PRESS RELEASE
Baby Soft® breezes through on the triple bottom line
December 2007
Philanthropy is this year’s number 1 accessory in every industry from marketing to fashion and as 2007 finds itself in the midst of the traditional season of giving, everyone from big corporates to celebrities, is offering time, money or services to those in need.  In an increasingly competitive market place it is collaboration and forming strong visual and vocal relationships with like-minded causes that boosts the second and third of what has come to be known as the triple bottom line.  
There is a trend towards judging the success of a company against three unique pillars namely economic, environmental and social success.  In other words to expand and grow consumption of a product requires a strategy that incorporates all 3 of these elements in order to reflect on the triple bottom line.  Doing well economically generates profit, doing well environmentally generates goodwill among consumers, business partners and suppliers as well as ensuring longevity and good morale within the company, and social success generates awareness and eventual preference to the brand or company within the market place.  Arguably these last two elements result in increased profits too.
It is clear that companies both internationally and locally are recognising the value of approaching strategy with the triple bottom line in mind.  International corporate giants including Motorola, Apple, GAP and American Express recently committed a percentage of sales on their RED products to the funding of anti-retroviral rollout in Africa.  Locally companies like Kimberly-Clark’s leading South African premium bath tissue manufacturers, Baby Soft®, will successfully close their 2007 corporate social investment project in aid of the South African Guide Dogs Association for the Blind (SAGA) at the end of this month.  Having undergone a complete repackaging of their 4’s, 9’s and 18’s products for a limited period of 3 months the campaign looks set to raise more than R200 000 for South Africa’s visually impaired community, a full R50 000 increase on last year’s donation to this established cause.  
The National Economic Development and Labour Council (Nedlac) estimates that CSI contribution by the corporate sector was between R4 and R5 billion which is 0.26% of the turnover of large corporations and 0.15% of small and medium enterprises in 2002 and has tracked exponentially rising figures in CSI contribution ever since.  The trend is to recognise the many benefits for all involved in donating resources to worthy causes, not least of all the donor itself. The challenge comes in maximising on the opportunity to donate funds and finding a good fit for the individual brand so that the donation lends itself naturally to the cause.
According to Baby Soft® Brand Manager, Murray Booth, there is a natural fit between Baby Soft® and SAGA. “The Baby Soft® puppy logo is a recognised logo in the South African market and it has leant itself well to the caring and family nature of the brand.  This has lead to commercials and print campaigns featuring the cuddly puppy which in turn relates directly to SAGA. We’re very proud of our association with SAGA and it is clear that our consumers enjoy the immediate result in donating money to the breeding and raising of these amazing dogs that offer the South African visually impaired community, their companionship, mobility and dignity.”
 (Words: 533)

Notes to the Editor:

· Baby Soft® began it’s “Find the Guide Pup” on-pack promotion mid-October this year and will conclude officially at the end of December 2007 (while stocks last) when final results will be released.

· A plush, harnessed Guide Dog pup can be won by finding a token in limited edition packages of 4’s, 9’s and 18’s Baby Soft bath tissue, packaged in the new “Find the Guide Dog Pup” spring packaging.
· For each plush, harnessed Guide Dog pup that is sent out to a consumer smsing in with their unique token number, Baby Soft has donated R10 to SAGA.

· Results of the campaign will be release in the first week of January 2008 when the cheque will be handed over to SAGA.
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