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Good afternoon. It's a pleasure to be asked to share some thoughts with you today about how Citibank works with the community in Hong Kong. As a company, we are firm believers that the corporate and non-profit sectors can achieve far more for society by working together and understanding each other, than by simply pursuing our own agendas.

Before I explain how we run our philanthropy in Hong Kong, I'd like to start by assuring you that Citibank's commitment to corporate social responsibility really is a global commitment. We operate within the borders of 100 countries and take the same approach to corporate citizenship in each of them, beginning with how we run our business, and extending through encouraging employee volunteerism, direct financial support, and active personal and institutional involvement in organizations and programs of all kinds.

In every location, we operate with the same ethics. This is an important part of our corporate culture and it also makes sound business sense. Our reputation for having consistently high standards and for offering clients the best financial products and services, has been a large part of our success as an international brand. People want to bank with Citibank because we are consistent, respected and trusted .

Respect develops over time and we have been an international company and a member of different communities around the world for nearly a 100 years. In Asia, we have been operating in Hong Kong, China, Japan, Philippines, Singapore and India since 1902. Ninety-eight per cent of our 17,000 employees are from the region and together they have contributed a great deal of their time, leadership skills and business and financing expertise, to help our communities thrive.

For a company with trust so central to its business success, and which serves 100 million consumers, corporations, institutions and governments across six continents, it is not difficult to convince anyone in our organization of the importance of social responsibility and community citizenship.

Our challenge has always been working out how to translate this commitment into effective corporate action through a global community relations program. As you would expect, it's a complex task for an organization of our scale. Over the years, we have developed an approach which we believe brings significant benefit to both the company and the community, and I thought I would share the four principles of our approach with you today.

Our first belief is that our philanthropic efforts are best directed at sustainable programs that clearly demonstrate what the company stands for and can best achieve in the community. As a business, we know we succeed by drawing on the strength of our assets: skilled people, great ideas, broad resources, global delivery systems and last but not least, our brand. As a global corporate citizen, we believe we can have equally great success, but only if we leverage all our corporate assets.

We have chosen two themes for our philanthropic work which we think mesh well with our culture: education (with a specific focus on finance and technology) and community development. Both themes are relevant to all 100 communities in which we do business and both draw on Citibank's core strengths: our knowledge as the world's leading provider of financial services and our experience working in developing economies for nearly a century.

In Asia, Citibank is often referred to as the University of Banking. Many of the region's leading bankers, including quite a few in Hong Kong, began their careers at Citibank.

In order to extend our knowledge and experience to the local talents, Citibank Hong Kong, together with our sister company, Salomon Smith Barney, has created the Citigroup Young Fellowship Program with the University of Science and Technology. Every year, Citigroup sponsors a number of the UST's business students to study overseas. We believe that's the best way to help these young people broaden their horizon. But the most unique part of this Citigroup Young Fellowship Program, I think, is that each of the Young Fellows will have the opportunity to work as an intern at either Citibank or Salomon Smith Barney. Some of our staff have also volunteered to be mentors of these students just to make sure that their time in Citigroup is well spent and that they will treasure the experience throughout their future careers.

We also have plans to work with a local university to design a lecture series in practical banking. Each week one of our senior managers will work as a volunteer to discuss a practical issue in banking or finance which supplements academic course work. This Citibank program, when

implemented in Japan, Taiwan, Shanghai and Singapore, has been prized by the students and welcomed by the academic staff.

We support many educational initiatives at the primary and secondary school level too. Every year, we sponsor the Summerbridge program, which provides free summer and after-school academic enrichment programs to underprivileged secondary school students to help improve their English competency and self-confidence.

Citibank is also one of the two major sponsors of the South China Morning Post Students of the Year Awards.

Not surprisingly, given our themes of education and community development, our second belief is that our philanthropy should be directed at building and sustaining communities by providing them with the skills. resources and technology to help them help themselves. We want to do more than old-style charity and donation giving. We agree with the man who said: "Give a man a fish and he will eat today; but teach a man to fish and he will feed himself for a lifetime."

One of our recent commitments was to teach some psychiatric patients at Eastern Hospital computer skills. Every Saturday afternoon from November to December, a group of volunteers from Citibank went to the hospital and taught the patients how to use the computer and some simple programs like Microsoft Office. That was very well received by the hospital as well as families of the patients as it would make it much easier for the patients to find a job later and get back on their feet.

You've probably noticed from the earlier examples I gave you the third-criterion, which is a very important one, for program selection: interest among employees and opportunities for their voluntary involvement. We want to be involved in schemes our employees care about and which provide them with a chance to do something significant at a personal level. We have found broad employee participation in corporate community relations critical to securing long-term success and funding.

It is not enough just to win senior management support, although this too is important. Our community programs must ultimately engage the hearts and minds of a significant group of staff. Last year, Citibank launched a program called "A Heart to Share", which was the first corporate volunteering program in Hong Kong to recognise employees' voluntary community work with a paid day-off. Any member of staff who has completed eight hours voluntary community service is entitled to a paid dayoff. More than 100 employees took part in this program. But what's more

encouraging is that many more employees, even though they had completed more than eight hours' voluntary work, did not apply for the leave as they are not doing the good work for the company's reward. That is noble.

Very often, employee volunteerism is the driving force for a specific initiative. Our staff in Hong Kong have long supported the fundraising efforts of the Community Chest with 'Dress Casual Days' 'Skip Lunch Days' and the 'Walk for Millions.' For many years, we have received the Chest's highest accolade for donors.

As an international company required to move quickly in the marketplace, we value what we call the ability to "success transfer" - to implement the successful ideas of others. This is our fourth criterion when selecting a community scheme for funding. We ask whether the scheme has been implemented successfully somewhere within Citigroup, and if we are considering a new initiative, we estimate how readily the initiative could transfer to another country or region.

Programs that can be replicated or adapted for use in several countries, bring us many advantages. They provide a pool of experienced implementers who can lead or support the efforts of others. They decrease individual country administration time and cost. They enable us to exploit a distinctive corporate asset - our global and regional network. They provide a critical mass to help community priorities compete with the many other priorities of daily corporate life. Common programs bring shared experiences and help create corporate culture in a large organization. They help build the internal and external momentum necessary to sustain corporate philanthropy.

A good example is the CitiSuccess Fund, which was started by Citibank in South Florida thirteen years ago. The objective of this fund is to encourage innovative teaching among primary and secondary schools by providing grants directly to the teachers. We think that this mission is highly applicable to the environment in Hong Kong, and we have decided to bring this program here by the end of this year.

So when translating our corporate social responsibility into a global community action plan, we look for programs that follow four principles:

One: they focus on education or community development, leveraging our distinct strengths as a company

Two: they teach people how to fish rather than give them fish

Three: they provide a range of opportunities for employees to become involved

Four: they can be introduced in several markets

Citibank is a big organization. We are part of the world's largest and most global financial services company - Citigroup, which also carries other powerful brand names like Salomon Smith Barney, Diners and Travelers Insurance. There is little in the way of management and leadership skills, or business and financing expertise, that we cannot provide.

As a big company with presence around the world, we know we will be held up for public scrutiny wherever we go. For Citibank, good community relations are not an afterthought. They are embedded in our culture and business success. We know that communities are rightly cynical about foreign corporations, who buy into local sympathies by giving large donations to fashionable causes only to leave when the going gets tough.

During the recent crisis in Asia, it was plain for all to see that we have contributed significantly to the societies in which we do business. We lend responsibly. We manage responsibly. We promote a culture of customer and community commitment, of doing and not just saying or giving. We employ and promote based on ability, not age, gender or race. We believe in fair trading, respect for our customers and the wide range of people and cultures that make up Citibank. The great American automobile pioneer, Henry Ford once said "It's a poor business that makes nothing but money." I agree with him, but I think I would also add that it is a poor business that gives nothing but money.

Thank you for your attention.

