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Instincts is a monthly publication on branding for clients, associates and friends.

Our Vision: to be recognized as the organization responsible

for teaching the broader understanding and appreciation of “Brand.”

This Christmas, Stop Giving

Stop.

Stop contributing something to every charitable organization that comes asking.
Instead, focus on a single cause aligned with your Brand. Cause-related Branding
allows you to make a meaningful difference in one particular area and get people
thinking about you in a way that reflects the essence of your Brand as cemented

in your Brand Foundation.

There are approximately 1,000,000 registered charities in the United States and
more than 80,000 in Canada. They aggressively and expensively compete with
each other for the same pool of dollars. If all companies simply focused their
giving on a single recipient, imagine the marketing dollars these charities could
save and redirect to their own causes.

Cause-related Branding is an especially powerful way of getting employees and customers to connect
with your company. It not only makes you feel great, it makes people feel great about doing business with
you. Your customers will understand and appreciate a company that supports a good cause. And those
ever-scarcer good employee candidates will warm to an organization that puts its money where its mouth is.

Junk and Women's Health

1-800-GOT-JUNK? is a terrific example of meaningful

alignment between Brand and cause. It has aligned

with Yard Sale for the Cure, an annual fundraiser for

breast cancer research and treatment, that stockpiles donations from messy basements and garages. On
the day of the big event, JUNK? runs its own gigantic sale and donates the proceeds. The alignment
between 1-800-GOT-JUNK? and Yard Sale for the Cure works because breast cancer is obviously an
important issue for the Brand's primarily female target market.

The Audacious Richard Branson

In the early part of 2006, concern about global warming was reaching a fever pitch. Virgin Group PLC
chairman Sir Richard Branson, never one to miss a Branding opportunity, offered a prize of $25 million to
the first person or group to develop a means of removing greenhouse gases from the atmosphere. This
was a follow-up to his commitment the previous September to donate a whopping $3 billion toward the
global warming fight. In a truly remark-able move, Sir Richard promised to direct all profits made in the
next 10 years by his travel companies, including Virgin Atlantic Airways and Virgin Trains, toward the $3
billion donation.

In vintage Branson style, both donations fit the Virgin Brand - audacity - perfectly.

The above is an excerpt from Chapter 16 of our new book, Brand: It Ain’t the Logo* (*It’s what people
think of you™) now on sale at www.booksforbusiness.com and www.lulu.com.
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