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3 powerful reasons for businesses
to embrace a good cause

Make the business case for corporate social responsibility
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Business benefits of giving

1. Cause wins consumers’ hearts
Having a socially responsible cause can actually make the difference between making a sale
and being passed over for the competition. Hands down, the majority of global consumers
(90 percent) are likely to switch brands to one associated with a good cause, given
comparable price and quality, and 63 percent bought a product associated with a cause
over the last 12 months.'

2. Cause builds a premium for your product or service
Embracing a good cause can make a difference in the margin consumers are willing to pay
for your product or service. Surprisingly enough, more than half of global consumers (55
percent) said they would be willing to reward companies that give back to society by actually
paying more for their goods and services.?

3. Cause boosts your recruitment strategy
According to Edelman’s 2012 Good Purpose survey, 57 percent of consumers say they’d like
to work for a company that actively supports a good cause. And a full 48 percent say they do
not want to work for a company that does not actively support a good cause.®
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Make a good move

Companies with successful social responsibility programs have at least three key concepts down.
Start your program by keeping these words in mind: align, involve and sustain.

Align with a cause that makes sense for your company.
This may mean working with a charity that is related to your product or service, or looking to your
local community to fill a geographical need.

Involve employees, the community and consumers.

The most successful cause programs make a point to do more than simply write a check. Help
your customers and your workforce take part in the cause by offering employees the opportunity to
volunteer with, promote or donate to the cause.

Sustain your involvement to make a real difference.

Start small with something your company can commit to. You can always add on in the years ahead.
You might not see drastic results right away, but in time you and everyone else will see the impact your
program has for the common good.

Making a big difference
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Learn more at duckprints.aflac.com Af? acC. foegetyi;rl'lnt /4
ALIGN INVOLVE SUSTAIN
Aflac has passionately Aflac sales agents contribute from their Since 1995, the
supported the fight commission checks to the Center, and employees company has raised
against childhood organize fundraisers and visits to the Aflac Cancer and donated more
cancer for 20 years by Center each month. than $100 million to the

Aflac Cancer and Blood

donating to help support  The company also engages through social media Disorders Center of

the Aﬂag Cancer and campaigns. For example, to help raise funds Children’s Healthcare of
Blood Disorders Center and awareness about childhood cancer and A
of Children’s Healthcare its Duckprints campaign, Aflac donates $2 to ’

of Atlanta in Atlanta, GA. the Aflac Cancer Center for Duckprints-related
mentions on social media.
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Keep up to date b4 @Aflac m us.linkedin.com/company/Aflac
and follow Aflac at:
\ YouTube.com/Aflac
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