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Corporate / Nonprofit Partnership  
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Partnership Origins 
 

• Began with J&J Employee Resource Group 
• Started as corporate workplace training on LGBT training issues 

through PFLAG’s Straight for Equality in Workplace efforts 
• J&J approached PFLAG about developing workplace curriculum 

training around safe schools as a way to engage more allies 
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Partnership Design 
 

• Educational and awareness campaign on the harm of bullying, 
violence and discrimination of LGBT students 

• Communications across multiple communication channels 
• Activation in Pride celebrations across the country through Safe 

Schools Action Pak to drive awareness to more stakeholders of the 
issues impacting LGBT youth 

• Family friendly focus of products  
• Grant to PFLAG National with majority of funds redistributed to 

local chapters to support coordination and volunteer engagement 
SPECIAL CARE: NOT TO TAKE AWAY FROM PFLAG @ PRIDE 
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2012 
Anti-bullying 

2013 
Remembering 

Jeanne Manford 

2014 
Caring for all 

Families 
Featuring a J&J Family 

2015 
Our Youth have 

the Power to 
Ignite Change 

2016 
Love Has No 

Labels 
Social Campaign 

Care with Pride Overview 
 Purpose:   
To openly champion love, equality and care for all people within the LGBTQ community. 
 

Objectives:  
• To build brand love and loyalty for J&J brands  
• Provide support to beneficiary organizations  
• Build awareness of organizations & issue awareness 
Target:  
LGBTQ community and allies 
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Initial Success!  

 
• Mainstream Awareness  
• GLAAD Amplifer Award 
• Other advertising award that it won 
• Unexpected Activation Opportunities 
• New Conversations 
• Surprising Allies  
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Celebrity Influencers  

 
Olivia Holt Twitter & Instagram 

post ,reach of 1MM 
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Brand & Issue Awareness 
2011 

• 6.7M circulation Ladies Home Journal, Family Circle 
• 28 million PR Impressions 
• 40 million Advertising Impressions 

2016 
• 5 week Face book campaign 
• 25MM Impressions vs. 13MM Goal 
• 54K CTs, 15K Likes and 2K shares across just 25 posts 
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CWP Recognized 
with 2015 AdColor Award 
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Volunteer Engagement  

 
“In my 12 years at J&J, I have never been so proud to have been  
associated with the company as I did while marching in Philly with  
Care with Pride. Actions speak louder than words and this  
project sent a powerful message to the doctors I visit, the clinics  
I see and the community we serve.” Pharma Rep 
 
 
“Being out on the West Coast, I have never felt such a strong  
connection to the “Mothership” of J&J as I did while working  
on this campaign. It is everything that the Credo encourages us 
to do.” 

Nuetrogena Marketer  
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Organizational Impact  

• Strong J&J employee and brand engagement behind fall CWP Spirit 
Day activities 
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Care with Pride Three Tiered Business Model   
 

Drive engagement with LGBTQ 
community and JNJ Employees via 
events and Donate a Photo call to 

action 
 
 

Advocacy 
 

Communication 

Drive Awareness 
of Brand Support and Care for 

LGBT Community via paid 
Facebook Campaign 

 
 
 
 
 
 

Activation 

Promote J&J consumer brands 
real time in market at 65 pride 
events via PFLAG Partnership 

Retailer Partnerships 



82% 

100% 

US Total

Consumers

n=46 

n=58 

% With Positive Opinion of J&J 
(Much More/Somewhat More Positive) 

After Learning About “Care with Pride” 

74% 

92% 

US Total

Consumers
n=46 

n=58 

Inclination To Discuss “Care with Pride” With 
Others (% Strongly/Somewhat Inclined) 

3% 

17% 

18% 

21% 

US Total

Consumers

Very Familiar
Somewhat Familiar

% Familiar With “Care With Pride” 

n=319 

n=238 

One in five US respondents are familiar with the “Care with Pride” Program and 
those who are aware are inclined to discuss CWP with others 



 
 Safe Schools Action Pak: 

 Top Ten Tips to Make Schools Safe for All 

For every coupon/rebate redeemed, PFLAG, including their “Cultivating Respect: Safe 
Schools for All” program will receive $1 from Johnson & Johnson Family of Companies.   
Minimum Pledge: $200k/Maximum Pledge $300k  



Care with PRIDE™ Report Out 

High Impact Communications! 

Congress 

“We’ve partnered with Johnson & Johnson 
Family of Companies and Walgreens Family 
of Companies to create the Care with 
PRIDE™ campaign, which leverages the 
power of pride events across the country to 
raise awareness for the need to build safer 
schools for all students.”    
           Jody Huckaby/PFLAG  Executive Director  
                                                         Congress, July 2012 

PR/Events Print Digital Social Media 
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Participating Brands  
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