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1 Introduction

Corporate Social
Responsibility (CSR):

Corporate
Social

Responsibility

A company’s commitment
to minimizing or eliminating
any harmful effects on
society and maximizing its
long term beneficial impact.

— Mohr, Webb, and Harris
2001

Corporate
Donations
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1 Introduction

Types of Donations

Unconditional

e Donation not linked to revenue-producing transaction with the
firm

Company Charity/Cause

Y

C
C
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1 Introduction

Canon (China) unconditional donation

= —

RH7R 603 B RREHM]

. AVRLRaaesss SR

Canon (China) gave 300000 yuan for the victims of the Magnitude 6.4
earthquakethat hit Pu’er City, Yunnan Province, in southwestern
China, on June 3, 2007.
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1 Introduction

Types of Donations

Conditional / Cause-related marketing (CRM)

e A marketing program that strivesto (1) improve corporate
performance and (2) help worthy causes

e Dby linking fund raising for the benefit of a cause to the
purchase of the firm’s products and/or services

E fit Non profit
ooo ‘5:5 or profi 7{%\?\}/@) (?/,, _ ‘
S

I~ unicef



1

I ntroduction

Ito-en White Ribbon Alliance Donation Campaign
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1 Introduction

White Ribbon Alliance

CONTACT US = SEARCH = SITE MAP

he White n _— N
. women become
Rij n very minute, 380
_be around the world pregnans
Alliance
1 90 women face unplanned
or unwanted pregnancies

For Safe Motherhood
WOImen experience

1 1 0 pregnancy-related

complications

40 women have
unsafe abortions

Linited to Make Pregnancy and
Childbirth Safe for AN

What's New
» 2006 Safe Motherhood Champion
Feevards Presentation May 13,

2008
1 woman dies
» Arts and Advocacy Exhibition:
Wiormen and Infants Post-Katrine
iz 19, 2005
We're workmg to change )
these numbers Please join us.

Global Sec r-—-t::rl =|t O Iru- Th AS Circle MW, Suite 200 = Washington, D.C

tel: 202 ;202 775 96594 v wradiTwhiteribbonalliznce or:
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1 Introduction
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| ntroduction

McGill University Women Health Center Campaign

Francais

GIVE i

FWOMENS HEALTH
MAKE A
DONATION L STEMBER 9-3 )

Contact Us Weekend Fundraiser  News  Retailers  Partners  Women's Health
= - & S h L - tt I Genevigwe Borne P
D)
U ) L 0 p a I e Quebes TV and radio personality

ROM R ; lee a Lot Spokesperson, Shop a Little, Give a Lot

A weeiehd shopgping funcraiser in
supwmort of the Women's Mission of
the MUHT

GARAGE On Saturday September 29 and ———Hnow—
Sunday Septermber 30, 2007, many
ofyour favaurite stores across
Greater Montreal will be donating

e Hene 5% of their sales to the Women's
Health Miz=ion ofthe MoGill
University Health Centre. Join us for
the first annual Shop a Lithe, Give a8
4a) JEAN COUTU Lotweekend shopping fundraiser
and show your suppart for the future
ofWomen's Health.

Chtd Bnz) Come out on Sept 29-30 and B
A

shop for a great causa!
NEWS
ELLE QUEBEC in Qctober

issue, see page 224 N/EUHC?

WeGR L URIERETY HEALTH CRNTRE

Genevidve Bome has been FOUNDATIORN

interviewed on TWA. ..

Llick here to see the participating
Shopping Certers

© Prof. Chéra

design by Clean Graphi
http ey shopalitlegivealot . comfendhome . php eI By LlesnEphics

On Sep 29 and 30,
many of your favou
Stores across Great
Montreal will be
giving 5% of their
weekend salesto
the Women’s Healt
Mission of MHUC
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I ntroduction

McGill University Women Health Center Campaign
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| ntroduction

Consumer Charity Choice

AEON Happy Yedlow Receipt Campaign
E-‘-t-—-'.s.'_"- '

Once a month, A£0ON donates a portion of the day’sreceiptsto shopper-designated
Japanese NGO and non-profit organizations.

© Prof. Chéron (2008) 12



1  Research Question

How does allowing the consumer to play apart in
choosing the cause in a CRM program compares to
either a conditional and or an unconditional
corporate donation for which the cause has been
decided only by the firm?

© Prof. Chéron (2008) 13



1 Research Question

More specifically

How does the type of charity donation system
Influence how consumers regard the company, to
what extent they consider the donation as motivated
by the company’ s self-interest and their perception
of the company’ s quality of management?

© Prof. Chéron (2008) 14



2 Research Method

e Pretest with Sophia students
e Combini scenarios
e Online survey with Singapore respondents
e Supermarket scenarios
e Each respondent was exposed to only one scenario
e Follow-up online survey questionnaire
e Convenience sampling and snowballing

© Prof. Chéron (2008) 15



2 Research Method

One Time Donation Scenario (Sophia students)

e |magine that when shopping in your local comhini
for a bento and a soft drink, you see an
advertising banner saying that this chain of
convenience stores will make a one-time 100
million yen funding donation over one year to
UNICEF, an international children’s charity.

-F%@ﬂ/ﬁ B YRR 2 E DT
HEEAZBLTTIN, FOJEEHTIX V;
[f] XE %ﬁl{ﬁ % UNICEF ([E 1E~Lu3%/5§/\)
%H#?kaﬁﬁﬁﬁﬁmﬁi@%rém
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2 Research Method

OneYen per Item Scenario (Sophia students)

e |magine that when shopping in your local combini
for a bento and a soft drink, you see an
advertising banner saying that this chain of
convenience stores will donate 1 yen for each
Item sold over one year to UNICEF an
International children’s charity. The total amount
donated varies according to the number of items
sold; the more sold, the more the charity will
receive.

© Prof. Chéron (2008) 17



2 Research Method

Percent of Ballot Scenario (Sophia students)

ni

e |magine that when shopping in your local comb
for a bento and a soft drink, you see an
advertising banner saying that this chain of
convenience stores Is asking customers to vote
during one year for a charitable donation of their
choice by depositing their cash receipt in one of
three boxes (UNICEF, an international children’s
charity, the RED CROSS or help for
EARTHQUAKE victims). The donation given to
the selected charity is 1% of the amount of the
recei pts put in the box.

© Prof. Chéron (2008) 18



2 Research Method

Survey Questionnaire (Sophia students)

e Random distribution of scenarios to students
e Questionnaire in English to FLA students and Japanese to others

e One page questionnaire:
e Introduction
e Scenario
e Main guestions:
1. Because of this donation you have a high regard for this company.

Strongly agree 5 4 3 2 1 Strongly disagree 9 Don’'t knc
2. This company is making this donation to increase sales.

Strongly agree 5 4 3 2 1 Strongly disagree 9 Don’'t knc
3. This donation is a good management decision.

Strongly agree 5 4 3 2 1 Strongly disagree 9 Don’'t knc

e Last week visits to combini and spending, gender, faculty of study, field, year

© Prof. Chéron (2008) 19



2 Research Method

Profile of Sophiarespondents

L anguage &

Gender

English
Males
English
Females

Japanese
Males

Japanese
Females

Total

© Prof. Chéron (2008)

Onetime
donation

15

52

22

54

143

Oneyen
per item

23
40
26

45

134

Per cent
of ballot

16

52

26

46

140

Total
54

144

74

145

417
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2 Research Method

Profile of Sophiarespondents

© Prof. Chéron (2008)

Combini Onetime |One Percent |F & p
frequency donation |yen per |of values
& spending item ballot
How many |4.07 4.49 3.99 .98;
times last p=.38
week ?
How much |467.28 404.19 (472.25 |1.09;
on average p=.34
last week?
(yen)

Gender Males | Females

difference

Number 127 | 281

How much on T=.05

averagelas | 452.52|454.95 |p=96

week? (yen)
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2 Research Method

Sophiaresults

Correspondence Analysis with Supplementary Points

0.05 4
0.04 - Sdesgotlve
Prepared to pay more
~ 0.037 0
X Socidly conscious
& 0.02- . Men One Yen per item
~ o e
= 0.01-Onetimedonation En%')'Sh
v Good Management
% 0.00 ® n -genewed in future
g- ' Improves trust vvomer|
8 -0.01 Japanese O High Regard M Share donation objectives
| Stakgolders interests Products will o
-0.02 ° w
Percent of ballot
-0.03
-0.04

St more

I
-0.04 -0.03 -0.02 -0.01 0.00 0.01 0.02 0.03 0.04 0.05

Component 1 (71%)
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2 Research Method

One Time Donation Scenario
(Singapor e respondents)

e |magine that when shopping in your usual
supermarket for groceries, you see an advertising
banner saying that this chain of supermarkets will
make ayearly one-time S$1 million donation to
UNICEF, an international children's charity.

© Prof. Chéron (2008) 23



2 Research Method

One Per cent of Sales Donation Scenario
(Singapor e respondents)

e |magine that when shopping in your usual
supermarket for groceries, you see an advertising
banner saying that this chain of supermarkets will
donate 1 cent for each dollar of sales revenue over
one year to UNICEF, an international children’s
charity. The amount varies according to the
amount of sales — the more sales, the more the
charity will receive.

© Prof. Chéron (2008) 24



2 Research Method
One Percent of Ballot Donation Scenario

(Singapor e respondents)

e |magine that when shopping in your usual
supermarket for groceries, you see an advertising
banner saying that this chain of supermarketsis
asking customers to vote during one year for a
charitable donation of their choice by depositing
their cash receipt in one of three boxes (UNICEF,
an international children’s charity, the RED
CROSS or help for EARTHQUAKE victims).
The donation given to the selected charity i1s 1%
of the amount of the receipts put in the box.

© Prof. Chéron (2008) 25




2 Research Method

Singapore Online Survey

Corporate Donations

In this survey, which will take less than 10 minutes to complete, we are interested in your opinion about
social respansibility of companies. After carefully reading the scenario below, please choose yaour
answers, There is no right orwrang answer, we are anly interested in your apinion. All answers will be
kept strictly confidential aggregate results anly will be analyzed.

All respondents of this survey are invited to participate in a lucky draw. Three winners will be picked at
randam. Please leave your email address and let us know your prefarred prize at the end of the survey!

Thank you for your participation!

" START SURVEY!

FOWERED HF

&’ zoomerang

Copyright @1999-2006 MatketTools, Inc. All Rights Resanved.
Mo porion of thissite may be copied without the expresswritten consent of MatketTools, Inc.

© Prof. Chéron (2008) 26



2 Research Method

Corporate Donations

Cluestions marked with an asterisk (™) are mandatory.

Irmagine that when shopping in your usual supermarket for groceries, you see an
advertising banner saying that this chain of supermarkets will make a yearly ane-
time =1 million donation to UNICEF, an international children's charity.

Would you say that:

*Please choose 5 if you strongly agree, 4 if you agree slightly, 3 if you
disagree. Choose "Daon't Know" anly if you cannot understand the
guestion.

1 2 3 4 ]
Strongly Disagree Disagree MNeutral Agres Strongly Agres

1. Because of this donation, | would regard this company highly.

b 75 —2J 3J 4J 2J )
2. This company is making this donation to increase sales.
J -2J =) <43 =) =

3. This donation decision is a good management decision for the long-
term profitability of the company.

1J & @ & 9 J-

4. This company is involving consumers in deciding which charity will
receive the donation.

<2 e O @& @ =

dd 2J ) 8= 3 2 o
B. | consider myself to be a socially conscious person.

1J “ar & @@ @ ==

Fictional instance of

corporate donation

agreement level is average, 2 if you disagree slightly and 1 if you strangly

Cran't Know

5-point Likert scaleto

measure COI’]StI’UCES/

6. | feel that | share the donation objectives of this chain of supermarkets.

Manipulation check\
(level of involvement)/
27




3 DataAnalysesand Findings

Process

reliminary Univariate Simple Open-0Qn
Analyses Analyses Effects Analyses

© Prof. Chéron (2008) 28



3 DataAnalysesand Findings
Preliminary Univariate Simple Open-Qn
Analyses Analyses Effects Analyses

e Data preparation

312 responsesin total (100, 108, 104)
Coding

Compute indices

Lucky draw preferences (232 out of 312)

Men Women

S$50 Borders Voucher: 33.8% 38.8%
S$50 HMV Voucher: 8.8% 15.8%
S$50 Donation to UNICEF:; 57.5% 45.4%

100.0% 100.0%
Chi-Square: 3.86, df =2, p=.15NS

© Prof. Chéron (2008) 29



3 DataAnalysesand Findings

(X X
0000
0000
o060
Preliminary \ \ Univariate Simple Open-Qn : ®
Analyses Analyses Effects Analyses

e Testinginternal validity

e QG6: “Do you know the purpose of the survey?’
e Profile of respondents across treatments

e Control variables

e Factor analysis

e Reliahility tests of constructs

© Prof. Chéron (2008) 30



3 DataAnalysesand Findings

Preliminary
Analyses

Univariate
Analyses

Simple
Effects

)

)

Open-Qn
Analyses

e One-way Analyses

Profiles of means for the three constructs of interest, the manipulated
construct of involvement of consumers and control variables

Regard for the company = }—.—{\
Commercial intention = }_.\_{
o N\
g Good business management = }t\.—{
........ N S o RO S
L] 1 P — /, g
c s
QI- - P
o Involvement of consumers = < \—H
.:n |||||||||||||||||||||||||||||||||||||||||||||||||||||||||||||| Ry ll‘ll CLLLLEL L LI TE LI LEL ELLLL LD
Social consciousness = ' 1—H
Importance for respondent = F.—(
| | |
3.00 4.00 5.00

Treatment
One time donation

Bl 1% of sales
] 1% of ballot

Dot/Lines show Means

Error Bars show 95.0% Cl of Meani

© Prof. Chéron (2008)

Degree of Agreement

------------------------------------- J.
Manipulation check
..................................... .,
Control variables

31



Estimated Marginal Means

3 DataAnalysesand Findings

Prelimi Univariat Simpl Open-Q
priay | Y Y
e Two-way Analysisof Variance

e Significant interaction between type of donation program and
gender type on consumer attributions

I nteraction Graphs
(Fixed Factors. Scenario, Gender)

Estimated Marginal Means of Regard for the company  Estimated Marginal Means of Good business management Estimated Marginal Means of Commercial intent

4.00 - 4.00 = 3.50
_
3 804 340
3.304
3.60 - - —
3.80 3,90
3.40
3,10+
3.20 o
3.004
3.60— )
3.00 290 - Question 7: Your ger
— Male
2.80 2.80 Female
T T T T T T T T T
One time donation 1% of sales 1% of ballot One time donation 1% of sales 1% of ballot One time donation 1% of sales 1% of ballot
Treatment Treatment Treatment

© Prof. Chéron (2008) 32



3 DataAnalysesand Findings

Preliminary Univariate Simple Open-Qn
Analyses Analyses Effects Analyses

e Two-way Analysisof Variance

Profiles of meansfor the various constructs

Regard for the company = }—.\—( Regard for the company =
P
,""" \\ . . .
Commercial intention = < }—I—{ Commercial intention =
IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII \-“IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII
(@) 1 o
g Good business management = }j'—{ > g Good business management =
@ A e 2
=3 / c
& s &
»n Involvement of consumers = }—ILI » Involvement of consumers =
Social consciousness = Social consciousness = - H—{
Importance for respondent = Importance for respondent = I—.—l
. —
| 1 | 1 1 1 1
2.00 3.00 4.00 5.00 3.00 4.00 5.00
Degree of Agreement Treatment Degree of Agreement

[l One time donation
B 1% of sales

[ 1% of ballot 33

Dot/Lines show Means
Error Bars show 95.0% Cl of Mean

© Prof. Chéron (2008)




3 DataAnalysesand Findings

Preliminary Univariate Simple Open-Qn
Analyses Analyses Effects Analyses

Only male respondents perceived a differ ence between an
unconditional system compared to a conditional system.

For malesonly, an unconditional system leadsto a higher
percelved degree of regard toward the firm and a lower
percelved self-interest of the firm.

With respect to percelved management skills, further research
ISneeded.

© Prof. Chéron (2008) 34



3 DataAnalysesand Findings

Preliminary Univariate Simple Open-Qn
Analyses Analyses Effects Analyses

e “... why do you think companies organise
charity donation campaigns?”

e Rewards sought for the firm itself (n=99)

e Rewards sought mostly for firm but partly for others (n=50)
e Rewards sought mostly for others but partly for firm (n=24)

e Rewards sought solely for others (n=16)
(Not significantly different between men and women)

© Prof. Chéron (2008)
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3 DataAnalysesand Findings

) | RN
“ To acertain extent, the objective of companies going
Into such campaignsis for the sake of publicity. Many
even mark up the selling price slightly so that the profit
margins wouldn’t be affected, while at the same time
getting the desired publicity effect. The cost burden can
be passed on to the unknowing customers. If the
companies are sincere about donation campaigns, they
should organizeit in such a way that it isnot directly
linked to their business activities (such as x% of
revenue etc). Publicity is something that should be

given to companies who are sincere and upfront in
helping the less fortunate.”

— Male, 36

© Prof. Chéron (2008)
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4  Limitations

e Respondents
e EXperiments cannot be projected to the entire population

e Fictional situations
e Real-life company situations are multidimensional

e Number of dependent variables

e Capturesonly afraction of the possible changes in consumer
reactions

© Prof. Chéron (2008) 37



5 Managerial Implications

e Results support Unconditional Donation Program

e Target Market
e Different approaches for males/females

e To manage cause-related marketing better
e |ncrease amount pledged to charity/cause
e Demonstrate long-term commitment

e Company Charity Choice > Consumer Charity Choice
Donation Program

e Lesslogisticsinvolved

© Prof. Chéron (2008) 38



5 Managerial Implications

5 Managerial Implications

* On some occasions, the companies truly want to
make charitable donations while also increasing
their own reputation in thelr customer’s eyesasa
morally upright company. In these cases, a much
higher percentage of the donation (if not all) would
go to the charity of choice. Otherwise, these
companies seem to be in it mostly for the money
and publicity less so than to help.”

— Female, 19

© Prof. Chéron (2008) 39



5 Managerial Implications

5 Managerial Implications

“ ...I’'m not sure how much the charity (or even the
company itself) will benefit. e.g. For each McDonald’'s
Happy Meal sold, | think 5 cents goes to a charity but
because it isonly 5 cents, | will not purposely buy a
Happy Meal so that the charity can get that 5 cents.
Sometimes, | also think that McDonald'sis ‘stingy’ in
Its donation, and yet still daresto ‘advertise’ their
‘generosity’. ”

— Female, 25

© Prof. Chéron (2008)
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6 Directionsfor Future Resear ch

e Reactionsto other corporate donation programs
e Influence of the organiser of corporate donations

e T00 mMany steps in consumer charity choice donations
e Backfires

e INncreas Ng consumer awareness
e Effectson CSR strategies?

© Prof. Chéron (2008) 41



6 Directionsfor Future Research

e Do accusations of irresponsible acts hurt companies more
when they promote themselves as being socially responsible?

e Differences between men and women?
e | am socially responsible...but do you remember me?

e Extend research to different social, political, economic
contexts (ie: Consumer perceptions of CSR in Korea)

© Prof. Chéron (2008) 42



MANAGEMENT OF CRM PROJECTS
BY NON PROFIT ORGANISATIONS

=

Under stand your non-profit product/service and your value
Under stand business and how it works

Follow classic account management principles (one contact
person)

Best proposals happen without paper

Learn alot about potential partnersand listen to them
Patienceisrequired

Cause-related marketing is an agency-wide effort
Cause-related marketing is about relationships
Cause-related marketing isabout delivering

10 Cause-related marketing is about becoming part of

the business strategy of a corporation

Kurt Aschermann,
Chief Marketing Officer and Managing Director, Boys & Girls Club of America

AN

© 0N OA

http://www.independentsector.org
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POTENTIAL CONFLICT OF 9ss.
INTERESTSBETWEEN PROFIT AND 444
NON PROFIT ORGANISATIONS oo

AND AFTER 20 YEARS of AN AMERICAN oN A RELIEF AND BECAME VERY PoPULAR

\l ” @2502

[L i CARoL B oPPRESSION, IT'S TIME For MisSioN KNEW How To AMoNe THE Wo
%EAUT lT ES LAY SoME NEW Do'S, ! R... -
WOMEN IN AFGHANISTAN | . G

B
ARE TAKING oFF TEIR BURKAS. ii;i !‘lh!m . l’*"itj%’ |
iy "{. gt

I
i

V777
707
i

AFGHANI BEAUTICIANS ARE
RETURNING To THEIR CoUNTRY To sTART THEIR oWN
To TEACH THE cRAFT. BUSINESSES.

SHE WENT HoME ANP GoT A THEY 'RE BUILDING A ScHool,
BEAUTY MoVEMENT STARTED, @ ANP colLEcTING DoNATIoNS
__SPEARHEADED BY VoGLIE.

IT's THE FEEL-GoaP, THE CoMPANIES BACKING THE
LooK-6oolP ExXPRESSION of M ScHool INSIST THEIR MGTIVES
LIBERATION. ARE STRICTLY HUMANITARIAN.

1)_’|ET.: ONE CoSMETICS EXECU-
VE SAID THIS: 1T CoULD N&T

BE JUPGED A SUCESS IF IT ;
DIP Not CREATE A DEMANP| B°
\'FDP. AMERICAN CoSMETICS. ”

NA/\NJVA/‘/ /‘:- }\

L

e
=

BG4 M B TR @ P@LIB. @ @ .4d @
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Thank you very much
for your attention!
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JAPANESE RED CROSS COLLECTION BOXES
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Singapore Airlines A380 First Flight Charity

) http:/hwww.a3B0.singaporeair.com - Singapore Airlines A3B0 - Mozilla Firefox

Fl'r1..
‘ghm HOME - THE AIRCRAFT - GALLERY - DOWNLOADS - NEWS - REGISTER - CHARITY ALICTION - SINGAPOREAIR.COM

Thea word's first commercial fight of the A380 will take off ”

e _ - e from Singapore on 25 October 2007 and retum from
NT [ 'L;F.J,r' | ] _rf_) TH F I'f]“f Ulﬂ"[ L]‘:) Sydney on 26 October 2007
FIST D40 CONMERCIAL FLIGHT | Smampsspmspmes

flight on eBag_All pﬂ'CICEEdS 1.r|'|II be u:Iu:lnatEd t|:| charltles

A380 First Flight Charity Auction has begun. Place your bid now!  on board, you'll be the first to experience new standards
in comfort and luxury across all three classes of travel.
Indulge in masterful culinary delights from renowned
chefs Sam Leong (Singapore) and Matthew Moran
(Australia), members of the Singapore Airlines
International Culinary Panel.

You will alzo receive a personalised cerificate to
commemaorate participation in this historic event.

Daon't miss this chance to be part of history! The auction
is now open for bidding and you may proceed to
place your bid. If you are not already qualified, click here
to register and view packages that are available.

i If you do not have an eBay 1D, simply click here to

create one. |
: 5i £n up for UI"d?lCr View P-:Iled:..:t’ details Read the full story and sign up to receive the |atest i
| ; 5 .
“on the auction» & register to bid » updates on the auction.

Click here to read answers to Frequently
Asked Cluestions.

@ 2007 Singapore Airlines. All Rights Reserved SITEMAP DISCLAIMERE PRIYVACY POLICY TERMS & CONDITIONS FEEDBACK

Fead weiw, 350, singaporeair, com

All
proceed
will be
donated
charitie
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| | Singapore Aitlines 4380

Singapore Airlines A380 First Flight Charlty

) http:ffwww.a3B0.singaporeair.com - Singapore Airlines A3B0 - Mozilla Firefox

LI Singapore Airlines AZE0 |_| Singapore Airlines A380

ABQOUT THE BENEFICIARIES

Singapare

CGMMUNITY CHEST OF SINGAP@
Chest was founded i Ise funds for the nation's many social service arganisations, relieving them of

the burden of fund-raising so they can focus on their primary responsibility of caring for and serving the needy. With the
generosity of individuals, corparations and foundations, today Community Chest funds 147 social serice programimes run
by 87 charities to help over 340,000 people in Singapore. All funds raised will go towards nurturing children to succeed,
keeping families together, dignifying the lives of the elderly as well as empowering people with disahilities to lead
independent lives. Singapore Airlines has heen a supparter of Community Chest for over two decades.
www.communitychest.org.sg

Swdney

SYDNEY CHILDREN'S HOSPITAL, RANDWILH

Children's Hospital, Randuy] of Australia’s leading specialist medical centres for children. They provide
guality, comprehensive and expert clinical services to the children and families of Mew South Wales and beyond.
www.sch.edu.an

THE CHILDREN'S HOSPITAL AT WESTMEAD

The Children's Hospital at Westmead is the highly respected, largest paediatric centre in MSWY, providing excellent care for
children from KEWY, Australia and across the Pacific Rim. The Haospital has 3,000 staffworking in 150 departments.
www.chiw.edu.au

Glohal Humanitarian Organisation

MEDECINS SANS FRONTIERES

ins Sans Frontigres (MSF) is ndent medical-humanitarian arganisation, delivering emergency aid to people
affected by armed contlict, epidemics and natural as well as man-made disasters in over 70 countries. MSF is an
international movement with branches in 18 countries. MSF teams in the field are composed of intermnational and national
staff and each year over 3000 volunteers work alongside more than 25,000 locally hired staffto provide urgent medical care
to vulnerable populations. In emergencies and their aftermath, MEF provides essential healthcare, rehabilitates and runs
hospitals and clinics, performs surgery, responds to epidemics, carries out waccination campaigns, operates feeding
centres for malnourished children, and offers mental healthcare. When needed, M5F also constructs wells and dispenses
clean drinking weater, and provides shelter materials like hlankets and plastic sheeting. MSF was founded in 1971, with the
aitn of cutting through red tape to deliver humanitarian aid fast and effectively. The organisation focuses on delivering
emergency care and also aon speaking out, using wolunteers' evewitness accounts and medical data, when withessing
massive acts ofvinlence against individuals and groups. MSF was awarded the Mobel Feace Prize in 18595
www.ansi.org

Download the full press release here.

L:‘l .
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AIR FRANCE ECPAT CRM CAMPAIGN

»z cet ours en peluche,
ECPAT INTERNATIONAL.

© Prof. Chéron (2008)
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(PRODUCT)RED CAMPAIGN

Products

Check out the (PRODUCTIRED items that are available now, Wwe'll unwveil more in the coming months, Click on the image or logo below o see more details
on each (PRODUCTIRED line,

Designed to Help Eliminate AIDS in Africa

\mgée
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(PRODUCT)RED CAMPAIGN

How (RED) Works

] « Smart shopper
notes that the iPod
nano (FRODUCT) RED
Special Edition costs
£188 like ali the othar
nanos. But the (RED)
one generates 510

to fight ADS in Africa,

Rl

2. Shopper buys the
iPod nano (PROODUGT)
RED. Apple sends a
£10 contribution
directiy to The Glohal
Fund — not to (RED).

THE $10
GLOBAL —
FUND

3. The Global Fund
uses 100% of this
maney to finance
health and community
support programs in
Afriea, with a focus on
women and children.

4. The $10 helps

& person affected

[y HIV in Swaziland,
Rwanda, and other
countries to be
granted (RED) money
im the futore.

R A

5. THE RESULT?

You have a new iPod
ant you helped save 3
person's life. If you
Iike that, you can by
muore (RED) stulf or
even get INSPIRED) to
tonate more maney
directly to The Global
Fund at

wwe. thegloballund.org
fenfdonate

@“

© Prof. Chéron (2008)
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(PRODUCT)RED CAMPAIGN

ola, &pple AL IIT BUY (LESS) CRAP!

SHOPPING IS NOT A SOLUTION
Buy (Less). Give More.

Join us in rejecting the tifred) notion that shopping
is a reasonable response to human suffering.

We invite you to donate directly to the (RED) campaign’s beneficiary your email
The Global Fund and to these other charitable causes ... without consuming.

Charities | Mission | Comtact | Recowwend a Charity

frignd's email

The Global Fund

The Global Fund was created to finance a dramatic turn-around in the fight
against AIDS, tuberculosis and malaria. To date, the Global Fund has
committed L33 7 billion in 136 countries to support aggressive
interventions against all three diseases.

Alzheimer's Research

The Figher Center for Alzheimer's Research Foundation is dedicated to
attacking the scourge of Alzheimer's with a 3-pronged assault focused on
the cause, care, and cura for Alzheimer's disease as well as supporting the
public with educational programs.

Wherever The Need

Wherever The Need provides clean drinkma w=tor fn villages =

wpi Bo 8 niggmis




ONE LAPTOP PER CHILD (OLPC) PROJECT

Get 1 Givel

Intel haswithdrawn itsfunding
and technical help (Jan 2008)
Classmatevs. XO

OLPC isanon-profit organization set up by Professor Negroponteof MIT

to bring education to poor regions of theworld
© Prof. Chéron (2008) 53



SAVE ELLISISLAND PROJECT

shwena weareellisisland, orgfpages/the _cause | B [(:.j = Phillips-¥an Heusen Caorp,

HOME
THE CAUSE
OUR STORIES
CAMPAIGN/MEDIA
\ GET INVOLVED
READ AND WATCH AMERICA'S STORIES OF HOPE AND INSPIRATION ARROW APPAREL
DONATE
LOGIN/REGISTER
IHECASE THE CAUSE
ABOUT ELLIS ISLAND Sometimes called Ellis Island's "forgotten side," nearly 30 hauntingly beautiful
huildings on the lsland's South Side have been vacant, shuttered, and unseen by
OUR VISION the public for well over & half a century. These are the former buildings where
immigrants in need of medical attention received care. The builidings are in dire
WHO WE ARE need of repair and your help. Save Ellis Island, Inc. has joined the Mational Park
Senice to raise funds to rescue and reuse these buildings.
OUR PLAN

Featured Story
T

Most Popular Stories

WHAT YOU CAN DO

Katharine McPhee
Kristin Cavallari
John Lloyd Young
Manny Chirica

SPONSORED BY |

ARROW

»D— >

AUTHENTIC APPAREL SINCE 1851




SAVE ELLISISLAND PROJECT

WE ARE ELLIS ISLAND

READ AND WATCH AMERICA'S STORIES OF HOPE AND INSPIRATION

THE CAUSE WHAT YOU CAN DO

ABOUT ELLIS ISLAND 1 ATV First, share your story of vour family's journey throuagh Ellis Island to

;Pllulll':’ highlight the hope, codrage and inspiration that persanifies America.

OUR VISION
Secand, help spread the news ofthe campaion to create the greatest
WHO WE ARE % public awareness of Save Ellis Island's effarts in raising donations.
OUR PLAN
3 "Tal:] Finally and mostimportantly, please donate to this waorthy cause.
DOMATE
WHAT YOU CAN DO NOW

HOME

THE CAUSE

OUR STORIES
CAMPAIGN/MEDIA
GET INVOLVED
ARROW APPAREL
DONATE
LOGIN/REGISTER

o

Featured Story
TN

Maost Popular Stories

latharine McPhee
Kristin Cavallari

dohin Lioyd '
DONATE e

SFONSORED BY

ARROW

» >

AUTHENTIC APPAREL SINCE 1851

55



Pink Ribbon Example

© Prof. Chéron (2008)

Yoplait

Save Lids to Save Lives

For every pink lid sent back to the company,
Yoplait will donate 10 cents to the Susan G.
Komen Foundation, with a minimum total donation
of $500,000 and a maximum donation of $1.5
million.

Price: $1
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A PROJECT OF

Xﬂﬁnkbeforeywphﬂi REAST

ACTION

B is ab
TAKE women's ives, not &
ACTI O N marketing opportunity.
N OW Tell corporations to put

people before profits

click here

BREAST
CANCER
ACTION

Send a Message to the Pink Ribbon Marketers

& 2006, Think Before You Pink, a project of Breast Cancer &ction

© Prof. Chéron (2008)
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Pink Ribbon Example

© Prof. Chéron (2008)

THIS OCTOBER

DO SOMETHING

BESIDES SHOP

FOR BREAST CANCER
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A dollar gift on a $200
purchaseislessthan one
per cent-and Eureka caps
Its annual contribution

from the sales at $250000.

| sthe company spending
moreon its“ Clean for
Cure” adsthanit’'s
donating to the cause?

© Prof. Chéron (2008)

Who's
r(i:-ally

C eanmg up*
here? ,

cleaner and Eureka will give a dollar list goes on and on. During Breast
cancer orga Cancer Awareness Month, pink-ribbon
But wait. A dollar gift on a $200 e

purchase is less than one percent— Erdgst Cancer Action urges you to

and Eureka caps its annual contribution  “think before you pink.” Will your
from the sales at $250,000., purchfise make a difference?

Or isfthe company exploiting breast
rto boost profits?

Presventing, curing, and guarantesing
guality treatment for breast cancer

an Express ¢ ;

donates a penny r:er s will require real change— and not the

you “Charge for the Cure” BMW kicks mnduﬁl'é:;:;{
in a buck per mile when you test-drive ¥

Is the company spending more on
its “Clean for the Cure” ads than it's
donating to the cause?

its cars, which produce chemical %%‘é?
compounds linked to breast cancer. —_—
P ACTION

55 Mew Montgomsry St., Suite 323, San Francisco, CA 94405 « www. ThinkBeforeYouPink.org
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Dozens of products of
the cosmeticsindustry
contain toxic ingredients
that may belinked to
breast cancer itself.
|sthis philanthropy?

Or hypocrisy?

© Prof. Chéron (2008)

THE COSMETICS INDU

ctober is breast cancer
awareness month, and major
cosmetics companies — friom Avon
and Revon to Estes Lauder-are
marketing pink ribbon products 1o
“support the fight against breast

%E}ns&em like & good

thing. But dozens of their products
contain toxc irgredients that may be
linked to breast cancer itsalf. |s this
hilanthropy? Or hypocisy?

1, usesd
as preservatives, are endocrine
dismptors that mimic the hormore
estrogen. And increased estrogen
exposura over a lifetime is a proven
nisk factor for breast cancer.

Phthalates (THAL-ates) help
lotions penetrate the skin and make
nail polish more flexible. They have
been phased out of baby tovs

TRY AND BREAST CANCER

Pilahihropy

or Hypocrisy?

because of an association with
birth defects and dewvelopmental
disabilities. Because phthalates are
also endocring disruptons, concems
have been raisad as well about their
association with breast cancer.

With safer alternatives available,

an infonmed choice.

After all, corporate conscience
belongs in a company's products,
notjust its marketing.

To learn more about this
issue, and what you can do about
carporate “pinkwashing.” visit
wew. ThinkBefore YouPink.org.

BREAST
CANCE

O |'want to support this work. ACTION

ke TRSAE hasam Brecst Concar Adion

LOCREET FAL ADORRTE 55 Mew Momigormeny 5., Suie 323

= == = %an Frondsm, CASA105

ok chocts posabla 1= BCA ond 1erd 10 the ardeass or ighr. Bras Conaar Aion Is 0 regs- 415.240.550

wrad 500§ nonprh onganieodon. Dionrions o i darkcthl o 10 ha e peoirar by lose Tellfrea B77.2.5TORBC B77.278.46722)
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