Members Share Their Best Practices

Here are just a few examples of what some members of the Corporate Alliance to End Partner Violence are doing to make partner violence "Everybody's Business" in their respective workplaces: 

Altria Group, Inc.
American Express Company
Archer Daniels Midland
CIGNA
Country Insurance & Financial Services
Eastman Kodak Company
Illinois State University
Kraft Foods
Liz Claiborne Inc
Mary Kay Inc
McKee Foods
McLean County, IL
Mid Central Community Action
National Football League
Park National Bank
Pennzoil and Corning
State Farm Insurance Companies 

Verizon Wireless
Altria Group, Inc. 

CAEPV Member Altria Group, Inc. was named to the Fortune 2004 list of Most Admired Companies in America, and also ranked as #1 in their industry. Altria is joining an effort to combat domestic violence by getting American businesses involved in supporting victims. The New York Mayor's Office said, "It [domestic violence] can have harmful effects on employee productivity and morale and is the leading cause of injury against women. To increase awareness of this issue...[the] New York Women's Agenda, Altria Group, Inc. and the New York City Mayor's Office to Combat Domestic Violence have joined together to organize the 'New York Breaks the Silence Together' corporate initiative."

In November 2004, Altria funded ads for a new advertising campaign aimed at stopping domestic violence. The radio, print and television ads, unveiled by Idaho Senator Mike Crapo and leaders from the Idaho Coalition Against Sexual and Domestic Violence, were aired in a number of different Idaho markets in an attempt to reach women in the home and encourage them to break their silence and get help if they’re being abused.

At a corporate breakfast on March 30, 2004 New York business leaders were encouraged to "implement policies that are supportive of employees that may be victims of partner violence." (CAEPV Executive Director Kim Wells was one of the speakers at this event). 

In 2003, Altria created a series of print ads to raise awareness among employers about domestic violence in the workplace. The theme of the ads is "If your most valuable assets were at risk, wouldn't you protect them?" The ads include information about the business costs of domestic violence as well as information about the Safe At Work Coalition* web site (funded and created by Altria and fellow CAEPV member Liz Claiborne). The ads have appeared in The New York Times Magazine, The New Yorker, The Wall Street Journal, The Atlantic, Harper's, The Economist, Forbes, Black Enterprise, Hispanic Business, The National Journal, The National Review, The New Republic and The Weekly Standard. Visits to the Safe At Work Coalition website increased by 231% in the month of October! To view 2 of the ads that appeared in The New Yorker and Black Enterprise magazines, click here.

*Safe@Work Coalition is a coalition of New York area private employers (including Altria, Liz Claiborne and American Express), trade unions, domestic violence advocacy groups, and government organizations brought together in 2000 to demystify domestic violence for employers and unions and to provide guidance on creating an environment where this historically "private" problem can be openly and effectively addressed. It is a wonderful example of employers addressing domestic violence together on a local/regional basis. 

In May of 2003 Altria received Safe Horizon's 25th anniversary Leadership Award for its contributions and leadership commitment to domestic violence prevention and awareness. Safe Horizon is the largest victim assistance, advocacy and violence prevention organization in the United States. Since 1997, the Altria family of companies has contributed more than $3 million to support the critical services Safe Horizon provides for victims of domestic violence throughout New York City. This funding has included annual grants of $200,000 to support Safe Horizon's Emergency Food Program, which provides pantry items, grocery vouchers, and restaurant certificates to the tens of thousands of women and their families served by the organization.

In 2002, Altria made a $1.5 million three-year commitment to Safe Horizon, with $1 million to start up Ivy House, a new 106-bed emergency shelter that provides up to 135 days of housing for women and their children who have experienced violence. Ivy House, which is comprised of two adjacent buildings, is one of the largest domestic violence shelters in New York City. Ivy House primarily serves younger women and families, many of whom have never lived on their own or supported themselves and who are increasingly accessing the shelter system. As residents arrive at Ivy House, shelter counselors assess the employability of each woman and provide job readiness, parenting and life skills training. As a result, residents are better able to support themselves and their families emotionally and financially. 

The Altria family of companies is a national corporate leader in the crusade to raise awareness about domestic violence in the workplace. The companies amended their Workplace Violence Prevention Policy, which prohibits violence in the workplace, with language that strongly condemns domestic violence. The policy’s provisions stipulate actions the Altria companies will take to assist employees who report any incidents of violence, including domestic violence, to their respective manager, supervisor or human resources representative.

Altria provides funding to direct service programs, raises public awareness initiatives and fosters employee volunteerism efforts in all 50 states. As part of their program, booklets containing important information about domestic violence and how and where to obtain help are placed in Company offices and facilities throughout the United States and overseas, while supporting a wide variety of initiatives in 18 countries to promote public awareness about the issue. Each year the Altria companies award grants to domestic violence service providers across the U.S., through a major corporate contributions initiative. The Altria family of companies has:

· Provided more than $28 million in grant support to hundreds of domestic violence service providers nationwide 

· Conducted outreach to businesses, starting with the first corporate conference against domestic violence in 1996 and since then hosting more than 40 conferences and workshops in U.S. cities and around the world to educate employers and communities about the impact of domestic violence on the workplace

· Partnered with other companies, non-profit organizations and local government to form coalitions to help educate employers and the business community about this issue

· Sponsored national and local education and advertising campaigns to help raise awareness among the general public

· Encouraged employee contributions to and volunteerism at domestic violence service organizations 

· Instituted internal Human Resources and Security Department programs to educate employees in the Altria family of companies about domestic violence and provide confidential counseling and security services to those who request help

The Altria Doors of Hope Program, a primary focus of the Company’s contributions program and one of its largest national grantmaking initiatives, was established in 1998 in partnership with the National Network to End Domestic Violence. Altria Doors of Hope grants support the many needs of victims and survivors of abuse through direct service programs, food and nutrition services, and community-based awareness-raising efforts. 

Since its inception, the Doors of Hope Program has provided support to hundreds of domestic violence service organizations throughout the United States, including:

· Direct services grants to assist survivors with emergency shelter, counseling, legal advocacy and representation, and intervention services for children. In 2002, two-year grants, totaling $5 million, were awarded to more than 100 direct service providers across the country.

· Community awareness grants that fund local public education campaigns to inform those who need help about available resources and to raise public awareness about domestic violence. Projects have included radio and television public service announcements, print advertising campaigns and educational materials. In 2002, Community Awareness grants, totaling $625,000, were awarded to 20 nonprofit organizations across the country.

· Food for Survival grants that help service providers meet the immediate food needs of the individuals and families seeking refuge from abusive relationships. In 2001, Food for Survival grants, totaling more than $550,000, were awarded to 90 nonprofit organizations nationwide. 


Internationally, the Altria family makes a difference for domestic violence victims through its Project "Open Door" — Countering Domestic Violence in Ecuador (a project of Philip Morris International), and White Circle of Safety (WCS) — Providing assistance to the victims of domestic violence in the Czech Republic.

During the month of October (National Domestic Violence Awareness Month), the companies have initiated numerous programs and practices, such as their participation in the organization of annual Corporate Conferences on Domestic Violence, (the first held in 1996). The purpose of the conference was to focus the attention of the business community on the effect of domestic violence in the workplace. Leading civic and corporate authorities joined forces with prominent experts and advocates to help raise awareness, facilitate dialogue and share best practices to assist victims in the workplace. In 2002, the 7th annual conference (co-sponsored by CAEPV, Altria Group, Inc. and the New York Women's Agenda) became a national event. The conference—held in New York City at the Grand Hyatt Hotel—was the largest of its kind in the world dedicated to addressing intimate partner violence in the workplace.

Also during Domestic Violence Awareness Month—employees of the Altria family of companies collected money from other employees for domestic violence to put into an "employee fund" (similar to the United Fund). Speeches on domestic violence were given all over the country; clothing drives were held to benefit battered women and children; and employee volunteer "fix up" projects were launched at women's shelters (painting, repairs, etc.). 

The Companies sponsored plays with themes highlighting domestic violence. Following select performances, discussion groups with counselors offering guidance specific to the play's themes were held. Table tent cards were placed throughout the company to highlight domestic violence initiatives, and to inform employees about company resources and support systems available to them. In addition, domestic violence seminars were held for employees in Ohio, Georgia, Texas, North Carolina, and California, and corporate conferences on domestic violence were hosted in Richmond, Virginia, in cooperation with the Virginia Family and Children's Services and the Virginia Family & Children's Trust Fund. Altria Group, Inc. was presented with an award from Virginia for their work in domestic violence. 

Philip Morris USA in Louisville, KY, along with the Kentucky Domestic Violence Association, sponsored an exhibit of the Donna Ferrato photographs in Frankfurt and a tour of the slides in rural communities throughout the state. An exhibit brochure described the companies' commitment to addressing domestic violence issues. Philip Morris USA in Louisville featured messages on domestic violence in its employee newspapers and on closed circuit television to increase employee awareness of the issue. 

In addition —

· programs with Latin American companies were initiated;

· the Companies helped to sponsor the New York Walks to End Domestic Violence;

· Altria launched a national domestic violence advertising campaign to appear in leading magazines and newspapers throughout the month of October. 

Employee Involvement (per Altria) - "Our companies’ people are involved in every public initiative, every community-based program and every effort undertaken by the Altria family of companies to improve the world around us. They are our companies’ corporate citizenship ambassadors in the approximately 150 countries in which they do business. On a daily basis, the employees of the Altria family of companies are personally involved in projects that help meet basic human needs in communities across the globe. They support innovative programs that produce powerful results. They volunteer their time to help those who are less fortunate and donate from their own salaries to help strengthen community organizations. In response to employees who said that they wanted to become more personally involved in community projects, the Altria Employee Fund, the Kraft Employee Fund and the Philip Morris Employee Community Fund have been formed. Each fund is a workplace-giving program managed by employees of our respective companies who elect focus areas for their charitable contributions. Among the focus areas supported are: hunger relief, services and shelter for the homeless, domestic violence prevention, job skills training for the underemployed, after-school youth development initiatives for children of all ages, and a broad range of programs for seniors. The employees of the Altria family of companies are committed to improving the quality of life in their communities. Through our Employees Funds, Matching Gifts, Dollars for Doers and other workplace giving programs, more than $29 million in personal and company donations went to national and local nonprofit organizations in 2003."

For more information, visit The Altria Family's Commitment to Domestic Violence Awareness and Prevention, on their website. 

(TOP)
American Express 

American Express was named one of the "100 Best Companies for Working Mothers" by Working Mother magazine (October, 2004). American Express celebrates its fifteenth year on the list! In addition to their work on domestic violence as a workplace issue, the company has won dozens of awards for its commitment to diversity, and in 2003 it piloted a mentoring program specifically for women and people of color. As for paid maternity leave, new moms with one year of service get six weeks -- four at full pay, two at 70%. American Express provides free backup care at its locations in New York, Minneapolis and Chicago. Employees elsewhere are reimbursed up to $450 a year for backup care expenses.

American Express is a frequent contributor to domestic violence related activities. Grant recipients include the National Domestic Violence Hotline, and the New York Walk to End Domestic Violence. In October 2003, American Express, along with CAEPV Members Verizon Wireless, and Altria sponsored the 2003 DV Walk/Run in Battery Park, New York City. (The Walk is held each year in October in Battery Park—in the American Express "backyard") The DV Walk/Run commemorates Domestic Violence Awareness Month by offering hope to those living with abuse, by celebrating the courage of survivors, by mourning the loss of those who have died at the hands of their abusers - and finally, by affirming the dedication of those who work to end domestic violence in our communities. In past years, American Express has served as sponsor, distributed "walk" materials (free of charge) for the organizers, and their Corporate Security Department has provided in-kind donations.

American Express was recently named a Top Three company on Working Mother's inaugural list of "Best Companies for Women of Color" (visit http://www.workingmother.com/June03WOC_contents.shtml). Similar to Working Mother's list of "100 Best Companies," this new list tracks corporate progress on the advancement of women of color and how supportive the workplace culture is of them. In the first half of 2003, American Express was named to 12 workplace quality lists in six countries, including this most recent honor. 

American Express is a member of the Safe@Work Coalition. Safe@Work Coalition is a coalition of New York area private employers (including CAEPV members Altria Group, Inc., Liz Claiborne and American Express), trade unions, domestic violence advocacy groups, and government organizations brought together in 2000 to demystify domestic violence for employers and unions and to provide guidance on creating an environment where this historically "private" problem can be openly and effectively addressed. It is a wonderful example of employers addressing domestic violence together on a local/regional basis. (View the Safe@Work Coalition web site at http://www.safeatworkcoalition.org). 

The Company has been named multiple times among the "100 Best Companies To Work For" by Fortune Magazine (January, 2003). American Express garnered applause for returning to headquarters near ground zero. Employees feel respected: One nonmanagement staffer says that if he needed to reach the CEO, Ken Chenault "would take the call or call me back." American Express was named among Fortune's "100 Best" in 2000, and specifically lauded for their workplace diversity and Office of the Ombudsman, which helps resolve workplace issues. 

In addition to their regular assistance to employees concerning partner violence, American Express has provided several activities throughout Domestic Violence Awareness Month (October of each year) at the corporate office as well as at its field offices: 

· Throughout the company, paychecks for both pay periods in the month included a message that October is Domestic Violence Awareness Month. The corporate office held events which included speakers such as Linda Fairstein, Chief of the Sex Crimes Prosecution Unit of the Manhattan District Attorney's Office, Dr. Lem Burnham, Vice President Employee and Player Development for the National Football League, Suzie McConnell Serio of the WNBA's Cleveland Rockers, and an employee who is a survivor of partner violence. The office also held a "penny drive" to raise money for donation to a national domestic violence organization.

· American Express field offices promote the month of October (Domestic Violence Awareness Month) in a variety of ways. Amex offices in Phoenix, Salt Lake City, Fort Lauderdale, Greensboro and Minneapolis invited speakers from law enforcement and advocacy groups, presented videos and materials to employees, placed posters and brochures in rest rooms, formed task forces, held brown bags on domestic violence and what employees can do to address the issue, and held other activities geared to raise awareness of the issue in the workplace.

· Project Journey, (launched in their Arizona field offices in 2000), is a program designed to help unemployed and underemployed women. Through this program, American Express offers services to these women by helping them explore employment options, giving them training in basic job skills, and offering hiring opportunities with American Express Travel Services. Some are hired by American Express and some are not. Those that are not are coached and consulted with for alternative opportunities. 
(TOP)
Archer Daniels Midland

Archer Daniels Midland was named to Fortune Magazine’s 2004 list of “Most Admired Companies in America.”

ADM makes a brochure containing the EAP telephone number, information on who is at risk, definitions and signs of abuse and abusive relationships available to all employees through the employee assistance program. The brochure also explains why partner violence is an issue in the workplace, and what to do if you are a co-worker, manager, or supervisor of someone you suspect is involved in partner violence. Newsletters also feature facts about domestic violence, including a summer newsletter where partner violence was a featured topic with the theme "This Summer We're Turning Up the Heat on Partner Violence." 

ADM's EAP provider staff is well trained in dealing with issues of partner violence and in helping victims effectively get safe and get violence-free. In addition, ADM provides for batterers treatment for its employees through its benefit plans. They want to encourage batterers to seek and get help, and they show their commitment to this issue by providing for that treatment through their benefit plans.

(TOP)
Blue Shield of California Foundation 

The Blue Shield of California Foundation is a leader in domestic violence prevention and workplace programs through its award winning program, Blue Shield Against Violence. The Foundation has broken new ground by engaging California employers in a workplace response to intimate partner violence. 

Established in 1981, the Blue Shield of California Foundation is a non-profit charitable foundation dedicated to domestic violence prevention, medical technology assessment and efforts to reduce the uninsured. The mission of the Blue Shield of California Foundation is to make a significant contribution to the health of Californians through innovative research, programs and education. 

Blue Shield Against Violence, a program designed to promote a workplace response to domestic violence in California was launched in 1996. In 2002, Blue Shield Against Violence expanded its scope to include educational outreach to physicians, dentists, and their staff members. Under the auspices of the Blue Shield of California Foundation, Blue Shield Against Violence makes grants to domestic violence service providers and funds research and public education campaigns to reduce the impact of intimate partner violence. 

Continuing its commitment in 2004 to the health and well-being of all Californians, the Blue Shield of California Foundation (BSCF) has awarded more than $6.7 million in grants to 304 organizations throughout the state that exemplify the foundation's goals of preventing domestic violence, increasing health care access and assessing medical technologies that improve the health of individuals and communities. The foundation awarded more than $1 million in grants to 101 domestic violence shelters throughout the state and $902,000 to 17 organizations and programs statewide that combat domestic violence. 

(TOP)
CIGNA

CIGNA was named to Fortune Magazine’s 2004 list of “Most Admired Companies in America.”

CIGNA became a member of the Corporate Alliance to End Partner Violence in December of 1997. Cathy Hawkes, Assistant Vice President, Working Well, and her team were eager to get education and prevention information about partner violence out to their 40,000 employees. But they had a problem not unique to their company — how to get this important information to employees at various sites throughout the country. Meetings were not a practical solution for them. What did they do?

CIGNA's Working Well team came up with the idea of a "Fax on Demand" service for employees. In addition to information on partner violence provided through newsletters and payroll stuffers, CIGNA employees can confidentially request and receive faxes on topics such as "Getting Help - Who To Call," "Abuse and Abusive Relationships - How Does It Happen?" and "Partner Violence At The Workplace – What Coworkers Can Do." On each "fax on demand" page, important telephone numbers are listed such as corporate security, EAP, and the National Domestic Violence Hotline. CIGNA used information from the CAEPV CommuniKit to develop the faxes and other information/education items. 

Cathy Hawkes says that since CIGNA started the "fax on demand" service, they consistently receive many requests each month for the documents. Requests are anonymous, of course, so employees do not have to be concerned with anyone else knowing they are requesting the information. Cathy says it is gratifying to know that those in need, or those interested in the issue of partner violence, are finding the information through CIGNA's Working Well program.

CIGNA has partnered with Victim Services of New York  (now known as Safe Horizon) to develop a continuing medical education program designed to help physicians integrate domestic violence screening and referral into their routine clinical practices. Available this fall on CD-ROM, and through CIGNA's web site, the program includes protocols for doctors to assess, treat, document, and refer victims. CIGNA is also sponsoring the Love's Not Supposed to Hurt dating violence program at fifteen college campuses this fall.

In 2000, the CIGNA Foundation funded the play "Rule of Thumb" in four cities throughout the country to a variety of people, including employees (approximately 40,000), district attorneys, and local organizations. The play dramatically illustrates the social, medical, and legal impact of partner violence through interweaving personal scenarios. Following each performance, audience members engaged in a discussion with community leaders about the play and its message. Performances in Atlanta, Chicago, Hartford and Philadelphia were so successful that groups in Phoenix, Los Angeles, and Washington, D.C. have inquired to see if CIGNA will bring "Rule of Thumb" to their communities too.

In 2001 CIGNA chose to "break with tradition" and dedicate the month of July as Worksite Violence/Partner Violence Month. They found that for their company, so many activities are going on in October (Domestic Violence Awareness Month) that it was difficult to have a focus on partner violence — so they picked their own month! They introduced a seminar for managers titled "Partner Violence and the Workplace: The Manager's Role" presented jointly by CIGNA Behavioral Health and Corporate Security.

In 2002, CIGNA once again chose July as a month to highlight partner violence. CIGNA's Working Well program created a new partner violence poster to remind employees that partner violence is EVERYONE'S business. The new poster urges employees to notify Security and EAP if they detect the telltale signs of partner violence, and includes information on how to get help through resources available at CIGNA. Partner violence was highlighted in the July newsletter sent to all Working Well Site Coordinators, who were encouraged to put the posters in as many places as possible at their particular work sites. 

(TOP)
Country Insurance & Financial Services

Country Insurance & Financial Services (formerly Country Companies) is an active supporter and participant in "Domestic Violence Awareness Month." During October, communications are sent out from the company to employees, such as the letter sent in a past "Awareness Month" to the Bloomington Home Office and the Salem, Oregon Regional Office personnel from Deanna Frautschi, Vice President of Communications and Human Resources. Here is an excerpt from that letter: 

“What does domestic violence have to do with the workplace? A lot when you consider one in four American women report they have been physically abused by a partner at some point in their lives. Domestic violence doesn't stay home when victims and abusers come to work. It can affect productivity, increase absenteeism, and raise the risk of violence at work. In an organization the size of ours, it is a certainty that some of our coworkers are personally affected by domestic violence." 

"As a member of the Corporate Alliance to End Partner Violence, the Country Companies are committed to help prevent partner violence through education and awareness. An informational brochure, "Make It Your Business," is attached to help you learn more about partner violence and how to help." 

The letter included telephone numbers where employees could get information and assistance, and each employee received a copy of the CAEPV brochure, “Make It Your Business,” along with the letter. The company also collaborated with several local organizations for national YWCA "Week Without Violence" activities, including sponsorship of an employer workshop on workplace violence issues for local businesses at Country Insurance facilities. 

Also, past "Awareness Month" events have included During October 2001, volunteer network (Heart of the Country) held a drive to collect items for "First Night" shelter kits, including such things as blankets, stuffed animals, and personal hygiene items, for a local domestic violence shelter. The kits will be used to help children feel safe during the transition from their homes to the shelter. Also during the month, a CAEPV program — "When Domestic Violence Comes to Work" — was presented to supervisory personnel, as an educational session, and their EAP included a feature piece on domestic violence in its newsletter. 

In addition to its internal activities, Country Insurance & Financial Services assists local domestic violence programs. As an example, the company produced several different types of videos for a local volunteer organization to use in making presentations about domestic violence throughout the community. 
(TOP)
Eastman Kodak Company

Eastman Kodak Company is the proud primary sponsor of CAEPV's "Girls              Allowed", a 3-D animated website focused on helping girls (aged 11-14) learn to identify healthy and unhealthy relationships before becoming involved in potentially abusive relationships. To help build internal awareness and prevention of domestic violence, Kodak offers a wide variety of employee communications and education. 

Eastman Kodak has earned top marks nationwide for corporate diversity, according to the Business Women's Network.

Their employee newsletters are one effective way to build awareness.              These targeted articles include: powerful graphics and text - highlighting              the signs of partner violence; ideas on preventing partner violence; and internal, local community, and national resources where assistance is readily available.         

Additionally, Kodak offers outstanding Work/Life Initiatives including: 24/7 employee resource and referral program covering all of life's challenges; Employee Assistance Program (EAP); and CAEPV educational brochures distributed throughout the company.

Kodak provides ongoing presentations to employees and leaders regarding 

Work/Life initiatives including involvement with CAEPV and increasing understanding that domestic/partner violence is not just a personal issue, it is a business issue. Additionally, through mandatory leadership training, Kodak educates their leaders about recognizing and preventing violence in the workplace, including an emphasis on domestic/partner abuse. At Kodak, they recognize that prevention of partner/domestic violence is a journey. They continually strive to ensure that their employees and leaders are aware of the breadth of resources available to them.

(TOP)
Illinois State University

Illinois State University's (ISU) program began in the fall of 1998. The Wellness Program introduced partner violence awareness to its ambassadors throughout the University in September. On October 1, CAEPV brochures and safety cards were distributed throughout the University. Throughout the month of October, Illinois State provided supervisory training for managers concerning domestic violence situations. 

The Corporate Alliance to End Partner Violence program on dating violence, "Love's Not Supposed to Hurt," was piloted to students at Illinois State University in 1998. ISU has also hosted workplace violence presentations to some of its employee groups, as well as presenting the dating violence program themselves to other groups of students.

In October of 2001, the university web site <www.ilstu.edu> included a message about Domestic Violence Awareness Month with links to CAEPV and other related informational sites. They provided posters and informational material for posting in all campus buildings.

(TOP)
Kraft Foods

Kraft Foods partnered with the Human Resources Management Association of Chicago (HRMAC), the Chicago Mayor's Office on Domestic Violence and the Chicago Metropolitan Battered Women's Network to conduct a workshop on "Domestic Violence & The Workplace." 

In October 2001, Kraft presented at a National conference hosted by the Center for Impact Research (who partners with Kraft) and the University of Michigan. The conference — "Trapped by Poverty, Trapped by Abuse"— explored the relationship of welfare, work, and domestic violence. The conference was held at the University of Michigan in Ann Arbor, Michigan. Presentations were made and information shared about new research as well as findings and best practices emerging from innovative demonstrative projects. Participants included advocates, policy makers, welfare department staff, service providers, researchers, and funders.

During Domestic Violence Awareness Month, October 2000, Kraft hosted an appreciation breakfast for domestic violence service providers in the Chicago Area. The Company's President & CEO spoke and reported results of Kraft's Corporate Challenge Grant program. The grant (in effect since 1999) seeks to increase funding from Chicago area businesses to domestic violence service providers. Since 1999, Kraft has matched over $175,000 to local service providers.

(TOP)
Liz Claiborne Inc

Liz Claiborne was named to Fortune Magazine’s 2004 list of “Most Admired Companies in America,” and also ranked as #1 in their industry.

In October 1991, Liz Claiborne Inc. launched the Women's Work® program as a way to give something of value back to the people who have made the company a success over the years. The program began as a series of community-based, public art projects designed to heighten awareness of, and encourage positive social change on, issues of particular concern to women and their families. The program's awareness and education campaign has included billboards, TV and radio announcements, posters, brochures, campus workshops and partnerships with local retailers and community groups.

In the "Love Is Not Abuse" section of their web site, the company offers many resources such as fundraising opportunities (awareness items like necklaces and t-shirts are for sale, and profits from the sale of these items are donated to national domestic violence organizations). The site offers an excellent array of awareness building materials free of charge. The handbooks can be ordered from Liz Claiborne Inc. or downloaded directly from the site.  For further details, visit: www.lizclaiborne.com/lizinc/lizworks/women.

Through its Internal Relationship Violence Awareness Program, Liz Claiborne Inc. works to create an environment of support internally, offering its employees an Employee Assistance Program (EAP) as well as awareness and educational tools, such as posters, payroll stuffers and bathroom signs.  The EAP maintains trained counselors who are equipped to handle domestic violence cases and provide counseling and referrals.  Additionally, personnel in their Human Resources, Health Services and Security departments have been trained to respond to domestic violence cases and are available to assist any of their employees.

As a company, they do what they can to accommodate employees victimized by domestic violence.  This includes allowing time off so that employees can seek safety and protection, attend court appearances, arrange for new housing or take care of other matters.  They also arrange for flexible hours, short-term paid leaves of absence and extended leaves without pay.

(TOP)
Mary Kay Inc

In recognition of October as Domestic Violence Awareness Month, Mary Kay Inc. and the Mary Kay Charitable Foundation underwrote production of a PBS special documentary entitled "Breaking the Silence: Journeys of Hope." The 60-minute special, airing nationwide, premiered on PBS stations beginning in October 2001. It tells the powerful stories of women who have broken their silence about domestic violence and who have taken the first steps toward creating healthy, stable lives for themselves, focusing on how these women became survivors and turned their lives around, rather than documenting tragic circumstances. The program was produced by Tatge/Lasseur Productions and Connecticut Public Broadcasting.

Additional information about the documentary — including how to obtain copies of the video and facilitator’s guide (in English and in Spanish) — is available on the Mary Kay website, at the following link: http://www.mkacf.org/BreakTheSilence/JourneysOfHope/JourneysOfHope.asp
(TOP)
McKee Foods

McKee Foods/Arkansas named their cross-functional team dealing with partner violence in the workplace "Project Ruth." The team was chartered to create an atmosphere of encouragement and support for victims of domestic violence. This is done through awareness, education, and development of company procedures that reflect McKee Foods' Guiding Values. The name "Project Ruth" was selected to honor a company employee who became a fatal statistic of domestic violence in 1991. At the Gentry, Arkansas plant, employees may contact a supervisor, superintendent, personnel associate, or Project Ruth team member to receive help at work. Help has included letting the employee park close to the employee entrance, having police present in the parking lot at the end of the shift change, arranging for someone from the women's shelter to counsel the employee on the job, and asking police to escort a victim to a shelter before shift change to make it safer for the victim to leave the situation. 

McKee is very proactive during the month of October, as part of Domestic Violence Awareness Month. Some of their events, activities and practices during October include:

McKee placed an ad in a local newspaper expressing the company's support of National Work to End Domestic Violence Day. The ad included the National Domestic Violence Hotline number and a local shelter's number as well as information about the upcoming Domestic Violence Clothesline Project display in the Little Debbie brand Company Store.

The company distributed CAEPV educational brochures, script and instructions for supervisors to use in their employee safety meetings during the month of October. During their meetings, supervisors showed the Family Violence Prevention Fund's PSA for Domestic Violence Prevention, distributed educational brochures and shared information about the resources available within the company and the community for assisting victims. The educational brochure and resource information become a standard part of McKee's new employee orientation

CAEPV's "Some people are cut out for each other . . ." payroll stuffer was affixed to employee pay slips.

The company kicked off a service project for the local shelter (Benton County Women's Shelter). Employees were asked to donate needed items, such as cleaning & laundry supplies, hairbrushes, toothbrushes & toothpaste, towels, sheets, pajamas, nonperishable food items, children's games & puzzles, and children's movies.

The local Domestic Violence Clothesline Project was displayed in McKee's main hallway. Members of McKee's domestic violence awareness team, Project Ruth, were on hand to explain the project and offer educational information and resource information to employees. The Clothesline Project was displayed for an entire 24-hour period in the plant, moved to the Company Store, then moved to the local high school along with an educational booth, which highlighted dating violence. Members of the McKee's domestic violence awareness team, Project Ruth, will be on hand to answer questions and provide resources to students

An article about partner violence appeared in the Conveyer, a monthly publication for all employees and retirees of McKee Foods. 

(TOP)
McLean County, IL

McLean County, IL Government observed Domestic Violence Awareness Month by including a list of community activities in their newsletter; inserting a domestic violence awareness message on their payroll check memos; hosting speaking engagements featuring their domestic violence specialists; enclosing purple ribbons in the newsletter; and hosting a domestic violence awareness message on e-bulletin boards every week.

(TOP)
Mid Central Community Action, Inc. 

Mid Central Community Action Inc.’s Countering Domestic Violence provides a 24-hour hotline; emergency shelter (Neville House); legal and medical advocacies; intervention services and support groups for children dealing with domestic violence and for victims of domestic violence; parenting classes and groups; and community education and training seminars. Services are free and confidential.

MCCA's Countering Domestic Violence program focuses on October as “Domestic Violence Awareness Month” with candlelight vigils and community-wide displays of the Silent Witness National Initiative.

(TOP) 

National Football League 

Dr. Lem Burnham, former Vice President of the NFL's Player and Employee Development and a former Philadelphia Eagle, spoke out frequently against domestic violence to students, business professionals, and community service workers across the country, and has helped ensure partner violence is an issue addressed through the NFL's own employee assistance program. Information on partner violence is made available to every member of the NFL and the player families as well. The NFL offers family assistance through the NFL Family Assistance Program, which has 150 certified professionals available to families with three to five professionals available in each city with a team. In addition, Lem Burnham is on the federal Advisory Committee on Violence Against Women.

(TOP)
Park National Bank 

Park National Bank was one of three leading contributors to New Beginnings, a state of the art facility for those in need of partner violence services. New Beginnings is in Newark, Ohio, a small Midwestern community, where one million dollars was raised in one year. State Farm Insurance Company was also one of the three largest contributors to the project, which involved nearly 200 businesses, groups and individuals.

(TOP)
Pennzoil and Corning

Pennzoil and Corning have developed Intranet sites for their employees with educational information on domestic violence, what to do in the workplace and resources available for those in need of assistance.

(TOP)
State Farm Insurance Companies 

State Farm encourages employees (in all of their locations) to get involved with domestic violence issues by joining local community volunteer efforts. 

In 1998, State Farm and the Corporate Alliance to End Partner Violence launched Step 2 of a program to raise awareness of the issue among State Farm employees and management. Step 1, launched October 1st of 1997, consisted of a training program designed to educate employees about domestic violence in the workplace.

Step 2 instructs supervisors on what to do if they suspect an employee might be potentially violent or a likely mark for an abusive partner.  Instruction begins with a 4-page cover story on workplace security published in the summer issue of Operation Understanding magazine. The article, "Protect Your People," begins with the story of an angry ex-husband who smuggled a gun into a State Farm office earlier in the year, then opened fire on his former wife and her coworker before turning the gun on himself. The article included signs of distress, hidden costs of domestic violence, what to do with a restraining order, State Farm's workplace security policy, and a list of resources including brochures, a threat checklist desk card, videos on workplace violence, and telephone numbers for State Farm's Employee & Agent Assistance Program and the National Domestic Violence Hotline. At the end of September, a memo urging discussion of the article with all employees went out to Corporate Supervisors and Regional Vice Presidents from Public Affairs Vice President Dixie Axley and Human Resources Vice President John Coffey.

State Farm also offers the following programs to assist employees affected by partner violence:

· Employee & Agent Assistance Program 

· Time-off Policies (paid and non-paid) 

· Healthcare Benefits 

· Workplace Security Policy 

· Medical Department 

· Flexible work hours, as appropriate 

In recognition of National “Domestic Violence Awareness Month”, State Farm has held activities, programs and special projects. Previous activities have included: 

Conducting donation drives of needed items at corporate locations for the local domestic violence shelter and community action program 

Distributing desktop flyers with resource information and volunteer opportunities along with the CAEPV brochure

Insertion of feature articles on domestic violence (including statistics, warning signs and resources on how to get help) in two company publications reaching State Farm employees and agents

Displays of domestic violence posters and videos strategically placed throughout their corporate locations

Placing a link from the State Farm web site homepage to the Corporate Alliance web site

Making internal domestic violence awareness programs and policies available to employees via the company's Intranet.

(TOP)
Verizon Wireless

Verizon Wireless has made a serious corporate commitment to the issue of domestic violence.  To begin, Verizon Wireless created the Hopeline Program which focuses on putting wireless products and services to work to assist the victims of domestic violence – a “safety net” service which includes:

· Pre-programmed 911 phones

· *Hope – Connects to the National DV Hotline 

· Voicemail boxes in local shelters

· Monetary donation

· Sponsorships – The Verizon Wireless Women’s Cycling Team competes where all prize monies are donated to domestic violence causes.  The team also raises awareness for the Hopeline program.

· National and local launches of the “Phone Recycling Program” at store locations and regional facilities

· “Invest in Yourself” Programs – Members of the Human Resources Teams partner with local shelters and assist women with programs covering job search, resume writing, the interview process etc. 

Recognizing that their employees are over 50% female, Verizon Wireless also fosters internal awareness and programs for Verizon Wireless employees. The company has complete leadership and support from the highest levels – and especially CEO Denny Strigl – regarding this issue and the steps taken to assist employees.  Verizon Wireless has done the following: 

Included a statement of Workplace Violence & Threats as well as domestic violence in their Employee Code of Business Conduct –this code is reviewed at new hire orientation and every year as an employee of Verizon Wireless

To raise awareness Domestic Violence Posters were hung in all Verizon Wireless facilities – with National Domestic Violence Hotline information provided.

Full Awareness Program during Domestic Violence Awareness Month:

· Silent Witness Program 

· Clothesline Project Display 

· Speakers 

· Materials available from local shelters etc 

· EAP

The local Women’s Shelters are included in Verizon Wireless Annual Health & Benefits Fairs, where they are available to provide educational information on DV, teen dating, etc.

Most importantly, Verizon Wireless fosters an environment that allows for anyone to come forward discreetly to seek assistance – the statement in their Employee Code of Business Conduct that Domestic Violence is a workplace issue is clearly the starting point for fostering trust. 

Verizon Wireless Human Resource Professionals are educated on what they can do to assist employees who are victims – and their headquarters legal team is also there for guidance along the way.   The Human Resource role is not to advise the employee as to what they need to do, but instead to provide them with the means for them to get help from the trained professionals to keep them and their children safe through: 

· EAP – 24 hr referral service 

· Information kept on hand from the Local Women’s Shelters 

· National DV Hotline

HR professionals are also empowered to work with any special needs/requests and work with the employee on providing assistance.  For instance: 

· Change to shift or work location 

· Temporary reduction in work hours 

· Leave of absence 

· Security available to walk the employee to their car 

· Possibly assist with other work locations throughout the country in those more serious situations.  (Verizon Wireless has done this already!)

Foster Employee Volunteerism through: 

· Clothing Drives 

· Wish List Drives 

· Holiday Collections 

· Volunteering at the local shelter 

On June 27, 2002 Verizon Wireless sponsored a seminar and luncheon for Milwaukee business leaders regarding domestic violence and the workplace. The program, at the Bradley Center in Milwaukee, assessed the impact of domestic violence on the workplace and offered ways for fellow workers to recognize and respond to the problem. Denny Strigl, President and CEO for Verizon Wireless, delivered the session's feature address and presented the disturbing toll of domestic violence on a business' workforce and on the communities in which a company operates. Kim Wells, Executive Director of CAEPV, spoke on recognizing and responding to domestic violence and what companies can do within the workplace, including "take away" tools for those in attendance to use in starting a program. Other sponsors of the seminar were CAEPV, the Milwaukee Bucks and The Business Journal.

On October 15, 2002 Verizon Wireless launched its #HOPE program. By dialing #HOPE from a Verizon Wireless phone on the carrier's nationwide network, a person in need of information and resources regarding domestic violence will get an immediate connection to the National Domestic Violence Hotline (1-800-799-SAFE) and a step towards safety and independence. The call is toll and airtime free.  For more information about Verizon Wireless' domestic violence awareness efforts or to find out how to donate phones, visit www.verizonwireless.com/hopeline.        

(TOP)
