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Be kind and 5m< <<___ come

USA Today, March 26,2013 ~
From Opposing Viewpoints in Context m 0y <; ¢ Wi ab
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At a handful of Panera locations, down-and-olt folks pay only what they can afford. Nordstrom
/ recently opened a tesl store where all profits go to charity. Starbucks has three coffee shops E:mﬂmw

big chunk of the money made helps the needy. L : —_— %
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! This isn't capitalism gone wacko. It's capitalism with a conscience -- and good.for the vonoa dine, 1o0. may faﬁ

For decades, this kind of corporate kindness was the exception, but in the past few years, dozens of J i
Z America's biggest brands have embraced socially kind deeds as an unusually effective way to sell | _
N themselves to consumers, employees, even stockholders. Some are listening to their hearts -- while”
TN othersare listening to social-media chatter and creating consumable spin. of Nm. ey X
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~In either case, there is one _um;_oc_m% desirable audience watching n_ommﬁ@_:m::_m_m This :m.:a- ..u—. PWOWW ¢
setting, if not free-spending group of 95million Americans, born from 1982 to moon(,_._,_,m and breathe /
social media and are broadly convinced that uo_:m the right thing isn't just &w ut n._m:nmﬂoa\ With

nearly a 5_5 of the population n:ﬁ:w this tren x_:a:mmm is becoming the :m:o_._m newest nE.S:Q \
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"Companies can't J_n_m anymore,” says Ben Cohen, co-founder of Ben & Jerry’s, x:os:,. for not only ’
devoting a hunk of its profits to charity but also for mcunon_:n,mqmwm _.oo.m environmentaland . . ,\,\_C,
syl Ve

[ Jress 1o
) sustainability causes. mmomcwm everything they do becomes social-media fodder, he says, "forward-
looking companies are mwmézm to do less bad -- and more 2 good.” U EES
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~ In an ultra-transparent écﬁ_n_ E:ma information zips from Facebook to Twitter to Instagram, just about
everything a company does is outin the open, says John Mackey, co-founder of Whole Foods, a

) groundbreaking company in local community support. "If everything you're doing is seen,” he says, "it's
human pature to do things that people wauld approve of." ) W _“.._f at 4 5 beows N r..,,_.: S
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Butit's no qo:mm:cwﬂ.o_.:_mmqm..mkor mm.mm.mmlgmim and Whole Foods doing the right thing. Big

\ no:mcamﬂca:ammcou ﬂm\vm:mqm _m&cnxm m:a Emﬁm:o_._._ m_.mEm_:wma_:moonmﬂmnaﬁm_o:smbor
Gooder Society. More likelyso m:ma than later, corporate kindness that doesn't have its origins in the
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u:c:o relations or human resources department may become as common as coupons. Even in a dicey

economy, kindness sells. e ,vl
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"Millennials who got burned by the recession feel a resenlment to M:Bﬂ_md. but have few

e —_—

)
alternatives,” says Robbie Blinkoff, a consumer mazauo_ow_ﬂ from Balti-more. "They had to create

one: Love one another.”
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Hﬂ Not love in the '60s/ hippie/sense, but love in the show-me-whal-you're doing-for-others sense.
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/ O Some are daing it m.ﬂbwcbal_o.mmh. Some are

™ .

making genuine, companywide efforts.
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Others are lalking the talk bu i i ailers ﬁ

tall t not walking the walk Several large retailers, for exarh le
: g € talk but not wall walk, i 2, embrace the
// image of kindness by asking 5 :

om within. Even then 1his national
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—Consider: Some 47% of consumers say they buy, every month, at least ong brand that supports a

/ﬂ good cause, Aaccording to a 2012 gigbal survey by public relalions firm Edelman. That's a 479

increase from 2010, What's more, 729 of consumers say they would rfecommend a brand that _~
*Supports a good cause — 5 ™ A
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.w\w\ ust as compelling, consumers say lhey're more likel i

38% increase in two yearg.— ——— 0 =
e T

\,J_m\.“mw are ils financial performance, according to a 2012 Weber Shandwick survey of

//Bﬂ- "It's bigger than a trend,” says Marshal Cohn, chief retail analyst at the researc

a powerfuy| marketing tool for brands to use to separate themselves from the competition.”
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..ﬁ\ When consumers nationally were asked last month by research nm;:m@msn Civic Science h
/ i S -sciousness” was in determining where they shop and what they

. buy, 74% said it was either "very" important or “somewhat” important.
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= N..Uom:m good is becoming less-an_optian and more a requirem :ﬁ.,m:_ﬁ :‘m tricky. It's not just about

writing checks anymore, and most Millennials have a seemingly [pnate a ity to smell out

£pidemic of corporata
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h firm NPD Group. "It's |*

ow

" manufactured kindness. Corporate kindness must be grounded in m;&a:..w_.n sense of good that can't

feel, smell or taste like it's been ainted on by the corporate spin-meisters. [t has to come from wit

hir,

the

past 18 months has opened a handful of Panera Cares restaurants in urban areas that ask custormers

"You can't hire someone to give you values,” says Ron Shaich, founder of Panera Bread, which in

to pay only what they can afford — even if it's just volunteering far an zocq.nﬁnn.b_wmw can'tbe :
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corporate tactic that's cc:.mm_ .__3 the @}w:.:m @m:lﬂ.wﬁr,..- ,.

/ w ‘Why don’t you do that?' -t

At the five Panera qumMI&mEEmimﬂmoEm.a:m_ﬁﬁwhm.ncg_wmmmmﬁ all - but H:mﬂm OK, because ¢
/ willingly pay exlra{The profits are primariiy used to job-train Q.:mmﬂan.uv\r\p Fel= ¢
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The idea came after Shaich and his wife, Nancy, walched a TV news segment about a Um:ﬁ.ﬁ
w m.., entrepreneur who planned to open a cafe where diners paid only whal they could afford. Shaich
- 1 i - il .U-_
recalls his wife then asking him, "Why don't you do that?

@. | Within a year, he did. He opened the first give-back-to-the-community store in the company's
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P
/ﬂ\ hometown, St. Loyis_ i/ 2010.

It's st

Il open - gng still profitable
)
f) n our DEJ_A,‘-'. Shaich says. "We didn‘t_get into business-jusl to-make money -- not that that's bad
—e-gotinlo business tomke-ganﬁéréhz:am.the lives of our ? i ing that
/- live guests.” Panera Car g
2 i - ares is making that

WONSAL5S X6 \qi\Q | nShead
“C,’?j‘(“"%wgwrnﬁ ekl T haies

— and volunteerg once a week -- at the

Alan Olsen eats two or three times a week

Lincoln Park area of Chicago. "l like what t rks as a waiter at an
> ]' upscale restaurant in Chicago. "When | first saw Panera Cares,

= | wondered: How long is this going 1o
=7 1ast?" More than a year later, he no longer asks that. "It's just good People with good hearts trying to
give back " —

e
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. Nordstrum, tqo, has an & on helping others with a'ﬁanha n-retai

sometimes, a portion of its sales receipts ~o to-chari
el 5

Panera Cares in the

Treasure&Bond, whose

; grandson of the chain's founder, says he got
25 the idea a few years @90 when he visited a store in Paris, whose proceeds all went to charity.

ays. "It's one thing to do well by the number of

Customers and another thing to do well by the community. " N ol RS o e o v gaw, fiaen§
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lHe opgnﬁq I;31"_,s.r1'1all store in New York's SoHo district with three purposes!to test the New York ket,
9 ( where Nordstrom has no full-service department stores—io !est—selﬁng-memhandis-a-matmight not
A : .

om stores; and to give back to the community, -~
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7 But kindness doesn't always-cime easy — o cheap. The stor
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wa e has been running in the red since it
opened, Nordstrom concedes. On top of that, it may have to change locations -- or even close - atter
the lease expires in about six months.
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7 "We will keep doing this as long as we can make it
: . e - e——
f—a% money and fulfilling our mission.”

work,” he says. "We have to balance making

? As long as the store is there, Jennifer Fisher will keep shopping
54

there. She's an upscale jewelry
designer who works about five blocks away.

mostly for others -- at the store. The fact

: In the past year, she's spent about $1.000 purchasing gifts —
9{) with cool merchandise and a mindful purpose - is huge, she

that a store like this is in business --
says.

3 ‘ "Stores like this didn't even exist before," Fisher says. "It's a no-brainer when you know that you can
buy something special and, at the same lime, know you're giving back.” \
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22 Striving for a 'better place’

(.

33Some companies-have etched kindness into their core for decades and are glad to see others
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catching up. Among them: The_B_&d!r’ Shoy e
’ Bé}{?ﬁiifg's\.\nhfch, in 1985fdetermined that TS"i’n of |tsi:-_r_e:_lix profit wf:a_qu go .tE'_Eh"aﬂlhr i .;.r_ *
i being p}‘ﬁrchased\b‘y-gmu‘argﬁﬁmnile_ver_iri 5000, the company has continued to givé—ﬁaﬁk""r‘a:él_‘:ﬂnce 5
that same amount. _ : y e
éés'to the world is a good thing,” co-founder Jerry Greenfielq " z
al good at the same time they measure how much Money Uﬁey:::' ;
ake

/%(7 “When companies measure soci |
we'll be in a better place.” f__} el Q \ 4
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But if the motivation for doing good is just about selling more stuff Or__makl'ng more money, it's o, <
e ho recently co-authored 3 best-selling book on the mﬁ--ﬂ‘ﬁd ! 4

"Anything that adds more kindn

to fail, warns Whole Foods' Mackey. W '
“Conscious Capitalism. His natural foods grocery chain runs a foundation that grants loans to aid —;
people in povenyuh"ﬁf, comtwing to starl small businesses. "We do these things becayse e ’L
i i - r Vo
the right thing to do.” ‘-—_-""_‘:? \N\(\Q\/‘i x (J\_ S ‘5 a .
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%// (Starbuck ﬁs been at it for years.
mw fem neighborhood that's be
en

The coffee kingpin has operated a
ently, it's opened siny; e

%@ donating a chunk of its profits to Pcc{?ﬁd j
stores in Los Angeles and Houston/BY 2018, it expects to opgrate 50 of them
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Echoing others, CEO Howard Schultz says, "This can't be done through a lens of marketing and PR,

% 1 but through a lens of guiding principals.” Government simply can't do everything, he says, "soit's
‘ incumbent upon business leaders to do more than our share.” \r\_\(\ ‘_._)
NI, e s
But it's not just big, familiar brands doing the kindness thing. So, too, is the appropriately named KINp

?f Healthy Snacks, a 10-year-old snack maker that claims to have both an economic and social bottom
‘ (’7 line. The company's founder, CEO Daniel Lubetzky, was born in Mexico to a fatherw sa
rvivar. That, he says, "defines who | am, what | do.” His father's suffering, he says isthe

H'i-.g
Ay, whose core mission is to "build bridges -
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:;' The key, he says, is that kindness must be genuine. His snacks, he says, not only help do kind things
Every month, the company does one big act of

— [ for the body and the taste buds, but also the world.
kindness, such as buying school supplies for home ids. At the same time, it prods its customers

5o kind acts — as simple as writing a thank-youTote 1o a former teacher -- then report the act

oniine. When enough customers report kind acts, the company responds, in kind, with a large act
.
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oung peoplé don Wmnney.“ Lubetzky says. " want to make a differe
hintwo generations-h& predicts, corporate kindness will be the rule, not-the_exception:
} 3 Inspiration via marketing /\ Q- ="
Wo NS ot

Just the image of kindness can be an effective sales tool. Q g { /r i\-q- "@
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Bcurity cameras from around the globe. Fosfaring ~
a biggt;mmm‘smmnngrmmmn—amdmmce president of
ensive research shows that performing kind acls - the act of giving -- makes people
:ng—'laﬂﬂﬁmé rkeling by Toke will show s&EE&IEHkindmmm
Swings in parks and a lady, wh)o secrelly plants flowers at night. J ) \7)
(2N~ Colere YZS Pad s, e Kafky, So /Y W Spar <
This is not just telling people to be happy,” Bondolowski Says, "but inspiring happiness " \D

¥ W \om ]
.—-—-—_—-———-._____‘_-_‘_-___-___
d/7The makers of Ba

J
YEr aspirin have gotten in on the act, 1oo. A TV spot for its Aleve pain relief brand
[ Ose back pain hits him while volunteering in a soup kitchen.

features 3 guy wh

hin the brand's marketin
Unteer at -- local food

/f The idea came from wit

7‘—‘ and had 100 People vol
_ "We're just reflecting b

Ven a magazine abouyt e that made its debut last month, appropriately named,
he fi

: rstissue, with an initia| circulation of 90,000, sold out, editor-in-chief Barry Boyce says.
When we are mingfyl. WE not only redice strecs o——

y reduce stress and enhance performance, but it increases aur
attention to the well-being of others "
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|In an ultra-tra :mumﬁm:_ icna where information zips from ﬂmomuocx to Twitter to Instagram, just about

everything a company does is outin the open, says John Mackey, co-founder of Whole Foods. a
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But it's no longer Em» outliers such as Ben & Jerry's and ﬁsmﬁ Foods doing the right thing. Big

\ consumer brands such ﬂw ‘Panera, EEcnrm and strom are members in good standing of the Do-,
Gooder Society. More | o_w\Mw:mﬂ than later, corporate kindness that doesn't have its origins in the

public refations or human resources depariment may become as common as coupons. Even in a dicey

economy, m_:a:mmm sells. O .ﬁ ~ W fVI -
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"Millennials who got burned by the ﬁmneamaz feel a resentment to con consumerisoy; but have few

)
alternalives,” says Robbie Blinkoff, a consumer m:_:auo_om_ﬂ from Balti-more. "They had to create
one: Love one another.”




