










SSaaggee  ““GGiivvee  aa  DDaayy,,  GGeett  aa  NNiigghhtt””  
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. 
 
 

 
GGaapp  ““TThhee  UUllttiimmaattee  HHaappppyy  HHoouurr””  
To celebrate its 40th anniversary, Gap Inc. is hosting a global volunteer 
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. 
 

 
BBaasskkiinn  RRoobbbbiinnss  ““II  SSeerrvvee  YYoouu  SSeerrvvee””  
In the "I Serve, You Serve" campaign, teens and young adults who sign 
up to volunteer through DoSomething.org will receive a sweet treat – a 
free vanilla soft-serve cone. 
 
 

 
 
  

WWhhaatt’’ss  oolldd  iiss  nneeww  aaggaaiinn  aass  ccoommppaanniieess  iinnffuussee  ffrreesshh  lliiffee  
iinnttoo  eexxiissttiinngg  ccaauusseess..    TThheeyy  mmeerrcchhaannddiissee  oonnggooiinngg  
ssoocciiaall  ccoommmmiittmmeennttss  ttoo  ccoonnssuummeerrss  iinn  iinnnnoovvaattiivvee  wwaayyss,,  
iinncclluuddiinngg  nneeww  pprroodduuccttss,,  pprroommoottiioonnss  aanndd  ppaacckkaaggiinngg..          
 

““DDaawwnn  SSaavveess  WWiillddlliiffee””  
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.   
 

NNeeww  BBaallaannccee  ““LLaaccee  UUpp  FFoorr  TThhee  CCuurree””  
To celebrate its 20th 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.” 
 
AAmmEExx  ““PPaarrttnneerrss  iinn  PPrreesseerrvvaattiioonn””  
American Express coined the term 

cause-related marketing through its restoration program 
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.   

 
TTiiddee  ““LLooaaddss  ooff  HHooppee””  
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.   



 
  
TThhee  mmeessssaaggeess  mmaayy  bbee  tteemmppoorraarryy,,  bbuutt  tthhee  iimmpprreessssiioonnss  aarree  
llaassttiinngg..    WWhheetthheerr  wwrriitttteenn  iinn  cchhaallkk,,  oonn  ppootthhoolleess  oorr  aa  ppiieeccee  ooff  
vviirrttuuaall  ttooaasstt,,  tthheessee  ccoommppaanniieess  aarree  cceerrttaaiinnllyy  nnoott  cchhoooossiinngg  
ttyyppiiccaall  ccaauussee--rreellaatteedd  ccoommmmuunniiccaattiioonnss  cchhaannnneellss,,  wwhhiicchh,,  ooff  
ccoouurrssee,,  iiss  pprreecciisseellyy  wwhhyy  tthheeyy  aarree  ssoo  mmeemmoorraabbllee..  

 
NNiikkee//LLIIVVEESSTTRROONNGG  ““IItt’’ss  AAllll  AAbboouutt  YYoouu””  
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. 
 
KKrrooggeerr  ““BBrreeaadd  AArrtt  PPrroojjeecctt””  

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.    

 
““RReeffrreesshheedd  BByy  KKFFCC””  
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: 
 

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

 

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 BrandingSM, Brand Marketing, Corporate Responsibility and Crisis Prevention 
and Management initiatives. Cone is a part of the Omnicom Group (NYSE: OMC) 
(www.omnicomgroup.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

