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Editors’ NotE Rob Smith joined 
Lilly after completing his MBA in 
1996. Since that time, he has served 
as a Financial Analyst supporting 
Lilly’s global diabetes and growth 
hormone businesses, as the Coor-
dinator of Lilly’s minority busi-
ness development program, and as 
Manager of Investor Relations. He as-
sumed his current role in February 
2002. The recipient of a bachelor’s 
degree in accounting and a mas-
ter’s degree in business adminis-
tration (finance) from Indiana 
University-Bloomington, Smith additionally 
serves as President of the Lilly Foundation.

CompaNy BriEf Founded in 1876 and 
based in Indianapolis, Eli Lilly and Company 
(www. lilly.com) develops, manufactures, and 
sells some of the world’s best-known pharma-
ceutical products, including the schizophre-
nia drug Zyprexa,® the oncology agent Gemzar,® 
the world’s first biotech product for humans, 
Humulin (human insulin), and the antidepres-
sant drug Prozac,® as well as antibiotics, growth 
hormones, cardiovascular therapies, and an-
imal health products. Lilly employs more than 
40,000 people worldwide, with about 7,900 of 
them engaged in research.

What areas of need does the Lilly Foundation 
focus on?

the lilly Foundation plays a role in ad-
vancing lilly’s interest in being a leading 
corporate citizen. our giving is in a few key 
categories. the largest and most important cat-
egory is health care, and within this category, 
our therapeutic areas of interest are diabetes, 
neuroscience, oncology, and cardiovascular dis-
ease. in addition, we support community de-
velopment projects, particularly in indianapolis, 
the site of our corporate headquarters. in this 
category, we support programs that strengthen 
our community and make it a good place to live 
and work. we feel this is strategically important 
because we need to attract and retain the best 
and brightest; therefore, investing in the right 
community organizations is strategically impor-
tant for us.

we also are strong supporters of the united 
way. in fact, lilly employees and the founda-
tion provide about 25 percent of the annual 
campaign of the central indiana united way, 

given this is where we’re headquar-
tered. last, the lilly Foundation has 
a very generous employee matching 
gift program. if employees make con-
tributions to selected health care or-
ganizations, cultural organizations, or 
educational institutions, we’ll match 
their gift dollar for dollar.

with all those categories com-
bined, the foundation’s annual giving 
was about $28 million in 2007.

Lilly is a global business that 
operates worldwide. Do you sup­
port any international programs?

we certainly do. the signature corporate 
social responsibility [csr] program at lilly is our 
multidrug-resistant tuberculosis [mdr-tb] proj-
ect, which we’re very proud of. it’s a compre-
hensive public/private partnership that consists 
of 14 organizations working alongside lilly to 
treat a burgeoning, global health threat. For ex-
ample, one of our partners is an ngo called 
partners in health (pih), based in boston. 
pih is doing terrific work in terms of training 
health care professionals in russia, one of the 
hot spots for mdr-tb. the lilly Foundation re-
cently announced a $4 million grant to pih to 
support their efforts. this grant is part of a $50 
million commitment the company announced 
on world tb day 2007. lilly’s total investment 
in the mdr-tb partnership is $135 million.

How do you communicate your CSR 
activities to your employees, to make sure 
they are a part of these efforts?

one of the areas of value for companies 
engaging in corporate responsibility, and doing 
it well, is the benefit from a human resources 
perspective. most of our employees care very 
deeply about these issues. they don’t wake up 
every day just thinking about their paychecks. 
a lot of people who are attracted to a company 
like ours come here because they want to make 
a difference in our communities and in the lives 
of patients. so our employees are very much en-
gaged. to build on this inherent enthusiasm, we 
launched the next iteration of our employee vol-
unteer program, under the banner of lilly hands 
and hearts. among other things, this initiative 
lets our employees know about the meaningful 
opportunities available for community involve-
ment. our employees are responding well to 
that. i think this level of engagement helps our 
communities and strengthens our company.

The pharmaceutical industry does so 

much good, yet the public doesn’t seem to 
be aware of it. Can more be done to build 
positive awareness?

yes. i think that, as an industry, we need to 
communicate more effectively. there are ways 
for us to improve incrementally in that regard. 
however, over the long run, i think we’re go-
ing to be judged based on our actions, starting 
with whether we are discovering and develop-
ing medicines that matter. we also have to avoid 
falling into the trap of saying, “well, people just 
don’t understand our perspective.” there is an 
element of that, but we also have to listen to 
what our critics are saying, and when there’s 
some validity in their arguments, we need to 
take action.

here’s a very clear example from the per-
spective of our company. one of the criticisms 
of the industry has been that pharmaceutical 
companies aren’t willing to share all of the data 
they have on their medicines. so in 2004, we 
started publishing online all the studies we have 
carried out on our approved medicines; again, 
whether they’re good, neutral, or negative. by 
taking those kinds of definitive actions and then 
having an effective communications plan around 
them, we can, over time, rebuild the trust that 
we have lost over the past few years.

How important is the engagement of 
your leaders to your CSR efforts?

it’s very important. the leadership really 
sets the tone. we’re fortunate to be working for 
a company that has a long history of being a 
good corporate citizen. our founder, colonel eli 
lilly, started an organization here in indianapolis 
that later became the indianapolis chamber of 
commerce, because he wanted to improve the 
roads in the city. after the san Francisco earth-
quakes in the early 20th century, we were right 
at the forefront in terms of providing medicine 
and aid to people who were stricken by that 
devastating quake. so, from the very start, com-
munity engagement has been important. we’ve 
also been fortunate to have leadership that has 
continued to live up to that long-term commit-
ment. sidney taurel, our outgoing ceo, has 
been just terrific in that regard. and our incom-
ing ceo, John lechleiter, is a longtime lilly em-
ployee who, like sidney, has come up through 
the ranks. he really understands this aspect of 
our culture and will be a very visible and pas-
sionate leader in this space.•
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Lilly is a strong supporter of the United Way.


