


[ In difficult times, urgent messages about critical social needs
may alienate stressed out consumers. Instead, these
organizations are taking a light-hearted approach to talk
about their causes, hoping a little bit of humor will go a long
way to help address serious issues.
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This Texas nonprofit suggests giving blood can offset bratty behavior, such as
failing to hold the elevator for a colleague or mooching a neighbor’s Wi-Fi.
The humorous tone has resonated with Austin-area residents - the
organization has seen a 20 percent increase in blood donations since the
campaign launch.

Wil Fareall zind Y Cainlasar For Sollgega?

The funnyman has teamed up with Cancer for

College, a charity which gives scholarships to
cancer patients, to sell a new line of amusing sunscreens just in time
for summer. Ferrell’'s name and photo are splashed on three different
lotions titled Sexy Hot Tan, Sunstroke and Forbidden Fruit.

I EIN OIS TIELLEL S

Nonprofit Wherever the Need, which

provides eco-sanitation toilets around the world, has created Twitter

for Sh-tters to encourage people to discuss the program online and
earn donations from their loyal Twitter followers to help build more toilets where they are
desperately needed.

When life gives them lemons, companies make lemonade
campaigns. This summer, some companies are taking a cue
from the kiddies and hoping they too can raise lots of money
from a summer lemonade stand to support their causes.

Sunlidse el A Seeipld”

Sunkist invites kids to support their favorite community charities by donating
their earnings from a “good old-fashioned lemonade sale.” Since its inception,
“Take a Stand” has raised an estimated $3 million for charity.

Miles 2 Tlea Larnonzda Blands

A portion of the proceeds of each package of Mike and
Ike's special Lemonade Blend candies is donated to Alex’s Lemonade Stand
Foundation to fight childhood cancer. A minimum annual donation of
$100,000 will be contributed to the charity.

ElactroluLe P Yirnzl Lammonzda Sz

Electrolux and its celebrity spokesperson, Kelly Ripa, support the Ovarian
Cancer Research Fund (OCRF) with a commitment to donate $500,000 to
the cause. Consumers can take part, too, because for each “virtual
lemonade stand” they open, Electrolux will donate $1 to OCRF (with a
minimum of $10,000 and a maximum of $15,000).

Sonle “Limazdas for Lazirning” f
Not to be outdone, and just in time for back-to-school, Sonic announced a new A
cause promotion with DonorsChoose.org to support teachers and students in Xowic

classroom projects in public schools.



Oridn “Flgnt tng Biga”

m After all that sticky lemonade, Orkin’s program to fight mosquitoes fits
right in as another seasonally appropriate campaign. Orkin will raise and

donate a minimum of $150,000 to the United Nations Foundation's Nothing But Nets campaign -
a global, grassroots effort dedicated to saving lives by preventing malaria in Africa.

T0lE S0k

It seems Dorothy was right when she explained there’s no
place like home...especially when it comes to focusing a
cause campaign. As the local food movement is gaining
traction, companies are tagging along for the ride.
Apparently, an interactive map doesn’t hurt either.

Through this promotion, Campbell gave away packets of its tomato iw "
seeds both to consumers and to school and community gardens BB %"‘
supported by the Future Farmers of America (FFA). In total, Campbell ﬁ,# »

gave 22.5 million seeds to FFA chapters nationwide.

By entering their zip code and product code, consumers can identify,
down to the farmer, where the potatoes that made their chips were
grown.

) -

—~  This Canadian-based program is part of
HeIImans efforts to educate consumers about where their food comes
from and to encourage them to eat more local, Canadian-grown foods.
Consumers can learn about the movement, pledge their support for the P
cause and share it with friends all via this interactive site.

By partnering with this eponymous organization, the nation’s
largest hunger relief charity, companies are helping to
address a basic human need exacerbated by the recession.

In return for a donation of $5 or more to Feeding America,
consumers can receive $5 in coupons. Kellogg
supplemented the effort by donating an entire day’s worth
of cereal production — more than 55 million cereal servings
- to Feeding America.

Snickers has a goal to provide more than 3 million meals to hungry families in  |EECZELEL
need through Feeding America and is matching consumer donations up to WHAR HUNGER,
$25,000.

For its part, V8 will donate more than 30 million servings of fresh
vegetables to local food banks throughout the country over the next six
months. Consumer product purchases help support the company’s $1
million donation.



http://signup.orkin.com/orkin/res/pc-FightTheBite-ph_cb.aspx?cm_mmc=Pr-_-Net-_-PRNWEB-_-_&utm_source=Pr&utm_medium=Net&utm_content=Fight-the-bite&utm_campaign=PRNWEB
http://www.helpgrowyoursoup.com/Default.aspx?skipIntro=true
http://www.fritolay.com/lays/chip-tracker.html
http://www.eatrealeatlocal.ca/#/take_action
http://www2.kelloggs.com/General.aspx?ID=1978
http://www.facebook.com/snickers?v=info&viewas=0#/snickers?v=app_2318966938&viewas=0
http://www.v8juice.com/MakeEveryServingCount.aspx

At Motts.com, consumers can send a cheery wake-up call from actress
Marcia Cross to themselves or a friend for free. For every call, Mott’s will
donate $1 to Feeding America with a goal of providing 1 million meals
this year.

Brands are putting consumers in the driver’s seat by letting

\ them choose the causes or organizations the company will

r r support from a list of options. This trend began with the

' l ‘ " American Express Members’ Project and has been
accelerating as more companies have jumped on board.

by voting for one of four organizations focused on domestic violence o
issues. The leading group will receive a $100,000 grant.

end n
Allstate Foundation,

fe Hor ily Justice Center
anization with the most votes by the
ceive a 5100,000 grant awarded by The

O Charity Cars  tsam mors
O Family Justice Centers Leam mo
© Safe Horizon  Leam mo

Choose to make a difference Reta” Chain Target gives > ALY
Vote how Target will donate $3 million. percent of its income to
charity — about $3 million every week. For a short
time, the company let Facebook users decide how to
allocate this money to a list of 10 charities.

BULLSEYE

OPPORTUNITY ENVIRONMENT MENTORSHIP EDUCATION HEALTH

GQ established "The Gentlemen’s Fund” in =m0 N o E
2007 to celebrate its 50" anniversary. This Bty \Medime  EJEER Lo
year, GQ has partnered with five charities, NauTIChe ace He alLLETTE

each with its own celebrity ambassador and
corporate partner, to support five essential men’s issues - opportunity, health, education,
environment and mentorship.

The New England company is extending its reach to communities across
the U.S. Consumers can nominate and/or vote for their favorite local
nonprofits to receive one of five $20,000 funding awards.

another footwear company is leading the charge.

BOGO companies think the cause value equation is simple = you buy
one + we give one. Not to be confused with another popular shoe D) y
chain’s marketing promotion, this one’s all about the cause, and D \ ‘

NONMSEONRENGIRONES
As much a business model as a cause program, TOMS “One for One”

TOMS program is not new, but it seems to be gaining traction recently after it
appeared in an AT&T commercial. TOMS Shoes was founded on a simple
Ona tor Ohe premise: for every pair purchased, TOMS will give a pair of new shoes to a

child in need. TOMS has donated more than 140,000 pairs to-date.


http://www.motts.com/wakeup/
http://www.clicktoempower.org/
http://pressroom.target.com/pr/news/community/other-community/online-bullseye-launch.aspx
http://thegentlemensfund.com/
http://www.tomsofmaine.com/community-involvement/fifty-states.aspx
http://www.tomsshoes.com/content.asp?tid=227
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DISHEYABUYAaR N CHELAPI AN REEE

To promote the first full-length film launched under its
Disneynature documentary label, the Walt Disney company offered nature
to plant a tree for every U.S. ticket sold during the opening week.

PampPESEsRPAGCHE=RI A CCIINER

For each pack of specially marked

Pampers diapers and wipes purchased
during the promotion period, Pampers donates the cost of one tetanus vaccine (7¢) to UNICEF for
a preghant woman in a developing country. Thanks to parents in Western Europe and the United
States, the program has helped provide more than 100 million vaccines that protect moms and
babies from maternal and neonatal tetanus.

For these companies, consumer engagement
doesn’t stop in the store. They implore consumers
to not simply buy, but to take a moment to
engage on a deeper level, primarily online.

Siziulas “Senool Suvouly Drlya?

Staples is again partnering with DoSomething.org to provide
school supplies to children in need. Consumers can get involved
by giving at the register, buying extra supplies to donate or

running their own school supply drives in schools and m

communities.

PO, SEssetiis
- SCHOQ GET INVOLVED
SUPPLY. DRIV P ““

Meziuilez Y ridas of Shzinga?

Nautica is bringing individuals together to form “waves” of personal
commitments to help save our oceans, like abiding by fishing laws and
preventing storm drain runoff. Consumers can make their own commitments
or join another, and they are entered in a sweepstakes for their efforts.

PuUran S Chzingas Livas?

To support the launch of its new 3-in-1 laundry
product, Purex has joined with Kiva.org and actress Angie Harmon to

help female entrepreneurs around the world. After buying the new =
product, consumers are encouraged to go online, enter the barcode and S @ -
choose a specific entrepreneur to receive the brand’s $1 donation. 1 *

See Entrepreneurs | Vig IL

Changing Laundry, Changing Lives

How It Works

A~

Baiiy Crocliar “Irirring Up Wisnas”

“12 Wishes in 12 Weeks,” a special Betty Crocker spring cupcake
X promotion, marked the launch of Stirring Up Wishes, Betty Crocker’s

new multi-year cause marketing program to support Make-A-Wish.

Consumers had the opportunity to help grant the 12 wishes by
(U(Az\.ﬂﬁ’ v  Vvoting online for their favorite Make-A-Wish chapters.

Betty Crocker

Companies promote volunteerism by tying it to a
few of America’s favorite indulgences. Do good,
feel good is the motto here as companies
encourage and reward service.



http://promomagazine.com/entertainmentmarketing/news/disney-plants-tree-0326/
http://www.pampers.com/en_US/unicef/
http://www.dosomething.org/dosomething101/staples#ds101container
http://www.tides-of-change.com/
http://www.purex.com/change/#/welcome
http://www.bettycrocker.com/StirringUpWishes/Default.aspx

In return for completing eight hours of volunteer service for
a registered 501(c)3, consumers receive 50% off the room
rate from this hotel group or even a complimentary night.

)f? ';; Give A Day, Get A N]ght

Sage Supports Voluntee

Give 8 hours of community service and Get a complimentary night stay or 50%
discount on hotel rooms at all 53 Sage hotels across the country.

The Uituiae

To celebrate its 40th anniversary, Gap Inc. is hosting a global volunteer ﬁgﬁg

video contest called “The Ultimate Happy Hour.” Employees create and
upload videos of their work with nonprofits and are eligible to receive
grant prizes to their organizations.

In the "I Serve, You Serve" campaign, teens and young adults who sign
Im up to volunteer through DoSomething.org will receive a sweet treat - a

B Rakin. ml free vanilla soft-serve cone.

BR

What's old is hew again as companies infuse fresh life
into existing causes. They merchandise ongoing
social commitments to consumers in innovative ways,
including new products, promotions and packaging.

Wildlife organizations have used Dawn dishwashing liquid
for three decades to help save wildlife affected by oil spills.
Today, Dawn is extending the commitment to consumers
who can take part by purchasing a specially marked bottle.
For each, Dawn will donate $1 to the cause.

1DOttiE€E Can=5>1
TO SAVE WILDLIFE

To celebrate its 20" anniversary of supporting Susan G. Komen For the Cure,
New Balance released 20 pairs of limited edition, personalized shoes a day
for 20 days. The company explains, “The Fight Has Always Been Personal,
Now It's Personalized.”

AMERICAN EXPRESS

Partners in Preservation
Greater Boston Initiative

American Express coined the term
cause-related marketing through its restoration program paRTNERS
with the Statue of Liberty more than 25 years ago. More
recently, the company launched “Partners in Preservation” with the National Trust for Historic
Preservation, to preserve historic sites in cities across the U.S., including Boston this summer.

e For the last few years, Tide has provided a small, but key service for families
affected by natural disasters. By way of a mobile Laundromat, Tide launders
their clothes for free. Now, the brand has introduced a special yellow cap on
its iconic bottle, the first time Tide has drastically redesigned its packaging in
its 60-year history. Ten cents goes to support the program for each bottle
purchased.



http://ow.ly/hcxK
http://www.volunteeringmakesyouhappy.com/happyhour/
http://www.dosomething.org/serve/home
http://www.dawn-dish.com/en_CA/savingwildlife/home.do
http://www.newbalance.com/personalizethefight/
http://www.partnersinpreservation.com/boston/index.php
http://www.tide.com/en-US/loads-of-hope/index.jspx

The messages may be temporary, but the impressions are
lasting. Whether written in chalk, on potholes or a piece of
virtual toast, these companies are certainly not choosing
typical cause-related communications channels, which, of
course, is precisely why they are so memorable.

{
Via the creative “Chalkbot,” individuals could text personal
messages to be printed, in chalk of course, along the Tour de
France route. The Chalkbot printed thousands of inspirational

messages along French roads for Lance Armstrong and the
world to see.

In collaboration with the Go with the Grain Foundation, Kroger is donating $1
to Feeding America for every slice of virtual bread that consumers design,
“toast” and upload.

Kentucky Fried Chicken announced its own urban
renewal program when it sought to fill potholes in
five major U.S. cities to promote its “fresh” brand positioning and
make a little feel-good mark on local communities.

For more trends, news and insights:

e Subscribe to the What Do You Stand For? newsletter (www.coneinc.com/newsletter).
e Read the What Do You Stand For? blog (www.coneinc.com/whatdoyoustandfor).
e Follow the Knowledge Leadership team on Twitter:

@CONSLLG Eifdal @ahcdEalist Q@CasSEYlo

About Cone

Cone (www.coneinc.com) is a strategy and communications agency engaged in building brand
trust. Cone creates stakeholder loyalty and long-term relationships through the development and
execution of Cause Branding®", Brand Marketing, Corporate Responsibility and Crisis Prevention
and Management initiatives. Cone is a part of the Omnicom Group (NYSE: OMC)
(www.omnicomgroup.com).

BUILDING BRAND TRUST ™ phone: 617.227.2111 fax: 617.523.3955

855 Boylston Street | Boston MA 02116 | www.coneinc.com


http://www.nike.com/nikeos/p/livestrong/en_US/chalk_messages
http://www.mediapost.com/publications/?fa=Articles.showArticle&art_aid=103700
http://www.chicagotribune.com/news/local/chi-090317pothole-kfc-story,0,406116.story

