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CAN

Best practices for running food or fund drives
at your business or organization

M i s s i on
The Rhode Island Community Food Bank
provides food to people in need and promotes long-term
solutions to the problem of hunger.
V i s i on
The Food Bank is an innovative leader in solving the
problem of hunger. In partnership with our member agencies,
as well as government and community leaders, we work to
ensure that no one in Rhode Island goes hungry. We envision a day
when everyone in Rhode Island has access to nutritious food through
an efficient and sustainable acquisition and distribution network.
F o r M o r e Info r ma t i on
If you have questions about how your organization can conduct
a food or fund drive to benefit the hungry, please contact:
Susan Gustaitis, Director of Acquisition
and Distribution 401-942-6325
or
Lisa Roth Blackman, Chief Philanthropy Officer
401-942-6325 • lrblackman@rifoodbank.org
V i s i t u s on l i ne
www.rifoodbank.org • www.facebook.com/RICFB
www.twitter.com/RIFoodBank
Sen d u s a l e t t e r
Rhode Island Community Food Bank
200 Niantic Avenue, Providence, Rhode Island 02907

Everybody connects to the issue of hunger.
It’s not conceptual. It’s real.
Even if you’ve never suffered from hunger,
you can understand how it feels.
Can one company make a difference?
Yes.
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Why Support the Food Bank?
The Rhode Island Community Food Bank is an essential
part of the safety net for Rhode Islanders from every background. Each month, the Food Bank provides food to more
than 63,000 people through a statewide network of food
pantries and meal sites. We distribute approximately
10 million pounds of food per year to our 169 member
agencies who serve people on the front lines of hunger.
As we work together to build a healthier future for our state,
we must remember that some people have not yet recovered
from the recession, while others are facing new economic
troubles. The long-term jobless, the working poor, lowincome seniors and people with disabilities still need our
help. When you see an adult struggling to get by, chances
are there’s a child in the home who is suffering, too.
The Food Bank is funded primarily by gifts from individuals,
corporate donations and foundation grants. It’s our job to
ensure that no Rhode Islander goes hungry, but we need
your help to get the job done.

How Will This Support My Organization?
We understand that time is precious and efficiency is critical
to the success of your organization. This booklet provides
time-tested and innovative ideas that will make the best use
of your time and increase your support of the Food Bank,
while providing the following benefits to your organization:
• Team-building opportunities
• Promotion of your organization as a good corporate citizen
• Community engagement across your footprint
• Service experiences for employees

What Will It Cost My Organization?
Effective food drives and fundraisers can be organized 		
at no monetary cost to your organization. However, many
organizations choose to provide matching funds, grants or
other resources to demonstrate the company’s commitment
to the effort. You can tailor the budget and set achievable
goals that reflect the unique capabilities of your organization.

Food Drive or Fund Drive?
The Food Bank benefits from both food drives and fund
drives. Some organizations choose projects which incorporate
both strategies.
F oo d D r i ve s
Food drives provide a hands-on experience of giving and
a visual cue of how much food is being collected. Our mostneeded items include:
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Peanut butter
Tuna
Canned and dried beans
Canned chili, soups and stews
Nutritious breakfast cereals
Whole wheat pasta
Brown rice
Boxed macaroni and cheese
Granola bars, cheese and cracker packages
Canned fruits and vegetables
Dried fruit
Tomato sauce
Jams and jelly
Extra virgin olive oil

W ha t abo u t P e r i s hab l e F oo d s ?
While the Food Bank does distribute perishable foods like
fresh produce, dairy and meats, we don’t accept them through
food drives because of the strict food safety issues associated
with these products. Currently, the Food Bank distributes
about 2.5 million pounds of fresh produce every year.

Fund Drives
Fundraisers are an increasingly popular way to support
the Food Bank. Your charitable gifts enable us to acquire
healthy food in large quantities from food manufacturers,
distributors and growers. Financial gifts help cover the
cost of freight for donated food and enable us to purchase
most-needed items at wholesale so that we keep a continuous supply of food available to those in need throughout
the year.
In some cases, organizations find it easier to collect funds
from staff and customers because participants don’t need
to take the extra steps of visiting the grocery store and
bringing food into the workplace. When participants
know they are stretching their dollar further by making 		
a financial gift, many prefer this option.
Charitable funds allow the Food Bank to acquire the
healthiest food at the lowest price and replenish our stock
strategically. They also increase our ability to provide
fresh produce and other perishable foods which are not
supplied through food drives.

Tips for Running an Effective
Food or Fund Drive
• Focus on specific, healthy foods (such as peanut butter,
healthy proteins, whole grain foods or kid-friendly foods).
• Set specific goals to achieve within a defined timeframe,
with periodic updates to participants.
• Offer healthy competition among departments, teams
or branches (make sure it’s equally possible for each team
to win, giving consideration to team size, location, etc.).
• Establish leadership roles for individuals who will
champion the drive.
• Educate and motivate employees (for example, a
presentation from the Food Bank’s Speakers’ Bureau).
• Include customers or vendors where appropriate.
• Recognize the efforts of individuals involved and
the company as a whole.
• Offer a match from the company to inspire participation.
• Establish an annual tradition that builds momentum
each year.
A Special Note to Food Production
and Distribution Companies
As a food-related business, your organization may have
unique opportunities to support the Food Bank through
donation of food you produce/distribute or fund drives
that are converted into wholesale purchases of food. The
benefits to your organization may include tax deductions,
cost containment, inventory control, reduced food waste
and positive publicity for your company.

Resources Provided by the Food Bank
The Food Bank can support you in many ways as 		
you plan and implement your food or fund drive project.
Free resources include:
• Meeting with a Food Bank representative to help
you develop your project
• Posters for food or fund drives and/or digital posters
that can be tailored to your organization
• Use of the Food Bank’s logo for your materials,
upon approval of your concept by the Food Bank
• Collection boxes
• Presentation by our Speakers’ Bureau at your
work place
• Tour of the Food Bank for your employees 		
(group size limited to 20 people per tour)
• Printed fact sheets, newsletters, etc.
• Support on social media for drives that include 		
a public participation component
• Recognition at the conclusion of your drive in social
media or other forms of publicity, as appropriate
• Certificate of Recognition for your organization

Resources Provided by Your Organization
A food or fund drive should be an enhancement to your
workplace—an opportunity to build your team and generate
good will among your employees and customers. It’s better
to set and achieve realistic goals than it is to set a sky-high
goal or no goal at all.
Here are the minimum resources your organization should
be prepared to provide:
• Food or fund drive coordinator(s), responsible for defining
the project, communicating to stakeholders, providing
benchmarks and final reporting
• Transportation of empty collection bins to your workplace
and return of bins and donated food to the Food Bank
– Food drives exceeding 2,500 pounds are eligible for pick
up by the Food Bank. The average cost of pick up by the
Food Bank is $100. We appreciate it when you deliver
and consider it an additional contribution.
– Depending on the size of your food drive, you may
wish to deliver it to a member agency of the Food Bank
near your business rather than the Food Bank. For a
list of our member agencies, visit our website at
www.rifoodbank.org/getfood.
• Highly visible location(s) for collection bins, posters
and other materials to promote the drive
• Support and participation of senior management
• Matching funds or incentives for participation where
appropriate

Getting Started
The Food Bank staff is happy to help you develop a food 		
or fund drive plan that works for your organization. Here are
some simple steps to get you started.
1.

Consider whether you wish to run a food drive, a fund drive
or a combination of both.

2. If your drive involves a special event or public promotion,
complete the Special Event form on the next page.
3. Contact the Food Bank for advice and support. (See contact
information on the inside cover page.)
4. Ensure you have company buy-in at the highest level. Obtain
all necessary permissions.
5. Determine what type of publicity you will need for your drive.
Will it be internal only, or will you include outreach to customers,
the public or other audiences? Do you wish to use the Food
Bank’s logo?
6. Create a plan for motivating your team. Would it be helpful
to have a speaker from the Food Bank visit your organization?
Would you like to arrange a tour of the Food Bank for
members of your staff?
7.

Determine what supplies you will need for your drive. The
Food Bank can provide collection bins, posters, fact sheets
and other supplies.

8. Establish a timeline and goal for your drive.
9. Recruit a team to assist you.
10. Create a plan to promote the drive, provide reminders and
congratulate participants at the conclusion of the drive.
11. Document your plan and track results so that you can build
on your success next year.

Special Event/Community Promotion
Agreement Form
Today’s Date ______________________________________________________________
Business/Org. Name _______________________________________________________
Contact Name ____________________________________________________________
Contact Title _____________________________________________________________
Mailing Address ___________________________________________________________
City/State/Zip ____________________________________________________________
Ph _________________________________ Fax _________________________________
Email ____________________________________________________________________
Proposed Date(s) of Event/Promotion _________________________________________
Description of Event/Promotion ______________________________________________
________________________________________________________________________
Resources requested from RICFB (please check all that apply):
_____ Staff representation

Other/Describe ______________________________

_____ Volunteers ( #_______ )

__________________________________________

_____ Use of logo*
_____ Info materials
_____ Media Outreach
_____ Web promotion

__________________________________________
___________________________________________
__________________________________________

* The Food Bank must approve any use of its name or logo in signage, advertising or other
materials related to the promotion.

Publicity/advertising plan ___________________________________________________
_______________________________________________________________________
How will RICFB be represented in publicity/advertising? ____________________________
________________________________________________________________________
The Food Bank reserves the right to review each request in order to determine
the amount of resources that may be provided.
Estimated financial benefit to RICFB
Anticipated gross revenue (e.g. , percent ticket/product sales) ______________________
Expenses (please fill in all that are applicable)
Expense Type ________________________________

Amount ________________

Expense Type ________________________________

Amount ________________

Expense Type ________________________________

Amount ________________

Total Expenses

________________

Total anticipated net proceeds to the RICFB

________________

Additional Notes __________________________________________________________
_______________________________________________________________________
________________________________________________________________________
Both parties agree to represent the other party in a responsible manner and present marketing and
advertising to the other party for review prior to printing and distribution.
Both parties understand the proportion of revenue benefiting the RICFB and agree to publicly disclose
this information in a responsible and accurate manner.
If there is additional relevant information, please attach it with this documentation and submit to
RICFB (address below). A RICFB representative will contact you with any concerns/questions and pending approval will also sign this form and return a copy to you.

___________________________________ _____________________________________
Participating Organization/Donor
RICFB Representative
___________________________________ _____________________________________
Date
			
Date
Rhode Island Community Food Bank
200 Niantic Avenue, Providence, RI 02907
Ph: 401-942-6325 • Fax: 401-942-2328 • www.rifoodbank.org
Tax ID: 05-0395601

Smart Drives by Smart Organizations
At the Food Bank, we are privileged to partner with many
generous organizations that support our work through food
and fund drives. We are regularly impressed by the creative
and effective strategies used by companies of every size,
from large corporations to one-person shops.
Every organization is different, and the key is finding an
idea that suits your particular culture. In a retail store, you
might consider drives that involve customer participation,
register donations or giving a percentage of sales from a
particular time period. In an office environment, you might
prefer dress-down days, team competitions or a company
match.
Here are a few case studies of effective drives by local
businesses that have caught our attention recently, and
the good ideas they put into practice.

C ase

S tud y

Regency Cigar Strikes Up the
Spirit of Competition
Every year, Regency Cigar Emporium holds a food drive that stirs up some pretty heated
competition among their extremely loyal customer base. In a single week, they collected
more than 8,000 pounds of food by offering cigars of increasing value for higher levels 		
of giving. To keep the focus on healthy food, they instituted a good-humored “no
ramen rule.”
When one customer brought in 600 jars of tomato sauce, another customer brought 		
in 600 boxes of pasta. Things got pretty exciting. They ended up with so much food in
their shop that they had to enlist the help of their next door neighbor, Security
Cleansers, to store the food.
When it came time to deliver the food, they realized they didn’t have a big enough truck,
so they asked for a pick up from the Food Bank. Recognizing that this presented an extra
cost to the Food Bank, the store donated $100 to cover the cost of transportation.
GOOD IDEAS
•

They involved their
customer base.

•

They encouraged friendly
competition.

•

They offered incentives
for higher levels of giving.

•

They set a time limit on
the drive.

•

They used humor and
creativity to spur participation.

•

They asked a neighboring
business to get involved.

C ase
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Blue Cross & Blue Shield of RI Hosts
the Gobble Games
The employees at Blue Cross & Blue Shield of RI created a competition which pitted one
floor against the other during a Thanksgiving food drive. The company sweetened the
pot by making a healthy financial contribution. Each floor was asked to collect a particular
item in a Thanksgiving meal, like canned vegetables or stuffing. Employees had the
option of donating cash instead of food, which counted toward the total.
Things got a little out of control as floor after floor exceeded their goals by as much 		
as 400%! They collected 4,700 items of food, and Blue Cross & Blue Shield of RI dropped
off the food along with a check for more than $5,000 to help the Food Bank acquire
more healthy food.
GOOD IDEAS
•

They challenged each floor to collect a particular type of food and assigned two
captains to each floor: one employee volunteer ambassador and one member
of the Executive team (including the CEO).

•

They communicated regularly with employees, providing benchmarks toward success.

•

They offered a reward for the winning floor (a catered breakfast).

•

The company supported the drive with a significant financial donation.

•

They provided lots of positive feedback to all participants.

•

They shared their story with the press.

C ase

S tud y

Clements’ Marketplace Leverages
Employee Giving Program
Clements’ Marketplace
in Portsmouth wanted
to find a way to use
their buying power as a
grocery store to leverage
the giving power of
their employees.
Clements’ offered 		
employees an optional
payroll deduction of as
little as 25 cents per pay
period, which was deposited into a fund for the
Food Bank. The company
used the donations to
purchase most-needed
items for the Food Bank
at wholesale.
The result: 15,455 pounds
of food—far more than
the contributions would
have purchased at retail.
GOOD IDEAS
•

They empowered employees and helped them leverage their contributions.

•

They worked closely with the Food Bank to determine the most-needed items.

•

They used their wholesale buying power to get the best prices on healthy food.

•

They shared their story with the press and got national-level publicity!

C ase
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Regan Heating Donates
10% of New Customer Sales
In the month of November, when temperatures are dropping, Regan Heating and Air
Conditioning offers a heart-warming incentive to new customers. They donate 10% of the
profits from every new sale in November to the Food Bank. And they don’t do it quietly—
they promote it with radio advertising and other forms of publicity. That 10% adds up! 		
For the last few years, they’ve donated more than $3,500 per year from this promotion
while encouraging new people to join their loyal customer base.
GOOD IDEAS
•

They donate a percent of sales from a specific promotion.

•

They promote the offer through an advertising campaign.

•

They hold the campaign at peak season for their business.

•

They use the campaign to build their customer base while supporting the Food Bank.

•

They have made the campaign an annual tradition.

Thank you for supporting the
Rhode Island Community Food Bank.
We couldn’t do our work without you.
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