and medically fragile individuals. 
Valley Village has the only Adult Day 
Health Care program that serve only 
developmentally challenged adults 
in the state.

An after-school program allows 
parents of developmentally disabled 
clients an opportunity to work while 
knowing that their family members 
are being cared for in a loving and 
nurturing environment.
A recreational program allows clients 
an opportunity to interact with other 
developmentally disabled people 
and with the community at large 
while enjoying a wide range of 
activities.

For forty years, Valley Village has been 
providing nurturing, loving care in safe, 
family-style environments. We invite you 
to visit us and see why we’re so special.

Valley Village
20830 Sherman Way
Winnetka, CA 91306

(818) 587-9450
www.ValleyVillage.org

Valley
Village
Valley
Village
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Donors to charitable organizations 
give more when they are asked in 
person and when someone they 

know makes the request, a study commis-
sioned by Chicago-based consulting firm 
Campbell & Company and conducted by 
the Center on Philanthropy at Indiana 
University has found.

The study, Significant Gifts: Where 
Donors Direct Their Largest Gifts and Why, 
which is based on a national sample of 
more than 8,300 donors, confirms what 
nonprofit organization fundraisers have 
often observed: people give to people, 
and especially to people they know. The 
study examined characteristics of and 
factors influencing a donor household’s 
single largest gift.

Donors who were asked to give in 
person by someone they knew donated 
19 percent more ($987) to secular (non-
religious) charities, when compared with 
telephone, mail or email requests from 
someone they knew ($799). For religious 
organizations, when the donor was asked 
in person by someone he or she knew, the 
average donation was 42 percent higher 
($2,904) than when someone the donor 
knew made the request using a different 
tactic ($1,698).

“Volunteers sometimes are reluctant 
to ask their own friends for donations, 
but this research confirms that donors are 
even more willing to give when someone 
they know asks them personally,” said 
Edith H. Falk, chair and CEO of Campbell 
& Company. “By using the best practices 
of actively requesting support and involv-
ing volunteers the donors know, nonprof-
its can raise even more money.”

Significant Gifts is believed to be 
the first nationally representative study of 
donors’ largest gifts, helping nonprofits to 
better understand the factors that impact 
where donors choose to direct their most 
significant contributions.

“A typical household’s largest gift con-
stituted approximately 65 percent of the 
household’s total giving in 2006,” said 
Patrick M. Rooney, executive director of 
the Center on Philanthropy. “If nonprof-
its hope to receive donors’ most signifi-
cant gifts, they must build strong personal 
relationships, acknowledge gifts in accor-

dance with the donor’s wishes, and com-
municate in ways that build long-term 
donor loyalty.”

The study also found a relationship 
between gift amounts and the level of rec-
ognition donors received. Although greater 
levels of recognition do not necessarily 
motivate donors to make larger gifts, donors 
who reported receiving substantial recogni-
tion for their contributions made larger 
gifts ($1,132) than those receiving minimal 
($926) or moderate ($851) recognition.

Additionally, donors who received 
token gifts as recognition had the sec-
ond lowest average gift. “This finding is 
particularly interesting because it speaks 
to the way donors perceive the value of 
their giving,” said Campbell & Company 
President Peter Fissinger. “With token 
recognition, donors may see their contri-
butions as transactions, but donors who 
receive more personal recognition better 
understand how their gift impacts an 

organization’s work. That moves them 
away from transactional giving to larger 
philanthropic contributions.” Among 
other findings from the study:

• The average largest gift amount for 
donor households was $1,098. Among 
all donors, 43 percent directed their larg-
est contributions to religious organiza-
tions, and 57 percent to secular charities. 
Although a lower number of gifts went 
to religious organizations, a greater share 
of the total dollars from donors’ largest 
gifts (79 percent) went to religious orga-
nizations, which includes donations to 
congregations for relief work and other 
community programs.

• For higher-income households (income 
of $150,000 or more), the average largest 
gift of $2,486 was more than twice the over-
all average. Among these higher-income 
donors, a greater share of the number of 
the largest gifts and of the dollar amount of 
these gifts went to educational, health, and 

arts and cultural organizations than was the 
case in the general population.

• Members of the general population 
were more likely to select providing for 
the basic needs of the very poor as their 
main motivation for giving than any 
other reason. Among higher-income 
households (those with incomes of 
$150,000 or more), the most common 
motivation was the belief that those with 
more should help those with less.

This study used data collected from a nation-
ally representative sample. Respondents 
participated through a web-facilitated survey 
that was fielded by Knowledge Networks. 
Approximately 10,000 individuals responded 
to the survey, and more than 8,300 reported 
their largest gift. To request a copy of the full 
results, please e-mail or visit www.campbell-
company.com or www.philanthropy.iupui.
edu/Research/giving_fundraising_research.
aspx#significantgifts.

Charitable Donors Give More When Asked Personally

Advocacy by 110 nonprofit organi-
zations over a five-year period has 
brought more than $26.6 billion 

in benefits to low-wage workers, commu-
nities of color, rural residents and other 
marginalized groups, according to a new 
study from the National Committee for 
Responsive Philanthropy (NCRP).

The report titled “Leveraging Limited 
Dollars: How Grantmakers Achieve Tangi-
ble Benefits by Funding Policy and Com-
munity Engagement,” found that every 
dollar grantmakers and other donors 
invested in policy and civic engagement 
provided a return of $115 in benefit.

“Leveraging Limited Dollars,” which 
distills findings from the seven reports 
produced as part of the organization’s 

Grantmaking for Community Impact 
Project (GCIP), provides solid evidence of 
the impacts of foundation-funded policy 
advocacy, community organizing and 
civic engagement. The report explains 
why these strategies are successful and 
how they create stronger communities.

“This report demonstrates without 
a doubt that foundation funding for 
advocacy and civic engagement results 
in substantial benefits for families 
and communities across the nation,” 
said Aaron Dorfman, executive direc-
tor of NCRP. “These strategies enable 
nonprofits and grantmakers to address 
complex social and economic chal-
lenges effectively and improve the lives 
of the under-served.”

To further showcase the effectiveness 
of such work, NCRP compiled a direc-
tory containing every advocacy and 
community organizing impact that was 
achieved by 110 organizations in 13 states 
over a five-year period. The directory is a 
compilation of data reported in each of 
seven “Strengthening Democracy, Increas-
ing Opportunities” reports, and includes 
monetized and non-monetized impacts.

The report also offers suggestions about 
how to begin funding advocacy to funders 
who want to start leveraging their grant 
dollars for maximum results.

The seven GCIP studies brought to phi-
lanthropy a highly rigorous and compre-
hensive methodology to help grantmakers 
understand the impact of funding for 

advocacy and social change. The research 
was conducted over a three-year period 
and cost more than $1 million.

“Leveraging Limited Dollars: How 
Grantmakers Achieve Tangible Benefits by 
Funding Policy and Community Engage-
ment” is available on NCRP’s website at 
www.ncrp.org/campaigns-research-policy/
communities/gcip.

The National Committee for Responsive Phi-
lanthropy in Washington, D.C., is a national 
watchdog, research and advocacy organiza-
tion that promotes philanthropy that serves 
the public good, is responsive to people and 
communities with the least wealth and oppor-
tunity, and is held accountable to the highest 
standards of integrity and openness.

A Little Goes a Long Way: Report Shows Foundation Funding 
Produces a Return on Investment of $115

Despite some longstanding per-
ceptions that people in different 
regions of the United States are 

more or less motivated to give to char-
ity based on differing underlying values 
that might be specific to a region, a new 
analysis by the Center on Philanthropy has 
revealed that regional trends and values 
have less of an impact on donor motiva-
tion than income and education do.

Nearly one in five donors says that the 
most important reason to give to char-
ity is to help meet people’s basic needs. 
However, a key finding of the research is 
that, while there are differences in the 
percentage of people who select differ-
ent motivations within each region of the 
country, those variations can be explained 
by regional differences in income and 
education, not underlying values specific 
to the region.

Understanding Donor Motivations was 
funded by CCS, a national fundraising, con-
sulting and management firm. The report 
draws on data from more than 10,000 
households to examine charitable giving and 
donor motivation for giving.

The study finds that 18 percent of donors 
said that the single most important reason 

for giving to charity is to help meet people’s 
basic needs, such as for food, shelter, cloth-
ing, and heat. That motivation was followed 
by “making the world a better place,” which 
was identified by 17 percent of donors as 
their most important reason for giving.

“Research repeatedly shows that higher 
income and higher education levels are 
associated with a greater likelihood of giv-
ing to charity and with higher average gift 
amounts,” said Patrick M. Rooney, execu-
tive director of the Center on Philanthropy. 
“With this study, we find that the ways 
donors describe their giving motivations 
also vary with income and education. This 
has implications for fundraising messages 
in all their forms.”

One of the most significant findings is 
that donors in different income groups iden-
tified different motivations for their giving:

• Among lower-income donors (income 
less than $50,000), the phrases that reso-
nated as a motivation for giving were helping 
to meet basic needs or helping the poor help 
themselves.

• Donors with income between $50,000 
and $100,000 were more likely than donors 
in either higher or lower income groups to say 
that they gave to “make the world better.”

• Among donors with income of 
$100,000 or more, the phrases selected as 
motivations for giving included “those with 
more should help those with less” or “mak-
ing my community better.”

These income differences in the moti-
vations selected were statistically signifi-
cant and took into account differences in 
education level, marital status, and age 
so as to isolate the effect of income differ-
ences on motivations.

“At CCS, we advise nonprofit organiza-
tions to strengthen their donor cultivation 
and stewardship initiatives, including 
increasing their understanding of how 
they can best relate to donors of different 
backgrounds,” said Robert Kissane, Presi-
dent of CCS. “Donors are individuals and 
personalized strategies for engagement are 
crucial. Today’s donors want to make a dif-
ference, see real impact, and understand 
the return on investment of their gifts. The 
overall objective of giving doesn’t neces-
sarily change as a result of geography, 
but this study shows that the way donors 
describe their reasons for giving often var-
ies, therefore the messaging and case for 
support needs to appeal to that particular 
constituency’s motivation.”

Donor Motivations for Giving Vary with Income and Education

CoRPoRAte CItIzenShIP & GIvInG GuIDe
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Childhood buddies - 30 years ago and today and all still a part of Villa Esperanza Services! 

School (K-12) 
Speech and Language Center 
Occupational Therapy Clinic 
Behavioral Support Services 

 

3 Adult Day Programs 
Employment Services 
Adult Residential Services 
Independent Living Skills Services 

Offering programs and services for any stage of life 

Mission
Providing Love, Care, and Hope for individuals with disabilities and 
their families since 1961.

“When I was first introduced to Villa I was inexperienced with 
the needs and resources related to developmental disabilities. 
But I came through the door and saw the mission living and 
breathing amongst our clients and incredibly dedicated and 
talented staff. In joining the board, I find myself volunteering for 
an organization that is exemplary in their commitment, values 
and business practices.
—Tom Coston, Villa Esperanza services Board Member

Vision
Villa collaborates with families and other caring agencies preparing for the 
day when all persons with developmental disabilities are empowered to live 
and work as independently as they choose and are acknowledged as fully 
valued members of their communities.

Villa offers programs in Los Angeles and Ventura Counties for individuals with 
• Autism
• Cerebral palsy
• Down syndrome
• Intellectual disabilities
• Epilepsy
• Speech or communication difficulties

non-Profit overview

Villa Esperanza services
Main Office:
2060 East Villa Street
Pasadena , CA 91107
(626) 449-2919 

Regional Office:
756 Lakefield Road, Suite F
Westlake Village, CA 91361
(805) 446-1939

info@VillaEsperanzaServices.org
www.VillaEsperanzaServices.org

corporate citizenship & giving guide
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The Valley Economic Alliance Building
5121 Van Nuys Blvd, 2nd Floor, Sherman Oaks, CA 91403     www.TheValley.net

The San Fernando 
Valley has a 

history of being 
underrepresented 

in distribution 
of funding

Thomas E. Backer, PhD of the

Valley Nonpro t Resources and

The San Fernando Valley 
Community Foundation
for presenting

Thank You

The half-day conference focused on educating and 
creating awareness to major foundations, corporate 

philanthropy executives and individual donors 
with the funding needs of the San Fernando Valley.

Hosted by
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Valley Presbyterian Hospital is the only full-service, independent, 

not-for-profit community hospital in the San Fernando Valley. 

That means we invest all revenue directly into treating more than 

100,000 patients every year. Our ability to serve depends on 

people like you. Any amount you pledge will help us continue to 

provide the best medical care available in the area—a very special 

gift you’ll ultimately be giving to your own family, friends and our 

communal family as well. 

To learn how you can become a donor, contact Pegi Matsuda, 

Senior Vice President of Market and Community Development 

at 818.902.2997 or via email at pegi.matsuda@valleypres.org.

15107 Vanowen Street  |  Van Nuys, CA 91405 

Excellence in all we do 
valleypres.org 

Giving is easy when you consider 
what you’re getting.
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Creating and managing foundations
Stewarding legacies
Giving when and where it’s needed most

This year, people and companies in Southern California  
are doing something important to contribute to positive 
social change in a meaningful, strategic way. They are 
creating more than 70 new charitable funds and foundations. 

4-065_CCF_LABJ_Ad_R3.indd   1 11/20/12   12:55 PM

Leadership

Sheldon Stone, Board Chair 
Principal, Oaktree Capital Management

Cynthia Ann Telles, Ph.D., Board Chair Elect 
Director of the Spanish Speaking Psychosocial Clinic, 
David Geffen School of Medicine at UCLA

Antonia Hernández, Esq., President and CEO, CCF

John E. Kobara, Executive Vice President  
and Chief Operating Officer, CCF

Steve J. Cobb, Vice President  
and Chief Financial Officer, CCF

Nichole Baker, Vice President,  
Development and Donor Relations, CCF

Carol Bradford, Esq., Senior Counsel  
and Charitable Advisor

california
community
foundation

MiSSioN
Strengthening Los Angeles communities through effective 
philanthropy and civic engagement

2012 GoALS
•  Growing philanthropic resources for the region
•  Improving the sustainability of nonprofit 

organizations in our community
•  Contributing to positive social change through 

strategic grantmaking and collaboration
•  Managing the business of charitable giving with efficiency 

and transparency for the Los Angeles community 

DoNor SErviCES
•  Charitable fund and foundation design and management
•  Grants management
•  Family and inter-generational philanthropy 

consultation
•  Nonprofit research and insights 
•  Anonymous and international giving  
•  Legacy planning and stewardship

ADviSor SErviCES
•  Complex assets expertise
•  Client “passion assessments” 
•  Planned giving consultation 
•  Private foundation conversion assistance 
•  Accredited education programs 
•  Charitable Asset Management Program (ChAMP)

NoNProfiT SuPPorT
•  Grants in priority areas of the arts, education, 

civic engagement, health care, housing and 
neighborhoods, transition aged youth 

•  Loans for land acquisition and preservation and 
affordable housing development

•  Scholarships for educational institutions
•  Management and technical support 
•  Planned giving consultations
•  Convening, advocacy and investing with partners in 

major initiatives aligned with foundation mission  

CoMMuNiTy ACHiEvEMENTS
•  The largest charitable fund manager based in Los 

Angeles, with approximately 1,600 donor advised 
and other charitable funds 

•  Steward of $1.2 billion in total assets in fiscal year 2011-
2012, ranking 6th largest community foundation by assets 

•  Received $128 million in new charitable 
contributions in 2011-2012, a $11 million increase 
over previous fiscal year  

•  Distributed $131 million in grants and other 
disbursements to 3,000 nonprofits in 2011-2012, 
ranking 41st largest foundation of any kind by giving

•  Recognized by Charity Navigator, GuideStar, and the 
National Standards of U.S. Community Foundations

•  Member of the Council on Foundations, League of 
California Community Foundations, and Southern 
California Grantmakers

Non-Profit overview

California Community foundation
221 S. Figueroa St., Suite 400, Los Angeles, CA 90012

(213) 413-4130 • www.calfund.org

corporate citizenship & giving guide


	021_sfvbj11262012
	022_sfvbj11262012
	023_sfvbj11262012
	024_sfvbj11262012
	025_sfvbj11262012
	026_sfvbj11262012
	027_sfvbj11262012
	028_sfvbj11262012
	029_sfvbj11262012
	030_sfvbj11262012
	031_sfvbj11262012
	032_sfvbj11262012
	033_sfvbj11262012
	034_sfvbj11262012
	035_sfvbj11262012
	036_sfvbj11262012
	037_sfvbj11262012

