
 1 

PUSH OUT POVERTY 

 

WALGREENS CORPORATE SOCIAL 

RESPONSIBILITY CAMPAIGN 

 

 

MARY ALICE HUGHES  



 2 

TABLE OF CONTENTS 

I. ISSUE OVERVIEW………………………3 

II. ABOUT WALGREENS…………………..5 

III. CAMPAIGN EXECUTION……………….7 

IV. TARGET AUDIENCES…………………..9 

V. GOALS AND OBJECTIVES……………10 

VI. COMMUNICATION STRATEGY………11 

VII. MEASURABLE RESULTS……………..13 

VIII. APPENDICES…………………………….14 

IX. REFERENCES……………………………26  

 

 

 

 

 

 

 

THE ISSUE 



 3 

• Germany has one of the highest minimum wages in the European Union 

at 9.19 euros an hour.  

• The country experienced a 35-cent minimum wage increase in January 

2019.  

• Unemployment in Germany is also declining, dipping below 5 percent in 

2018.  

• Despite these advances, a record 15.7 percent of Germans lived below 

the poverty line in 2017.  

• The problem lies in a minimum wage that is just barely over the poverty 

line.  

 
• Almost 50 percent of people in Germany are classified as “minijobbers,” 

meaning they’re employed only a few hours a week for a maximum of 450 

euros a month.  
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• For these minijobbers and workers with children, the minimum wage is 

not nearly enough to meet the cost of living in Germany.  

• There is also a huge wealth disparity in Germany. The rich are getting 

richer while the poor are growing in number.  

• In 2017, government figures reported 860,000 homeless in Germany, a 

150 percent rise since 2014.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

ABOUT WALGREENS 

MISSION STATEMENT: 
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• "To be America’s most-loved pharmacy-led health, well-being and beauty 

retailer. Its purpose is to champion everyone’s right to be happy and 

healthy.”  

BACKGROUND: 

• Founded in 1901 in Chicago as a single drugstore  

• The first major drugstore to put prescriptions into child-resistant 

containers in the 1960’s 

• The first to offer safe medication disposal kiosks in its stores in 2016 

• Merged with the European company Alliance Boots in 2014 to form 

Walgreens Boots Alliance. This created the first global pharmacy-led 

health and well-being enterprise.  

• Relaunched the brand in December 2017 with a focus on trust, care, and 

accessibility.  

• Its vision is “to be America’s most-loved pharmacy-led health, well-being 

and beauty company.”  

• Dedicated to championing “the health and well-being of every community 

in America.” 

• Every year, Walgreens partners with Comic Relief in the “Red Nose Day” 

campaign. The Red Nose campaign is “a campaign to end child poverty, 

one nose at a time. Through the power of entertainment, Red Nose Day 

raises money and awareness to help keep children in need safe, healthy 

and educated in America and around the world.” On a designated day, 

Americans all come together wearing their Red Noses—sold only at 
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Walgreens—to fundraise, donate and tune in for a special night of 

programming on NBC. In its first four years, Red Nose Day raised nearly 

$150 million. 

• Walgreens is not currently in Germany.  

 

MOTIVATION: 

• The “Push Out Poverty” campaign will provide Walgreens with a chance 

to expand globally and extend its initiative of providing accessible 

healthcare worldwide. 

• The campaign is also similar to Red Nose Day. In this way, Walgreens 

has an opportunity to further its brand image as one that is dedicated to 

combatting poverty. By extending its reach to Germany, the company 

shows that this initiative extends to anyone and everyone, not just those 

in America. 

• The campaign will work to bolster a favorable public image for the 

company, something that is increasingly more important in this age of 

corporate social responsibility.  

• The campaign provides Walgreens with the perfect opportunity to open 

stores in Germany and begin the process of becoming a global 

conglomerate.  

CAMPAIGN EXECUTION 

EXPOSURE AND AWARENESS: 
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• Because Walgreens is not currently in Germany, it will be critical to 

begin promoting the campaign three weeks before “Push Out Poverty” 

Day.  

DIGITAL MEDIA: 

• Walgreens will post graphics weekly on its Facebook, Instagram and 

Twitter sites [A1, A2, A3]. These graphics will include the date of “Push 

Out Poverty” Day, the specific phrases [see page] and a link to the 

campaign microsite. 

• Walgreens will create a campaign microsite [www.pushoutpoverty.com] 

that provides details about the issue, the event and the purpose of the 

campaign. [A4].  

• Walgreens will also post testimonials on its social media sites [A5]. 

TRADITIONAL MEDIA: 

• Walgreens will create magazine ads to be featured in popular German 

magazines. [B1].  

• Walgreens will hang campaign posters [B2] in well-populated areas 

like bus stops and transit stations.   

• Walgreens will publish a press release [B3] 

• Walgreens will create a radio advertisement [B4] 

• Walgreens will create and sell campaign buttons [B5] on the day of the 

event. 

THE EVENT: 
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• On December 5, 2019, Walgreens will host “Push Out Poverty” day at its 

brand-new location in Munich. At this Walgreens store, customers will be 

able to buy limited-edition “Push Out Poverty” buttons. The buttons will 

only be sold in the store. 

• Customers will be encouraged to buy multiple buttons and pass them 

out to everyone they see, even (and particularly) strangers. The idea is to 

promote a helping hand initiative, one where customers feel the drive to 

extend a hand to those in their community that are in need. 

• Proceeds from “Push Out Poverty” Day will benefit Global Call to Action 

Against Poverty Germany, a nonprofit organization that is working to 

eradicate poverty worldwide.  

 

 

 

 

 

TARGET AUDIENCES 

• Primary: Those citizens in Germany who can afford to give to the 

campaign. Specifically, these include those who belong to the middle and 

upper class.  
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• Secondary: Those affected by poverty in Germany. This includes those 

who are struggling to support children, those who often go hungry and 

those who have become homeless.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

GOALS AND OBJECTIVES 

GOAL 1: To raise awareness about poverty in Germany  

• Objective 1: Obtain 50,000 social media hits (likes, shares, etc.) in the 

three week media blast leading up to the campaign 
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• Objective 2: Inspire 10 percent of German citizens to move from latent to 

active and work towards solving the problem of poverty in Germany one 

month after the campaign.  

GOAL 2: To offer a concrete solution for the issue  

• Objective 1: raise $25,000 on “Push Out Poverty” Day to be donated to 

Global Call to Action Against Poverty  

• Objective 2: sell 12,500 “Push Out Poverty” buttons on the day of the 

event 

 

 

 

 

 

 

 

 

 

 

COMMUNICATION STRATEGY 

DIGITAL MEDIA: 

• Social media graphics will be posted weekly on Walgreens’ Facebook, 

Instagram and Twitter pages. These posts will include the date of “Push 
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Out Poverty” Day [December 5, 2019] and the specific phrases of the 

campaign. The posts will also have a link to the campaign microsite. 

• On the campaign microsite [www.pushoutpoverty.com], users can click 

on one of three tabs. The first tab, titled The Facts, will provide 

background information about poverty in Germany; the second tab, titled 

The Event, will explain the location and date of the event as well as its 

purpose; and the third tab, titled GCAP Germany, will give information 

about the Global Call to Action Against Poverty, an organization that 

seeks to eradicate poverty in Germany [see]. 

• Walgreens will also post testimonials on its social media sites. These 

testimonials will be from impoverished Germans who are struggling to 

make ends meet despite working harder than ever before.  

TRADITIONAL MEDIA: 

• Walgreens will create a magazine advertisement to be placed in popular 

German magazines like Der Spiegel. With luck, the advertisement will be 

featured on the front page of the magazine and will be accompanied by 

an article based on the company’s press release.  

• Walgreens will create campaign posters. These posters will be displayed 

in high-traffic areas like bus stops and the Bahnhof (public transit 

stations) throughout Munich.  

• Walgreens will create and post a press release detailing the campaign 

and “Push Out Poverty” Day. The press release will be posted on the 

campaign microsite and sent to all major Munich news organizations, 

both print and television.  
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• Walgreens will create a radio advertisement detailing the campaign and 

the event to be broadcast on all popular radio stations in Munich. 

• Walgreens will create a limited-edition “Push Out Poverty” button that 

will be sold exclusively at the Munich Walgreens on “Push Out Poverty” 

Day. 

SPECIFIC WORDING: 

• #pushoutpoverty—a catchy phrase that will stick in the minds of German 

citizens and make them more likely to remember the campaign  

• You can help—a phrase which will appeal to the German citizens’ sense 

of moral duty and encourage them to take an active role in eradicating 

poverty in their country.  

• 15.7 percent of Germans live below the poverty line—a shocking statistic 

that will grab the attention of onlookers and peak their interest in the 

campaign.   

 

MEASURABLE RESULTS 

GOAL 1: To raise awareness about poverty in Germany  

• Objective 1 will be measured by examining the social media posts on all 

platforms to determine whether or not the goal of 50,000 media 

impressions was reached. 

• Objective 2 will be measured by conducting a post-campaign survey one 

month after the event that asks citizens a) if they recall the campaign 

and b) how likely they are to continue to donate to Global Call to Action 
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Against Poverty or work with any other organizations to solve the 

pervasiveness of poverty in Germany.  

GOAL 2: To offer a concrete solution for the issue 

• Objective 1 will be measured by analyzing the proceeds from “Push Out 

Poverty” Day and determining whether or not the target amount was 

reached. 

• Objective 2 will be measured by doing inventory to determine if the target 

number of buttons were sold on the day of the event.  

 

 

 

 

 

 

APPENDICES 

DIGITAL MEDIA 

 Facebook post      A1 

 Instagram post      A2 

 Twitter post       A3 

 Campaign microsite     A4 

 Testimonials      A5 

TRADITIONAL MEDIA  

 Magazine advertisement     B1 
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 Campaign poster      B2 

 Press release      B3 

 Radio advertisement      B4 

 “Push Out Poverty” button     B5 

  

 

 

 

 

 

 

 

 

A1.  
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On December 5, 2019, Walgreens is partnering with GCAP Germany to 

eradicate poverty in Germany. Visit www.pushoutpoverty.com to learn more.  

 

 

 

 

 

 

 

 

A2.  

http://www.pushoutpoverty.com/
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On December 5, 2019, Walgreens is partnering with GCAP Germany to 

eradicate poverty in Germany. Visit www.pushoutpoverty.com to learn more.  

 

 

 

 

 

 

 

 

A3.  

http://www.pushoutpoverty.com/
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On December 5, 2019, Walgreens is partnering with GCAP Germany to 

eradicate poverty in Germany. Visit www.pushoutpoverty.com to learn more. 

 

 

 

 

 

 

 

 

 

 

 

A4.  

http://www.pushoutpoverty.com/
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A5.   
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Andreas, 25. “I work 90 hour weeks at three different jobs, but it never seems 

to be enough. I’ve been evicted from five different apartments because I 

couldn’t pay rent—now, I can’t get approved for a lease. I crash on friends’ 

couches when I can, but sometimes I have to sleep outside, and it gets really 

cold at night. I worry about my dogs a lot. I always feed them before I feed 

myself, but my worst nightmare is becoming so broke I can’t take care of them 

anymore. They’re all I have left.” 

Andreas needs people like you to make a difference in his life. Join Walgreens 

and GCAP Germany on December 5, 2019 to #pushoutpoverty. 

 
 

 

 

 

B1.  
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B2.  
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B3.  



 22 

[SOMBER MUSIC] 

[VO] 

15.7 PERCENT OF GERMANS ARE LIVING BELOW THE POVERTY LINE. THEY 

ARE YOUR NEIGHBORS, YOUR COWORKERS, YOUR FRIENDS. 

YOU CAN HELP. 

[UPLIFTING MUSIC] 

WALGREENS IS DEDICATED TO HELPING SOLVE THIS PROBLEM. ON 

DECEMBER 5, WE’RE COMING TO MUNICH FOR “PUSH OUT POVERTY” DAY. 

WE’RE RELEASING LIMITED EDITION BUTTONS—BUY THEM FOR 

YOURSELF, FOR YOUR FRIENDS, FOR STRANGERS. ALL PROCEEDS 

BENEFIT GLOBAL CALL TO ACTION AGAINST POVERTY GERMANY.  

BE A PART OF THE MOVEMENT. 

WALGREENS—TRUSTED SINCE 1901  

 

 

 

 

 

 

 

 

 

B4.  

WALGREENS CORPORATION 
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800-925-4733 

FOR IMMEDIATE RELEASE   

Walgreens to Launch Global Expansion in Munich, Help Eradicate Poverty  

with “Push Out Poverty” Day 

 Walgreens is no stranger to the fight against poverty. For the past four 

years, the company has partnered with Comic Relief’s Red Nose Day campaign 

to raise nearly $150 million for the fight against child poverty worldwide and 

positively impact the lives of over 16 million children. Now, however, it’s time 

for the company to set its sights further than the United States.  

In December 5, 2019, Walgreens is opening the doors to its first location 

in Germany in the center of Munich. In celebration of the company’s 

introduction into the country, it will host “Push Out Poverty” Day. This day is 

aimed at raising awareness about the pervasive problem of poverty in Germany 

and inspiring citizens to take an active role in eradicating the problem. To do 

this, the store will sell limited edition “Push Out Poverty” buttons at $2 each. 

The hope is that every customer will buy buttons not just for themselves but 

for others, even (and particularly) strangers. The company hopes to promote a 

helping hand initiative, one where customers feel the drive to extend a hand to 

those in their community that are in need. 

100 percent of proceeds from the event will benefit Global Call to Action 

Against Poverty Germany, a group dedicated to supporting “people in their 

struggles for justice and bring[ing] individuals and organizations together to 

challenge the institutions and processes that perpetuate poverty and 

inequalities across the world.”  
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Walgreens is an American company established in Chicago in 1901. Its 

mission is “to be America’s most-loved pharmacy-led health, well-being and 

beauty retailer.” It is dedicated to offering ultimate convenience, earning 

customer loyalty and delivering extraordinary customer and patient care to all 

customers who step through the doors of a Walgreens store.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

B5.  
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