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ort Metro Vancouver is
P committed to sharing its
success with the communities
it serves. Through our community
investment initiatives and
community relations, we strive
to support the aspirations of our
16 bordering communities. We
also work to develop community
engagement opportunities
that are defined by strong
relationships, with a view of
building a sustainable future
together.

Our dynamic Community
Investment Program is based
on education, community
enrichment, and environment.
We dedicate up to one percent of
our net income to this program,
supporting organizations such
as Carnegie Centre and Pacific
Salmon Foundation. With our
scholarship program, we help
make education accessible to
students who’ve shown promise
and dedication.

Our community relations program
includes educational resources
and free presentations about the
Port in our Interpretive Centre.
We also attend more than 75
community events in Metro
Vancouver annually, supporting
important initiatives by local
community groups.

Port MetroVancouver is Canada’s
largest and North America’s most
diversified port, trading $75
billion in goods with more than
130 trading economies annually.

For more information, visit
portmetrovancouver.com
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Developers partner to
support B.C. Children’s
Hospital Foundation

MITHAM

g care of others shouldn’t be a lost priority
companies are having trouble taking care of

0 be engaged with the communities where they
said Robert Fung, president of real estate de-
loper Salient Developments Ltd.

“We need now, even more than before, to support
communities,” he said.

Salient, for example, hasn’t backed down from its
commitment to support the Building for Kids in-
itiative of the B.C. Children’s Hospital Foundation.
The initiative launched in 2005 when B.C. real estate
markets were hot, and the real estate industry sought
to boost its long-standing support for the hospital.

Re/Max offices and other brokerage firms have
been strong supporters of the foundation in the
past, but the real estate and development commun-
ity fundraising committee wanted a program that
would attract the support of consultants and others
in the industry, particularly developers.

Companies that support the program pledge a
portion of project sales or a set amount per project
in exchange for having the Building for Kids logo
on site signage and marketing materials. Salient was
among nearly two dozen companies that signed on
to support the program when it launched.

So far, Building for Kids has raised $727,424, ap-
proximately half of which has come from the annual
Building for Kids Charity Golf Classic. This year,
the initiative has garnered $288,000 for the hospital
from the likes of Bosa Properties Inc., Concert Prop-
erties Ltd., Southwest Contracting Ltd. and Eecol
Electric (Saskatchewan) Ltd.

Fung said ongoing infrastructure projects means
fundraising shouldn’t necessarily suffer from a de-
cline in residential construction.

“I think people have to be very disciplined with
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developer Salient Develoq\nehts '

“we need now, éven morehhan
before, to suppgrt commfuhities

how they spend money,” said Fung, “whether it’s in
sponsorships or donations or just toward basic pro-
ject costs.”

That attitude rings true for Michael Hall, vice-
president, research, with Toronto-based Imagine
Canada, an organization representing charities and
not-for-profits in Canada.

Companies may contribute just 3% to the total
operating budgets of charities in Canada, but their
contributions go beyond the chequebook.

“There’s an
understanding that what's
good for communities

is good for business.”

- Michael Hall, vice-president, research, Imagine Canada

“There’s an understanding that what’s good for
communities is good for business,” Hall said. “The
challenge that we have, however, is that a lot of cor-
porations are not measuring the impact of those
community investments on their bottom line, so
they may have trouble coming up with the hard evi-
dence to support the business case.”

The care Fung’s three kids have received in the
emergency ward of the Children’s Hospital has
helped him make the connection between his com-
pany’s contributions and their impact.

“You never know how badly you need them until
you're really worried about one of your kids,” he
said. “And once you use the services, you get a sense
of the fact that [foundation staff] are pretty good
stewards of your dollars.” m
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