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Can an organisation’s corporate social  
responsibility program both improve the lives  

of the community and grow a bottom line?

Doing Good by Doing Good offers a proven plan for implementing an effective 
strategy that can help organisations transform the communities they work with, 
while also bringing innovation and growth to their business.

Filled with illustrative case studies from organisations around the globe, it shows 
how these companies have increased morale and engagement, improved brand 
awareness, engaged new customers and delivered strong economic returns. 

This book will help readers:

• understand the concept of shared value and recognise why 
corporate philanthropy is no longer enough

• evaluate the current landscape to define an effective strategy that 
promotes better business and makes a real impact

• identify the hard and soft key performance indicators that help keep 
your program on track

• gain insight into each step of the process, from interest  
to implementation.

Doing Good by Doing Good presents a fool-proof plan for building a corporate 
social responsibility strategy that can effectively balance consumers’ expectations 
around giving back to the community and shareholders’ demands to see 
dividends soar.

Peter Baines OAM is an international keynote speaker on the topics of leadership, 
change management and corporate social responsibility. He offers insight into the 
lessons learnt from the challenges he faced as a police officer, forensic investigator  
and founder of the Thailand-based charity, Hands Across the Water.
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Peter touches on some very interesting and timely concepts 
in his book Doing Good by Doing Good. I agree with his views 
that many organisations are attempting to do the right thing 
and certainly have the right intent when it comes to CSR, but 
few are executing their strategy to bring about the best return. 
Peter’s advice to the charity sector to step up and change their 
ways, shifting from the old paradigm of just seeking donations, 
is encouraging and if heeded will lead to a more engaged sector 
and deeper relationship between corporate and charity. If you 
are in business, part of a foundation or leading a charity, you 
would be served well to read Peter’s latest work.

— Chris Cuffe, Company Director, Investment  
Professional and Philanthropist

Baines makes a highly practical contribution to how the best 
businesses create value by having a more positive social impact. 
And considering his track record of actually doing so, who 
better to listen to.

— Peter Sheahan, author, founder and  
CEO of ChangeLabs™

Peter Baines has correctly written that innovation and a sense of 
the entrepreneurial spirit are the key to the future, irrespective 
of industry or academic discipline. This is advice offered at an 
important time in our collective search for best practices and 
the truth.

— William E. Strickland Jr, President and CEO,  
Manchester Bidwell Corporation
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Preface

So how does a former police officer come to write a book on 
corporate social responsibility? I often ask myself the same 
question, as the path from where I began to where I am now has 
hardly been a predictable one.

After leaving school I soon found myself in uniform. I worked at 
Merrylands and Cabramatta police stations in the late eighties 
and early nineties. It was frustration over attending back‐to‐
back domestic disputes rather than a passion for science that 
led me to join the Physical Evidence Section (later to become 
the Forensic Services Group) of the NSW Police. I found my 
place there and would spend the next 15 years ‘on the tools’, 
attending major crime scenes and incidents.

For 10 years I lived in rural New South Wales, where my three 
children, Lachlan, Kelsey and Jack were born. After years of 
driving up and down the New England and Newell highways 
investigating scenes of death and destruction, I was promoted 
to inspector and returned with my family to Sydney. When 
terrorism arrived on our doorstep with the Bali bombings in 
2002, I was deployed as part of the Disaster Victim Identification 
(DVI) team. The work of the Australians in Bali cemented our 
important regional role in disaster response in Asia–Pacific.

Just over two years later, while on a family holiday at the beach 
on the south coast of New South Wales, I watched the 6 pm 
news lead with the tsunami that had just struck South‐East 
Asia. Within days I returned to my DVI work, this time on a 
much larger scale, in Thailand. In what remains to this day the 
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world’s largest identification attempt undertaken following a 
disaster, 5395 bodies were recovered. I spent several months 
in Thailand, leading both the international and national teams 
in the disaster response. We faced unprecedented challenges 
that required unique solutions and strong leadership. I worked 
alongside some amazing people and had the opportunity to 
meet many individuals, both Thais and foreign visitors, who 
had lost family members.

But it was meeting the children who had lost their parents 
that would really change things for me. It was August, some 
eight months on from the tsunami, and there were 32 of them 
living in a tent, which was the only home they had. I couldn’t 
change what had happened, but I felt it was within my power 
to change what happened next in their lives. This was the birth 
of the charity Hands Across the Water.

During the final two years of my career with NSW Police I 
worked on a counter‐terrorism project with Interpol in Lyon, 
France, and with the United Nations Office on Drugs and Crime 
in South‐East Asia.

I began raising money for Hands through paid speaking 
engagements, during which I talked about leadership. Pursuing 
the corporate speaking circuit and holding down a full‐time job, 
while at the same time trying to build the charity, proved to be 
unsustainable over the longer term. I knew I could no longer 
do justice to all three and had to make a decision. At the end of 
2008 I resigned from the police force after 22 years, putting my 
faith in my ability to draw an income from my speaking and my 
new consulting practice.

I have been fortunate enough to travel the globe speaking to 
audiences of all sizes, from all industries, and meeting some 
amazing people along the way. The more I spoke, the more 
Hands grew; as Hands grew, so did my corporate speaking, and 
I was able to turn what I learned into a successful consultancy.

Hands has grown to cover all points of the compass in Thailand. 
Several hundred children have found sanctuary in the seven 
centres we run across the country. At one centre we were 
able to halt the alarming mortality rate among children with 
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HIV‐related illnesses. Thirteen of our children from the tsunami 
home are now at university.

One of our major sources of income, our sponsored bike rides, 
now sell out in a matter of hours, and a high percentage of riders 
return year on year based on the strength of their experience. 
And I get to lead corporate bike rides in Thailand, which has 
prompted me to wonder whether I can now describe myself as 
a professional cyclist when filling out my customs form on the 
journey home.

These days travel, both domestic and international, is something 
I do every week. I absolutely love it and feel incredibly 
fortunate. When I’m not travelling, home for CT, my very 
patient, loving and supportive partner, and me is the Northern 
Beaches of Sydney.

In 2011 Pan Macmillan published my autobiography, Hands 
Across the Water: the children of the tsunami, and one man’s crusade 
to make a difference, which is now in its fourth printing and 
continues to sell well. Then last year I was approached by the 
team at Wiley: would I be interested in writing on the concept 
of corporate social responsibility? It took some time for me to 
warm to the idea, but as I sat and planned what the book might 
cover I became increasingly enthusiastic about the opportunity 
to share my own experiences and especially those of others 
who are, in my opinion, doing corporate social responsibility 
well. What excites me most about this book is that I can see 
tangible benefits flowing both to business and, importantly, to 
the charity sector from the initiatives outlined here. As you’ll 
see, it really is a case of doing good by doing good.

If you would like to get in touch, you can email me at  
peter@peterbaines.com.au or visit www.peterbaines.com.au.

Part of the proceeds of the sale of this book will go to Hands  
Across the Water. For more information on Hands, please visit  
www.handsacrossthewater.org.au.

mailto:peter@peterbaines.com.au
http://www.peterbaines.com.au
http://www.handsacrossthewater.org.au
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Introduction

Clarity comes with action
If we do nothing, then nothing will change.

The Chinese philosopher Lao‐tzu (604–531 BC) famously said 
that a journey of a thousand miles begins with a single step. 
Certainly not as enduring, but with a similar meaning, I often 
say that clarity comes with action. The more you do, the clearer 
your thinking will become. When you start something quite 
new you don’t have all the answers — you don’t even know 
what all the questions will be — but with action comes clarity.
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Shared value
A large part of this book is devoted to the concept and worth 
of creating shared value. Shared value is economic value created 

by addressing the needs and 
challenges of the community. In 
effect, it’s a company putting their 
resources into a community or 
social need and by addressing that 
need bringing value back to the 
company. The value may be in a 
new, previously untapped market; 

it may be in securing raw materials from local suppliers, 
ensuring continuity of supply; or it may be demand‐led 
innovation that forces change to their product.

The obstacles to creating an integrated shared value model 
within a business will be tied to the change that is required. 
There may be significant investment in change to manufacture 
and certainly there will be risk, with returns not immediately 
forthcoming. Investment in research to identify the opportunities 
within the marketplace will reduce the risk, but the resources 
required to conduct such research may be beyond the means of 
all but the larger corporates.

There are lessons for all of us in the concept of shared value, even 
if it is not a fit for those just looking to bring a level of giving 
into their businesses. The overarching theme is that we should 
be doing good by doing good. This book looks at how to maximise 
the giving to create a return. When there is a return that can 
be measured there will be greater enthusiasm for the giving. 
If we can identify and articulate those returns that are positive 
for the business, we are likely to give more and become more 
sophisticated in our giving.

Shared value is economic 
value created by 
addressing the needs 
and challenges of the 
community.
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In the chapters that follow we will look at the following 
questions:

•	 What are the benefits to business of getting involved in 
community problems?

•	 If you’re going to get involved, how do you select your 
partners?

•	 What are the options around getting involved, and how 
much involvement do you really want?

•	 Why does the concept of shared value make sense?

•	 How do you make your investment in the charity sector a 
profit centre?

•	 Why is it in everyone’s interest that you’re doing good by 
doing good?

Who should read this book?
I think there are five main groups of people who are going to 
take the most value out of reading this book:

•	 those with an interest in business who are looking for new 
opportunities to improve end‐of‐year returns
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•	 those working within, or hoping to expand their 
knowledge of, corporate engagement

•	 those involved in the charity sector as charity leaders or 
directors on not‐for‐profit (NFP) boards

•	 those who call themselves philanthropists or who play 
a role in foundations that distribute money to charities 
and NFPs

•	 social entrepreneurs who love the excitement of 
building new business ventures while at the same time 
benefiting others.

In the following pages we’ll explore how each of these groups 
stands to benefit from the case I’m going to make.

Essentially, the book represents my observation and 
interpretation of those who have worked within this space 
and have added immensely to their business or the company 
they work for and to their own personal wealth, and along the 
way have also managed to feed their soul. What ties them all 
together is that their pursuit of doing good has resulted in their 
doing good, and therein lies the magic.
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The book contains a collection of case studies from public and 
private companies of various sizes who have adopted corporate 
social responsibility (CSR) in the past but have jumped ahead 
of the pack in developing a new style. In most cases they 
have changed the course of their giving in order to create a 
deeper impact in the communities they are working with, and 
consequently they have seen a direct improvement to their 
business. The improvement they have seen may take the form 
of raised morale, deeper engagement, a tighter workforce, new 
customers or increased brand awareness, and a number of these 
companies have already seen increases to their bottom line. But 
what you will see is that many of these results were incidental 
to and not the driving force behind their change in community 
engagement.

I should declare a personal interest in a number of the 
organisations I have profiled in this book, insofar as I have 
worked with them on a consulting basis to implement or 
overhaul their strategy for contribution and engagement with 
the community. There are also a number of case studies from 
companies whose presence or position I would love to take 
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the credit for, but sadly I cannot. The entrepreneurial vision of 
Blake Mycoskie, the founder and ‘Chief Shoe Giver’ at TOMS, is 
an obvious choice. What I love most about the work of TOMS is 
the sheer simplicity that sees the model work so effectively. No 
messy formulas, no percentages from gross or net profits, just 
one for one. As a businessman Mycoskie has done very nicely 
from his social venture, and in my mind there is absolutely 
nothing wrong with that. The community can only benefit 
by  encouraging and applauding those who, like Mycoskie, 
bring their skills and vision to this sector, rather than losing 
them to the corporate world.

Mycoskie doesn’t have all the answers to the problems in 
developing countries; he doesn’t pretend to. Is his model the 
only one to follow? Maybe not, but there are several million 
people in the developing world who, but for TOMS, would not 
have shoes on their feet today. And that has to be a good thing. 
Mycoskie was always going to be a huge success and make a 
stack of money, given his eye for opportunities and ability to 
turn concept into reality, and the children of Argentina, Nepal, 
Malawi, Kenya and Ethiopia are better off as a result of TOMS’ 
commercial success.

If you have CSR attached to your job description, unless you 
are with quite a large organisation, there is a good chance this 
is not your only role. You may also be wearing a marketing or 
internal communications hat and CSR is just something the 
executive team thought should sit with you when they looked 
for a home for it on the org chart. Their thinking reflects how 
they see it: ‘It’s a nice thing to have in the organisation, but it’s 
not sales, that’s for sure. It’s not operational. It’s the softer side 
of things.’ Even those of you who are working in a dedicated 
CSR role will probably have come from marketing, PR or 
internal comms. How does the fact that you work in marketing 
or communications qualify you to make the best decisions on 
something that can be so important to the business, and has so 
much potential if the resources are appropriately allocated?

You might rightly ask the same question of me. How does 
working  in the forensic area investigating major crime for  
20  years make me an authority on this? My answer is: the 
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experience of setting up the international aid organisation  
Hands Across the Water, a charity that now operates in 
three countries and raises several million dollars a year for  
distribution to hundreds of children across various sites in 
Thailand. And it’s not so much the establishment of the charity 
as it is observing the success that has come from creating 
opportunities for our supporters along the way to share in the 
experiences.

I’m fortunate that I can travel on both sides of the road. As the 
founder and leader of the charity I see what type of sponsorship, 
involvement and relationships work best for the charity. 
Contrary to popular belief, just because you draw a seven‐figure 
salary or work for an international accounting firm, it doesn’t 
mean you have all the answers for small to medium‐sized 
NFPs. A recent comment in The New York Times from the head of 
a charity summed it up pretty well: ‘If I get another volunteer I 
am going to go out of business.’ As a consultant building these 
programs for businesses, I understand what they are looking 
for and where the opportunities lie. I understand what is going 
to work with the charity and create lasting relationships. By 
playing in both spaces it’s a bit like running with the foxes and 
hunting with the hounds.

The message
What I hope that those working within the corporate or 
business world will take from this book is the idea that there is 
another way of interacting with society. It’s not wrong for your 
business to benefit from the interaction; in fact, it’s a damned 
sight better for all involved if you do benefit commercially from 
your activities in this space. The position that Unilever Global 
has taken on business growth and sustainable activities is ‘out 
there’, to say the least. It has attached its sustainability goals 
to the remuneration packages of its senior management team. 
Now there is a company that is driving its stake firmly into the 
ground.

There are a couple of shifts I see that are needed to move from 
the old paradigm of giving without any real expectation of 
return, other than publicity as a good corporate citizen, to the In
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new paradigm of integrating shared value into the business. The 
first is the recognition that real benefits do exist and it can drive 
new business opportunities. The second, and probably most 
important for Australians, is being okay with saying, ‘I want to 
make money out of our social venture’. When those words can 
be spoken without drawing gasps or looks of disbelief around 
the room, we are on the way.

The message in this book for the charity and NFP is accepting 
there is another way of doing things. If you don’t accept change 
you won’t grow, and you are likely to see your effectiveness and 
influence diminish over time.

Many charities, particularly those that have been around 
for some time, either have accepted the need to change and 
continued to evolve in their operations, with their funding 

attached to the provision of 
services, or are watching their 
market share of the charity dollar 
slip further and further. For 
charities to grow or even survive 
in such a competitive marketplace 
they need to do things differently. 

This means not simply asking for money. Dan Pallotta, a charity 
founder and someone with strong views on how charities 

For charities to grow or 
even survive in such a 
competitive marketplace 
they need to do things 
differently.
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should spend their dollars, believes that people actually want 
to contribute and reach their full potential. And the traditional 
support of charities through the donation of a portion of 
people’s income is not coming close to tapping the potential.

I spend a lot of my time in front of other charities of small 
to medium size who want to know how we at Hands have 
successfully captured our share of the marketplace. Usually my 
advice can be simplified to these points:

•	 Create an experience to bring your supporters closer to 
what you are doing.

•	 Ensure you tell the story of what you are doing and the 
difference you are making, and inspire them sufficiently to 
want to tell your story.

•	 Help your corporate partners to find a way to maximise 
their investment in your charity.

It should go without saying — but I’ll say it anyway — that if a 
charity already has the heart, mind and wallet of a supporter, it 
will stand to benefit if that supporter can improve their business 
through the relationship. If charity leaders are better educated 
about why business would want to engage with them and how 
their partners can profit from the experience, then the power in 
the relationship will shift towards one of equal footing. Rather 
than sending off your founder or chief fundraiser to ask for 
more, like a grown‐up Oliver Twist, enable your charity leaders 
to bring value to the table. A lot of the lessons in this book are 
not rocket science; in fact, none are based on science on any 
level at all. Rather, they are based on the concept of shared 
value and looking to create mutually beneficial relationships. 
The book will provide the charity leader with a road map for 
helping their partners to find rewards in the way they give and 
to measure their returns.

Charity boards seldom have the same pressure to perform as a 
commercial board does. The shareholders of a company have 
skin in the game, they have a voice and they have a vote. They 
expect the directors on the board to perform and bring them a 
return, or they are out the door. The expectations on a charity 
board, while not insignificant, are different and generally 
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less onerous. They are seldom held to account in the way a 
commercial board is. What comes with this greater tolerance 
is a level of complacency, an acceptance of the status quo and a 
resistance to change. As US writer Seth Godin puts it, ‘If you are 
not upsetting people, you are not bringing about change’.

Too often directors on charity boards lack the necessary level 
of competence, or hold their positions well beyond their 
use‐by date. The boards of charities need to be challenged in 

their expectations that people 
will donate because they have in 
the past or that they should get 
services for nothing because they 
are a charity, ignoring the well‐
known truism that ‘you get what 
you pay for’. Charities need to 
challenge the status quo, they need 
to provide value on both sides of 
the equation — for those they are 

supporting and for those who are funding them. There needs 
to be an enhanced level of shared value for sustainable growth.

Dreamers of the day
If you asked me what I would like to do ‘when I grow up’, the 
answer would be to sit at the head of a large foundation that 
makes grants to charities and NFPs. What’s the attraction in 
that? I see huge opportunities within those foundations to drive 
change in the charity sector. There would be serious incentive 
to implement change if the bankers of the charities attached 
productivity change to their dollars — not through imposing 
sanctions, but through paying bonuses for the implementation 
of change programs that will drive shared value. Access to grants 
from many foundations is by a process of filtering out charities 
based upon a diminishing criteria. The criteria will often start 
with the need for deductible gift recipient (DGR) status, then 
they might include the requirement that those charities who 
receive the funds only support Australian children living in 
rural areas that come from single‐parent homes, are under the 
age of 12 and have a low attendance rate at school. They are 

Charities need to challenge 
the status quo, they need 
to provide value on both 
sides of the equation — for 
those they are supporting 
and for those who are 
funding them.
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clear on who they want to support and on the projects they want 
to support. Many also require the provision of reports on how 
their money is spent. But very few look at the effectiveness of 
the charity or NFP or at how change to that organisation could 
see the better utilisation of many donors.

A case in point is the annual ‘Failure Report’ produced by the 
NGO Engineers Without Borders. The name of the organisation 
makes it clear what it does and where it works. This insightful 
report looks at what it has done (nothing new there) and also 
what didn’t work. It then looks at the lessons to be learned and 
makes recommendations for next time. It’s a wonderful, honest 
and courageous document and so refreshing to read.

An interesting report from Engineers Without Borders that 
speaks to this point concerned funding for the implementation 
of a water project in an underdeveloped area. The funding was 
to a Canadian group and was for the installation of a water 
system — specifically, a new system. While they were installing 
the water system, they were stepping over and removing the 
US‐installed system that had broken down. The water would 
be drawn from the same source and delivered to the same 
community via very similar technology. The report found that 
for a fraction of the cost of the installation of the new system they 
could have made repairs to the US system that already serviced 
the community. They could not do that, however, because the 
funding conditions did not allow for maintenance or repairs but 
only for the installation of a new system. It didn’t make sense 
to those on the ground and still doesn’t make sense. It’s a clear 
example of a donor determined to take sole credit and showing 
inflexibility in the use of their funds. It also shows where the 
power lies. Not equally between donor and NGO, not even 
close. My point is that if those at the foundation level choose to 
form a partnership rather than believing that because they have 
the money they should make all the decisions, the foundation’s 
or donor’s money could be more efficiently utilised.

The final group I see deriving real value from this book is the 
social entrepreneurs. These individuals may have worked in a 
dozen different jobs, following three or four different ‘careers’ 
by the age of 25, but haven’t yet taken control of the company 
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so have decided the best way to make their mark is to do it 
for themselves. The socialpreneurs are best described by T. E. 
Lawrence: ‘All men dream: but not equally. Those who dream 
by night in the dusty recesses of their minds wake in the day 
to find that it was vanity: but the dreamers of the day are 
dangerous men, for they may act their dreams with open eyes, 
to make it possible’.

The socialpreneurs defiantly dream by day and more 
often than not they make it happen. They make it happen 
quickly, and if it doesn’t come to fruition they move on 
and keep trying until it works. The best example in this 
book of a socialpreneur dreaming and making it happen, 

while epitomising the concept of 
doing good by doing good, is Blake 
Mycoskie, the founder of TOMS. 
He had kicked around a number 
of business ventures, some of 
which returned a nice profit, but 
they weren’t feeding his soul 
so he walked away from them. 

Actually he headed to Argentina to learn to play polo — and 
the rest, as they say, is history.

The socialpreneurs I’ve worked with don’t need approval to 
make things happen. They don’t conform to the limitations of 
funding through foundations or conditions attached to grants. 
They are driving a for‐profit with a clear social benefit, and 
therein lies the magic; this is why it becomes sustainable and 
why they can set the course without the mindset limitations of 
those who believe they know what works best. When it is your 
money, rather than a gift or grant, a different level of freedom 
exists. I don’t believe this is the only way forward, but it’s one 
worth investing in and worth keeping an eye on. Plenty of 
them will fail, plenty will have dumb ideas, but among the 
coal there will be diamonds, and often those diamonds are 
worth a tonne.

‘ … The dreamers of the 
day are dangerous men, 
for they may act their 
dreams with open eyes, to 
make it possible.’
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I was part of a panel of judges at a humanitarian conference 
in the Philippines where we listened to presentations made by 
university students from places across Asia, including Nepal, 
Pakistan, India, Indonesia and many other countries. It was a 
bit like the reality TV show The X Factor, but for those with a 
social conscience. Just like the TV show there were plenty of 
auditions and pitches that never made it to the stage, and of 
those that did there were a few that were brilliant, and others 
that had the passion but were unlikely to crack the market, 
for now anyway. What was most inspiring about every one of 
the presentations was the desire, the lateral thinking and the 
headspace they were in. They had the courage and audacity to 
think they could tackle some huge social issues, and in some 
cases you knew they would.

So if you’re in business looking to make a profit, working in 
the for‐purpose space wanting to make a difference or you’re a 
socialpreneur who wants to do both, fast, then together we can 
explore what works, what doesn’t and what your best approach 
might be to doing good by doing good.
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Can an organisation’s corporate social  
responsibility program both improve the lives  

of the community and grow a bottom line?

Doing Good by Doing Good offers a proven plan for implementing an effective 
strategy that can help organisations transform the communities they work with, 
while also bringing innovation and growth to their business.

Filled with illustrative case studies from organisations around the globe, it shows 
how these companies have increased morale and engagement, improved brand 
awareness, engaged new customers and delivered strong economic returns. 

This book will help readers:

• understand the concept of shared value and recognise why 
corporate philanthropy is no longer enough

• evaluate the current landscape to define an effective strategy that 
promotes better business and makes a real impact

• identify the hard and soft key performance indicators that help keep 
your program on track

• gain insight into each step of the process, from interest  
to implementation.

Doing Good by Doing Good presents a fool-proof plan for building a corporate 
social responsibility strategy that can effectively balance consumers’ expectations 
around giving back to the community and shareholders’ demands to see 
dividends soar.

Peter Baines OAM is an international keynote speaker on the topics of leadership, 
change management and corporate social responsibility. He offers insight into the 
lessons learnt from the challenges he faced as a police officer, forensic investigator  
and founder of the Thailand-based charity, Hands Across the Water.
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