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Today we celebrate the Champions of Good, organisations which have soared above the standards
of corporate giving in Singapore. We know that more organisations are giving back strategically,
sustainably, and impactfully, all for worthy causes, but these Champions have taken the lead by
reaching out and working with other stakeholders to multiply the goodness.

All of them recognise that the way forward is to join hands, not to march alone. Giving back for the
Champions cuts across industries, sectors, or even company size. We hope their stories serve as
beacons for those looking to do the same, and as inspiration to all that goodness is truly the
business of every organisation.
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SINCE the establishment of the Company of Good in 2016 by the 

National Volunteer & Philanthropy Centre, we’ve been heartened by the 

stories of companies stepping up to do more for the larger 

community, or for important causes that affect our world today. 

Champions of Good was started as a platform to celebrate corporates 

who have shown their commitment to the wider community, even as 

they continue to perform in business.

By roping in their stakeholders to do good, and in keeping with 

their bold promises to the community, these Champions are showing 

everyone else what it means to give back, and what it means to be a 

business in today’s fast-changing society. Champions of Good 

recognise that they are not just profit-driven machines, as traditional 

stakeholder viewpoints have espoused. Instead, they are all citizens of 

the world, with a moral imperative and responsibility to do what is 

right, and to possibly right what is wrong.

These Champions are paving the way for a new form of leadership 

that is crucially needed in society, and through the stories in this 

supplement, we hope that you feel inspired to do the same too. It’s no 

longer about one person, or one organisation – we need the power of 

all to work together to drive meaningful change in the world.

Businesses have long shown that they can be a force for good. 

Champions are showing that businesses are already a force for good, 

when everyone is in it together. 

CHAMPIONS OF GOOD 2018

“For the painting  
Prosperous,  the 
birds symbolise  the 
joy in our  lives  . . .  
The pomegranate 
represents success 
and prosperity,” 
says Mr  Gan.  
PHOTO:  UOB
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MASTER STROKES
MARINE turbocharger specialist Tru-Marine Pte Ltd has engaged local 

watercolourist Aaron Gan to work with students of Genesis School for 

Special Education to create a series of unique watercolour works that 

are showcased at the Champions of Good conferment ceremony.

Mr Gan had his solo show Life as Art in 2015 and capped the year by 

winning the UOB Painting of the Year Gold Award, Established 

Category, Singapore. 

Joy series is a continuation of the monochromatic long scroll, 

Chinese-stylised paintings that were featured in the solo show and 

depict happiness and gratitude. In 2018, Mr Gan was appointed the art 

ambassador for Faber-Castell, Singapore.

Tru-Marine, Mr Gan and Genesis School also created the trophy 

paintings that will be presented to the Champions during the 

ceremony.
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Mildred Tan
Chairman, NVPC

“For the second year, NVPC is honouring 
exemplary companies as our Champions of Good. I 
am truly inspired when companies integrate giving 
as part of their corporate values with employees and 
senior management alike galvanising support to 
meet the needs of the community.

It is a pleasure to witness NVPC and our partners 
continue to add 60 companies this year to a robust 
pool of champions and advocates. To-date, we have 
conferred 105 of these recognitions since last year’s 
inauguration.

In their aspirations to do good, our Champions 
have also inspired greatness.

Together, we enliven and embrace the giving 
culture, enrol cause champions, and ignite the 
passion in corporate do-gooders to build a City of 
Good!”

Melissa Kwee
CEO, NVPC

“In today’s fast-changing context, we see the 
heightened need for a new type of leadership to 
emerge. We need leaders who are unafraid to dig 
deeper, give of themselves, reshape business 
strategies and build bridges across society to unlock 
value, unleash talent, and courageously address the 
cynics with concrete action and integrity. 

Through our Champions, we witness examples of 
business as a force for good. The range of 
Champions challenge the stereotype that only the 
large and established can make a difference. Today, 
we recognise the Champions that not only go the 
extra mile to influence people, improve processes 
and systems, but moreover galvanise whole systems 
of customers, suppliers and the public to influence 
and deliver benefits to stakeholders in their supply 
chain. By integrating giving into their everyday 
business function and DNA, they create meaningful 
and sustainable impact.

May goodness truly be the business of every 
organisation.”

FOREWORD
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I
NVESTMENT is often viewed with monetary returns in mind 

but in corporate giving terms, it can be viewed through the 

lens of how well such efforts are aligned with a company’s vis-

ion and mission, strategy or the nature of its business.

Team-building training facilitator Grace At Work Team 

Building has used its platform to run corporate social respons-

ibility (CSR)-themed team-building programmes. Through 

Build A Gift, corporates work on community-driven projects 

to build bicycles and other mobility equipment such as wheel-

chairs for those in need.

Its director Tony Loo said: “Other than corporate training, 

we also wanted to encourage CSR as an important value in the company. We 

looked at our training programmes and realised our corporate team-building 

programmes could be enhanced to achieve these objectives.

“We always keep our beneficiaries’ needs in mind when we create our busi-

ness services, which should not be based solely on achieving profits. A busi-

ness has the responsibility to be the lighthouse of good for those who come 

in contact with it.”

Understanding that CSR initiatives are more effective when aligned with a 

company’s core business, information technology (IT) educator Informatics 

Education conducted a review of its CSR activities last year, with a view to re-

structure its programme to focus on inclusive education opportunities.

Its vice-president of corporate services Melina Yong told The Business 

Times: “To ensure sustainability, we partnered other agencies for wider reach 

and more impact. The corporate segment of our ‘Education for All’ pro-

gramme materialised from our partnership with Reach Community Services 

to organise training sessions for low-income families in 2015, and for chil-

dren and youths in 2016. We were also supported by SG Enable to offer 

courses in IT and book-keeping for persons with disabilities in 2016.

“CSR efforts aligned with the company vision, mission and values would 

resonate with both internal and external stakeholders, as everyone would 

have a part to play in giving back to society. These efforts that are attuned to 

our core business would be more sustainable and have a greater impact too.”

INVESTING 
IN DRIVING 
CHANGE

CHAMPIONS OF GOOD 2018

 

Woh Hup’s staff at 
the biannually-held 
Charity Luncheon for 
the Aged which 
brings seniors from 
various care centres 
and nursing homes 
across Singapore to 
mingle over a meal, 
with entertainment 
thrown in. 

 

z Continued on page 6 & 7

It is  not  about chasing  profits.  Organisations  
give back to their  community.  BY NAVIN SREGANTAN
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Above: Prudential  volunteers with  children from  BTBAF  after a  
Cha-Ching session.

z Continued from page 5

Above: Grace at  Work  Team  Building staff  members  conduct  the  Build A Bicycle Team  programme,  a 
team-building activity for corporates  that  incorporates  CSR elements.  Right:  During  the President’s  Challenge 
Volunteer  Drive  2016, ABR  Holdings  staff shared  their expertise in  food  handling  and safety  best  practices at  
South  Central  Community  Family Service  Centre.

As part of its  35th  
anniversary, 
Informatics 
Education  has  
pledged to  partake 
in 35  Acts of Giving  
this year.  During  the 
celebration, the 
organisation 
recognised staff and 
students for their  
efforts in  CSR.

Like Informatics Education, Deloitte & 

Touche LLP made amendments to its CSR 

programme last year, when it consolidated 

its efforts under Deloitte SG Cares and 

aligned these to Deloitte’s global CSR pro-

gramme, World Class, which sets out to de-

liver 50 million “futures” to underpriv-

ileged youths around the world.

James Walton, CSR leader and clients 

and markets partner, Deloitte Singapore 

and South-east Asia said: “We selected sup-

porting youth through education because 

it offers significant opportunities for our 

staff to use their talents to influence lives 

through skills-based volunteering  and  

mentoring.”

He added: “Through skills-based volun-

teering and strategic partnership with char-

ities, our Deloitte professionals are mak-

ing a positive difference in people’s lives 

by contributing their time and talent for 

the benefit of our communities and mak-

ing financial contributions that will have 

the greatest impact.”

Deloitte also places an emphasis on sup-

porting other groups such as the elderly 

and the disabled, and also works on envir-

onment issues.

ALIGNING CSR AIMS
Insurer Prudential Assurance Company 

Singapore has a wide-ranging CSR pro-

gramme, but assigns priority to education. 

As a financial institution, it views running 

a  financial  literacy  programme  for  

primary-school children as one of its areas 

of focus. 

In 2016, it rolled out the Cha-Ching pro-

gramme in  Singapore,  which  teaches  

money-management basics and incorpor-

ates the use of animation videos and car-

toon characters to drive home the mes-

sage of financial responsibility to children.

Prudential  Singapore head of  com-

munity investment Yeoh El Lynn said: “By 

aligning our efforts with our strategic ob-

jectives, we are placing the utmost import-

ance on improving the well-being of our 

community stakeholders and tying our 

progress  to  our  larger  organisational  

goals.

“For firms that hope to give back, our ad-

vice is to invest in causes that the organisa-

tion truly cares about and is ready to in-

vest in for the long-term. Investing in your 

immediate community, or in an area that is 

impacted by your business, such as your 

supply chain, is a good place to begin 

with.”

Companies can also align their CSR 

aims to the immediate communities in 

which they operate. 

Shell Companies in Singapore aids com-

munities in the South-West district, where 

it conducts most of its commercial opera-

tions. It carries out its community-out-

reach efforts through the iVolunteers pro-

gramme, which has been around for about 

10 years but was formalised into a coun-

try-wide programme three years ago.

It does this through a combination of 

employee- and business-driven initiatives 

that centre on advancing social mobility.

Shell’s social performance and invest-

ment advisor Thio Chin Wui said: “We also 

believe in nurturing and engaging youth to 

create safe, healthy spaces to grow, hence 

our encouragement of STEM (science, tech-

nology, engineering and mathematics) edu-

cation, and programmes like the Shell 

Traffic Games. It’s important that our own 

community-giving efforts incorporate and 

respect  our  values,  and so  our  pro-

grammes are consciously designed to en-

sure we give the most we can, in the best 

way we can.”

ABR Holdings isn’t a household name to 

some, but the chain of Swensen’s restaur-

ants in Singapore which it runs is. Using its 

platform as a food-and-beverage com-

pany, it launched its CSR efforts in 2005.

During its Eat, Win, Love Campaign at 

Swensen’s  outlets,  ABR  matched  

S$150,000 in lucky draw cash donations to 

six selected charities that support children 

and youth, families and individuals with 

disabilities – Fei Yue Family Service Centre, 

VIVA Foundation, Minds, Ju Eng Home for 

Senior Citizens and SPD.

Ana Lei, ABR’s head of marketing, said: 

“We recognise that it is important that we 

consciously engage in activities that will 

positively impact our local communities. 

When we align our CSR efforts with our 

business vision, we can achieve higher im-

pact with limited resources.”

Standing by its belief that all in society 

are deserving of a dignified funeral, Ang 

Chin Moh Funeral Directors started its CSR 

journey by offering such services for free 

to destitutes followed by hospital or nurs-

ing home patients with no next of kin. 

It also assists hospitals in providing 

free logistics transport of hospital beds 

donated by  hospitals  to  the  nursing  

homes. 

Ang Chin Moh chief executive Deborah 

Andres said: “While it is important for busi-

nesses to do well, companies must not for-

get that the community is their source of 

business. It is always important to set 

aside time and for business leaders to lead 

the staff in giving back to society.”

Woh  Hup  has  chosen  to  support  

non-profit bodies and charities by tapping 

its expertise as a construction firm – it sub-

sidises the building costs of facilities de-

signed for those in need. The firm’s tar-

geted groups are those with disabilities,
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Above: Deloitte staff with  students from  NorthLight School  at  the Sports  Hub during  the company’s  Impact  Day.  
Below, left:  Shell’s  CSR programmes  are  based around  advancing social  mobility  for communities.  
Below, right:  MPA  staff at  The Salvation  Army  on Charity Day,  where  they  took part  in a number  of activities  including  walkway painting.

CHAMPIONS OF GOOD 2018

Right:  
Ascendas-
Singbridge 
staff painting  
mural at  
Providence 
Care Centre.

Below: Ang  Chin Moh Funeral  Directors  also  
conducts community-outreach  efforts for  
the elderly.  In  October,  it  brought seniors 
from  St  Andrews’ Nursing  Home to  the 
Singapore Botanical  Gardens.

the elderly and children. It supported the 

National Kidney Foundation by building 

the Woh Hup-NKF Dialysis Centre in Ghim 

Moh for S$1. It also absorbed the prelimin-

ary cost of the construction of the Singa-

pore  Sustainability  Academy  and  

Canossaville Children and Community Ser-

vices.

In 2011, Woh Hup Trust was formed 

with the mission to provide financial sup-

port for the social integration of the eld-

erly and under-privileged children in our 

society.

Its biannually-held Charity Luncheon 

for the Aged brings seniors from various 

care centres and nursing homes across 

Singapore to mingle over a meal, with en-

tertainment thrown in.

The Woh Hup CSR team said: “One of 

our values is growth; it is important not 

only for us to grow as a company but also 

for our staff to grow as individuals. Giving 

them the platform to serve the com-

munity enhances their growth as they 

learn how their contribution benefits 

those in the community.”

ENGAGING THE COMMUNITY
Sustainable urban and space solutions pro-

vider Ascendas-Singbridge believes it is 

best able to contribute to communities by 

improving living conditions, enhancing 

educational endeavours and nurturing tal-

ents.

Such efforts are funnelled through the 

Ascendas-Singbridge Gives Foundation, 

which was established in 2012.

Through the foundation, more than 50 

Republic Polytechnic students have been 

awarded with bursaries since 2016. 

Ascendas-Singbridge has also suppor-

ted Care Corner’s specialised tuition to en-

able more than 30 children with learning 

difficulties to be able to have after school 

care support. 

Willy Shee, chairman of Ascendas-Sing-

bridge Gives Foundation, said: “We are al-

ways looking for means to improve the 

way we live, work and play. Our support of 

the arts, community and environment has 

helped transformed lives of less priv-

ileged through improving living condi-

tions, enhancing educational endeavours 

and nurturing talents.” 

The efforts of the Maritime and Port Au-

thority of Singapore (MPA), the country’s 

agent for port and maritime development, 

are driven by the MPA Sustainability Of-

fice, formed in 2014.

It engages the community through en-

vironmental, economic, social and gov-

ernance initiatives.

Externally,  the Sustainability Office 

works with industry partners and agen-

cies to promote environmentally-friendly 

shipping and port activities.

MPA’s director of corporate develop-

ment and chief financial officer Yvonne 

Chan said: “This commitment is demon-

strated in its compliance with environ-

mental regulations set by national and 

global bodies, as well as its S$100 million 

Maritime Singapore Green Initiative. 

“As the driving force behind Singa-

pore’s port and maritime efforts to de-

velop Singapore as a premier global hub 

port and international maritime centre, 

and to safeguard Singapore’s strategic 

maritime interests, it is important that we 

lead by example,” Ms Chan added.
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F
ROM a telecommunications com-

pany to a consumer goods firm, 

the organisations featured here 

have diverse skill sets, back-

grounds and industry know-

ledge. However, there is a com-

mon thread that pulls them to-

gether: They view corporate so-

cial responsibility (CSR) as a crucial component of 

their business. In light of their investment in time 

and resources to engage in CSR causes, these busi-

nesses have managed to align such projects with 

their firms’ core values and business strategies.

For example, AkzoNobel Paints (Singapore) – in 

the paint and coating sector – is on a mission to 

brighten homes and make cities more vibrant with 

the  power  of  colour.  

Headquartered in the Nether-

lands, it operates in more than 

80 countries with its portfolio 

of brands that include Dulux 

and Sikkens.

The company strives to give 

back to the communities in 

which it operates and in Singa-

pore last  year,  it  partnered 

South West Community Devel-

opment Council to brighten up 

key communal spaces in Bukit 

Batok, as well as student care 

centres. The firm has also had a 

hand in safeguarding Singa-

pore’s heritage. In 2016, it re-

stored Burkill Hall and the Band-

stand in Botanic Gardens, Singa-

pore’s first Unesco heritage site.

Angela Tan, director of com-

munications and investor rela-

tions at AkzoNobel South-east 

Asia, South Asia, Middle East 

and  Australasia,  said:  “At  

AkzoNobel, we are dedicated to 

creating a colourful, protected 

world; sustainability is at the 

heart of our strategy and all that 

we do.”

This is why the firm’s scient-

ists are exploring the potential 

of paints that extend their func-

tionality beyond being decorat-

ive and protective. For example, its Dulux PureAir 

is formulated with air-cleansing properties and 

neutralises formaldehyde; its Dulux Light & Space 

Lumitec Technology reflects up to twice as much 

light, which reduces energy costs.

Ms Tan said: “The best CSR practices are those 

that are integrated into the business strategy by 

bringing more value to our customers, employees, 

investors and society in general.”

Jamie Endaya, communications director of 

Procter & Gamble Asia Pacific, concurred: “Com-

panies need to integrate giving back into their busi-

ness. Start by promoting a ‘giving back’ culture 

among employees. At P&G, we work closely with 

our partners and social service organisations to 

create CSR programmes that empower and inspire 

volunteerism among our employees.”

P&G is one of the largest and fastest-growing 

consumer goods companies in Singapore, and the 

company is committed to sustainable growth in 

the region. Mr Endaya added: “The consumer is at 

the centre of everything we do – and we do good 

through our CSR programmes to continue serving 

our consumer. We believe that by growing our 

company responsibly, we earn the trust of our 

community and build the relationships on which 

our future depends.”

Another firm, Samsui Supplies & Services Pte 

Ltd (“Samsui”) – incorpor-

ated  in  2013  as  the  

wholly-owned subsidiary  

of  Singapore  Exchange  

Mainboard-listed Soup Res-

taurant Group Limited – is 

a  home-grown company 

on a mission to do good. 

Hence, CSR is ingrained in 

the company’s DNA. 

The  firm  provides  

about 3,000 meals a day to 

the underprivileged and to 

meet demand, a central kit-

chen was set up in Changi 

Prison Complex.

Samsui Supplies & Ser-

vices director Ang Kian 

Peng said: “In this sector, 

we can make a real and sus-

tainable difference to the 

lives of both groups of be-

neficiaries. For the elderly, 

we  manage  their  nutri-

tional  requirements and 

hopefully help  them to 

stave off certain illnesses 

and diseases and improve 

their overall quality of life. 

For the underprivileged, 

we train them in kitchen 

skills and food preparation 

to give them meaningful 

work and future employ-

ment opportunities.”

Similarly for The Nail Social – which is run as a 
social enterprise – social cause is ingrained in its 
business model. Cheryl Ou, founder of the com-
pany, said: “The Nail Social is a registered social en-
terprise and we reinvest our profits from our salon 
business into our vocational training programme, 
which sponsors a professional manicurist course 
to  beneficiaries  from  underprivileged  back-
grounds.”

BUSINESS 
OF DOING 
GOOD

Above: Staff  volunteers at  the 6th  
Singtel Carnival 2018,  chaperoning  
1,400 students with  special  needs.  
Below: Over  150 P&G  employee 
volunteers share  their expertise in 
Sales and Marketing fundamentals with  
social  service organisations  through 
P&G Pro-Bono  School.  

CHAMPIONS OF GOOD 2018  

z Continued on page 10

These organisations from across  different  
sectors have  one  thing  in  common  – they  
view corporate  social  responsibility  as a 
crucial  part of their  core values. 
BY VIVIEN ANG
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Ninety per cent of the firm’s staff are beneficiaries them-

selves and through the company’s support for other 

non-profits, “we want to show the beneficiaries that des-
pite their background, they are able to use their skills to 

give back to society and bring smiles to others”.

SUCCESS BEYOND PROFITABILITY
Innovative solutions have also been employed to achieve 
a win-win situation for both society and company, as 

Greenpac – a company specialising in re-engineering, 
designing and distributing environmentally innovative 

packaging products and solutions – can attest to. Susan 
Chong, founder and CEO of Greenpac, said: “The company 

introduced the concept of ‘lean and green’, which would 

lead to bottom-line cost savings for companies. It also cre-
ated RSCP Pallet with some green principles in mind – and 

it is now used by MNCs. The patented design allows 20 per 
cent to 60 per cent material savings, which equate to 

lighter weight and lead to freight cost savings.”
She added that the company has a signature CSR pro-

gramme – the sponsorship of a hydroponics system, to 
promote future alternative farming as imminent world 

food shortage is a real concern. The programme has 
evolved from mentoring school students to grow their 

own vegetables to collaborating with them in gifting bags 
of fresh greens to the less privileged residents. 

While some companies are going down the innovative 

road, others have translated the proverb ‘teach a man to 
fish, and you feed him for a lifetime’ into action. 

Mindset Care Limited is a registered charity initiated by 
the Jardine Matheson Group, and supports the local men-

tal health community. It was established in Singapore in 

2011 with the mission to raise awareness of 
mental health issues, while at the same time, 
provide practical support to individuals, fam-
ilies and initiatives in the mental health sec-
tor. In fact, chairman Alex Newbigging said 
that Mindset has a transitional employment 
model that sources job placements within the 
group of companies for PIRs. Today, over 150 

PIRs have been allocated jobs within the 
Jardine Group. 

“The measure of a company’s success is 
beyond profitability,” said Mr Newbigging.

Singtel, a communications group, worked 

with national agency SG Enable to set up the Singtel En-

abling Innovation Centre (EIC) at the Enabling Village in 

Singapore. Singtel invested S$1.99 million to develop a 

training curriculum and to build and fund the operations 

of Singtel EIC, which was opened in 2015 to equip persons 

with special needs in Singapore with work skills and know-

ledge. Singtel EIC showcased assistive technologies from 

around the world that enabled persons with disabilities to 

be productive at work, acting as a showcase for both po-

tential users and employees. Andrew Buay, vice-president 

of group sustainability, Singtel, said: “These are areas we 

identified, and where we can support and value add in 

terms of our capability, skills, technology, products and 

services. As we experience skills shortage in Singapore, it 

is also about developing an alternative pipeline of talent 

we can hire for the business.”

In addition to the feel good factor when participating in 

CSR, staff bonding tends to strengthen and the impact cre-

ated by the joint effort is sometimes greater. 

United Overseas Bank believes that by nurturing 
strong partnerships and encouraging colleagues to be vo-
lunteers, its corporate giving efforts can have much 
greater impact on the community. Creating long-term 
value for the community is the purpose of its corporate so-
cial responsibility programme, UOB Heartbeat, which fo-
cuses on art, children and education. The flagship art pro-
gramme of UOB Heartbeat is the UOB Painting of the Year, 
which is the longest running art competition in Singapore.

UOB Heartbeat includes various fundraising initiatives 
such as the annual UOB Heartbeat Run/Walk, which is the 
bank’s main fundraising and volunteering event. Over the 
last ten years, the bank has raised several million dollars 
for children’s charities around the region. In 2017, UOB 
made it easier for people to make donations by becoming 
the first and only bank in Singapore to enable customers 
to use a peer-to-peer funds transfer service called PayNow 
to donate to charity. The service was made available 
through the UOB Mighty app.

Lilian Chong, executive director, Group Strategic Com-
munications and Customer Advocacy, UOB, said: “In line 
with Singapore’s push for a Smart Nation, UOB harnesses 
technology to make it simpler, smarter and safer for Singa-
poreans to contribute to those in need. UOB’s PayNow for 
a Cause fundraising campaign rode on the payments ser-
vice to make it easy for the public to donate to charity. The 
campaign, which coincided with the National Volunteer 
and Philanthropy Centre’s Giving Week, raised more than 
S$120,000 for SPD children’s programme to help children 
with special needs integrate into mainstream society.”

LONG-TERM IMPACT
Keppel Corporation has a presence in a wide range of sec-
tors from offshore and marine to property. However, in 
the race to be at the forefront of its chosen industries, the 
group has not forgotten to extend a helping hand to the 
less fortunate. The group has been active in the field of 
corporate giving since 2000, when it established Keppel 
Volunteers, a ground-up movement started by Keppel’s 
young leaders. This group now works closely with Keppel 
Care Foundation, which was formed in 2012, to coordin-
ate and sustain the group’s efforts in corporate giving, and 
also to identify and champion causes that resonate with 
the company’s beliefs and values.

Ho Tong Yen, general manager of group corporate com-
munications, Keppel Corporation, said: “Keppel maxim-
ises value creation by investing in CSR programmes that 
are in line with our business strategy. For example, 
through partnerships with educational institutions, we de-
velop the capabilities of the local workforce and boost our 
own talent pipeline as well.”

Charlotte Hsu, corporate responsibility leader of PwC 
Singapore, agreed and said that for PwC, the firm is mov-
ing towards focusing CSR efforts on education. “Being a 
professional services firm, we have highly trained experts 
in multiple fields, and we believe that this focus will allow 
us to maximise our positive impact for local and regional 
communities. Focusing on education also has a long-term 
impact towards building a sustainable future for benefi-
ciaries to ensure they have equal chances and opportunit-
ies.” 

She added: “The bottom line is never an objective for 
our CSR efforts . . . Regardless of the size of a company, we 
all have a part to play to give back to society. There is a say-
ing that ‘little drops of water make the mighty ocean’, and 
every effort counts.”

vivang@sph.com.sg

Left:  The Nail  
Social is  run as a 
social  enterprise.
Below: Samsui 
Supplies &  Services  
provides about  
3,000 meals a  day  
to the  
underprivileged.

CHAMPIONS OF GOOD 2018 

Right:  Greenpac’s  hydroponics  
programme. Above:  Mindset’s 
internal outreach  at 7-Eleven.  

z Continued from Page 8

Right:  UOB  Heartbeat  art  workshop.
Below: About  400  AkzoNobel Paints  
employees, their family  members  and 
business partners  planted 51  trees  and took 
part in  other  eco-focused  activities in  
Kampung Kampus.

Above: Keppel Volunteers  organised  an 
inter-generational crafts  workshop with  
children from  Care  Corner and seniors from  
Montfort Care.  Below: Staff  of  PwC  Singapore 
teaching senior  residents from  Kreta Ayer  
basic IT  skills at  Banda Goes  Digital.
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R
AYMOND Tai works at 
an MNC that is known 
for its eponymous soft-
ware product. But the 
central  marketing  
lead, Microsoft Singa-
pore, does more than 
clock in the hours at 

the office.The company is big on serving 
the community,  especially the under-
served, and has organised numerous cor-
porate social  responsibility (CSR) pro-
grammes such as Give Month, where em-
ployees can choose any non-profit organ-
isation – such as Red Cross Singapore and 
Special Olympics – that they feel passion-
ate about to collaborate with them. 

Mr Tai said: “There is so much potential 
waiting to be unlocked in the communities 
we belong to, and I feel extremely fortu-
nate to be working for Microsoft – an em-
ployer that empowers its employees to do 
good. While I personally volunteer my time 
and donate to non-profits, the opportunity 
to give as a team helps reinforce both our 
corporate mission as well as personal val-
ues.”

Mr Tai’s sentiment is reflective of most 
millennials. In studies conducted, millenni-
als mostly indicated that they want to 
work for organisations that are driven by 
purpose. In the 2017 Deloitte Millennial Sur-
vey, more than six in 10 millennials (62 per 
cent) consider business leaders as those 
committed to helping improve society. 

The survey also stated that business in-
volvement  in  social  issues and good 
causes goes beyond the tangible impact, 
and employees who feel that their jobs 
have meaning or are able to make a differ-
ence exhibit greater levels of loyalty.

Antonia Ong, communications and phil-
anthropies lead of Microsoft Singapore, 
said: “We know what truly motivates our 
employees to give is the impact they make 
on communities where they work, live and 
play. As an employer, we want to bring out 
the best in our people, support our goals, 
and allow them to find deep meaning in 
their work – both in the workplace and com-
munity.”

CONDUCIVE CLIMATE
Renu Vasanth Kumar, head of citizenship 
in Asia Pacific, Barclays, agreed and said: 
“We focus our Citizenship efforts on the 
areas we know about best as a business – 
financing, digital and financial empower-
ment,  and  employment  because  this  
means we can use our skills, resources and 
commitment to deliver the best results for 
all our stakeholders.

“Unreasonable Impact is our flagship 
global programme and is the world’s first 
international network of accelerators fo-
cused on scaling entrepreneurial solutions 
that will employ thousands of people, 
while solving some of the world’s most 
pressing societal and environmental chal-
lenges. 

“The programme resonates with our col-
leagues who invest their time, skills and ex-
pertise in the programme. For these firms, 
size does not matter when it comes to ac-
knowledging and encouraging employees 
to volunteer, and such actions are rewar-
ded by the companies as appreciation for 
the work done.”

Peggy Ong, CEO of Pro-Teach Education 
Group, said: “A conducive climate in giving 
back to society is first created in the work-
place. This is done through management 
setting the example in promoting . . . the 
company’s various CSRs to the employees. 

These  would  encourage  contributions  
from the employees to initiate social pro-
jects and programmes.”

Pro-Teach Education Group has been or-
ganising  several  islandwide  donation  
drives for the needy in the community as 
well as overseas all year round. These in-
clude fund raising for the hospital and 
local self-help groups. “As our company 
works with children, our social projects re-
flect the spirit of kindness we seek to incul-
cate in our children,” said Ms Ong.

To encourage its employees to take part 
in CSR projects, the company is implement-
ing a PT Time Bank for staff to clock in 
their hours for voluntary work. Pro-Teach 
is looking into converting these hours to 
lifestyle benefits that employees can re-
deem. “By rewarding them for their efforts, 
we hope to achieve a cycle of giving,” ad-
ded Ms Ong.

Deutsche Bank’s staff volunteer, Roger 
Lee, said: “Through such CSR events, the 
values of generosity, compassion and hu-
mility are manifested and nurtured.”

Annie Yeo, Deutsche Bank’s director/ 

head, corporate social responsibility Asia, 
added that strong CSR commitment in an 
organisation can help companies foster 
goodwill and confidence among stakehold-
ers, strengthen brand equity and be an em-
ployer of choice. 

“The activities are inclusive, and they 
are a great way to bond colleagues to-
gether,” she said.

Companies have also been recognising 
employees for the time and effort put in to 
give back to the community. Hogan Lovells 
Lee & Lee, an international legal practice, 
considers involvement in pro bono and cit-
izenship activities as part of all staff an-
nual performance evaluations and the pro-
motion process. The company also recog-
nises outstanding contributions to good 
citizenship, as well as the achievement of 
the firm’s citizenship expectation through 
awards. 

Stephanie Keen, Singapore managing 
partner, Hogan Lovells Lee & Lee, said: 
“Over the years, Hogan Lovells employees 
have donated their time, skills, experience 
and  funds  to  individuals,  charities,  

non-profits and social enterprises alike, 
working with both local communities and 
global organisations to influence change.” 

She added that in the last five years, 
some projects that the company has em-
barked on include helping more than 40 
children navigate the US immigration sys-
tem and devoting almost 600,000 hours 
worldwide to pro bono activity, assisting 
more than 5,500 pro bono clients and com-
munity organisations. 

Buckman Laboratories (Asia), acknow-
ledges their associates’ CSR efforts and has 
a Buckman Cares day annually on March 
23. 

Rain Zhang, general manager, opera-
tions, said: “In recognition of our associ-
ates’ dedication to volunteer activities, as-
sociates will receive awards . . . on that 
day.” 

Certificates are given at 10, 20, 30 and 
50 hours increments. The associate will re-
ceive a personalised nameplate that will be 
mounted on the service plaque located at 
each  Buckman  operating  company  
headquarters.

CREATING BONDS
“For every 50 hour increment, the associ-
ates are granted S$150 to donate to their 
preferred charity/non-profit organisation. 
For Singaporean/PR employees, they are 
able to claim the tax deduction based on 
the amount donated in the year,” said Ms 
Zhang.

Chin Soo Fang, head of corporate com-
munications & CSR at Singapore Press Hold-
ings, said: “Volunteering helps us to de-
velop our teamwork, organisational skills 
and social outreach. Besides bringing joy 
and warmth to many beneficiaries, our ef-
forts also enrich our working lives and en-
able us to bond over a common and higher 
purpose of doing good.” 

Chief human resource officer Ng Seng 
Huwi of SP Group said that the company is 
involved in a  monthly outreach pro-
gramme at Touch Senior Activity Centre 
(Geylang Bahru) where volunteers befriend 
the elderly through morning exercise. SP 
Group also partnered AMKFSC to reach out 
to needy elderly and children aged 6-12 
where activities to teach the children how 
to save energy and cost through sharing en-
ergy-efficiency tips are conducted. 

Twice a month, the company also spon-
sors a fruit distribution named Pilih-Pilih 
to give 100 beneficiaries from 25 families 
access to fresh produce for a healthier diet.

PART OF 
THE JOB

CHAMPIONS OF GOOD 2018

Above: Pro-Teach Education  Group’s  
social  projects reflect the  spirit  of kindness  
the company  seek to inculcate  in the  
children. Right:  Buckman  Asia’s Walk for  
Water event.  

An organisation’s  
commitment to 
corporate social  
responsibility  can 
give employees  a  
sense of  meaning  in  
what they  do.  
BY VIVIEN ANG

CHAMPIONS OF GOOD 2018

Clockwise  from  above:  Deutsche Bank’s  employees doing  volunteer work with  
Willing Hearts;  Barclays  hosts Job Shadow days for  young  people to  experience and 
understand more  about what  it  takes  to work in  a global firm;  SP  Heart Workers  
Goh Mei  Yi  and Zac  Teo interacting  with  seniors at  Touch Senior Activity  Centre  
(Geylang Bahru). z Continued on page 14

 

For these firms, 
size does not 
matter when it 
comes to 
acknowledging 
and encouraging 
employees to 
volunteer, and 
such actions are 
rewarded by the 
companies as 
appreciation for 
the work done. 
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Mr Ng said: “We focus on creating sus-

tained relationships with social service or-

ganisations and their beneficiaries. This en-

ables us to get to know them better, under-

stand their needs and meet their needs 

more effectively. As they become more ac-

quainted with us, they feel more comfort-

able with us and this helps to build trust 

and create a deeper and more lasting im-

pact on their lives. Our initiatives are also 

related to what we stand for as a business. 

For example, we promote energy efficient 

practices to help the public save energy 

and costs, and gas safety awareness in 

many of our activities.”

Many a little makes a mickle – and once 

the company’s CSR initiatives take off, 

they can serve as an inspiration for others 

to emulate. 

Cognizant, a multinational corporation 

that provides IT services, operates on a bot-

tom-up approach to its volunteering pro-

grammes. With its volunteer programme 

that was launched in 2007, named Out-

reach, a platform for employees to volun-

teer for causes they are passionate about 

was created. 

What started as a grassroots initiative in 

India is now a global movement within the 

company and every month, employees are 

recognised with the Heart of Gold title for 

outstanding volunteerism, and honoured 

as Changemakers on a quarterly basis in re-

cognition of their sustained volunteering 

efforts. 

When asked about how other firms – 

maybe those with a leaner workforce – 

should encourage staff to take part in CSR 

activities, Jayajyoti Sengupta, head, APAC, 

Cognizant, said: “We believe that a lean 

workforce should not be a constraint in 

contributing to a larger cause to make a 

positive societal  difference.  There are 

many examples today of smaller and 

leaner firms that have woven CSR into the 

fabric of their strategy so that giving be-

comes an integral part of their operations.” 

He added that some ways to promote 

participation include encouraging employ-

ees to participate in their pet causes by 

matching grants, conducting volunteering 

marathons on dedicated days, amplifying 

impact by partnering with customers and 

vendors on areas of common concerns. 

Ng Tian Beng, senior vice-president and 

general manager, Channels, APJ, Dell EMC, 

said: “Giving back not only drives change 

within the community, but also within the 

organisation.  Participation  in  philan-

thropic initiatives helps inculcate a sense 

of belonging and connectedness in employ-

ees to the company, and this in turn also 

helps build a strong reputation of the or-

ganisation externally. Regardless of com-

pany size, investing in the community 

which supported the business is a great 

way for businesses to operate sustainably 

in the long run. At Dell, we see technology 

as the key to unlocking regenerative solu-

tions so we’re driven to apply our expertise 

to fund and volunteer towards helping the 

communities overcome challenges and 

thrive together.”

Li Guoquan, assistant director of SP 

Group’s business audit, is testament to the 

concept that CSR inculcates a sense of loy-

alty and ownership among staff.

“The SP Heart Workers staff volunteer 

movement opened my eyes to the needs of 

the community,” he said. “My colleagues 

and I befriend vulnerable seniors through 

activities such as grocery shopping. Every 

year, we contribute to the annual SP Power 

Pack charity drive, sponsoring, assembling 

and delivering bags of essential food items 

to underprivileged seniors and families. I 

have seen how simple gestures such as 

listening and being there for seniors in 

need can make  their  day.  While  the  

amount of time I can offer is limited, I hope 

every minute I contribute makes a positive 

and lasting impact. Volunteering not only 

benefits the beneficiaries but also brings 

enriching experiences for volunteers.”

Clockwise  from  above:  Microsoft employees enjoying  a  game of unified  Captain’s Ball  with  athletes  from  Special  Olympics 
Singapore; SPH Staff  Volunteers  handing  out festive  bags to a  household during  the company’s  annual SPH  Cares  with  Bags  
of Love  event;  in aid  of  the  Singapore  Alzheimer's Disease  Association,  Hogan Lovells  Lee &  Lee, together  with some  of its  
clients, undertook  a challenging 200km off-road  cycle  for charity  through  Cambodia,  from  Phnom Penh to  Siem Reap.

CHAMPIONS OF GOOD 2018

z Continued from page 12 & 13

Above: Dell  
Technologies 
spreads joy to its  
MINDS beneficiaries  
at its  annual 
Children’s  Day  
celebrations.
Left:  Cognizant’s 
employees at  the 
Pasir Ris Beach  Park, 
where volunteers  
joined the Trash  
Hero Singapore  for
a coastline clean-up. 
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PRESENTED BY

Nourishing Lives with Food from the Heart

“I am 78 years old and unable to work, but
need to pay for my surgeries. As I’ve used up
a large portion of my savings when I moved

into my rental flat, I am thankful for the
monthly food packs from FFTH, which help
me to save money. I am also amazed by the

wide variety of food that’s provided!”

Mary Yam
Beneficiary of the FFTH Community
Food Pack Programme of 15 years

To find out more about FFTH,
visit www.foodheart.org.
To contact FFTH, write to
info@foodheart.org or
call 6280 4483 between
9am – 6pm on weekdays.

FFTH welcomes volunteers, corporate
sponsorships, private donations and donations in
kind such as food and services. All cash donations
are eligible for a 250% tax deduction.

SHOW YOUR SUPPORT

FFTH’s volunteer receiving bread to be redistributed to
FFTH’s beneficiaries on the same day.

Mary Yam has been receiving FFTH food packs
since 2003, when a FFTH volunteer first offered
them to her after learning of her background.
Her savings from working three jobs a day had
steadily been depleting ever since her physical
condition stopped allowing her to do so, and
with medical expenses mounting from her
many surgeries, putting food on the table was
a challenge.

To celebrate the incorporation of Maybank Singapore Limited,
Maybank is partnering Food from the Heart for #GivingWeek.

Scan this QR code to
see how you can contribute!

needy, is one of Singapore’s largest independent
charitable food distributors. It helps the needy fight
hunger by providing them with reliable and
sustainable contributions of bread rations and food
packs, as well as bring them joy through the
distribution of toys and by holding birthday
celebrations.

SIX CORE PROGRAMMES
FFTH was established with the birth of its Bread
Programme in 2003, which started off with 120
volunteers. Today, it works with over 1,700 volunteers
to reach more than 35,500 beneficiaries across
Singapore, and has distributed S$5.52 million worth
of food items* through its six core programmes.

1. Bread Programme: volunteer-based daily
collection and redistribution of unsold bread from
116 bakeries to its 166 distribution points, saving
28,000kg of bread from ending up in the dump
bins monthly

2. Community Food Pack: monthly distribution of
food and necessities as well as weekly
distributions of perishables such as bread, fruit
and eggs via its 52 Self-Collection Centres

For many Singaporeans, food is available in
excess. But there are some who have to make do
with shrunken meal sizes, fewer and lower-nutrition
meals, and resort to drinking water as a means of
keeping hunger at bay.

Food from the Heart (FFTH), a non-profit
organisation whose key mission is to feed the

3. School Goodie Bag: monthly distribution of food
packs to the 50 most needy students under the
Financial Assistance Scheme for 28 schools

4. Toys from the Heart: year-long collection of
around 9,000 toys to be distributed among
2,700 underprivileged children at FFTH’s annual
Toy Buffet

5. Birthdays from the Heart: monthly birthday
celebrations for more than 1,100 elderly folks
and children

6. Market Place: a collaborative effort with
NTUC FairPrice to collect food items
unsuitable for retail but still perfectly good for
consumption from 147 FairPrice supermarkets
for distribution to 41 Social Service
Organisations and contribution towards
FFTH’s Community Food Pack programme

*Figures are derived from FFTH’s 2017 annual report,
available online at www.foodheart.org

PLANS FOR GROWTH
Beyond operating on its primary corporate
partnership model to serve more beneficiaries, FFTH
hopes to expand its reach to the public by creating
greater awareness of their causes and programmes
through campaigns and lifestyle event partnerships. It
is also looking at ways to involve its current donors
and volunteers at a deeper and more meaningful level.

While its mission has always been to feed those in
need, FFTH actively seeks to nourish both body and
soul. Over the past three years, it has incorporated
fresh produce such as eggs and fruit into its food
distribution programmes, and a more nutritious
School Goodie Bag was launched in May 2018. FFTH
looks forward to gaining more support from
corporations to further improve the quality and variety
of its handouts, in the spirit of contributing towards
the building of an inclusive community.
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F
OR firms big and small, 

measuring impact on cor-
porate giving initiatives 
can shed light on how fu-
ture efforts can better ad-
dress the needs of their 
beneficiaries. In essence, 
they help to fine-tune 

how effectively giving is carried out.
As varied as their sizes and industries, 

companies have different  reasons for  
measuring impact as they draw on their 
staff and expertise to give back to society.

As Mediacorp’s head of corporate mar-
keting and communications, Karen Yew 
said:  “Addressing  diverse  challenges  
comes naturally to our company. We draw 
on a powerful and unique combination of 
assets: the talents and expertise of our 
staff, the reach of our multiple platforms, 
our star power and our network of part-
ners.”

For food product supplier FoodXer-
vices, which provides pro-bono logistics 
services to The Food Bank, measuring im-
pact on their initiatives is increasingly im-

portant in an environment where busi-
nesses face budget constraints. Nichol Ng, 
managing director of FoodXervices, said: 
“Tracking the effectiveness of measures 
helps us to focus our funds to support com-
munities better. We want to ensure that 
our money and time are spent on helping 
communities in the best way possible.”

Besides focusing funds on a particular 
cause, keeping track of the impact of cor-
porate social responsibility (CSR) initiat-
ives also serves as a useful barometer for 
re-evaluating which causes or charitable or-
ganisations to support. Through a 2016 re-
view  of  its  community-driven  pro-
grammes, telco StarHub honed in on level-
ling the playing field for those left behind 
in the digital economy. StarHub evaluates 
prospective projects on their support for 
less privileged youth and families in their 
employability and connectivity; the depth 
and breadth of impact and outcomes; and 
the opportunity for employee engage-
ment. “Measuring impact guides us in our 
corporate giving journey, and keeps us 

grounded whether our efforts are on the 
right track, and whether the desired im-
pact has been met,” StarHub said.

TRACKING PERFORMANCE
Similarly, Dynasty Travel keeps track of 
employee, partner and public participa-
tion rates in its CSR initiatives. 

Emma Chen, the travel group’s market-
ing manager, explained: “It is important to 
determine if our efforts are in the right dir-
ection. Although these events also serve to 
bond our employees, we also hope that the 

causes benefit from them, and that our em-
ployees and partners are motivated to go 
in similar directions in their own ways.”

With listed companies in Singapore hav-
ing to submit compulsory sustainability re-
ports, City Developments Limited (CDL) 
chief sustainability officer Esther An said: 
“Tracking performance is critical to identi-
fying gaps promptly and transparency dis-
closure to investors and stakeholders.”

The real estate stalwart has made envir-
onmental causes a group-wide affair since 
1995. In October, it launched the Sustain-
able Development Goals (SDGs) City Chal-
lenge – a people, private and public (3P) col-
laboration with the Building & Construc-
tion Authority, Health Promotion Board 
and Sport Singapore to promote the United 
Nations SDGs in Singapore. The progress 
of such efforts are tracked regularly in 
CDL’s sustainability blueprint – “CDL Fu-
ture Value 2030”. 

Non-listed firms such as D’Elegance are

MEASURING 
IMPACT FOR 
BETTER FOCUS

Above: Khor Qianyi  (in black  dress),  Quest  
Ventures senior  analyst and head  of ESG,  
conducting a sharing  session with  youths 
from  Leng  Kee Community Centre  on the  
social  landscape  in South-east Asia.  
Top: StarHub’s CSR efforts  are  channelled 
through the  Sparks  Fund  in 2014,  which 
pledges a  minimum contribution of  
S$1million yearly.

Tracking the  effectiveness of the  act  of giving  helps  
businesses fine-tune  their  efforts.  BY NAVIN SREGANTAN

CHAMPIONS OF GOOD 2018

Above: Team  from  The Food  Bank.  FoodXervices  staff  are  able to request  to work for  The 
Food  Bank.  Right:  CDL Group CEO  Sherman Kwek  (front) starting off  the  relay for  the 
C-Suite Challenge at  the  inaugural  SGC  City Challenge  on Oct 20.

Above: Mediacorp staff volunteering  their  time  at an  animal shelter  as  part of  the  
company’s flagship CSR  programme,  Mediacorp  Cares.  Below,  left:  D’Elegance founder,  
Elida  Teh  (second  from  far left),  with  volunteers of the  Uplift Project  during  a bra-sorting  
event in  December 2017.
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Dynasty Travel  staff  at a  charity 
drive in 2018.  The firm  keeps 
track of  employee, partner and 
public participation  rates  in its  
CSR initiative.

also doing their part for society. Its  dir-
ector of marketing and business develop-
ment Peh Zhengyang noted that the long 
term goal of the shapewear maker is to cre-
ate value for all of its stakeholders: clients, 
employees, suppliers and the public. 

Mr Peh said: “We believe that strategic, 
sustained and impactful corporate giving, 
like  our  efforts  with  the  Uplift  Project,  
which collects second-hand bras for wo-
men in developing communities in Asia 
and Africa to address an overlooked basic 
need,  puts  us  in  a  better  position  to  
achieve that goal.”

For Pan Pacific Hotels Group, measur-
ing the impact of their CSR projects takes 
on a whole new meaning as in 2017, the 
hotelier partnered SG Enable to adopt a 
structured  and  robust  recruitment  and  
training process for persons with disabilit-
ies. Measuring the impact of its disability 
inclusion and advocacy work has helped 
Pan Pacific  track the  progression of  its  
staff with disabilities. Wee Wei Ling, Pan 
Pacific’s executive director (asset  & life-
style) said: “Where inclusive hiring is con-
cerned,  we  regularly  review  our  col-
leagues’  progress,  working  with  job  
coaches to discuss the expansion or en-
largement  of  their  job  scopes,  while  
carving out new roles for potential candid-
ate.”

MOTIVATION AND PRODUCTIVITY
As a certified B Corp – for-profit entities cer-

tified by American non-profit organisation 

B Lab for meeting certain standards of so-

cial and environmental performance, ac-

countability and transparency – social en-

terprise Vision Strategy Storytelling docu-

ments the number of hours its volunteers 
work, the amount of funds it accumulates 

and the number of beneficiaries or com-

munities it impacts.

Yasmine Khater, its strategy head, 

said: “Part of the reason why we do this is 

to see how this links to business impact, 

with regard to staff motivation and pro-

ductivity, how that translates into busi-

ness growth. As a B Corp certified com-

pany, our biennial assessment shows how 

we benchmark against other organisa-

tions; we believe in using business as a 

force to do good.”

At venture capitalist Quest Ventures, 

technology startups that it invests in are 

called to execute impact programmes to ad-

dress financial inclusion. Quest Ventures 

senior analyst Khor Qianyi shared: “Many 

of these companies are also in impact 

areas such as housing financing for low in-

come earners or mobility assistance for eld-

erly, which provide a deep understanding 

of how a venture fund such as ours can

be involved in impact financing.”

“We track our progress through

business sustainability and social 

impact assessments.”

Professional accounting firm

Nexia TS has even measured impact

in the form of a coastal clean-up campaign 

held in 2014 where staff picked over 4,500 

pieces of trash with a combined weight of 

over 150kg along Changi Beach. The data 

collected on the trash was contributed to 

the Ocean Trash Index Report, in collabora-

tion with the International Coastal Cleanup 

Singapore, the volunteer arm of the Raffles 

Museum of Biodiversity Research at the Na-

tional University of Singapore.

“It was also used to raise awareness, 

identify hotspots for debris or unusual 

trash events, and inform policy solutions. 

It changes the way we do business as we 

move in tandem of the ever-changing com-

petitive landscape through social and en-

vironmental  efforts,”  said  Henry  Tan,  

group chief executive officer and chief in-

novation officer of Nexia TS.

CHAMPIONS OF GOOD 2018

Above: Pan Pacific  Hotels  Group’s  executive director  (asset  &  lifestyle) Wee Wei Ling  and 
vice-president (serviced  suites) Richard Tan  (third  and fourth  from  left)  attended 
Community Chest’s  Christmas on A  Great Street Light-Up Ceremony 2017  with  
housekeeping attendant  Nur Alfian  Hakim bin Halim  (second  from  left)  and  his sister.  
Left:  Nexia TS hosted  Maritime Trail  and Games  Day  for children of  its beneficiaries.

Left:  Vision 
Strategy  
Storytelling staff  
members 
volunteer in  a 
number of areas,  
including weekly 
sessions  with  
animals and 
running the  
Singapore Eco 
Film Festival.
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D
O ORGANISATIONS  

need to be of a cer-

tain size before they 

can start looking at 

ways to give back to 

society? And is con-

tribution necessarily 

correlated with or-

ganisation size? The answer to both ques-

tions is a resounding “no” for Spic & Span, a 

cleaning-services provider and one of 60 

Champions of Good being recognised at 

today’s award ceremony. 

The company’s founder Benjamin Chua 

said: “We have always heard from SMEs 

(small and medium-sized enterprises) that 

we are too small to do anything impactful. 

That is not true.” 

The company, which started out in the 

housekeeping space, has since expanded 

its range of services to include facilities 

management. More than 80 per cent of its 

50 employees are from prisons, family ser-

vice centres and other voluntary welfare 

organisations. 

This means that, on top of the chal-

lenges most SMEs already grapple with, 

the company has to also provide a support 

network and run programmes for its staff, 

some of whom are dealing with, for in-

stance, mental health issues or physical 

disabilities. 

Providing employment opportunities 

with the appropriate support network is 

just the first step. 

This year, Mr Chua set about establish-

ing a more complete “ecosystem” – with a 

programme designed to make change 

agents out of his employees. 

“A lot of my employees came in as bene-

ficiaries and after working for two to three 

years, their lives are back in order. So we 

asked them if they would like to be ‘ambas-

sadors of good’ – whether they would like 

to go out there and multiply the effect, to 

go out there and say ‘I’ve been through all 

this, I have benefited, and now I’m here to 

give back to society’. And they said they 

did.” 

So for two days each year, Spic & Span 

employees take time off work to volunteer 

at a charity of their choice, though they are 

encouraged to “give back” at whichever 

agency that once helped them. 

GEX Ventures, which provides profes-

sional advice on areas such as busi-

ness-model transformation, investing and 

raising capital, engages its customers in-

stead by requiring them to buy into the 

company’s vision of Building a #WorldOf-

Good. It is, in fact, a prerequisite for enga-

ging the company. 

GEX Ventures’ business development 

manager Alvin Chan said: “As part of our 

unique mentorship programme, our cus-

tomers commit to a written pledge to 

donate their time, talent and treasures, in-

cluding money to help the poor, needy 

and disadvantaged.”

SIZE DOESN’T 
MATTER 

 

On top of the 
challenges most SMEs 
already grapple with, 
Spic & Span has to 
also provide a 
support network and 
run programmes for 
its staff, some of 
whom are dealing 
with, for instance, 
mental health issues 
or physical 
disabilities. 

 

CHAMPIONS OF GOOD 2018

z Continued on page 20

The firms  featured  here  are determined to give  back  to  
society and inspire others  while they  are at  it. BY MINDY TAN
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Over half of Singapore companies are giving. Another 31% are getting started.

It’s just good business

62% 

37% 

30% 

30%

19%

19%

19%

15%

13%

13%

12%

8%

Profits-

GIVING HELPS YOUR
BUSINESS INTEREST

Companies give
because of:

GIVING DOES NOT
ALWAYS HAVE TO COST
While cash donation prevails, there are
many ways that companies can give:

 Cash donations

 Donations In kind

 Purchasing goods & services from non-profits

 Sponsoring events & programmes

 Fund-raising-

-Hands-on volunteering

 Employee payroll deductions

 Letting non-profits use company’s assets & resources

 Advocacy

 Pro-bono services

-Skills-based volunteering

 Board placement in non-profits

 Commitment to do good

 CEO’s or senior management’s interest

 Team building

 Support HQ’s mission or business model

 Recruit and retain employees

 Branding and public relations

 Government incentives

 Support HQ’s corporate giving initiatives

 Leadership, talent & skills development

67% 

47% 

33% 

32% 

32% 

30% 

30% 

27% 

21% 

64% OF CORPORATE GIVERS HAVE 
INTEGRATED GIVING INTO CORE BUSINESS FUNCTIONS 

Procurement 
(Eg: Purchase 

products/services
 from non-profit 
organisations)

30%

Sales & Business 
Development 

(Eg: Provide 
opportunities for 

customers to 
give back)

19%

Marketing 
and Branding 

(Eg: Support causes 
as part of marketing 

campaign)

28%

Recruitment 
(Eg: Hire ex-offenders, 
staff with involvement 

and interest in 
giving back)

16% Product & Service 
Development

(Eg: Design products 
that meet community 

needs)

15%

Staff Development
(Eg: Embed giving in 

appraisals, use 
volunteering to develop 

staff’s professional 
skills)

28%

Source:
NVPC Corporate 
Giving Survey 2017

https://www.nvpc.org.sg/resources/corporate-giving-survey-2017
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In addition to organising fund-raising pro-
grammes, they have started, incubated 
and help run charities that reach out to the 
elderly and the needy, as well as migrant 
workers. 

Of course, it is not just small companies 
that are invested in doing good. Food ser-
vices and facilities management provider 
Sodexo, which has 427,000 employees loc-
ated around the world, sees its reach as an 
one of the imperatives for its “moral obliga-
tion” to do good, said the chairman for So-
dexo Asia-Pacific Johnpaul Dimech. 

For WasteLESS Week last year, the com-
pany mobilised clients and consumers on 
its sites and offices to donate food to The 
Food Bank Singapore. 

It also conducts outreach efforts with 
the general public. In October 2017, for in-
stance, Sodexo supported the food bank’s 
public-education drive  “Project  Xcess”,  
which put the spotlight on the large 
volume of food that is dumped simply be-
cause they are slightly blemished or mis-
shapen. 

“Through our interactions with clients 
and consumers, we know for a fact that 
many of them want to make a difference 
too, but perhaps do not know how or don’t 
think that they can do much as individu-
als,” said Mr Dimech.

“What Sodexo does, with our everyday 
business conduct and community-engage-
ment programmes, is to provide a plat-
form for everyone to give and to be more 
mindful of how much each of us consumes 
and throws away every day.”

Another company that leverages its 
area of specialisation to do good is IBM 

Singapore, which worked with students 

from Singapore Polytechnic to design and 

create a platform to match senior citizens 

with jobs that are meaningful to them, 

thus extending the productive longevity of 

Singapore’s ageing workforce. 

Over at property giant CapitaLand, 

senior management leads by example to 

be advocates for philanthropy and volun-

teerism within the company. At this year’s 

CapitaLand Volunteer Day, they rolled up 

their shirt sleeves with their subordinates 

to do their bit. 

Tan Seng Chai,  CapitaLand’s group 

chief people officer and executive director 

for the CapitaLand Hope Foundation (CHF), 

said that having senior management on 

CHF’s board ensures that the group’s phil-

anthropic efforts are in line with its overall 

business objectives and credo. 

The CHF board includes two directors, 
Lim Ming Yan and James Koh, who serve 
on a pro bono basis. 

In doing good, DBS Bank believes in hav-
ing a cohesive and integrated programme. 

Karen Ngui, head of group strategic mar-
keting and communications at DBS and a 
board member of DBS Foundation, said: 
“As a bank, we have been focused on sus-
tainability and nurturing social enterprises 
in a holistic manner. This also involves 
leveraging the DBS family – which in turn 
enables them to do good and give back in a 
meaningful way.”

The bank, which counts social enter-
prises among the causes it supports, takes 
a three-pronged approach involving advoc-
ating, nurturing and integrating. 

One way the bank advocates for social 
entrepreneurship is by helping to grow the 
ecosystem and by partnering with stake-
holders such as government agencies and 
tertiary institutions. 

The annual DBS-NUS Social Venture 
Challenge Asia for  instance,  seeks to  
identify and support social ventures that 
are scalable and can bring about sustain-
able impact, as well as instill a culture of so-
cial entrepreneurship across Asia. 

Ms Ngui said: “CSR (corporate social re-
sponsibility) is best when it’s integrated 
into your organisation’s values and DNA. 
CSR programmes should be done in a 
thoughtful and sustained manner, and 
businesses should consider how they can 
best leverage their expertise and resources 
– this gives CSR programmes a higher 
chance of succeeding and scaling up for 
greater impact.”

CHAMPIONS OF GOOD 2018

Nearly 100 Expedians  came together  to help  over  120 children  learn  about  a different  
country through  the five  senses.  They  include  the children  of 23  Daughters of Tomorrow  
mothers attending  a skills  workshop; fun-loving  clients  from  Minds  and their  caregivers;  and 
even some curious  members  of  the  public  with  their  children on school  holidays.

z Continued from Page 18

Above: TSMP Law  Corporation and Tasek  Jurong Limited  organised an  
educational Heritage  Amazing Race around  the  Civic  District for over  50  
socially  disadvantaged  children and youth  to acquaint them  with  
Singapore’s cultural heritage.

Below: In October  2014,  the State Courts  
set up a  CSR Committee comprising  
judicial  officers  and court administrators  
from  different  divisions  and they  spent a  
few weekends  in April  painting  a wall  
mural at  Cheshire Home, which  was their 
adopted charity  from  2015 to  2017. 
Right:  Essilor Vision  volunteers at  Orchard 
Road  raising  awareness  of vision care  on 
World Sight  Day – an  annual day  of 
awareness  held  on the  second Thursday  
of October  to focus global attention  on 
blindness  and  vision impairment.
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R
Equine-assisted therapy, also known
as hippotherapy, is a therapeutic
and rehabilitative treatment
involving horse riding, and is
designed to benefit people with
various kinds of disability including:
• Physical disabilities such as

cerebral palsy, muscular
dystrophy, visual impairment,
hearing impairment and
CVA (stroke)

• Cognitive and intellectual
disabilities such as Down syndrome
and autism spectrum disorder

For centuries, mankind has
believed that horses have the
power to change a person’s
perspective on life. As a horse
communicates with a non-verbal
and withdrawn beneficiary in a
way that only he or she can
understand, horse riding can be
harnessed as a fun and exhilarating
form of physical therapy and
cognitive improvement treatment.

Hippotherapy brings beneficiaries
physical benefits as well as
profound, uplifting experiences, as
they will gradually establish a
strong bond with the horse, and
may even form a beautiful
friendship with it.

Horse riding offers those who are
visually impaired, unable to walk
unaided or have difficulty
communicating a new sense of
freedom and independence. They
also enable those who are
wheelchair-bound to “walk tall” as
well as enjoy venturing into forests
and other outdoor spaces.

RDA Singapore supports children
and adults with virtually all kinds
of physical and learning
disabilities, and finds that
beneficiaries undergoing
hippotherapy tend to experience
greater self-confidence, and
improvements in circulation,

respiration, balance, motor
coordination and mobility. And as
many of the beneficiaries will attest
to, such therapy sessions are lots of
fun too!

HowWoh Hup Supports RDA
Woh Hup has been supporting RDA
in several ways over the past eight
years by making outright donations
and sponsoring RDA’s events, such
as the Charity Movie Screening,
Charity Golf and Race Day.

Woh Hup has also organised three
donation drives and roped in our

clients, consultants, subcontractors
and suppliers to raise funds for
RDA during past celebratory
dinners which we hosted, upon
the completion of our projects.

Volunteers from Woh Hup have
also given their support to RDA by
participating in RDA’s Flag Day
and Christmas Card Sale. In September
2018, we supported RDA’s inaugural
“Inclusion Walk-A-Wheelathon”
by being a gold sponsor, and more
than 140 of our staff, family and
friends had a meaningful morning
participating in the event.

Riding for the Disabled Association of
Singapore (RDA Singapore) is the only
registered charity in Singapore that provides
equine-assisted therapy for children and
adults with disabilities free of charge.

Brought To You By

These little ones get to enjoy uplifting experiences, thanks to their new friends.

Come on, let’s gallop towards freedom and independence!

GETTING A LEG-UP

RDA’s equine-assisted
therapy is a therapeutic
and rehabilitative
treatment designed to
benefit people with
various disabilities.

RDA
Singapore’s
beneficiaries
are riding high
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T
HERE is a “magic carpet” at the Rain-
bow Centre, the projected images on 
which interact with and respond to 
the movements of children who play 
on it. 

The digital learning carpet projec-
tion system is the fruit of labour of 
Visa Worldwide’s employees, who 

worked with the staff at the Rainbow Centre, a social-ser-
vice  organisation that  runs  three  special-education 
schools for infants, children and youth with autism, intel-
lectual disability, developmental delay or multiple disabil-
ities. 

The funds to develop the system came from Visa’s Em-
ployee-Directed Charitable Grant, one of up to 10 given 
out by Visa each year. 

Visa is one of the growing number of companies that 
encourage their employees to drive corporate-giving pro-
grammes.

Kunal Chatterjee, country manager for Visa Singapore, 
said: “We know that our employees are people with their 
own unique passion in supporting charities which are 
close to their hearts. 

“We therefore designed this programme to empower 
them to be a part of Visa’s corporate giving and volunteer-
ing programmes, and to encourage them to play a bigger 
role to help causes for which they have passion.” 

Meanwhile, Maybank Singapore’s Auto PayBills pro-
gramme encourages holders of its cards to make regular 
donations to selected charities. The programme, initiated 
by the Maybank Cards team, was launched in 2013 in sup-
port of the #GivingTuesdaySG movement. It has raised 
over S$350,000 in the last five years. 

BRANDS FOR GOOD AWARDS 
Separately, the bank is a supporter of the inaugural 
Brands for Good awards, a movement to recognise for-
ward-looking  companies,  especially  small  and  me-
dium-sized enterprises (SMEs) which have championed 
corporate social responsibility (CSR) in their operations 
and business models. 

Doing this syncs with the bank’s mission of human-

ising financial services, said John Lee, country chief exec-

utive and also chief executive of Maybank Singapore. 

“Maybank exemplifies our mission of ‘Humanising Fin-

ancial Services’ by providing access to financing for disad-

vantaged groups. Access is not only about funding, but 

also about empowering our communities to save, invest 

and improve their living standards in the long run,” he 

said.

Meanwhile, Alpha Development leverages its unique 

position as a financial training company to set an example 

of corporate giving for other companies. 

The firm advocates a partnership-based, value-adding 

approach that is sustained throughout the business year, 
a marked shift away from contribution through taxes or 
seasonal giving. 

For instance, in addition to training programmes that 
focus on developing new hires as future leaders with skills 

in leadership, project management, communication and 
team-work, the company, as a Champion of Good, also 
partners with its clients to integrate the training of these 
skills into corporate giving events – giving a more prac-
tical, more meaningful experience to the participants; as 
well as benefits to the wider community.

CULTURE OF GIVING 
Paul Monk, Alpha Development’s Asia Pacific managing 
director, said: “ Huge change is happening within the bank-
ing and insurance industries due to technology and other 
factors. However, these organisations will remain built 

around people – those who work in the industry and those 
that they support. 

“By building a culture of giving into our training, we 
hope to create a habit which remains with our graduate 
trainees as they progress through their careers.”

Over at Credit Suisse AG, one focus of philanthropy is 

on providing education and employability skills to disad-
vantaged children and youth, as well as on programmes 
that build entrepreneurial skills in young people across all 
society’s groups. 

The bank selected Halogen Foundation Singapore as its 

philanthropy partner in 2016, and has since sponsored its 
Network for Teaching Entrepreneurship (NFTE) pro-
gramme for a Normal (Technical) class in Bedok Green Sec-
ondary School.

NFTE is a programme that aims to uplift youths by 
strengthening their self-concept and building their resili-

ence through business skills and activating an entrepren-
eurial mindset in them. Bank employees run business clin-
ics to coach these youth, equipping them with opportun-
ity recognition and innovative business models. 

At the end of the programme, students present their

FIRMS DOING GOOD 

CHAMPIONS OF GOOD 2018

There are as  many  ways  of  doing  good as  there  are organisations determined  to  do it.  BY MINDY TAN
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business plans to a panel of judges, including senior staff 
of the bank.

Last year, the bank’s employee volunteering rate hit a 
new high of over 60 per cent. A growing number of depart-
ments in the bank incorporate a charity/volunteering ele-
ment in their team building events or offsite business 
meetings.

Citi Singapore uses its Citi-YMCA Youth for Causes 
(YFC) programme to promote social entrepreneurship and 
leadership skills among youth.

YFC equips these young people (aged 15 to 25) with 
seed funding, training and mentorship opportunities for a 
period of 15 weeks. 

The programme participants have to come up with a 
programme supporting a social service organisation, such 
as by raising funds for it, or by mobilising volunteers or in-
creasing public awareness to champion a social cause. 

One particularly innovative project was put up by a 
group from National Junior College, members of which 
donned wedding gowns to encourage donor sign-ups for 
the Bone Marrow Donor Programme.

They raised S$6,000 for the programme and recruited 
140 new donors in the registry. 

In a similar vein, Changi Airport Group’s philanthropic 
arm Changi Foundation is based on the belief in the poten-
tial of people. 

Changi Foundation was formed in 2012 with a special 
focus on helping disadvantaged youths realise their un-
tapped potential and prepare them for future employ-
ment. 

NorthLight School, a vocational school that aims to pre-
pare students struggling with academics for employabil-
ity, is a key beneficiary. 

The number of students who took part in the founda-
tion’s job attachment scheme went up from 33 students in 
2014 (when the programme started) to 71 students last 
year; more than 100 students participated this year. 

Work experience opportunities are offered by CAG divi-
sions, as well as airport partners with retail, hospitality, 
F&B, engineering and facilities management operations in 
Changi Airport. 

CHAMPIONS OF GOOD 2018

Below: In celebration  of the  Fullerton Building’s  90th  anniversary, The  Fullerton  Heritage presented  the  
inaugural Fullerton  Concours  d’Elegance  and  welcomed over  30,000 guests  and car enthusiasts  from  all  over  
the world  to  the precinct  from  June  29  to July  1 this  year.  Amid the  celebrations,  The  Fullerton  Heritage  also 
organised charity  auctions and  donated part  of the  ticket-sale proceeds  to  charity.  A total  of  S$200,000 was 
raised for the  President’s  Challenge to benefit  various  social  causes  in  support  of the  underprivileged.

Left:  Building &  Construction  
Agency partnered  with  the 
Singapore Contractors Association  
Ltd (SCAL) to  improve the  facilities  
and infrastructure at  the  Singapore 
Association of  the Visually  
Handicapped. For the  fifth edition  
of this  project,  seven SCAL 
member firms  and  50 staff  
volunteers were  involved. Work  
was done to  enhance accessibility  
by revamping the  walkways,  
installing railings  and  new tactile 
floor tiles  to improve  connectivity;  
LED  lights  with  automatic  sensors  
were installed  to  improve visibility.

Above: Neo Group’s  extensive  range of  volunteer  initiatives has  always  been  popular with  staff.  At Neo  Group, every 
month, employees  are  encouraged to  donate  a  portion of  their salary  to the  SEED fund. Company  founder  Neo Kah  Kiat 
then matches  these monthly contributions dollar  for dollar.  Regular reports  are  sent  to staff so  they  know how the  funds  
are disbursed  and  what charities  are  being supported.

Above: The Mobile  Eye  Clinic  was conceived and  organised by  Standard  
Chartered Bank  and the  Singapore Society  of Ophthalmology  (SSO).  
Thanks to  the bank stepping  in  to underwrite  part of  the risks and  to 
provide resources,  the pilot  programme proved  the  model  to  be  viable 
and effective. 
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CONGRATULATIONS TO ALL OUR
CHAMPIONS OF GOOD 2018

A n i n i t i a t i v e b y: B r o u g h t t o y o u b y: I n p a r t n e r s h i p w i t h : S u p p o r t e d b y: C h a m p i o n i n g :

Join us at www.companyofgood.sg
#ChampionsofGood

• ABR Holdings Ltd
• Akzo Nobel Paints (Singapore) Pte. Ltd.
• Alpha Development
• Ang Chin Moh Funeral Directors
• Ascendas-Singbridge
• Barclays
• Buckman Laboratories (Asia) Pte Ltd
• Building & Construction Authority
• CapitaLand
• Changi Airport Group (Singapore) Pte Ltd
• Citi Singapore
• City Developments Limited
• Cognizant
• Credit Suisse AG
• DBS Bank Ltd
• D’Elegance International Pte Ltd
• Dell Technologies
• Deloitte & Touche LLP
• Deutsche Bank
• Dynasty Travel
• Essilor Vision Foundation (EVF Ltd)

• Expedia Singapore Pte Ltd
• FOODXERVICES INC PTE LTD
• GEX Ventures Pte Ltd
• Grace At Work Team Building

(subsidiary of Biking Singapore Pte Ltd)
• Greenpac (S) Pte Ltd
• Hogan Lovells Lee & Lee
• IBM Singapore Pte Ltd
• Informatics Education Ltd
• MINDSET Care Limited,

a Jardine Matheson Group charity
• Keppel Corporation
• Maritime and Port Authority of Singapore
• Maybank Singapore
• Mediacorp Pte Ltd
• Microsoft Singapore
• Neo Group Limited
• Nexia TS (S) Pte Ltd
• PROCTER & GAMBLE
• Pan Pacific Hotels Group
• Pro-Teach Education Group Pte Ltd

• Prudential Assurance Company Singapore
• PwC Singapore
• Quest Ventures
• Samsui Supplies & Services Pte Ltd
• Shell Companies in Singapore
• Singapore Press Holdings Limited
• Singtel

(Singapore Telecommunications Limited)
• Sodexo
• SP Group
• Spic & Span Pte Ltd
• Standard Chartered Bank
• StarHub Ltd
• State Courts
• The Fullerton Heritage
• The Nail Social Pte Ltd
• TSMP Law Corporation
• United Overseas Bank Limited
• Visa Worldwide Pte Ltd
• Vision Strategy Storytelling Pte Ltd
• Woh Hup (Private) Limited
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