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We’re on a mission. It’s a mission simply stated:  “Doing the Most Good.” At The Salvation Army, 
we’re devoted to helping people and communities in crisis, and meeting human needs, without 
discrimination. 

The world has tough problems—neighborhoods beset by violence and crime; families torn apart by 
addiction; children living with hunger, neglect or abuse; and people suffering from clinical depression 
and emotional and spiritual angst. These problems are the toughest of the tough, but The Salvation 
Army meets them head on, all year round.

You make this mission possible.

We consider it an honor and a privilege to be able to partner with some of the most conscientious and 
cutting-edge corporations—both locally and nationally—via volunteer events, fundraisers, cause-
marketing campaigns and sponsorship opportunities. We collaborate with organizations to create 
programs that further their corporate vision, support their marketing goals and meet their desire to 
make a difference in the community. As one of the most efficient, effective and trusted social service 
organizations in the world, we are uniquely positioned to do so.

The following pages describe opportunities that will allow your company to help the thousands of 
people in great need in our area, while strengthening your brand; extending your presence in the 
marketplace; and building employee morale, teamwork and productivity.

We invite you to talk with us about these or other customized partnership strategies. 

Thank you for making our mission possible.

Lt. Colonel Charles H. Smith 
Divisional Commander
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tHe Salvation arMy

The Salvation Army Metropolitan Division provides services without discrimination to 
hundreds of thousands of people in Northeast Illinois and Northwest Indiana each year. Our 
Division stretches from Chicago and surrounding suburbs to Rockford, Waukegan, Aurora, St. 
Charles and Northwest Indiana.

We operate community centers, shelters, rehabilitation centers, child care sites and a disaster 
command center. Our services include food distribution, shelter, disaster relief, alcohol and 
substance abuse rehabilitation, crisis assistance, anti-human-trafficking efforts and a broad array 
of youth and family service programs. Our 28 corps community centers are the entry point for 
people in need seeking all types of assistance – assistance with feeding their families, paying rent 
and utility bills, child care, educational and recreational programs, senior programs, counseling 
and more. 

The Salvation Army not only delivers programs and services that address long-term social ills 
such as homelessness, hunger, poverty and addiction, we are a leading first responder in times of 
disaster, locally and throughout the world. The Salvation Army immediately responded to the 
devastation of Hurricane Katrina and we were the first relief agency reporting to Ground Zero. 
More recently, The Salvation Army has operated missions in response to tornadoes in Northern 
Illinois and Oklahoma, the Boston Marathon bombing and the devastating flooding in Chicago 
and suburbs in April 2013. We even assisted the City of Chicago with 2012 NATO Summit 
security efforts. 
 
When you partner with The Salvation Army, you are partnering with an organization the 
Chronicle of Philanthropy has called the “nation’s favorite charity.” More importantly, you are 
supporting one of the most efficient, effective and trusted social service organizations in the 
world. Approximately 87 cents of every dollar received goes directly to programs and services. 
Legendary management guru Peter Drucker famously lauded The Salvation Army for being 
“by far the most effective organization in the U.S. with respect to clarity of mission, ability to 
innovate, measurable results, dedication and putting money to maximum use.”



The Salvation Army is one of the world’s largest 
and most respected charities. Originally founded 
in London, England in 1865 by former Methodist 
minister William Booth, The Salvation Army has a 
worldwide presence, serving people in  more than 120 
countries and territories.  

The Army has nearly 7,600 centers of operation in the 
United States, covering virtually every zip code in the 
country. Last year, The Salvation Army served nearly 
30 million Americans in need. That’s about one person 
every second.

“Doing the Most Good” Across Chicagoland

The Salvation Army is one of Chicago’s oldest charities 
and has been serving Chicago for more than 125 years.  

The Salvation Army held its first meeting in Chicago 
in 1885 at Bush Temple at Chicago Avenue and Clark 
Streets. From that first humble meeting, the Army has 
gone on to become one of Chicago’s largest and most 
respected charities, tailoring its programs and services 
to meet local needs.  

With more than 200 service locations throughout the 
Greater Chicago area, the Army is the single largest 
direct provider of social services in Chicagoland.  
Wherever you live, chances are, there’s a Salvation 
Army Corps Community Center, facility or service 
extension unit near you, providing critical social 
services and working to restore dignity and hope to 
individuals, families and neighborhoods.    

Our Mission

The Salvation Army’s mission is to preach the gospel 
of Jesus Christ and meet human needs in His name 
without discrimination. In the words of Evangeline 
Booth, one of the Army’s earliest leaders, “There is no 
reward equal to that of doing the most good for the 
most people in the most need.”

Providing refuge, healing and hope throughout our 
community

Corps community centers are the heart and soul of 
The Salvation Army and are the primary entry point 
for people in need seeking all types of assistance.  
The Salvation Army Metropolitan Division operates 
28 corps community centers in Chicago, Suburban 
Chicago, Northeast Illinois and Northwest Indiana. 
Programs and services offered by corps community 
centers may differ somewhat to meet the specific needs 
of the communities in which they are located, however 
most offer:
•  Educational after-school and summer programs for 

youth
•  Sports, fitness and recreation programs
•  Arts and music education
• Senior programs 
• Family services and counseling
•  Crisis assistance such as child care, food pantries and 

emergency assistance
•  Access to a variety of other social services provided 

by The Salvation Army in residential facilities such as 
shelters and rehabilitation centers.

In addition to corps community centers, The Salvation 
Army operates the following facilities and programs in 
Chicago.
•  Emergency Disaster Services 
•  Evangeline Booth Lodge family shelter
•  Mobile Outreach and Feeding Unit
•  Harbor Light Center for alcohol and substance abuse 

rehabilitation
• Head Start child care centers
•  The Freedom Center and the Pathway Forward 

community reintegration program
•  Anne’s House residential home and treatment for 

victims of human trafficking
• Booth Manor Senior Residence
•  Golden Diners meal delivery program for homebound 

seniors
• Wonderland Camp

For a complete listing of programs and services, visit 
salarmychicago.org

“doing tHe MoSt good”  
aCroSS CHiCagoland



With every dollar invested, we make the most 
change

The Salvation Army is serving more people in need 
and delivering the broadest array of services than any 
other not-for-profit organization in Chicagoland. The 
Salvation Army is making an impact every day in three 
key areas of critical importance and concern to people 
across Chicagoland such as homelessness, violence 
and education. And, The Salvation Army is meeting 
the most basic human needs through food pantries, 
shelters, emergency assistance and disaster relief.  

Plus, The Salvation Army is one of 
the most efficient charities in the 
world. Approximately 87 cents out 
of every dollar received goes directly 
to programs and services. And, all 
donations to The Salvation Army 
Metropolitan Division stay right here, 
to meet the needs of people in our 
local communities.

If you want your support to make the most impact 
across Chicagoland, there is no better investment than 
The Salvation Army.  

Here are just a few examples of the impact made by The 
Salvation Army in 2014 right here in Chicagoland.

Early Childhood Development 
Salvation Army child care programs for low-income 
families provided 24,187 care-days at our nine Chicago 
Head Start sites. 

Youth Programs
Attendance in 2014 at our leadership training and 
character development programs for youth was nearly 
103,686 children and teens. More than 54,521 young 
people participated in music education programs. The 
Salvation Army provided more than 10,815 children, 
adults and seniors with 33,445 refreshing camping days 
at Wonderland Camp in Wisconsin. 

Shelter 
The Evangeline Booth Lodge provided 2,300 men, 
women and children with lodging, food and clothing. 
Combining all shelter programs, each night more than 
1,200 people are accommodated under a Chicagoland 
Salvation Army roof.

Food
Feeding programs provided 1.4 million nutritious 
meals to hungry people of all ages across metropolitan 
Chicago. 

Emergency Assistance
Emergency assistance was provided to 
139,549 people for rent and mortgage, 
clothing, transportation, utility bills, 
prescription medication and other 
help. 

Alcohol and Substance Abuse 
Rehabilitation
The Salvation Army assisted 

nearly 4,000 people with programs designed to help 
facilitate long-term recovery from substance abuse and 
successful re-entry into the community.

Disaster Response
Salvation Army workers and volunteers provided 
support to over 36,678 first responders and victims at 
disasters throughout metropolitan Chicago. The 39 
responses ranged from major flooding to individual 
home fires.   

Correctional Services
More than 3,100 men and women at The Salvation 
Army Correctional Services Center were helped to 
re-enter life’s mainstream as productive, self-respecting 
citizens. 

For a complete listing of our services and a full report on the 
impact made by The Salvation Army Metropolitan Division 
in 2014, see our annual report at salarmychicago.org/
transformlives.

“doing tHe MoSt good”  
aCroSS CHiCagoland

The Army is the single 
largest direct provider 

of social services in 
Chicagoland.



The Salvation Army’s brand is one of the most 
recognizable of all not-for-profits and is one of the 
most trusted names in the nation.  A recent national 
Salvation Army brand tracking study (April 2012) 
showed that The Salvation Army remains the charitable 
organization with the highest level of total awareness 
among the general public (97% of survey respondents). 
All other leading national charities had lower levels of 
awareness among the people surveyed.

the Power of Purpose

 “When quality and price of a 
product are deemed equal, social  
     purpose has consistently been the 
leading purchase trigger for global  
   consumers since 2008, design 
and innovation and brand loyalty 
aside. Over those years, the relevance  
   of purpose as a purchase factor 
has risen 26 percent globally.  
   Forty-seven percent of consumers 
have bought a brand at least  
    monthly that supports a cause.” 

— Forbes Magazine

Companies that engage their employees in a partnership 
with The Salvation Army and its life-changing initiatives 
strengthen their brand identity by associating with one of 
the most effective and trusted social service organizations 
in the world, extend their presence in the marketplace 
and bolster morale and productivity. 

Recognizing that community investment is a 
transformative business opportunity and a necessary 
component of a sustainable business plan, some of the 
largest and most successful corporations locally and 
nationally choose to partner with The Salvation Army. 
Some of these include:

•  Blue Cross and Blue Shield of Illinois 
•  Chamberlain
•  The Chicago White Sox
•  The Chicago Bulls
• Jewel-Osco
•  Mariano’s
•  Navistar
•  Protiviti
• Walgreens

“Partnering For good”
Benefits of Partnering with The Salvation Army



Because of our size and the vast number of 
people we serve, The Salvation Army is uniquely 
positioned to deliver massive amounts of food, 
clothing, toys and other donated items into the 
hands of people in need, making The Salvation 
Army a preferred partner in food, toy and clothing 
drives.

The Salvation Army Metropolitan Division is the social 
service partner of choice for the following collection and 
donation efforts:

• eBooz Auction 
•  NBC-TV Coat Drive
•  Walmart Fill the Truck
•  And hundreds of other companies, retailers and 

organizations that participate in our annual Angel 
Tree program

The Salvation Army’s long track record and 
leadership as a first responder in times of disaster 
makes us a perfect fit for organizations that wish 
to contribute to relief efforts locally, around the 
nation or around the world.

•  Whether it be a local incident or a major disaster, 
Salvation Army staff and volunteers are often the first 
on the scene and the last to leave, honoring a century-
old commitment to serve those in need, at the time of 
greatest need. 

•  We were there during the Chicago Loop Flood in 
1992, the 1990 Plainfield tornado that struck Will 
County and left so many people homeless and, most 
recently, the seasonal flooding that has been a problem 
for so many Chicago neighborhoods and suburbs on 
the North and West Sides. 

•  We operate a 24-hour disaster command center in 
Des Plaines that serves as a nerve center for disaster 
mobilization teams. 

•  Last year, Emergency Disaster Units in the 
Metropolitan Division were on the scene at 39 calls, 
touching the lives of more than 36,678 disaster 
victims and first responders. 

“Partnering For good”
Benefits of Partnering with The Salvation Army



The Salvation Army Chicago Metropolitan Division
donor data Card*

Partnership with The Salvation Army may provide an opportunity to promote your organization or 
product to the Army’s large and loyal universe of donors and supporters, and beyond. Below is a profile 
of our donor audience.

SEGMENTS

 Total w/ Email 
 477,891 91,865 Total Universe
 7,422 2,097 1 Months Active
 21,573 6,358 3 Months Active
 80,781 24,445 6 Months Active
 95,557 28,636 12 Months Active
 129,357 39,975 24 Months Active
 305,215 45,377 >24 Months Active
 54,831 6,864 Prospects

DEMOGRAPHICS

•  Ethnic breakdown: mostly English (23%),  
German (15%), African-Americans and Hispanics  
under index. 

•  Married
•  Mostly male
•  College graduates
•  Age 65+ (64% of file) 
•  Income $100,000+ 
•  Net worth $150,000+
•  Have multiple bank cards
•  Multiple mail order buyers
•  Multiple mail responders
•  Have online access
•  Veterans
•  Catholics
•  Live in single family dwelling units 
•  Length of residence 8+ years
•  Buying behavior: Offline buyers, 25+ orders,  

$1-$3000+; Online buyers, 6-9 orders, $1-$999+

LIFESTYLE

Seniors (before 1945) 
High-Income Retirees (16.3%) – Well-educated 
and well-off, enjoying everything big cities have to 
offer. Small households, big net worth. With interests 
ranging from theater to cooking, they’re too busy to 
surf the internet, but will buy by mail with the right 
offer.

Minorities in the Majority (6.7%) – Minorities 
who relish the diversity of city life despite shrinking 
incomes. They have struggled through tough times and 
are often divorced. Not into the internet or mail order, 
and don’t respond to direct mail insurance offers.

Urban Sophisticates (24.7%) – Well-to-do, urban, 
married shoppers who love their credit cards. Into 
fitness and health, travel, gardening and golf. They use 
email and shop online and by mail. With the highest net 
worth, they can be very altruistic.

Boomerang Bohemians (5.9%) – RV enthusiasts, 
digitally connected and financially secure. Many still 
work and travel frequently. Although still homeowners, 
they often call their kid’s house “home.” Email users and 
online and mail shoppers.



Gen X (1965-1974) 
Large Extended Families (20%) – While an elderly 
parent in the home strains the family budget of these 
knowledge-hungry homeowners, they still manage to 
pursue their many interests. They are family-oriented 
information junkies and are tied to their mobile phones, 
the Internet and the aging homes that they’ve lived in for 
a while.

Established and Settling In (26%) – These consumers 
enjoy competition and winning, and their high income 
levels prove they have succeeded professionally. They are 
doing well financially, and are established homeowners. 
One in three has taken the next step of starting a family.

Moving on a Steady Course (11.8%) – These 
multitaskers are busy fulfilling daily obligations while 
also planning for the future. They are both parents and 
investors who enjoy cooking, gardening, sewing and 
exercising. They seek control and convenient solutions, 
are avid mail-order buyers and cope with common 
ailments. 

 Percentage of the donor file 
As of March 31, 2014

Leading Boomers (1946-1955) 
Credit Card Aficionados (24%) – Slightly above 
average income, heavy credit users. Confirmed 
suburbanites and empty nesters, they’re making up for 
lost time by buying online.

Suburban Lifestylers (15.8%) – With income and 
home value both higher than average, these empty 
nesters are happy to stay right where they are, with the 
longest average length of residency of any segment. 
Heavy mail order buyers.

All American Online (10%) – Net-savvy Boomers 
and their Boomerang offspring. They have the largest 
household size and are ready to meet their many needs 
and wants online.

Trailing Boomers (1956-1964) 
Suburban Strivers (19%) – High credit limits. Their 
address is in the suburbs, but could be living beyond 
their means.

American Family Up and Coming (12.5%) – From 
SUVs and computers, home improvements to HDTV, 
they’re moving on up. Plugged in, savvy consumers, 
purchasing frequently both online and by mail.

The Salvation Army Chicago Metropolitan Division
donor data Card*



 “Today, The Salvation Army is the largest social service organization 
in the world. It is also one of the most effective charities, with a reputation for 
efficiency. With just $33, The Army can provide enough groceries to  
  feed a family of four for a week. Nobody can stretch a dollar like  
The Salvation Army, and virtually no other charity has the vast social service 
delivery network of The Salvation Army.” 
           —Judy Keller, Chicago Philanthropist, Chair, Salvation Army Kroc Center Campaign

•  Salvation Army Chicago website – More than 
37,000 total monthly visitors.

•  Facebook – More than 28,100 fans. Promote and 
share events, volunteer opportunities, photos, videos 
and online articles. We engage our audience by liking 
their posts on our fan page.

•  Twitter – More than 2,800 followers. Promote and 
share events, volunteer opportunities, photos, videos 
and online articles. We engage followers through 
re-tweeting posts and becoming part of trending 
conversations.

•  YouTube – Average 1,658 video views per month. 
Videos taken at divisional events.

•  Flickr – More than 257,800 all-time photo views. 
Photos taken at divisional events.

•  LinkedIn – 654 members. Post career opportunities 
and member discussions. Career advice feed from 
various sites.

•  Blog/RSS Feed – Average 3,183 views per month. 
News feed.

•  Virtual Prayer Wall – Uses mobile texting to post 
prayer requests and responses.

•  Google Plus – 185 followers in our Google 
Plus Circle. Promote and share events, volunteer 
opportunities, photos, videos and online articles.

online iMPaCt



CorPorate volunteer PrograMS

Customized programs offer employees hands-on community service opportunities while furthering 
employee morale and leadership development. Examples include:

• Food packaging events
• Training and certification in first aid and emergency techniques
• Summer camp field days
• Community Center work days
• Professional training

FUndRAISERS
Employee motivation and team building can also 
be bolstered with fundraising events put on by your 
organization. Companies can support The Salvation 
Army via:

• Food drives
• Clothing drives
• Silent auctions
• Bowl-a-thons
• Designing and selling t-shirts
• Donating a percentage of sales for a set time period

CUSTOMIzEd CAUSE MARkETInG
The Salvation Army can create mutually beneficial, 
customized programs to support specific marketing 
objectives and giving priorities. Examples include:

• Entenmann’s Donut Day Sponsorship



The Salvation Army’s Red Kettle Campaign involves a host of activities that provide 
corporate engagement and sponsorship opportunities. The campaign kicks off the week 
before Thanksgiving on November 12 and runs through January 31. The funds raised 
through this effort help to provide the bulk of the crucial dollars required to support  
The Salvation Army’s year-round social service outreach to Chicagoans in need. 

LAST YEAR, RED KETTLE FUNDS HELPED THE SALVATION ARMY’S 
METROPOLITAN DIVISION:
•  Assist 36,678 diaster victims,
•  Provide 1.4 million meals to the hungry,
•  Serve 2,300 homeless at the Booth Lodge,
•  Provide emergency rent, mortgage, utility or clothing assistance to 139,549 people in 

immediate crisis,
• Provide 19,611 people with counseling and
•  Provide 24,187 days of child care to low-income children.

DURING THE 2014 HOLIDAY SEASON, THE SALVATION ARMY PROVIDED 
PEOPLE IN NEED WITH:
•  18,228 food baskets
•  7,111 holiday meals 
•  42,176 articles of clothing 
• 125,571 toys
• 57,513 Christmas gifts

Holiday CorPorate  SPonSorSHiPS



AdOPT-A-kETTLE–MATCHInG 
COMMITMEnT OR MInIMUM dOnATIOn  
OF $5,000

•  Corporate philanthropy story for your website  
and/or newsletter

• Exposure at your strategic Red Kettle location

• Exposure from Online Red Kettle campaign

•  Recognition on The Salvation Army Metropolitan 
Division’s website

•  Framed poster to display at your organization

The Salvation Army’s annual Red Kettle Campaign 
is more than just the familiar red kettle outside 
your local grocery store. For many, it is a symbol of 
hope and encouragement during an otherwise bleak 
holiday season. It is a faithful reminder that The 
Salvation Army is partnering with the community 
to raise money for the less fortunate. In an effort 
to offer support, corporations often run their own 
tailor-made Red Kettle Campaign called the Adopt-
A-Kettle Program.

As participants in the Adopt-A-Kettle Program, 
coporations pick a convenient and strategic kettle 
location(s). This kettle(s) belongs to the corporation 
for the duration of the Red Kettle Campaign (six 
or fewer weeks). During that time, employees and 
volunteers alternate shifts, ring bells, sing Christmas 
carols and spread holiday cheer at the kettle location.

To engage employees further, corporations may 
simultaneously host an Online Red Kettle.  
Employees, friends and supporters may send the 
donation link and information to all their friends, 
families and network quickly and easily.  At the 
conclusion of the Red Kettle Campaign, the 
corporation matches the total amount of money 
collected at the physical and online kettle location(s).

adoPt-a-Kettle



Unfortunately, many children in the metropolitan 
Chicago area do not have any presents to open on 
Christmas morning. The Salvation Army’s Angel Tree 
program provides gifts to children in need.

Salvation Army Angel Tree tags are used by companies, 
organizations, churches, retailers, families and other 
groups who wish to provide Christmas gifts for 
children and youth in need. The tags can be placed 
on a Christmas tree, posted on a bulletin board or 
simply distributed to those participating, whether they 
are fellow employees, customers and/or guests. Each 
participating group can request as many tags as they 
would like to fill. Each tag lists a specific child, their age, 
gender and “gift wish(es).”

Angel Tags will be available from October through early 
December 2015. Through the Angel Tree program, 
a corporation and its employees can truly make a 
difference in a very critical time in the lives of children.

AnGEL TREE SPOnSORSHIP

PRESEnTInG CORPORATE 
SPOnSORSHIP - $25,000 MInIMUM

•  Corporate philanthropy story for your website and/
or newsletter

• Logo on all tags and promotional materials. 
• Recognition on the homepage of our website
• Framed poster to display at your organization
• Photo opportunity
•  Opportunity for co-branding via Chicago-area media

angel tree

sm

Gift
Tag

A
ngel Tree 

My Angel Tree Gift Description 

My gift is for a: Boy Girl

Age of child:

Gift Description (please describe gift)

 Toy:

  Clothing sizes:
  

  Other:

Code (to be filled in by Corps)

Return unwrapped gift with tag attached

tags.indd   1 9/9/2013   11:16:48 AM





Metropolitan Division
5040 North Pulaski Road

Chicago, Illinois 60630-2788

www.salarmychicago.org

CORPORATE ENGAGEMENT  
AND SPONSORSHIP OPPORTUNITIES

For more information contact:
kenneth johnson
Leadership Gifts Advisor
773.205.3369
kenneth_johnson@usc.salvationarmy.org

THE MISSION OF THE SALVATION ARMY

The Salvation Army, an international movement, is an 
evangelical part of the universal Christian Church. Its message is 
based on the Bible. Its ministry is motivated by the love of God. 

Its mission is to preach the gospel of Jesus Christ and to meet 
human needs in His name without discrimination.
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