Company Name

Attn: Contact Name

Address

Address

City, State, ZIP

Email: 
Monday, February 13, 2012
Dear Contact Name,

I’m sure that you know what the pink awareness ribbon symbolizes, but do you know what the gold awareness ribbon symbolizes? 

Like most people, I too didn’t know the meaning of the gold ribbon until I heard the devastating words that my precious child was diagnosed with cancer. It was then that I personally learned that the gold ribbon symbolizes the lives of more than 35,000 children in America who are being treated for cancer each and every day. The gold ribbon represents the disease that continues to be the leading cause of death of America’s kids. The gold ribbon represents one in every 330 children who will be diagnosed with cancer before they reach their 20th birthday. Most importantly it represents hope for my child and the thousands of children diagnosed each year with cancer. 
I’m writing to share with you the urgent need to raise awareness of childhood cancer and to ask for your company’s help through the addition of the gold ribbon on your product packaging. Cause-marketing has created a corporate growth industry that has expanded from $120 million in 1990 to $1.62 billion in 2010. The broad corporate marketing of the pink ribbon has raised much needed awareness. In fact, associated funds raised have resulted in the discovery of 15 new drugs approved by the FDA to treat breast cancer in the last 20 years, with an overall five year survival rate jumping to 92%. In comparison, there has been only one new drug approved by the FDA in the past 20 years to treat childhood cancer, and the overall survival rate has remained largely unchanged. Children diagnosed with the most common type of childhood cancer, acute lymphoblastic leukemia, receive 11 drugs in their treatment regimen. Half of these drugs were discovered in the 1950’s, half were discovered in the 1960’s, and one was discovered in the 1970’s. Without question, there is an urgent need for new drug discovery to treat childhood cancer!
To continue, recent surveys show that consumers, especially mothers, like cause-marketing products and want to see more of them. In fact, mothers of all ages are the most supportive consumers of cause marketing, with 9 out of 10 preferring to buy a product that supports a cause. 93% of moms will switch brands in order to support a worthy cause. There is no greater cause for any mother than that of helping a sick child.  On behalf of the tens of thousands of sick children in this country who are fighting cancer I am personally asking for you to partner with the American Childhood Cancer Organization (www.ACCO.org) in a gold ribbon cause-marketing campaign. 
Since 1970, the American Childhood Cancer Organization (formerly Candlelighters Childhood Cancer Foundation) has been the largest grassroots organization impacting the lives of children and their families across the US. The American Childhood Cancer Organization is the largest publisher of childhood cancer books and resources, with free distribution across the country to children with cancer and their families. ACCO provides local community support through its affiliates and community chapter organizations. ACCO also acts as the voice of the nation's youngest cancer patients on national cancer committees, and it supports cutting-edge research leading to new targeted drug development and cures. Moreover, the American Childhood Cancer Organization is proud to be the founding organization of the gold ribbon symbol. The Jel Sert company (www.jelsert.com) has partnered with ACCO to produce the first gold ribbon product, with 10 million of their packages cobranded with ACCO’s logo and the gold ribbon. Support for Jel Sert from the childhood cancer community has resulted in their company’s Facebook page escalating from 50 “likes” to 116,834 on one product page, and to 277,660 “likes” on the second product page over a short 18 month time period.  
Without a doubt, your corporate support through cause-marketing of the gold ribbon will impact the way America’s children with cancer are treated. Please hold hands with American’s youngest cancer patients by contacting ACCO and letting them know that your company would like to support the gold ribbon cause-marketing campaign. Help our kids “see gold.” Please let our nation’s children with cancer know that America’s corporations are standing behind them in their cancer fight, and giving them hope so they can grow up and have a strong and healthy future.  

You can visit ACCO’s website at www.acco.org, and you can view what the gold ribbon means to childhood cancer families at http://s.acco.org/gogoldvideo. You may can also read more about the benefits of cause-marketing at http://s.acco.org/partnershipbenefits.
Please contact ACCO regarding your support at: gogold@acco.org. You may also email ACCO's Executive Director, Ruth Hoffman, at rhoffman@acco.org.
Thank you.  
Best,

Your Name
Your Contact info
My Family's Story
Feel free to add your family's childhood cancer story here. If you do not want to add your story, delete this section before printing your letter.
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