
 
“Heart disease is the number one killer of women in the U.S.,” (Go, 2009) taking “more 
than 870,000 Americans each year, and cardiovascular disease claims the lives of 
460,000 women every year (GRFW, 2008). The Go Red for Women (GRFW) 
movement is an initiative by the American Heart Association’s (AHA) to “reduce 
coronary heart disease, stroke and risk by 25 percent by 2010” (American, 2009). The 
GRFW campaign seeks to change the perception that heart disease is a "man's 
disease" by raising awareness and teaching women “how to talk to their doctors about 
heart disease” (Go, 2009).  
 
Objectives 
Raise awareness among women that heart disease is their number one killer 
Infuse AHA brand with relevance and emotional appeal for women ages 35-55 
Increase and diversify corporate support to raise funds and enhance reach (AHA, 2009) 

Strategies  
Positive action, education and advocation celebrates the energy, passion and power of women banding together to wipe out 
heart disease and stroke (Go, 2009). AHA’s nation-wide IMC campaign motivates women and supporters to participate, 
actively live heart healthy lives and understand risks associated with heart disease via strong and impacting call-to-actions. 
 
Tactics 
Go Red branding, cause and corporate partnerships, celebrity spokespeople and endorsers, television anchor participation, 
influencers, National Wear Red Day, Lobby Day, National Landmarks turn red, workplace participation (where employees 
wear red), shop Go Red, awareness tracking surveys, education and awareness materials, direct mail, banquets, promotions, 
a Web site, local and national special events, displays/billboards (AHA, 2009).  
 
Evaluation 
55 percent of women identify heart disease as No. 1 killer, up from 34 percent in 2004  
500,000 individuals enrolled in Go Red For Women 
Distributed 7 million collateral pieces, 7 million red dress pins, 40,000 health care tool-kits, and 80,000 prevention guidelines 
Lit up 150 landmarks with red lights  
Developed the “little red dress” fashion trend (2006) 
More than $71.5 million raised for the cause 
93 percent of women took action to improve health after taking Heart CheckUp 
More than 5 billion impressions generated 
3.2 billion visits to the Go Red For Women Web site 
12,700 companies that participated in 2006 National Wear Red Day 
220 Go Red Luncheons held across the country in 2006  
26 countries that adopted Go Red via World Heart Federation (AHA, 2009) 
 
Successful Partnerships 
 
Grassroots unites advocates to raise awareness about women’s’ risk for cardiovascular disease. Nearly 200,000 “You’re the 
Cure advocates” span across the U.S., who call on local, state, and federal lawmakers to discuss the HEART for Women Act. 
 
National sponsorships with Macy's, a retail provider of women’s fashions and accessories, and Merck & Co., Inc., a “global 
research-driven pharmaceutical company… [that] discovers, develops, manufactures and markets vaccines and medicines to 
address unmet medical needs,” and “publishes unbiased health information as a not-for-profit service” (Merck, 2009).  
 
Product sales programs with Macy's, Blue Diamond Growers Whole Natural Almonds, Clairol Professional, Fresh Express (a 
subsidiary of Chiquita), Perfumania, Princess House, StarKist Tuna, Yankee Candle, Jafra Cosmetics, and Cutco Cutlery (Go, 
2009). Both build revenue, awareness, positive positioning, new consumers, sales, differentiation and stronger relationships.  
 
Point-of-purchase programs with Jiffy Lube, Rite Aid, and SuperValue (Go, 2009) that add transactional donations to retail 
services at the point-of-purchase, or encourage in-store recognition, communicated by employees at local and national levels.  
 
Donations by businesses, like Merck, Geoffrey Beene, The Campbell Soup Company, e-GLAM, Inc., and Hamilton Beach (Go, 
2009), fund the GRFW movement with yearly contributions that are made in conjunction with product sales and lump sums.  
 
National “Go Red” branding includes Go Red Heart Checkup, Go Red BetterU, Red Dress Pin, National Wear Red Day, 
National/Local Monuments Go Red, Celebrity spokespeople and endorsers, Go Red Heart-Friendly Cities for Women, and Go 
Red for Women “Love Your Heart” Cookbook. GRFW has grown into a “cultural emphasis, publicly supporting a cause to 
enhance a company’s brand, inner culture and reputation in the community” (Daw, 2006). The red dress logo and the color red 
is also an indicator of the movement used by The Campbell Soup Company, Nicole Miller, Swarovski’s Go Red for Women 
Collection, and Ocean Spray’s Go Red BetterMe Coaching Tool (Go, 2009). 
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Failures and limitations 
 
Dishonest company motives 
Companies can be criticized for self interest. “Having a cause-marketing relationship that is too one-sided, self-serving, and /or 
commercial” are detrimental to both parties involved (Daw, 2006). When businesses align with causes, they must be held 
accountable, and although businesses are eligible for tax benefits, nonprofits must receive equal, if not more, benefits. GRFW 
partners have missions that link, or contribute. Some are not as high fit as others, like Jiffy Lube, Rite Aid, SuperValue, 
Yankee Candle, Jafra Cosmetics, and Cutco Cutlery, but low fit partnerships can develop personal gain through the positive 
reinforcement and perceptions. 
 
Over-commercialization 
As GRFW moves into the branding stage, there is the possibility of over commercialization. Like the Susan G. Komen For the 
Cure campaign, pink ribbons have become synonymous with breast cancer awareness; however, this has led to overuse of 
the symbol, color and cause in marketing which can have consumers questioning the true reach and effectiveness of the 
program, as it no longer promotes prevention and detection, but a small contribution to research. The red dress has become a 
logo and symbol synonymous with the GRFW movement and been incorporated into designers fashion lines, food and 
beverages, accessories, appliances, etc. Although not at the Komen campaign level, GRFW could grow into a commercially 
driven cause and lose sight for the mission, which may decrease contributions and create unfavorable perceptions.  
 
Recall on product 
There is potential for partners to experience the recall of a product directly linked, approved, or recommended by the cause. 
GRFW currently partners with a number of food and beverage items, including SuperValue, Ocean Spray, The Campbell Soup 
Company, Blue Diamond Growers Whole Natural Almonds, Fresh Express (a subsidiary of Chiquita), and StarKist Tuna, that 
claim to be heart-healthy products that aid the prevention of heart disease. Should a product not live up to the claim, GRFW 
constituents could experience betrayal, anguish and frustration with the cause, not mention a loss of trust and credibility. 
 
Misleading advertising 
“Having advertising that is not sincere, honest, or gives the perception of nonprofit endorsement and not handling criticism with 
open and honest communication” is a caution to causes and their partners (Daw, 2006). Consumers are savvy and want 
details on the charity, their involvement, and fit in with the company’s core brand” (Patiro, 2007). A return on investment is 
imperative in cause marketing relationships. Companies caught contributing more funding to promotion of a partnership than 
the cause itself raises question of the company’s commitment to caring for and helping the cause, and suggests the alignment 
to be a branding or public relations stunt to garner media attention and positive perceptions in constituents (Patiro, 2007). 
 
Recommendations for Future Development 
 
Licensing program 
In addition to successful product purchase and point-of-purchase programs, GRFW will create and implement a licensing 
program, specifically among the food and beverage industry, to promote its message and reach new audiences. In a licensing 
program, “a nonprofit organization licenses its name and /or logo to a business for use on products in return for a fee or 
royalty” (Daw, 2006). GRFW and the AHA is already a trusted name in the health industry, so approval from this cause will 
produce many benefits for partners and GRFW. If AHA endorses heart healthy products, like tuna, it will build credibility and 
awareness for both parties, while receiving support- financial and promotional- from the business. 
 
Continued branding without over commercialization 
To address over-commercialization, GRFW will research the effects on the Komen campaign to understand the advantages 
and disadvantages to partnering with a large amount of businesses, promotions and organizations. GRFW will learn their 
actions to become more informed decision-makers when aligning with new businesses. As the GRFW movement becomes 
more commercialized and recognizable by a larger audience, more companies will seek to align with the cause, but not all will 
be committed to helping its mission. Some might see the partnership as increased personal awareness, perceptions and 
profits for their brand instead of GRFW.  
 
When determining good fit businesses for GRFW, a cause will research a company’s goals to determine if GRFW can be 
linked with the cause. If collaboration will benefit both parties, then combining assets of the partner and cause will reach 
maximum benefits. However, GRFW must be sure that a value is placed on both the business and the cause. GRFW will pay 
special attention that the company is not under promising funding or contribution, and not over delivering. Although the red 
dress logo is versatile and has many uses, GRFW must be critical of how its used, where and when, as well as how the color 
red is are displayed on products and promotions. An agreement with the GRFW will insist that the company continually check 
in to be sure missions continue to match, substantial contributions are being made and awareness as a result of the alliance is 
taking place (Daw, 2006). 
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