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Mutually Beneficial Marketing
why businesses and brands need a good purpose
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And its more important than ever to put
meaning into marketing

%, 0nly 25 % of people find contentment
from the shopping experience*

- Recessionary times call for more
substance

¥, 0Over 83 % of consumers are willing to
change consumption habits to make
tomorrowds worl d a

¥,63% of consumers think brands spend
too much on marketing/advertising
and should put more into a good
cause*

*Source: Edelman GP global study 2008
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Recession: The 800Ib Gorilla in the room
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On global level ¢ .

Y, Globally (80%) of consumers feel that during a recession, it is still important for
brands and companies to set aside money for social purpose

% Women are more |ikely than men to agree

important for brands and companies to set aside money for a good cause or
purpose 0 (82% and8that o1 f a company has
recession it should not s@®gv7®d.vi ng to

¥, (68%) of consumers say that in a recession, they would remain loyal to a
brand if they support a good cause

Y. (55%) of consumers say that in a recession, they will buy from brands that
support a good cause even if it is not the cheapest brand

¥ Nearly one intwo consumers say that the economic downturn has made no
difference in their support of a good cause

[Source: New findings from the Edelman goodpurpose 2"d annual study]
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A changing & evolving social business

landscape

¥, Consumers move from viewers to
collaborators and want to be engaged
more than ever before

%, Consumer citizens & citizen brands
emerge

¥, Interest in social purpose works across
all demographics: children,  millenials
boomers, women especially

%, Social purpose is now a popular culture
force to be reckoned with




Why goodpurpose now?
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Good Magazine is for people who give
a damn. | t0s an ent

about things that

New Consumer , oneworld.net
stylewillsaveus.com , utopia.de
lohas.de , newethics.com
changex.de

sublimeis the first international ethical
lifestyle magazine, partnering
aesthetics & ethics

CNN impact your world
lifegate.it_, peopleplanetproftviabrid.de

Causecast , facebook , socialvibe

A new contemporary , more engaging
way to look at social purpose marketing
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It's that time of the
four years again.
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