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Abstract 

Wausau Insurance Companies is the largest employer in Wausau, Wisconsin, 

with approximately 3,000 employees in four individual locations in the city. 

Wausau's roots date back to 1911 and the social reform that swept the country at the 

tum of the century. A group of Wausau businessmen, primarily lumbermen, agreed 

to organize a mutual insurance company in response to Wisconsin's recently passed 

first constitutionally acceptable workers compensation law. On September 1, 1911, 

when this new law went into effect, Employers Mutual Liability Insurance Company 

of Wisconsin (Wausau Insurance Companies) wrote its first policy, a policy still in 

force today, 85 years later. 

This thesis, which will partially satisfy the requirements of the Master's in 

Communication degree at the University of Wisconsin--Stevens Point, will describe 

the foundations of corporate philanthropy at Wausau Insurance Companies, trace the 

history of the company's philanthropic activities, place the company in perspective 

with other property/casualty insurers as well as with corporate philanthropic giving in 

the U. S. as a whole, and specifically examine current philanthropic activities at 

Wausau Insurance Companies, using the framework of qualitative case study research 

to demonstrate corporate philanthropy as a strong method of communication. 
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Chapter I 

Philanthropy has been an important part of society for thousands of years. 

Almost 6,000 years ago, the ancient Egyptians, in the Book of the Dead, recorded of 

a good man that "He gave bread to the hungry, water to the thirsty, raiment to the 

naked; he gave a boat to a man who had none. "1 Aristotle wrestled with the 

dilemmas involved in philanthropy when he said, "To give money is an easy matter 

and in any man's power. But to decide to whom to give and how much and when 

and for what purpose and how, is neither in every man's power---nor an easy 

matter. "2 

1Faulkner, Dr. Raymond, trans. 1972, The Egyptian Book of the Dead: The Book 
of Going Forth by Day: Being the Papyrus of Ani (Royal Scribe of the Divine 
Offerings), rev. ed., Eva Von Dassow, ed., (San Francisco: Chronicle Books, 1994), 
125 (The Theban Recension), Pl. 31, "Address to the God of the Hall of Justice," 
116. 

Note: Egyptian biographies contained fulsome praise of the dead and 
proclaimed their charitable deeds on behalf of the poor and weak. Underlying all 
such protestations of virtue was a strong and consistent belief that people would be 
judged after death according to their deeds in this life (Faulkner, 153, "The Judgment 
of the Dead"). 

2Aristotle, Nicomachean Ethics, Introduction to Aristotle, ed. Richard McKean, The 
Modem Library (New York: Random House, 1947), IV. 1., 1120: 23-29. 



Whether to participate in philanthropy anonymously or publicly has also been a 

challenging philosophical debate for centuries. " ... when you give to the needy, do 

not announce it with trumpets," advises the Bible in Matt. 6:2.3 And Moses 

Maimonides, the 12th century philosopher who wrote about philanthropy, said 

"Giving is most blessed and most acceptable when the donor remains completely 

anonymous. "4 

Understandably, there was no need then to distinguish between private and 

public philanthropy. "But while giving quietly works fine for direct, personal charity, 

the cloak of anonymity doesn't fit well on professional, tax-exempt, organized 

philanthropy," according to Jody Curtis, writing in the publication of the Council on 

Foundations. 5 

In a report on corporate philanthropy by the Investor Responsibility Research 

Center, Kenneth Bertsch wrote: 

Over the last century, business philanthropy has played a special role in 

the evolution of corporate social responsibility in the United States. 

The notion that powerful and wealthy individuals and institutions had a 

responsibility to promote the common good by sharing a portion of 

their wealth provided a tenuous bridge between paternalistic pre-

3The New English Bible. New Testament, (Oxford and Cambridge: Oxford UP, 
Cambridge UP, 1961), 10. 

4Moses Maimonides, Ethical Writings of Maimonides, (New York: New York 
UP, 1949), 133. 

5Jody Curtis, executive editor, "At Issue," Foundation News & Commenta.zy. 
January/February 1995. 



Calvinist ideas of the appropriate social hierarchy and the capitalist 

outlook of the industrial age, which stressed that unbridled pursuit of 

self-interested goals produced the greatest good for society and that 

rewards accrued to those who earned them. 6 

Keith Davis and Robert Blomstrom defined corporate social responsibility as 

" ... the obligation of decision makers to take actions which protect and improve the 

welfare of society as a whole along with their own interests. "7 

The purpose of this research is to provide a descriptive, interpretive case study 

account of one small, Midwestern city's largest, and one of its oldest, employers, as 

it relates to the corporate philanthropic aspect of good corporate citizenship, and as it 

relates this to philanthropy as communication. 

Wausau Insurance Companies is the largest employer in Wausau, Wisconsin, 

with approximately 2,800 of its total 6,000 employees based in four individual 

locations in the city. Wausau's roots date back to 1911 and the social reform that 

swept the country at the tum of the century. A group of Wausau businessmen, 

primarily lumbermen, agreed to organize a mutual insurance company in response to 

Wisconsin's recently passed first constitutionally acceptable workers compensation 

law. On September 1, 1911, when this new law took effect, Employers Mutual 

6Kenneth A. Bertsch, Comorate Philanthro,py, (\Vashington: Investor 
Responsibility Research Center, 1982), 1. 

'Keith Davis and Robert L. Blomstrom, Business and Society: Environment and 
Responsibility. 3rd ed. (New York: McGraw-Hill, 1975), 39. 
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Liability Insurance Company of Wisconsin (Wausau Insurance Companies) wrote its 

first policy, a policy still in force today, 84 years later. 

In those 84 years, the company has come far from those early, uncertain days. 

Today, the company is not only the largest employer in the city; it has an excellent 

reputation as a good corporate citizen. It is not necessary to take only the word of 

this author as a current employee of Wausau Insurance Companies and a corporate 

contributions program insider, however. 

In the mid-1950s, the company included in its advertising after its name 

Employers Mutuals of Wausau, the script type line "Good people to do business 

with," a phrase that is still heard today in Wausau, as well as many other parts of the 

country. (The name Employers Mutuals became Wausau Insurance Companies in 

1979.) 

Although the phrase was not used in the earlier days, the company was "Good 

people to do business with" from the beginning. "'Good people to do business with'" 

was not a line we or the J. Walter Thompson people invented," says Bob Gunderson, 

a former head of Wausau's advertising for 40 years. "It came from an actual letter 

written by a policyholder (in the 1950s) to our Minneapolis office thanking them for 

claim service recently received. He wrote: 'I have always found Employers Mutuals 

people to be good people to do business with.' 118 

In a Wausau Insurance advertisement in Gunderson's book, Chica~o Daily 

8Robert W. Gunderson, The Wausau Stmy (Wausau: EMPLOYERS 
INSURANCE OF WAUSAU A Mutual Company, one of the Wausau Insurance 
Companies, 1992), 29. 
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~ business columnist Phil Hanna wrote: 

I heard one story that gave me a good slant on Employers Mutuals. It 

seems that the Company's Board Chairman, Mr. H.J. Hagge, had a 

birthday some time back. The high school band went over in a body 

and played "Happy Birthday to You" under his window. That means to 

me that Mr. Hagge must be a good person to know. And it means that 

this Company he has headed for many years must be a good one to do 

business with. 9 

Community leaders and executives, the scores of non-profit organizations in 

the area, schools, health entities, arts and civic groups, even community youth sports 

teams, approach Wausau Insurance with a wide variety of contribution requests, 

knowing they will be given a fair hearing, and in the majority of cases, will be 

granted what they seek. All because in Wausau and the surrounding area, Wausau 

Insurance Companies has the culture, image, the values, hence, the reputation, of 

being a highly regarded, model corporate citizen---"good people to do business with." 

This researcher knew well the company's reputation long before a professional 

offer of employment was extended in 1979. Word-of-mouth communication travels 

fast and far in a Midwestern city with 38,000 residents and a metropolitan population 

approaching 90,000. If any re-enforcement was needed, there were the advertising 

spots on the CBS network's popular "60 Minutes" every Sunday. 

Joining the company's communications function brought the culture, image, 

9Gunderson, 26. 
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values, and reputation even closer, for public relations was a part of that function. 

When this author was promoted to a public relations position in 1992 that included 

responsibilities for day-to-day management of the $1 + million corporate contributions 

program, Wausau's culture, image, values, and reputation became crystal clear. But 

so did many questions. Uppermost were the "how" and "why" an organization like 

Wausau Insurance achieved the reputation and image it had---what made Wausau 

Insurance so special; what were the elements that comprised the company's culture 

and value system; was any one person initially responsible; how was the legacy and 

philosophy formulated, then handed down over the decades. 

Then, with the 1985 affiliation of Wausau Insurance Companies with 

Natio~wide Insurance of Columbus, Ohio, one of the country's largest insurance 

companies, there were other questions. The affiliation came at the darkest time in 

Wausau Insurance Companies' 74-year history. Years of severe underwriting losses 

in the insurance industry, acquisitions outside the company's core business, and 

millions yet to be paid from the 1974 malpractice coverage era, all led to a life

threatening crisis, the outcome of which would determine whether Wausau would 

forever close its doors for business. 

The questions this time concerned the very existence of Wausau Insurance 

Companies. What effect would this affiliation, this "marriage made in heaven" as 

Nationwide called it, have on Wausau Insurance Companies, a Wausau institution for 

more than seven decades? Would Wausau's image, reputation, values, culture, and 

good corporate citizenship continue, or would Wausau Insurance as everyone knew it, 

6 



disappear? 

The questions demanded answers, and pointed to a search, a search that 

culminated in the subject being chosen as this researcher's thesis topic. The purpose, 

then, of thjs thesis will be to present a case study which will examine the company's 

history, philosophy, reputation, culture, image, and values, as well as its philosophy 

of, and efforts in, corporate philanthropy in an effort to determine how and why 

Wausau Insurance Companies has achieved the reputation it has. 

This study will benefit this researcher in the day-to-day management and 

evaluation of Wausau's corporate contributions program, but will also add to the 

historical richness of not only the company, but the city of Wausau as well, filling a 

gap which now exists in the company archives as well as community archives at the 

Marathon County Historical Society Museum and the Marathon County Public 

Library, both also located in Wausau, Wisconsin, and the Wisconsin Historical 

Society in Madison, Wisconsin. 

On a much larger scale, this case study will fill a gap in the literature of 

business and philanthropy. It will answer a need for research in the area of specific 

case studies of business entities dealing with good corporate citizenship, including 

corporate culture, image, values, and reputation, but with its primary focus on 

corporate philanthropy and the role it plays in good corporate citizenship. Further, 

this thesis will address philanthropy as communication to the extent that, in the words 

of Thomas Garbett: 

.... philanthropy itself is not just a powerful way to communicate, but it 
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is a major component in building a corporate culture. The decision 

whether to engage in philanthropy, and to what extent and in what 

form, will have an important effect on the fundamental personality of 

the corporation and how it is perceived by its employees, customers, 

stockholders, and the community.• 1° 

The research this proposal calls for will present an overview of philanthropy in 

the United States, describing the history of and philosophy behind corporate 

philanthropy in this country; trace the history of the company's philanthropic 

philosophy and activities, focusing on the foundations of corporate philanthropy at 

Employers Mutual Liability Company as shaped by its first fulltime president, Hans J. 

Hagge; explain the relationship between these activities and the company's corporate 

culture, image, values, and reputation, and the message these activities send, from the 

company's founding in 1911 over the next 74 years until Wausau Insurance affiliated 

with the Nationwide Insurance Enterprise in November 1985. 

This work will place the company in perspective with other property/casualty 

insurers, insurers overall, as well as with overall corporate philanthropic giving in the 

U.S. The philanthropic environment, specifically philosophy and activities, at Wausau 

Insurance Companies since the affiliation with the Nationwide Insurance Enterprise in 

1985, will also be examined. 

1°Thomas Garbett, How to Build a Corporation's Identity and Project its Image 
(Lexington: Lexington Books, 1988), 115. 
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Literature Review 

"If the artist does not perfect a new vision in his process of doing, he acts 

mechanically and repeats some old model fixed like a blue print in his mind. "11 

This process of doing, this study which is underway, will work toward that 

"new vision" in the realm of corporate philanthropy, specifically as it relates to 

philanthropy as communication, and in doing so, addressing the roles corporate 

culture, image, values, and reputation play in the process. 

To begin, the backdrop of public relations, in which the field of corporate 

philanthropy is generally found, must be examined. "In recent years, management 

has demanded greater accountability from public relations in terms of its contribution 

to the bottom line," according to Nicholas J. Tortorello and Ed Dowgiallo in the 

November 1990 issue of Public Relations Journal. "Some firms have responded to 

the increasing pressure to document the contribution of their programs by developing 

formal evaluation models. Others continue to rely on the traditional clip books and 

stacks of video placements to report program results to clients. Others simply hope 

the subject never comes up at all. 

"Tighter budgets now make it almost certain that the unique contributions of 

public relations to the marketing mix will come under even greater scrutiny. A 

practitioner without an articulate response to the evaluation question is at a decided 

disadvantage." 

Management may demand greater accountability, but accountability is not 

11John Dewey, Art as E:x;perience (New York: Minton, Balch, 1934), 50. 
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something public relations practitioners typically respond to well. According to a 

survey by Ketchum Public Relations discussed in the November 1988 issue of Public 

Relations Journal, "Although three out of four public relations professionals agree 

that researc_h is a necessary part of the public relations process, public relations 

research and measurement is still mostly informal, unscientific, and rarely done. 

"While 93 percent of the respondents say that research is important, most 

agree that, in reality, public relations research· 'is still talked about much more than it 

is done.'" 

Many authors target public relations practitioners to conduct research and 

evaluation. According to a study by Larry R. Judd, an associate professor in the 

School of Communication at the University of Houston, cited in the Winter 1990 

issue of Public Relations Review, "A number of reasons are offered to justify the need 

for research and evaluation. These include (1) the need of clients and companies to 

be aware of critical issues and to have accurate information on how they stand in the 

eyes of important publics, (2) concern by management that public relations should be 

accountable and provide measurable results, (3) the belief that research and evaluation 

are prerequisites for public relations to be included in the circles of upper 

management, and (4) to develop a knowledge base as a foundation for professional 

status." 

Judd asserts that "despite the reported belief in the importance of social 

science, public relations practitioners have been accused of endorsing but not 

conducting formal research and evaluation." He says that "there is specific evidence 

10 



that statements about the importance of research may not be related to the practice of 

research," and further cites a report by Hiebert and Devine that found "approximately 

85 percent of the respondents thought evaluation of the public information function 

was either an important or very important activity." 

If public relations practitioners believe research is important and should be 

conducted, why don't public relations people conduct more research? According to 

Walter K. Lindenmann, in the Summer 1990 issue of Public Relations Review, 

"Although a growing number of corporate, association and non-profit organization 

public relations executives said they are now allocating funds for research as part of 

their overall PR budgets, many respondents complained that a lack of money was the 

prime reason that they were not carrying out as many studies as they wished they 

could." 

As one public relations executive said in the article, "For research to play a 

more significant role in the planning and evaluation of PR programs, the cost will 

have to come down significantly. Today the cost of PR research-generated 

information frequently is greater than its value. Many times, the cost of research 

exceeds the entire budget for a project. Lindenmann suggests that the solution to this 

dilemma "may_ lie in simply recognizing that research is important and specifically 

allocating funds for research as part of the annual public relations budget." 

Tortorello and Dowgiallo support this view. "Many of the micro-level 

techniques are well within the range of typical program budgets. Though beyond 

many public relations budgets, macro-level evaluation can sometimes be done in 

11 



conjunction with the client's own marketing research program." 

Tortorello and Dowgiallo suggest that "The public relations industry currently 

has the tools for objective, unbiased assessment of programs. Within even modest 

budgets, practitioners can gain insights into program effectiveness, provide clients 

with documentation of their contribution and enrich program fine-tuning and 

planning." 

Companies overall are demanding more and more accountability; this is 

nothing new, but the insurance industry has been in an even tighter mode of operation 

as far as accountability is concerned. Even though some insurers are reporting 

modest profits (Wausau Insurance is one), the overall insurance industry picture is 

anything but rosy. The industry moved into 1996 with the knowledge that only more 

aggressive competition, looming environmental and asbestos liabilities, unstable 

workers compensation rates, the continuing health care situation, and the more recent 

demands of re-engineering would continue to shape the marketplace, meaning more 

hard work and the challenges of the last several years would remain. 

This being the scenario, public relations practitioners at insurance companies 

will regularly be required to prove to management that their companies are getting the 

highest rate of return for their investment dollars when it comes to public relations 

programs. Public relations accountability means research, but with money in less 

supply, perhaps the only solution for public relations professionals is to do what they 

can, even on a small scale. 

12 



Categories of Research 

A review of current literature produced the following categories of study: 

definition of the field (what corporate philanthropy is and what it entails); philosophy 

(why corporations make corporate contributions, what the field should cover, and 

what corporate contributions should accomplish); examples of corporate philanthropic 

programs in action; data on corporate giving across the country; trends corporate 

contributions have followed over the years to date; reactions to corporate contribution 

programs from various audiences; evaluation of public relations corporate contribution 

programs; financial and empirical perspectives of corporate philanthropy; and 

predictions and recommendations for the future (what corporate contributions 

programs should and will look like, what these programs should be doing that they 

currently are not, and what they are doing that they should eliminate). 

In recent years, corporate thinking about the role of contributions, both those 

eligible for tax deduction as charitable gifts and others taken as business expenses but 

directed to similar purposes, has been changing, Troy reported. Today, contributions 

are viewed less as a form of classic philanthropy and more as an aspect of corporate 

investment. Corporations must, as a matter of central reality, be able to explain and 

justify to a wide variety of "stakeholders" all allocations of resources in terms of the 

objectives, purposes, behavior, and profitability of the enterprise.12 

Corporations engage in philanthropy to aid the communities in which they are 

located, and to aid society at large, but there is also an element of self-interest 

12Kathryn Troy, Managing Corporate Contributions, A Research Re.port from the 
Conference Board (New York: The Conference Board, 1980), 1. 
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involved. This is evident in each of the following Statements of Corporate 

Contributions Policy from Anderson Clayton, Allied Chemical, American Cyanamid, 

and Conte! of Virginia. 

"As a good neighbor in numerous communities, Anderson Clayton gives 

financial and other support to many charitable, welfare, and civic organiz.ations and to 

activities working for economic and scientific progress. The company's contributions 

are related to profit, to the extent of the company's "obligation" to the community 

and to the extent such support benefits employees, builds goodwill or improves the 

business climate. "13 

"Allied Chemical has for many years carried out a program of financial 

contributions to various charitable, community, and educational activities. On the 

local level, these funds go to recognized organiz.ations working in the communities 

where its plants are situated and its employees work and live. Nationally, the 

company's grants are concentrated in the educational area, where the corporation has 

a responsibility to assist colleges and universities on which it depends for its future 

engineers, scientists, and professional managers. "14 

"Since contributions from American Cyanamid to philanthropic or other 

qualified organiz.ations represent a distribution of assets being managed for 

stockholders, the company believes the only theory upon which they can be justified 

13Statements of Corporate Contributions Policy, Public Relations Society of 
America archives, New York, four undated policies: Anderson Clayton, Allied 
Chemical, American Cyanamid; and a January 1989 policy of Conte! of Virginia. 

14Statements, Allied Chemical. 
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is that such contributions will benefit Cyanamid directly or indirectly. "15 

"Contel of Virginia believes company contributions must enhance public 

goodwill or improve the overall business climate in which the company operates. 

Contel's primary obligations are in those communities which are in Contel's service 

territory. In determining the amounts to be contributed, local obligations are based on 

the relative size of Contel operations in the community, in comparison to other 

businesses. "16 

The real strength of corporate philanthropy lies in increasing the effectiveness 

of individual efforts, defining strategies for public action that promote the common 

good, · according to Corkery, not just increasing the level of dollars contributed. 17 

While corporate giving is at an all-time high overall, the level of contributions 

has slowed in recent years. "Although corporate contributions to charitable and 

philanthropic organizations rose to a record $5.6 billion in 1989," according to 

Miller, "the increase was only 3. 7 percent from 1988---the second consecutive year 

that growth was markedly slower than the double-digit boosts of the mid-1980s. "18 

Miller also reported that " ... for the second straight year, firms' contributions 

failed to keep up with either inflation (which was 4.8 percent) or the climb in the cost 

of services provided by nonprofit organizations (also 4.8 percent). And for the third 

15Statements, American Cyanamid. 

16Statements, Contel of Virginia. 

17P. J. Corkery, "What's in it for Me?," Business Month, Nov. 1989, 47. 

18William H. Miller, "Those Stingy American Companies," Industry Week, Jan. 21, 
1991, 48. 

15 



year in a row, contributions as a percentage of pretax profits (1.82 percent) fell short 

of the 2 percent target advocated by many groups, including President Reagan's 

heralded Task Force on Private Sector initiatives, as long ago as 1982.19 

Despite these less-than-desirable results, corporate public service is alive and 

well, Miller said. Companies' dollar giving has more than kept pace with pretax 

profits, but more important, there's been a mushrooming of noncash contributions. 

As never before, firms are encouraging volunteerism among all levels of employees, 

donating equipment and space, and loaning executives and providing low-interest 

loans to charitable groups. 

Miller said the real measure of corporate philanthropy is a corporation's larger 

social responsibility, the impact it makes on society. "Social responsibility began to 

be a part of corporate strategy as companies began linking their social initiatives to 

their business plans. "20 

According to Kurtzman, "This means that a company puts in place a 

management system that allows the person in charge of contributions or corporate 

social policy, to be in close consultation with the heads of the company's other 

operating units and divisions. This person talks with the heads of human resources, 

marketing, research and development, new product development, and so on. This 

individual sits with the human resources director and asks what he or she is trying to 

achieve for the company. Out of this comes a philosophy and a vision, a dynamic, 

19Miller, 48. 

2°Miller, 48. 
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and ideas emerge about how the company's social policy can assist the company's 

business strategy. "21 

Kurtzman said, "In practice, the human resources person, for example, might 

say the company needs to attract higher quality recruits from the nation's top business 

or engineering schools. The person directing the contributions program may then 

strengthen the company's contributions to those schools that the human resources 

people want to target. At some schools, becoming a major donor means that a 

company can get the first crack at seeing students' resumes. At the same time, if a 

company makes product donations to the school--computers, for instance---then the 

image of the company goes up as the students use the company's products.22 

"This process should not be a one-way street, with philanthropy just there to 

support the company's recruitment efforts," Kurtzman said. "That is why there must 

be a dynamic so that when the person in charge of corporate contributions and the 

head of another division sit down, they will create some synergy. "23 

As social responsibility in all its forms figures to become more important in 

corporations and take its place as part of corporate strategy, the integrated social 

vision as discussed by Miller will emerge. 

"In recent decades corporate social initiatives have been a patchwork. They 

have not added up to an integrated social vision, but that's changing. Increasingly, 

21Joel Kurtzman, "Philanthropy as a Business Tactic .... ," New York Times, Dec. 
30, 1990. 

22Kurtzman. 

23Kurtzman. 
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companies are linking their social initiatives to their business plans. "24 

Miller reported there is yet another indication of this. "Under various names, 

social responsibility is now a part of the curriculum in many business schools. That 

stamps it as a real subject in the science of management. It also helps ensure that 

corporate social responsibility, even if the cynics are correct that it is ailing, will 

continue. 25 

Corporate social responsibility, the umbrella term under which corporate 

philanthropy is often placed, has not been a subject of great interest in academic 

investigations. This researcher found that while studies were available, they certainly 

were not in great supply. The studies which were found can be categorized in one of 

the following areas: broad view perspective of corporate philanthropy; attitudes of 

institutional shareholders, individual shareholders, and corporate philanthropy 

executives; financial analysis into the nature of corporate giving; the management of 

corporate giving; the role of evaluation in philanthropic decision making; empirical 

assessment of the underlying factors among small business organizations; corporate 

image and the public; and the relationship between internal values and public image. 

Only one, however, examined any organization's behavior in the area of corporate 

philanthropy in depth, making the study being proposed here of value in filling that 

void. 

In his "The Rhetoric of Corporate Citizenship," John Llewellyn used content 

24Miller, 53. 

25Miller, 53. 
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analysis of annual reports and employee newsletters to look at two corporations, Ball 

Corporation and Eli Lilly and Company, to determine the ways businesses construct 

images of citizenship. Llewellyn's premise is that "In societies with capitalist 

economies, industrial corporations must legitimate their actions resulting in the 

inequitable distribution of wealth. As a consequence, firms actively promote images 

of themselves as good corporate citizens in order to enhance their legitimacy. "26 

Llewellyn further suggests that "corporate citizenship claims are more than legitimacy 

devices. They can give the careful critic significant insights into the theology of the 

corporation and power of seemingly banal messages. "r, He concludes that "Scholars 

have often decried the very existence of the field of public relations .... [but that] The 

more useful scholarly attitude toward public relations is the one suggested by this 

study, which treats public relations practices--including corporate citizenship--as 

legitimation strategies which illuminate cultural beliefs for good, for ill, and for an 

almost constant mixture of the two. "28 

Llewellyn's discussion of Ball's small-town values, management philosophy, 

and work ethic could have been describing Wausau Insurance Companies. On the 

other hand, when Llewellyn discussed Lilly's belief that "For Lilly, the corporation is 

many things: a legal entity, a complex machine, and 'big business.' But the firm 

believes that it can be all of these things and still be 'a humane, public-service-

26John T. Llewellyn, "The Rhetoric of Corporate Citizenship," diss., U of Texas at 
Austin, 1990, vi. 

TIJb"d •• 1 , vu. 

28lbid, 201. 
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motivated, public-spirited organiz.ation, '"29 again, he could have been discussing 

Wausau Insurance Companies. 

Maddox presents a theoretical model for corporate contributions; her results 

provide evidence of the factors influencing corporate funding of the philanthropic not

for-profit sector. "Corporate executives are motivated to make corporate 

contributions," Maddox states, "when they perceive resulting benefits to the firm, 

which they value. In this model, contributions enhance profits and the company's 

public image in the community. "30 Maddox also illustrates how contributions 

provide these benefits, and why corporations contribute. 

Corporate contributions also tend to satisfy the responsibility that these same 

executives feel toward their community. "As long as the obligation is unmet, then the 

public image of the firm is lowered," Maddox states, "Therefore, donations to local 

charities are a means of enhancing the firm's image in the community. "31 

As might be expected, organiz.ations which are more visible and larger relative 

to the size of their city, are more effectively targeted for contributions. The bottom 

line indicator here, however, is whether the organiz.ations believe the benefits 

received from contributions equal the internal costs of making such contributions. 

Maddox says this is less likely to happen, however, "for firms whose executives value 

29Jbid, 153. 

3°Katherine E. Maddox, "Corporate Philanthropy," diss., Vanderbilt University, 
1981, 176. 

31Maddox, 178-179. 
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highly the public image of the firm in the community. "32 

Another look at the corporate executive perspective is offered by Corcoran, 

who investigated the area of corporate philanthropy dealing with shareholders, 

individual and institutional alike, about philosophical and practical issues, then 

compared their views with corporate executives. 

Corporate philanthropy is an "'investment' unlike other typical corporate 

investments in two significant respects, according to Corcoran. "Returns are difficult, 

if not impossible, to quantify; and returns, whatever they are, accrue to the public-at.: 

large, possibly including competing firms. "33 However, his study found that 

business needs to be economically productive and socially responsive since corporate 

philanthropy is here to stay. Corcoran explains: 

Corporate philanthropy has not replaced the basic economic role of 

business in society, but it does introduce new goals for business to 

pursue and new constraints on how business operates .... It is, then, less 

an issue of fundamental belief in some sort of corporate philanthropy 

than an issue of the proper philosophical and practical underpinnings of 

corporate philanthropy and, in tum, its proper manifestation in program 

areas.34 

32Maddox, 179. 

33Charles Peter Corcoran, "Corporate Philanthropy: Attitudes of Institutional 
Shareholders, Individual Shareholders, and Corporate Philanthropy Executives," thesis, 
U of Minnesota, 1987, 186. 

34Corcoran, 197-198. 
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Looking more deeply into the innerworkings of corporate entities, Cain 

investigated the nature of corporate giving as it pertains to the motives behind the 

donation of corporate funds. His analysis took an indirect approach and analyzed 

financial variables that may provide more insight into the nature of corporate giving. 

Cain's analysis of giving is based on the re.action of giving to the following financial 

variables: the cost of giving, liquidity, financial leverage, advertising, unemployment 

level, return on equity, dividend payout, and officer compensation.35 

Cain found that as perceived by the owners, corporate giving is accepted on 

the basis of one of the following major motives for giving: profit, social 

responsibility, through-the-firm consumption, and pluralistic. And further, that 

managers donate corporate funds on a basis consistent with the profit motive.36 

Cain's overall conclusion is that the securities and labor markets do not allow 

management to go unchecked in disbursing corporate funds for philanthropic 

purposes. 

At the same time, however, Muhwezi said " .. .local governments and civic 

leaders are asking that their resident firms be active and responsive citizens to 

community affairs. "37 Muhwezi studied the relationships between businesses in 

35James Edward Cain, "A Financial Analysis into the Nature of Corporate 
Giving," diss., U of Oklahoma, 1982, ii. 

36Cain 98 .. ' ' n. 
37Dan Rubarema Muhwezi, "Corporate contributions: An empirical assessment of the 

underlying factors among small business organizations," diss., Iowa State U, 1990, 1. 
Note: George Steiner, "Can business survive in its new environment?," Business, 

30(1), 13-19, 1980; and F. Friedlander, and H. Pickles, "Components of effectiveness 
in small organizations," Administrative Science Quarterly. 13(2), 289-304, 1968; as 
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smaller cities and the communities in which they reside. • Although contributions of 

time, money, goods and services reflect only one measure of community-oriented 

social performance (Andres 1981), they represent perhaps the best measure of the 

firm's responsiveness to current and emerging problems that small communities 

face. •3• 

Muhwezi noted a major gap in the literature pertaining to models of 

philanthropic contributions, which was also noted by Jenks (1987): 

If scholars had divided up the study of philanthropy in the conventional 

way, economists would have concentrated on the effects of income and 

taxation, sociologists would have studied the effects of race, sex, 

occupation, and other social influences, and social phychologists would 

have studied the effects of personal influences and attitudes. In fact, 

sociologists have hardly studied philanthropic giving at all, and 

psychologists, although interested in many forms of altruism, have not 

studied people who give away their money in re.al life situations .. .. As a 

result, we do not know much about the noneconomic determinants of 

philanthropic giving. What we do know is largely a by-product of 

quoted in Muhwezi. 

38Muhwezi, 2. 
Note: A. William Andres, •creative philanthropy,• 141-149, in T. Bradshaw and 

D. Vogel, CQll)Orations and their Critics, (New York: McGraw-Hill, 1981), as quoted /.., 
in Muhwezi. 
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economists' work on economic determinants of giving.39 

It is one thing for corporate executives to buy in to a corporate contributions 

program, but quite another to demonstrate good management of that program. 

According to Green, good management is vital to the successful operation of any 

corporate contributions program: 

It is advantageous to the corporate giver that the charitable 

contributions process be efficient in internal management as well as 

meaningful and beneficial for non-profit organizations. Because the 

quality of management is a touchstone of permanence and of merit in 

the business world, it is important for the business community to 

recognize that a successful contributions office, similar to its profit

related functions, requires careful planning and evaluation."° 

Green examined the management of foundation and non-foundation charitable 

contributions programs at 10 corporations, as well as the perceptions of non-profit 

development directors and executive directors concerning the corporate giving 

community. She found that: 

The same strengths and weaknesses are common to both foundation and 

non-foundation giving programs. All programs participating ..• exhibited 

39Muhwezi, 6. 
Note: C. Jenks, "Who gets what?," in W. Powell, ed., The Nonprofit Sector; A 

Research Handbook (New Haven: Yale UP, 1987), 326. 

"°Christine H. Green, "A Study of the Management of Corporate Giving in 
Foundation and Non-Foundation Contributions Programs," diss., Boston U, 1985, 10. 
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both the presence of thoughtful policies relating to cash contributions, 

and the presence of adequate budget levels to engage in meaningful 

giving.'1 

On the other hand, Green also found that most of the contributions programs 

lacked "strong evaluation components .••. and that most managers indicated that 

reviewing proposals, answering correspondence, and preparing reports for 

contributions committee meetings were the tasks that occupied the greatest amount of 

their time. "'2 

Regardless of the type of corporate contribution program involved, the siz.e of 

the budget, and whether it had an established evaluation procedure, Green stressed 

that corporate contributions come down to the fact that "individual personalities, not 

some abstract conglomerate, are responsible for corporate giving. " 3 

Hawkins also strongly believes in the importance of evaluation in corporate· 

philanthropy: 

With the increased demand for corporate contributions in the last 10 to 

15 years, came ... increased pressure ... to develop methods by which 

their [companies'] own resources could be optimally 

allocated .•.. Observers of philanthropic activity suggest that some form 

of evaluation is being (and has been) done by philanthropic 

,10 ... reen, 111. 

,:i,,, . 
-ureen, 1v. 

'
3Green, 127. 

25 



organizations, most of which can be classified as informal 

evaluation ... [staff reviews, board meetings, and on-site visits] .... Very 

little in the way of formal approaches to evaluation seems evident. 44 

Hawkins adds, however, that "the question of whether this observation indicates 

nonuse of evaluation in the philanthropic grant-making process, or instead points out a 

lack of specificity in the research on this particular issue remains unanswered.45 

There is a growing trend toward evaluation, according to Hawkins. 

However, the type of evaluation being conducted is too informal to produce 

substantial, meaningful results. Hawkins suggests philanthropic entities should 

consider employing trained evaluators as regular employees of the organization and 

developing comprehensive evaluation strategies that utilize both formal and informal 

techniques. "46 

Turning to an organization's culture, image, values, and reputation, one must 

ask what role, importance, and worth are these elements in the area of corporate 

philanthropy and philanthropy as communication? The obvious comparison is to ask 

the same question of any individual. How a person acts is directly related to the 

values, reputation, image and culture inherent within. If a person has been raised to 

be a stingy miser, chances are pretty good that the individual will be sorely lacking in 

generosity and benevolence. So it is with organizations. In organizations of long 

44Beverley Oliver Hawkins, "The Role of Evaluation in Philanthropic Decision 
Making,• thesis, U of Minnesota, 1984, 2. 

45Hawkins, 2. 

46Hawkins, 121. 
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standing, the values, culture, image, and reputation are very likely similar to the ones 

held by the early leaders of the company. Each of these elements plays an important 

role in today's extremely challenging, ever-changing customer-focused environment. 

•For successful business today, corporations must continually develop 

strategies to communicate with consumers and to stand out in the crowd. Corporate 

image is one vehicle companies use to convey these messages to the public, •47 Clow 

stated. •corporate image consists of the essential qualities attributed to the 

corporation,• Gray suggests. • A corporate image is a composite of people's attitudes 

and beliefs about that corporation. All actions, all products, all pronouncements of 

the corporation convey signals and generate messages that contribute to the public 

perception.41 •Just as a corporation appears to be a living, breathing being, just as it 

develops a 'personality,' it must guard against allowing that personality to become 

misinterpreted or misunderstood. It must gain and hold public goodwill in order to 

succeed economically and even physically .... Corporate reality and public perception 

are often miles apart. Indeed, the corporate-public relationship represents a paradox. 

On one side of the coin, the public expects business to provide society with sound 

economic underpinnings while leading institutions toward an improved social order. 

On the other side, these same publics express distrust of big business and its 

leaders ...• Corporate image is one link between corporate reality and public 

47Tonia L. Clow, •corporate Image and the Public,• M.A. thesis, U of Wisconsin
Stevens Point, 1995, 1. 

48J. Gray, Managin& the Corporate Ima&e (West Port, Conn.: Quorum Books, 1986), 
ix. 
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perception. A corporate image program that responds openly and consistently builds 

public trust. 49 Another aspect of corporate image is that "A corporation's images 

are a function of what people are a function of what people are saying about the 

company and what the company is saying about itself," according to Dowling.50 

But how are corporate culture, image, and values defined? Paskey also 

studied corporate culture, image, and values, and offered the following definitions 

from the literature: 

Downey: Corporate image .. .is merely the way the public (or publics) 

perceive an organization .... corporate identity ... the sum of all the 

factors that define and project what an organization is, where it is going 

and its unique history, business mix, management style, communication 

policies and practices, nomenclature, competencies, and market and 

competitive distinction. Corporate culture is defined as an 

organization's shared values, belief and behavior - flowing from and a 

result of corporate identify. 51 

Marken: Organizational image is the perceived sum of the entire 

organization, its objectives and plans. It encompasses the company's 

49G 1 . ray, , IV. 

50G. Dowling, "Developing your company image into a corporate asset," Long Range 
Planning. April 1993, 102. 

51Bridget E. Paskey, "The Relationship Between Internal Values and Public Image 
in a Volunteer Organization: A Case Study," M.A. thesis, U of Wisconsin--Stevens 
Point, 1992, 9. 

Stephen M. Downey, "The relationship between corporate culture and corporate 
identity," Public Relations Journal, J.1(4), 7-12. 
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products, services, management style, communications activities and 

actions around the world. 52 

Schein: Culture is a pattern of basic assumptions, invented, 

discovered, or developed by a given group, as it learns to cope with its 

problems of external adaptation and internal integration, that has 

worked well enough to be considered valid and therefore, is to be 

taught to new members as the correct way to perceive, think, and feel 

in relation to those problems. 53 

Deshpande and Webster: Organiz.ational culture is ... the pattern of 

shared values, and beliefs that help members of an organiz.ation 

understand why things happen and thus teach them the behavioral 

norms in the organization. 54 

Pettigrew: Organiz.ational culture is the system of ... publicly and 

collectively accepted meanings operating for a given group at a given 

time. This system of terms, forms, categories, and images interprets a 

people's own situation to themselves.55 

52G. A. Marken, "Corporate Image - We All Have One, But Few Work to Protect 
and Project it," Public Relations Quarterly, Jl(l), 21; Paskey, 13. 

53Edgar H. Schein, "Organizational Culture," American Psycholoeist, ~(2), 
February 1990, 111; Paskey, 7. 

54Rohit Deshpande and Fredrick E. Webster Jr., "Organiz.ational culture and 
marketing: Defining the research agenda," Journal of Marketin&, ,iJ, 4; Paskey, 8. 

55Andrew M. Pettigrew, "On Studying Organizational Culture," Administrative 
Science Quarterly, ~' 574; Paskey, 8. 
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Rokeach: A value is an enduring belief that a specific mode of 

conduct or end-state of existence is personally or socially preferable to 

an opposite or converse mode of conduct or end state of existence. 56 

Paskey says "it is widely accepted in the psychological, sociological and 

organizational literature that values play a role not only in individual behaviors, but 

they play a role in organizational outcomes as well. "57 

Methodology 

The purpose of this case study is to make a presentation of Wausau Insurance 

Companies' Corporate Contributions Program, and in doing so, investigate the "how" 

and "why" of Wausau Insurance Companies' reputation as a good corporate citizen, 

and the role of philanthropy as a strong vehicle of communication. 

According to Robert Yin, "In general, case studies are the preferred strategy 

when "how" or "why" questions are being posed, when the investigator has little 

control over events, and when the focus is on a contemporary phenomenon within 

some real-life context. "58 

A case study, as defined by Yin, is: 

56M. Rokeach and S. J. Bal.1-Rokeach, The Great American Values Test: Influencing 
Behavior and Belief Through Television (New York: The FreePress, 1984), 5; Paskey, 
10. 

57Paskey, 10. 

58Robert K. Yin, Case Study Research: Design and Methods, 2nd ed., Applied 
Social Research Methods Series, Vol. 5 (Thousand Oaks, Calif.: Sage Publications, 
1994), 1. 
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An empirical inquiry that investigates a contemporary phenomena 

within its real-life context, especially when the boundaries between 

phenomena and context are not clearly evident. .. [and] relies on multiple 

sources of evidence, ... benefit[ing] from the prior development of 

theoretical propositions to guide data collection and analysis .... case 

studies can be based on any mix of qualitative and quantitative 

evidence .... We also can use more than one strategy in any given study 

(for example, a survey within a case study or a case study within a 

survey). To this extent, the various strategies are not mutually 

exclusive. 59 

. Wimmer and Dominick suggest the case study method is a common qualitative 

research technique .... "a case study uses as many data sources as possible to 

investigate systematically an individual, group, organization or event. Case studies 

are performed when a researcher desires to understand or explain a phenomenon. "60 

Merriam offers four essential characteristics of case study research: 

particularistic, descriptive, heuristic, and inductive. "Particularistic means that case 

studies focus on a particular situation, event, program, or phenomenon. Descriptive 

means that the end product of a case study is a rich, 'thick' description of the 

phenomenon under study. Heuristic means that case studies illuminate the reader's 

59Yin, 13-14, 9. 

60Jloger D. Wimmer and Joseph R. Dominick, Mass Media Research, 3rd ed. 
(Belmont, Calif.: Wadsworth Publishing, 1991), 150. 
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understanding of the phenomenon under study. They can bring about the discovery of 

new meaning, extend the reader's experience, or confirm what is known. Inductive 

means that, for the most part, case studies rely on inductive reasoning. "61 

In contrast to quantitative research, which takes apart a phenomenon to 

examine component parts (which become the variables of the study), qualitative 

research strives to understand how all the parts work together to form a whole. 62 "It 

is an effort," Patton writes, 

to understand situations in their uniqueness as part of a particular 

context and the interactions there. This understanding is an end in 

itself, so that it is not attempting to predict what may happen in the 

future necessarily, but to understand the nature of that setting--what it 

means for participants to be in that setting, what their lives are like, 

what's going on for them, what their meanings are, what the world 

looks like in that particular setting--and in the analysis to be able to 

communicate that faithfully to others who are interested in that 

61Sharan B. Merriam, Case Study Research in Education (San Francisco: Jossey
Bass, 1988), 11, 13. 

Note: According to Merriam, "'Thick description' is a term from anthropology 
and means the complete, literal description of the incident or entity being investigated. 
It also means 'interpreting the meaning of ... demographics and descriptive data in terms 
of cultural norms and mores, community values, deep-seated attitudes and notions, and 
the like.'" {E. G. Guba and Y. S. Lincoln, Effective Evaluation, (San Francisco: Jossey
Bass, 1981), as quoted by Merriam. (11)} 

62Merriam, 16. 
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setting .... The analysis strives for depth of understanding. 63 

"Unlike more quantitative research techniques," Wimmer and Dominick say, 

"there are no specific formulas or 'cookbook' techniques to guide the researcher in 

analyzing the data .... Although it is hard to generalize to all case study situations, Yin 

(1989) has suggested three broad analytic strategies: pattern matching, explanation 

building, and time series. "64 This study will employ the strategy of explanation 

building, in which " ... the researcher tries to construct an explanation about the case 

by making statements about the cause or causes of the phenomenon under study. 65 

According to Wimmer and Dominick, a case study can suggest why something 

has occurred while other research techniques, such as the survey, might not be able to 

get at all the possible reasons behind a phenomenon. They add, 

The case study method also affords the researcher the ability to deal 

with a wide spectrum of evidence. Documents, historical artifacts, 

systematic interviews, direct observations, and even traditional surveys 

can all be incorporated into a case study. In fact, the more data 

sources that can be brought to bear in a case, the more likely it is that 

the study will be valid.66 

63M. Q. Patton, "Quality in Qualitative Research: Methodolo~ical Principles and 
Recent DevelQPments,: invited address, Division J of the American Educational Research 
Association, Chicago, April 1985, as quoted in Merriam, 16-17. 

64Wimmer and Dominick, 152. 

65Wimmer and Dominick, 152. 

66Wimmer and Dominick, 150-151. 
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In examining Wausau Insurance Companies' corporate contributions program, 

this researcher will incorporate the examples and methods Yin and Wimmer and 

Dominick suggest above. Toward this end, the company's archives which one would 

expect to be rich in historical materials, especially as they relate to a major figure in 

the company's history, were sorely lacking. Those materials provided only a small 

supplement to items already in this author's possession from a project commemorating 

the company's 75th anniversary in 1986. Sources of these materials were the 

company's Public Relations, Communication, and Legal Departments' files; the 

Marathon County Historical Society in Wausau, Wisconsin; and the Wisconsin State 

Historical Society in Madison, Wisconsin. These materials include issues of the 

company magazine, memos and letters, board of directors' meeting proceedings, 

newspaper accounts, photos, as well as transcripts from early interviews with veteran 

company executives. 

One major, potentially troubling gap, existed in the area regarding Hans J. 

Hagge, the company's first fulltime, and its longest-serving, president and later chief 

executive officer. Very few documents, letters, and/or memos, were located in the 

archives. To resolve this problem, interviews were conducted with all living former 

company presidents, as well as other company executives who had known and worked 

with Hagge. In addition, interviews have been conducted with Hagge's long-time 

secretary, as well as a daughter-in-law, and a former neighbor who also was a long

time friend of the Hagge family. The daughter-in-law, Joellen Hagge, has been 

extremely helpful in providing a collection of letters from Hans Hagge to his sons, 
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Robert and Daniel, over a several-year period representing the time between their 

prep school days to the end of World Warn. 

Other interviews which will be invaluable to the case study at hand include 

those with the current company president and other senior executives, as well as the 

head of the Wausau Area Community Foundation, an individual who at one time also 

directed the company's corporate contributions program. 

Direct observation of Wausau Insurance Companies over the past 17-1/2 years 

by this researcher as an employee in the communication and public relations 

functions, and as a participant in the company's culture, has provided both a great 

advantage, but also a disadvantage, in attempting to understand what makes Wausau 

Insurance a good corporate citizen. As a writer, editor, and senior editor in the 

communications function, this author was afforded invaluable work with and for not 

only the company's presidents and chief executive officers, but also with the senior 

management team. Knowing these individuals on a first-name basis offered in-depth 

internal insights as to each individual's philosophies, directly and indirectly, on the 

company and its role not only in the insurance industry, but in the communities where 

the company does business. This position also provided knowledge of the 

innerworkings of the management team as a whole, in good times and bad. 

In July 1992, when this author was promoted to a position in the Public 

Relations function, the foundations of a comfortable working relationship with 

company executives (despite the fact that there have been times when the players 

changed frequently) provided an easy transition from primarily internal 
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communication responsibilities to a combination of internal and external 

communication and public relations responsibilities. 

Assignments dealing with the executives for speeches, scripts, brochures, the 

annual rep<>rt, and articles for various company publications, continued. However, a 

new dimension was added with public relations, management of the company's 

matching gift and corporate contributions programs. These latter responsibilities have 

offered additional insight and experience relating to Wausau's corporate culture and 

reputation. Frequent contact with the senior executives and the president is required 

for individual input on various contribution requests, and also for Corporate 

Contributions Council and budget meetings which are held several times annually. 

From this knowledge, this researcher has learned a great deal about the 

internal strategies involved in contributions, but also how all of this is related to 

Wausau's culture, image, values, and reputation in the city of Wausau and the 

surrounding area. While this knowledge will provide an especially valuable 

perspective for this case study, the dangers inherent in being an insider and too close 

to the situation is acknowledged and understood. Great effort and care have been 

taken to ensure that as little of this negative aspect as possible will influence this case 

study. Specifically, while total objectivity is impossible, this researcher has worked 

toward that objective by being as open as possible to what Yin calls "contrary 

findings, "67 data which run opposite from a preconceived notion of what was to be 

found. Effort has also been made to keep minimal any preconceived notions about 

67Yin, 59. 

36 



Wausau Insurance Companies' citizenship. And at appropriate points throughout the 

study, critical colleagues inside and outside the company were asked for input and 

responses to data gathered. While this has been challenging, given the time employed 

with the firm as well as the company's reputation among community leaders, the task 

has not been insurmountable because of the understood value of results which are as 

objective as possible under the circumstances. In fact, care also had to be taken not 

to be overzealous in playing the devil's advocate role. A proper balance has been the 

goal in this regard. 

To summariz.e the current literature on corporate philanthropy, general 

information on corporate philanthropy was readily available. Detailed information on 

these programs as they exist at life and health insurance companies was available 

from the organization called the Committee for Corporate Public Involvement. 

However, such specialized information on property/casualty insurance companies was 

generally unavailable, or was combined with information from life and health 

insurance companies in such a way as to make it impossible to segregate. 

Since Wausau Insurance Companies is a property/casualty insurance company, 

and one of the objectives of this study is to benchmark Wausau Insurance against 

other property/casualty insurance companies, it was critical to obtain corporate 

contribution data relating to property/casualty insurance companies. Hence, the need 

for the survey of members of the Insurers Public Relations Council (IPRC), a national 

industry association. 

The companies that comprise the. membership of the IPRC represent the 
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property/casualty, life, and personal lines industries, and surveys were coded to 

isolate responses from the property/casualty companies. 

The IPRC membership roster represents a solid cross-section of the industry, 

including ~mall, medium, and large insurers, as well as major Wausau Insurance 

competitors, and entities which are not direct competitors of Wausau. Individuals 

surveyed hold a variety of positions, ranging from senior public relations vice 

president, to communications consultant, editor of publications, and all the possible 

job titles that fall within these broad categories. Companies surveyed ranged from 

Allstate, American Family, Chubb, Farmers, Prudential, and The Travelers, to John 

Deere Insurance Group, Government Employees Insurance, and Erie Insurance 

Group. 

Survey questions asked for specific information concerning corporate 

philanthropy programs at these IPRC companies including annual budget, scope of 

program, size of staff administering the program, areas which benefit from the 

philanthropic programs, and the companies' top ten specific recipients. 

Results of the survey of corporate philanthropic activity at !PRC-member 

property/casualty insurance companies show the current state of corporate 

philanthropy taking into consideration the challenges to budgets, programs, and an 

ever-increasing number of requestors. But, more important, the provided data that 

specifically describes corporate contribution programs at property/casualty insurers, a 

segment of the industry for which specific data is unavailable in the literature. In 

doing so, a benchmark was established to which Wausau Insurance and other 
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property/casualty insurers in particular, but business organiz.ations overall as well, can 

be compared. 

The results of the above benchmarking will play an important role in the case 

study method being proposed for this study, and which Yin suggests is appropriate for 

communication research: 

As a research endeavor, the case study contributes uniquely to our 

knowledge of individual, organiz.ational, social, and political 

phenomena .... In all of these situations, the distinctive need for case 

studies arises out of the desire to understand complex social 

phenomena. In brief, the case study allows an investigation to retain 

the holistic and meaningful characteristics of real-life events--such as 

individual life cycles, organiz.ational and managerial processes ... and the 

maturation of industries. 68 

Case study research is rigorous and includes the following distinguishing 

features throughout all phases of research: problem definition, design, data 

collection, data analysis, and composition and reporting. 69 

In the "Note to the Second Edition" of his book, Yin discusses the increase of 

researchers using the case study method: 

An intriguing development was the turn toward the case study as a 

research (and not just teaching) tool on the part of business schools 

68Yin, 2-3. 

69y· • In, XIV. 
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across the country. Similarly, investigators of international programs 

had rediscovered the importance of the case study as a serious research 

tool. Overall, a significant trend may have been toward appreciating 

the complexity of organi7.ational phenomena, for which the case study 

may be the most appropriate research method.70 

In his study of the recent fund-raising campaign at the University of 

Wisconsin--Stevens Point, Evan Bohnen added further toward substantiating the value 

of case-study research: "The needs a well-conducted case study fulfills include a 

theoretical testing of historical assumptions, developing 'user-friendly' research for 

practitioners, and knowledge building for future research. "71 

"In all of case study research," according to Yin, "one of the most challenging 

tasks is to define an exemplary case study. "72 Yin explains with an analogy about a 

chronicler and a historian: "The former is technically correct but does not produce 

the insights into human or social processes provided by the latter. "73 Yin prescribes 

five general requirements of an exemplary case study: The case study must be 

significant, complete, consider alternative perspectives, display sufficient evidence, 

and be composed in an engaging manner. 74 

1ay· m, xv. 

71Evan K. Bohnen, "UWSP Centennial Campaign: Good Fund Raising or Good 
Public Relations," M.A. thesis, U of Wisconsin--Stevens Point, 1995, 84. 

72Yin, 147. 

73Yin, 147. 

74Yin, 147. 
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According to Yin, a significant case study is ... of general public interest and/or 

its underlying issues are nationally important, either in theoretical terms or in policy 

or practical terms. For a case study to be complete, it must define the boundaries of 

the case (tlte distinction between the phenomenon being studied and its context); 

demonstrate convincingly that the investigator expended exhaustive effort in collecting 

the relevant evidence; and be without certain artifactual conditions, including such 

non-research constraints as insufficient time or resources. 75 

For a case study to consider alternative perspectives means the study should 

examine the evidence from different viewpoints. To represent different perspectives 

adequately, an investigator must seek those alternatives that most seriously challenge 

the design of the case study. These perspectives may be found in alternative cultural 

views, different theories, variations among the people or decision makers who are 

part of the case study, or some similar contrasts. 76 

The case study of Wausau Insurance Companies' Corporate Contributions 

Program will meet these requirements by looking at the program from the executive 

perspective at Wausau, the recipient perspective as evidenced by the Wausau Area 

Community Foundation, and the perspective of the program director. 

The exemplary case study is one that contains within it the critical pieces of 

evidence. Yin states, "It judiciously and effectively presents the most compelling 

evidence, so that a reader can reach an independent judgment regarding the merits of 

75Yin, 148-149. 

76Yin, 149. 
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the analysis .... the evidence should be presented neutrally, with both supporting and 

challenging data .... another goal is to present enough evidence to gain the reader's 

confidence that the investigator 'knows' his or her subject. Finally, the display of 

adequate evidence should be accompanie.d by some indication that the investigator 

attende.d to the validity of the evidence--in maintaining a chain of evidence, for 

example.77 

When Yin states an exemplary case study must be composed in an engaging 

manner, he means it should have not only a clear writing style, but one that 

constantly entices the reader to continue reading. A good manuscript is one that 

"seduces" the eye.78 He explains: 

Engagement, enticement, and seduction--these are unusual 

characteristics of case studies. To produce such a case study requires 

an investigator to be enthusiastic about the investigation and to want to 

communicate the results widely. In fact, the good investigator might 

even think that the case study contains earth-shattering conclusions. 

This sort of enthusiasm should pervade the entire investigation and will 

indeed lead to an exemplary case study. 79 

Bohnen's focus is on higher e.ducation, not the insurance industry, but the 

reference he makes to Conrad is applicable to this case study, "While discussing 

77Yin, 150. 

78Yin, 151. 

79Yin, 152. 
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grounded theory, Conrad (1982) notes that issues relevant to higher education 

increasingly need to utilize qualitative data as a source of rich data to generate and 

test theory. Such research should be designed to extend beyond an immediate utility 

of the information, providing a basis for knowledge building and theory testing. The 

case study method, properly designed and executed, fits the bill. 80 Given that the 

purpose of this study is to present an account of Wausau's corporate contributions 

program over an 85-year-period and an investigation into the foundations of that 

program, the case study method is appropriate. 

The case study method is a qualitative research technique, and Anselm Strauss 

and Juliet Corbin further support use of this method for the purposes of the study of 

Wausau Insurance Companies' corporate contributions program. "There are many 

valid ~easons for doing qualitative research. 81 One reason is the conviction of the 

researcher based upon research experience. Another reason is the nature of the 

research problem. Some areas of study naturally lend themselves more to qualitative 

types of research, for instance, research that " •.. attempts to uncover the nature of 

individuals' experiences with a phenomenon .... Qualitative methods can be used to 

uncover and understand what lies behind any phenomenon about which little is yet 

8°Bohnen, 88. 
Note: C. F. Conrad, "Grounded theory: An alternative approach to research 

in higher education," The Review of Higher Education, 5 (4), Summer 1982, 259-
269. 

81 Anselm Strauss and Juliet Corbin, Basics of Qualitative Research: Grounded 
Theory Procedures and Technig_ues (Newbury Park, Calif.: SAGE Publications, Inc., 
1990), 19. 
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known. It can be used to gain novel and fresh slants on things about which quite a bit 

is already known. Also, qualitative methods can give the intricate details of 

phenomena that are difficult to convey with quantitative methods. "82 

Strauss and Corbin add that "Qualitative research is done by researchers in the 

social and behavioral sciences, as well as by practitioners in fields that concern 

themselves with issues related to human behavior and functioning. This style of 

research can be used to study organizations, groups, and individuals. "83 

There are three major components of qualitative research that Strauss and 

Corbin propose: "the data, the most common of which are interviews and 

observations, which can come from various sources; coding, the different analytic or 

interpretive procedures or techniques for conceptualizing data that are used to arrive 

at findings or theories; and written and verbal reports which may be presented in 

journals or at conferences and take various forms depending upon the audience and 

the aspect of the findings or theory being presented. "84 

Strauss and Corbin suggest "the research findings may be used to clarify and 

illustrate quantitative findings, build research instruments, develop policy, evaluate 

programs, provide information for commercial purposes, guide practitioners' 

practices, and serve political ends, as well as for more scientific purposes such as the 

82Strauss and Corbin, 19. 

83Strauss and Corbin, 19. 

14Strauss and Corbin, 20. 
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development of basic knowledge. "8s 

Some qualitative researchers believe that the research data should not be 

analyzed, per se; but rather, "the researcher's task is to gather the data and present 

them in such a manner that 'the informants speak for themselves'. "86 Other 

qualitative researchers are concerned with accurate description when doing their 

analysis and presenting their findings. Because the investigator cannot possibly 

present all the data to the readers, it is necessary to reduce these data. The principle 

here is to present an accurate description of what is being studied. 87 

In dealing with the data produced by this study, this researcher believes that 

while interpretation is important if it is possible, it is of greater importance to let the 

evidence show how Wausau Insurance achieved the reputation it has in the area of 

corporate contributions. 

Conclusion 

Earning the respect and goodwill of the local community is an important task 

for business and non-business organizations alike. "Not only to sell goods or 

services, but also to maintain a reputation as a good employer in the community, 

companies engage in a wide range of activities to support community services, assist 

with special projects and programs, aid local schools, and generally foster better 

85Strauss and Corbin, 21. 

86Strauss and Corbin, 21. 

87Strauss and Corbin, 22. 
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communication between company and community, reported the Personnel Policies 

Forum in its Employers' Community Relations Policies.18 

According to Barbara Clark O'Hare, "Corporate philanthropy is more than a 

feel-good exercise. James Parkel, director of corporate support and community 

programs at IBM believes 'It is a matter of survival. People are not going to do 

business with you if you are polluting the air. Communities are not going to welcome 

you, new employees are not going to join you, and shareholders will object to any 

company that is perceived as a bad corporate citizen. ,"89 

As Irving W. Bailey II, CEO of Capital Holding Corporation and former 

board chairman of the American Council of Life Insurance, said in the 1992 Center 

for Corporate Public Involvement Social Report on corporate giving: 

Like so many of our peers in corporate America, we see the need for a 

greater commitment to improving the communities in which we live, 

work and do business. Maximizing the return on our investment is our 

challenge. 90 

To place it in business terms, the bottom line of corporate philanthropy is that 

it is an obligation, an obligation as described by G. David Hurd, CEO of The 

Principal and board chairman of the Health Insurance Association of America in that 

88Employers' Community Relations Policies (Washington: The Bureau of National 
Affairs, 1980), Introduction. 

89Barbara Clark O'Hare, "Good Deeds are Good Business," American Demoi:raphics. 
September 1991, 38. 

90Jrving W. Bailey II. 1992 Center for Coz:porate Public Involvement Social 
Report (Washington: Center for Corporate Public Involvement, 1992), 3. 
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same Social Report published by the Center for Corporate Public Involvement: 

As a member of a community, our obligation is to actively seek a 

finely tuned level of social awareness, to respond to the needs and 

concerns of the community, and to attempt to enrich the quality of life 

for all citizens. 91 

Such is precisely what Wausau Insurance Companies has accomplished in the 

85 years of its existence. Its culture, image, ·values, and reputation have 

communicated to the city in which it does business a strong message about corporate 

citizenship through corporate philanthropy which can be traced back to its first 

fulltime president Hans I. Hagge. After all, Wausau Insurance is "good people to do 

business with." 

91David G. Hurd, 1992 Center for Co:rporate Public Involvement Social Re.port 
(Washington: Center for Corporate Public Involvement, 1992), 4. 
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Precis 

This thesis is structured as follows: 

Chapter I introduces Wausau Insurance Companies and the qualitative case 

study perspective that is used to examine corporate contributions at the company since 

its inception. This chapter also introduces the perspective that philanthropy has been, 

and is, a strong vehicle of communication for Wausau Insurance in the city of 

Wausau, Wisconsin. 

Chapter II presents an overview of philanthropy in the United States, 

describing the history of and philosophy behind corporate philanthropy in this 

country. In the process, the role corporate philanthropy plays in determining an 

organiz.ation's corporate culture, image, values, and reputation, and how and what 

this communicates about the organiz.ation, is examined. Current corporate 

philanthropic giving in the United States, and specifically at property/casualty 

insurance companies via the survey of IPRC members, as well as at Wausau 

Insuraance Companies, is discussed. 

Chapter m outlines the historical background and foundations of philanthropy 

at Wausau Insurance, as well as presents the key figures responsible for laying this 
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foundation and building on it through more than eight decades. The relationship 

between Wausau's philanthropic history and activities from 1911-1985 as they pertain 

to the company's culture, image, values, and reputation, are presented. 

Chapter IV discusses the philanthropic climate, specifically the philosophy and 

activities, at Wausau since its affiliation with the Nationwide Insurance Enterprise in 

November 1985. This discussion also presents a brief history and overview of the 

Nationwide Insurance Enterprise, specifically as they relate to corporate philanthropy. 

Chapter V concludes the case study on Wausau Insurance Companies with a 

look at possible future philanthropic scenarios at the company and a summary of 

qualitative case study implications for the study of corporate philanthropy as 

communication. 
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Survey Design 

This study of corporate philanthropy programs at insurance companies in 

general, and at property and casualty insurance companies in particular, differs from 

past studies in that it looks at these programs solely at property/casualty insurance 

companies. 

The questionnaire used asks for elements of information found in previous 

studies on corporate philanthropy. These include such information as size of budget, 

size of staff, types of programs benefiting from contributions, and size of 

contributions to programs supported. 

QUESTION FORMAT - Each respondent answered 10 questions about the corporate 

philanthropy program at their particular insurance company. Demographic data about 

the respondents is not relevant to this survey as the information to be gathered 

concerns philanthropy programs at their companies. 

The questions are close-ended; however, given the type of information being 

sought for this survey, close-ended questions will provide more meaningful 

information, for the study at hand. Close-ended questions are less time consuming 

for respondents and easier to analyze for the researcher. 

There is a wide range of possible answers from these insurance public 

relations professionals concerning such topics as the relationship between their 
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philanthropic programs and their companies strategic objectives, the relationship 

between their companies' "good deeds" and bottom-line success, changes in their 

individual company's programs and philosophies over the years, overall philosophy 

and objectives, application procedures, unfundable programs/organiz.ations, budgeting, 

and evaluation procedures. Since these areas of inquiry are beyond the scope of this 

study, they would make an excellent future research study. 

QUESTIONNAIRE FORMAT - The survey process began with a letter, a copy of the 

survey, and a stamped, self-addressed envelope sent to each of the member insurance 

companies. An invitation was extended to the respondents to call the researcher 

collect if they had any questions in filling out the survey. 

Specifically, the questions ask for information pertaining to the scope of the 

philanthropic program, years in existence, staff size, title of individual who 

administers the program, areas benefiting from the program and amount of 

contributions these areas receive, budget size, and number of programs falling in 

various monetary categories. 
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Methodology 

DRAWING THE SAMPLE - In discussions with former Wausau Insurance 

Companief Public Relations Director Roger Drayna explaining the purpose of this 

survey and what information was hoped to be obtained, Roger suggested surveying 

the Insurers Public Relations Council, a national organmition of 

communications/marketing/public relations professions at 37 insurance companies in 

the U. S. 

This method of contacting individuals involved in corporate philanthropy 

programs at insurance companies provided a most efficient and economical way to 

gather the data desired. In addition, using this sample made it possible for the total 

universe of subjects to be involved in the survey. The results gathered will also not 

only be of interest, but also assistance, to the individuals and the insurance companies 

surveyed. 

Following analysis of the survey by this author, the results will be reported, 

not only to Wausau Insurance Companies, but to each of the participating individuals 

as well. An additional offer has also been extended to present the survey results at 

one of the quarterly IPRC meetings. 
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Chapter n 

Values reflect what we think and feel about things and guide the way 

we act. Our view of the way we would like the world to be is made of 

both personal and social perspectives. Our standards of performance, 

our 'instrumental' values, are expressions of our sense of morality and 

of our abilities. 92 

The essential value expressed by the word philanthropy--shared by other words 

such as benevolent, charitable, humanitarian, and altruistic--is defined as 'having or 

showing interest in or being concerned with the welfare of others.93 According to 

Magat, "The religious, charitable, tradition is founded on altruism; the secular, 

philanthropic, tradition is founded on what Aristotle called prudence and what we 

would call enlightened self-interest. The culture of Israel gave us charity; classical 

92Milton Rokeach, The Nature of Human Values (Free Press, 1973), 7. 

93Richard Magat, Philanthropic Giving. Studies in Varieties and Goals (New York: 
Oxford UP, 1989), 30. 
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civilization gave us philanthropy. Both are the expression of social as well as 

personal ideals and values, and the sense of community is terribly important. By the 

end of the ancient world the framework of charity and philanthropy was 

established. 94 

American philanthropy in the nineteenth century extended from primitive 

medical assistance for Africans to advanced medical research for Americans, 

according to Magat. 

94lbid, 33. 

As private philanthropy expanded, usually well ahead of public 

initiatives, its list of priorities grew long .... Collective philanthropy as it 

appears in government has grown out of a new concept of the role of 

the state, and from the inability of voluntary philanthropy to meet the 

scale of charitable needs. It also emerged in the private sector in the 

late nineteenth century in the form of grants from business 

corporations. That practice grew from the individual philanthropy of 

owners and managers as the corporation developed. The self-interest of 

the business corporation has not prevented its participation in 

philanthropy. 

The rise of corporate philanthropy is largely an American phenomenon, 

although recently corporations in other countries have also begun the 

practice .... The famous dictum that charity has no seat at the directors' 
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table simply did not take hold. Circumstances developed in which it 

was clear that corporate interest and community interest would be 

served by philanthropic activity: building YMCAs along the railroad 

lines was the beginning. The corporation is viewed as a citizen, and 

citizens are expected to be generous. "95 

In a simplistic quantitative sense, business philanthropy has a short history, 

dating only from 1936, when corporations first began reporting charitable 

contributions to the federal government under the provisions of the 1935 Tax Act. In 

fact, the scale and scope of corporate social action has been far greater.96 

In recent years, corporate philanthropy has been criticized by some economists 

as being inconsistent with the corporate mission to make a profit. "Philosophers 

argue about whether the corporation can be thought to be a moral agent, as the 

individual is. "97 A related inquiry asks whether a corporation can be said to have a 

conscience, 98 and by implication, whether its conscience directs it to pursue 

philanthropic, altruistic purposes. 

Against this backdrop over the last several years, American corporations have 

been wrestling with restructuring, mergers, and acquisitions and at the same time 

95Ibid, 38-39. 

96Magat, 240. 

97Peter A. French, "Corporate Moral Agency," in Tom L. Beauchamp and Norman 
E. Bowie, eds., Ethical Theo:ry and Business (Englewood Cliffs, N.J.: Prentice-Hall, 
1979), 175-86. 

98Kenneth E. Goodpaster and John B. Matthews, Jr., "Can a Corporation Have a 
Conscience?" Harvard Business Review (January-February 1982). 
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have been faced with an increase in the number of contributions requests being 

received. According to the 1995 edition of Giving USA, giving by corporations and 

corporate foundations to nonprofits in 1994 amounted to an estimated $6.11 billion, a 

1 % increase (a decline of 2.04 % when adjusted for inflation). Corporate giving 

represented 4. 7% of total giving in 1994. 

"The Council for Aid to Education reported that in 1993, when corporate 

giving increased by a modest 2.14%, it was the sixth consecutive year that corporate 

giving did not keep pace with inflation. "99 

Observers in the field of corporate philanthropy have noted that corporate 

social responsibility has assumed a new face in recent years. Traditional corporate 

giving is driven by philanthropy staff and executive officers interested in contributing 

to a range of charitable causes. This model of corporate support is being supplanted 

by more strategic, less statistically observable programs housed in marketing and 

public relations departments and overseen by corporate financial officers. This 

redefinition does not mean that corporate support is diminished, but rather, that 

increasingly it is falling outside the realm described by contributions data. Corporate 

social investment, as the practice has been called, is not, strictly speaking, 

'philanthropy' and is not included in Givin~ USA's estimate of corporation 

contributions. 100 

99Givin~ USA 1995. The Annual Report on Philanthro12y for the Year 1994 (New 
York: American Association of Fund-Raising Counsel, 1995), 77. 

100Jbid, 77. 
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In the insurance industry as a whole, "400 companies reported they contributed 

$151 million to nonprofits in 1993, the most recent year for which data are available. 

The trend among a core sample of companies indicates an increase of 3.3% in giving 

over 1992 levels from this kind of corporate donor. "101 

Specifically at !PRC-member property/casualty insurance companies who 

responded to this researcher's survey, contribution levels were as follows: 

Under $500,000 - 7 responses; 

$500,000-$1 million - 5; 

$1 million-$3 million - 7; 

$3 million-$5 million - 1; 

$5 million-$7 million - 3; 

$7 million-$10 million - 1; 

Over $10 million - 0. 

At Wausau, corporate contributions totalled just approximately $1.5 million in 

1994, and dropped to $981,000 in 1995. Contributions were cutback by 30% in 1996 

to approximately $700,000, and a similar decrease is expected for 1997. Some of the 

decreases were easy ... they were accomplished through multi-year pledges expiring, 

but overall, the cutbacks have meant taking a very good, critical look at what types of 

activities Wausau is sponsoring and to what extent and asking whether this is where 

the money should be going to gain the most good, for the company as well as for the 

community. 

101Committee for Corporate Public Involvement, 1994 Social Report (Washington, 
D.C.: American Council of Life Insurance and Health Insurance Association of America, 
1994), 3. 
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Chapter m 

When Wausau Insurance Companies opened its doors for business in 1911 as 

Employers Mutual Liability Insurance Company, its founders were about the only 

people who gave it much of a chance for success. 

Wausau's roots go back to the social reform that swept the country at the turn 

of the century. The company was born in response to a need and a desire by 

businesses to deal with a serious problem---properly caring for workers injured on the 

job. In the early 1900s the treatment of the injured worker was a social disgrace. 

Common law favored the employer and a long and costly court battle was the only 

way a worker could receive any type of compensation. 

No one was satisfied with the system. Besides humanitarian reasons, 
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employers recognized that such a system strained the economy and undermined their 

workers' morale. Many states attempted to draft workers compensation legislation, 

but it was Wisconsin which passed the first constitutionally acceptable workers 

compensation law in May of 1911. 

A group of businessmen in Wausau, Wisconsin, primarily lumbermen, had 

closely followed the political debate over workers compensation, or workman's 

compensation as it was called then. This group, which came to be known as the 

Wausau Group, consisted of conservative, yet realistic, businessmen who knew that a 

new approach had to be taken to make this law succeed. They spent the summer of 

1911 laying the groundwork and agreed to organize a mutual insurance company to 

share one another's liability. Thus, on September 1, 1911, when Wisconsin's 

workers compensation law went into effect, Employers Mutual Liability Insurance 

Company of Wisconsin wrote its first policy with the Wausau Sulphate and Fibre 

Company, now Mosinee Paper Corporation, a policy that is still in force today, 83 

years later. 

Many members of the Wausau Group had founded or built their own 

successful business operations through their own ingenuity. They brought this 

ingenuity and desire to succeed to bear upon the formation of Employers Mutual 

Liability Insurance Company. 

That entrepreneurial belief that an idea is good and deserves to succeed often 

was the only thing that carried the young mutual insurance company through its first 

rocky years---years that not only saw many employers respond apathetically to the 
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new law, which was initially optional, but also a vicious rate-cutting campaign by the 

stock insurance companies. 

Hans J. Hagge, who joined the company within a month after its organi7.ation 

and became Wausau's first fulltime president in 1931, bitterly recalled the dark period 

in the company's early history in a 1946 letter to Chief Justice Marvin B. 

Rosenberry: 

You know what a hopeless little peckerwood operation ours was back 

in the days of Doctor Fricke who, in addition to all of his other 

accomplishments, was quite a juggler of figures. He thought he could 

make them me.an something that they weren't. He wasn't fooling 

anyone but himself and then when we found ourselves in a hellish 

mess, he resigned because the directors raised a lot of hell with him 

and concluded to dissolve the company. Thanks to Charlie Crownhart 

and Neal Brown, the directors finally reluctantly gave me an 

opportunity to see what I could make out of the wreck and, believe me, 

since then (1913) I have been working like a crazy fool but --- thank 

the Lord and my many fine able assistants, we have made quite an 

institution out of the wreck. uri 

Hagge's response to a vicious publicity campaign by the stock companies 

which culminated in the wide distribution of a 20-page booklet, as quoted in John 

102Howard R. Klueter and James J. Lorence, Woodlot and Ballot Box. Marathon 
County in the Twentieth Centur_y (Stevens Point, Wis.: Worzalla Publishing Co., 1977), 
112. 
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Bainbridge's Biography of an Idea. The Story of Mutual Fire and Casualty 

Insurance. was: 

We were panic-stricken. We were just getting started. We didn't have 

the time or the money to spend trying to counteract that barrage. Our 

slogan was 'Insure for your men--not against them.' Actually, we 

didn't have a darned thing to sell except the idea. In those days, we 

sold insurance on the basis of the high standing and reputation of the 

men on our board. I remember going to see a prospect one day, but I 

hadn't gotten very far before he said, 'Why, I have never even seen 

one of your company's statements. What are your assets?' I told him 

they were $21,000. 'Uh-huh,' he said. 'And what is your surplus?' 

'The present surplus is $3,000,' I told him. 'But never mind about 

those figures,' I said. 'Look at the men on our board,' and I went 

down the list. 'Now,' I said, 'you know these men wouldn't lend their 

names to a wildcat venture. They wouldn't be in this thing unless they 

considered it a sound idea.' Well, it worked, and we got the business, 

but all we had to sell was confidence in a good idea. 103 

In the publication Quality Since 1911 which celebrated Wausau Insurance 

Companies' 75th year in business, retired Assistant Vice President for 

Communications Digby Whitman wrote: 

103John Bainbridge, Biography of an Idea. The Story of Mutual Fire and Casualty 
Insurance (Garden City, N. Y.: Doubleday & Company, Inc., 1952), 279. 
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In one of his Essays Emerson says that an institution is usually 'the 

lengthened shadow of one man.' Mr. Hagge--except perhaps for Bill 

Burhop, nobody ever called him anything but Mister--was the man who 

cast that shadow. His name is as indelibly impressed upon our 

company as that of Henry Ford upon Ford Motors, or those of Bill 

Tilden and Bobby Jones upon the games of tennis and golf.1°" 

Whitman said this was only partly because his tenure--more than 45 years with the 

company and 28 years as president and then chairman of the board--was far longer 

than that of any successor. It is much more because it was under Hagge's domination 

and direction that the company took shape and became a company. "When we were 

incorporated in 1911," Whitman said, "our founders probably thought of us less as a 

self-propelling enterprise than as a device for meeting the requirements of the new 

Workmen's Compensation Act. "105 

Technically, Hagge was Wausau's fifth president. His predecessors--G. F. 

Steele, W. C. Landon, Neal Brown, and Matt McCullough--were businessmen and a 

lawyer who took turns at the title, but whose concerns remained with their businesses. 

Hagge held the position of president from 1931 until 1952, and was then named 

chairman of the board, a post he held until his unexpected death in January 1959. 

In the company's field offices, however, Whitman said: 

1°"Digby Whitman, "Seven decades of leadership," Quality Since 1911 (Wausau, 
Wis.: Wausau Insurance Companies, 1986), n.pag. 

105lbid. 
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We were no more than dimly aware of Hagge as a force for company 

destiny. What endeared Hans Hagge to us was his unfailing interest in 

and loyalty to us as the company family. One example: old-timers 

will remember the 'Haggegrams' with which he greeted us regularly. 

One of these celebrated the virtues of rising with the sun. This 

happened to be during the war years, when daylight savings time had 

been made year-round. I wrote Mr. Hagge politely pointing out that if 

I rose with the sun in January 1947, I'd be two hours late for work. 

He replied in a delightful three-page memo, laughing at himself, asking 

about my work, inquiring after my mother, and gossiping about his 

own household. That's why we loved him. Hagge was dear to us 

because we were dear to him.106 

Hagge persevered through those rough, challenging early years, and with 

economy as the theme of his tenure with Wausau, saw his policies eventually yield 

results. Dividends were paid to Employers' customers for the first time in 1915. 

Four years later the company's assets had reached one million dollars. Under 

Hagge' s direction the company grew from a small regional operation to a large 

national concern licensed in every state. It expanded from four employees in one 

small office to 2,750 in 105 branch offices. 

Credited with many successes, Hagge demonstrated his true character as a 

leader during the difficult periods. He managed the company through the early stock 

106Jbid. 
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company rate cutting and propaganda campaign to a time of steady growth. His 

decision to face the Depression's silicosis crisis led to Employers' emergence as the 

leader in workers compensation. He directed the company through the war years, 

when shortages.and cutbacks hampered operations, to a time of prosperity. Hagge's 

goal for the company had always been, "not to make it the biggest mutual insurance 

company, but to make it the best." 

In 1952 Hagge, who guided the company's destiny almost from the very 

beginning, explained the reasons for the development of Employers Mutual in the past 

forty years from an idea into the fifth largest mutual casualty company in the country: 

In a nutshell, it's absolute sincerity of purpose and square dealing--the 

application of a kind of hard-headed Golden Rule. It has never been 

our policy to shortchange anybody, and we haven't made any 

exceptions. After forty years in business, we can still look every one 

of our policyholders, claimants, and employees in the eye. It's a 

comfortable feeling. 107 

In May 1955 a ceremony was held in Hagge's honor at the rear of the 

company's headquarters in downtown Wausau. In the southwest corner of the block, 

a tall white pine tree was planted as a tribute to his 43 years with the company. The 

tree was provided as a living memorial from the employees of the company, as well 

as the first policyholder, Mosinee Paper Corporation. 

In the dedication program, George Ruder, representing the paper mill, said: 

107Bainbridge, 282. 
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In the early period of its existence, when its fate was sometimes in the 

balance, it was largely your courage, your faith and your earnest 

convictions that carried the day and resulted in decisions to continue to 

build the company that would be worthy of the opportunities you so 

clearly foresaw. 108 

In his remarks as the company's president, W. H. Burhop said: 

Those of us who have had the advantage of long, close and friendly 

association with you can best appraise why your management of our 

companies brought them from a humble beginning to positions of 

national prominence and leadership. Your path to the position you now 

occupy and the esteem in which you are held was lined with many 

obstacles and difficulties. Men without stout character and strong 

convictions and determination would not have succeeded. 

To conquer the challenge placed before you became a major part of 

your life. You had no examples to follow, but you had to blaze a new 

trail. You did not manage according to the theories of a textbook, but 

by your judgment on questions and problems as they arose from day to 

day. You did not spend your time in developing complicated systems, 

but achieved results by diligent application an~ concentration. Your 

108H. J. Hagge Dedication Program (Wausau, Wis.: Employers Insurance of Wausau, 
1955). 
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loyalty to a principle, your devotion to a cause and your determination 

to have these companies be a success and be favorably known has 

inspired those with whom you surrounded yourself and we are grateful 

for the opportunity to honor you today. 109 

A plaque commemorating the event is located in front of the white pine (which 

was moved to Wausau's west side when the new home office complex was 

constructed in 1967). It contains a verse of the poem "Good Timber" by Douglas 

Malloch: 

Good timber does not grow in ease; 

The stronger wind, the tougher trees, 

The farther sky, the greater length, 

The more the storm, the more the strength, 

By sun and cold, by rains and snows, 

In tree or man, good timber grows. 

Hagge's response was: 

109Jbid. 

The company--which is my life--is like the white pine. It is strong and 

straight and purposeful. And it has weathered many a storm. It is 

good timber. This splendid white pine--these words of tribute-mean 

more to me than you can possibly imagine. I am deeply honored that 

you regard me as good timber and that you have chosen this hardy 
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Wisconsin white pine to symbolize your feelings. 110 

A suitable and timely tribute, considering Hagge died unexpectedly just four 

and a half years later. 

While Employers Insurance of Wausau may have been Hans J. Hagge's life, 

the former court reporter from Iowa also had a personal, more human side to his 

character. 

Wausau Insurance Companies' 75th anniversary publication, Quality Since 

12ll, included the following anecdote: 

11°Ibid. 

Hans Hagge's reputation for acumen when it came to insurance was 

apparently matched by his reputation as a practical joker. A case in 

point occurred at a luncheon celebrating Employers Mutuals' 25th 

anniversary on Sept. 19, 1936. 

Company employees heard the supposed guest speaker belittle America 

and Americans. Sir J. Howard Whitehead, identified as a former 

member of British parliament, reportedly outraged his audience when 

he declared: 

'England will jolly well not pay the war debt owed America (a serious 

issue then), and Americans could put that into their pipes and smoke 

it., 
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With that, S. F. Staples, comptroller, jumped to his feet and threatened 

to throw Sir J. Howard right out of the 'bloomin'' building. Others 

were said to have 'squirmed in their chairs.' 

When it appeared Sir J. Howard might receive bodily harm he was 

unmasked by President H. J. Hagge, apparent perpetrator of the ruse, 

as Arthur F. Briese, Chicago, a speaker specializing in insults.111 

According to a Wausau Daily Herald account on Sept. 3, 1986, a photograph 

sealed in the cornerstone of Wausau Insurance Companies' former building in 1940 

(now City Hall) and opened for the company's 75th anniversary also proved 

intriguing: 

In addition to the directors and executives whose photographs were 

enclosed in the time capsule, there was one likeness that bore no 

resemblance to any known officer. Under the picture were two words, 

'Me worry?' 

The picture would become well known to readers of the satirical Mag 

Magazine, which didn't exist in 1940. The picture was of Alfred E. 

Neuman, the toothy imp who at the time was in a dentist's ad (3A). 

Al Papenfuss, one of only two surviving officers at the time whose pictures 

were in the time capsule, was quoted as saying he believed that Hagge slipped the 

111Ouality. n. pag. 
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picture in the time capsule at the last moment.112 And Hagge's legacy lives on. 

Joellen Hagge, daughter-in-law of Hans J. Hagge, also recalls Hagge as a man 

with a sense of humor, and shared the following anecdote: 

Formal, serious and businesslike as he appeared much of the time, Hans 

Hagge also possessed a good sense of fun and an enthusiasm for practical 

jokes. I often heard him tell of his exploits, and one particularly delightful 

one involved, I believe, several of his cohorts at Employers. One Saturday 

night they were playing poker until the wee hours and as they walked home, it 

was getting light. 

One of the men remarked that he wondered what sort of a welcome Hans 

would receive. Helen Hagge was somewhat formidable, and not enthusiastic 

about his 'men's night out.' Hans answered that there would be no problem. 

He marched up the steps of 507 Mcindoe, banged on the door, said something 

to the effect of 'Helen, I'm home, and I don't want to hear about it,' opened 

the door, went in, and slammed it shut. The other men were very impressed. 

What they did not know was that Helen was in Chicago.113 

While Hans Hagge had a sense of humor, she said it was his integrity that Joellen 

recounts as being foremost in her memories of him. In an editorial two days after his 

death, the Wausau Daily Herald said: 

112Tom Berger, "Time capsule yields Hagge 'spirit'," Wausau Daily Herald, 3 Sept. 
1986: 3. 

113Joellen Hagge, personal interview, Wausau, 16 April 1994. 
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•. .it has occurred to us many times that the late Hans J. Hagge is as 

responsible for 'The Wausau Story' and epitomizes it as much as it possible 

for any single individual. The long, distinguished and highly productive 

career of Mr. Hagge in behalf of both Wausau and Employers Mutuals 

constitutes an inspiring chapter in the real Wausau Story .... Of special 

significance to the people of Wausau, and for which the community should be 

ever grateful, is the fact that the Employers Mutuals team captained by Mr. 

Hagge kept in mind constantly Wausau's welfare, well-being and future as 

well as its own. 114 

In its Souvenir Edition of Sept. 1, 1961, celebrating Employers Mutuals 50th 

anniversary, the Wausau Daily Record-Herald said of Hagge: 

... titles and the success they denote do not tell the story of H. J. Hagge as an 

executive. He guided himself and his associates by a set of principles that 

took the company, not always on the easiest path, but the right path, to 

national prominense. He was inspired by the challenge of Employers Mutuals 

of Wausau becoming, not necessarily the biggest, but the best company in its 

field. 

Mr. Hagge was a builder, and like all good architects, had the over-all plan 

firmly in mind. Above all, he wanted four things for Employers Mutuals: a 

strong company for the sake of its policyholders, its claimants and its own 

114Wausau Daily Record-Herald, 8 Jan. 1959: 4. 
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employees; he wanted the company, through its daily dealings, to maintain and 

enlarge its reputation for helpful service, humane treatment and friendliness; 

he wanted the company to be on its toes to anticipate and be ready to meet the 

changing demands on, and new opportunities for, the insurance business; and, 

finally, he wanted the company working 'climate' to be such that encouraged 

men and women to make the most of themselves. 

In other words, H.J. Hagge wanted Employers Mutuals of Wausau to be good 

neighbors, a good place to work, and above all, to be--as advertised--'good 

people to do business with. ' 115 

Once its financial situation began to stabilize, Employers Mutuals of Wausau 

began to establish its reputation for innovation in the American insurance industry, 

especially in the area of advancing industrial safety. Today, Wausau Insurance (the 

trade name of EMPLOYERS INSURANCE OF WAUSAU A Mutual Company, its 

subsidiaries, and affiliates) is a sophisticated, multiline carrier committed to providing 

quality commercial insurance products and risk management services. Wausau offers 

virtually all forms of commercial property, casualty, employee benefits, and alternate 

risk sharing products, as well as surety and other bonds. 

Long a pre-eminent workers compensation provider, Wausau has more 

recently broadened its focus to concentrate on 24-hour managed care; expanding 

international markets; unbundling products and services; and emphasizing other 

115Souvenir Edition, The Wausau Daily Record-Herald, 1 Sept. 1961: 5. 
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employee benefits, casualty, and property {especially HPR, or Highly Protected Risk) 

coverages. 

The entrepreneurial spirit that sustained Wausau in its early days 

remained with Wausau Insurance through the decades as it grew and developed into 

one of the leading business insurance companies in the country. By the time Hagge 

took over as company president in 1931, Employers Mutual had grown into the 

leading writer of workers compensation in Wisconsin. It was also well on the way to 

becoming the Wausau Group's most successful, and Marathon County's best-known, 

business institution. 

With its foundation firmly set, financially as well as in what would become its 

area of expertise, Employers Mutual could begin to "pay back" the community in 

which it did business. The Executive Committee of Employers Mutual approved its 

first corporate contribution on May 14, 1923, with the following: 

... the Company had been called upon for a contributiion to the Boy Scouts of 

America and that it had been committed to make such contribution whereupon, 

on motion of D. C. Everest, duly seconded by B. F. Wilson, it was voted that 

the contribution to the Boy Scouts of America be approved but that such 

contribution not be considered as establishing a precedent in any future 

matters. 116 

However, it wasn't until 1949 that Wausau Insurance Companies' Board of Directors 

made its first sustained foray into the area of corporate philanthropy with its vote to 

116Employers Mutual Liability Insurance Company Board Book 0, 179. 
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support the University of Wisconsin Foundation. 117 But it wasn't until the 

following year that the board voted to make its first contribution to that entity, in the 

amount of $150. Since that first official modest effort, the name Wausau Insurance 

Companies has become synonymous in Wausau, and throughout Central Wisconsin as 

well, with corporate benevolence and good corporate citizenship. 

In the editorial following Hagge's death, the Wausau Daily Record-Herald 

stated: 

Besides playing a vital role in Wausau's economic well-being, the Employers 

Mutuals team led by Mr. Hagge has played a leading role in community 

affairs. It would be hard to name a community function, including that of city 

government, in which Employers Mutuals personnel has not played a leading 

role. That's not merely because there are a lot of Employers Mutual people in 

Wausau, it is because Employers Mutuals is a civic-minded organization--so 

much so in fact that it has received national recognition for it. And Mr. 

Hagge, we understand, was largely responsible for that civic-mindedness. He 

prodded and inspired Employers Mutuals personnel to work for Wausau as 

they worked for their own organization.· His behind-the-scenes interest and 

activity in behalf of Wausau constituted a highly significant force for the good 

of the community. 

The job of building he did as the leader of the team which has done so much 

117Board Book 2, 884. 
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to build both Employers Mutuals and Wausau stands as an enduring monument 

to Hans J. Hagge. 118 

The following year, the Wausau Daily Record-Herald saluted Employers 

Insurance for its being "good people to be neighbors with": 

Simply by its presence in our community, the home office of Employers 

Mutuals of Wausau has contributed a great deal to the city and area from an 

economic standpoint. But the contribution of this nationwide concern, a leader 

· in its field, goes far beyond the economic area, because the members of its 

staff, from the top executive officers on down, are more than 'Good People do 

do Business with.' 

We have in mind the civic service demonstrated by many Employers people 

over the years. They have been in the forefront in planning and carrying 

through to fruition many projects which have made Wausau a better place in 

which to live .... The top men of the staff have long gone all out for their 

community. The first who comes to mind is W. H. Burhop, chairman of the 

board of the firm, who has served as president of both the Wausau Chamber 

of Commerce and the Wisconsin State Chamber of Commerce in years past. 

In fact, if it had not been for the efforts of Mr. Burhop, the late H. J. Hagge 

and the late D. C. Everest, it is entirely possible that the home office of 

118The Wausau Daily Record-Herald, 8 Jan. 1959: 2. 
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Employers Mutuals would not be in Wausau today. 119 

At first, Employers "didn't have enough standing in the community to 

have other people follow our lead," said Al Papenfuss, the company's first 

credit manager, in a feature story in the Wausau Sunday Herald on the 

occasion of the company's 75th anniversary, "but as it started displacing 

sawmills and paper companies as the area's major employer, Wausau 

Insurance began to set the pace for the rest of the community. It wasn't until I 

was with the company half a dozen years or so that it grew enough in 

prominence that it was recognized as a real important force in the area. "120 

Harold Lambrecht, retired Wausau Insurance director of communications, 

agreed. "I don't think there's any doubt that it's had a big impact on the 

community. "121 Besides the weight it carried as an employer, Wausau Insurance 

shared its wealth with the community around it. "Right from the beginning, as far as 

I can think back, the company always accepted its responsibility to the community," 

Papenfuss said. 122 

Gerald Viste exemplifies that responsibility. In his 39 years with the 

company, Viste saw a lot of the company's influence in the community. "The impact 

of the company has been very, very pronounced. The company has always had a 

119Editorial, the Wausau Daily Record-Herald, 22 Nov. 1960: 4. 

120Joel Dresang and Tom Berger, the Wausau Sunday Herald. 7 Sept. 1986: 1, 6A. 

121lbid. 

t22lbid. 
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very active, positive influence on the community. "123 According to the article, 

"The city and county and Wausau Insurance have a mutually beneficial relationship. 

The insurance company offers its managerial, organiz.ational, and artistic help to 

various civic projects, but seldom intercedes in the workings of government. For its 

part, the area government doesn't do much to ruffle Wausau Insurance's 

feathers." 124 

U. S. Congressman David Obey of Wausau said "Wausau Insurance, along 

with the paper industry, has sort of defined the image of Wausau for a long time .... I 

think people take an incredible amount for granted." Obey credits Wausau Insurance 

for the area's vitality and quality leadership. 125 

Former Wausau Mayor John Kannenberg concurred. "There's no doubt about 

it. Wausau Insurance has certainly helped this community. "126 

Today, Wausau Insurance is a major player in its community as far as 

corporate contributions go, but early corporate contributions were very limited. In 

addition to its infant financial stability, it was a mutual insurer, and as such, the 

general company philosophy was that as trustees for funds belonging to policyholders, 

any balance not needed in conducting regular business belonged to the policyholders. 

The policyholders then could use these dividends to support organiz.ations in their 

t231bid. 

124Jbid. 

125lbid. 

126lbid. 
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communities if they so desired. However, Wausau did make small contributions 

locally to support numerous community organizations, activities, events, and 

programs. These contributions generally ranged from $5 to $500, with an occasional 

contribution in. the area of $1,000. 

Wausau's corporate philanthropy philosophy was clear. According to the 

Board of Directors' minutes from 1941, it was as follows: 

The policy of the company with reference to donations to various 

charitable and relief agencies, depending upon voluntary donations, was 

discussed in detail. The company has not contributed to such 

organizations in each city in which the company maintains an office but 

has always encouraged its employees to support actively any 

worthwhile cause in their community. If the company did contribute 

locally to all such causes, as for example, community relief chests, the 

total would be a very substantial figure due to the many offices 

maintained. Also, such action would really be a duplication of our own 

policyholders' gifts because our income comes from policyholders' 

premiums. The concensus of opinion was that the attitude of the 

company seemed fair and logical and should be continued but that the 

company should consider gifts to certain national agencies such as the 

Red Cross. Any such gifts, however, should be for the company as a 

whole. 127 

127Board Book 1, 913. 
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Earliest records indicate a total of $3,300 was contributed in 1939. This 

amourit grew steadily each year, except during World War Il and two major business 

downturns in the mid-1970s and mid-1980s. Corporate contributions were severely 

affected when the company experienced its great financial difficulties in the mid-

1980s. With the affiliation in November 1985 with the Nationwide Insurance 

Enterprise, however, Wausau Insurance Companies was once again able to continue 

what had become its tradition of being a good corporate citizen. In 1994, corporate 

contributions for the year totalled $1,522,090. 

As a leader in the community and the industry, Wausau Insurance gradually 

began to increase its support of educational institutions and other organizations over 

the years, realizing that with financial aid, Wausau would benefit with potential well

trained employees and an enhanced image in the community. 

Early contributions centered on education and health and welfare. Later, more 

emphasis was placed on civic and cultural organizations and activities. Then those 

categories were held level to bring them in line with education and health and 

welfare. This situation eventually stabilized overall because of the review process and 

a set budget within which the corporate contributions program had to operate. 

As Wausau expanded its support to various organizations, requests for 

financial assistance from new enterprises increased. This necessitated establishing 

guidelines and a policy statement in 1970: 

· In order to fulfill the responsibilities of Employers Insurance of Wausau as an 

effective corporate citizen, contributions by the Company may be made as 
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follows: 

A. An annual budget will be submitted for the approval of the Executive 

Committee. 

B. The officers of the Company will review and evaluate requests for 

contributions within the following guidelines: 

1. Organizations applying for contributions should be soundly 

managed with constructive objectives and must effectively 

establish need. 

2. Generally, contributions should not be made to organizations 

receiving funds from a local community fund, to religious, 

political or labor groups. 

3. The Company should not make 'token,' or small contributions 

to avoid refusing requests. All requests should be made in 

person or in writing. 

4. Priority consideration will be given to requests from the 

following geographic areas: 

a. City of Wausau and Marathon County 

b. State of Wisconsin 

c. Cities where company offices are located 

5. Priority consideration will be given to requests in the following 

classifications: 

a. Education 
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b. Health and Welfare 

c. United Community Funds 

d. Civic and Cultural 

e. Economic and trade organizations 

C. The officers are authorized to make contributions within the approved 

budget and the above stated guidelines, except that with respect to 

contributions to educational institutions and hospitals, specific approval 

is required by the Executive Committee or the full Board. 128 

Subsequent revisions over the years since 1970 have been made as needed to match 

company operating objectives and reflect other changes. Wausau's corporate 

contributions policy statement states: 

The welfare of Employers Insurance of Wausau is tied significantly to the 

welfare of the society in which it operates. Recognizing that it has public 

responsibilities beyond its own proprietary interests, the company sets aside 

certain sums of money for contributions, and adheres to agreed-upon 

guidelines to maximize the effectiveness of the gifts. 

Wausau's first set of corporate contributions guidelines provided for an annual 

budget established according to an approved formula and submitted for the approval 

of the Board of Directors, a corporate contributions committee designated by 

management to review requests, and specified members of management authorized to 

make contributions within the approved budget and stated guidelines. 

128Board Book 7, 453. 
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Over the 85 years it's been in business, Wausau Insurance Companies' 

corporate contributions program has seen many peaks and valleys as it has 

demonstrated its good corporate citizenship to the community it calls home. These 

milestones in Wausau's corporate contributions' history include: 

1950 -- First contribution to National Fund for Medical Education. 

1956 -- Board establishes three annual $1,500 scholarships to students 

majoring in casualty insurance. 

1958 --- Board agrees to support Wisconsin Foundation of Independent 

Colleges. 

1960 --- Board gives company officers the authority to support branch and 

service office United Funds with contributions of not more than $25 per office, 

nor less than $10 per employee. 

1961 --- Board approves scholarships to the University of Wisconsin-

Marathon County and UW--Madison, the latter in memory of W. H. Burhop 

(past president). 

1964 --- Board approves first corporate contributions policy statement. 

Prior policy limited contributions to a select few because Board felt that they 

were the trustees for the funds belonging to the policyholders and any balance 

not needed in the regular conduct of the Company's business belonged to the 

policyholders. 

· 1967 --- Board approves support of National Merit Scholarship Program. 

1971 --- Board reviews and establishes formal Corporate Contributions 
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Policy with categories, resolution, and a proposed budget. Former 

category headings were donations, memberships, and advertising. New 

categories include education, health and welfare, civic and cultural, economic 

and trade, and memberships. Advertising contributions was transferred to the 

. Public Affairs budget. Executive vice president selects review committee. 

1972 -- Committee considers employee involvement in corporate contributions 

but tables for future. 

1975 --- Guidelines clarified due to program growth and to fulfill company 

objectives. 

1976 -- Committee approves transfer of small community service 

contributions to public relations budget. Intent is to eliminate token gifts and 

make program more meaningful. 

1978 --- Executive committee approves H-2 formula for establishing yearly 

corporate contributions budget. Community services budget becomes part of 

corporate contributions budget again, but under a separate category. 

1979 --- Regional community contributions other than United Funds become 

part of corporate contributions budget. 

1989 --- Because of the increasing size of the corporate contributions program, 

responsibility is transferred to Tom Mack, executive vice president, from 

Roger Drayna, public relations director, where it had resided for almost 20 

years. 

1990 --- Tom Mack retires to head Wausau Area Community Foundation, 
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which Wausau Insurance supports with a five-year commitment of operating 

expense and administrative expense support. Corporate contributions is 

returned to Public Relations, headed by Roger Drayna. 

1992 --- _Roger Drayna retires after more than 20 years, succeeded by Brad 

Zweck, public relations manager, and Lynn Kordus, senior public relations 

coordinator, whose responsibility it becomes to manage the corporate 

contributions program at Wausau. 

1994 --- Wausau Insurance begins utilizing Nationwide Enterprise Foundation 

for majority of corporate contributions to take advantage of tax deductions for 

these contributions. Its matching gift program also becomes part of the 

Nationwide Enterprise matching gift program. 

Prior to 1994, Wausau's Corporate Contributions Program consisted of three 

parts: corporate contributions (amounts larger than $500), community contributions 

(amounts $500 and less, as well as in-kind support from the Westwood Conference 

Center and the Trademart, Wausau's company store), and a matching gifts program. 

Community Contributions 

As a general rule, funds from the corporate contributions budget were not 

assigned to religious organizations. The only departure from this policy was for 

projects or purposes which were clearly in the interest of the entire community even 

though execution may fall under the control of a specific sectarian group. Even in 

such cases, a community drug abuse program might be a case in point, allocation of 

funds required review and approval by the Corporate Contributions Committee. 
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Corporate funds were not assigned to service clubs for their general treasuries. 

Specific projects of benefit to the community were considered by the Committee on a 

case-by-case basis. 

Tickets for dinners and events were purchased only if it was clearly in the 

interest of the Wausau area. Police and fireman benefit events are examples of 

programs that were supported. Church dinners, religious singing groups, and political 

affairs were not considered. 

Support for community activities took the form of a monetary donation, a paid 

advertisement, contribution of employee time, or items supplied through the public 

relations giveaway program. Support was limited to one of these approaches. 

Matching Gift Program 

Fulltime employees with at least one year of continuous service were eligible 

to participate in the matching gift program. Retirees receiving retirement plan 

benefits, directors, and directors emeriti were also eligible. Donors did not have to 

have attended the schools to which they contributed. 

In order to qualify for matching funds a school had to be located in the United 

States or Canada, and listed in the current issue of the Education Directory, Colleges 

and Universities. U.S. schools had to be recognized as tax exempt. If two-year and 

technical schools met the above criteria, they qualified for matching funds. Matching 

gifts were also made to funds, foundations or associations which were tax exempt, if 

they were an integral part of the school, transmitted all funds to the school, or used 

all funds received for the benefit of the school. 
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Gifts eligible for matching had to be unrestricted contributions of at least $25 

in cash or readily marketable securities from the donor's personal funds. The gift had 

to be an actual payment, not a pledge. The donor determined the value of a securities 

gift by using the closing price on the day the gift was made. For over-the-counter 

stocks, the closing bid price was used. Gifts were matched dollar for dollar up to a 

maximum of $500 per donor in one calendar year. If the donor made gifts to 

multiple recipients which totalled more than $500, he or she had to specify how the 

matching gifts were to be allocated. Any unused portion of the $500 maximum could 

not be carried over to following years. 

Gifts were matched by the company up to an aggregate of $50,000 per 

calendar year. If this aggregate was exceeded, the company prorated its matching 

gifts. 

Gifts not eligible for matching funds included real estate, bequests, national or 

local alumni association dues, subscription fees, payments for books or tuition, 

premiums for an insurance policy naming the recipient as beneficiary, and any other 

payments which were not in the form of a direct contribution. 

Center and the Trademart, Wausau's company store), and a matching gifts program. 

The Nationwide Insurance Enterprise Foundation 

Beginning in 1994, Wausau Insurance Companies, an affiliate of the 

Nationwide Insurance Enterprise, Columbus, Ohio, began utilizing the 

Nationwide Foundation for its corporate contributions for tax purposes. In 1994, 

Wausau also became a part of Nationwide's Matching Educational Gift Program. 
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Copies of both programs' guidelines can be found in the Appendix. 

What this entails is annually presenting Wausau's approved contributions 

budget to the Nationwide Foundation Board of Trustees for approval. This 

accomplished, contributions are made at Wausau's request with checks from 

Nationwide's Foundation. Checks are sent to Wausau where an appropriate cover 

letter is attached and then mailed to recipients. Non-budgeted requests are handled by 

Wausau as they are received. Those meriting a recommendation to the Nationwide 

Foundation trustees are presented at the next trustees' meeting following the date of 

the request. 

As many contributions as possible are channelled through the foundation. 

Contributions must be exactly that. Ticket purchases, or contributions that involve a 

substantial amount of recognition and/or publicity are not permitted to be sent through 

the foundation. The secret to the success of this effort is coordination between 

Wausau and Nationwide and timely communication between the two entities. 

Wausau's 1995 budget included $687,388 approved through the foundation, 

and $293,190 (including a $25,000 contingency) retained as strictly Wausau Insurance 

contributions. These figures do not take into account Wausau's public relations 

budget, nor the community contributions made by Wausau. 

Today, Wausau Insurance Companies' Corporate Contributions Program is 

conducted on a national, as well as divisional and local levels. Approved 

contributions complement company objectives and provide potential benefit to the 

company, its employees, customers, and the public. As in the past, preference is 
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given to organizations located in the City of Wausau and Marathon County, then the 

State of Wisconsin, particularly if they have statewide impact. 

Preference is also given to organizations in cities where company offices are 

located. Contributions of this nature are generally expected to be funded out of the 

respective divisions, with exceptions made for requests that are deemed to be of 

broader value to the company. Overall, preference continues to be given to 

organizations that seek multiple sources of support. 

A look at the top recipients (organizations receiving $5,000 or more) in 1996 

shows the following: 

United Way of Marathon County 

United Way - Divisional 

Matching Gifts to Colleges/Universities 

Woodson YMCA 

American Players Theatre 

Wisconsin Foundation for Independent Colleges 

National Merit Scholarships 

Wausau Area Performing Arts Foundation 

YWCA 

Wausau Child Care 

UWC--Marathon 

WIAA Scholar-Athlete Award 

The Women's Community 

87 

$315,000 

60,000 

75,000 

50,000 

50,000 

45,000 

32,000 

21,000 

20,000 

20,000 

20,000 

16,000 

15,000 



Salvation Army 

Forward Wisconsin 

Leigh Yawkey Woodson Art Museum 

Marathon County Historical Society Log Jam 

15,000 

10,500 

7,500 

5,000 

· Some of these are annual requests (Log Jam and Woodson Art Museum), 

while the others represent ongoing, multi-year contributions. 

Through 1995, divisional offices were allocated amounts ranging from $2,000 

to $6,000 each (depending on the number of former regions making up the current 

division) for both United Way contributions and corporate contributions, which are 

administered by the senior public relations coordinator in Wausau, Wis. These 

contributions should have strong relationships to the insurance industry. Dollars over 

and above the budgeted levels are budgeted for by the respective division. Beginning 

in 1997, all United Way contributions will be matched throughout the country by 

Nationwide and will be processed through that entity. In addition, beginning in 1996 

each division was responsible for budgeting for its own corporate contribution dollars. 

Contribution categories are United Way, education, civic and community, 

culture and the arts. In general, contributions are not considered for individuals, 

religious organizations, political organiz.ations, labor organizations, operating costs of 

agencies supported by the United Way (Wausau does, however, support United Way 

agencies' capital fund drives), nor are "token" requests considered just to avoid 

turning down people making requests from areas the company supports. Requests for 
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funding should be in writing and include certain information about the organization 

making the request and the project involved. 

Wausau's Corporate Contributions Program is administered by the Corporate 

Contributions Council. This group includes Wausau's president, senior vice president 

for finance, senior vice president for administrative services, public relations 

manager, and the senior public relations coordinator. The Council meets at least 

annually to review the previous year's activities and budget, establish the program and 

budget for the following year, and evaluate the current grant program. Additional 

meetings are held as needed to act on contribution requests. 

Prior to 1978, Wausau Insurance Companies' contributions budget was 

estimated each year and presented to the Board of Directors for approval. From 1978 

to 1984 the H-2 formula was used (5/100 percent of earned revenue less dividends 

and service income). 

The Corporate Contributions budget is now prepared by the senior public 

relations coordinator for initial review by the senior vice president for administrative 

services and the public relations manager. It is then presented by the senior public 

relations coordinator for review to the Corporate Contributions Council and approved 

by the president. 

Nonbudgeted requests are reviewed by the public relations manager and/or the 

senior public relations coordinator, the senior vice president for administrative 

services, and other ad hoc participants if necessary to ensure they meet the guidelines. 

Since the early 1980s, requests which have merit and exceed the authorized level are 
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further reviewed with the Corporate Contributions Council. Current authority for 

requests are the senior vice president for administrative services, up to $3,000; 

Corporate Contributions Council, over $3,000. 

In addition to the above, Wausau Insurance maintains a home office 

community program outside the Corporate Contributions Program. This program 

follows national program guidelines and involves small, unbudgeted requests ($1,000 

and under) which are one-time requests, subject to annual review. Support takes the 

form of monetary donations, in-kind contributions such as use of the Westwood 

Conference Center facilities, and promotional items available through the Trademart, 

the company store. 

This program operates within a fixed, approved budget and is also 

administered by the senior public relations coordinator. Requests of $500 or less are 

under the authority of the public relations manager and the senior public relations 

coordinator. Public Relations coordinates requests/responses with Advertising to 

avoid duplicate contributions. 

All grant requests received by the company are directed to the senior public 

relations coordinator at Wausau's home office public relations location in Wausau, 

Wis. 

At the present time Wausau's corporate contributions program is in transition. 

On the one hand, the H-2 formula is no longer used. On the other, as of March 1994 

Wausau is utilizing the Nationwide Enterprise Foundation for the majority of its 

contributions for tax purposes because Wausau is currently in a tax-loss situation and 
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would not otherwise be able to take these deductions. 

Over the years, Wausau Insurance has also made large, important 

contributions to the community in which it does business, outside the confines of its 

corporate contributions budget. These have included land for the present Wausau 

Hospitals and the Wausau Child Care Center, both located adjacent to the present 

home office complex of Wausau Insurance Companies; the former depot building 

located on Grant Street transferred to the Samoset Council, Boy Scouts of America, 

for $1; operating and administrative expense assistance for the first five years when 

the Wausau Area Community Foundation was established; one-time contributions of 

funds to the Northcentral Technical College, Wausau Club, and other important 

community institutions and organizations. 

In summarizing the "big picture" of corporate contributions at Wausau 

Insurance Companies and the foundation that was laid in the company's early days, 

the name that comes to mind is none other than Hans J. Hagge. 

As Phil Carspecken, retired director of films for Wausau Insurance, said: 

"We really didn't have a formal corporate contributions program in the early years, 

but if someone from a worthy organization like the Boy Scouts or Girl Scouts came to 

Mr. Hagge for a donation, they received it. "129 

Hagge was benevolent as far as the community was concerned and since he 

epitomized Wausau Insurance, it only followed that the company would be a good 

corporate citizen, too. But rather than conducting a formal corporate philanthropic 

129Phil Carspecken, personal interview, Wausau, 16 March 1994. 
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program in those early days, Hagge was laying the foundation, planting the seeds if 

you will, for the program and image that would follow. An image that is solidly 

entrenched in the city of Wausau. 

"The company took the lead in a great many instances," said Jerry Viste, 

retired 46-year Wausau Insurance employee and president from 1981 to 1985, "and if 

we were in good shape, and we usually were, we were pretty generous. It was just 

acknowledged that any community effort would involve the company. "130 

Bob Geisel, an advertising man who also once worked for Wausau Insurance, 

said Hagge thought the city of Wausau was the greatest spot on earth. "He, and the 

way Employers conducted itself, were responsible for a lot of this community's 

growth. The city always has benefited because of the company's philanthropic 

attitude. Wausau Insurance has always been a leader in furthering Wausau in all 

respects. "131 Geisel said Hagge's and the company's approach to philanthropy was 

balanced, rather than selective. 

Former Corporate Advertising Vice President Bob Gunderson underscored 

Hagge's influence on Wausau's philanthropic philosophy. "Hagge was very 

community-conscious. He wanted the company to be well thought of in the 

community and he wanted employees to be proud of the company's part in the 

community. "132 

130Jerry Viste, personal interview, Wausau, 15 June 1994. 

131Robert Geisel, personal interview, Wausau, 5 July 1994. 

132Robert Gunderson, telephone interview, Wausau, 3 Feb. 1994. 
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"It was just understood and acknowledged that any community effort would 

involve Employers," Viste said. "Hagge felt the company had a responsibility to the 

community and believed employees should also be involved in the community. For 

example, for many years the company gave employees a half-day off so they could 

attend the Wisconsin Valley Fair in Wausau. And Employers always had employees 

serving in various public offices, with the company's approval. tt133 

Hagge's successors continued the firmly established tradition and reputation 

Employers Insurance had in the community: 

Bill Burhop --- 1952-1960 

J. Mearle Sweitzer --- 1960-1969 

Clyde Schlueter --- 1969-1975 

TA Duckworth --- 1975-1977 

John Schoneman --- 1977-1981 

Gerald Viste --- 1981-1985 

Lee Weinberger --- 1985-1993 

Galen Barnes -- 1993-1996 

Dwight Davis --- 1996-present 

Three succeeding presidents in particular emphasized community philanthropic 

endeavors. Both Sweitzer and Duckworth believed strongly that the company was a 

major part of the community, Viste said. And Viste continued the tradition when he 

served as president. "If you don't, if the company doesn't lead the way, the 

133Viste. 
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employees don't involve themselves in the community, and that hurts the relationship 

between the company and the community. "134 

Dwight Davis, named Wausau's president and chief operating officer earlier 

this year, said he has always believed: 

Wausau needs to make its contributions to the community in both a direct and 

indirect way .... we carry a greater burden to be a leader in philanthropy [since 

Wausau is the largest employer in Wausau and one of the largest in central 

Wisconsin]. That doesn't always mean on every philanthropic issue or 

opportunity we have to be a leader, but we have to be prominent as we stand 

to gain the most and lose the most. 135 

As the largest employer, Davis said: 

Our posture has to be one of being very active and direct. It is not uncommon 

that fund-raisers for significant projects will first approach us in the hope we 

will make a commitment they can use as a proof statement. Or there will 

often be telephone calls among the other large companies in the community 

and someone will call us asking whether we've seen a particular proposal yet, 

how do we evaluate it, and what stance are we going to take, for example. 

Again, that underscores the leadership role we need to internalize because of 

our size. 136 

134Viste. 

135Dwight E. Davis, personal interview, 9 Feb. 1996. 

136Ibid. 
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Prior to his being named president, Davis also served on the Corporate 

Contributions Council in his role as senior vice president for administrative services. 

During that time, he said "we started to categorize our thinking more to ensure the 

breadth and scope of our contributions as opposed to just putting ourselves in a totally 

reactive position. "137 Davis said "there has been a lot of continuity in terms of 

Wausau's undergirding philosophy of our philanthropy and sense of responsibility 

over time .... In a community like Wausau the number one driver needs to be not our 

own business objectives, but rather the needs of the community. What does it take to 

keep the community a quality place to live and to do business. 138 

Roger Drayna, retired public relations director, elaborated: 

In a free enterprise society, a corporation has a social compact with 

society to behave in a responsible manner. A corporation in this 

country is allowed to operate relatively freely in the pursuit of money, 

making a profit. The flip side of this is you owe certain things to 

society. You owe the creation of jobs, you owe the provision of health 

insurance, you owe good pension plans, you owe a certain social 

conscience in terms of funding things which are of benefit to the 

community. 139 

"The whole focus on the community of Wausau that Wausau Insurance 

13'1bid. 

13slbid. 

139Roger Drayna, personal interview, Wausau, 14 Feb. 1994. 
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Companies' contributions program has came from Hagge," Drayna said. "Hagge, 

and the Wausau Group he was a part of, have made Wausau the special place it is, a 

community that has things other communities this size just don't have. And that was 

because there were men like Hagge and the Alexanders and Wooclsons and others who 

just wanted the place where they lived to be a real good place to raise their 

families, MJ40 

14°I)rayna. 
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Chapter IV 

On November 6, 1985, the Wausau Insurance Companies that Hans J. Hagge 

created, fostered, and nurtured for more than four decades, ceased to exist, for on 

that day, Wausau Insurance Companies announced its affiliation with the Nationwide 

Insurance Enterprise of Columbus, Ohio, creating the fourth largest property-casualty 

group. 

Nationwide Insurance was founded by the Ohio Farm Bureau Federation, a 

consumer group organized in 1919 by Ohio farmers. The group incorporated the 

Farm Bureau Mutual Automobile Insurance Company on Dec. 17, 1925, and 

officially started business on April 12, 1926, with 1,000 applications, 10 times the 

number of applications needed to operate in Ohio. The Farm Bureau Mutual name 

was changed in 1955 to Nationwide Insurance. 

Today, the Nationwide Insurance Enterprise is one of the largest multiline 

insurers in the United States. It is a Fortune 100 company with assets of $60 billion 

and 1995 combined revenue of $18.3 billion. The organization has nearly 28,000 
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employees and 4,500 agents, operating in all 50 states, the District of Columbia, 

Canada, Puerto Rico, and the Virgin Islands. Nationwide has 13 affiliated companies 

in the U.S. and property/casualty insurance contracts in 37 countries. 

Wausau's affiliation with the Nationwide Insurance Enterprise came after 

several extremely troubling years which saw Wausau Insurance struggling in an 

equally troubled industry. Beginning in 1979 and extending into the mid-1980s, price 

wars broke out "like measles and all companies had to scratch to keep 

business, "141according to Peter Franklin in his book on the Nationwide Insurance 

Enterprise. Property and casualty underwriting losses throughout the industry hit a 

record $6.3 in 1981, but these were mitigated somewhat by the unusually high interest 

rates that fattened investment portfolios. However, record losses followed in each of 

the succeeding four years and interest rates dropped. By 1985 industry losses 

weighed in at $24.8 billion. 

The industry was badly out of balance. "Many blamed an early bout with 

inflation, the declining rates, record losses from natural disasters, the price wars, 

dramatic increases in health care costs, and the exploding lawsuits, jury awards and 

costs of litigating same," 142 Franklin reported. 

At Wausau Insurance the numbers were just as bad as the industry's if not 

more so. In 1984 its underwriting loss totaled $342 million, up from $230.9 million 

141Peter D. Franklin, On Your Side, The Story of the Nationwide Insurance 
Enter,prise (Columbus, Ohio: Nationwide Insurance Enterprise, 1994), 228. 

142Franklin, 229. 
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a year earlier. Earnings from its large investment portfolio helped improve the 

numbers, but the real problem was in the surplus, the capital a company has available 

beyond what it holds in reserve for policyholder losses. Some equate a mutual 

company's surplus to a stock company's net worth. 

Wausau Insurance operated at a 4-to-l ratio in 1984, considerably higher than 

the 2-to-l ratio that often is considered an industry yardstick. According to Franklin, 

Nationwide's ratio, in comparison, hovered around 2.5-to-1 during most of the 

1980s.143 

A ratio that high for Wausau Insurance wasn't new, however. Just a decade 

earlier the company battled another long and devastating price war that forced it to 

freeze, and then cut, salaries across the board. To help record and shore up its 

resources, Wausau's board of directors brought in a new executive vice president, 

John A. Schoneman, in 1976, to head up the shaky insurance operations. By design, 

a year later Schoneman became the company's first president and chief executive 

officer chosen from the outside. 

Schoneman came to Wausau with experience as a senior property insurance 

executive with the Atlantic Companies in New York. Under his leadership in the late 

1970s, the company came out of its crisis, its product was in demand, the return on 

its investments was excellent, there was capital available for expansion, and the 

company's premium-to-surplus ratio improved to a sturdy 2-to-1. 

As the 1970s came to a close, Wausau's prime business was still in workers 

143lbid. 
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compensation; but Schoneman had begun to diversify into property and casualty 

insurance to smooth out some of the bumps in the past and to grow the company. His 

board of directors agreed with his strategy. 

Schoneman knew something about most of the new business ventures in which 

he involve.cl the company through previous business dealings, and for a time it looked 

very good on the company's books. Very quickly Wausau went from about $20 

million in property and casualty business annually to 10 times that amount. Early on 

Schoneman was "rewarded" by the board with a promotion to chairman in 1981; and 

Executive Vice President Gerald D. Viste move.cl into the president's chair, a seat he 

wanted prior to Schoneman' s arrival. 

Although the prices paid for these acquisitions was not extravagant, Gunderson 

referred to them as "distressed merchandise (that) require.cl millions of dollars to 

rehabilitate. We had neither the current funds nor the time to make them profitable. 

It was a dilemma." 144 The new ventures also put considerable pressure on the 

parent company's surplus. Additional strain came as interest rates descended in the 

early 1980s from their record heights. As a result, the return on investments and the 

amount of capital available for growth decline.cl significantly, and the prices was had 

returned. 

According to former Executive Vice President Lowell H. Tornow, "had we 

not had all these extra companies to manage, which were spawned by John 

Schoneman' s thirst for diversification, we would have been better fortified to handle 

144Gunderson, 148. 
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our mainstream business. "145 In the process, Schoneman lost the confidence of his 

senior managers. By the time of the 1985 annual meeting, senior management knew 

Wausau Insurance was in deep trouble. All the officers gathered at the company's 

training center up the hill from its headquarters to hear Schoneman announce that 

Tom Hancock (a 14-year member of the board who had been chairman of The Trane 

Company of La.Crosse, Wisconsin) was going to help Wausau out of its financial 

situation. "We knew when we saw Tom Hancock standing on that platform with 

Schoneman that this was deadly serious," Tornow said.146 

Although many in the company knew times were tough, only a very few knew 

how tough. It wasn't until the spring of 1985 that senior officers were told A.M. 

Best, industry rater of financial stability, planned to publish an "omit" rating for 

Wausau. (A year earlier it dropped the company from "A" to "B+. ") "An 'omit 

means you are not rated; it's bad news," said Tornow, "and that's when we sort of 

knew we were in a crisis situation. "147 

State regulators pushed for action for some time, but Schoneman all but 

ignored them. "He apparently felt that the insurance department was unduly 

concerned, and we could work our own way out of our financial difficulty," said 

Leslie J. Baumer, retired executive vice president. 148 

145Franklin, 231. 

146Franklin, 233. 

147Ibid. 

14Blbid. 
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On June 4, 1985, the following bulletin went out to all employees: "The 

executive committee of the Wausau Insurance Companies board of directors today 

accepted the resignation of John A. Schoneman as chairman and chief executive 

officer." It was signed by Hancock, who assumed Schoneman' s duties. 

Hancock took a different route. He took over the chairman's office and gave 

a select few senior executives marching orders for saving the company. Viste, again 

blocked from the top job and from even having a hand running the company, 

remained for a couple of months until Hancock suggested he move on. 

At a June meeting with his senior executive team, Hancock admitted the extent 

of the company's problems surprised even him. "He didn't know how ... such an 

apparently capable management team could let such a thing happen, "149 said Bill 

Wymore, a former regional manager who returned to the home office in 1985 and is 

now senior vice president of the company's North Central Division in Milwaukee. 

The situation was desperate, although most of the more than 7,400 employees 

did not have the whole story--and those who did couldn't tell the rest. The surplus 

declined to $268 million in the first quarter of 1985 from $303 million in fiscal 1984 

and $511 million the previous year. The ratio of premiums to surplus was pushing 6-

to-1. Major customers were bailing out. Major brokers of Wausau's business pulled 

back their support. Hancock instituted a difficult recovery plan that included cutting 

directors' fees in half, selling corporate aircraft and the New York apartment, culling 

out certain lines of business, reducing its risk through reinsurance, increasing rates, 

149Franklin, 235. 
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slashing travel and advertising budgets, instituting a hiring freeze and longer work 

hours, and eliminating 10 percent of the workforce. 

· On June 21, Hancock issued a press release which stated, "The management is 

convinced that. the aggressive recovery actions we are taking, which affect all 

elements of our business, will accelerate our return to profitability and improve out 

capital base.• 

Hancock and Tom Kryshak (Wausau's chief financial officer) concentrated on 

the biggest problems: shoring up relations with the Wisconsin insurance department 

with an intensive, internal audit, and meeting with the Security Committee of one of 

its major brokers to ensure them Wausau was working to correct its situation. Mkuch 

depended upon how Best would go with its rating of Wausau, however, Board 

member San Orr and Kryshak were frank in their approach to Best, admitting the 

mistakes of the past but emphasizing the steps the company had taken to improve the 

situation, which included the firing of Schoneman. On June 24, Wausau received the 

"deferred" rating it preferred. 

Several insurance companies in the Midwest made a pass at the distressed 

merchandise, but they were just pases. "In the hope that a viable 'white knight' 

would suddenly appear to save Wausau, Hancock pushed for Orr to secretly appeal 

for help from Goldman Sachs in New York. Overnight the investment banking firm 

had a team at Wausau's headquarters. • 150 

Throughout the summer Goldman Sachs introduced Wausau to several 

15°Franklin, 237. 
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interested parties, none of whom have been made public. Management's greatest fear 

was that Wausau would be broken up, and in the process, the pieces moved out of 

Wausau. Community leaders shared the same concerns inasmuch as the insurance 

comp~y was the city's largest employer, by far. Goldman Sachs did not seek out 

Nationwide's interest until very late, in September, according to Franklin.151 The 

Nationwide group met the Wausau people for the first time October 10 in Chicago. 

Following an all-day meeting, Paul A. Donald, president and general manager of the 

Nationwide Insurance Companies, said "Wausau's situation was 'desperate,' yet he 

felt a strong camaraderie emerge between Nationwide and the Wausau management 

team. 'I think they wanted to find a way to make this work.' 

"Wymore remembered Wausau's reaction. 'We walked out of there saying, 

"These are our kind of people; they've got the same values we have,' and actually 

praying that if anything could happen, let it happen with these people. '"152 

· According to Franklin, Nationwide felt the same way. "Even before the 

Chicago meeting, it appeared to be a marriage made in heaven. Nationwide wanted 

to develop business west of the Mississippi; Wausau already was well-positioned 

there. Nationwide wanted to expand into commercial insurance; that was Wausau's 

traditional strength. Nationwide had a strong work ethic; so did Wausau. 

"'When we came out of that meeting,' Donald said, 'there is no question that 

we left there thinking, you know, unless we discover some ghost or skeleton in the 

151Franklin, 238. 

152Franklin, 238-239. 
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closet we hadn't imagined could exist, we think we are going to go with this. "'153 

The Nationwide plan included the following: the core business would stay in 

Wausau; an infusion of up to $300 million in surplus notes; the promise of an 

improved A.M. Best rating; and no golden parachutes for key executives .... Wausau 

made its decision to accept the offer within 20 minutes. 154 

Nationwide executives made their first visit to Wausau, undercover, on 

October 24, posing as reinsurance managers. The plan also included two moves not 

introduced in Chicago. The first involved financing. Nationwide transferred $250 

million from its surplus into Wausau's surplus and took a IO-year, 9. 7 percent surplus 

contribution note in return. In a peculiarity of accounting, the parent company 

improved its affiliate by $250 million without diminishing its own wealth because it 

held the note. It was as if it had created $250 million out of thin air. 

"The second creative maneuver involved 'a sequential resignation' of the 

Wausau board .... One group of eight Wausau directors resigned, and eight Nationwide 

nominees replaced them, thus maintaining a quorum. Then nine more Wausau 

directors resigned as a group and six Nationwiders replaced them. The by-laws were 

amended to reduce the number of directors from 17 to 15: 14 from Nationwide plus 

San Orr, the only Wausau director retained on the new board. The entire Wausau 

transaction, including the surplus notes and board election, had the approval of both 

153Franklin, 239. 

154lbid. 
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the Wisconsin and Ohio insurance departments. "155 

Franklin reported that Peter Frenzer, Nationwide's executive vice president for 

investments, saw the affiliation as 'a unique opportunity to bring a leading 

commercial company into the Nationwide family with limited risk relative to the 

potential benefits.' Furthermore, he said, Nationwide cold realize its strategic 

objectives, i.e., western expansion and commercial lines development, at substantially 

less cost than if it had to build a duplicate organi7.ation. "156 

On November 6, 1985, Wausau and Nationwide joined in the announcement of 

the affiliation and the creation of the nation's fourth-largest property-casualty group. 

Donald became chairman of the new affiliate and Leon J. Weinberger (Nationwide 

vice president of property and casualty subsidiaries, and former executive vice 

president and director at Sentry Insurance, Stevens Point, Wisconsin) was elected 

president. Hancock returned to retirement, Kryshak eventually moved to Columbus 

as Nationwide's executive vice president for finance, and Best's "A" rating returned 

to Wausau on December 9, 1985. 

In its 1985 annual report, Nationwide issued a "Thank You, Policyholders" 

message, which stated "Relationships can be strengthened by adversity .... The last 

year has not been an easy one for our company. We are well on our way to 

recovery, but this would not have been possible without your loyalty. "157 

mFranklin, 240-241. 

mFranklin, 241. 

1571985 Annual Report (Columbus, Ohio: Nationwide Insurance Enterprise, 1986), 
n.pag. 
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The recovery process also included cutting back on the expansion that got 

Wausau into trouble initially. Nationwide sold some companies and merged others 

into other Wausau or Nationwide organizations. By the end of 1992 eight of the 12 

major companies operated by Wausau eight years earlier had passed from view, one 

way or another. 

In the fall of 1992, Weinberger told employees that Wausau's losses had 

accumulated to $1.6 billion, or at least three times what Nationwide had anticipated. 

"I am convinced," said Galen Barnes, a veteran Nationwider who succeeded 

Weinberger in May 1993, "that none of the key people .. .involved in that decision in 

November 1985 knew how deep the problem was. 

"And, to be honest with you, it's not done yet," he said at the end of 1993. 

"We still have another $500 million to $600 million to get done--on top of the $1.6 

billion. That will take another five or six years to work off. "158 

W. Barton Montgomery, who retired in April 1994 as chairman of Nationwide 

Life Insurance Company, thinks Employers Insurance of Wausau and its problems 

kept the Nationwide parent company from earning an A++ rating from A.M. Best in 

the early 1990s. "'Our Wausau affiliation has ended up costing us more than we ever 

figured,' the Washington Court House farmer said. 'It was one of those things 

"probably too good to be true." It's a little bit like, you know, I bought a couple of 

farms here at the wrong time. They're going to work out, but hindsight sure is 

158Franklin, 242. 
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better than foresight. "159 

As stated earlier, one concern Wausau had in the affiliation was whether its 

new partner shared the same philosophy, values, and culture as itself. This concern 

extended to community involvement and specifically, whether Nationwide's 

philosophy in the area of corporate contributions would be in sync with Wausau's. 

Wausau needn't have worried. In a special supplement to the Wausau Daily Herald 

on the occasion of Wausau Insurance Companies' 75th anniversary, John Fisher, 

Nationwide general chairman and chief executive officer, said "The affiliation of 

Wausau and Nationwide brought together two organizations with similar beginnings, 

cultures, and values .... We have admired their reputation from afar over the years but 

now know firsthand why they are known as 'Good People to do Business With!' "160 

In that same supplement, Paul Donald stated, "Three-quarters of a century is a 

level no business can reach unless it successfully establishes genuine bonds of trust 

with its employees, its townspeople, and the public that it serves. Wausau's past has 

been outstanding and the future should be even better .... great strides have been made 

in firming up an excellent relationship that should stimulate healthy progress in the 

years ahead. While our common challenges may remain demanding, our common 

opportunities are tremendous. "161 

The supplement underscored the collective philosophy with its statement: 

159Franklin, 242-243. 

160"Quality Since 1911. 75th Anniversary Special Advertising Supplement," the 
Wausau Daily Herald, 28 Aug. 1986: 11. 

1610uality. 3. 
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... Wausau has grown into one of the largest, most sophisticated all-lines 

. insurance companies in the world, yet we've never lost our commitment to 

serve, our capacity to care. 

For even though Wausau is now made up of more than 6,000 individuals-as 

multifaceted and diverse as America--there is a collective corporate 

consciousness with a unity of purpose. A willingness to work a little harder, 

go a little further, to get a job done right--to meet our standards of technical 

excellence, personal service, and social responsibility. 

This companywide commitment to quality set the Wausau Insurance 

Companies apart, building deep-rooted policyholder relationships that grow 

and prosper, and lending credence to the continuing legend of a company with 

social responsibility 'built in. ' 162 

Nationwide's commitment to broad-based citizenship took on formal structure 

in June 1959 with the founding of the Nationwide Foundation, which later became the 

Nationwide Insurance Enterprise Foundation, according to Franklin. "Its first 

president, Murray D. Lincoln, said its purpose was to support charitable, religious, 

scientific, and safety programs. Thirty-five years later 60 percent of the contributions 

from the tax-exempt foundation went to health and human services-related functions, 

followed by education and the arts •••• 

162Quality, 2. 
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"The initial endowment of $363,000 from corporate funds blossomed into 

assets of almost $33 million. In terms of giving, it was the nation's 24th largest 

company foundation by 1994. The foundation's assets are replenished by not only 

interest on the principal but also through contributions out of profits from each of the 

Nationwide companies. Through the years the foundation enabled Nationwide to 

continue its level philanthropy in good years for the company as well as the lean 

ones, although the income did not always equal the contributions. "163 

As stated in Nationwide's 1995 Annual Report, "Investing in the development 

of our communities is another of Our Vision initiatives. During 1995, the Nationwide 

Insurance Enterprise Foundation made grants of $9.68 million to improve the quality 

of life in communities where we do business. Last year, in the Central Ohio area 

alone, Nationwiders pledged over $2.3 million in United Way contributions, which 

were matched dollar-for-dollar by the company. "164 

Probably no senior executive in Nationwide's history has been more committed 

to community service than Fisher, according to Franklin. "From his earliest days at 

the company, he found time to volunteer for his industry, his company, and his 

community .... in more than 40 years at the company, he also vigorously supported 

other officers becoming involved in community and industry activities .... Nationwiders 

at all levels participate in a wide variety of community service projects, ranging from 

163Franklin, 272-273. 

1641995 Annual Re.port. Service that Surprises. Nationwide Insurance Enterprise. 
(Columbus, Ohio: Nationwide Mutual Insurance Company, 1996), 20. 
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the United Way to Nationwide's own Prom Promise and highway safety 

programs. 165 

Fisher has said, "Nationwide is not a personality. It is an organiz.ation that is 

based on a strong underlying philosophy and mission. The fact that this company was 

organized by a group of people to help themselves ... has never been lost in our 

governance system or our overall philosophy of self-help (and) it has a major bearing 

on how we approach the charitable projects in which we excel. 

"Nationwide is more than a business. It is a company that from the beginning 

had an attitude of professionalism, and at the same, had a worthy social purpose, such 

as helping people through cooperatives, insurance services and charities and 

responding to things that will really make a crucial difference to people's lives. "166 

In the Introduction to On Your Side. The Stor_y of the Nationwide Insurance 

Enter.prise, Fisher writes: I wanted to be sure our story would make it clear that from 

the beginning, Nationwide has had a worthy social purpose .... If it is a meaningful 

cause, Nationwide people get behind it. 167 

In a 1993 letter that outlined Nationwide's vision to Nationwide directors, D. 

Richard McFerson, Nationwide Insurance Enterprise Chairman and Chief Executive 

Officer, recognized Murray D. Lincoln as "the father of Nationwide's heritage 

(whose) values are central to what defines Nationwide and differentiates us from other 

165Franklin, 274. 

166Franklin, 278. 

161Franklin ... 
'Vlll. 
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insurers .... As we continue to move forward, our challenge remains the same-we 

must successfully manage our culture to ensure the future success of the enterprise 

and the continuation of the cooperative values and heritage that Nationwide 

embodies." 168 

With this attitude and philosphy in existence at Nationwide, Wausau Insurance 

Companies de.cided in March 1994 that it would be in the best interest of Wausau 

from a tax standpoint to take advantage of Natjonwide's Foundation for its corporate 

contributions since Wausau was in a tax-loss situation and could not deduct these 

contributions itself. 

In the two and a half years since this de.cision was made, Wausau has made 

the corporate contributions it has desired, albeit with significant budget de.creases in 

each of the last two years (related to an overall corporate strategy to exert an 

extremely tight control over cutting expenses). The apparent belief of Wausau's 

Corporate Contributions Council is that the Nationwide Insurance Enterprise 

Foundation respects and values the expertise shown in the leadership of Galen Barnes, 

Wausau President and Chief Operating Officer and former Nationwide exe.cutive, to 

such an extent that it has approved without question the contributions recommended 

by Barnes. While, certainly, nothing is guaranteed for future years, it appears that 

this will continue to be the case given the respect and admiration for Barnes 

successor, Dwight E. Davis, who was named president and chief operating officer in 

1996. 

168Franklin, 291. 
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Chapter V 

The future of Wausau Insurance Companies corporate contributions program 

for the company, as well as the Wausau community at large, appears sound, although 

nothing can be guaranteed with absolute certainty. While recent budgets have 

experienced cutbacks in the number and size of corporate contributions, and the 

source of those funds now derives from Columbus, Ohio, rather than Wausau, 

Wisconsin, Wausau Insurance Companies continues to determine the nature of its 

contributions program and at the same continues to be highly regarded in the 

community in which it is headquartered. 

The 1995 Image and Awareness study, commissioned every two years by 

Wausau Insurance Companies' advertising and market research functions, bears this 

out. An article in the company's employee magazine Good People in January 1996 

stated: " ... Wausau is indeed perceived as a major player in the market, and ... we are 

generally noted for our good reputation and financial stability .... As a major player in 

the commercial insurance market, among competitor companies Wausau's advertising 
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awareness ranked second among employee benefits decision makers, third among 

property/casualty decision makers, and fifth among property/casualty decision 

makers. "169 Major considerations of the study include: results reflect total 

marketplace activity; overall, Wausau is perceived to be a major player in the market. 

Our awareness is greater than our market share; Wausau is still generally perceived as 

a workers compensation company; and the company is perhaps most highly regarded 

for its general reputation. Among buyers and producers we are regarded as a 

company with whom they would like to do business.170 

While these results may be satisfactory, work remains to be done, and there 

certainly is no place for complacency. As Wausau's A Vision and Strategic Direction 

1994-1996 pointed out "The Wausau organization has experienced dramatic change in 

recent years: 

affiliation with the Nationwide Insurance Enterprise; 

a shifting product mix now including group health as its second largest line of 

business; 

169Gretchen Nuckles, "Brand awareness up, depot awareness jumps," QQOQ PeQple, 
January 1996: 3. 

t7°It,id. 

Note: The study was completed with Cramer-Krasselt, Wausau's national 
advertising agency, and cost was shared by one of Wausau's media partners. This year, 
Business Insurance shared in the cost of the project, which is used to track Wausau's 
company and advertising awareness among its key audiences. The 1995 study consisted 
of 1,200 telephone interviews including 300 property/casualty decision makers, 300 
employee benefits decision makers, 300 business insurance brokers for property and/or 
casualty insurance, and 300 independent agents who handle commercial insurance. 
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new products and services, including high deductible workers compensation, 

casualty and group health service business, property HPR and special risk, 24-

hour managed care, and structured settlements; 

new patterns of distribution, including increased broker production and use of 

outplacement for fulfillment of direct accounts; 

re-engineering of work processes and adoption of new technologies; 

a medium-size and large-account orientation; and 

a new divisional structure in the field. 

Wausau at this juncture must avoid the pitfall of many other businesses, 

including so-called 'blue chip' companies that are now notable for their financial 

declines--namely, the pitfall of failing to adapt either fast enough or fully enough to 

profound market changes. 171 

Wausau's vision includes the following principles which "will guide our 

strategic and operational decision-making as we perform out mission and strive to 

achieve our vision of being the very best: 

171 A Vision and Strategic Direction 1994-1996 (Wausau, Wisconsin: Wausau 
Insurance Companies, 1994), Insert: "Background--The Environment." 
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listen to our customers and respond by delivering products and services of 

exceptional value, 

remain a reliable and stable partner with out customers in meeting their 

growing needs, 

represent a market force with a reputation for product and service innovation, 

efficiency, and superior financial performance, 

value diversity and recognize the contributions of our people, 

contribute equitably as a member of the Nationwide Insurance Enterprise, and 

participate as a responsible corporate citizen. 172 

A letter from then president Galen Barnes, which accompanied distribution of 

the strategic direction publication, said "Wausau has worked hard at providing 

customer service over the years. And our customers and our producers are telling us 

that we are among the better servicing companies in the industry. But they are also 

saying we are not superior. And in some instances, quite frankly, we are not living 

up to our own reputation .... we must develop a passion for doing things even better in 

the future ... In these times of rapid change, we're all looking for greater stability and 

172lbid, 1. 
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certainty in our lives. The irony is that stability won't come from standing still in 

this business. Achieving superiority--which requires dramatic change in the way we 

do business--is the only way of securing Wausau's future and of enabling the 

company to: satisfy our customers' needs in the future, provide a satisfactory financial 

return to our investors, create opportunities for the Wausau people who contribute to 

attaining the company's objectives, and participate in our communities as a good 

corporate citizen." 173 

The implications the above has for corporate contributions is obvious, and will 

demand the superior performance Barnes called for. What this means specifically is 

closer, more meaningful evaluation of every major contribution, and lesser 

contributions overall, to determine whether they truly fit with the company's vision to 

be the very best and all that entails. The present climate is a long way from making a 

contribution just because it was the right thing to do, a way to pay back the 

community in which business is conducted. 

Wausau residents joke about Wausau's lag time in being up to date, whether it 

is in getting the latest movies and fashions, or the latest in social problems such as 

drugs and crime. It appears that Wausau has a lag time also in how the city's largest 

employer acts as a corporate citizen and why it does so in the manner it does. This 

author did not find in the numerous interviews conducted that the time between its 

inceptj.on in 1911 and its affiliation with Nationwide in 1985, Wausau Insurance 

Companies operated like the big businesses Llewellyn discusses in The Rhetoric of 

173Galen Barnes, "From the President letter to all employees," 23 Mar. 1994. 
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C01porate Citizenship. making contributions only in their best interests and only if 

they received proper recognition for doing so. Since the affiliation, however, closer 

attention to what Wausau is doing in corporate contributions and to what extent has 

gradually gained in importance to where emphasis is now placed on contributions 

being value-added (are potential recipients customers, will the contribution enhance or 

solidify Wausau's marketing strategy in a particular area, what are other area 

companies contributing, what role should Wausau play in any particular corporate 

contribution project). Gone for the most part are the days when major contributions 

were made just because the president of the company or some other high-ranking 

executive wanted it so. 

_ Whether Nationwide continues to permit Wausau Insurance the autonomy it 

has enjoyed since the affiliation remains to be seen. Over the last 11 years the mesh 

between the two organizations is becoming finer and finer, such that in this author's 

opinion it would be an extremely difficult, if not impossible task, for the two entities 

to disengage themselves from one another, even if that was the objective at hand. 

This study's purpose has been to present a case history of the foundations of 

the corporate contributions program at Wausau Insurance Companies, and in so 

doing, attempt to understand the roots of a reputation that has endured for 85 years in 

one small midwestem town. Perhaps the fact that the company was "born and raised" 

in a small town is the major contributing factor for its not "growing up" like its big 

city brothers and sisters. Perhaps it's because, as one of the company's early 

advertisements stated: 
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How come one of the world's most important insurance companies is 

located in Wausau, Wisconsin? ... Wausau is no longer lumber country. 

But Employers Mutuals has stayed. So have the men who guided the 

company from the very beginning. How come? Because they knew 

that something good had grown up there. A certain way of doing 

business that was good. An almost persona,/ character. A fairness that 

bent over backward rather than forward. Policyholders and their 

employees kept saying that Employers Mutuals were 'good people to do 

business with.' There was a 'Wausau personality' about us that people 

seemed to like and we didn't want to lose. We're a large company 

today. We're still Wausau. 174 

What is the end result for recipients or potential recipients of Wausau 

Insurance Companies' benevolent nature? Recipients will continue to be considered 

on a ~air basis, investigating the whys and wherefores of the request as well as the 

implications the request will have on Wausau Insurance. Worthy recipients will not 

go unfunded, but they will need to be truly worthy and will need to go through the 

rigors of explaining and otherwise justifying their corporate contribution request. 

Implications for future research 

As stated above, the purpose of this study was to examine Wausau Insurance 

Companies' corporate contributions program in light of its first fulltime president, 

Hans J. Hagge, and the philosophy of philanthropy he instilled in his successors, a 

174Gunderson, 23. 
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philosophy that is still present today, albeit under the careful auspices of the 

Nationwide Insurance Enterprise Foundation. While it is beyond the scope of the 

present study, it would be worthwhile for future research to include an in-depth look 

at the major beneficiaries of Wausau's corporate contributions, the management styles 

of Hagge's successors as they relate to social responsibility and communication, and 

the entire employee perspective as it relates to corporate contributions and community 

service. 
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Interview Questions for Wausau Community Leaders 
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Corporate Philanthropy Survey 

1. What is the scope of your program (check all that apply): 

__ Local __ State _ Regional _National __ Intemat'l. 

2. How large is the staff which oversees administration of the program? 

What is the title of the individual who has final authority for 

administering your philanthropy program? ___________ _ 

3. How long has an organized corporate philanthropy program existed in your 

company? ___ _ 

4. Which of the following areas benefit from your company's philanthropic 

program (check all that apply): 

Education Health/Welfare Civic/Cultural --
__ Economic/trade __ United Way __ Sports 

Other: ---------------------------

5. Indicate the percentage of your corporate philanthropy program which supports 

the groups you indicated above: 

Education Health/Welfare Civic/Cultural --
__ Economic/trade __ United Way _ Sports-related 
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If the above totals do not equal 100 % , please indicate 

percentages of other areas receiving support: 

6. Indicate the size of your 1994 corporate philanthropy budget (do not include the 

value of in-kind contributions such as meeting room space and refreshments, 

equipment, volunteer time, goods and supplies· from your company store; matching 

gifts, or special gifts/memorials): 

__ Under $500,000 

__ $500,000 - $1 million 

__ $1 million - $3 million 

$3 million - $5 million --
__ $5 million to $7 million 

$7 million to $10 million --
__ Over $10 million 

Over the years, has your budget: 

_ steadily increased __ stayed about the same 

decreased --
7. How much do your in-kind contributions total annually? ______ _ 

8. Indicate the types of in-kind support your company provides: 

_ Meeting rooms Food/refreshments 

__ Employee volunteer time __ Used equipment 
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__ New items from your company store 

Other: ---------------------

9. How many organizations/programs do you support on an annual basis in each of 

the following monetary categories'? 

__ Under $5,000 _ $5,000 - $10,000 

-_;· $10,000 - $15,000 -- $15,000 - $25,000 

-- $25,000 - $50,000 -- $50,000 - $75,000 

__ $75,000 - $100,000 __ Over $100,000 

10. List the top 10 programs/organiz.ations receiving support from your corporate 

philanthropy efforts in order of contribution size: 
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Interview Questions for Wausau Insurance Executives 

1. What is your background with Wausau Insurance Companies'? 

2. What is your background in the Wausau area? 

3. What is your general philosophy about: 

A. good corporate citizenship, 

B. corporate responsibility, and 

C. corporate philanthropy'? 

4. Would you please relate your philosophy in these areas specifically to Wausau 

Insurance Companies'? 

5. . (To those individuals who have been with Wausau since before the affiliation 

with Nationwide.) 

What changes, if any, have you noticed at Wausau Insurance Companies since 

the affiliation in the areas of: 

A. good corporate citizenship, 

B. corporate responsibility, and 

C. corporate philanthropy'? 

6. How do you think Wausau Insurance is perceived in Wausau and the 

surrounding area? Do you agree with that perception'? Why or why not? 

7. What is the biggest challenge facing Wausau Insurance in the areas of: 

A. good corporate citizenship, 

B. corporate responsibility, and 

C. corporate philanthropy'? 
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Interview Questions for Community Leaders 

1. Please describe your present position and background in the Wausau area. 

2. What is your general philosophy about: 

A. good corporate citiz.enship, 

B. corporate responsibility, and 

C. corporate philanthropy? 

3. Would you please relate your philosophies in these areas specifically as they 

relate to your perception and/or experience with Wausau Insurance 

Companies? 

4. (fo those individuals who have been in Wausau since before the affiliation 

with Nationwide.) 

. What changes, if any, have you noticed at Wausau Insurance Companies since 

the affiliation in the areas of: 

A. good corporate citizenship, 

B. corporate responsibility, and 

C. corporate philanthropy? 

5. How do you think Wausau Insurance is perceived in Wausau and the 

surrounding area? Do you agree with that perception? Why or why not? 

6. What do you see as the biggest challenge facing Wausau Insurance Companies 

in the areas of: 

A. good corporate citiz.enship, 
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B. corporate responsibility, and 

C. corporate philanthropy? 
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Interview Questions for Wausau Insurance Employees and Community Leaders 

Who Knew and/or Worked with Hans J. Hagge 

1. What is your background in the Wausau area? 

2. How did you come to know Hans J. Hagge? How would you describe your 

relationship with him? 

3. How would you describe: 

A. Mr. Hagge overall, 

B. as a leading executive in Wausau, 

C. Mr. Hagge's management style, 

D. his philosophy about: 

1. good corporate citizenship, 

2, corporate responsibility, and 

3. corporate philanthropy? 

4. If someone asked you to summarize Hans J. Hagge and what he stood for, 

what would you say about him? 

5. What do you remember most about him and the kind of man he was? 
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Requests for funding must be made In wrltin1 
and must respond to the foUn,ing in the 
order presented. 

Organla■tlon 
• Name, address and telephone number of 

the organization and the person to whom 
correspondence should be directed. 

• Brief history. 
• Description of program activities and goal■ 

for the current year. 
• Names and addresses of the Board of 

Directors. Members of the Board auodated 
with or employed by the organization 
should be identified. · 

• Documentation that the Board of Director• 
authorized the request. 

• Names, titles, duties and qualificatlons of 
key staff people involved in the projecL 

• A copy of the organization's most l't!CeDt 
audited financial statemenL 

• A copy of the Treasury letter certifying 
601(cH31 tax-eHmpt status as an 
organization that la not a private 
foundation. 

• A copy of the organization's moat reeent 
Form 990-lncome Tu Retum of Organlza• 
tion E11empt from Income Tu. 

Projed 
• Project till 
• Purpose-Whet will the project acc:ompllahT 

la the request for a special project, 
operating support or a capital fund drive? 
111 the project a continuation of an e11istlng 
program or a new activity? 

• Budget-What Is the total coat of the 
project? What 11 the amount of money re
quested from the Nationwide lmuranc:e 
Foundation and, apeciflcally, h01W will th• 
money be uaedT 

• Need-What 111'11 the problems that the 
project will attempt to IIOlve? What 

( (: 

"-

Immediate and long-range results 111'11 

e11pected? Who will benefit from the 
project? How and to whet e11tent? 

• Approach-How wlU the project be carried 
out? Where and by whom? How long will It 
take? 

• Support-Whet other sources of support are 
, committed or are being sought for the 
, project? Organizations end amounts should 

be listed. 
• Future support-Will the project continue 

beyond the funding period? If IIO, how will 
It be supported? 

• Coordination-Whet other organizations ere 
working on the problem? How will coordine• 
tlon be accomplished? 

• Evaluation-By whet criteria will the 
success or failure of the project be 
measured? Whet are the methods and dates 
of evalue lion? 
Letters of support, articles or data relating 

to the project may be included as appendices. 
Conferences with representatives of the 

requesting organization or visits to the 
project site may be necessary to gain a more 
complete understanding of the project. 

Review and Evaluation of Grant Requests 
When an organization submits a request for 
either general or project support, it ia 
necessary to evaluate both the project and 
the organization. The following guideline■ 
provide an additional basis for evaluation. 

Oraenla■tloa 
• Is the organization structured and managed 

to B11sure successful completion of the 
project? 

• Are the reeources of the organization 
consistent with its programs? Whet ere the 
aourcea of financial and other support? 

• Do the organization's programs benefit 
Nationwide employ- and agents? How? 

• Can the organization's efforts be monitored 
con!eniently? 

\ 

I 

I 
' 

I 
I 
I 
ji 

I 

Project 
• Why ahould the Nationwide lmunlllCB 

Foundation be Interested in the project? 
• Does the project address basic humu 

needs? . 
• Is the project's approach designed to mNt 

Its objectives? Will a Foundation grant help 
bring about the desired solution? 

• Does the project have broad community 
involvement. es evidenced by cooperative 
planning, diversified funding, and 
commitments of future support? 

• Does the project duplicate or counteract 
public or private sector interests? 

In general, requests for Foundation funding 
are considered once a year. Proposals must be 
submitted by September I of the year prior. 
to funding for review by the Foundation staff. 
The Contributions Committee considers 
requests and makes recommendations to the 
Foundation Trua~ at the end of the 
calendar year. Final approval on grant awards 
Is made by the Trustees at their aunual 
meeting in February of the year In which 
contributions ere made. Responses to 
recommended requeats ere isaued appro11• 
lmately two weeks after the Trustees' 
meeting. . .. 

A brief report from the donee orpniz■tlon 
la requested at the end of each grant year. 
Grant renewals ere not automatic and reports 
are an important factor lu future funding 
decision a. · 

Proposala, correapondenc:e, or raqueatl for 
additional Information should be addressed to: 

Nationwide lnaurance Foundation 
One Nationwide Pim 
Columbu1, Ohln 43218 

_(~14) 249-4310 
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NATIONWIDE is committed-through lta 
formalized Principles and Objectives, and 

in practice-to being a good corporate citizen. 
This is translated into tbe ethical conduct of 
business, a dedication to service e:a:cellence, 
and a conscientious attentiveness to aocial 
responsibility, 

Since 1959, the Nationwide lnsurllllC8 
Foundation has worked in support of hulllall 
service goals, and as a carinJ IIOCial outreach 
In the communities where Nationwide d08II 
busineae. The primary aim of the FoundaU. 
Is to provide financial lllpport for qualified 
tu-e1:empt organizations whoN programa· 
address buic human need1. The Foundation 
ttrivea to malutaJn a contribution program 
\hat Is objective and coullllteut, and 11 a · 
poaltlw reapou18 to the needs of a health1 ~,. 

.: 
~i 
~~-~ .. ~ fflt1rilitJS dl18 '3rttf!Prit:r 

Priorities 
Only organizatlon1 having tu-eJ[empt 
1tatus under Section 60llcH31 of the Internal 
Revenue Code qualify for contributions. 

Preference is given thOl8 organizatiou 
&hat: 
• are located in Central Ohio, Nationwide'• 

bome office community, or are 
recommended for funding by a regional 
office. 

• apply cooperatlYB principles, conalstent with 
Nationwide'• Principles and Objectives, to 
help people help thelDIIBlves. 

• 8Mk multiple aources of support rather than 

'·'r~t == the Foundation u a aingle funding 

~~:. _• Inv~~• Nationwide employ- In leadership 
i · •. positions. 
f · • -k granta for pueral operating 111pport, 

. ••\.\i:,. for planning, demon1tratlng, and · · m·~.. hnplementing apeclal projec:ta, and for 
:l~~t· matching other contributions. Capital fund 
\'.',;if requesta are conlldered only on a very 
~i':~ •lective bllllia. · 

,,}~·1·~· 
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Cafttgories 
The Foundation provldeB sranta to organiza
tion• and progrlllll8 within the following 
categories: 

Health and Welfan 
The Foundation supporta organlzatloa1 and 
progrBIIII that: 
• Improve the health, health lllldentandiug 

and ■afety of the general public. 
• encodrqe tbe avlilability and delivery of 

health care at re.-able coat, 
• provide relief for tbe W or rehabWtatlon of 

persons with dlsabilitiea. 

• assist 1oeially or economically disadvantaged 
individuals and groupa. 

• benefit youth, the elderly and per1IODI with 
disabilities, 

• help provide jobs for the disadvantapd. 
• provide 1oeial ■ervices to familie1. 

Education 
The Foundation make• contribution• that: 
• asaist higher education. 
• support programs relating to bu11ines1 and 
economic■• 

• strengthen educational progrBIIII and 
opportunities for minorities and perllODI 
with disabilities. 
Qualifying instltutloDI lndude reglon.U, 

accredited colleges and univenlties. 
Preference is given to 1tatewide UBOCiatloDI 
of such schools through which a larger 
number of ■tudenta may benefit. Al8o 
qualified an private elementary and 
1econdary acbooll that aid 1t11deuta with 
disabilities. 

~ 
Foundation contn'butlou are made to 
established and pioneering organizatlona and 
programs tq support visual and performing 
artists, and to broaden the cultural 
e•periences of Nationwide employ- and the 
general public, when It i1 evident that such 
organizations or progrBIIII -rit a meaningful 
constituency of 1upport from the publics 
■erved. 

Civic Cauae11 

Foundation support Is given thON 
organizations and programs that: 
• improve and revitalize the community. 
• addreas con1BrVatlon and environmental 

problelDI. 
• help to improve the quallt1 of govenuuent 

and the legal ■y1tem. 
• promote bullnes1, economic and public 

policy nNarch, 

Other Aetivltlee 
The Foundation allo support■: 
• U.S. groups whose principal objective 111 to 

aid other countries, 
• religious organizations th at render 

charitable services, including counseling. 
character•building· Bild similar activities. 
Preferential attention is given to achieving 
an ecumenical balance. 
In addition to granta within the aforemen

tioned categories, the Foundation makes 
annual and significant contributions to 
United Way campaigns in cities where 
Nationwide maintain, regional officea by 
matching employee gifts. 

Limitations 
Since the Natiomride ln1urance Foundation 
cannot fund every worthy endeavor, fta 
resources are directed to tho11e areu wherw 
the most critical needa uist and where 
support will haVB the greateat lmpKL 

In general, tbe following are not conlldered 
for funding: 
• Individuals. 
• OrganizatiOIIII that 111pport political candf. 

dates or politlcal philosophies. 
• Organization, that inDuence, promote or 

attempt to initiate legislation. 
• Fraternal or veteran,• organlzatlona. 
• Public elementary and aecondary ■chooll. 



I-\U1111rmsln1uun 
• Foundation matching grants are distributed 

continuously. 
• Upon verification of eligibility, a Foundation match

ing grant will be forwarded to the institution. The 
eligible contributor whose gift is being matched will 
be notified at that time. 

• The Foundation reserves the right to discon
tinue or change this program at any time without 
any notice either to eligible persons or qualified 
institutions. 

• Interpretation, application and administration of 
the provisions of the program shall be made by the 
Foundation, and its decision shall be final. 

• Application forms may be obtained by writing 
Matching Educational Gift Program, Nationwide 
Insurance Enterprise Foundation, One Nationwide 
Plaza, Columbus, OH 43215-2220, or by calling 
(614) 249-0039 or 249-4310. Forms also may be 
requested from regional offices and Enterprise 
affiliates. 

* Companies within the Nationwide Insurance 
Enterprise include: 

Affiliate Agency of Ohio, Inc. 
BPC Risk Management Services, Inc. 
Colonial Insurance Company of California 
Employers Insurance of Wausau A Mutual Company 
Employers Life Insurance Company of Wausau 
Farmland Life Insurance Company 
Farmland Mutual Insurance Company 
Financial Horizons Distributors Agency, Inc. 
Financial Horizons Life Insurance Company 
Gates, McDonald & Company 
Insurance Intermediaries, Inc. 
Nationwide Agribusiness Insurance Company 
Nationwide Cash Management Company 
Nationwide Communications Inc. 
Nationwide Corporation 
Nationwide Development Company 
Nationwide Financial Services, Inc. 
Nationwide General Insurance Company 
Nationwide Health Care Corporation 
Nationwide Life Insurance Company 
Nationwide Mutual Fire Insurance Company 
Nationwide Mutual Insurance Company 
Nationwide Property and Casualty Insurance Company 
NEA Valuebuilder Investor Services, Inc. 
NEA Valuebuilder Investor Services of Ohio, Inc. 
Public Employees Benefit Services Corporation 
Scottsdale Insurance Company 
Wausau Service Corporation 
West Coast Life Insurance Company 
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Institutions Eligible 
1. Private and tax-supported four-year colleges or 
universities, graduate or professional schools, 
seminaries and theological schools, junior or com
munity colleges offering at least a two-year program 
of college-level studies, which are: 

• Recognized as tax-exempt under Section 50l(c)(3) 
of the Internal Revenue Service code; 

• Located in the United States or its possessions; 
• Listed in the Higher Education Directory, or are 

identified with appropriate regional or professional 
accreditation. 

2. Alumni funds, foundations, and associations that 
are an integral part of an eligible institution, if: 

• They are recognized by the I.R.S. as tax-exempt 
as described above; 

• The grant will be transmitted to the eligible insti
tution for its use. 

Institutions Not Eligible 
• State or regional associations of private colleges 

and national educational associations. 
• Private and/or tax-supported elementary and sec

ondary schools. 

Donors Eligible 
• All full-time employees and members of the Boards 

of Directors of companies within the Nationwide 
Insurance Enterprise.* 

'See back panel. 

• Retired employees. 
• Retired members of the Boards of Directors. 
• Licensed local agents, including independent 

contractor and salaried agents, having at least 
three years service with the listed companies. 

• Retired agents who had at least three years 
service prior to retirement. 

Donors Not Eligible 
• Spouses or other family members. 

Gifts Eligible 
• Contributions of eligible donors to eligible insti

tutions will be matched dollar for dollar by the 
Foundation. 

• Minimum gift to be matched is $25. 
• Maximum annual gift to be matched is $2,000 per 

person per calendar year. 
• Gifts of at least $25 each may be made to one 

or more eligible institutions as long as they do not 
exceed a total of $2,000 per donor per calendar 
year. 

• Gifts must be made (not pledged) in cash, by check, 
or in securities having a value to be determined in 
the sole judgment of the Foundation as of the date 
given. 

• Gifts from eligible donors may be designated for 
a specific use, but the Foundation's matching gifts 
will be unrestricted for educational purposes. 

• The application form must be completed and sent 
to the institution in the calendar year in which 
the gift is made. 

• Gifts will be credited to the donor in the calendar 
year in which the contribution was made. 

Gifts Not Eligible 
• Bequests. 
• Memberships, subscriptions, fees, tuition, or any 

form of purchase or payment for services. 
• Insurance premium payments. 
• Payments to national or local alumni groups. 
• Gifts to private or publicly-funded elementary or 

secondary schools. 



PART A 
Instructions 
(to donor) 

~"\J'.Dplete Part A 
d Part C, and mail 

this entire brochure 
with your gift. to the 
institution concerned. 

Form■ mu■t be properly 
tilled out before your 
eontribution can 
be matched. 

PARTS 
Instructions 
(to institution) 

Complete Part B, 
detach this sheet 
and return to: 

Nationwide Insurance 
1terprise Foundation 

~.ne Nationwide Plaza 1-22-05 
Columbus, Ohio 43215-2220 

PARTC 
Instructions 
(to donor) 

Enter name& 
home address 

Name 

Street 

City State 

(To be completed by donor - Please type or print.) Date of Gift _____ 19 __ 

Check One: D Agent D Board Member □ Employee □ Retiree 

Check One: D Home Office D Regiont D Affiliatet 
Name _________________________________ _ 

Home Address-----------------------------
Street 

City State Zip 

tNameofRegion/Affiliate ______________________ _ 

Agent or Employee Number __________ If Agent----,,,---:-,,----,---
Date Licensed 

Institution Receiving Gift--------------------------

Your Gift$------- or shares of _____________ _ 
($25.00 minimum) ------

Donor's Signature ____________________________ _ 

(To be completed by the financial officer of the institution.) 

I certify that the institution or associated organization named below meets the 
requirements outlined in "Institutions Eligible" and received the foregoing gift as follows: 

Amount$ _________________ Date Received ______ _ 

Name oflnstitution* ___________________________ _ 

Business Address-----------,,,--------------------
Street 

City State Zip 

Name (Please type or print) ______________________ _ 

•If different from nanu shown in IRS Cumulative List of Organizations, please also show nanu under which it is listed. 

Zip 

Nationwide Insurance Enterprise Foundation is pleased to join 
you in your support of higher education. 

A check has been sent to: 

in the amount of ________________ _ 
matching your recent gift. 

For Nationwide Insurance Enterprise Foundation 



YAUSAU INSURANCE COMPANIES 

CORPORATE CONTRIBUTIONS PROGRAM 

I. National Program 

A. Priorities: 

1. Only organizations with tax-exempt status will be considered. 

2. Approved contributions should complement company objectives and 
provide potential benefit to the company, its employees, 
customers, or the public. 

3. Preference will be given to organizations located in: 

a. City of Yausau and Marathon County. 

b. State of Yisconsin. 

c. Cities where company offices are located. 

4. Preference will be given to organizations that seek multiple 
sources of support. 

B. Categories: 

1. United Yay. 

2. Education. 

3. Civic and Community. 

4. Culture and the Arts. 

5. Other. 

C. Limitations: 

In general, contributions are not considered for: 

l. Individuals. 

2. Religious organizations. 

3. Political organizations. 

4. Labor organizations. 

5. Operating costs and general fund-raising events of agencies 
supported by the United Way, except that Yausau Insurance does 

- ·······•···----



support capital fund drives of these agencies. 

6. "Token" requests to avoid turning people down. 

7. In consideration of IRS guidelines, golf outings (and the 
associated aspects of them, such as dinners, hole sponsorships, 
entry fees for foursomes, etc.) are considered a marketing 
expense rather than a corporate contribution. 

D. Application Procedures: 

1. Requests for funding should be in writing, and should include 
the information indicated in points D.2 and D.3 below. This 
will enable us to standardize the process, make decisions with 
adequate information, and be.fair to all requestors. 

2. Organization: 

a. Name, address, telephone number of organization, and 
contact: person. 

b. Description of organization. 

c. Description of program. 

d. Names of directors and officers. 

e. Financial condition. 

f. Certification of tax-exempt status. 

g. Certification of request (Board resolution, etc.). 

3. Project: 

a. Purpose. 

b. Budget. 

c. Need. 

d. Other sources of funding. 

e. People involved in project. 

f. Evaluation. 

g. Future funding. 

4. All grant requests received by the company should be directed to 
Lynn Kordus, Senior Public Relations Coordinator, Yausau 
Insurance Companies, 2000 Yestwood Drive, Yausau, Yisconsin 
54401. Telephone inquiries may be directed to Lynn Kordus, 
715-842-6697. 

) 



II. Divisional Program 

A. National program guidelines apply. 

B. Divisional corporate contributions to the United Way are processed 
by HO Public Relations, and are made via the Nationwide Insurance 
Enterprise Foundation. 

C. Corporate charitable contributions within each division are budgeted 
for by the respective divisions. In general, these contributions 
have a strong relationship to the insurance industry; and ticket 
purchases, etc., are avoided. 

D. Major charitable or capital funding requests outside of the normal 
divisional budget are coordinated through Lynn Kordus, Home Office 
Public Relations. 

III. Matching Educational Gifts Program 

A. As a member of the Nationwide Insurance Enterprise, fulltime 
employees, re~irees, current and retired members of the Board of 
Directors of Yausau Insurance Companies are eligible to participate 
in the Nationwide Insurance Enterprise Foundation Matching Gif~ 
Program. 

B. Contributions by eligible donors to eligible•institutions are 
matched dollar for dollar by the Foundation. Minimum gift level for 
matching is $25; maximum annual gift level to be matched is $2,000 
per person per calendar year. 

C. An application form must be completed and sent to the institution in 
the calendar year in which the gift is made. Gifts will be credited 
to the donor in the calendar year in which the contribution was 
made. 

D. Matching gift forms, as well as additional information, are 
available from HO Public Relations, 715-842-6156; or by writing 
Matching Educational Gift Program, Nationwide Insurance Enterprise 
Foundation, One Nationwide Plaza, Columbus, OH 43215-2220, or by 
calling 614-249-0039 or 614-249-4310. 

IV. Administration 

A. Corporate Contributions Council: 

1. President and COO, Executive Vice President - Financial and 
Insurance Services, Executive Vice President - Customer 
Services, Senior Vice President - Administrative Services, 
Manager - Public Relations, and Senior Public Relations 
Coordinator. 



2. The Council meets at least annually to: 

Review the previous year's activities. 

Establish the program for the following year. 

Review the budget . 

. Evaluate the current grant program. 

3. Communications concerning corporate contributions are made to the 
Council and senior management on a periodic basis. 

B. Budget: 

1. Prepared by the Senior Public Relations Coordinator. 

2. Reviewed by the Manager - Public Relations and Senior Vice 
President - Administrative Services. 

3. Presented by the Senior Public Relations Coordinator to the 
Corporate Contributions Council. 

4. Approved by President and COO. 

C. Nonbudgeted Requests: 

l. Reviewed by Senior Public Relations Coordinator, or the Manager -
Public Relations, or the Senior Vice President - Administrative 
Services, and other ad hoc participants if necessary. 

2. Authority: 

a. Up to $3,000 - Senior Vice President - Administrative 
Services. 

b. Over $3,000 - President and COO, in conjunction with 
recommendations from Home Office Public Relations and Senior 
Vice President - Administrative Services. 

D. Day-to-Day Operations 

Senior Public Relations Coordinator. 

V. Home Office Community Program 

In addition to the above, Yausau Insurance Companies maintains a Home 
Office Community Program outside the Corporate Contributions Program. 
It operates as follows: 

A. Small, one-time, unbudgeted requests ($1,000 and under) are accepted 
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from the community, subject to annual review. 

B. National program guidelines apply. 

C. Support takes the form of monetary donations; in-kind contributions 
of promotional items from the Trademart company store, meeting rooms 
and/or refreshments at the home office or ~estwood Conference 
Center. 

D. Operates within a fixed approved budget. 

E. Administered by Senior Public Relations Coordinator. 

F. Requests of $500 or less are under the authority of the Senior 
Public Relations Coordinator or the Manager - Public Relations. 

G. HO Public Relations coordinates any requests/responses with HO 
Advertising to avoid duplicate contributions. 
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~> z X' X' ~= ~ - ~;? 
Your gift described on the reverse side has 

>:z, 3:r:roc ! C: ~ ,. 8 8 H ii ii"::. 
been matched by Wausau Insurance Com- ~i !I X:; g·~ !!. ~ e: n panies in the amount of $ a.a.3-~ '!!. 3-n· S· ; t1 9..:i E !: t'D • 

: = ~'! .. -~ 
We welcome the opportunity to join you in 

C: 5' '!!. ~0 ~ .. - C :T 
,.. 

0 ~ !: l i" contributing to the strength and effec- ~i= ;; ~~ !!. ,~ ... tiveness of higher education. We look ~, !i 5''- 0 ~~ 

forward to your continued interest in our ~ 
C ,-, .. f"I 
~ :T 

"Cl""' !lg 
gift-matching program. Additional folders ~- W! :;:- !!. :s 
are available at your personnel office. i2 .. ~i t :::i ·w ::, 

... = !: 3! --~- C ! '-:-~ ~r ;; ,._ 
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hrt I (Cont.) To be completed by do,- ~~ U. :I 
My relationship to this school is (check all that apply): C Scudent C Alum- >s 0 C: •• .. ;; 
na/alumnus C Spouse of alumna/alumnus C Parent of student or alumna/alum• >~ -i-! = nus C Director or trustee Other (please describe): C:"' f"I ~,.. ::,_ 

t'D Cl.~ -i'i :J!!. .. 
I authorize the above-named school to submit this form to Wausau Insurance f i= 9.'!!. 
Companies as an application for a matching gilt. i~ :r~ ; Cl.<> 

~ .. ~ s·-6· 2 -ii· t'D 
"' =,:, Cl. 

(Signature of donor) i ~= .. 1ft 

i~ 0 f"I 
The interpretarlon, application and administration of this plan SNJ/ be determined by 

... r- ::r-s !! ~ = EMPI.OYERSINSURANCEOFWAUSIIUAMutua/Company,anditsdecisiomshallbe • Cl. ;a; 2. final Any questions "'larrlin1 thudmlnlstration of this plan should be addressed to: i- S' :T .. 
PUBLIC REV.nONS DIRECTOR, WAUSIIU INSURANCE COMPANIES, PO BOX IJ017, ~ 0 [ 
WAUSIIU WI 54401.IJ017 ~ 3- 0 
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WE ALL HAVE A ST AKE IN THE FUTURE OF HIGHER EDUCATION 
We all benefit from higher education whether we attended college or not. Numerous 
breakthroughs in health care, agriculture, energy and other areas have been achieved by research 
programs at colleges and universities. In addition, many of the products and services we use today 
were developed by graduates of colleges and universities. And those of us who live near a college 
or university have probably participated in the recreational, cultural and social activities it affords. 
Our quality of life is closely linked to our system of higher education, and the survival of that 
system should mean something to all of us. 

BUT •.. 
But the financial outlook for many colleges and universities is critical. That's why Wausau 
Insurance Companies has decided to match your contributions to higher education. Together, we 
can help our colleges and universities meet their financial obligations and retain the individual 
excellence for which they are known. 

DON'T MISS THIS OPPORTUNITY 
By participating in the Wausau Insurance Companies Gift-Matching Plan, you'll have a say in how 
the company distributes some ofits contributions to higher education. The Gift-Matching Plan 
gives you an opportunity to DOUBLE your contribution to the college or university of your choice. 
After reviewing the eligibility requirements below, just fill out the forms and send the entire folder 
with your check to the college or university you wish to support. Wausau Insurance Companies 
will send another check to the school or schools you designated and then notify you when your gift 
has been matched. 

Eligible Donors 
full-time employees with at least one year of 
continuous service are eligible to panicipate in the 
gift-matching plan. Retirees receiving retirement 
plan benefits, directou, and directou emeriti are 
also eligible. Donors do not have to have anended 
the schools to which they contribute. 

Eligible Recipients 
In order to qualify for matching funds a school 
must be: located in the United Slates or Canada; 
li,ted in the current i'5ue of the Eduation 
Directory, CoHeges and Uniwenlties, which is 
published annually by the U.S. Depanment of 
Health, Education and Welfare (or in a comparable 
directory including Canadian schools). U.S. 
schools must be recognized a, tax exempt. If two
year and technical schools meet the above criteria, 
they will qualify for matching funds. Matching gifts 
will also be made to funds, foundations or 
anociations which are tu exempt if they are an 
integral pan of the school, transmit all fundsto the 
school, or use all funds received for the benefit of 
the school. 

lmlructions 
The donor completes Pans A and B of this folder 
and send, a contribution and the entire folder to 
the recipient. An official of the recipient school 
completes Pan C and returns the folder to Wausau 
Insurance Companies. By March 1 of the following 
year the company will send matching gifis to all 
eligible recipients. Al,o at that time Pan A. of this 
folder will be returned to the donor notifyin1 him 
or her that the gift of the previou, year has been 
~ •tched. If a donor wishes to give to more than 

school, he or she must obtain a folder for uch 

Eligible Gifts 
Gilts eligible for matching must be unrestricted con
tributions of at least S25 in cash or readily marketable 
securities from the donor's personal funds. The gilt must be 
an actual payment, not a pledge. The donor determines the 
value of a securities gilt by using the closing price on the day 
the gilt is made. for over-the-counter stocks, the closing bid 
price is to be used. Gifts will be matched dollar for dollar up 
to a maximum of 5500 per donor in one calendar year. If the 
donor makes gifts to multiple recipients which total more 
than 5500, he or she must specify how the matching gilts are 
to be .illocated. Any unused ponion of the 5500 maximum 
cannot be carried over to following years. 

Gifts will be matched by the company up to an aggregate of 
550,000 per calendar year. If this aggregate is exceeded, the 
company will prorate iis matching gifts. 

Gifts not eligible for matching include real estate, bequests, 
nationil or focal alumni association dues, subscription fees, 
payments for books or tuition# premiums for an insurance 
policy naming the recipient as beneficiary, and any other 
payments which are not in the form of a direct contribution. 

Part A. To be completed by donor 
(please type or print). 

Name 

Home Address 

$ 
Date of Gift A.mount Name of School 

Part B. To be completed by donor 
(please type or print). 
Date of gift _____ A.mount ._ ____ If gift is securities, complete the 

following: ---,-.,.....-------------~-..,..,,,...-
(Name of Company) (Number of Shares) 

School name---------------------
~hool addres,._ ___________________ _ 

Name of fund, foundation, or association, if any _________ _ 

I am (check->= 
C full-time employee C Retiree C Director C Director Emeritus 

If an employee, complete the following: Employee number ______ _ 
Employment dat,----- 0/f;re~--- funaion ______ _ 
Job title ______________________ _ 


	Kordus L 1996
	kordus L1996 page 345 rescan
	Kordus L 1996

