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Director of Community Relations
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• Tucson Electric Power Company
Service Territory is most of Pima County (but not tribal lands), Fort 
Huachuca, and the White Mountains in Apache County where Springerville 
Generating Station is located.

• UniSource Energy Services Gas 
Service territory is Coconino County, Mohave County, Yavapai County, 
greater Show Low in Navajo County and Santa Cruz County.

• UniSource Energy Services Electric 
most of Mohave County, most of Santa Cruz County.
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UniSource Energy Corporation is an investor owned utility serving about 
650,000 customers across six counties in Arizona and a Power Plant in the 
White Mountains.
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• Strategic Philanthropy

• Corporate Memberships

• Communications & Sponsorships
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TEP organized community-wide Make A 
Difference Day Project, raising $45,000 in 
grants to plant 1,020 trees across Tucson.
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Employee 
Volunteerism 

$791,000 
31% 

Cash 
Donations

$776,317 
30%

In-kind 
Materials

$105,000 
4%

Corporate 
Memberships

$890,000 
35%
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• CAT linked activities

• Officer driven initiatives

• Grants That Make a 
Difference
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� Links business objectives to social responsibility

• Increases brand recognition and perception

• Makes a measurable difference for community well-being

• Mitigates regulatory issues

• Fosters synergy and collaboration among nonprofits, 
businesses and governments
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Model adopted in 1990's; now considered best practice 
among Fortune 100 companies
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Yes, third party recognition of success is importan t.
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• One-third follows employee volunteers

• One quarter for Grants That Make a Difference

• Funding requests from community nonprofits exceed 
available dollars 4:1

• UNS one of only a few corporate HQ's in southern Arizona
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• Naming rights for 
Tucson Electric Park

• Support for 
University of Arizona

• Participating sponsor of 
Tucson Children's 
Museum
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Salvation Army GED Program
Tucson, AZ

• Competitive timeframe 
allows company to become 
familiar with range of 
programs serving at-risk 
persons and families. 
Committees make grants 
strategically – rather than 
first come first serve.

• Grant process also expands 
relationships for in-kind 
donations and volunteer 
involvement.

• GTMD RFP will be available 
on line May 4, 2009 @ 
tep.com & uesaz.com. 
Grants due in Tucson by 
August 17, 2009.
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A potential funder is going to look at your website.

� Does it clearly state your mission and what you are 
accomplishing to make a difference?

• Do you have active and accurate links to description of 
programs, your governance, your 990, how to donate, 
how to volunteer?

• If someone googles your agency or your service, how 
easily will they find you? Or will they find other agencies 
first?
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Primavera’s Greyhound Family Shelter
has been funded twice at $10,000 level.
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• Funders are going to go to your website, to check 
your financials, see who is on your board, what you 
are accomplishing and is it in alignment with your 
mission.

• Do your web links work? In one minute what 
impression will a funder have of your agency? 
Strategic? Innovative? Reliable? What impression 
are you giving?
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• You cannot afford an incomplete or inaccurate database, 
it is a thread that runs through your fundraising, your 
marketing, your reporting, your evaluations.

• Augment staff to update data systems with volunteers, 
work with job training or employment services to offer 
persons job training in return for reference.

• Put your data to work for you in every area of your 
agency. 
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Be brutally honest throughout the organization of best and worst case 
scenarios.

Be honest about what programs, processes cost. Newsletters are very 
expensive, what return are you really getting? Would a robust 
website, e-newsletter, quarterly postcards, volunteers phoning – any 
or all – be more cost effective.

Communicate early and often –even if it is just an email- to major 
stakeholders. Their suggestions/help needs to come at the beginning 
of the budget crunch – not after they have read the closing chapter in 
paper.



18

�
��0	���

Together we will manage 
through this economic crisis. 
There will be difficult 
decisions, there will be 
opportunity. Reach out to 
each other. 

May we all strive to do what 
is best for our community, 
with honesty, courage and 
kindness.

We look forward to working 
with you.


