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We Are Better Together
By DAVID DICRISTOFARO

A s we head into the holiday season, I remi-
nisce on the impact that our team members 
have had in the Greater Los Angeles area. 

At Wells Fargo, our belief is that we are only 
as strong as the communities that we serve.  
When they succeed, so do we. That is why 
when I joined Wells Fargo twenty years ago, and 
throughout that time, I can absolutely affirm 
that our culture and the culture I have dedicated 
my career to building has been focused on the 
best interest of our customers and our corporate 
social responsibility is top priority for us. 

As the largest corporate donor in Greater 
Los Angeles, we are proud of the long-standing 
partnerships that are truly making a lasting and 
positive impact in our communities. September 
marked our annual company-wide Wells Fargo 
Community Support Campaign, themed “Better 
Together” for the 2016 year. The yearly cam-
paign helps all team members realign our giving, 
volunteering and commitment to the charities 
we each individually choose to support.

In Greater Los Angeles, our more than 
11,000 team members renewed their commit-
ments to live the Wells Fargo Vision & Values 
by being active in our communities. Team mem-
bers personally donated a combined $6.8 million 
during the month and participated in various 
service activities across the footprint. 

Our team members are active in the commu-
nity. On any given weekend you will see them 
teaching money management skills, helping 
build homes, mentoring youth and serving 
on nonprofit boards. Last year in Greater Los 
Angeles:

• The Wells Fargo Foundation donated more 
than $22.2 million annually to local charities, 

many of whom our team members support.
• More than 300 team members donated 

time by serving on nonprofit boards of their 
choice.

• Wells Fargo volunteers recorded 41,800 
hours locally.

• The company gave each team member 16 
hours off for volunteering.

• Wells Fargo matches donations up to 
$5,000 to accredited educational institutions

Wells Fargo makes contributions in areas 
that we believe are important to our nation’s 
vitality and success. Our first priority is to sup-
port programs and organizations whose chief 
purpose is to benefit low- and moderate-income 

individuals and families. We look for projects 
that keep our communities strong, diverse, and 
vibrant. Other highlights of Wells Fargo’s and 
team members’ philanthropy include:

• Wells Fargo has had the top employee-giv-
ing campaign in the U.S. for six consecutive 
years, as recognized by United Way Worldwide.

• Over the past four years, Wells Fargo has 
given more than $1 billion to nonprofits.

• Team members volunteered 1.8 million 
hours in their communities in 2015. 

• 4,000 team members participate in 60 
Wells Fargo Green Teams, which organize com-
munity and volunteer events supporting envi-
ronmental sustainability.

I am proud and humbled to not only lead, 
but to be a part of a company whose team mem-
bers take pride and highly value its work in the 
community. Thank you to all our partners for 
allowing us to help make a difference here in 
Los Angeles! 

David DiCristofaro is President of the Greater Los 
Angeles Region for Wells Fargo.

Wells Fargo Culture Includes Team Members, 
Donations, Volunteer Hours, Corporate Support

The Wells Fargo Foundation donated  
more than $22.2 million annually  
to local charities, many of whom  

our team members support.

Research Shows That 9 Out Of 10 
American Youth Give To Charity

A study supported by the United Nations 
Foundation and conducted by the Wom-
en’s Philanthropy Institute at Indiana 

University Lilly Family School of Philanthropy, 
reports that nearly 9 out of 10 American youth 
between the ages eight and 19 give money to 
organizations dedicated to charitable causes.  
The research further reveals the important role 
parents play in encouraging their children to be 
active in philanthropic efforts large and small.

The report is available now for download at 
www.UNFoundation.org.

“This research confirms what we see tak-

ing shape around the country every day as 
young people mobilize and advocate for global 
change,” said Kathy Calvin, President and CEO 
of the United Nations Foundation. “Today’s 
millennial generation is dedicated to donating 
time and money as a powerful force for good on 
global issues. This study also underscores the 
important role parents can play by talking to 
their kids about charitable giving and helping 
the less fortunate.”

The researchers followed more than 900 
eight to 19 year olds across two time periods 
asking participants if they gave money to a 
charitable organization or were involved in any 
volunteer service activities or service clubs.

“Understanding how children learn about 
charity has important implications for the future 

of giving in America.  Studies like this benefit 
parents, teachers, nonprofit leaders, and policy 
makers as they seek to engage the next generation 
in philanthropy,” said Una Osili, Ph.D., director of 
Research at the IU Lilly Family School of Philan-
thropy, located on the Indiana University-Purdue 
University Indianapolis campus. 

Other major findings from the report 
include:

• This study confirms what the UN Foun-
dation knows from experience:  Young people 
are hungry to get involved in the world around 
them and are a driving force for change.

• Along with giving their money, more than 
half of the children in the study also volunteered 
for a non-profit or community organization.

• The report found it is important for par-

ents to specifically talk to their children about 
charity to positively influence charitable giving.  
These conversations encourage children to give 
– more so than parents just role modeling their 
own charitable activity.

• Talking to children about charity is equally 
effective regardless of a parent’s income level or 
a child’s gender, race and age. 

Every day, the United Nations Foundation 
works with young people who aren’t waiting 
until they are older to make a difference. Around 
the world, young people have shared their prior-
ities for a better future with the United Nations 
through the My World campaign.

For more information on the report, please visit 
www.unfoundation.org.

Study Highlights Young People as a Philanthropic Force
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The San Fernando Valley Business Journal (SFVBJ) has a long 
tradition of excellence, innovation, and organization in our print 
editions. With our new App , the tradition continues in two 

mediums, electronic and audio. Our electronic edition looks exactly like 
our print edition. As an example, page 3 of our print edition is page 3 
of our electronic edition. Our electronic edition can automatically be 
delivered to you each week and you can share stories with associates or 
print articles directly from the App . You can also browse up to two 
months of back issues.

Our new App also offers our readers the opportunity to listen to 
the SFVBJ. Whether you are driving down Pacifi c Coast Highway or 
running at a park, you can hear the entire SFVBJ with our App .

More than 20,000 members of The Community 
of Business™ have come to rely on the 
SFVBJ for our award-winning journalism. 

Now that same content is available on your favorite 
mobile device. Our new SFVBJ App      is free to all 
subscribers, so dig in and take advantage of all that 
we have to offer. For non-subscribers, right now you 
can take advantage of a free trial of the SFVBJ for 
four full issues. We recommend setting our App to 
auto download a new issue every week so you can 
experience all that the SFVBJ has to offer for one full 
month. Download the App today—it’s free! 

New SFVBJ App Completes the Mission of Delivering
The News Any Time, Any Place, in Any Format 

THE NEW APP EVEN INCLUDES THE ABILITY TO LISTEN TO THE SFV BUSINESS JOURNAL

Read and Share the SFVBJ in 
17 Languages! No kidding!

How Can Our 
Readers Get 
This App?  
It’s easy! 

Our Pledge to You, 
The Community 
of Business™  

Always Free to Subscribers
Go to the App Store on your Android or 
IOS device. Type in “San Fernando Valley 
Business Journal.” After you download the 
App      , prepare to enjoy everything we 
have to offer! If you need assistance, please 
feel free to call our offi ce at (323) 549-5225. 
We will be delighted to visit with you.  

Whether you receive the San Fernando Valley 
Business Journal in its beautiful print edition 
by phone, PC, tablet, TV, or streaming audio, 
we pledge to continue our endless mission of 
fi nding and sharing all of the business news 
in all parts of the San Fernando Valley in all 
industries present in the region!  

Suppose you just read a story in your SFVBJ about a venture fund that 
wanted to invest in exactly the type of start-up you and your partners are 
building. You want to get this information to your fi ve partners in their 
native languages since they live in fi ve different countries. With the new 
SFVBJ App      , you can instantly have the article translated and sent in 
German, French, Korean, Hindi, and Chinese to your partners. If you 
get more partners throughout the world, articles from the SFVBJ App 
can also be sent in Croatian, Dutch, Arabic, Greek, Norwegian, Polish, 
Swedish, Japanese, Portuguese, Russian, Spanish, and Italian! This new 
translation feature is available on tablets and PCs.

Volume 21, Number 24 November 28 - December 11, 2016 • $4.00T H E E S S E N T I A L A P P F O R T H E C O M M U N I T Y O F B U S I N E S S™

The San Fernando Valley Business Journal App: 
Every Issue, Always Free to Subscribers.

NON-SUBSCRIBERS CAN ALSO ENJOY A TRIAL SUBSCRIPTION OF THE ELECTRONIC EDITION OF THE 
SAN FERNANDO VALLEY BUSINESS JOURNAL FOR FREE
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By MURTAZA SANWARI 

For more than 70 years, Kaiser Permanente 
has worked toward our mission of delivering 
high-quality health care to our members 

and people in our communities. We continue 
to serve today and in 2015 alone, we invested 
more than $730 million in Southern California 
to help provide access to health care, encourage 
healthy, active lifestyles, develop innovative 
new medical knowledge and continue to train 
the health care professionals of the future.   

Our Community Health Needs Assessment 
(CHNA) is a critical tool that helps us identify 
and measure the needs in a local community 
and deploy our resources accordingly. In 2015, 
we used our Community Health Needs Assess-
ment to guide all of our investments in Commu-
nity Benefit. Now we have an opportunity to use 
our Community Needs Assessment to tailor care 
and coverage to the needs of our most vulnera-
ble populations.

To truly improve the health of all our mem-
bers and our communities, we work to deploy 
all of Kaiser Permanente’s resources to address 
the root causes of poor health — social and 
environmental factors deep-seated in inequity. 
These factors include living in poverty, exposure 
to violence and lack of access to health-related 
resources such as a quality education.

Our work now is to use all of our financial, 
technical, clinical and knowledge resources to 
help our members and communities realize total 
community health in every environment, includ-
ing school, work, neighborhood and at home.

IMPROVING ACCESS TO CARE 
Our goal is to ensure that people in our com-

munities have access to a “medical home” that is 
patient-centered, comprehensive, coordinated, 
accessible, and focused on quality and safety. 
We help low-income individuals and families in 
our emergency rooms, hospitals, medical offices, 

and through our participation in Medi-Cal and 
Medical Financial Assistance programs.

Additionally, we share our knowledge and 
expertise; establish partnerships and collabo-
rations; and provide grant funding, technical 
assistance and training. 

HELPING COMMUNITIES AND 
SCHOOLS THRIVE

Our Community Health Initiatives (CHI), 
such as Thriving Schools and the Healthy 
Eating Active Living (HEAL) programs, help to 
support environmental and policy changes. We 
are building on our Thriving Schools work to 
make schools safe, nurturing environments that 
support healthy eating and physical activity for 
students, staff and educators alike. 

We promote our HEAL programs to help 
combat obesity and related health conditions on 
a long-term, comprehensive basis by improving 
access to healthy foods and physical activity.

Our HEAL work integrates statewide, re-
gional, and local strategies to improve commu-
nity health through policy and environmental 
changes. 

SHARING RESOURCES
We conduct an extensive range of medical 

research studies annually, supported by state-of-
the-art methods and one of the world’s largest, 
most comprehensive electronic health record 
systems. Our research includes studies on cancer, 
epidemiology, cardiology, diabetes, geriatrics, 
childhood obesity, and women’s health. From 
this work we create new medical and health care 
knowledge, translate it into clinical practice, 
and share it with the world. 

Our work extends to the training of health 
care professionals. The Graduate Medical 
Education program provides training and 
education to medical residents in a variety of 
specialties. Residents provide care to Kaiser 
Permanente members in ambulatory and inpa-
tient settings, and work rotations at school-
based health centers, community clinics, and 
homeless shelters. 

COMMUNITY OUTREACH
Our knowledge and resource-sharing also 

benefit families in the greater South Los An-
geles area. Since 1967, the Watts Counseling 

and Learning Center has provided no cost ed-
ucational support and counseling programs to 
families regardless of health plan membership.

The Educational Outreach Program provides 
education and support services, primarily for 
Latino families, in the San Gabriel Valley sec-
tion of Los Angeles County.

For 30 years, Educational Theatre has 
used music, comedy and drama to inspire 
audiences of children, teens and adults to 
make healthy choices for themselves and 
their communities. The performances and 
workshops, led by professional actor-educa-
tors, address the most pressing health issues 
of the day.

At Kaiser Permanente, we are striving to 
use every resource at our disposal to achieve 
our mission to provide high-quality, affordable 
health care services and improve the health of 
our members and of the communities we serve, 
and Community Benefit work is at the heart of 
this mission. 

Visit community.kp.org for more information or join 
the conversation at #KPTogether.

Working Together to Create Total Community Health
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KAISER PERMANENTE SOUTHERN CALIFORNIA COMMUNITY BENEFIT

The focus is on three broad areas of community benefit 
work: 
•  Healthy People: Providing access to high-quality care to low 

income, underserved people
•  Healthy Environments: Creating safe, healthy communities 

and environments where people live, work, and play
•  Sharing Knowledge: Developing important new medical 

knowledge and sharing it widely

Southern California community impact in 2015
•  Our Medical Financial Assistance program provided more 

than $80 million in care for nearly 60,000 Kaiser Perma-
nente members and non-members.

•  We provided approximately $507 million in health services 
to eligible individuals and families through Medi-Cal and 
similar programs.

•  We provided $64 million to help 31,499 children receive 
health care through our Kaiser Permanente Child Health 
Coverage.

•  We dedicated $8.7 million to our Research and Evaluation 
Department, which conducted 1,404 active research proj-
ects and published more than 400 studies.

•  By investing $6 million, Educational Theatre was able to 
use the art of performance to empower 234,000 children 
and adults to make healthier choices via 1,614 performanc-
es and workshops.

•  We allotted nearly $32 million to support our Graduate 
Medical Education program to train more than 391 medical 
residents and fellows.

•  $3.2 million went to our Watts Counseling and Learning 
Center to provide child development, mental health, and 
counseling services to 1,269 children and adults in South 
Los Angeles.

•  $1 million funded our Baldwin Park Educational Outreach 
Program’s education and support services for 1,428 youth 
and caregivers in the east San Gabriel Valley.

•  We invested $1.1 million for our summer youth work 
programs to give health care work experience to 321 
under-represented high school students.
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WE DON’T BELIEVE

THE FUTURE CAN WAIT

FOR THE FUTURE

We are City of Hope doctors. We advance science that saves lives. City of Hope research has led to the development of synthetic human 
insulin and four of the most widely used cancer-fighting drugs. We are maximizing the potential of immunotherapy and making precision 
medicine a reality. With our three manufacturing facilities we can turn laboratory discoveries into new therapies faster. Over the last 40 
years we have performed more than 13,000 bone marrow and stem cell transplants with unparalleled survival rates. Now we are pioneering 
stem cell therapies for patients with cancer, diabetes, even autoimmune diseases. It all comes down to this. It’s not enough to promise your 
patient a future cure. You must find it now. This is the passion that has driven us for over a century: To discover the crucial answers that 
don’t exist today. Your generous support can help us find the answers. Donate today at CityofHope.org
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A  new, multi-dimensional measure of human 
needs based on objective data from a 
nonprofit on the frontlines of providing 

social services was announced by The Salvation 
Army and the Indiana University Lilly Family 
School of Philanthropy. With more than 45 
million Americans living in poverty, according 
to government measures, the Human Needs 
Index will serve as a powerful tool to track basic 
human need with different indicators and less 
lag time than conventional government data.

“Poverty is among the most complex issues 
facing society. The Human Needs Index 
reflects that complexity by providing a better 
understanding of the multiple facets of need 
confronting poor individuals and families,” said 
Dr. Amir Pasic, Eugene R. Tempel Dean of the 
school. “Its sensitivity to changes in need based 
on actual service provider data offers insights 
into trends and patterns that can help inform 
decision making and the broader societal dis-
cussion about alleviating poverty.”

The HNI is a standardized index that 
includes seven types of services representing 
basic human needs: meals provided, groceries, 
clothing, housing, furniture, medical assistance 
and help with energy bills. They were selected 
from more than 230 service variables consis-
tently tracked across time and regions by The 
Salvation Army. The HNI aggregates these 
seven indicators at national and state levels, at 
monthly intervals since 2004.

Until now, poverty generally has been 
tracked in three primary ways. The official U.S. 
poverty rate is published by the Census Bureau 
every September; it reports on the previous year 
and draws on income figures as reported to the 
government. The official U.S. unemployment 
rate is published each month by the Depart-
ment of Labor’s Bureau of Labor Statistics and 
covers the previous month; its relation to the 
state of need is indirect, as it does not capture 
those who may be employed but still in need 
– the working poor.  Lastly, the federal Supple-
mental Nutrition Assistance Program (SNAP) 
reports usage each month, with a three-month 
lag, but addresses just one aspect of basic human 
needs.

The HNI is a powerful complementary tool 
to these government measures because it draws 
on private, nonprofit data and focuses on the 
self-identified need for basic human services. It 
provides timely information such as monthly 
changes in those needs and reports on them 
quarterly, delivering immediacy and accessibili-
ty that is lacking in other measurements.

“With more than 130 years serving millions 
of people in the United States, The Salvation 
Army has a treasure trove of data about the most 
basic human needs,” said David Jeffrey, National 
Commander of The Salvation Army-USA. “It 
is time to put all that data to use. We hope the 
HNI becomes an important tool for policy lead-
ers, researchers and other social service providers, 
to help our country become increasingly respon-
sive to the needs of the poor.”

The HNI provides both national and state 
metrics, revealing variances in need at the state 
level that may be due to factors such as seasonal 
differences, historical regional discrepancies, 
or the effects of major disasters. For instance, 
researchers noticed a spike in requests for assis-
tance with energy bills in April. That is because 
in many communities it is illegal to shut off 
electricity during the winter months, so overdue 
energy bills come due in April. The data also 
show that natural disasters have an impact on 
needs in neighboring communities in addition 
to communities that are directly affected.

“Since the Great Recession, there is growing 
attention to poverty and vulnerability in the 
United States, which is still at high levels in 

some areas,” said Una Osili, director of research 
for the Lilly Family School of Philanthropy. 
“The Salvation Army has a presence in com-

munities across the country, urban or rural, 
and has historically collected very timely infor-
mation on the provision of housing, food and 

many other aspects of human need, allowing 
the HNI to draw on data that has not previous-
ly been available.”

Human Needs Index to Provide New Look at Poverty
CORPORATE SOCIAL RESPONSIBILITY & GIVING GUIDE
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 Valley Community Healthcare, a private, non-profit 501(c)(3) charitable agency   
        provided a medical home to almost 22,000 low-income men, women 
          and children in our Valley in 2015, regardless of their ability to pay.

 Through Our Corporate Partner Team

 www.vchcare.org
 Contact Judi Rose:  818.301.6321/jrose@vchcare.org

MedPOINT Management

Really Great Employee Benefits

Wells Fargo

The Afriat Consulting Group Inc.

San Fernando Valley Business Journal

Keyes Automotive

Paul Davis & Alberta Bellisario 
     Insurance Services

Valley Presbyterian Hospital

Anthem Blue Cross
American Business Bank

Hamer Toyota

Brightwood College

Rickey Gelb, The Gelb Group, 
      a Family of Companies

Millenium Dance Complex

Community Bank

and you will
create healthier 
communities 
for us ALL

Our Families are the Foundation of our
Community

Support

Bolton & Company
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MISSION 
The mission of Valley Community 
Healthcare, a private, non-profit 
501(c)(3) agency, is to have positive 
impact on the health and wellbeing 
of the whole community by provid-
ing high quality primary medical 
care and comprehensive healthcare 
services to those in need, regardless 
of their ability to pay.

YEAR ESTABLISHED/HISTORY  
Since 1970, Valley Community 
Healthcare, a private, non-profit 
501 (c)(3) agency, has been here 
for our uninsured and low-income 
community.  78% of our patients live 
below the federal poverty level* and 
all struggle with incomes less than 
200% of the FPL.   They need help 
accessing affordable, high-quality 
health care. 
VCH has grown from a tiny store-
front counseling center to a multi-site 
neighborhood network of community 
health centers  where our dozens of 
medical & health programs provide 
services to tens of thousands of  
needy men, women, and children 
each year.   We provide a medical 

home to all those newly insured and 
the remaining uninsured, so they 
won’t need to access our over-bur-
dened emergency rooms.  
In 2015 we provided almost 
100,000 patient visits to over 
23,000 low-income men, women 
and children. 

SERVICE AREA 
VCH is the Medical Home for 
low-income families in the San 
Fernando Valley 

2017 GOALS
In a time of great uncertainty, Valley 
Community Healthcare’s primary 
goal for the coming year is to be 
here for it 23,000+ patients  and 
continue to provide our low-income 
community with the high-quality 
care it needs and deserves.  23,000 
patients count on us.  We cannot let 
them down.

VOLUNTEER OPPORTUNITIES  
Medical professionals, project man-
agement, and for community mem-
bers with heart, customer service at 
our Patient Resource Booth. 

GIVING OPPORTUNITIES  
Corporate Partners Program – A 
full year of significant community 
exposure for your company for 
one annual gift. Your Company 
name on newsletters, website, event 
materials, signage in buildings and 
at community events, and more. 
Contact Judi Rose (818) 301-6321/
jrose@vchcare.org.  
General giving to support VCH 
programs and services is always 
welcome. Gifts can also be aligned 
with particular programs: HIV/ AIDS, 
women’s health, pediatrics, diabetes 
treatment, vision, etc. 

FUNDRAISING EVENTS
Mystics, Music and Games of 
Chance 
Thursday, March 2, 2017

COMMUNITY ACHIEVEMENTS
The VCH North Hollywood Center 
achieved Level Three Patient 
Centered Medical Home, the 
highest level of Quality Insurance 
achievable by a community health 
center from the National Committee 
for Quality Assurance.  

NON-PROFIT OVERVIEW

Valley Community Healthcare
6801 Coldwater Canyon Ave., North Hollywood, CA 91605

818.301.6321 • www.valleycommunityhealthcare.org

BOARD OF DIRECTORS

Marilyn Amis, MD Chair,
Victor Berrellez Vice Chair
Mark Goldberg Treasurer
Shari Flaugher Secretary
Mark Williams At-Large
Kim Pretti At-Large
Shashi Bhatia
Alexandra Chernyak, CPA
Francesco Federico, MD
Melissa Fulmer
Carlos Garcia
Richard Gatti, MD

Esteban Martinez 
Elissa Miller, Esq.
Greg Martinez-Miller
Vrezhui Missakian, CPA
Tami Perkins
Mark J. Phillips, Esq.
Byrdie Lifson Pompan, MHL
Pamela Richardson
John Rindlaub, Jr.
Harriet M. Rolnick, JD
Rebecca Thompson, Esq.
Cecilio Valdivia, CPA

CORPORATE CHAMPIONS

The Afriat Consulting Group • American Business Bank 
Anthem Blue Cross • Bolton & Company  
Brightwood College • Community Bank  

Rickey Gelb, The Gelb Group • Hamer Toyota 
Keyes Automotive • MedPoint Management 

Millennium Dance Complex

Paul Davis & Alberta Bellisario Insurance Services 
Really Great Employee Benefits • SFV Business Journal 

Valley Presbyterian Hospital • Wells Fargo
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What it takes  
to get ahead.

sfvbj.com/subscribe

For more than 
60 years we’ve 
been fulfilling 
the dreams of  
thousands of   
individuals with 
special needs, 
and providing business services to  
hundreds of  local and national businesses. 
Try our delicious New Horizons Cookies 
now available at Pavilions - 6534 Platt 
Avenue, West Hills, CA 91307  &  
1110 W. Alameda, Burbank, CA 91506 

15725 Parthenia St. North Hills, CA 91343 
{p} 818.894.9301 {f}  818.894.7801 

www.newhorizons-sfv.org 

For a tour of New Horizons’ 
campus and to learn  

more visit our website at  
www.newhorizons-sfv.org or call 

818-894-7422.  

T he Carroll School of Management Cen-
ter for Corporate Citizenship at Boston 
College released its 2015 Community 

Involvement Study, a unique research report 
that explores how companies are investing in 
communities and how these efforts connect 
to their businesses. Conducted for the elev-
enth time since 1995, the study finds that the 
majority of companies today report that com-
munity involvement contributes to key busi-
ness goals including improved reputation and 
the attraction and retention of employees.

“Effective corporate citizenship programs 
achieve two goals—they deliver business as 
well as social value,” said Katherine V. Smith, 
executive director at the Center for Corpo-
rate Citizenship. “Our study finds that today’s 
corporate citizenship professionals are keeping 
those objectives in mind when planning their 
community involvement efforts, and the 
majority are reporting that their initiatives 
are contributing to crucial business goals. By 

engaging their employees—not only through 
program participation, but also as champions 
and leaders—companies are making signifi-
cant progress in their communities and in their 
operations.”

The Community Involvement Study key 
findings include:

• Employee volunteer participation is 
connected to increased engagement. Among 
the companies that measure the connection 
between volunteering and employee engage-
ment, 89 percent found a positive correlation 
between participation and higher engagement 
scores.

• Companies plan to increase the propor-
tion of giving abroad in the near future. More 
than 10 percent of the companies that give 
only to nonprofits in their headquarters coun-
try plan to include nonprofits outside their 
home country within two fiscal years.

To learn more about this study, as well as 
other offerings and events, visit ccc.bc.edu.

Community Involvement 
Contributes to Key Business 
Goals, New Study Finds
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New Horizons 
15725 Parthenia Street, North Hills, CA 91343
818.894.9301 • www.newhorizons-sfv.org
Cynthia Sewell

MISSION
New Horizons empowers individuals with spe-
cial needs to fulfill their dreams. Through part-
nerships, community education, and advocacy, 
we create a brighter future in which our
clients are accepted by, participate in, and add 
value to the community. 

2017 GOALS 
New Horizons is one of the oldest, largest, 
and most diverse agencies of its kind in the 
Southern California area. Annually we serve 
more than 1,500 individuals with autism, 
Asperger’s, Down syndrome, cerebral palsy, 
epilepsy, brain injury, and other intellectual 
and physical disabilities. In 2017 we will con-
tinue to provide programs and services for the 
benefit of our clients and the community.
Our goals are to create inclusiveness through 
the continued expansion of our employment 
services, residential program (our home for 
those with Down syndrome and Alzheimer’s 
will be complete in February 2017), travel 
training, and mobile day activities. As an 
agency we will lead in supporting our clients 
as they lead independent, productive, and 
fulfilled lives.

YEAR ESTABLISHED/HISTORY
New Horizons was founded in 1954 as a 
non-profit by parents interested in giving their 

children with Down syndrome a future filled 
with hope.

SERVICE AREA
New Horizons serves individuals with special 
need in the San Fernando and Santa Clarita 
Valleys, and throughout the Greater Los 
Angeles area.

VOLUNTEER OPPORTUNITIES
New Horizons maintains a robust volunteer 
program, accepting applicants interested 
in working with staff as well as with clients. 
For more information contact New Horizons 
Community Engagement Manager Shade 
Mokuolu at (818) 221-0651 or smokuolu@
newhorizons-sfv.org.

GIVING OPPORTUNITIES
As a 501(c)(3) New Horizons is eligible to 
receive tax deductible donations. This year we 
expanded our naming opportunity campaign 
and introduced a new major gifts program in 
support of the many programs and services we 
provide. To learn more about this or to make 
a donation, please visit our website at www.
newhorizons-sfv.org or call the Development 
Department at (818) 894-9301, ext. 329.

NON-PROFIT OVERVIEW

Effective corporate citizenship programs  
achieve two goals—they deliver  
business as well as social value.
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