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or 47 years, Pacifica Insurance Un-

derwriters Inc. has been a living tes-
tament to its slogan—“Rest Assured”—pro-
viding peace of mind to its customers when
it comes to life, health, property, and during
unexpected turns in life. But, more than all
the services it provides for the benefit of their
policy holders, Pacifica Insurance also has a
generous heart when it comes to taking care of
the community’s well-being.

“Even businesses need a sense of purpose.
Making a difference in the lives of others gives
us a sense of purpose,” said PIU president/
chief operating officer Shirley Sablan. “Itis im-
portant to do business in an environment that
is built around love, kindness, and sympathy,
and what better way to demonstrate all these
than through community initiatives and part-
nerships we maintain with members of our
community also as a form of reciprocity.”’

Sablan said that activities and programs fo-
cused on Corporate Social Responsibility has
become a Pacifica “family affair,” which means
they do not have a specific group of employees
tasked for this endeavor.

“BEveryone is given an opportunity to par-
ticipate. ...Our CSR programs do inspire our
team because they understand its importance.
They always look forward to the next give-back
gig she added.

According to Sablan, PIU has been quite ac-
tive in the community and their efforts did not
slow down during the pandemic. “Like many
others, we were able to make the best of the
situation and utilized every available avenue,
however limited they were,” she said.

A year since the COVID-19 pandemic start-
ed, Pacifica Insurance was still able to extend
support for programs relating to sports, edu-
cation, tourism, and the environment, Sablan
said. These include the Hyatt Charity Golf
Classic, Joeten Kiyu Public Library Summer
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Reading Program, Aluf Luta Golf Classic, the
Joeten DaiDai Foundation, Saipan Interna-
tional Fishing Tournament, PSS Teacher of
the Year, Stellar Marianas 2021 Miss Marianas
Pageant, the Lady Diann Torres Foundation’s
Plant 500 Marianas, the 2020 Christmas Vil-
lage, the Green Gala of the Mariana Islands
Nature Alliance, Saipan Rotary Club, and Toys
for Tots, to name a few.

That even extended to the company’s signa-
ture in-house program, Pacifica Art Contest,
where eligible artists are invited to submit
traditional, digital, or 3D artwork and the win-
ning art pieces are featured in the company’s
calendar and other marketing materials.

“Our art contest did not skip a beat. In
2020, instead of having a full-fledged con-
test, we gave a few of our favorite art pieces
that were previously ranked a second shot
at the win. These were featured in a reac-
tion video we produced last year that can be
found today on youtube.com/pacificainsur-
ance,” Sablan added.

She said that Pacifica Insurance was able to
have the Pacifica Art Contest full-on this year
since the CNMI is managing the pandemic
well and community vulnerability level at its
safest at the green level.

All entries were submitted on Sept. 24 and
winners have yet to be announced. “This
year... we were able to hold the actual contest,
this time with the theme ‘Stay Covid-19 free!
that resulted in over 200 entries,” she added.

“Businesses have many ways of measuring
their success with CSR. For Pacifica Insurance,
our measure of success in this regard is in how
members of our community benefit from our
support and how well it is received because at
the end of the day, that’s what it was and will
always be about. We've received many ‘thank
yous’ over the years and that’s good enough
for us,” Sablan said.

PACIFICA ART CONTEST IS A PACIFICA INSURANCE UNDERWRITERS, INC. VISUAL ARTS COMPETITION DESIGNED TO
NURTURE AND SUPPORT LOCAL TALENT AND THE ARTS IN THE CNMI. EST. 2014.

General Agent for Aetna International, Tokio Marine Pacific Insurance Limited and Pacific Guardian Life.
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OVERWHELMING CREATIVITY BY LOCAL ARTISTS
PROVEN AT OUR 8TH ANNUAL PACIFICA ART
CONTEST WITH THE THEME STAY COVID-19 FREE.
STAY TUNED FOR NAMES OF WINNERS.
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Suppérting education, sports, tourism, health and the environment.
Forty seven years of business and countless thank-yous.
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The case for corporate
social purpose and
community mvestment

By BRUCE DEBOSKEY

TRIBUNE NEWS SERVICE

he need for businesses to focus on corporate social responsibility has

never been more urgent, and the case for doing so has never been stron-

ger. The quadruple whammy of the COVID 19 pandemic, expanding

income inequality, the racial justice movement, and climate change are
driving corporations, large and small, across the U.S. and abroad, to reevaluate
and strengthen their commitments to addressing these issues.

Employees and consumers alike care deeply about businesses’ commitment to
social purpose and community impact and are willing to adjust their employment
preferences and purchases accordingly.

The data are clear:

® The 68 million members of Generation Z, born between 1997 and 2012, al-
ready make up 24 per cent of the global workforce. An overwhelming 90% of
them believe companies must act to help with social and environmental issues
and 75% will do research to see if a company’s stated mission matches its actions.
One study found that Gen Z is “The first generation [of employees] to prioritize
purpose over salary. They read mission statements and values documents to select
where they work and want their employer’s values to match their values.”

m After learning a brand supports a social cause and/or is socially responsible,
Gen Z consumers are 85% more likely to trust a brand, 84% more likely to buy
their products and 82% likely to recommend that brand to their friends and family.

® The 72 million members of the millennial generation, born between 1981 and
1996, already comprise half of the U.S. workforce and, by 2025, are projected to
be 75 per cent of the global workforce. Eighty-three percent of millennial em-
ployees claim more loyalty to a company that helps them contribute to social and
environmental issues and 88 percent say their jobs are more fulfilling when they
are provided with such opportunities. Most would take a pay cut to work at an
environmentally responsible company.

® 91% of millennial consumers would switch from a product they typically buy
to a new product sold by a “purpose driven company.”

m 80% of all consumers agree that businesses must play a role in addressing
societal issues; they want companies to take actions which not only increase prof-
its, but also improve social conditions and make the world a better place. A poll
of nearly 19,000 consumers from 28 countries, across all demographics, found
that 70 percent of purpose-driven shoppers would pay an added premium of 35
percent for recycled or eco-friendly goods.

® Almost 60% of Americans said they would “choose, switch from, avoid or
boycott a brand based on its stand on societal issues with which they disagree.”
Consumers are four to six times more likely to buy from, trust, champion and
defend companies with a strong purpose.

® Finally, purposeful brands grow twice as fast as their competition. Over a
period of 12 years, brands with high perceived positive impact have a brand value
growth of 175%, versus 86% for medium positive impact and 70% for low posi-
tive impact.

Many ways to make an impact

In addition to the holy grail of making cash donations to nonprofits, companies
can increase financial support and opportunities for employee volunteerism; es-
tablish or increase a program to match employees’ donations; donate employees’
unique skills and services; contribute products and services; host internal drives
for food, clothing, books, etc.; expand support for employee mental health care;
provide education assistance for employees and their children; evaluate the im-
pact of their own investments on climate change, racial justice and income in-
equality, and, of course, increase pay and health care benefits.

To be effective in making philanthropic decisions, businesses should develop
an articulated plan that will:

® Engage all internal stakeholders—from the C-Suite to entry level employees.

® Consider the views of external stakeholders, including members of the communi-
ties it wishes to serve as well as neighbors, customers, nonprofits and shareholders.

® [dentify the reasons for giving—comprising a range including employee re-
cruitment, retention and engagement; customer attraction and loyalty, and repu-
tational risk management.

® Align all of the company’s resources, including human and intellectual capi-
tal, products, skills and volunteerism, as well as financial capacity, towards phil-
anthropic initiatives.

® Develop a communication plan that incorporates genuine ways to tell the
businesses’ philanthropic story.

® Design and execute a strategy for impact including analysis and planning
around objectives, deliverables, outcomes and metrics.

In his 2021 letter to CEO’s, BlackRock’s Chairman and CEO, Larry Fink, stat-
ed: “The more your company can show its purpose in delivering value to its cus-
tomers, its employees, and its communities, the better able you will be to compete
and deliver long-term, durable profits for shareholders.”

Bruce DeBoskey, J.D., is a philanthropic strategist working across the United
States with The DeBoskey Group to help families, businesses, foundations and
family offices design and implement thoughtful philanthropic strategies and ac-
tionable plans. He is a frequent keynote speaker at conferences and workshops
on philanthropy. Visit deboskeygroup.com or @BDeBo.

PPP envisions the CNMI as a

world-class
destination

By BEA CABRERA
beacabrerasaipan@gmail.com
CORRESPONDENT

The idea is to make the CNMI into a world-class des-
tination. There may be those who scoff at the idea but
Gov. Ralph DLG Torres is undeterred and firmly be-
lieves it can be done.
Toward that end, he created the Governor’s Coun-
cil of Economic Advisers, which he co-chairs the with
TanHoldings president and CEO Jerry Tan, which
then came up with something beautiful to behold:
the prosaically termed “Public Private Partnership”
program that belies the magic that lies at the heart of
such a simple concept—making people care about the
place where they live.
And with tourism at a standstill because of the
COVID19 pandemic, Tan said this is the right time
to reinvest and step up. While everything looks grim,
CNMI leaders believe this is an opportunity to reboot
and restart, to start a grassroots-led campaign to re-
pair and beautify tourist destinations and transform
the CNMI into a place where people would want to
visit. Again and again and again.
In an earlier interview, Tan said the council believes
in the future of the CNMI. “The council is planning
for the CNMI’s future as far as 2031 and we know we
have to take a lot of baby steps and PPP is a way of
accomplishing those baby steps,” he said.
The council believes that the combined resources
and experience of the CNMI government and the pri-
vate sector will help execute long term goals that will
benefit both community members and tourists. That
partnership is embodied in a memorandum of agree-
ment that will run for five years.
“The fact that we have PPP members...who are
dedicated to give their time, resources and effort for
five years is a testament to their commitment to make
our island community a better place,” said Torres.
To date, the PPP has accomplished 69 projects
around the islands. Their work span a number of
ways, including maintenance, repainting, repairing
structures, adding landscaping, or road clearing.
On Rota, the projects and the companies/offices
that have adopted them are:
® Benita Manglona Buildings (Songsong Village),
Mendiola Park, Sinapalo Basketball Court and
Youth Center: Rota Mayor’s Office, Filipino Com-
munity of Rota, Rota Merchandising DK Brothers;
® Airport Road on Rota: Hotel Valentino and Com-
monwealth Ports Authority Rota;

On Tinian:

® Jones Beach: Triple J Enterprises, Inc.;

® Broadway Estates Basketball Court: Tinian May-
or’s Office, Typhoon Sports Association, Fitbeat

Anti-Tobacco Wellness;

On Saipan,
® Consulting services for PPP construction projects:

Marianas Association of Filipino Engineers and

Architects;
®m QGrotto: International Roller Skates, Tasi & the

Ali’is, DIVEWISH, Loco & Taco Dining Bar, and

Bibong Corp. or Mariana Lighthouse;

m Korean Peace Memorial: P&A Corp.

Cowtown: Marianas Racing Association

m Gilbert C. Ada Gymnasium, directional and loca-
tion signages, Bird Island Lookout, Gov. Froilan

C. Tenorio Beach Road Pathway and Last Com-

mand Post: TanHoldings/Tan Siu Lin Foundation;
m Garapan Core highway medians: Kanoa Football

Club and Beach Road Tourism Development, Inc.;
m Pau Pau Beach: E-Land Group;

Garapan Central Park: Bridge Capital LCC;
m Suicide Cliff: Rotary Club of Saipan and Emon

Masonic Lodge 179;

Sugar Dock Beach: Lions Club International Dis-

trict 204, Region 2 and Mount Carmel School;

m Airport Access Road: Commonwealth Ports Au-
thority Saipan, Airport Operators Committee, POI
Aviation;

m North Trails: Triathlon Association of CNMI and
NMI Cycling Federation;

m Ladder Beach: CTSI Logistics;

m Koblerville Village: Northern Mariana Islands
Football Association

m San Isidro Beach Park/Laly 4: United Filipino Or-
ganization and Triple J Enterprises;

m Micro Beach: Korean Community of Saipan

m Susupe Beach Park: Kanoa Resort Saipan and Chi-
nese Association Saipan;

m Naftan Point: Palauan Community Association of
the CNMI;

m Beach Road Flower Garden (National Office Sup-
ply to Marianas Lounge): Tasi Tours and Microne-
sia Islands Nature Alliance;

m Toyota intersection medians: Saipan Mayor’s Of-
fice;

m Underwater World War II Korean Monument: Ko-
rean Diving Association;

m Japanese Peace Memorial and Tower of Okinawa:
Japan Saipan Travel Association and Japanese So-
ciety of Northern Marianas;

m Mt Tapochau: I Love Saipan, Korean Jungle Tour
Association, Artman;

m Garapan Basketball Court: Bank of Guam;

m Historical Samoan Village (Tanapag) and I’iga
Pisa Launch Site (Agingan): Samoa-Marianas;

m Marianas High School basketball court: Marianas
High School Class of 1987,

m Da’ok (Bicol) Pavilion: Pride Marinas Youth;

m Garapan sidewalk curbs: LJ’s Lawncare, LLC.

m Dandan Children’s Park and San Antonio Basket-
ball Court & Fernando Benavente Library: Office
of Precinct 1 Representatives, 22nd Legislature;

m Susupe basketball court and social hall: Office of
Precinct 2 Representatives, 22nd Legislature;

m Tanapag Beach and Sadog Tasi welcome sign:
Office of Precinct 4 Representatives, 22nd Leg-
islature;

m Tanapag basketball court: Talaabwogh Stars;

m As Matuis basketball court: Office of Precinct 4
Representatives, 22nd Legislature and Socho Bas-
ketball Club;

m Capital Hill basketball court and baseball field:

m Lower Navy Hill basketball court, Civic Center
Beach Park pavilion etc.: Office of the House Mi-
nority, 22nd Legislature;

m Kagman II, Kagman III KCC and Chacha basket-
ball courts: Office of Precinct 5 Representatives,
22nd Legislature;

Projects that are in the pipeline are Shirley’s Coffee
Shop and Football Club will be in charge of Middle
Road/Garapan Intersection and medians; Northern
Marianas College will be in charge of Chalan Mon-
signor Guerrero medians; Life in the Son Christian
Fellowship will be in charge of Gualo Rai medians;
TanHoldings Football Club will be in charge of
Guma Sakman medians; Bayani Association will
be in charge of Susupe medians; Saipan Marianas
Lions Club will be in charge of Chalan Kiya medi-
ans; Chris Concepcion Family & Friends will be in
charge of Chalan Piao medians; Century Tours, Inc.,
Century Hotel, Seatouch, iSHOP, and POI Aviation
will be in charge of the Mobil Kagman intersection
medians and D&Q will be in charge of the Sadog
Tasi intersection median.

PPP’s newest initiative is the Marianas Village
Pride Campaign that started on Oct. 4, 2021, and will
run until Ja. 6, 2022.
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stablished 12 years
ago, Brabu Pharma-
cy not only provides
cost-effective medi-
cines and personal care prod-
ucts but they also do it a man-
ner that is customer-focused
and, in many cases, they actu-
ally cultivate personal relation-
ships with their customers.

This is one aspect of Brabu
Pharmacy service that one
of their customers, Jay, ap-
preciates. Some of the phar-
macy’s technicians already
know him by name and his
birthday, so getting his pre-
scriptions refilled is always a
breeze. That personal touch
and the feeling that Brabu
Pharmacy is on your side
when it comes to your health
and wellness forms a large
part of the pharmacy’s image.

And that extends not just
to each and every customer
but to the CNMI community
at large. Brabu Pharmacy
doesn’t confine itself behind
glass counters but also does
what it can to make for a
better and healthier CNMI.
Pharmacy owner and phar-
macist Ted Parker himself
says that operating with the
mantra “for the betterment
of the community” is essen-
tial to their identity.

“Reaching out with vari-
ous projects that help the
community is not just a key
important component of
Brabu’s business model, but
essential to our identity. ...We
do not call our social respon-
sibility as programs as we are
more relaxed than that. ...Our
corporate motto is ‘providing
medicine and life-enhancing
services for our island’s total
wellbeing,” he said.

“In a sense our whole staff
is our Corporate Social Re-
sponsibility team. We ask
everyone to contribute ideas
on how we may better serve

our patients and their specif-
icneeds. ...And our social re-
sponsibilities are not limited
in time frame. We are here to

serve our community in any
way we can as long as that
care is needed, be it after a
typhoon or during a pan-
demic, he added.

With lessons learned af-
ter Typhoon Soudelor hit in
2015, Brabu Pharmacy had
all kinds of backups in place
and stepped up to the plate
to provide continuous ser-
vice to the community after
Super Typhoon Yutu hit the
CNMTI in 2018. On the second
day after the typhoon, Brabu
already opened its doors,
although on limited hours,
and utilized staff who live in
different locations to deliver
medicines to patients.

When the pandemic
struck, Brabu remained true
to its commitment to have
the medicine the community
needs, while staying vigilant
about safety and health pro-
tocols. “As soon as COVID19
lockdown was announced,
our staff set protocols to ad-
dress patient interaction in
the safest manner possible.
We continue to evolve as the
virus evolves and treatments
become available. However,
Brabu is not just reactionary
as we proactively seek to find
better means to provide for
our community, no matter
the trials and tribulations of
the day,” Parker said.

“We were one of the first
organizations on island
that required hand sanita-
tion, temperature checks,
and social distancing. As
we learned more about the
pandemic, we set up tents
and a workstation outside
to ensure social distancing
and maintain the safety of
our patients. Eventually, we
were delivering directly to
patients’ houses, especially
those that were at high risk
and this continues until to-

day,” he added.

Last month, Brabu expand-
ed its services and is now of-
fering various immuniza-
tions, vaccine shots, and a
drive-thru COVID-19 testing.
They started administering
vaccinations in April when
Brabu Pharmacy’s pharmacy
technicians were given au-
thorization to give vaccines
under the Health and Safety
Prevention program. The
vaccines available are Shin-
grix, varicella (chickenpox),
tetanus, hepatitis A and B,
measles, mumps and rubella,
pneumonia, influenza and
HPV. Their protocol for all
vaccines is for ages 13 and up.
The COVID-19 vaccine is not
included as this is only avail-

able at the Commonwealth
Healthcare Corp.

Recently, Brabu welcomed
backits two former workers—
Patsylynn Cepeda and Alina
Ishikawa—who are now both
Pharmacy Doctors. Cepeda
graduated with
a Doctor of
Pharmacy de-
gree at the Uni-
versity of Hawaii
in Hilo while
Ishikawa gradu-
ated under the
pharmacy program of the
Northeastern University in
Boston. Both pursued Phar-
macy medicine with the en-
couragement and support of
Parker and his wife, Kathy.

In an earlier interview,

Brabi

Pharmacy and Wellness Center

Schedule your

test TODAY

Only $48.00

Covid-19 results in 15 min

Call 233-2668 or
email brabuotc@gmail.com
to schedule your test.

Call when you arrive and wait in your car. A technician will collect
your sample. Get results in 15 min in the comfort of your car.

Gualo Rai Branch
Mon-Fri : 9am-6pm
Sat: 9am-1pm
Sun: CLOSED

101 Akari Building
Gualo Rai, Middle Road, Saipan

brabuotc@gmail.com
Phone: (670) 233-2668 (AMOT)

Parker said that mentoring

young people and seeing

them succeed is part of Bra-

bu’s mission. “The amount of

work that you put into men-

toring people, getting them to

do things and when it comes

to fruition,

when you see

that they have

actually suc-

ceeded and

they have ac-

tually started

believing  in

themselves that they can ac-

tually succeed, is the most

gratifying thing in the world,’
he said.

“..This is what the islands

need. You have to build a lo-

cal workforce. ...We have to

have a local workforce that’s
born, devoted, and will stay
here,” he added.

When asked how Brabu
measures its impact on the
community, Parker said that
feedback from the communi-
ty is often very individualistic
and subtle. “Sometimes the
response is merely a grin or
nod of the head. Sometimes
it's someone returning and
indicating that they are bet-
ter or their loved one is bet-
ter, Parker said “Oftentimes
it's just a heartfelt ‘thank
you! ..They do let us know
in person, emails, and on so-
cial media. ...How do we use
these responses? By keeping
inspired and doing the things
that help our community”’

Kagman Branch
Mon-Fri: 8am-5pm
Sat-Sun: CLOSED

Next to Ling Lin Market
Kagman, Rte. 34, Saipan

brabuotc@gmail.com
Phone: (670) 256-2668

v

brabupharmacy.com
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Hospitality does not only happen within
the walls of E Land’s three hotel proper-
ties—Kensington Hotel in San Roque,
Pacific Island Club Saipan in San Anto-
nio, and Coral Ocean Point golf resort in
Koblerville. They also extend to the com-
munity and that includes caring for the
environment and a strict adherence to the
tenets of ethics.

According to Corporate Social Respon-
sibility manager Lindsay Ahn, ever since
E-Land began business back in 1980 as a
small garment store in Korea, the found-
ing members of the company had a clear
mission and vision “to be the light and
salt of the world”

“For 41 years, we have committed to be
a good neighbor in the community and to
be cognizant of its needs. ...Since we are
conducting business outside of Korea,
our organization’s culture boils down to
being a part of the community we are in,’
she said.

On Saipan itself, E-Land has been here
for about a decade now. “We came as
an investor and we are grateful that the
Saipan community welcomed and em-
braced us. ...Because of this, we like to
continue to give back and grow with the
whole community,” she added.

Over the years, E Land’s commitment
to social responsibility is closely tied to
their management philosophy of sharing,
growth, and willingness to serve. “In Ko-
rea, our main office operates a foundation
called the E-Land Foundation. They are

THE ELAND GROUP

responsible for the philanthropic work of
the whole E-Land Group. ... In the CNMI,
we don’t have a team dedicated to com-
munity engagement but the whole man-
agement understands and shares the val-
ue of social responsibility, so we work like
one team when there is outreach project,’
Ahn said.

She said the employees themselves
from the company’s three properties
show a high level of enthusiasm and in-
terest when E-Land has any outreach
projects. “When we plan CSR projects,
we get confidence from the support of
our employees and their families, which
shows that they genuinely enjoy doing
volunteer work for the community,” Ahn
said.

Before the pandemic, many of their
CSR programs were geared toward “pub-
lic infrastructure development” such
as keeping public infrastructures clean
and organized. They also had a “youth
environmental program” because E-
Land’s CSR team believes that commu-
nity growth starts with the youth, making
students understand the importance of
taking are of the environment that will
eventually mold them to become future
leaders.

“In spite of the pandemic, we still con-
tinued to engage with the community.
When the pandemic started to affect the
CNMTI’s industries and economy, E-Land
Group donated care packages to [the] De-
partment of Community and Cultural Af-
fairs, to the office of Nutrition Assistance
Program and to our front-liners. ..We also
made a donation of $10,525 to Karidat

N GO GAIRAN

KENSINGTON

HOTEL

Ezland continues to redefine
the meaning of hospitality

[Social Services] from PIC’s Sharing Seed
Fund and 400 packs of rice to Korean
community,” Ahn said.

E-Land also conducts regular beach
cleanups by taking care of Pau Pau Beach
park, which is the company’s adopted
site for the Governor’s Council Economic
Advisers Private and Public Partnership
program.

Other recent initiatives by E-Land in-
clude Coral Ocean Golf Resort bringing
back the “Mana’'mko Ground Golf” event,
the company’s employees from the three
properties visited the CNMI Living Inde-
pendently office to have special activities
with the center’s consumers and “we con-
tinuously sponsor various local events—
big or small.

Ahn said they plan to have commu-
nity outreach projects for the entire year,
while making adjustments when unex-
pected events happen. “..The pandemic
has imposed more restraints on our CSR
plans, not only because we needed to
keep our distance from each other but
more importantly, our business suffered
hard,” she said.

There are some projects E-Land has in
mind, but Ahn said they had to take a rain
check on some of these projects because
of the pandemic.

“But being in this kind of crisis also
gave us a chance to reassure each other
and be reminded of a sense of together-
ness and solidarity. We have been recon-
sidering where we need to pay more at-
tention to or what we need to prioritize.
The pandemic sheds light on a new per-

See E-LAND on Next Page
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From Page 14

spective and gives new challenges because many of our
lives have changed, like one of our new concerns is the
increased use of disposable items such as plastic con-
tainers and masks. It is our task to figure out how to use
less of those while still putting the public health and
safety first,” Ahn added.

E Land takes feedbacks and responses from its guests,
clients, and stakeholders seriously, Ahn said. “We try to
use those responses to improve ourselves and to un-
derstand the community better. Having inputs and bet-
ter understanding of the local community is important
to us as we are committed to a long-term vision,” Ahn
said. “We would like to come up with more well-estab-
lished long-term CSR plan for sustainable management
and inclusive growth in the CNML”
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here is a reason why Bank

of Guam is called the Peo-

ple’s Bank—way before

Corporate Social Respon-
sibility became a part of nearly ev-
ery company’s mission—and that
core value lies at the very heart of
the bank’s raison d>étre.

According to Jacqueline A.
Marati, senior vice president, chief
Communications and Corporate
Social Responsibility officer, Bank
of Guam was founded for the pur-
pose of doing good for our islands
and region.

The bank’s founder, Jesus S. Leon
Guerrero, recognized nearly 50
years ago that islanders have vary-
ing needs that were not being met
and he wanted to help people by
addressing that need, Marati said.

She pointed out that, even from
the start, Bank of Guam was al-
ready practicing Corporate Social
Responsibility, providing finan-
cial empowerment and inclusion,
emphasizing the importance of
protecting our environment, and
raising education and healthcare
awareness for the community.

“In a word, it formed the gen-
esis for our founding and, with that
genesis, we realized that CSR was a
journey, not a destination, and that
our goal was progress and trans-
parency,” she said.

In 2018, Bank of Guam’s lead-
ership realized the importance
of formalizing the company’s
commitment to Corporate Social
Responsibility, Marati said, and
formally created CSR within the
bank’s communications depart-
ment because of the strategic im-
portance of this focus, as well as to

nkofguam.com
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Left photo Teacher of the Year: 2021 State Board of Education and CNMI Public School System’s winner Ms. Bonny Cruz
was awarded for her unwavering dedication and hard work to the children of Saipan by the Bank of Guam. Presenting the
donation was our very own Garapan Saipan Branch team, which included Marcie Tomokane - VP/CNMI Regional Manager,
Bonny Cruz (Teacher of the Year), Larry Philip-Garapan Saipan Branch Manager, and Tania David-Operations Manager.
Right photo: Toys for Tots: In attendance are Northern Marianas College ASNMC V-President, Gerald Crisostomo Jr.,
Marine Captain A.J. Ramos, Bank of Guam Insurance Representative Marcy Duenas, Saipan Chamber of Commerce’s
Executive Director Lee Tenorio, Marine Sgt. Damien Viera, and Garapan Branch Operations Manager Tania David

Growing social responsibility at the core of Bank of Guam

By BEA CABRERA
beacabrerasaipan@gmail.com
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be able to communicate commit-
ment and accountability. “To be
clear, at Bank of Guam, [Corporate
Social Responsibility] is everyone’s
responsibility,” she added.

Marati said their CSR programs
and projects were not compiled
on a whim. “We provide CSR train-
ing, examples, and sharing. We
have planned for and witnessed
a growth of departmental and
branch-led projects, which is what
we encouraged and had hoped
would happen”

On top of that, Bank of Guam has

pany. Our commitment will ensure that we

~ contribute to the communities we serve, and ensure our
- actions are socially, ethically, and environmentally responsible.

-
e span of our workers, clients,
ve recognize the reach of our business
-
ccountability.

esponsibility is vitally important to who we

Ierle,to the highest standards in ethical behavior,
" taiL 'sustainability, data security and more. We
1}' participation across our organization, and we will
WItF:'externaI stakeholders to continually advocate on
behalf of our dedicated workforce, improve our workplaces,

Bank of

Member FDIC

also identified what it calls “Com-

munity Changemakers” within
their ranks. Marati said these are
bank employees who have taken
the lead in sustainable farming,
foster family support and at-risk
families, and stray animal adop-
tion, among other initiatives. “One
of our goals...is to have employees
initiate projects that they believe
are meaningful to them,” she said.
Marati explained that team-
work within Bank of Guam plays
a large part in their vision of CSR.
Everyone who wants to help the

- I I-ll
1 : ]
N service mtegrlty, and
! L. ions, outcomes, and
> prowder in Guam
onnect people to financial

ence in the communities in

of corporate citizenship.

Teach Children to Save:
Team Tinian conducted

a presentation on the im-
portance of how to save to
40 third-grade students at
Tinian Elementary School.
(April 2019)

community can translate that into
reality. “We are empowering em-
ployees to decide what matters to
them and organizing outreaches
and contributions in their com-
munities. They are volunteering
their time for many projects such
as financial empowerment, envi-
ronmental cleanup, food security/
gardening, food and meal dona-
tions and stray animal projects. ...
We have measured our volunteer
hours, weight of goods donated
and even the weight of the trash we
collected here [in] Guam,” she said.

b

uam has embodied the true spirit of

lity, and we are committed to the highest

Marati said that Bank of Guam’s
CSR outreach never stopped dur-
ing the pandemic, pivoting to vir-
tual outreaches as well as socially
distant and safe person-to-person
projects. “We conducted financial
empowerment lessons in schools
and communities. We continued
to have employee drives for food,
[personal protective equipment],
and supplies. We delivered support
(meals and supplies) to healthcare
workers and even organized a 2021
March Founder’s Day of Giving
network in which we did major
cleanups throughout all the islands
on a single day,” she added.

Marati assured that Bank of
Guam’s CSR is not a “calendar”
event or activity but is part of the
bank’s core existence. “CSR lives
daily for Bank of Guam, and is not
limited to a day or week or even
month. While we saw it grow pre-
pandemic and certainly now, we
have initiated convenient and safe
outreaches to assist our commu-
nity. The needs of the underserved
remain a deeply important focus
for us, pandemic or not,” she said.

“Listening to our community has
been the hallmark of our presence.
While face-to-face impact is de-
sirable, we continue to listen and
reach out when it is safe and when
we can. But we have also learned
to pivot to digital and virtual out-
reaches as our community has
also adapted to other channels of
connection. We continue to reach
out to non-profits and village lead-
ers and consistently listen to what
their current and future needs
are. We make adjustments as their
needs change,’Marati added.
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‘Our driving force is
the communities and
people we serve’

By BEA CABRERA
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hink Triple J En-

terprises Inc. and

the first thing that

springs to mind is
its corporate slogan: “Cus-
tomers First””

So much so that the com-
pany—which spans from
car dealerships to real estate
and consumer goods—has
become one of those that
has made a name for itself
as one of the foremost pur-
pose-driven companies in
the CNMLI. Not only do they
deliver quality products and
services, but they also use
their time, resources, and
commitment to effect im-
provements and changes for
the better. This social respon-
sibility that seems like a sec-
ond skin already is what has
earned Triple J the commu-
nity’s trust and confidence.

According to Triple J En-
terprises, Inc. CEO and
chairman Robert Jones, their
driving force is the commu-
nities and people that they
serve. “Triple J's ‘Customers
First' commitment extends
to our community involve-
ment. For almost four de-
cades, our group has strived
to improve lives and build
better communities through
our philanthropic contribu-
tions, financially and volun-
tarily with time and personal
involvement, to various
nonprofit causes as well as
to individuals,” he said.

Jones said that Triple ]
also recognize its responsi-
bility as a corporate citizen
to adhere to high standards
of ethics and example in
the way it operates its many
businesses. “These founding
values have carried us well
and will continue to guide us
forward. ...Our shareholders
and Executive Committee
take an active role in imple-
menting initiatives that are
in line with our corporate
values from which the com-
munities we serve can ben-
efit” he added.

This was echoed by Triple
] vice president Mike Sablan,
who said that serving the
islands is at the core of the
company’s business. “This
is a year-round effort for our
group of companies, and we
strive every year to improve
our commitment and con-
tributions both internally

with our employees and ex-
ternally to our community.
Our increased charitable
giving commitments not
only reflect what we can do
right now but also how we
will continue our support
throughout the year,” he said.

Sablan said that he com-
pany’s strategy is grounded
in community perspectives
and shared vision. “We re-
ceive feedback from our
many  [non-government]
partners who benchmark
their performance against
their goals, we engage our
team and receive employee
perspectives and feedback,
and constantly review the
overall impact it has on our
community and refine our
goals accordingly,” he said.

Whether during normal
times or when a super ty-
phoon hits, during an eco-
nomic downturn or like to-
day’s pandemic, Triple J is
on top of its game, making
sure that needed services
are dispensed to the people
who need it, he said. This
mindset was at the forefront
of the company’s response
when the COVID-19 pan-
demic hit. “The welfare of
our team, our customers,
and our community was our
top priority at the start of the
pandemic,” Sablan said.

This meant that Triple J
adopted a group-wide infec-
tious disease control policy
to help the company’s team
prepare for and respond to
COVID-19 and other infec-
tious diseases, while con-
tinuing to keep their doors
open and maintaining nor-
mal business operations as
much as possible, he said.

This not only allowed
Triple ] to provide uninter-
rupted critical services to the
community but it also en-
sured that its employees con-
tinued to receive a paycheck
to support their families.

“Yes, itis precisely in times
of crisis where a sense of
unity and belonging are im-
portant for any community.
We are continually assess-
ing the short-term and long-
term effects that COVID-19
will have on our community
and the subsequent needs of
our [non-government] part-
ners and the community at
large,” Sablan added.

To help the government,
Commonwealth  Health-
care Corp., COVID-19 Task
Force and the community
battle the pandemic, Triple
] donated hundreds of N-90
hospital masks to CHCC in
the early days of the pan-
demic when they learned
that the hospital staff and
first responders were run-
ning low on much needed
supplies. “We also [offered]
our assistance in sourcing
critical equipment and [per-
sonal protective equipment]
by tapping the assistance of
our [U.S.] mainland suppli-
ers. When many businesses
closed or restricted their
business activities, Triple ]
offered immediate assistance

in the form of discounted
meals from our restaurant
group for first responders
and front-liners,” Sablan said.
The company supported
the Public School System
with meals distributions in
schools by helping to pro-
vide staff to assist in the dis-
tributions, benefitting hun-
dreds of families in need of
basic meals, Sablan added.
Also, Triple J directed over
$52,000 in educational tax
credits toward every pub-
lic school and many private
schools on Saipan, Tinian,
and Rota in 2020 and 2021.
The company also contin-
ued its annual support of or-
ganizations and their causes.
These organizations include

- OUR CUSTOME
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the Commonwealth Can-
cer Association, Northern
Mariana Islands Futbol As-
sociation, Diocese of Chalan
Kanoa, Guam/CNMI Make
a Wish Foundation, Saipan
Fisherman’s  Association,
Tan Siu Lin Foundation’s
Field of Heroes event bene-
fiting the Northern Marianas
Humanities Council, Tasi
to Table Foundation, CNMI
Soroptimist Club, Mariana
Islands Nature Alliance, Ho-
tel Association of the North-
ern Mariana Islands, Saipan
Chamber of Commerce, and
4-H Camp’s Magalahi Sum-
mer Camp.

Triple J's employees them-
selves are also quite active
when it comes to helping the

i

community. Jones believes
that an organization will be
able to reach its goals if ev-
eryone in the company is on
board the ship and he sees
that with each and every em-
ployee of Triple J.

“We are proud to have em-
ployees who share a heart
for service—their generosity
continues to inspire us time
and time again, and they've
stepped up in a huge way
during this really challeng-
ing time. From volunteer-
ing their personal time to
islandwide beach cleanups,
5K runs, and other com-
munity events each year, to
helping serve meals to fami-
lies who lost their jobs dur-
ing the pandemic,” he said.

= OUR COMMITMEN”["

TRIPLE J ENTERPRISES, INC.

Guam | Saipan | Tinian | Palau | Japan | Marshall Islands | California | North Carolina

Triple J Enterprises, Inc. is a group of companies, driven by the
spirit of our communities, focused on people and service oriented
businesses - motors, food and restaurant, hotel, logistics and real estate -
with a reputation for business integrity and perseverance.

Customers First

AN

TRIPLE J

www triplejgroup.com
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ne of the most common feed-
back from tourists and other
who visit the CNMI is a con-
sistent need to experience, see, taste, and hear
local culture. That culture that is unique to the
CNMI is what makes the islands a unique desti-
nation and it is worthy to note that the Marianas
Visitors Authority and the CNMI government
now recognize this as a very good tool to attract
more visitors to the islands.

More than the passing tourists, though, the
CNMI Museum believes that its existence is not
merely intended to distill the past of the CNMI
for the entertainment of tourists but also as a
teaching tool to educate the local community.
That is why the NMI Museum, headed by Ex-
ecutive Director Daniel Aquino, believes that
it is crucial for the museum to engage with the
community.

“Community activities allow us to engage, in-
teract, and educate residents about our program
and the historical artifacts that are in our posses-
sion,” he said.

He said that many tourists visit the NMI Mu-
seum just to see the iconic original entrance of
the building. Did you know that? For many who
don’t know, this is why the museum is expand-
ing its outreach to schools and other agencies
to teach them about this “fun fact” and educate
them on why the museum needs to exist in the
first place.

“..The NMI Museum is one of CNMTI’s iconic
places because the museum is situated in the
Old Japanese Hospital, which is listed on the Na-
tional Register of Historic Places in 1974, Aqui-
no said. “Locating the NMI Museum in the Old
Japanese Hospital was only supposed to be tem-
porary until funding for a new state-of-the-art
facility can be allocated. ....The adjacent build-
ing was the Japanese Laboratory and was re-
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NMI MUSEUM OF HISTORY AND CULTURE

Binding the past,
present, and future

By BEA CABRERA

beacabrerasaipan@gmail.com
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cently repaired and repurposed to serve as the
museum gift and coffee shop to generate rev-
enue. ...For now, Gov. [Ralph DLG] Torres and
the Saipan Northern Island Delegation provide
us with support and funding to maintain, repair
and upgrade our facility”

To date, Aquino and his team are responsible
for the stewardship of priceless collections, pho-
tos, documents and historical artifacts: from
the Pre-Latte and Latte Period; Spanish Colo-
nization; Freycinet Collection: drawings from
the French ship Uranie that came to the islands
and drew what life was like in 1819; the German
period; Japanese period; Unification with the
United States (Covenant); World War II artifacts;
internment camps and the Nuestra Senora De
La Concepcion collection.

Apart from showcasing the CNMI’s history
to the community and tourists, Aquino said the
two priorities of the NMI Museum are accessi-
bility and sustainability. “Our first goal is acces-
sibility—to allow access to the museum. For ex-
ample, the entrance fee was waived and we are

now open on Saturdays. There is now a certified
museum tour guide (Archie Ajoste) to provide
educational tours upon request,” he said.

“Our second goal is sustainability. Our vendor
stalls are now completed. Rather than doing the
traditional way of renting tents for our events,
we built the stalls to generate revenue. Inter-
ested individuals or companies can rent these
stalls at affordable rates and sell local products
or local food delicacies,” he added.

For October, the NMI Museum has a lineup of
activities that involves improvements to its sur-
roundings and fun and entertainment that fam-
ily and friends will enjoy.

“James Macaranas, Wenny Haruo and [, as-
sist the Saipan Mayor’s office with the roadside
maintenance, trash collection, and beautifica-
tion from Middle Road up to Kensington Hotel
in San Roque. We also assist in the maintenance
of the Ada Gym and Sugar King Park grounds. ...
The vendor stall outside aims to increase visibili-
ty and traffic around the museum,” Aquino said.

“On Oct. 31, 2021 we will be partnering with

the Rotary Club of Saipan, Saipan Rotaracts to

host our first Halloween Night at the Museum.

There will be other non-profit organizations

and organizations joining us to pass out can-
dies. ...After the Halloween event, we will be
utilizing our vendor stalls to have our ‘Fiesta Fri-
day’ evening event where residents and tourists
can come to the museum and enjoy local per-
formances and purchase local foods and crafts,”
he added.

The Christmas holiday is fast approaching
and the array of dancing Christmas lights show-
cased every year at the NMI Museum is always
eye-catching. “We will be adding more lights
and other things to make our grounds more at-
tractive and to increase the islands’ festive spirit.
We will also be hosting a Christmas tree compe-
tition similar to what we did last year and offer-
ing prizes for the best Christmas tree decoration.
Our Christmas tree competition was very differ-
ent from other competitions because we were
able to give prizes to all schools that participat-
ed and we are very thankful to the members of
the Legislature, and businesses who sponsored
prizes,” Aquino said.

“I believe that everything we do at the NMI
Museum benefits the people and children of the
CNMI. Christmas has been a traditional holi-
day that is enjoyed by everyone and, with CO-
VID-19 affecting everyone is some way, we need
to have more positive activities that distract our
attention from COVID-19 and what is going on
around the world. Scientific studies reveal that
visiting museums are good places to relax and
de-stress. The holiday season are cheerful times
but there are significant studies that also reveal
that depression hits many people during these
times and so we want to provide a positive place
for residents to come and enjoy the holiday spir-
it/ Aquino added.
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making a positive impactis
a part of our purpose

isit an IT&E customer service per-
son at their office in Chalan Lau Lau
or call one from wherever you are
and you can expect an answer that
greets you, “We are happy to help
This and other small touches cre-
ate rich customer experiences that
lead to long-term relationships that
is based on trust and confidence.
And that extends to not just caring
for their customers but also to the
community that knits everyone.

“Making a positive social impact
is a part of our purpose. It is our
duty as members of the community
and as a group of people that love
and care about our islands. IT&E is
committed to doing its part to help
the community thrive, protect and
develop our youth, promote health
and wellness, preserve the environ-
ment and honor the vibrant cul-
tures of the Marianas,” said IT&E
general manager Rose Soledad.

“As the needs of our community
change, so does IT&E’s strategy
for community giving. We do our
best to allocate our support to the
causes that will most benefit the
community. ... While IT&E does
not have a team in charge of Cor-
porate Social Responsibility per se,

community giving initiatives and
requests for support are a top prior-
ity for IT&E’s marketing team and
its Employee Social Events Com-
mittee. In addition, many associ-
ates at the management and other
levels in the company are involved
with our mission to give back to the
people we serve,” Soledad added.

For IT&E, community outreach
has no fixed schedule and no time
limit as they donate communica-
tion services to organizations for
lengthy durations. These organiza-
tions include the Commonwealth
Cancer Association, the CNMI
Community and Youth Centers,
500 Sails, and other programs to
support their goals and mission
that improve the quality of life for
our community.

IT&E also does its best to sup-
port events that promote the youth,
sports, care for the environment,
economic growth, health, women
empowerment, to name a few, by
supporting these organizations:
NMI Basketball Federation Inter-
scholastic League and other youth
sports, MINA’'s Green Gala, Saipan
Chamber of Commerce, Tan Siu
Lin Foundation, Marianas Visitors

Authority, Hotel Association of the
Northern Mariana Islands, Marian-
as Health LLC, CNMI Women'’s As-
sociation, and more. Most recently,
IT&E was designated as a drop-off
location for Toys for Tots.

Soledad said that when the pan-
demic started, many things were
put on hold but IT&E continued to
help the community by overcom-
ing challenges. “In partnership
with the Division of Youth Services,
IT&E increased the bandwidth of
the donated internet services at all
the functioning Youth and Com-
munity Centers in the CNMI. This
was done to provide internet ac-
cess for students’ online learning
program that was implemented as
aresult of the pandemic,” she said.

“From March to May 2020,
IT&E removed data caps for all
subscribers so that students can
continue online learning, em-
ployees could work from home,
and families could stay connected
with loved ones and get important
pandemic-related news and up-
dates. During this time IT&E also
did not apply payment deadlines,
late fees or suspensions to allevi-
ate the financial strain for sub-

By BEA CABRERA
beacabrerasaipan@gmail.com
CORRESPONDENT

scribers and then actively worked
with subscribers on payment
plans for balances,” she added.

Aside from helping its subscrib-
ers with their bills payment and
extra services, IT&E also went out
of its way to help the CNMI achieve
the 80% vaccination rate by mak-
ing some of their offices available
as COVID-19 vaccination sites.
“IT&E supported the vaccination
effort by also white-listing the Vac-
cinate CNMI websites for mobile
subscribers so that they can register
to get their vaccinations and access
more information online without
using up their data buckets,” Sole-
dad said.

“Our social responsibility pro-
grams truly inspire IT&E employ-
ees. By giving back to our commu-
nity, we show our associates that
they are a part of delivering connec-
tions that matter in more ways than
one. ...We collect feedback and in-
put with a grassroots approach to
our CSR. We connect personally
with members of our community
directly and we use this feedback
to understand what needs must be
met and decide how we can step in
to assist.”
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McDonald’s makes sure that
they do not only have love that
they give out to customers but
also the drive and passion to

continuously give to the community.

McDonald’s offers more than

just food to the community

By BEA CABRERA
beacabrerasaipan@gmail.com

CORRESPONDENT

n April 2020, Mc-

Donald’s worldwide

launched its corporate

social responsibility
plan that is based on the
five tenets of food, sourc-
ing, planet, people and
community and the Ayuyu
family, which owns the
franchise on Saipan and
in Guam, took to this ini-
tiative like fish to water. In
fact, social and community
engagements in the CNMI
is already second nature to
them.

From repainting and
maintaining several bus
stops, to making dona-
tions to sports and athletics
events, McDonald’s Saipan
has over the years assisted
and supported youth de-
velopment, foundations,
partnerships with the Pub-
lic School System, educa-
tional entities, promotion
of human welfare, working
with other social organi-
zations, and environment
protection.

Early this year, McDon-
ald’s Saipan showed its sup-
port and belief in strength-
ening the local workforce
by donating educational tax
credit amounting to $2,500
to the Northern Marianas

Trades Institute. That was
the fifth time the company
has donated to NMTI and
its cash donations to the
educational  institu-
tion have now reached
over $20,000 in all.

In Guam, McDonald’s
Guam supports youth
sports, islandwide clean-
ups, the nonprofit “Rain-
bow For All Children-
Guam,” and the Easter
Drive-Thru Egg Give-
away.

Last week, McDon-
ald’s gave away free
breakfast meals to
Guam and Saipan ed-
ucators.

Natalie Mable A.
Glenn, who is McDon-
ald’s executive assistant
to the president, said
that recognizing a sec-
tor in the community is
not something new to
McDonald’s as they are
always involved in giv-
ing back.

“We really want to ex-
press our heartfelt thank
you for to all of them in
withstanding all the chal-
lenges that the pandemic
has brought to our commu-
nity this past year. ...Mc-
Donald’s Saipan and Guam
are glad to put educators at
the forefront and remind

them that they fill an im-
portant roles, especially

this time,” she said.
In a similar vein, Mc-

Donald’s gave away for
one week last year “Thank
You” meals for all front-lin-
ers, including the CNMI's
health care workers, De-
partment of Public Safety
officers, Department of
Fire and Emergency Medi-
cal Services personnel, and
members of the COVID-19
Task Force. “It is fitting to

recognize hardworking
people in the Marianas,’
she said.

Northern Marianas Col-
lege  presi-
dent Galvin
Deleon Guer-
rero, who was
at the Thank
You Break-
fast meal
launch, said
that McDon-
ald’s Saipan
has been at
the frontline
since Day 1
of the pan-
demic.

“Keep -
ing people
fed during
a pandemic
has been
important.
..The ‘Thank
You Break-
fast Meal’ for
educators is
a great treat
from one
family to another family of
front-liners and we really
appreciate =~ McDonald’s
and Mr. and Mrs. Ayuyu for
their leadership because
they understand what it is
like to be in the frontlines,
implementing mitigation
protocols and trying to en-
sure that everyone is safe

and happy,” he said.

McDonald’s Saipan was
one of the first establish-
ments the opened its doors
to customers in June last
year, after three months
of having no dine-in due
to COVID-19 concerns
and just catering to drive-
thru customers. Based
on research and compli-
ance with the COVID-19
Task Force and Centers
for Disease Control and
Prevention, McDonald’s
has created a safe dine-in
environment that is secure
for both customers and
employees.

To help customers navi-
gate their way inside the
restaurant during the pan-
demic, they put up sig-
nages on tables to inform
customers which areas
had been disinfected and
not. Other signages also
informed customers of
simple rules and guideline
that makes their McDon-
ald’s “customer journey”
highly satisfactory.

For better customer en-
gagement, McDonald’s
was able to provide unique
services such as the Mc-
Donald’s ‘“"Mobile, Or-
der and Pay” app where
customers can download
the app for free, register,
order their food and go to

the store to pick it up—no
more lines as waiting time
is lessened and sometimes
there is no line at all.

Although launched in
2016, the pandemic made
people rely on it more.
“We are happy with the
turn out of our app users.
Not only do they get fast
service and fresh, warm
McDonald’s food items,
the app allows people to
earn points that they can
use to avail discounts or
freebies and know the lat-
est promos that help them
save money,” said market-
ing manager Anna Olaes.

The current slogan of
McDonald’s worldwide is
“I'm Lovin’ It” and here
in the CNMI, McDonald’s
makes sure that they do
not only have love that they
give out to customers but
also the drive and passion
to continuously give to the
community.
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All Categories Champ: A Flight « B Flight « C Flight « Seniors « Super Seniors « Ladies

First Place $500 | Second Place $300 | Third Place $200
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Registration forms available at McDonald's Main Office and Laolao Bay Golf

and Resort

For questions or inquiries please contact Marcia E. Ayuyu or Ana Olaes at admin@jcamcd.com or at telephone no. (670)235-8761
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Marpac: Helping other co

By BEA CABRERA
beacabrerasaipan@gmail.com
CORRESPONDENT

Now on its 48" year, Mari-
anas Pacific Distributors
Inc.—more popularly
known as Marpac—not
only believes in imple-
menting their own projects
and programs that help the
community, they also help
and assist other partners or
businesses in the commu-
nity to achieve theirs.

That, according to resident
manager Guy Pudney, is
the secret behind Marpac’s
success—all derived from
respect, cooperation, and
bringing everyone together.

“Marpac gives impor-
tance to our social respon-
sibility to the community
and, equally so, in helping
other companies or busi-
nesses lead the way in dem-
onstrating their own. For
us, it’s not just about being
a good partner but the win-
ner in the end is the com-
munity,” he said.

He said that Marpac has a
Corporate Social Responsi-
bility team that is composed
of volunteers—from staff to
managers. He himself is part
of that team.

“We always meet and on
our agenda are discussions
on how to be innovate and

think of different ways to
help the community. ...This
definitely motivates our
employees to do more and,
when a project is accom-
plished, it makes everyone

proud,” he added.

Pudney said the CO-
VID-19 pandemic limited
Marpac'’s efforts to conduct
outreach programs due to
health and safety concerns

but they still managed to
continue with some while
still  observing proper
health protocols.

. “..We have been active
though in beach cleanups—

not as a full company but I
know each one of us in the
company and our families
in their own time have done
things to help out,” he said.
“We did adoptan intersection

mpanies achieve their social responsibilities

at Quartermaster Road in co-
operation with RB Camacho.
Just this week, I reached out
to see if we can adopt a bus
shelter or bus stop.”

Pudney said that for all
the community outreach or
program they have done and
keep doing, they do all that
without any expectations of
rewards or thanks. “We do it
for the community and the
gratitude we feel when we
give back to the community
is through the roof. ...We feel
it’s the right thing to do and,
if we get any praise, we take
that back with us to empow-
er and inspire us to the next
step. We are pretty much fo-
cused on giving back to the
community than asking for
any praises.”

Marpac has many more
things in the pipeline and
being planned. “Part of
those plans is to continue
helping other companies
accomplish their own
CSR projects by donating
water beverages for their
employees. Marpac will
always do our part to help
the community and hope
other partners in the com-
munity will step in as well
because if work collec-
tively ,we can accomplish
the goal of a better CNMI,”
Pudney added.
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By BEA CABRERA
beacabrerasaipan@gmail.com
CORRESPONDENT

For a hearty and soul-
ful meal with family and
friends, Shirley’s Coffee
Shop is always top of the
mind. That's a given. But
they do not only nourish
hungry tummies or quench
thirst; behind the scenes
they also do worthwhile
projects and practice good
community stewardship.

According to operations
manager Noelle Reyes, cor-
porate social responsibility
is a part of their company’s
core values and culture and
everyone in the company
gets involved. “We’re not
just in the business to make
money but also to give back
to the community. ...Shir-
ley’s tries to open an equal
chance of volunteering op-
portunities to its employees
whenever possible. No mat-
ter what CSR activities or
causes the company engages
with, we try our best to in-
volve as many employees as
we can,” she said.

“All of us are inspired to
do outreach in the commu-
nity and we know that the
existence of our business de-
pends largely on the...com-

ok
et ™

Tel. No.: 670.233.4519/20 (Garapan) | 670.235.5379/80 (Susupe)

munity,” she added.

During the pandemic,
Shirley’s Coffee Shop was on
its toes. Reyes said that they
continued to do business but
with the health and safety of
their customers as the No. 1
priority. That included pro-
viding masks bearing their
company logo to all employ-
ees and customers.

“While majority of the
restaurants on island had
to close due to the COVID
scare, Shirley’s remained
operating to [provide bento]
orders for our front-liners. ...
We continued our partner-

’

ship with the CNMI BIBA
Program, offering healthier
menu items to our custom-
ers—menu items that have
been approved by our local
dieticians,” she said.
Shirley’s Coffee Shop re-
cently partnered with the
Governor’s Council of Eco-
nomic Advisers’ Public and

SHIRLEY’S COFFEE SHOP
More than just coffee, it’s about givi

Private Partnership pro-
gram, along with Shirley’s
Football Club, to adopt four
medians in Garapan. These
are the medians across
Shirley’s/Century Hotel,
D’Torres to Tun Kiku’s Build-
ing, Commonwealth Health-
care Corp., and the American
Memorial Park tennis court.

Reyes said that Shirley’s
Coffee Shop has sustained its
partnership with he Marian-
as Visitors Authority by reg-
istering both Shirley’s loca-
tions with MVA's Safe Travels
Program. This assures its
customers that both Shir-
ley’s Coffee Shop locations
in the CNMI subscribe to the
CNMI government’s health

ng back to the c

protocols. “As of this October
2021, all employees of Shir-
ley’s Coffee Shop have been
fully vaccinated,” she said.

Shirley’s also provides
free lawn care to Mount
Carmel School, which is ad-
jacent to its Susupe location.

Reyes said that Corporate
Social Responsibility is so
ingrained in Shirley’s op-
erations that their aim is to
always help. That includes
donating meals to feed the
CNMI’s front-liners—teach-
ers, nurses, veterans, police
officers and fire fighters.

“Every year, we strive to
complete one to two beach
cleanups but for this year,
we have committed to adopt

Grilled Chicken Sandwich
Grilled Mahi Sandwich
Sheimp Keloguen
Spanish Egg White Omelet
Green Smoothie

Cucumber, Lettuce,
Spinach, Flaxseed

Orange Booster

=, Carrots, Orange, Ginger, Flaxseed

R,

b

{f shirleyscoffeeshopfanpage

[® @shirleys_saipan

ommunity

and maintain the upkeep of
four medians in Garapan via
our recent partnership with
GCEA's PPP program. We've
committed to maintain
these four medians, check
them every quarter and re-
vamp the areas as needed in
the next five years.”

In a nod to the ecological
spirit of the times, Shirley’s
Coffee Shop is also going
green and that includes re-
moval of plastic straws and
offering paper straws in-
stead, and using biodegrad-
able package bags instead of
plastic bags and containers
for take-out.

“We also adhere to pa-
perless ordering and our
continuous subscription to
a point-of-sale system that
enables our dining team to
utilize mini-POS tablets,”
she said.

Shirley’s Coffee Shop has
also partnered with the
CNMI BIBA Healthy Pro-
gram since 2016 in order to
serve healthier meals. That
includes offering low-calo-
ries meal options, removing
condiments from the table
that could boost sodium in-
take, and offering dishes that
can be modified to have less
or no salt.

@ shirleyscoffeeshop
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By BEA CABRERA
beacabrerasaipan@gmail.com

CORRESPONDENT

anHoldings ~ Corp.

is known not only

as the mother com-

pany of several other
companies in the CNMI that
provide employment and help
the economy grow but it is also
a powerhouse when it comes
to its soft skills—well-known
for not only donating to many
worthy causes but also engag-
ing the community in many
ways, whether it’s about tak-
ing care of the environment
through beach cleanups, to
promoting health and wellness
through fun runs and bike runs
and organizing sports activities
that benefit the young and old.

According to Merlie To-
lentino, executive director of
Tan Siu Liu Foundation, the
charitable arm of TanHold-
ings, the corporation’s man-
agement and employees are
guided by the “I Serve, I Give
Back” philosophy.

“They are encouraged and
inspired to getinvolved in ac-
tivities that benefit the com-
munity. We have employees
who volunteer for beach
cleanups and other beauti-
fication drives, coach sports
teams, and mentor students
on work internship... Cor-

TANHOLDINGS
uided by the ‘I Serve,

1 Give Back’ philosophy’

porate Social Respon-
sibility is an integral
part of the TanHold-
ings culture and values
system,” she said. “We
believe that sacrificing
one’s time and efforts
to help others is what
true volunteerism is all
about. Itis the yardstick
by which our character
and value as individu-
als or as an organiza-
tion will ultimately be
measured”

For 50 years, Tan-
Holdings, through the Tan
Siu Foundation and its differ-
ent strategic business units
have consistently supported
and advocated for education,
environmental stewardship,
health and wellness, sports,
and mentoring and leader-
ship program.

“After the CNMI was struck

1 (s A

by Super Typhoon Soude-
lor in 2015, TanHoldings,
through the TSL Foundation,
donated relief goods to af-
fected families. In 2018, the
CNMI was hit by another
super typhoon (Yutu) and
again the TSL Foundation
through its donors and part-
ners donated relief goods to
the community and its em-

ployees and even provided
temporary shelters to af-
fected families. Less than a
month after Super Typhoon
Yutu flattened the islands,
TanHoldings donated $1 mil-
lion for the relief efforts from
the back-to-back super ty-
phoons,” Tolentino said.
TanHoldings also provided
assistance to Rota and Tin-

ME ian after both islands
y' were hit by Typhoon
% Mangkhut and Yutu. In
2020, at the onset of the
COVID-19 pandemic,
TanHoldings and the
TSL Foundation pro-
vided face masks and
gift bags to front-liners.
TanHoldings also al-
lowed the Governor’s
COVID-19 Task Force
to utilize one of the ho-
tels (Kanoa Resort) op-
erated by the company
as an alternate care site
and quarantine facility for
COVID-19 patients and in-
bound passengers/returning
residents, Tolentino added.
Tolentino said that there is
no limit or season that would
deter TanHoldings' ongo-
ing engagement with the
community. “Our Corporate
Social Responsibility knows

no time. It's a continues
commitment. ..When the
COVID-19 pandemic struck
and the Governor’s Coun-
cil of Economic Advisers
launched an initiative that
would help transform des-
tination and village facilities
in the CNMI as it prepares
to welcome back tourists,
TanHoldings was one of the
first companies to support
the campaign (known as
Public Private Partnership).
TanHoldings and its SBUs
have adopted more than 10
destination sites and village
facilities and spearheaded
improvement projects for
these spots”

“Seeing how the com-
munity enjoys using the fa-
cilities we helped transform
for their safety and conve-
nience, the increasing num-
ber of children getting in-
volved in sports, students we
supported through scholar-
ships finishing school and
returning or staying here to
work and serve the com-
munity, and residents being
more aware of the impor-
tance of taking care of our is-
lands and doing something
to keep the CNMI clean are
encouraging us to continue
our commitment to make
the Marianas a better place
to live,” she added.
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