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1 ABSTRACT 

Corporate volunteering (CV) has become an important issue in Germany over the past years. 
Especially larger and multinational enterprises demonstrate their community involvement 
with help of their personnel resources. However, apart from individual documentations of 
best practice examples, empirical studies of CV in Germany are still rare. This paper 
presents the results of a survey on public awareness, extent, and nature of CV among the 
120 largest German companies.  

The results of the survey reveal that CV has recently become a well-known management 
approach which has already been applied by a large number of companies. The increasing 
application of CV in recent years and the assessment of CV by those interviewed indicate 
that more and more German companies become aware of the benefits of their civil 
engagement and consider CV as a promising management approach for their future 
business development. However, the survey also finds that in most cases CV activities are 
unsystematic and irregular. In addition, several companies are still undecided on their CV 
engagement. The paper draws conclusions on how to enhance further development and 
dissemination of this kind of partnership between companies, their employees and the 
community in Germany. 
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2 INTRODUCTION 

Social problems are getting more and more complex and the changes needed to achieve a 
sustainable development exceed the capacity of individual actors. Beneficial tasks are often 
accomplished through the voluntary and honorary engagement of persons during their spare 
time which is also called ‘social time’ (Fink 1988, 18). Thereby it has been commonly taken 
for granted in Germany that volunteering can solely happen outside the working hours. In 
contrast to the Anglo-Saxon-speaking regions, where the support in employee volunteering 
has a long tradition, German companies have not paid particular attention to corporate 
volunteering (CV) activities which aim at supporting employees volunteering in the 
community during their work time.  

In recent years, however, CV has come to be more widely used in both management and 
academic circles in Germany. This is illustrated by several publications, company reports, 
congresses and meetings as well as the establishment of new associations dealing with this 
subject. Moreover, a series of publications with various application examples of this 
management approach has been published. For instance, in the course of the constitution of 
the Enquête-Commission (2002) “Civic Activities: Towards a Civil Society with a Future” and 
the “International Year of Volunteers 2001”, a documentation of best practice examples of 
CV was developed on behalf of the German Federal Ministry for Family Affairs, Senior 
Citizens, Women and Youth (BMFSFJ 2001). CV activities exemplified in literature are 
commonly related to large but also to medium-sized companies. These examples of German 
companies, which have been involved in public-benefit projects in which their employees 
volunteer in the community, give evidence for the assumption that German companies 
increasingly identify CV as a promising management approach.  

But even though a number of publications containing application examples of CV in Germany 
exist, empirical studies on public awareness and dissemination of this management 
approach are still hardly available until now (e.g. Lang 2002, 156). This paper introduces the 
results of a survey which was conducted by the Centre for Sustainability Management (CSM) 
at the University of Lueneburg to describe the current state of CV in the large scale industry 
in Germany and to resume how those interviewed companies assess the partnership 
between companies, their employees and the community. The paper concludes with an 
outlook on future development perspectives of CV in Germany. 

 

3 CORPORATE VOLUNTEERING  

3.1 Definition and benefits of corporate volunteering 

The terminology of CV sometimes remains unclear. In a narrow sense, CV is defined here as 
company measures which grant leave to employees from regular work in order to let them 
participate in welfare work and similar tasks (Schöffmann 2001a, 14). This kind of activity is 
to differentiate from corporate measures which aim at supporting the civil engagement of 
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their employees, however, not in the form of work time-off but in the form of non-personnel 
costs, funds or other resources of the company. These activities are here referred to as CV 
in a wider sense because the company is not necessarily involved in the community with the 
help of the personnel resource. It can be argued that the main difference between this kind of 
activity and different instruments of corporate giving is that the devotions/ appropriations are 
not directly handed over to the external partner but to the employees who are involved in 
social projects during their spare time. In the context of their engagement, they do not 
inevitably act as a representative of the company. On the other hand, if CV is, as a basic 
principle, considered as support of the civil engagement of an employee for the benefit of the 
community, CV includes these kinds of devotions as well. This survey focuses on CV from a 
narrow perspective, i.e. it primarily analyses all activities and projects which offer work time-
off for employees to volunteer in the community. Furthermore, the companies were also 
asked if they support the civil engagement of employees which takes place in their spare 
time. 

CV creates benefits for the community and the company at the same time, i.e. the 
management approach encourages the achievement of so-called win-win-situation (Schöff-
mann 2001a, 14). However, taking all benefits into account, more than two actors gain 
advantages through CV. Normally, motives of three or even four ‘actors’ must be 
differentiated: CV enhances a company's bottom line, but also provides benefits to its 
employees, and non-profit partner organizations/civil society.  

A systematic analysis of the benefits German companies expect from their engagement in 
CV activities has been carried out only in a few cases so far (Schöffmann 2001d, 4). For 
example, on behalf of the German Federal Ministry for Family Affairs, Senior Citizens, 
Women and Youth (BMFSFJ 2001) selected German companies, which have already been 
involved in the community with their personnel resources, have been asked for the benefits 
they expect from their engagement. The list of benefits refers to innovation, corporate 
culture, identity and image of a company, personnel development, team building, customer 
relationships, market potential, personnel recruitment, and shareholder value (see also 
Backhaus-Maul 2001, 38; Damm & Lang 2001, 24; Schöffmann 2001c, 95).  

All in all, these benefits indicate that CV is a kind of investment in the social capital of both, 
the company and the society at large. It is the recognition that business has also social and 
environmental responsibilities to the community to which it belongs and from which it seeks 
its licence to operate. Manager decisions, therefore, respecting the needs and demands of 
society can contribute to a sustainable development (Welford 1995, 139). Thus partnerships 
with the community such as CV programs should be a constitutive element of business.   

3.2 Corporate volunteering within the framework of corporate citizenship  

In the context of a social orientation which is based on the model of sustainability and 
focuses on the development of the community as part of a global civil society (Gruppe von 
Lissabon 1997, 39; UN 2003) the concept of cooperation plays an essential role. The Plan of 
Implementation of the World Summit on Sustainable Development demands the 
enhancement of corporate environmental and social responsibility and accountability through 
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actions to “encourage dialogue between enterprises and the communities in which they 
operate and other stakeholders” as well as “develop workplace-based partnerships and 
programmes” (UN 2003, 8). The importance of those partnerships is also emphasized by 
other institutions and persons dealing with matters of sustainable development (e.g. Welford 
1995; 120; BUND & Miseror 1996, 374; Enquête-Komission 1998, 42). The above-mentioned 
instrument of CV and its supervisory concept ‘corporate citizenship’ can be seen as such 
kind of spanned partnerships where companies join in with (at least) one partner coming 
from another social sector in order to solve urgent social problems and to contribute to the 
formation of society. Key aspects of this kind of partnership are the willingness to 
communicate and the interaction in terms of understanding and ability of commitment, by 
which companies invest in the social environment and participate in the commonwealth as a 
good corporate citizen. But what is meant by saying that companies seek to encourage their 
behaviour as good corporate citizens through voluntary forms of partnerships? 

To date, there is no common definition of the term ‘corporate citizenship’ (cf. Carroll 1998; 
Andriof & McIntosh 2001; Wood & Logsdon 2001; McIntosh et al. 2003; Waddock 2004). 
However, despite any widespread consensus on the scope or a definition of corporate 
citizenship,1 corporate citizenship can be best explained here as any strategies and 
operating practices of a company with respect to its understanding and managing of 
relationships with and impacts on the rest of society and the environment (similar to Marsden 
& Andriof 1998; Waddock 2004). Thus corporate citizenship includes not only the obligation 
of avoiding adverse affects on other people but all corporate measures with public-benefit 
purpose. These means maintain companies to develop strong linkages between their 
business and their place meeting the economic, legal, ethical, and discretionary 
responsibilities imposed on them by their stakeholders (Carroll 1998). Thereby, corporate 
citizenship goes far beyond non-strategic partnerships which are affected by corporate 
philanthropy or social enthusiasm - bounded in honour and often characterised by giving 
back to communities through financial contributions (cf. Westebbe & Logan 1995, 13; 
Googins 2002). Being a good corporate citizen is rather a matter of outreaching self-interest 
because managers become aware that long-term success of companies can only be ensured 
by linking it with the common good of its environment. With other words, this kind of social 
commitment and economic importance are strongly related with each other (Marsden & 
Andriof 1998; Regelbrugge 1999; Seitz 2001). Thus, corporate citizenship activities which 
are systematically anchored within a strategic framework and tied across business units can 
create competitive advantage for the business. 

The range of corporate citizenship activities varies from the narrow community of a 
company’s site to a broader and more global perspective. Thereby, the debate on corporate 
citizenship is shaped by a number of different instruments for corporate management 
(Westebbe & Logan 1995, 13; Damm and Lang 2001, 42). Beside various kinds of support 
for the civil engagement of employees, participatory approaches regarding the community of 
a corporate citizenship strategy comprise, for example, charitable donations, the introduction 
                                                 
1 and despite the controversy discussion whether, in general, a company can or should act as a citizen (see, for 
example, Kocks, 2003; Morrisson, 2003) 
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of a company foundation, cooperation with social institutions and private public partnerships. 
This variety of community involvement shows that those instruments make use of various 
resources of the company and that CV is only one of several possible ways of voluntary 
corporate engagement for the benefit of the community. However, CV plays an important role 
within the debate of corporate citizenship in recent years (see, for example, Googins 2002). 
The popularity of this innovative approach has increased in Germany as well, which is 
reflected, for instance, by a rising number of publications on CV (e.g. BMFSFJ 2001; 
Schöffmann 2001a; IWD 2000; Schubert et al. 2002; UPJ 2004).  
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3.3 Development of corporate volunteering  

CV has it seeds in the United States where starting from US companies have widened their 
social activities to ways of fostering employee volunteering as a means of strategic 
management (Wild 1993; Backhaus-Maul 2001, 36).2 In the early nineties the rapid 
implementation of so-called corporate volunteer councils – these are independent 
associations of US enterprises with employee volunteer programs – as well as the 
dissemination of respective programs of numerous Fortune 500 companies demonstrated 
the growing importance of this management tool in the USA: ‘Volunteer programs are one of 
the best ways for corporations to support their involvement in the community’ (Wild 1993, 9). 
Initiated by these developments in the United States the idea of offering working hours of 
employees for civil engagement was promoted among European companies. Civil 
engagement in form of CV radiated at first from the USA to Great Britain, where since the 
early nineties CV activities have been supported by programs that involved 500 of the 
thousand largest companies (IWD 2000). In recent years the idea of CV was also spread in 
the Netherlands (e.g. “Community Partnerships“), in Switzerland (e.g. „SeitenWechsel“)3 and 
in Germany (e.g. the startsocial initiative)4.  

In Germany, the majority of company contributions to the community are donations in form of 
non-personnel costs and funds as well as sponsoring (Damm & Lang 2001, 33). However, 
especially in recent years companies, among others also from Germany, have taken part in 
the discussion about CV and have conducted, for instance, pilot projects in which employees 
are given work time for their civil engagement (Damm & Lang 2001, 33; Paritätischer Wohl-
fahrtsverband 2001; Schöffmann 2001a, 11; Nonprofit 2002). Despite the unawareness of 
the term “CV” it should not be ignored that some German companies have already a long 
tradition supporting their employees and that several companies have a positive attitude 
towards civil engagement in general. This can be considered as a good basis for future CV 
activities (cf. Schöffmann 2001a, 18). In addition, the favourable trends and developments of 
society show that civil engagement comes into notice and gets upgraded in the public 
consciousness (Gensicke 1999, 73). With help of the introduction of the ‘UN International 
Year of Volunteers’ (2001) and the constitution of the Enquête-Commission ‘Civic Activities: 
Towards a Civil Society with a Future’ in 2002, the change in public consciousness for the 
benefit of civil engagement has been forwarded (Enquête-Kommission 2002). These 
activities emphasised that community involvement goes beyond donations and sponsoring 
and requires new forms of corporate engagement which include, for example, the 
involvement of employees’ competencies in the social environment.  

Compared with the community involvement of Anglo-Saxon companies and the level of 
institutionalisation of the CV sector especially in the United Stated (Googins 2002, 93-94), 
the “corporate volunteering culture” in Germany seem to be still at its early stages (IWD 

                                                 
2 Other sources even indicate a more than 50-year-old history of CV in the United States (e.g. IWD, 2000). 
3 http://www.seitenwechsel.ch 
4 http://www.startsocial.de 
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2000). However, the increasing foundations of networks such as the European CECILE 
Network and its German partner fundus or the first company supported network in Germany 
‘Unternehmen: Aktiv im Gemeinwesen’, initiated by UPJ (“Unternehmen Partner der 
Jugend”) in May 2003, further initiatives and projects like for example startsocial or Projekt 
Soziales Lernen as well as the publication of guidelines on corporate citizenship (e.g. UPJ 
2004) illustrate that the institutionalisation in Europe and Germany goes on well (Schöffmann 
2001d, 5). 

4 BACKGROUND TO THE SURVEY  

This study addresses the public awareness, extent and nature of CV among the 120 largest 
German companies as part of a broader project that sought to analyse the application and 
dissemination of management approaches which have been developed to meet the 
challenges of sustainable business development (cf. BMU & BDI 2002). The results 
presented in this paper indicate how much importance large German companies attach to 
CV and which future development can be expected from the perspective of corporate 
practice. The identification of the relevant large German companies was based on the 
ranking by turnover of the Frankfurter Allgemeine Zeitung (FAZ 2002).5 The response rate of 
the study, conducted in summer 2002, exceeded more than one third (39%, n=47). The 
turnover of each company concerned was higher than approximately 4,000 million Euro. 

Competent interview partners who were in charge of CV were identified in nearly every case 
through telephone request, supported by profound researching in social, environment, 
financial, and sustainability reports, databanks, journals as well as the internet. In most 
cases, the questionnaire was send to and answered by the staff department or – in a few 
cases – by the department responsible for sustainability management or corporate 
communications. 

5 STATE OF CORPORATE VOLUNTEERING IN GERMANY - RESULTS OF THE SURVEY 

5.1 Public awareness and dissemination 

The survey revealed that CV is no unknown management approach anymore. Just under 
one fifth of those interviewed (19%) stated not to know CV and another 19% of the 
interviewed companies knew CV but had not dealt with this approach further so far (figure 1). 
As a result, almost two thirds (62%) of the management had a critical look at CV and was 
thus familiar with the functionality and application of this management tool. Figure 1 also 

                                                 
5 Originally, the analysis of the field of large German companies was based on the ranking and company 
information of the book „Germany’s top 500: a handbook of Germany’s largest companies“, edited by „Frankfurter 
Allgemeine Zeitung GmbH Invormation Services“ (2001). Since the series of interviews began previous to the 
latest ranking was issued in „Frankfurter Allgemeine Zeitung“ of July 8th 2002, the data had to be adjusted to the 
current ranking and some missing – that is some newly added – enterprises had to be addressed later. 
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demonstrates that 38% of all participants of the survey have already gathered practical 
experience with CV and 4% aim at applying CV in the next years. These findings show that 
the majority of the companies, which examined this management approach, decided on CV 
application.  

 

Figure 1. Public awareness and dissemination of CV (n=47)  

CV has been 
examined

19,1%
application of CV 

planned
4,3%

CV known but not 
examined  

19,1%

CV not known
19,1%

applying CV
38,3%

 
 

Regarding the point of time the companies have started their civil engagement the majority of 
respondents reported that they have conducted CV activities only for a few years. 
Approximately one third has applied CV before 2000 and even the majority of those 
companies with a longer tradition in CV stated that they have begun their engagement in CV 
activities in the second half of the nineties. 

 
5.2 Methods of application 

The companies have been asked to describe their civil engagement in detail in order to get to 
know more about the method of CV application. Key aspects are those concerning the 
participants, the coordination, the extent, the line of action, and the communication of the 
public-benefit engagement. Previously, the respondents had been advised to correlate their 
CV activities with given basic types of CV applied by companies in practice (similar to 
BMFSFJ 2001, 2; Schöffmann 2001b, 50). 

5.2.1 Types  

As shown in figure 2, there were slight differences regarding the frequency of occurrence of 
the different basic types in corporate practice. Most frequently (31%), the employees 
involved in community support activities controlled their engagement during their work time 
mainly by themselves (type 1). The other two main types were less frequent. In 23% of all 
cases CV activities were mainly controlled or developed by the company (type 2). In addition 
to that, 19% of the companies reported that their employees worked in projects which 
resulted from long-term partnerships and cooperation between the company and a non-profit 
organisation (type 3). Moreover, there are other types of CV mentioned by 27% of those 
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interviewed.6 Al in all, a large range of different methods of CV application can be 
ascertained in practice.  

Figure 2. Types of CV activities 

30,8%

23,1%

19,2%

26,9%

Controlled mainly by
employee (type 1)

Controlled mainly by
company (type 2)

Long-term partnership
(type 3)

Other types

 
Question: Which of the following types of CV does your company apply? (multiple-shift 

question) (n=29) 

5.2.2 Participants  

The companies have been asked which employee groups made use of the volunteering 
opportunities. Most frequently (82%), the companies reported that the “other staff” 
participated in CV activities (figure 3). To a similar extent (71%), executive staff was engaged 
in CV activities as well. However, there is a notable difference between those two groups 
concerning the respective frequency. The other employees took the chance to join a 
volunteer program by far more frequently than any other group of the company: More than 
half of the interviewed companies (53%) reported that this group most frequently participated 
in CV activities, while executive staff (24%) and apprentices (12%) in sum accounted only for 
approximately one third of the most frequent participants. Generally, the latter is the weakest 
group of participants. Only 41% of the companies somewhat integrated apprentices into CV 
activities. 

On the issue of participation’s obligation every company indicated that the participation is 
voluntary – which corresponds to the general understanding of corporate volunteering. 
However, two companies stated that a part of their CV activities is mandatory.  

 

 

 
                                                 
6 Among these CV activities which cannot be correlated with any of the three basic types were, for instance, 
hybrids between type two and three: In these cases companies determined criteria or topics of the civil 
engagement but also wanted their employees to bring up their own project ideas. Another example was the 
foundation of a “Friendly Society” through the employees and the official absence of the chairperson of the 
managing board and co-founder of the Friendly Society. In other cases, like for example the official absence of an 
employee in the context of a guidance function of leisure activities for teenagers, it was not clear who took the 
initiative, who controlled the activities primarily and which basic type was the most suitable one. 
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Figure 3. Participants of CV acticities 

70,6%

41,2%

23,5%

11,8%

52,9%

82,4%

Executive
staff

Apprentices

Other staff

Participants Most frequent participants

 
Question: Which employees participate in your  
CV activities? (n=17) (multiple-shift question) 

 

 

5.2.3 Coordinating department  

On the issue of competence regarding CV-related issues more than two thirds (68%) of the 
respondents stated that their personnel department coordinates and controls CV activities 
and 16% reported that they have another supervisory department dealing with CV (figure 4). 
Only one of those – a subsidiary of a large U.S. corporate – has established a specific 
department for corporate citizenship that also coordinates all CV activities. In contrast to the 
professional and institutionalised CV sector of the Anglo-Saxon speaking part of the world 
which led to the establishment of so-called “Community-Affairs-Departments” in numerous 
British or American companies such kind of departments seem to be uncommon in Germany 
(Schöffmann 2001b, 55). The remaining companies (16%) of the survey responded that CV-
related issues are managed by various departments depending on topic or location or that 
there is no coordination of their CV activities at all.  
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Figure 4. Coordinating department  

Various 
departments;

8%

No coordination;
8%

Other 
departments;

16%Personnel 
department;

68%

 
Question: Which department coordinates your CV activities? (n=25) 

 

5.2.4 Frequency 

Here, companies were asked to indicate how often work time-off to volunteer in the 
community is placed at their employees’ disposal. Only one third of companies that applied 
CV reported that their CV activities took place regularly and systematically (cf. figure 5). In 
other words: The remaining two thirds of those interviewed provided work time-off from work 
for their employees to volunteer in the community only individually (61%) or the application of 
CV was a pilot project (6%). 

 

 

 

Figure 5. Frequency of CV activities  

regularly / 
systematically; 

33,3%

Pilot projects; 5,6%

Individual cases; 
61,1%

 
Question: How often do you provide work time-off  

for your employees to volunteer in the community? (n=18) 
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5.2.5 Topics and geographical dimensions of engagement  

The manifoldness of CV is exemplarily reflected in the large range of CV topics indicated by 
the interviewed companies. Figure 6 shows a wide spectrum of the CV activities in corporate 
practice in Germany. However, it becomes apparent that two most popular areas for CV 
activities are children and youth (71%) as well as education (59%). 

Figure 6. Topcis of engagement in CV activities (n=17) 

58,8%

41,2%

41,2%

41,2%

35,3%

35,3%

29,4%

29,4%

29,4%

17,6%

17,6%

70,6%Children/Youth

Education

Support to
handicapped

Ecology/Environment

Sport

Cultural integration

Nursing care

Support to drug
addicts

Church

Culture

Internet/Computer

Art

 
On the issue of geographical dimensions, a large majority of respondents indicated that the 
manifold CV activities took place especially at local and regional scale (figure 7). 83% of 
those interviewed reported that at least part of their CV activities took place on a local or 
regional scale and 77% stated that this was the main focus of their activities. National and 
international CV measures were, however, of minor importance. Still, 35% of all companies 
carried out international CV projects. All in all, the engagement aimed – in accordance with 
the original nature of this management approach (‘support of the community’) – at the local 
and regional company environment. However, the national and international engagement 
(examples mentioned in the survey were Special Olympics or clearance of debris due to a 
tanker accident) is still remarkable although not astonishing because the majority of the 
companies are multinational enterprises. 
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Figure 7. Geographical dimensions of CV activities 

88,2%

47,1%

35,3%

76,5%

5,9%

11,8%

local/regional

national

international

Geographical dimension
Most frequent geographical dimension

 
Question: What is the geographical dimension of your CV activities 
(n=18) (multiple-shift question) 

 

5.2.6 Communication and further support of employees’ civil engagement  

Further questions on CV application addressed the communication of the civil engagement 
and its integration into corporate policy. 16 of 18 companies provided information concerning 
CV communication. More than two thirds (69%) communicated their community involvement 
both in-house and in public. Two companies solely communicated with in-house 
stakeholders and three companies did not actively inform any stakeholders about their CV 
activities. On the issue of integrating CV into the overall corporate policy less than one third 
(29%) of the respondents (17) reported that they had implemented their CV activities through 
a written statement on their CV policies.  

Finally, the companies were asked if they supported the CV activities of their employees with 
further resources apart from work time-off. Two thirds of those companies which conducted 
CV projects provided further resources: Of these, 67% provided products of the company, 
75% provided infrastructure of their company, and 92% supported the project financially in 
addition to work time-off. A financial or material distinction on employees is seldom conferred 
in this context (17%). 

5.3 Expected benefits 

This question asked respondents to indicate which benefits they expected from the 
application of this management approach. To answer this question a list of benefit 
categories, which was mainly based on a documentation of best practice examples of CV 
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developed on behalf of the German Federal Ministry for Family Affairs, Senior Citizens, 
Women and Youth (BMFSFJ 2001), was presented to the interviewed companies. These 
benefits had been mentioned by those companies in the documentation as reasons for their 
community involvement (cf. BMFSFJ 2001).  

As shown in figure 8, the most frequent (85%) and most important (84%) expected benefit of 
CV was “enhancement of employees’ social competencies”. Further expected (and primarily 
in-house) benefits included “enhancement of employee motivation” (74%), “strengthening the 
employees’ commitment to the company” (66%), their “identification with company” (63%) as 
well as the “improvement of corporate social climate” (59%). Beside these rather in-house 
benefits, the improvement of the corporate image was ranked second in the list. 74% 
reported that their company expected positive effects on this and 67% stated that the public 
acceptance would increase due to CV engagement. Effects on market-related benefits such 
as, for instance, “sales promotion” (7%) or “improvement of customer relation” (4%) met with 
a square refusal. 
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Figure 8. Expected benefits of engagement in CV activities 

Question: What kind of benefits does your company expect from its engagement in CV activities 
(n=27) 

5.4 Development potential 

The following questions sought information on which companies will pursue CV to emphasize 
their involvement in the community and how they assess the future development of this 
management approach. Figure 9 shows that the number of companies which indicated to 
pursue CV in the future (52%) is only somewhat higher than the remaining companies. 
However, there is a remarkably large number of those interviewed saying that they attach 
high priority to CV (30%). These are companies, without exceptions, which have already 
undertaken CV and which will apparently do this with high expectations in the future, too. On 
the one hand, only 18% of companies that are experienced with handling CV were indecisive 
regarding further steps, while the remaining companies will continue their engagement. On 
the other hand, 44% of all respondents reported that the further procedure would be still 
undecided. For the most part, these were companies which were at the initial stage of first 
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deliberations. Only one company which had already examined the management approach 
indicated that it would no longer deal with CV. 

This positive rating of CV was also reflected in the way how the interviewed companies 
assessed the future development of the general importance of this instrument. As shown in 
figure 10, two thirds of the respondents expected an increasing importance of CV in the next 
few years. Some one quarter (24%) thought that the importance would remain unchanged 
and 10% were indecisive. 

Figure 9. Figure 10.  
Further interest in CV Assessment of future development of CV 
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Question: Is your company going to follow up 
CV? 
(n=27) 

Question: How will the importance of CV develop in 
the next years from the perspective of your 
company? 
(n=29) 

 

5.5 Further instruments of corporate citizenship 

The question on the self-assessment was unexceptionally unique answered in the 
affirmative: Almost all companies (98%) stated that they consider themselves as a corporate 
citizen, i.e. as part of society. Among those instruments most frequently used to contribute to 
the welfare of the society were in particular donation (98%) and social / culture sponsoring 
(89%). Fewer companies mentioned eco sponsoring (40%). Another way supporting a public-
benefit purpose consists of the assistance of employee volunteering in their spare time. More 
than every other company took this chance in the past - often by providing infrastructure 
(54%), financial support (42%), and products (38%), rarely by conferring a distinction on 
employees (21%). 
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6 CONCLUSIONS  

The results concerning the current development level of CV in corporate practice show that 
CV is no longer an unknown management tool in Germany’s largest firms. Although the 
traditional types of civil engagement, such as donations or sponsoring as well as the support 
of volunteer work of employees by financial means or products, are still prevailing, CV 
activities that offer work time-off for employees are obviously more wide-spread than 
commonly expected (see, for example, IWD 2000, 6; Damm and Lang 2001; Nonprofit 2002). 
What becomes apparent is, however, that this instrument has been applied so far mainly in 
individual cases; not more than a third of those experienced in CV carried out CV-activities 
systematically or regularly. This can be traced back to the still short time span of experiences 
with this instrument in Germany. Corresponding to the just emerging interest in civil 
engagement especially since the early 90ies (e.g. International Year of Volunteers 2001; 
Enquête-Commission 2002), the interviewed companies have applied CV no longer than a 
few years (see also BMFSFJ 2001; Paritätischer Wohlfahrtsverband 2001). German 
companies thus are still far from an institutionalisation of CV, as it can be found in Great 
Britain or in the United States (Googins 2002). This is also reflected by the lack of integration 
of CV into overall corporate policies in most cases.  

Considering the companies that have already gained experiences with CV in Germany, the 
manifold benefits of this comparatively new approach come to light. A series of enterprises 
realised the direct benefit of these civil activities and emphasized the importance of 
investments into human capital of companies and into social capital of a benevolent regional 
environment (Damm & Lang 2001, 24; Richter & Schöffmann 2001). Through improving the 
corporate social performance, CV can contribute to a sustainable corporate development (cf. 
BMU & BDI 2002, 49-50). Some of the most important corporate benefits are, on the one 
hand, enhancement of employees’ social competencies and developing team spirit as well as 
motivation and identification of the staff. On the other hand, higher acceptance in public, 
increasing corporate image and perceiving social responsibility belong to the most frequently 
mentioned reasons for engagement in CV. It is interesting to note that hardly any company 
expects direct positive effects on the economic level (increasing shareholder value or sales, 
improving customer relations). These benefit categories are often mentioned in this context 
(cf. BMBF 2001; Schubert et al. 2002, 34; UPJ 2004), but they are seen to be negligible from 
the management perspective. The findings suggest that these financial benefits of corporate 
involvement may sometimes be overestimated in literature. However, companies may need 
to evaluate their CV activities rather under a long-term perspective which probably could 
demonstrate that community engagement does pay in form of financial or market success, 
too. 

Moreover, the entire benefits of engagement in CV activities will be hard to appreciate as 
long as the problem of measurement by appropriate accounting tools remains unsolved. 

Finally, the survey examined the further development perspectives of CV. Obviously the 
instrument of CV still shows a great potential for further development and dissemination. This 
is reflected by the fact that the majority of those interviewed expect a growing or even 
strongly rising importance of the instrument. More than half of all respondents will continue 



CORPORATE VOLUNTEERING IN GERMANY  - 21 - 

 

 

applying CV in the future, even with high priority as one third of the sample confirm. One of 
the reasons for this trend is the positive experiences made by the companies that have 
applied the instrument for a longer period of time: With only one exception all of the firms 
plan to continue CV activities. In spite of this generally positive attitude towards CV, a 
number of companies prefer to wait and see before doing the next step. This was mainly 
explained with the precarious economic situation of the firm (e.g. financial reorganisation). At 
this point further research is needed to make out existing barriers as well as facilitating steps 
concerning the application of CV.  

The results of the survey can be summarized in that, on the one hand, several German 
companies have not conducted any CV activities so far and are in two minds regarding the 
future application of CV because they either have not yet examined CV or regard CV as a 
promising approach but do not apparently know how to deal with it. On the other, numerous 
companies have applied CV and their experiences with this instrument have been entirely 
positive. A diversified image arises from these CV activities. However, the majority of CV 
activities have been neither systematically nor regularly. This raises the question how further 
dissemination of CV and its more systematic application can be enhanced. To enhance the 
dissemination of CV in Germany three crucial aspects seems to be of high relevance: 

Coordination and strategic alignment of CV activities 

The basis for a systematic and regular application of CV is a coordination centre that is 
responsible for the planning and monitoring of CV activities as well as the appraisal of the 
results, i.e. achievement of objectives. This includes the communication and coordination of 
CV activities between different departments as well. The telephone requests have shown 
that it occasionally needed quite a lot of time to identify the person in charge of CV issues. In 
many cases the coordination of CV was not transparent within the company. It seems that 
CV issues are still isolated picked-up by different kind of departments without an all-
embracing coordination. This might be traced back to the short experiences in CV. Moreover, 
the implementation of the concept of corporate citizenship within the companies seems to be 
still at the beginning in many cases. The lack of integration of CV into overall corporate 
 

policies also shows that it is still a long way towards a highly integrated and strategic CV. 
However, integrating CV into the overall corporate goals is a crucial point in becoming aware 
of the benefits of this community partnership. The complexity of measurement and the lack of 
management tools might be reasons for this insufficient CV integration. It seems to be 
essential that appropriate management accounting methods and tools will be developed, 
allowing companies to record, analyse and assess the costs and benefits of their social 
engagement.  

The role and interest of non-profit organisations and employees 

As shown in the results of the survey, long-term partnerships with non-profit organisations 
are still seldom in this context. However, these long-term partnerships can be an important 
basis for regular volunteer programs. It seems that the particular importance of the role of 
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non-profits should be taken into consideration more carefully. They may need to take a 
stronger leadership role in promoting this innovative partnership and offer opportunities of 
participation to the companies (see also Zappalà & Cronin 2003, 71). Furthermore, 
employees can play a key role in the initialisation of CV activities, too. This study is, however, 
limited in this respect because it only examined the motives of the corporate sector. Previous 
studies focused on the perspective of companies in most instances, too (e.g. BMBF 2001). 
Therefore, further research on the motives and expected benefits of employees as well as 
partner organisations which jointly conduct CV programmes with German companies should 
be carried out (similar to Lee & Higgins 2001). 

The intermediary function of agencies and volunteering networks 

Further systematic dissemination of CV would probably be attained with the aid of consulting 
or mediating institutions and networks (Schöffmann 2001a, 21). It is recommended, 
therefore, to investigate the potential of such institutions and networks to facilitate the 
implementation of comprehensive CV programs. The new foundation of both institutions as 
well as networks dealing with CV in recent years implicated that advisory services and 
chances of exchange of experiences have been extended. In addition, established 
organisations incorporate CV relevant issues in their advisory services. These developments 
affect the establishment and extent of CV programmes and result, for instance, in the 
development of guidelines and partnership handbooks. A good example of a guideline which 
includes information on CV is a recently published guideline on corporate citizenship (UPJ 
2004) addressing the specific needs of medium-sized companies in Germany. However, 
compared with the situation in the United States or Great Britain, where CV is very 
widespread and numerous agencies, institutions and networks support employee volunteer 
programs, in Germany networks and consulting services are still at an early stage. It is 
expected that the assistance of volunteering networks and agencies will increase in the next 
years, which will consequently benefit the importance of this management tool in Germany.
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ANNEX: LIST OF COMPANIES 
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Industrial companies 

 

Rank Company Sector Sales 2001 
[Mio. €]

1 DaimlerChrysler AG Automotive & other vehicle 
construction 152,873

2 Volkswagen AG 1) Automotive & other vehicle 
construction 88,540

3 Siemens AG 1) Mechanical, electrical & 
instrument engineering 87,000

4 E.ON AG Energy  69,839
5 RWE AG Energy  56,751

6 BMW AG 1) Automotive & other vehicle 
construction 38,463

7 Thyssen Krupp AG Conglomerate 38,008

8 Robert Bosch GmbH Mechanical, electrical & 
instrument engineering 34,029

9 BASF AG 1) Chemicals & pharmaceuticals 32,500
10 Bayer AG 1) Chemicals & pharmaceuticals 30,275

11 Audi AG Automotive & other vehicle 
construction 22,032

12 Veba Oel AG Energy 17,763

13 Ford-Werke AG Automotive & other vehicle 
construction 16,313

14 MAN AG Mechanical, electrical & 
instrument engineering 16,300

15 Adam Opel AG Automotive & other vehicle 
construction 16,024

16 RAG AG Energy  15,289

17 RWE-DEA AG für Mineraloel 
und Chemie Energy  14,980

18 HOCHTIEF AG Building & construction 13,392
19 Henkel KGaA Food & consumption 13,060
20 Degussa AG Chemicals & pharmaceuticals 12,923

21 Thyssen Krupp Steel AG 2) Metal manufacturing & 
processing 12,639

22 Continental AG Automotive & other vehicle 
construction 11,233

23 Aral AG & Co. KG Energy  10,090
24 Deutsche BP AG Energy  9,902
25 Shell & DEA Oil GmbH 3) Energy  9,741

26 Linde AG  Mechanical, electrical & 
instrument engineering 9,076

27 mg Technologies AG Conglomerate 8,818
28 EnBW AG  Energy  7,861
29 Total Fina Elf GmbH Energy  7,537
30 Merck KGaA Chemicals & pharmaceuticals 7,528
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31 Fresenius AG Chemicals & pharmaceuticals 7,320
32 OMG AG & Co. KG Chemicals & pharmaceuticals 7,028

33 Heraeus Holding GmbH Metal manufacturing & 
processing 6,838

34 ZF Friedrichshafen AG Automotive & other vehicle 
construction 6,761

35 MAN Nutzfahrzeuge AG Automotive & other vehicle 
construction 6,741

36 INA Holding Schaeffler KG Metal manufacturing & 
processing 6,700

37 Boehringer Ingelheim Pharma 
KG Chemicals & pharmaceuticals 6,694

38 Heidelberg Cement AG Building & construction 6,689
39 Röchling Gruppe  Conglomerate 6,282
40 IBM Deutschland  GmbH IT & telecommunications 6,230
41 adidas-Salomon AG Food & consumption 6,112

42 BSH Bosch und Siemens 
Hausgeräte GmbH 

Mechanical, electrical & 
instrument engineering 6,092

43 Siemens VDO Automotive AG Automotive & other vehicle 
construction 5,700

44 Infineon Technologies AG Mechanical, electrical & 
instrument engineering 5,671

45 Fresenius Medical Care AG Chemicals & pharmaceuticals 5,425
46 Celanese AG Chemicals & pharmaceuticals 5,097

47 Bombardier Transportation 
GmbH 

Automotive & other vehicle 
construction 5,063

48 Heidelberger Druckmaschinen 
AG 

Mechanical, electrical & 
instrument engineering 5,017

49 Deutsche Steinkohle AG  Energy 5,000
50 Wintershall AG Energy  4,936
51 Schering AG  Chemicals & pharmaceuticals 4,842

52 Airbus Deutschland GmbH Automotive & other vehicle 
construction 4,820

53 Südzucker AG Food & consumption 4,776
54 Bilfinger Berger AG Building & construction 4,607
55 Rheinmetall AG Conglomerate 4,603

56 Salzgitter AG  Metal manufacturing & 
processing 4,593

57 RAG Coal International AG Energy 4,567
58 Hewlett-Packard GmbH IT & telecommunications 4,551
59 Beiersdorf AG Food & consumption 4,542

60 Osram GmbH Mechanical, electrical & 
instrument engineering 4,522

61 Philips GmbH Mechanical, electrical & 
instrument engineering 4,442

62 Dr. Ing. h.c. F. Porsche AG Automotive & other vehicle 
construction 4,441

63 Nestlé Unternehmungen 
Deutschland GmbH Food & consumption 4,405

64 Dr. August Oetker KG Food & consumption 4,405
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65 HEW Gruppe Energy  4,342

66 Freudenberg & Co. KG Automotive & other vehicle 
construction 4,007

67 Carl-Zeiss-Stiftung Mechanical, electrical & 
instrument engineering 4,002

68 Hydro Aluminium Deutschland 
GmbH 

Metal manufacturing & 
processing 3,932

69 Walter Bau-AG vereinigt mit 
Dywidag Building & construction 3,923

 

1) No separation between consolidated sales and individual financial statement  
2) Thyssen Krupp Stahl AG 
3) Individual financial statement of the German Shell GmbH; data of the Shell-DEA-Joint  
   Venture had not been available 
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Trading companies 

 

Rank Company Sector Sales 2001 
[Mio. €]

1 Metro AG Trade  49,522
2 Rewe Gruppe Trade 37,540

3 Edeka Gruppe (über EDEKA Zentrale 
AG (&Co. KG) Trade  32,800

4 Aldi-Gruppe Trade 27,300
5 Tengelmann Gruppe Trade  26,650
6 Otto Versand (GmbH & Co.) Trade 22,805
7 Franz Haniel & Cie. GmbH Trade  20,338

8 Schwarz-Gruppe / Schwarz 
Beteiligungs-gesellschaft GmbH Trade 18,600

9 Gehe AG Trade  16,971
10 Ruhrgas AG 1) Trade 13,322
11 Exxon Mobil Central Europe GmbH Trade  12,300
12 Phoenix Pharmahandel AG & Co. KG Trade 12,029
13 real SB Warenhaus GmbH Trade  8,375

14 Media Saturn Gruppe (Media Saturn 
Holding GmbH) Trade 8,341

15 RWE Plus AG Trade  6,993
16 Karstadt Warenhaus AG 2) Trade 6,889
17 SPAR Handels-AG (Konzern) Trade  6,740

18 Lekkerland-Tobaccoland GmbH & Co. 
KG Trade 6,458

19 Alfred C. Toepfer International GmbH Trade  5,961
20 Anton Schlecker Trade 5,770

21 Quelle Gruppe (Quelle AG) 
(KarstadtQuelle AG) 2) Trade  5,577

22 Fujitsu Siemens Computer GmbH Trade 5,400
23 Tchibo Holding  Trade  5,338
24 Würth Gruppe Trade 5,277
25 BayWa AG Trade  5,252
26 AVA Allg. Handelsges. der Verbraucher Trade 4,935
27 RWE Trading Trade  4,746

28 OBI Bau- und Heimwerkermärkte GmbH 
& Co. KG  Trade 4,450

29 Klöckner & Co AG Trade  4,242
30 Marquard & Bahls AG Trade 4,071
31 Actebis Holding GmbH Trade  4,000
32 Kaufhof Warenhaus AG Trade 3,971

 
1) No separation between consolidated sales and individual financial statement 
2) KarstadtQuelle-Gruppe was requested separately: Karstadt Warenhaus AG and Quelle Gruppe 
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Service companies 

 

Rank Company Sector Sales 2001 
[Mio. €]

1 Deutsche Telekom AG IT & telecommunications 48,309
2 Deutsche Post AG Transport 33,379
3 TUI AG 1) Tourism  22,411
4 Bertelsmann AG Media & publishing 20,036
5 E.ON Energie AG Energy  17,754
6 Deutsche Lufthansa AG Transport 16,690
7 Deutsche Bahn AG Transport 15,722
8 T-Mobile International AG 2) IT & telecommunications 14,637
9 Vodafone AG IT & telecommunications 13,927

10 T-Systems International GmbH IT & telecommunications 13,788
11 Thüga Gruppe Energy 9,200
12 Thomas Cook AG Tourism 7,882
13 SAP AG IT & telecommunications 7,341
14 Tech Data Germany AG IT & telecommunications  7,150
15 Vodafone D2 GmbH IT & telecommunications 6,832
16 Schenker AG Transport 6,121
17 Brenntag AG Transport 4,646
18 TUI Deutschland GmbH  Tourism 4,560
19 Hapag-Lloyd AG 3) Transport 3,890

 
1) Consolidated sales of the former Preussag AG 
2) T-Mobile Germany GmbH (former De Te Mobil) was requested (sales: 6,400 Mio. €) 
3) TUI Airline Management was requested 
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