


IInn  ddiiffffiiccuulltt  ttiimmeess,,  uurrggeenntt  mmeessssaaggeess  aabboouutt  ccrriittiiccaall  ssoocciiaall  nneeeeddss  
mmaayy  aalliieennaattee  ssttrreesssseedd  oouutt  ccoonnssuummeerrss..    IInnsstteeaadd,,  tthheessee  
oorrggaanniizzaattiioonnss  aarree  ttaakkiinngg  aa  lliigghhtt--hheeaarrtteedd  aapppprrooaacchh  ttoo  ttaallkk  
aabboouutt  tthheeiirr  ccaauusseess,,  hhooppiinngg  aa  lliittttllee  bbiitt  ooff  hhuummoorr  wwiillll  ggoo  aa  lloonngg  
wwaayy  ttoo  hheellpp  aaddddrreessss  sseerriioouuss  iissssuueess..  

 
BBlloooodd  CCeenntteerr  ooff  CCeennttrraall  TTeexxaass  ““RReeddeeeemm  YYoouurrsseellff””  
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.  
 
WWiillll  FFeerrrreellll  aanndd  ““CCaanncceerr  FFoorr  CCoolllleeggee””  
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.  

 
 ““TTwwiitttteerr  ffoorr  SShh--tttteerrss””  
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.  
 
 
WWhheenn  lliiffee  ggiivveess  tthheemm  lleemmoonnss,,  ccoommppaanniieess  mmaakkee  lleemmoonnaaddee  
ccaammppaaiiggnnss..    TThhiiss  ssuummmmeerr,,  ssoommee  ccoommppaanniieess  aarree  ttaakkiinngg  aa  ccuuee  
ffrroomm  tthhee  kkiiddddiieess  aanndd  hhooppiinngg  tthheeyy  ttoooo  ccaann  rraaiissee  lloottss  ooff  mmoonneeyy  
ffrroomm  aa  ssuummmmeerr  lleemmoonnaaddee  ssttaanndd  ttoo  ssuuppppoorrtt  tthheeiirr  ccaauusseess..  
 

SSuunnkkiisstt  ““TTaakkee  AA  SSttaanndd””  
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. 
 
MMiikkee  aanndd  IIkkee  LLeemmoonnaaddee  BBlleennddss  
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. 
 

EElleeccttrroolluuxx  ““VViirrttuuaall  LLeemmoonnaaddee  SSttaanndd””  
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).  
 
SSoonniicc  ““LLiimmeeaaddeess  ffoorr  LLeeaarrnniinngg””  

Not to be outdone, and just in time for back-to-school, Sonic announced a new 
cause promotion with DonorsChoose.org to support teachers and students in 
classroom projects in public schools.    



 
OOrrkkiinn  ““FFiigghhtt  tthhee  BBiittee””  
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.  
 
 

IItt  sseeeemmss  DDoorrootthhyy  wwaass  rriigghhtt  wwhheenn  sshhee  eexxppllaaiinneedd  tthheerree’’ss  nnoo  
ppllaaccee  lliikkee  hhoommee……eessppeecciiaallllyy  wwhheenn  iitt  ccoommeess  ttoo  ffooccuussiinngg  aa  
ccaauussee  ccaammppaaiiggnn..    AAss  tthhee  llooccaall  ffoooodd  mmoovveemmeenntt  iiss  ggaaiinniinngg  
ttrraaccttiioonn,,  ccoommppaanniieess  aarree  ttaaggggiinngg  aalloonngg  ffoorr  tthhee  rriiddee..    
AAppppaarreennttllyy,,  aann  iinntteerraaccttiivvee  mmaapp  ddooeessnn’’tt  hhuurrtt  eeiitthheerr..      

 
CCaammppbbeellll’’ss  ““HHeellpp  GGrrooww  YYoouurr  SSoouupp””  
Through this promotion, Campbell gave away packets of its tomato 
seeds both to consumers and to school and community gardens 
supported by the Future Farmers of America (FFA).  In total, Campbell 
gave 22.5 million seeds to FFA chapters nationwide.   

 
LLaayy’’ss  ““CChhiipp  TTrraacckkeerr””  
By entering their zip code and product code, consumers can identify, 
down to the farmer, where the potatoes that made their chips were 
grown. 
 
HHeellllmmaann’’ss  ““RReeaall  FFoooodd  MMoovveemmeenntt””  
This Canadian-based program is part of 

Hellman’s 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 
cause and share it with friends all via this interactive site. 
 
 
 
BByy  ppaarrttnneerriinngg  wwiitthh  tthhiiss  eeppoonnyymmoouuss  oorrggaanniizzaattiioonn,,  tthhee  nnaattiioonn’’ss  
llaarrggeesstt  hhuunnggeerr  rreelliieeff  cchhaarriittyy,,  ccoommppaanniieess  aarree  hheellppiinngg  ttoo  
aaddddrreessss  aa  bbaassiicc  hhuummaann  nneeeedd  eexxaacceerrbbaatteedd  bbyy  tthhee  rreecceessssiioonn..  

 
KKeelllloogggg  
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.  
 

SSnniicckkeerrss  ““BBaarr  HHuunnggeerr””  
Snickers has a goal to provide more than 3 million meals to hungry families in 
need through Feeding America and is matching consumer donations up to 
$25,000. 
 

VV88  ““MMaakkee  EEvveerryy  SSeerrvviinngg  CCoouunntt””  
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


MMootttt’’ss  ““WWaakkee--UUpp  CCaallll””  
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.   
 
 
  

BBrraannddss  aarree  ppuuttttiinngg  ccoonnssuummeerrss  iinn  tthhee  ddrriivveerr’’ss  sseeaatt  bbyy  lleettttiinngg  
tthheemm  cchhoooossee  tthhee  ccaauusseess  oorr  oorrggaanniizzaattiioonnss  tthhee  ccoommppaannyy  wwiillll  
ssuuppppoorrtt  ffrroomm  aa  lliisstt  ooff  ooppttiioonnss..    TThhiiss  ttrreenndd  bbeeggaann  wwiitthh  tthhee  
AAmmeerriiccaann  EExxpprreessss  MMeemmbbeerrss’’  PPrroojjeecctt  aanndd  hhaass  bbeeeenn  
aacccceelleerraattiinngg  aass  mmoorree  ccoommppaanniieess  hhaavvee  jjuummppeedd  oonn  bbooaarrdd..      

 
AAllllssttaattee  ““CClliicckk  ttoo  EEmmppoowweerr””  
This campaign encourages consumers to support their favorite charity 
by voting for one of four organizations focused on domestic violence 
issues. The leading group will receive a $100,000 grant. 

 
TTaarrggeett  ““BBuullllsseeyyee  GGiivveess””  
Retail chain Target gives 5 
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.  
 
GGQQ  ““TThhee  GGeennttlleemmaann’’ss  FFuunndd””  
GQ established “The Gentlemen’s Fund” in 
2007 to celebrate its 50th anniversary. This 
year, GQ has partnered with five charities, 
each with its own celebrity ambassador and 
corporate partner, to support five essential men’s issues – opportunity, health, education, 
environment and mentorship.  
 

TToomm’’ss  ooff  MMaaiinnee  ““5500  SSttaatteess  ffoorr  GGoooodd””  
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.  
 
 
 

 
 
BBOOGGOO  ccoommppaanniieess  tthhiinnkk  tthhee  ccaauussee  vvaalluuee  eeqquuaattiioonn  iiss  ssiimmppllee  ==  yyoouu  bbuuyy  
oonnee  ++  wwee  ggiivvee  oonnee..    NNoott  ttoo  bbee  ccoonnffuusseedd  wwiitthh  aannootthheerr  ppooppuullaarr  sshhooee  
cchhaaiinn’’ss  mmaarrkkeettiinngg  pprroommoottiioonn,,  tthhiiss  oonnee’’ss  aallll  aabboouutt  tthhee  ccaauussee,,  aanndd  
aannootthheerr  ffoooottwweeaarr  ccoommppaannyy  iiss  lleeaaddiinngg  tthhee  cchhaarrggee..  
 

TTOOMMSS  ““OOnnee  ffoorr  OOnnee””  
As much a business model as a cause program, TOMS “One for One” 
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 
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


DDiissnneeyy  ““BBuuyy  aa  TTiicckkeett,,  PPllaanntt  aa  TTrreeee””  
To promote the first full-length film launched under its 
Disneynature documentary label, the Walt Disney company offered 
to plant a tree for every U.S. ticket sold during the opening week. 
 

PPaammppeerrss  ““11  PPaacckk  ==  11  VVaacccciinnee””  
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 pregnant 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. 
 

  
FFoorr  tthheessee  ccoommppaanniieess,,  ccoonnssuummeerr  eennggaaggeemmeenntt  
ddooeessnn’’tt  ssttoopp  iinn  tthhee  ssttoorree..  TThheeyy  iimmpplloorree  ccoonnssuummeerrss  
ttoo  nnoott  ssiimmppllyy  bbuuyy,,  bbuutt  ttoo  ttaakkee  aa  mmoommeenntt  ttoo  
eennggaaggee  oonn  aa  ddeeeeppeerr  lleevveell,,  pprriimmaarriillyy  oonnlliinnee..  
 

SSttaapplleess  ““SScchhooooll  SSuuppppllyy  DDrriivvee””  
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 
communities. 
 

NNaauuttiiccaa  ““TTiiddeess  ooff  CChhaannggee””  
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. 
 
PPuurreexx  ““CChhaannggeess  LLiivveess””  
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 
choose a specific entrepreneur to receive the brand’s $1 donation. 

 
BBeettttyy  CCrroocckkeerr  ““SSttiirrrriinngg  UUpp  WWiisshheess””  
“12 Wishes in 12 Weeks,” a special Betty Crocker spring cupcake 
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 
voting online for their favorite Make-A-Wish chapters. 
 
 

 
 
CCoommppaanniieess  pprroommoottee  vvoolluunntteeeerriissmm  bbyy  ttyyiinngg  iitt  ttoo  aa  
ffeeww  ooff  AAmmeerriiccaa’’ss  ffaavvoorriittee  iinndduullggeenncceess..    DDoo  ggoooodd,,  
ffeeeell  ggoooodd  iiss  tthhee  mmoottttoo  hheerree  aass  ccoommppaanniieess  
eennccoouurraaggee  aanndd  rreewwaarrdd  sseerrvviiccee..  
 
 

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


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.   

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


 
  
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

