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A CSR communication strategy for Continente: improving brand image and 

reinforcing local community bonds 

  

Abstract 

The aim of this Work Project is to present a Corporate Social Responsibility communication strategy for 

Continente, leader of Portuguese food-retail market. The project was developed in a partnership with the 

communication agency Fuel and it is focused on Continente’s cause-related marketing project, “Missão 

Sorriso”. The strategy presented aims to improve Continente’s image and reinforce its positioning as a 

close and inspiring brand, taking into account brand values and its strategic vision. In this sense, the 

project presents recommendations at brand level, intending to clarify Missão Sorriso identity and 

positioning, and at the activation level, in order to reinforce the perceived authenticity and proximity of 

its CSR initiatives. The implementation plan comprises two activities that leverage Continente 

competitive advantages, reinforcing its local relevance through partnerships with schools and local 

institutions, and supporting the strategic integration of Missão Sorriso into corporate business. 

 

Keywords: CSR; Continente; Missão Sorriso; local relevance  
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LITERATURE REVIEW 

 As social and political forces pressure corporations to act in a more responsible way, the stakeholder 

theory (Freeman, 1984), which states that organizational success depends on meeting both economic 

and non-economic objectives (e.g. corporate social performance), gains strength (Gupta & Pirsch, 2008; 

Maon et al., 2009). This theory is central to the concept of Corporate Social Responsibility (CSR), as 

most definitions are based on three crucial ideas: companies have responsibilities that go beyond profit 

seeking; these responsibilities apply to all stakeholders; and firms’ commitment is voluntary, going 

beyond legal obligations (Heslin & Ochoa, 2008; Kotler & Lee, 2008). Recent perspectives position 

CSR in a marketing context, reflecting corporations’ increased desire for “doing well and doing good” 

(Byus et al., 2010). In this sense, CSR is integrated into corporate strategy, being aligned with each 

organization’s unique vision, competencies and strategic opportunities (Heslin & Ochoa, 2008; 

Galbreath, 2009). Strategic CSR starts with the selection of few strategic social issues and entails 

focusing on just a few initiatives with the highest potential to yield both business value and 

social/environmental contribution (Porter & Kramer, 2006). So, firms apply their resources and expertise 

to social aspects that strengthen company competitiveness, resulting in a win-win relationship.  

 According to Kotler & Lee (2005), corporate social initiatives fall within distinct categories, such as 

cause-related marketing (CRM), corporate philanthropy, cause promotion and community volunteering. 

Cause-related marketing generally involves the coordination among a firm, its consumers, and a non-

profit organization, tying the contribution of the firm to consumer engagement in the purchase of a 

product. Corporate philanthropy is defined as a direct contribution from a company to a charity or 

cause (e.g. donations, in-kind services). Cause promotion is the corporate involvement in increasing 

awareness and concern about a social issue or supporting fundraising, participation or recruitment for a 

cause. Finally, through community volunteering firms encourage employees to volunteer their time to 
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support the local community. By integrating community volunteering with other corporate social 

initiatives, companies can establish strong bonds with local communities, enhancing, at the same time, 

employee motivation and commitment (Kotler & Lee, 2005). 

 Literature has extensively studied the positive outcomes of companies’ CSR initiatives. Specifically, 

a positive relationship has been found between CSR and: perceived products/services quality and 

higher purchase intentions (Gupta & Pirsch, 2008; Nielsen, 2012
1
); consumer satisfaction and trust 

in the company (Swaen & Chumpitaz, 2008); increased brand equity (Hoeffler & Keller 2002); 

improved financial performance (Byus et al., 2010); and higher reputation ratings (Fombrun & 

Shanley, 1990). Furthermore, CSR activities can indirectly positively affect key drivers of corporate 

prosperity by attracting and retaining committed employees (Collierand & Esteban, 2007); supporting 

marketing goals and creating positive investor relations (Kotler & Lee, 2005). 

CSR trends  

 Consumers’ expectations regarding CSR have risen, as, in recession times, people feel a stronger 

need to get closer to their communities and they expect brands to make a difference in their lives. A 

Nielsen survey
2
 showed that Portugal consistently appeared in global top ten in believing it is very 

important for companies to actively support social and environmental programs. Also, a recent national 

study
3
 has shown that 79% of Portuguese consumers expect big companies to play an active role on 

solving social and environmental problems. Moreover, consumers expect that companies act at local 

level, implementing concrete activities with social impact on their local communities – proximity CSR 

trend
4
. This represents an opportunity for brands to respond to social aspirations, working as an 

aggregated platform and engaging consumers to take action on their communities (López, 2010).  

                                                           
155% of European consumers say they prefer to buy products and services from companies that give back to society and 32% 

reveal they are willing to pay extra for those companies’ product and services (Nielsen, 2012).  
2 Nielsen (2008). 
3 Havas Media (2012). 
4 C - The Consumer Intelligence Lab. 2011. “Tendências de Mudança do Consumidor Português”.  
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 However, one of the challenges conditioning the successful development and implementation of 

CSR campaigns is the growing scepticism related to cause exploitation by firms, as consumers hold 

intuitive beliefs that companies have self-interest motives (Speed & Thompson, 2000; Becker-Olsen et 

al., 2006). CRM campaigns are more likely to be perceived suspiciously, as they create an explicit link to 

profit-generating activities (Barone et al., 2007). Company’s efforts may be perceived as more genuine, 

through the integration of CRM with other CSR activities, (Kotler & Lee, 2005). Also, CSR 

activities have to be communicated in an authentic and transparent way, which calls for the 

integration of social purpose into brand’s DNA (Fairfield, 2009; López, 2010). 

 The perceived sincerity and trustworthiness of CSR campaigns is also influenced by brand-cause-

consumer fit. In a social marketing context, fit is the perceived link between a cause and a firm’s 

product line (functional-based fit), and/or company’s values, target market and perceived image (image-

based fit) (Gwinner, 1997). Drawing from associative network theory and brand extension literature, 

academic research has demonstrated that high perceived brand-cause fit has a positive impact on 

corporate credibility and company’s image because the perceived consistency reduces the possible 

generation of counter-arguments (Chéron et al., 2012; Sohn et al., 2012). Besides, social issues should be 

selected on the basis of high personal affinity between the cause and the target market as it will 

influence customers to consider firm’s motives as altruistic (Hoeffler & Keller, 2002; Swaen & 

Cumpitaz, 2008; Lee et al., 2011). Finally, companies should show a certain degree of commitment 

towards CSR, which can be conveyed through higher inputs (e.g. higher monetary contributions and 

employee volunteering), durability over time and consistency. Higher commitment levels were found 

to positively influence company’s perceived sincerity, reduce scepticism towards firm’s motivation 

and increase campaigns’ success and effectiveness (Dwyer et al. in Ellen et al., 2000). 
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METHODOLOY 

 The methodology to develop this Work Project followed the Creative Business Idea (CBI) strategic 

process, through the analysis of the category, the brand and the consumer
5
. The study was based on 

secondary research and on primary research. In this sense, 14 in depth interviews were conducted to 

Continente consumers
6
, in order to understand their perceptions of the relationship between CSR and the 

brand. Moreover, we interviewed Continente CSR and Marketing Departments, aiming to 

understand the brand vision, marketing objectives and strategic guidelines. The strategy presented was 

supported based on an interview to a fellow of a CSR and Sustainability Consulting Company and to 

a Branding Specialist. The implementation plan was presented taking into account the insights gathered 

on the interviews to different stakeholders
7
: one School Group Director, two School Group Sub 

Directors, one School Social Assistant, two elements of the Education Department of Oeiras City 

Council, one element of the Education Department of Porto City Council; one primary school teacher, 

one elementary school teacher, one ONGD related to the promotion of volunteering in children; and one 

interview at the Marketing Department of Portuguese Red Cross. Moreover, 13 children aged between 

8 and 11 years old were involved in an experiment to test one of the suggested activities. Finally, two 

online surveys were conducted: one to Continente consumers (N=292)
8
; another to Schools (N=214), 

directed to management boards and teachers
9
.  

SITUATION ANALYSIS 

                                                           
5 CBI is a confidential strategic tool used by Havas Group to develop creative business ideas, which entails analyzing the 

category, the brand and prosumer (the consumer who drives trends across markets) and exploring the intersections between 

these groups. 
6 The interviews were preceded by 2 test interview which allowed to make adjustments to the interview guide. 
7 Due to internal policies of the company, it was not possible to interview Sonae collaborators. 
8 Only consumers who are in charge of more than 50% of super and hypermarkets purchase decisions and who have 

purchased at Continente stores at least once, in the past two months were considered. 
9 The sample was defined based on non-probability techniques, including convenience and snowball sampling.  
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CATEGORY MOMENTUM 

 The total sales volume of Portuguese Food retail market is estimated to be 10.525 million Euros 

(INE, 2011). Continente is the market leader in value, with 25% market share, followed by Pingo 

Doce - Jerónimo Martins Group
10

. Despite Continente’s leadership, Pingo Doce was the player 

registering the highest growth between 2009 and 2011
11

. The Food retail sector has a relatively high 

concentration level, as the two first players have 44,1% of market share (APED, 2009). Due to its market 

structure, the sector is highly competitive: the two main players continuously try to gain market share 

through creative communication campaigns, promotions, and development of their private label 

brands
12

. Regarding market trends, both Jerónimo Martins and Sonae MC are evolving into proximity 

retail concepts, in order to address recent changes in Portuguese consumer habits, who increasingly 

value price and convenience
13

. Moreover, retailer brands are growing, having achieved 36,4% of 

market share in the second trimester of 2012
14

, which is in line with the current recession period.
15

. 

 In what concerns CSR, players develop activities in areas such as hunger and poverty, health, 

education and environment. However, these activities are sporadic, fragmented and communicated 

basically through corporate websites and sustainability reports
16

.  

BRAND MOMENTUM 

 Continente is part of Sonae, a Portuguese holding founded in 1959 and it is included in Sonae MC, 

leader in the food retail area, the core business of the company
17

. Sonae opened the first Portuguese 

                                                           
10 Market shares of food retail category (% value): Continente (25%); Pingo Doce (19%); Intermarché (10%); Lidl (9%); 

Mini Preço (7%); Auchan (6%); Others (24%). Source: Nielsen Homescan 2011. 
11 Meios e Publicidade, 2012. “Como estão a evoluir as vendas dos supermercados nacionais”. May, 29. 

http://www.meiosepublicidade.pt/2012/05/29/como-estao-a-evoluir-as-vendas-dos-supermercados-nacionais/ 
12 Markteer, 2011. “Continente terá a política promocional mais agressiva”. July, 12. http://marketeer.pt/2011/07/12/miguel-

osorio-continente-tera-a-politica-promocional-mais-agressiva/  
13 Markteer, 2011. “Batalha na distribuição”. September, 17. http://marketeer.pt/2011/03/09/batalha-na-distribuicao/ 
14 Hipersuper. 2012. “Marcas próprias crescem à boleia da crise” August, 29. http://www.hipersuper.pt/2012/08/29/marcas-

proprias-crescem-a-boleia-da-crise/ 
15 76% of Portuguese consumers state they have bought more retailer branded products during recessions and 95% say they 

will continue to buy them after economic recovery (Nielsen, 2011). 
16 A list of CSR activities developed within the food retail industry in Portugal can be found in Appendix 1, Booklet 2. 

http://www.meiosepublicidade.pt/2012/05/29/como-estao-a-evoluir-as-vendas-dos-supermercados-nacionais/
http://marketeer.pt/2011/07/12/miguel-osorio-continente-tera-a-politica-promocional-mais-agressiva/
http://marketeer.pt/2011/07/12/miguel-osorio-continente-tera-a-politica-promocional-mais-agressiva/
http://marketeer.pt/2011/03/09/batalha-na-distribuicao/
http://www.hipersuper.pt/2012/08/29/marcas-proprias-crescem-a-boleia-da-crise/
http://www.hipersuper.pt/2012/08/29/marcas-proprias-crescem-a-boleia-da-crise/
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hypermarket in 1985 and in 2011 it incorporated Modelo stores under the umbrella of Continente, 

creating a unique food distribution brand
18

. Overall, Continente has about 180 stores, covering the 

entire national territory. The key business objectives for the brand are to consolidate Continente’s 

leadership in the Food retail market and to explore growth opportunities. The primary target are people 

in charge of the purchase decisions in the household, most commonly middle aged women who are 

mothers
19

. The brand vision relies on satisfying a broad range of needs and establishing a relationship 

of partnership with its customers, being present in their everyday life and making their life simpler. In 

this sense, the product offer is complemented with online services, such as Continente online, Chef 

online and Continente drive; non-food related services
20

; and publications such as “Continente 

Magazine”
21

, reflecting the company’s vision of being close to its customers. One of the key company 

assets is Continente loyalty card, which offers targeted promotions, with discounts provided as credit in 

repeated purchase, both in Continente and other non-food retail stores part of Sonae MC, such as Wells 

(health and well-being) and Book.it (books and stationery). Currently, Continente has 3.1 million active 

loyalty cards (representing 3 out of 4 Portuguese households), with 90% usage rate
22

. Regarding 

communication vehicles, Continente is the Portuguese leader in investment in traditional media 

advertising
23

, which is complemented by events and digital applications. Due to its overall performance, 

Continente has been awarded the most trusted hypermarket in Portugal, in the last 10 years. 

Corporate Social Responsibility (CSR) 

                                                                                                                                                                                     
17 Sonae MC represents 56,7% of total sales volume of Sonae (Sonae, 20111). 
18 Sonae (2012). 

19 Interview: Continente Marketing Department and CSR Department. 
20 For example, Continente Mobile, Seguros Continente, Plano EDP/Continente and Continente Money Gram. 
21 Monthly magazine with recipes which can be bought for 1€ at Continente stores. 
22 Sonae (2012).  
23 Marktest. 2012. “Modelo Continente regressa à liderança do investimento publicitário”. September, 26. 

http://www.marktest.com/wap/a/n/id~1a42.aspx 
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 CSR is part of the Sonae’s values
24

and in 2011, Sonae was the first Portuguese company to be 

recognized as one of the most Ethic Companies in the World
25

. As Continente aims to be a close, 

inspiring, touching brand
26

, CSR activities are a vehicle to reinforce its positioning as the clients’ 

partner. Moreover, they are a proximity vehicle, enhancing the involvement and engagement of 

customers with the brand and communities. In 2011, Sonae MC invested 6,3 million euros in 

community support
27

, compared to the investment of 4,7 million of Pingo Doce
28

. Continente has four 

priority CSR areas: education, environment, health and fight against hunger. The projects often cross 

different fields and are mostly directed to children and seniors. 

Missão Sorriso and Leopoldina 

 “Missão Sorriso” (MS) is a Continente cause-related marketing campaign (CRM), which takes 

place on Christmas, and supports, since 2003, social institutions and public entities integrated in the 

National Health Service. Until 2011, MS focused its action in health related projects, through the 

donation of medical equipment, mostly to pediatric hospitals. In the last year, the scope of action was 

enlarged to support seniors, previously related to “Causa Maior”, Modelo CRM project endorsed by the 

mascot Popota. In 2012, MS also supports the fight against hunger, due to the huge increase of requests 

during the last year. Through a regulated contest, different institutions submit an application to receive 

MS funds, being selected through a jury (60%) and an online public vote (40%)
29

. As a CRM campaign, 

the money is collected through the sale of products endorsed by Leopoldina, Continente’s mascot. 

Since its creation, in 1992, Leopoldina has suffered several physical changes, becoming more stylized 

                                                           
24 “We have an active sense of social responsibility to contribute towards the improvement of the communities among whom 

we operate, with a strong concern for the environment and the development of human knowledge” (Sonae website)  
25 By the Ethisphere Institute. (Sonae, 20112) 
26 Interview: Continente Marketing Department and CSR Department 
27 Sonae (20112). “Relatório de Sustentabilidade 2011”. 
28 Jerónimo Martins (2011).  
29 The jury is composed by: one representative of Direcção Geral da Saúde; one Continente representative and one 

coordinator of “Observatório Português de Sistemas de Saúde” (Continente Missão Sorriso, 2012) 
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and humanized
30

. From 2003 to 2010, Leopoldina was simultaneously the commercial image (e.g. 

Christmas toys campaign) and the social responsibility image of Continente, through Missão Sorriso. 

After the merge of Continente and Modelo, Leopoldina is used only to communicate CSR projects
31

. 

 In 2012, Missão Sorriso cause-related marketing campaign was launched in November, through the 

selling of Leopoldina recipes book, which costs 3€, with 1,5€ reverting for social projects. Also, 

consumers can contribute with 0,50€ through a call
32

, MS Facebook and Continente gift card
33

. 

Moreover, in partnership with the Portuguese Red Cross, a food collection was performed at Continente 

stores during a weekend in December, with the participation of local collaborators. The campaign is 

being communicated across different media channels, from traditional media (e.g. mupis, radio, TV) to 

online (MS Facebook, Continente website, paid advertising) and in-store material. Moreover, MS has 

two media partners: Rádio Renascença and TVI (television), whose collaborators endorse the cause. In 

the past 9 years, MS gave 5,5 million euros, translated into 1800 materials, offered to 48 institutions.   

PROSUMER MOMENTUM 

 According to the in depth interviews, Continente card was found to be a key driver for going to 

Continente, mostly due to the promotional discount coupons sent by mail and to the diversity of uses in 

other Sonae MC stores
34

. 

 Regarding CSR, Consistently with the literature, respondents showed high expectations concerning 

companies’ responsibilities in relation to society and revealed to have a wide perception of CSR, going 

beyond the cause-related marketing concept and demanding direct contributions from companies
35

. 

                                                           
30 See Figure 1 and Appendix 2, Booklet 2: Leopoldina image evolution. 
31 After the merge, due to the existence of two mascots – Popota (Modelo) and Leopoldina (Continente) – the company 

decided to ascribe to Popota the commercial role and to Leopoldina the CSR role. 
32 For each call for the number 760 10 10 10, costing 0,60€ + IVA, 0,50€ are donated MS (Continente Missão Sorriso, 2012) 
33 For 10€ charged in the gift card, Continente gives 1€ to MS (Continente Missão Sorriso, 2012). 
34 “O facto de o Continente ter o cartão faz-me ir muito mais ao Continente, apesar de gostar mais do Jumbo” (Female, 25-

34). Appendix 4, Section II; Booklet 2. 
35 “As empresas deviam ajudar as instituições desinteressadamente, de forma directa, sem ter de passar pelo consumidor” 

(Female, 55-64) Appendix 4, Section III; Booklet 2. 
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However, probably due to few communication efforts, respondents showed low awareness levels of 

CSR campaigns undertaken by food retail companies. Furthermore, respondents mentioned that the 

determinant aspects for participating in CSR campaigns were: relevance of the supported cause; 

credibility of the beneficiary institution; authenticity and transparency of the process; and simplicity 

of giving mechanics. Also, respondents identified continuity and consistency as relevant aspects, 

showing some criticism regarding the concentration of CSR campaigns during Christmas
36

. Moreover, 

education and the early contact with social issues were found to play a relevant role on respondents’ 

social awareness and willingness to contribute
37

. This is particularly interesting if we consider the role of 

children as influencers, as for example, at 7 years old, it is estimated that they influence 70% of 

purchases (Del Vecchio, 1997). Therefore, there is an opportunity both to develop social awareness in an 

early age and to leverage children’s influence power to promote adults’ participation in CSR activities.   

 In line with the literature, respondents showed some scepticism regarding Continente’s motives for 

engaging in CSR initiatives, recognizing the positive outcomes of CSR campaigns for the company (e.g. 

brand awareness). However, in general, a fair win-win relationship for the brand and for the cause was 

perceived. Respondents who showed lower levels of scepticism were those aware of CSR actions not 

directly publicized by Continente.
38

  

 Also, as recommended by the literature, cause relevance and perceived fit with Continente were 

analysed. Fight against hunger and poverty was often spontaneously mentioned as the most relevant 

cause and the one with the highest perceived fit with Continente (functional-based fit through food). 

Moreover, education was also often spontaneously mentioned, as respondents considered it to be the 

basis to fight other problems. Respondents perceived an image-based fit between the brand and the 

                                                           
36 “A mim tocava-me mais uma acção mais continuada” (Female, 34-54); “Às vezes é excessivo na altura do natal todas as 

campanhas” (Female, 55-64). Appendix 4, Section III; Booklet 2. 
37 “A predisposição para ajudar vem desde criança, com o escutismo, habituamo-nos a ser solidários” (Female, 55-64); 

“Acho que a consciência social foi incutida desde criança pela minha mãe” (Female, 25-34). Appendix 4, Section III; Booklet 

2. 
38 Appendix 4, Section IV; Booklet 2. 
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cause, as Continente is associated with families and can support education. Health was perceived as the 

third most relevant cause, which points out to a trend of backing to the basis. Finally, children were 

spontaneously mentioned as one of the most important targets to be supported, followed by seniors.
39

 

 Regarding Missão Sorriso, in general, MS was associated with children and hospitals, but not 

always with Leopoldina or Continente. Respondents showed low awareness levels concerning the 

mechanics and some made confusion with Causa Maior, associating MS to Popota. Leopoldina was not 

always associated with helping and social responsibility, as for some respondents, the mascot is still 

linked to its commercial facet (toys). Therefore, the link between Continente CSR, Missão Sorriso and 

Leopoldina is not clear in consumers’ minds, which may be due to: the launch of Modelo Causa Maior 

and the strong presence of Popota; the overload of communication channels during Christmas 

campaigns; and the evolution of Leopoldina image and role (overlap of commercial and CSR facets). 

Considering this aspect, the image of Leopoldina that the majority of respondents hold is still the one 

with wings, from 2007
40

. Also, different images conveyed different associations: Leopoldina image 

from 2007 was the one more associated with helping and CSR and the one that received the highest 

likeability rate (4,45 / 7)
41

; the current Leopoldina image was the least associated with helping and it 

received the lowest likeability rate (3,37 / 7), being negatively described as provocative, sexy, worried 

about her image and conveying image stereotypes.  

Figure 1: Evolution of Leopoldina image 

 
                                                           
39 Appendix 4, Section III; Booklet 2. 
40 53% of respondents say the Leopoldina image they hold is the one of 2007. The current Leopoldina image is the most 

present on consumers’ minds only for 14% of the respondents. Appendix 7, Booklet 2; Question 11; N=286. 
41 Appendix 7, Booklet 2; Question 12; N=286. 
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STRATEGY 

 The definition of the strategy, according to the CBI framework, was done exploring the intersections 

of the momentums previously presented (Figure 2).  

Figure 2: CBI - Exploring the intersections 

 

 Considering the unclear positioning of Missão Sorriso in consumers’ minds, it is important to define 

MS scope of action, in order to avoid the dilution of its meaning. In this sense, the strategic approach will 

enhance the integration of MS into corporate business, through the support of the perceived neediest 

targets – children and seniors – and the most relevant causes for consumers - hunger, health and 

education. According to our market research, hunger and education had the highest perceived fit with 

Continente, while the brand’s legacy is already associated to health. This strategy is consistent with 

Continente’s vision of satisfying a broad range of needs and being a customer’s partner. Also, on a 

long term basis, MS support to diverse causes could be integrated into corporate businesses (e.g. 

education - book it; health – wells), following the current strategy for Continente card. 

 The strategy to communicate Missão Sorriso will be based on two dimensions: the branding 

strategy, aiming to clarify MS identity and positioning in consumers’ minds; and the activation 

strategy, aiming to reinforce the perceived proximity and authenticity of its CSR activities, taking 

advantage of the proximity CSR trend and tackling growing scepticism levels towards corporations. This 
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strategy will be supported by Continente’s competitive advantages and strategic assets, such as:  the 

company’s CSR expertise and MS brand legacy; Continente loyalty card; Continente’s brand trust; and 

the company’s engagement capacity due to its resources, its market leadership, and its diversity of 

contact points. 

 The overall strategy aims to support the corporate marketing goal of maintaining Continente 

leadership in the food retail market, through a CSR communication strategy that will improve 

Continente brand image and reinforce its local relevance and community bonds. The primary target 

are women in charge of purchase decisions, who are current customers (brand loyals or favourable 

brand switchers), which is in line both with Continente’s target and with the higher tendency of women 

in participating in CRM activities (Ross, 1992)
42

. On the other hand, children are considered a 

secondary target, in order to promote the development of social awareness in an early age and to take 

advantage of their influence power to engage parents on Continente’s CSR activities.  

BRANDING STRATEGY 

 The branding strategy will be based on the recommendation of a brand identity for Missão Sorriso, 

clarification of brand elements, and definition of brand positioning. 

a) Brand identity and brand elements: according to Kapferer (2012), brand identity is what managers 

want the brand to be, what the brand stands for and what makes it meaningful, unique and timeless
43

. 

We recommend a brand identity for MS based on the strategic approach defined and on our market 

research, filling the gaps found on brand image and grounding MS identity on Continente values, vision 

and desired positioning (Figure 3).  

                                                           
42 This tendency was confirmed by the questionnaire to consumers, through ANOVA analysis. Appendix 7, Booklet 2. 
43 Kapferer developed the brand identity prism, which presents the six facets of the brand: physical - combination of salient 

features  of the brand which immediately come to mind; relationship - occasion of transactions and exchanges between the 

brand and its customers: customer reflection - reflection of the customer as he/she wishes to be seen as a result of using the 

brand; personality - characteristics of the brand if it was a person; culture -set of values feeding the brand’s inspiration; and 

self-image - target’s own internal mirror (Kapferer, 2012). 
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Figure 3: Missão Sorriso Brand Identity44 

 

 Regarding brand elements, currently, Leopoldina is the image of MS. However, consumers hold 

negative associations in relation to its image and it is the one with the weakest link to CSR, so it may be 

limiting the potential of MS as a brand. Therefore, in a 5-year perspective, we recommend that the 

presence of Leopoldina should be progressively reduced, at the same time that the importance of 

Missão Sorriso is enhanced. This is in line with consumers’ opinion, as the current Leopoldina image 

received low likeability rates and the desired investment level is only 3,79 / 7
45

. The clarification of 

brand elements will reduce the communication noise created by consumers’ associations to 

Leopoldina and allow the creation of a clearer link between Continente, MS and CSR. Moreover, it will 

reinforce MS strength in consumers’ minds, increase the extensibility of the brand (as it is not 

associated to a children’s mascot), and allow to capitalize on brand value. 

b) Brand positioning:  brand positioning is the specific, intended meaning of the brand in the mind of 

the targeted consumers (Kapferer, 2012). It entails identifying and establishing points-of-parity (POP) 

                                                           
44 The perceived brand image using the prism to identify the gaps can be found in Appendix 5, Booklet 2. 
45 Appendix 7, Booklet 2; Question 13; N=286. 



17 
  

and points-of-difference (POD) with main competitors to achieve the right brand image (Keller, 2011). 

Considering the increasing value given to the support of local social issues and the growing need for 

genuineness in order to reduce scepticism levels towards companies, MS positioning will be based on 

two differentiation axis – proximity and authenticity. Following the I-D-U model (Percy & Elliot, 

2009), MS will be positioned as a CSR program that takes advantage of the dimension, resources and 

engagement capacity of the Portuguese food retail leader, to significantly support local projects directed 

to children and elderly, in the most relevant social areas (education, health and hunger). As such we 

define MS positioning statement as: 

To Continente customers (target), Missão Sorriso is a corporate social responsibility program (frame of 

reference), which gives the best support to local projects that make children and elderly smile, during the 

entire year (point-of-difference), because it relies on Continente dimension, stores network, resources and 

unique engagement capacity to support local communities (reason to believe). 

ACTIVATION  STRATEGY 

 The activation strategy will be based on the two differentiation axis defined (authenticity and 

proximity). In order to increase the perceived authenticity of the program and reduce scepticism levels 

towards Continente, the company should show high commitment levels, mainly through higher inputs, 

going beyond cause-related marketing (e.g. direct donations, employees’ involvement) and increased 

durability, extending MS to other periods either than Christmas. On the other hand, taking advantage of 

the proximity CSR trend, Missão Sorriso will act as the link between Continente stores and local 

communities, through the involvement of local employees and the establishment of local partnerships 

with schools and social institutions.   

 In what concerns the message, taking into account that giving to a cause through small contributions 

is a low involvement decision, positively motivated, emotional authenticity is crucial (Rossiter & 

Bellman, 2005). Therefore, while celebrities and Leopoldina should play a smaller role, real consumers 
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should be enhanced as the ambassadors of the brand
46

, aligning the communication mood with the 

authenticity and proximity axis defined and with Continente current communication style
47

. This will 

increase the consistency between Continente and Missão Sorriso, allowing, at the same time, to convey 

the message in a closer and more genuine way. 

IMPLEMENTATION 

 The implementation of the strategy will be based on two activities of Missão Sorriso that will tackle 

the authenticity and proximity axis: the Christmas Campaign, in line with previous years, and a School 

Contest that will spread it throughout the year. Both activities will rely on the combination of different 

CSR initiatives, including cause promotion, community volunteering, corporate philanthropy and cause-

related marketing
48

. Table 1 presents the detailed communication goals per target, for 2013-2016:  

Table 1: Communication goals per target (2013-2016)49 

Target Goals Measurement 

Women who are in charge of 

purchase decisions. They are 

current Continente consumers: 

brand loyals or favourable brand 

switchers. 

Improve brand awareness of MS, as Continente 

CSR program. 
Survey 

directed to 

target, before 

and after the 

implementation 

of the strategy. 

Increase brand attitude towards MS, through 

the reinforcement of associations of proximity 

and authenticity. 

Increase brand attitude towards Continente, 

through the reinforcement of associations as 

close and inspiring brand. 

Reduce scepticism levels towards Continente. 

Children aged between 7 and 12 

years old. Current purchase 

influencers. 

Stimulate parents’ engagement in MS 

initiatives 

Money 

gathered in the 

school contest. 

Sonae local collaborators. Increase positive attitude towards Sonae. Internal survey. 

A) SCHOOL CONTEST 

 Missão Sorriso will support children and elderly trough local projects in the most relevant social 

areas, using schools as a vehicle to help local social institutions and engage consumers, during the 

                                                           
46 Appendix 11, Booklet 2: Missão Sorriso desired communication mood (real consumers as ambassadors). 
47 Appendix 10, Booklet 2: Continente current communication mood (use of real consumers). 
48 Appendix 12, Booklet 2: Overall implementation plan. 
49 Detailed measures are presented on Appendix 14, Booklet 2. 
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entire academic year. The activity relies on a fundraising competition launched to, at least, one school 

group
50

 per district, empowering children from 7 to 12 years old to be agents of social change.  Each 

school group will partner with a local office of the Portuguese Red Cross (PRC), which supports 

children and elderly at local level. The local Continente store(s) will assist each school group through 

its space, communication vehicles and employees. The three school groups collecting a higher amount 

of money will be rewarded by Continente
51

. According to our survey, this initiative is appealing both 

for professors and board members, as 73,8% of the respondents found it interesting
52

. In line with the 

gradual disappearance of Leopoldina, Continente mascot will only be used below the line, to enhance 

the communication between MS and children and convey the volunteering promotion message. 

Strategic involvement of schools 

 Schools are aggregator institutions, distributed all over the country
53

, allowing the creation of 

synergies between Continente stores and Red Cross local offices. Moreover, Sonae has already expertise 

in working with schools
54

 and some of the PRC local offices have already established partnerships with 

schools, so contacts can be leveraged. Based on our interviews to school boards and professors we 

identified the key success factors and the stakeholders involved
55

 (Table 2):  

Table 2: Key success factors regarding partnerships with schools 

 
                                                           
50 The school system in Portugal is going through a centralization process, through the formation of school groups that gather 

various schools under the same management board. 
51 Appendix 13, Booklet 2, summarizes the relationships established between the different entities involved. 
52 Rate 5 or higher, out of 7.Appendix 9, Booklet 2; Question 5; N=214.  
53 In Portugal, there are 6037 elementary schools53 (1st-4thgrades and 5th-6th grades). Source: PORDATA, 2011 
54 Appendix 15, Booklet 2: CSR activities developed at Portuguese schools.  
55 The School Board is the vehicle for entering the school, as it should approve the activities; teachers are responsible for 

implementing the activities; and children are the final target of the educational activities. 



20 
  

 Volunteering and active citizenship promotion for children are innovative and unexplored topics at 

schools
56

. Moreover, our results show that they are valued both by parents (agreement level of 5, 75 / 7)
 

57
 and schools (importance level of 6,09 / 7)

58
. Also, the Government gives autonomy and encourages 

schools to develop “projects and activities which contribute to personal and social education”
59

. By 

linking volunteering and citizenship promotion to children’s artistic skills, it is possible to integrate the 

subject into the annual activities plan of the school or in mandatory and non-mandatory subjects
60

.  

 Besides aiding Continente to gain local relevance and get closer to communities, the establishment 

of partnerships with schools empowers the early involvement of the brand with children, who are 

current shopping influencers. Also, considering the strategic vision of Continente to integrate CSR in its 

values, the investment in the development of social conscious citizenships is the investment in future 

social responsible consumers, who will value Continente efforts, having higher probabilities of basing 

their purchase decisions on CSR policies. This is in line with the interviews, as some respondents 

mentioned the influence of education on their social awareness and their willingness to contribute.   

Strategic involvement of Portuguese Red Cross (PRC) 

 The choice of PRC as the social partner was based on four factors: the credibility and awareness of 

the institution; its geographical distribution, as there are 174 local offices, supporting local projects; its 

field of action, as the institution supports elderly and children projects in health or hunger and poverty 

areas; and the partnership already established between Continente and PRC
61

. As a partner of 

Continente, PRC would be responsible for: participating in children sensitization and presenting the 

beneficiary local project; promoting the partner schools’ fundraising activities on its own communication 

                                                           
56Appendix 15, Booklet 2: CSR activities developed at Portuguese schools. In this area, only two projects were found: 

“Energia com Vida” (5th – 12th grades); and the “Voluntário eu sou” (1st – 9th grades). 
57Appendix 7, Booklet 2; Question 15; N= 87. 
58 Appendix 9, Booklet 2; Question 4; N=214. 
59 Decreto-Lei n.º 139/2012, article 15º. 
60 For example, artistic expressions, visual and technological education, as mandatory or activities of curriculum enrichment, 

as non-mandatory. 
61 PRC was Modelo partner for “Causa Maior” and it is Continente partner for the food collection project in December 2012. 



21 
  

vehicles; coordinating and being present at schools’ fundraising event; coordinating the investment of 

collected funds by schools in the chosen local project.   

Activities plan  

 We identified all Continente stores in the national territory and conducted a match between 121 stores 

and 71 PRC local offices
62

, in 71 different municipalities.  The total potential market for MS school 

contest totalizes 2.592 public schools, distributed by 389 school groups, reaching 338.016 students
63

. In 

the first year, the school contest will involve one school group per district. Taking into account the key 

success factors for each stakeholder, table 3 presents the activities to be implemented in 2013-2014. 

Table 3: Activities plan for School Contest (2013-2014) 

 
                                                           
62 Appendix 16, Booklet 2: Crossing Continente stores, Red Cross offices and schools.  
63 PORDATA. 2011. Note: Considering only Continental Portugal, due to lack of data. 
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 The activities were scheduled taking into account the curricular terms and special days related to 

children and mothers. Local collaborators will be involved in the first phase, sensitizing children for the 

importance of volunteering and active citizenship, through educational material
64

. Besides, two 

fundraising activities will be presented to schools: a drawing contest and a charity exhibition. Through 

an online platform, schools will submit children’s drawings of Leopoldina in a social aiding context. 

Then, children will be encouraged to engage their parents and community to vote in their school’s 

drawings through Continente online, as for each unique vote, Continente gives 0,10€ to the school 

fundraising activity. The drawing contest was tested in one school with 13 children aged between 8 

and 11 years old and they participated with enthusiasm and found the activity pleasant
65

. Moreover, in 

the third term, children will develop small artistic products related to their local communities, which 

will be sold in a charity exhibition at the local Continente store, involving local collaborators and 

coordinated by the PRC. The exhibition will be launched in mothers’ day and the money collected will 

revert to each school fundraising activity. This is an opportunity to develop an initiative with high local 

relevance, generating store traffic and reinforcing the company’s involvement with local institutions and 

the engagement of local collaborators.    

 All the three activities were perceived as interesting by schools (in average, 73,5% rated the 

initiatives with 5 or higher)
66

 and relatively easy to implement
67

. Also, 77% parents showed positive 

agreement levels with their children’s participation in the contest in general
68

. Moreover, according to 

our survey, parents would be willing to be engaged both in the online voting for the drawing contest 

and in the charity exhibition: 82,8% would vote through the registration in Continente online (probability 

                                                           
64 For example, ONGD “Pista Mágica” has launched a book, with Continente’s support, that promotes volunteering in 

children. According to an interview to its Director, they are currently looking for partnerships to expand the project. 
65 Some examples of childrens’ drawings can be found in Appendix 17, Booklet 2. 
6676,2% to promotion of volunteering through educational material; 68,7% to the drawing contest and 75,7% to the 

development of artistic products. Appendix 9, Booklet 2; Question 6; N=214. 
67 More than 60% rated the simplicity of implementation with 5 or higher. Appendix 9, Booklet 2; Question 7 ; N=214  
68 77% rated 5 or higher regarding the school contest in general and 86,2% rated 5 or higher the drawing contest. Appendix 7, 

Booklet 2; Questions 16 and 17; N=87. 
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of 5 or higher); 77% would buy their children’s solidary products;  and 75,9% would talk to family and 

friends to promote the two activities
69

. In this sense, parents and local community will be engaged in 

Continente CSR activities without the use of traditional advertising, which, according to the interviews, 

reduces scepticism levels.  

 In order to ensure the perceived transparency of the process, results will be communicated through a 

TV show in children’s day. Continente will give a prize to the three school groups which have gathered 

more money for the local PRC office, equalizing the money gathered until 5.000€ (1
st
 prize), 2.500€ 

(2
nd

 prize) and 1.000€ (3
rd
 prize)

70
. Also, Continente will double the money gathered by the winning 

school, delivering it to the PRC local office (until 10.000€), giving an incentive both to Red Cross and to 

schools.  

Media plan  

 The media plan (table 4) combines below the line vehicles with Continente own media, public 

relations and online media, in order to reduce costs and favour the communication at local level. In this 

sense, both schools’ and PRC local offices’ communication vehicles play an important role. Moreover, 

the different phases of the contest should be constantly updated through the online platform created to 

schools and promoted at local level through PR and local stores. Considering the implementation and 

media plans it is expected that, in the first year, schools will gather approximately 13.700€ for 

Portuguese Red Cross, involving 60 schools and 6.821 students
71.

 In three years, it is expected that MS 

contest will be present in 28 municipalities, reaching 94 schools
72

. The expansion plan can be supported 

through partnerships with City Councils, which have privileged contacts with schools
73

.
 

                                                           
69 Appendix 7, Booklet 2; Question 18; N=87. 
70 The monetary prize could be converted by Continente in equipment or scholar material, as those were indicated as the most 

relevant prizes by schools. Appendix 9, Booklet 2; Question 12; N=214. 
71 It was assumed that half of the schools of the group and 35% of the students of each school would participate in the 

contest, totalizing 114 students per school (four classes in average). Appendix 18, Booklet 2: Operational Goals – schools. 
72 A complete three-year plan can be found in Appendix 18, Booklet 2. 
73 Based on interviews to City Councils Education Departments. 
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Table 4: School Contest - Media Plan 

 

B) CHRISTMAS CAMPAIGN 

 Similarly to the previous years, Missão Sorriso should also be activated during Christmas period 

through a CRM campaign in November and December. Consistently with the proximity axis, at least 

one project per district should be selected to support children and elderly at local level. It is crucial that 

the fundraising campaign uses simple and direct giving mechanics. Therefore, consumers will be able 

to contribute through the already existent platforms (CRM product and donation calls) and we propose 

a new activity based on the use of Continente card. . This last activity was evaluated as highly 

innovative by Fuel when we presented the idea, and it also received the highest participation score of the 

Christmas campaign activities (mean 5,65 / 7)
74

.  

Table 5: Giving mechanics for Christmas Campaign 

Activity Description Test results 

CRM product 

(similar to 

previous years) 

Useful product (e.g. agenda), directed to women
75

, maximum 

price of 3€, in line with the previous years. 

Missão Sorriso product and not a Leopoldina product, although 

the mascot can have a more discrete presence in the first years
76

. 

70,4% would 

probably buy
77

 

                                                           
74 Appendix 7, Booklet 2; Question 23; N=263. 
75 Through an ANOVA analysis, it was possible to conclude that the probability of participating significantly changes 

depending on gender (p=0,013), which gives sustainability to the choice of women as the target of the campaign. Appendix 

7, Booklet 2; Question 19. 
76 For example, use of children drawings from the school contest to integrate the product. 
77 Probability of buying of 5 or higher out of 7. Appendix 7, Booklet 2; Question 19; N=206. 

Sep Oct Nov Dec Jan Feb Mar Apr May Jun

Activity
Official 

Launch
Results

Below the 

line

E-mail  + 

follow up 

call

E-mail + 

follow up 

call

In store 

material

Above the 

line

Continente 

magazine
TV Show

PR
Christmas 

results

Mother's 

Day
Results 

Continente 

online + MS 

facebook

Continente 

online + MS 

facebook

Continente 

online + MS 

facebook

Red Cross 

website

Red Cross 

website

Red Cross 

website

Red Cross 

website

Schools' websites

Missão Sorriso - Online platform

Online

Educational material 

delivered by PRC  + local 

collaborator

School Contact Sensitizing children Drawing contest Charity exhibition

Mailing with informative 

prospect + E-mail + Follow 

up phone call
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Donation call 

(similar to 

previous years) 

Donation line, through which participants can donate 0,50€. The 

incentive to donations through telephone should be linked to TV 

promotion, as it will increase the transparency of the process. 

- 

Continente 

card: 

“Descontar 

Sorrisos” 

Donations through the earned value in Continente card. 

In each purchase, consumers will be asked if they want to round 

down the value accumulated in their card: (e.g. a client who had 

15,65€ in card, would be able to give 0,65€ for the cause). 

This giving mechanic can be expanded to the purchases in other 

Sonae MC stores such as Wells and Book.it. 

78,3% would 

give at least 

once during 

Nov and Dec
78

 

62% would 

give during the 

entire year
79

 

Media plan  

 Considering the communication objectives of improving recognition brand awareness and increasing 

a low involvement, transformational, brand attitude, visual content should be enhanced (Percy & Elliot 

2009). Moreover, as it is a short-time campaign, it is important to encourage donations during the given 

period, through repetition of the message and consumers’ engagement. In this sense, three media 

channels will have a main role: TV, Radio and Online. Similarly to the previous years, it is 

recommended that Continente keeps its media partners: TVI
80

 and Rádio Renascença
81

. Regarding 

online vehicles, the campaign will be communicated through Continente online and MS Facebook, 

taking advantage of interactivity and multimedia platforms. The campaign should be integrated through 

in store material, increasing the visibility and promoting the call to action at point of purchase. Also, 

Public Relations play a significant role to create positive media coverage of the campaign (Table 6). 

 The campaign on TV will consist on spots, explaining the giving mechanics, similarly to the previous 

years, through the use of real consumers and previous beneficiaries. Regarding TVI, successful shows 

directed to women such as “Você na TV” - the most viewed talk show in the morning – and “A Tarde é 

Sua” – the most viewed in the afternoon
82

, can be used to communicate Missão Sorriso activities 

through non-advertising formats (e.g. testimonials, interviews) and to encourage donations through calls. 

                                                           
78 Probability of participating of 5 or higher out of 7. Appendix 7, Booklet 2; Question 23; N=263. 
79 Probability of participating of 5 or higher out of 7. Appendix 7, Booklet 2; Question 24; N=263. 
80 TVI is the audience leader in free-to-air TV and more than 60% are women. Source: MediaCom (2010). 
81 RR is the 3rd radio with the highest audience; Profile: aged between 25-64 years old. Source: MediaCom (2010). 
82 Correio da Manhã. 2012. “Talk shows da TVI lideram as audiências” November, 9. 

http://www.cmjornal.xl.pt/noticia.aspx?c ontentID=8AF5AF33-CAA9-4488-9B9B- 527AF51193FB&channelID=00000092-

0000-0000-0000-000000000092 (accessed November 18, 2012). 
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Similarly, regarding radio, Missão Sorriso should be included into existent programs of RR. A final 

event or special emission should communicate the results of the campaign, in order to ensure the 

transparency of the process and to recognize and reward consumers’ participation. 

Table 6: Christmas Campaign - Media Plan 

 

Expected results 

 Table 7 summarizes the expected results from the Christmas campaign. Through the three giving 

mechanics presented, it is estimated that MS will be able to gather more than 1 million Euros, more 

70% of what was raised in 2011
83

. Also, if the campaign “Descontar Sorrisos” is extended during the 

entire year, additional 1,5 million Euros can be collected to support local projects selected by consumers, 

until the following Christmas campaign. 

Table 7: Expected results from Christmas Campaign 

Results from the campaign Nov – Dec 2013 Jan – Oct 2014 

CRM product (1€)
84

 480.000 - 

Descontar sorrisos (0,50€) 697.500
85

 1.550.000
86

 

Calls (0,50€)
87

 121.433 - 

Total value (€) 1.298.933  

                                                           
83 In 2011, Missão Sorriso gathered 600,000€. Detailed information can be found in Appendix 21, Booklet 2. 
84 Assumption: 80% of the customers that bought Missão Sorriso product in 2011, would buy the product in 2013. 
85 Assumption: 45% of card owners would give, at least once, an average of 0,50€ through their cards. 
86 Assumption: 10% of card owners would give at least once, an average of 0,50€ through their cards, during 10 months. 
87Assumption: 5% of the daily viewers of the two TVI talk shows would donate 0, 50€ through calls in 7 programs. 

January

Activity

Radio

In store

Own 

vehicles
C. Magazine

PR Close Event

Special 

emission

Insertion:15'' Insertion:15'' Insertion:15'' Insertion:15'' Insertion:15''

November December

Week 4Week 3 Week 4 Week 1 Week 2 Week 3

Online

Week 1 Week 2

Você TV Você TV

TV

Spot 15''

Você TV Você TV

Tarde é Sua Tarde é Sua Tarde é Sua Tarde é Sua Tarde é Sua Tarde é Sua

Você TV Você TV

Spot 15'' Spot 15'' Spot 15''

Cause-related marketing + "Descontar Sorrisos" + Call donation

Missão Sorriso Facebook

Launch 

event

PR - project 

submission

Continente online - public votesContinente online - project submissions

PR - public 

votes

Insertion:15''

Results

Coupons +  

C.Magazine
Coupons

In store material CRM prodct + "Descontar sorrisos" (cash register)

Spot 15''
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BUDGETING AND IMPACT  

 Tables 8 and 9 present the projected values of the investment needed for the initiatives
88

. The cost 

per contact for the Christmas campaign is estimated to be 0,22€ and 0,34€ for the school contest
89

. For 

each euro invested in the Christmas campaign, it is expected that MS will gather 1,39€ for the cause.  

Table 8: School Contest Budget   Table 9: Christmas Campaign Budget 

       
 

 Regarding impact, the Christmas campaign would have a slight positive impact both on frequency 

and mensal budget spent at Continente
90

. Moreover, the activities related with the school contest would 

have the highest positive impact on consumers’ general opinion about Continente, as, in line with the 

literature, they show higher commitment levels from the company towards the causes (e.g. direct 

involvement, longer duration and higher inputs). Table 10 summarizes the impact of the different 

activities presented on respondents’ general opinion about Continente. 

Table 10: Impact of different activities on respondents' general opinion about Continente91 

 

                                                           
88 The values are merely indicative and were obtained under restrictive circumstances. A complete table of each budget can 

be found in Appendix 19 and Appendix 22, Booklet 2.  
89

 A projection of cost per contact during the three years of the school contest can be found in Appendix 20, Booklet 2. 
90 Impact of 4,53 / 7 in frequency and 4,47 / 7 in mensal budget for the CRM product and of 4,37 / 7 and 4,24 / 7 for the 

Continente card giving mechanic. Appendix 7, Booklet 2; Questions 21 and 24. 
91 Through an ANOVA analysis it was possible to conclude that the impact is higher for women for the following initiatives: 

promotion of volunteering at schools, offer of prize to schools and CRM product. Besides gender, no other variables were 

found to change the impact (Appendix 7, Booklet 2; ANOVA analysis). 

Item Final Value (€)

Management process 67.608

Production and Media 42.692

Prizes to schools 8.500

Indirect donations 3.500

Direct donations 10.000

Final investment 132.300

Budget - School Contest (2013/2014)

Item Final Value (€)

Cause related 

marketing campaign
765.922

Descontar Sorrisos 23.800

Production Costs 22.000

Media 124.763

Final investement 936.485

Budget - Chritmas campaign (2013)
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CONCLUSION 

 Drawing from strategic CSR research, the communication strategy presented in this report takes 

advantage of the proximity CSR trend to reinforce Continente bonds with local communities, while 

tackling increasing scepticism levels towards corporate motivations. In this sense, Missão Sorriso’s 

potential is extended, going beyond cause-related marketing and Christmas period. Relying on 

Continente’s competitive advantages and unique engagement capacity, Missão Sorriso is transformed in 

a social platform of engaging initiatives that empowers children, consumers and employees to make a 

difference at local level, during the entire year, following a long-term strategic vision.  

 From the definition of the strategic approach to the implementation plan, we took special care to 

understand the perceptions of different stakeholders and to make this project as realistic as possible. The 

positive acceptance levels revealed both by schools and consumers support the viability of the project 

and the positive impact it would have on Continente brand image. 

 However, this Work Project has some limitations, as it is based on an on-going program that exists 

for 10 years, requiring the respect for brand legacy. Concerning the implementation, the tests to schools 

and consumers were based on non-probability sampling techniques, conditioning the representativeness 

of the sample. Finally, the budgets presented were obtained under restrictive circumstances, so they are 

merely indicative. 

 Despite the limitations, we believe this project contributes to the growth of CSR as a strategic subject, 

strengthening the path towards the integration of Missão Sorriso into Continente corporate vision and 

values and reinforcing the authenticity and local impact of its CSR initiatives. The result is a brand that is 

closer, more human and more genuine, enhanced by consumers’ social aspirations and truly committed 

to support the most relevant causes and targets, reinforcing the bonds with local communities.  
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APPENDIX 1: CSR ACTIVITIES DEVELOPED WITHIN THE FOOD RETAIL INDUSTRY 

IN PORTUGAL  
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APPENDIX 2: LEOPOLDINA IMAGE EVOLUTION 
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APPENDIX 3: INTERVIEW GUIDE TO CONSUMERS 
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APPENDIX 4: ANALYSIS OF THE INTERVIEWS 

I - Respondents’ profile 

 

 

Note : when respondents indicated 50% one supermarket and 50% other, both were considered as 1st choice. 

 

  

Frequency

Female 12

Male 2

24-34 4

35-44 3

45-54 4

55-64 3

Primary School 1

Bachelor Degree 9

Master Degree 4

1 3

2 2

3 4

4 3

5 2

Yes 13

No 1
Continente card

Respondents' profile

Gender

Age

Education 

Level

People in 

household

Variable

6 

9 

1 1 

4 

2 2 

1 

2 

4 

2 

1 

Continente Pingo Doce Jumbo Intermarché Mini Preço Lidl

Where do you usually go for grocery shopping? 

1st choice 2nd choice 3rd choice
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II –Continente image 

Continente vs. Competitors 

 

Continente as person 

 

III – Perception, attitudes and motivations regarding Corporate Social Responsibility 
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Perception of CSR Concept 

 

Key Conditions for participating in CSR  campaigns 

 

Key feelings 
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Most relevant causes and Continente fit 

 

Area Specific issues Continente Fit 

Hunger and 

poverty  

(Spontaneous) 

Due to the current 

social-economic 

context 

Waste reduction 
Give food that will not be sold, but is good for 

consume (through institutions) 

Support to families
 Allow employees to acquire food at lower prices 

Support food delivering projects with products 

Support to school
 

  healthy food for schools (breakfast, lunch, snack) 

Education 

(Spontaneous) 

The basis of 

everything;  

Link Continente - 

families  

Support education in general 

Scholarships for youngsters  

Scholarships to employees’ sons 

School materials and books 

Civic education 

Promote parents’ education 

Environmental education; waste avoidance; 

recycling 

Education for healthy food 
Promote healthy menus at schools 

Sponsor a nutritionist to work with canteens 

Children 

(Spontaneous)  

The future of the 

country; fragility 

Support, protection, 

orientation
 

Financial support through institutions 

Direct intervention in social neighborhoods 

Elderly  

Aging population; 

Less supported 

than children 

 

Abandon / Solitude 
Awareness campaigns to avoid abandon 

Financial support nursing homes 

Support with food;  

Sponsor a nutritionist to work at nursing homes; 

give food directly; deliver groceries at home 

without additional costs 
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Support medicines’ purchase 
Financial support to institutions (medicines and 

treatment) 

Health 

 

Support health in general 
Vaccination campaigns 

Support with medical equipment 

Support to families in case 

of hospitalization 
Financial support through institutions 

Healthy habits 

Education for healthy food (both children and 

adults) 

Sponsor healthy activities 

Fight against cancer Financial support through institutions 

Environment 

(Assisted) 

Social issues have 

priority in relation 

to environmental 

issues 

Awareness campaigns and 

waste avoidance 

Sponsor awareness campaigns 

Promote recycling, giving incentives 

Green spaces Sponsor the creation of green spaces 

 

IV – Perception and attitudes regarding Continente and CSR 

 

Missão Sorriso 



17 

 

 

  



18 

 

Leopoldina 
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APPENDIX 5 - PERCEIVED BRAND IMAGE  

**Using Kapferer Identity prism to identitfy the gaps 

 

APPENDIX 6: CONSUMERS’ QUESTIONNAIRE 
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APPENDIX 7: ANALYSIS OF CONSUMERS’ QUESTIONNAIRE 

I – Filters 

 

II – Purchase behaviour 

 

 

 

Frequency (%)

Yes 99

No 1

Yes

No

72

28

Yes

No

88

12

Filters

Variable

Knows 

Continente brand

Responsible for 

more than 50% 

of purchase 

decisions

Purchased at 

Continente in the 

last 2 months

55% 

1% 4% 

2% 

5% 

31% 

2% 

Q5: Supermarket where the highest percentage of montlhy 

budget is spent 

Continente

Intermarché

Jumbo

Lidl

Mini Preço

Pingo Doce

Outro

9,9 

15,8 

28,8 
30,8 

11,6 3,1 

0,0

5,0

10,0

15,0

20,0

25,0

30,0

35,0

Menos de 1

vez por mês

1 vez por

mês

2 vezes por

mês

1 vez por

semana

Entre 2 a 3

vezes por

semana

Mais de 3

vezes por

semana

Q6: Purchase frequency at Continente (%) 

N= 292 
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III – Leopoldina & Missão Sorriso 

 

 

 

 

0 1,4 3,4 

20,2 

39,7 

28,1 

7,2 

0

10

20

30

40

50

1 = Muito

negativa

2 3 4 5 6 7 = Muito

positiva

F
re

q
u

en
cy

 (
%

) 

Q7: General opinion about Continente (1 to 7) 

1 = Muito negativa 2 3 4 5 6 7 = Muito positiva

98% 

2% 

Q8: Leopoldina awareness 

Sim

Não

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Q9: Assoc. Leopoldina - CSR Continente

Q10: Assoc. MS - Leopoldina

Associations Continente - Leopoldina - Missão Sorriso 

1 = Não associo nada 2 3 4 5 6 7 = Associo completamente

N= 286 

N= 292 

N= 292 
Mean = 5,11 
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33% 

53% 

14% 

0%

10%

20%

30%

40%

50%

60%

Imagem 1 Imagem 2 Imagem 3

Q11: Leopoldina image most present in respondents' minds 

0% 20% 40% 60% 80% 100%

Image 1

Image 2

Image 3

Q12: Opinion about Leopoldina image 

1=Não gosto nada 2 3 4 5 6 7=Gosto muito

3,89 
4,45 

3,37 

0,00

1,00

2,00

3,00

4,00

5,00

6,00

7,00

Imagem 1 Imagem 2 Imagem 3

Mean likeability rate in relation to each Leopoldina image (1-7) 

N= 286 

N= 286 
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IV – School Contest 

 

 

 

13,6 14,0 
11,5 

22,7 21,7 

11,5 

4,9 

0,0

5,0

10,0

15,0

20,0

25,0

1=Fazer

desaparecer

2 3 4 5 6 7=Investir

muito

F
re

q
u

en
cy

 (
%

) 

Q13: Desired degree of investment in current Leopoldina image 

1=Fazer desaparecer 2 3 4 5 6 7=Investir muito

30% 

70% 

Q14: Parents of 1st - 6th grade students 

Sim

Não

N= 286 Mean = 3,79 

N= 292 
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0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Q15: Volunteering promotion

Q16: Participation in contest in general

Q17: Drawing contest

Parents agreement levels with children's participation 

1=Discordo totalmente 2 3 4 5 6 7=Concordo totalmente

0% 20% 40% 60% 80% 100%

Charity exhibition

Online vote in drawing contest

Friends' engagement

Funds delivery PRC

Q18: Parents' willingness to participate in activities 

1=Nada provável 2 3 4 5 6 7=Muito provável

N= 87 
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V – Christmas campaign 

 

 

5,51 5,89 5,48 
4,87 

0,00
1,00
2,00
3,00
4,00
5,00
6,00
7,00

Compra de

produtos solidários

Votação online

num concurso de

desenhos, através

do Continente

online

Divulgação da

venda de produtos

solidários e do

concurso de

desenhos

Presença na

entrega, pelo

Continente, dos

fundos angariados

Mean parents' participation levels in contest's activities (1-7) 

0% 20% 40% 60% 80% 100%

Q19: PurchaseCRM Product

Q20:  CRM based on children's drawings

Q23: Continente card - Nov-Dec

Q23: Continente card - entire year

Respondents' willingess to participate on Christmas campaign 

initiatives 

1=Nada provável 2 3 4 5 6 7=Muito provável

0% 20% 40% 60% 80% 100%

Q21:CRM on general opinion

Q21:CRM on frequency

Q21:CRM on budget

Q24:Card on general opinion

Q24:Card on frequency

Q24:Card on budget

Impact of Christmas campaign initiatives 

1=Muito negativo 2 3 4=Neutro 5 6 7=Muito positivo

N= 87 
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VII – Overall impact on general opinion about Continente 

 

5,47 

4,53 4,47 

0,00

1,00

2,00

3,00

4,00

5,00

6,00

7,00

Opinião geral

relativamente ao

Continente

Frequência com que vai

ao Continente.

Orçamento mensal gasto

no Continente.

Q21: Mean impact of CRM product activity (1-7) 

5,37 

4,37 4,24 

0,00

1,00

2,00

3,00

4,00

5,00

6,00

7,00

Opinião geral

relativamente ao

Continente

Frequência com que vai

ao Continente.

Orçamento mensal gasto

no Continente.

Q24: Mean impact of Continente card giving mechanic (1-7) 

0% 20% 40% 60% 80% 100%

Promotion of active citizenship at schools

Offer of prize to schools

Direct monetary support

Community volunteering in local

institutions

Community volunteering at schools

Q25: Impact of initiatives on general opinion about Continente  

1=Muito negativo 2 3 4=Neutro 5 6 7=Muito positivo

N= 206 

N= 263 
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VIII – Sociodemographics 

 

5,53 5,68 5,79 5,63 5,53 5,37 5,44 

0,00

1,00

2,00

3,00

4,00

5,00

6,00

7,00

Promotion of

active

citizenship at

schools

Offer of prize

to schools

Direct

monetary

support to

local projects

(Health and

Hunger)

Community

volunteering

in local

institutions

Community

volunteering

at schools

Continente

card -

"Descontar

Sorrisos"

Christmas

CRM product

Mean impact of different CSR initiatives on respondents' general opinion about 

Continente (1-7) 

Frequency (% )

Female 77

Male 23

18-24 29

25-34 19

35-44 26

45-54 15

55-64 9

Mais 65 2

Aveiro 4

Braga 4

Faro 3

Lisboa 33

Porto 46

Outros 10

11º / 12º unificados ou antigo 7º ano dos 

liceus (completo)
9,6

Curso médio / frequência universitária / 

bacharelato
11,6

Restantes Licenciaturas 38,0

Mestrados/Pós Graduações 28,8

Outros 11,9

1 13,7

2 19,2

3 29,5

4 28,1

5 7,2

Mais de 5 2,4

Instruction levels

People in household

Age

District of residence

Respondents' profile

Variable

Gender
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ANOVA Analysis 

1. Gender impact 

  

 

 

2. Age impact 
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3. District of Residence 

  

4. Instruction level 
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5. People in household 
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6. Purchase Frequency 
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APPENDIX 8: SCHOOLS’ QUESTIONNAIRE 
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APPENDIX 9: ANALYSIS OF SCHOOLS’ QUESTIONNAIRE 

I – Filters 

 
 

 

84 

103 

57 
47 

0

20

40

60

80

100

120

Faço parte dos órgãos

diretivos

Sou professor do 1º

ciclo

Sou professor do 2º

ciclo

Nenhuma das

anteriores

Q2: Position held at school 

58% 

42% 

Q3: Arts related subjects professor 

Sim

Não

N= 102 

N= 261 
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II– Attitudes 

 

 

,5 ,0 2,3 
7,9 

15,0 

25,2 

49,1 

,0

10,0

20,0

30,0

40,0

50,0

60,0

1=Nada

importante

2 3 4 5 6 7=Muito

importante

F
re

q
u

en
cy

 (
%

) 

Q4: Opinion in relation to promotion of volunteering and active citizenship 

1=Nada importante 2 3 4 5 6 7=Muito importante

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%100%

Q5: Fundraising contest in general

Q6: Volunteering promotion w/ educational material

Q6: Drawing contest

Q6: Charity exhibition

Schools' interest levels on initiatives 

1=Nada interessante 2 3 4 5 6 7=Muito interessante

N= 214 Mean = 6,09 
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0% 20% 40% 60% 80% 100%

Q7: Volunteering promotion w/ educational

material

Q7: Drawing contest

Q7: Charity exhibition

Perceived simplicity of implementation of activities by schools 

1=Nada fácil 2 3 4 5 6 7=Muito fácil

5,37 5,14 5,49 4,97 4,90 4,69 

Promoção voluntariado e

cidadania ativa através de

material educativo

Concurso de desenho Feira solidária

Comparison of mean levels of interest and simplicity of implementation of each 

initiative (1-7) 

Nível de interesse Nível de facilidade

0% 20% 40% 60% 80% 100%

Q8: Accepting  (School Boards)

Q10: Engaging students (Arts Professors)

Willingness levels of acception and implementation of the contest 

1=Nada provável 2 3 4 5 6 7=Muito provável

N= 214 

N= 214 

N= 214 
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III – Prizes 

 

 

VI – Schools’ characterization 

 

0%
5%

10%
15%
20%
25%
30%
35%
40%
45%
50%

Alimentos Livros e

Material

Escolar

Equipamento Dinheiro Vales em

alimentos,

livros ou

material

escolar

Outro.

Q12: Prizes preferences 

1st option

2nd option

3rd option

8,9 7,5 7,0 

14,0 13,1 12,6 

36,9 

0,0

10,0

20,0

30,0

40,0

1=Discordo

completamente

2 3 4 5 6 7=Concordo

completamente

F
re

q
u

en
cy

 (
%

) 

Q13: Agreement level in relation to prize value 

1=Discordo completamente 2 3 4 5 6 7=Concordo completamente

Frequency (% )

Aveiro 4,2

Braga 15,9

Lisboa 29,9

Portalegre 4,2

Porto 24,8

Santarém 8,4

Outros 12,7

Pública 84,0

Privada 15,0

Público-privada 1,0

Yes 16,0

No 84,0

School District

School tyoe

TEIP School

Schools characterization

Variable

N= 214 Mean = 5,00 
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ANOVA Analyis 

 

1. School Type 

 

  
 
2. TEIP School 

 

  
 
3. School district 
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APPENDIX 10: CONTINENTE CURRENT COMMUNICATION MOOD (USE OF REAL 

CUSTOMERS) 
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APPENDIX 11: MISSÃO SORRISO DESIRED COMMUNICATION MOOD (REAL 

CUSTOMERS AS AMBASSADORS) 
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APPENDIX 12 – OVERALL IMPLEMENTATION PLAN 

 

APPENDIX 13 – DIAGRAM SCHOOL CONTEST 

  

 

 

 

Sep Oct Nov Dec Jan Feb Mar Apr May Jun

Official Launch
Drawing    

contest
Online voting

Preparation of 

products

4th-11th: 

Charity exhibition

1st: Close event 

+ results comm.

Corporate 

philantropy

Corporate 

philantropy

Corporate 

philantropy

Launch event
Results 

communication

Online voting

Donation call

Applications for projects' contest

Christmas 

Campaign

Cause promotion

Community volunteering

Schools

School Contact Sensitizing children

CRM product

Descontar Sorrisos
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APPENDIX 14 – DETAILED MEASURES FOR COMMUNICATION GOALS 

Goals Measurement 

Improve recognition brand 

awareness of Missão 

Sorriso 

Measurement of recognition brand awareness (besides what is 

already measured by Continente image surveys) 

1 – From the following corporate social responsibility programs, 

please indicate the ones you know at least the name (include list with 

Missão Sorriso) 

2 – Indicate your association degree of Missão Sorriso to Continente 

in a scale of 1 to 7 (1 = do not associate at all; 7 = totally associate) 

Increase brand attitude 

towards MS, through the 

reinforcement of 

associations of proximity 

and authenticity 

a)Measurement of associations to Missão Sorriso 

To what extent do you agree with each of the following statements 

relating to the brand Missão Sorriso (between 1 = disagree entirely 

and 7 = agree entirely) 

1. It is a corporate social responsibility project that supports 

social projects at local level. 

[Commitment levels: high inputs]* 

2. The support given to projects is significant, as it results from 

high monetary contributions. 

3. The support given to projects is significant, as Continente 

employees are involved. 

[Commitment levels: durability]* 

4. Missão Sorriso supports social projects during the entire year. 

[Commitment levels: consistency]* 

5. Missão Sorriso supports social projects in a consistent way. 

*Source: Based on commitment levels towards CSR (Dwyer et al. in 

Ellen et al., 2000). 

b)Evaluation of Missão Sorriso perceived personality traits [based 

on brand identity personality facet] 

Indicate the personality traits that you associate to Missão Sorriso 

Passive _ _ _ _ _ _ _ Proactive 

Committed _ _ _ _ _ _ _ Indifferent 

Smiling _ _ _ _ _ _ _ Annoyed 

Unfriendly _ _ _ _ _ _ _ Caring 

Close _ _ _ _ _ _ _ Distant 

Trustful _ _ _ _ _ _ _ Distrustful 

Artificial _ _ _ _ _ _ _ Genuine 

Reduce scepticism levels 

towards Continente 

Measurement of scepticism levels – adapted from Swaen and 

Chumpitaz (2008) 

To what extent do you agree with each of the following statements 
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relating to Continente’s motives for getting involved in social 

activities? Continente get involved in these activities...(between 1 = 

disagree entirely and 7 = agree entirely) 

[Altruistic motives] 

... because Continente wants to give something back to society 

... because Continente is fully-fledged members of society 

... by pure altruism 

[Strategic motives] 

... because this gives Continente good publicity 

... because this lets Continente increase profits 

... because this gets Continente more customers  

Increase brand attitude 

towards Continente, 

through the reinforcement 

of associations as a close 

and inspiring brand. 

Measurement of brand associations (besides what is already 

measured by Continente image surveys) 

Indicate the personality traits that you associate to Continente 

Inspiring _ _ _ _ _ _ _  Uninspiring 

Close _ _ _ _ _ _ _ Distant 

Increase positive attitude 

towards Sonae. 

Adapted from Turker (2009) 

To what extent do you agree with each of the following statements 

relating to Sonae MC (between 1 = disagree entirely and 7 = agree 

entirely) 

Perceptions of CSR to social and non-social stakeholders 

1. Our company makes investment to create a better life for the 

future generations. 

2. Our company targets a sustainable growth, which considers 

to the future generations. 

3. Our company supports the non-governmental organizations 

working in the problematic areas. 

4. Our company contributes to the campaigns and projects that 

promote the well-being of the society. 

Perceptions of CSR to employees 

1. Our company encourages its employees to participate to the 

voluntarily activities. 

2. Our company emphasizes the importance of its social 

responsibilities to the society. 
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APPENDIX 15 - CSR ACTIVITIES DEVELOPED AT PORTUGUESE SCHOOLS  
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APPENDIX 16 – CROSSING CONTINENTE STORES, RED CROSS OFFICES AND 

SCHOOLS 
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APPENDIX 17 - CHILDREN’S DRAWINGS OF LEOPOLDINA IN SOCIAL AIDING 

SITUATIONS 

 

 

 

  

Female, 8 years old, 3rd grade  Female, 8 years old, 3rd grade  

Female, 8 years old, 4th grade  Female, 11 years old, 6th grade  
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Female, 11 years old, 6th grade  

Female, 11 years old, 6th grade  

Female, 11 years old, 6th grade  



59 

 

APPENDIX 18 – OPERATIONAL GOALS – SCHOOLS 
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APPENDIX 19 – DETAILED BUDGET SCHOOLS (2013-2014) 
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APPENDIX 20: COST PER CONTACT SCHOOL CONTEST - EVOLUTION (2013-

2017) 

 

 

APPENDIX 21: EXPECTED RESULTS – CHRISTMAS CAMPAIGN 

 
Y- 2013 

CRM product (1€)
1
 480.000 

Descontar sorrisos (0,50€)
2
 697.500 

Calls (0,50€)
3
 121.433 

Total value (€) 1.298.933 

 

 

Potential 

number 

Value 

given 

Number insertions 

(Nov-Dec) 

Participants - CRM product 600.000 1 
 

Participants - Continente card 3.100.000 0,5 
 

Participants - Calls 693.900 
  

Average number "Você na TV" (viewers 

per day)
4
 

380.100 0,5 7 

Average number "A Tarde é Sua" (viewers 

per day) 
313.800 0,5 7 

 

  

                                            
1
 80% of the customers that bought Missão Sorriso product in 2011, would buy the product in 2013 

2
 45% of Continente card owners would give, at least once, an average of 0,50€ through their cards 

3
 5% of the daily viewers of the two TVI talk shows would donate 0, 50€ through calls in 7 programs 

4
 Source: Marktest and CAEM; period analyzed: from 1st March 2011 to 31st October 2012; available at: 

http://www.cmjornal.xl.pt/noticia.aspx?contentID=8AF5AF33-CAA9-4488-9B9B-

527AF51193FB&channelID=00000092-0000-0000-0000-000000000092 
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APPENDIX 22: DETAILED BUDGET – CHRISTMAS CAMPAIGN 

 

APPENDIX 23: COST PER CONTACT – CHRISTMAS CAMPAIGN 

 

 

 


