C\volution

BRANDS

Donor Centred
—ngagement Marketing = the anatomy
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“I want to put a dent in the universe”

through eyes of visionary



a visionary
behind a
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“This man changed business forever”

Inc. Magazine

1981




Student:
“When will Apple stock price rise?”

Jobs: (brushed it off)
“Let’s talk about when computers

will be as small as a book”

1981
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‘passionate about maklng msanely great products
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Meals on Wheels
We deliver smiles™
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BRANDS
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Anatomy of engagement marketing

1. What is engagement marketing”
2. Consumer attitudes
3. Principles/Qualities

4. Case studies
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what IS

engagement
marketing”




engaged people
PARTICIPATE

marketing strategy that directly enc.ges consumers and invites and
encourages consumers to participate in the evolution of a brand

engagement marketing

(aka experiential marketing)
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Now consumers engage

In cause brands Is evolving
(evolution of causes/charities)




love thy neighbor

biblical times
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CIvic responsibility

20th century philanthropy
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corporate donations

charity event sponsorship

20th century corporate giving
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Help fight hunger in your community

We're putting $1.5 million in your hands. You decide where it goes.

Select a community on the map. "Uke™ il o show your support. Well donale

o
$1 milon 1o e community with the mest support, and $100.000 each to the 28 :00 :39 :06

Pt five communities. How | works +

"Like" to support this community Food hardship rate

& Supoort Freo

CORPORATE [ cause/engagement marketing

Welcome to the present

ﬁgLnng
hunger
together

FROSTED
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Welcome to the present

e
o S,

e donateOsponsor

alighed marketing partnerships
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what do consumers think of this?




88% say it is acceptable
for companies to involve a
cause or issue in their
marketing

Nearly one-in-five
consumers (19%) would be
willing to purchase a more

expensive brand

causes play a real role in consumer choices

Friday, 24 August, 12

80% are likely to switch

brands, similar in price

and quality, to one that
supports a cause

2010 Cone Cause Evolution Study

46% would try a generic or
private-label brand

85% have a more positive
image of a product or
company when it supports
a cause they care about

61% of consumers say they
would be willing to try a new
brand or one unfamiliar to
them

20
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marketing imperatives

know your target




Cause-Sensitive Consumers

88% say itis
acceptable for
companies to
involve a cause
or issue in their
marketing

2010 Cone Cause
Evolution Study

b ouvursh 2
_ L
Buying Yea e —— \G“ﬂng‘ rs

imperative #1
Know who your consumers are
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Q3. In the FUTURE, which of the following ways are you most likely to support fundraising for causes?

0.8
® Through social media
0.7 " A gift through the mail and received a tax-receipt
e ® An online (website) donation and received an e-tax receipt

H Buy a ticket to a fundraising event

® Raise money in a pledge-based event like a Run/Walk

® Buy a charity lottery ticket

Donate to a friend who participates in a pledged-based event
like a Run/Walk

B Purchase a product in a store or online, that supported a
cause | believe in

B Organize a fundraising event in my home or community

Monthly donation on my credit card or direct from my bank
account

® Through SMS text or mobile app on my smart phone

® | do not plan on supporting any causes

2011 C’volution client study

Born 1900 - 1945 Born 1946 - 1964 Born 1965 - 1977 Born 1978 — 1997

imperative #2

Know how consumers contribute
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Direct mail - Future Intent

70%

60%

50% -

40%
30% -
20% -

10% -

0% -

Born 1900 - 1945 Born 1946 - 1964 Born 1965 - 1977

Born 1978 — 1997

2011 C’volution client study

Online/web donation - Future intent

60%

50%

40%

30% -

20% -

10% -

0% -
Born 1900 - 1945 Born 1946 - 1964 Born 1965 - 1977 Born 1978 — 1997

DON’T PANIC! It’s an evolution, not a revolution

Friday, 24 August, 12
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2% Social Media

20% Fundraising
15%

M Social Media - past
10%

M Social Media - future

5%

0% -
Born 1900 - Born 1946 - Born 1965 - Born 1978 —
1945 1964 1977 1997 2011 C’volution client study

Hax Mobile
1 Fundraising

10%

8%

6% B SMS/Mobile - past

B SMS/Mobile - future

4%

2%

0%
Born 1900 - Born 1946 - Born 1965 - Born 1978 —
1945 1964 1977 1997

This could be a positive revolution - NEW MONEY!
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2011 C’volution client study

Purchase product supporting cause - future

70%

60%

50%

40%

30%

20% -

10% -

0% -
Born 1900 - 1945 Born 1946 - 1964 Born 1965 -1977 Born 1978 — 1997

43% 60%

even more, younger consumers expect companies

to champion cause brands they care about

the future of cause & brand marketing
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Most effective channels
for companies to reach
consumers with their

CR messages:
T Sponsor events

9%

Product/packge N

21%

® Digital is growing

7" Digital (mobile, ™\
social media,
web)

,’"/
. 21%

® Traditional still important

® Integration is crucial

In-store

6%

6% Advertising

imperative #3

know where consumers engage

27
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What's important?

ECONOMIC DEVELOPMENT
ENVIRONMENT

WATER

HUMAN RIGHTS

HEALTH & DISEASE
EDUCATION

POVERTY & HUNGER

imperative #4

Most of all - know what they care about

Friday, 24 August, 12
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2011 C’volution study

Canadian Breast Cancer Foundation

What consumers are concerned about

Want to know the impact of the contribution | make

Too many breast cancer organizations in Canada

Government doesn’t provide enough funding

Don't understand what CBCF is

There is too much pink marketing

The community does not donate enough money

Lack of confidence in the work of the Foundation

| don’t relate to the organization

Negative media attention

The charity is too large

1III‘|||H

The charity is too impersonal

o

100 200 300 400 500 600 700 800 900 1000

IMPACT is #1

when it comes to what moves them
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corporate citizen
a relevant cause partner
CONsSUMers touehedCSJ the ca

"GLOCAL”

action!

do it wel
then expa
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an nqaoeéf employees

Solve problems
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anatomy of engagement marketing




CHECK LIST

QUALITIES
1T EMOTION =« ccececeeens » [A consumers touched, employees engaged
4 make it relevant
25 SHARED VALUE -+« - - - - » [ respected causes
[ proposition - value equation
B3 ENGAGING - - ccceveeees » [ connect with consumers
4 reward
D4 SIMPLICITY: ccevvveeenn. » [ THINK before DO
4 find the nugget
5 AMPLIFY :cccveeeeeennns » [ integrated activation
do it well, then expand
6. AUTHENTICITY. -+ e v e v ... » I feelsright

solve social problems

anatomy of engagement marketing

Friday, 24 August, 12
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brands

- physical or emotional?

emotion

Friday, 24 August, 12 32




emotion can not be manufactured

it’s already there - waiting to be unleashed

emotion
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Own unique emotional space — none like it

Strong, but there are others like it

- HUNGER DRIVE

A cause in a cluttered space

Just competition | ofh.

What do emotional space do you “own?”

emotion

34



GO RED

THIS FEBRUARY

MAKE DEATH WAIT

TAKE ACTION NOW.

people will do almost anything

emotion



<> Movember Participants

450000 }
MOVEMBER |

350000

300000

Fun!

find a emotional position you can own and bringing it to life

emotion
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“Now | know \,‘
my hair is beautiful.” J
- Kassandra

Cynicism

turn it into a positive

emotion
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Meals on Wheels
We deliver smiles™

Hope & happiness

Put a smile on their face

emotion



0 ¢

the premise of partnership

Equity
value equation

shared value



MISSIoN role in surprise and signature
critical my life delight brand

o-ro-r 1 =

BRAND ESSENCE

eeeeee

Just competition

Deliberate

know your value equation

shared value
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healthier,
do better in
school, play
better as
adults

great place
build to play within
playgrounds walking
distance

brands are emotional experiences

represented by a logo

shared value
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UNICEF objective: PAMPERS objective:
® Fundraising ® Breakthrough

e Brand building ® |ncrease sales

® Save lives ® Align brand/global umbrella

1 pack = 1 vaccine’

Pampers unicef@

PAMPERS
UN'CEF UNICEF and Pampers : :
31 VaCCiﬂeS thank you for your } dOlng gOOd IS
nep . - good for
Tetgnus_\/_accin_e Tra_cker” mﬁé bUSineSS
WWWWWW

leverage partnerships for your cause brand

shared value

Friday, 24 August, 12
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| COMMIT ! - Promoting Well Being in Our Communit & Lke ® share ¥ Moreinfo

staff
donors
volunteers

It’s about emotional commitment
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VIRALVIDEO CAMPAIGNS THAT
REACHED 70 MILLION VIEWS
MOST QUICKLY

0

&
»““’Q

It’'s about reaching a broad audience

engaging
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Kevin Allocca

YouTube Trends Manager

"WHEN THE POWER PWEIL THE WONLD WILL KNOW FEACE "

KONY 2012

JOIN TI{E REVOLUTION

30 minute video why videos go viral
/0 million views In 4 days

It’'s about participating
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It’s building a participating community

not just pushing an icon or logo

engaging

Friday, 24 August, 12



complicated is
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commonplace; making the
complicated simple,
awesomely simple, that's
creativity.”
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® [ake away the noise

® Find the nugget
® Focus

you have just seconds to grab them

speak clearly, not just loudly

simplity



Old thinking New thinking
*OMG! “It just works!”

2

oo
Do

“It’s not the technology, but the user experience” S. Jobs
activate from the consumer experience point of view

simplify

Friday, 24 August, 12 49




1 pack = 1 vaccine

TOMS

One for One

EE— T — ——

Simple is flexible

Can be easily integrated into any campaign (traditional or digitial)

simplify
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iINvite them

relevant
stories

participating
community

L
¥

reward

thanks & impact!

4 ways to amplify your message



charity: water

Imagine .
YOUR BIRTHDAY giving this 2
CAN CHANGE THE WORLD. paby?

Acquire - Invite them

In language they care about

amplify
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charity: water 2 WAYS TO MAKE

JUSTIN'S BIRTHDAY WISH
COME TRUE

¥

Donate $18 to Join him &
Justin’s Birthday give up your birthday!

www.charitywater.org/justinbieber

R — N

Engage - relevant stories

“Leverage sneezers,” says Seth Godin

amplity
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charity: water

From: mycharity: water csupport® charitywater ceg>
Subgect: Thanks 10f pRAging your naxt Birthday!
Date: 29 Masch, 2012 71921 PMEDT
To: causemark @me.com

charity: water

Thanks for pledging your next birthday
to help bring clean water to people in need.

\
C

WATER CHANGES
EVERYTHING.

Reward in multiple ways

emotional rewards beyond thank you

Friday, 24 August, 12

54



Friday, 24 August, 12

charity: water © | Fotowing [N

charitywater 3925

Tweet to charity: water

275,274
1,375,561

Tweets

charity: water
Brrthdays can change the workl. See how here
youtu. be/xcEOdrs2aCE and pledge your naxt birthday: it ly/yQp3ot

Connect to others

participating community

Amplity

55



Trust company more - when including
cause awareness info

D35

" Favorable
“ Neutral
“ Unfavorable

2011 C’volution client study

Trust

equity borrowed from the cause

authenticity
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authentic, relevant & consistent

Must be actionable

authenticity
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BASIC ELEMENTS ADDITIONAL ACTIVATION

Minimum Retail Cause Employee Consumer Directed
license fee revenue champion  engagement contribution Otherevents philanthropy

boiler plate communication
cause online donation employee event
message

Portion of sales donatlons
as an additional corporate
$100,000 contribution on product. OR icon proaram sponsored directed
! that also helps P ! prog (regional/ donation
measure national)
engagement fundraising
employee
. . ized
Online text to give organize
Volunteer ? community
event

Companies can be authentic champions

but you have to teach them how

authenticity

Friday, 24 August, 12
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do what you love make a difference every day actions

YOUR BIRTHDAY

CAN EHANGE THE WURLD

passion In practice



Are you ready for opportunity?






C\olution
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® 647.293.6767

e mark@cvolution.ca

® @causemark

e www.cvolution.ca/
blog

J. Mark Hierlihy, CFRE

Vice-President, Cause & Consumer Strategy

Toronto Office

168 King Street East
Suite #1002

Toronto, ON M5A 4S5S4

Moncton Office
698 Main Street, Suite 200
Moncton, NB E1C 1E4

The C’volution team has extensive experience in both the for-profit
and not-for-profit sectors with more than 100 organizations
including numerous corporations where cause marketing and
corporate sponsorship were a significant backbone of cause related
marketing partnerships.

As a cause marketing subject matter expert:

Mark Hierlihy has worked in the charitable sector and in cause-
marketing consulting practice or over 18 years.

With companies including:

Subway, McCain Foods (Canada), CIBC, Kruger Products, Hbc,
Huggies (Kimberly Clark), Atlantic Lottery, Gilead Sciences,
Subway, New Balance, 3M, KitchenAid, Revlon and Running Room

With charities including:

Canadian Breast Cancer Foundation, Kids Help Phone, Food
Banks Canada, Canadian Mental Health Association (Women &
Wellness), Hamilton Health Sciences Foundation, St. Michael’s
Foundation, Horizon Health Network, Special Olympics Canada,

Canada’s National Arts Centre, Nutrients for Life Foundation and
KaBOOM!
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