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Manipulation 7: Consumer-to-consumer news release with sentiment

pmgan‘l It's a reusable tunbler and it only costs $1. Ve can contnbute to the betterment
of the emironment exery dary!

WHITE LAB!
FOR IMVEDIATE RELEASE For Further Information
Decerrber 4, 2013 Public Relations Agency

NEWS RELEASE
WHITE LABEL COFFEE LAUNCHES REUSABLE CUP PROGRAM
_. Pat of Whie Label's Coporate Socia Responsibility Program to Help Society
SAN FRANCISCO, Moverrber 10, 2012— White Label Coffee, which blends good coffee
[with good business ethics, announces today anather step toward sening our emdronment
Iwith & socially responsible reusable cup program

RECLF the name of the Company's Reusable Cup program represents one more platfonm,
Cther

in Vwhite Label' s globally recognized comporate smd responsibslity program
progrars irclude ethical wﬁee procurement, LEED building staruams for retail outiets,
loans to third-world , and walter and power consenation

programs.
['Cur g is to set a standard for emdtonmentally sensitive custormers and for society. By
cffering White Label reusable turblers, we hope to dramatically reduce paper weste and to
offier our customers a persoral way of corfributing to the bettermernt of our ermironment
every day,” Lany H Balton, Presidert and CEO of White Label Coffes, said “Cur RECLP
[prograim again the cormmitrrent of VWhite Labed and its enployess to have a
positive impact on our global society. Reusable tumblers means reduced vater, soap,
pover and waste by our retail outlets, and that transiates into rrinimal negative impact.”
[Vvhite Label Coffes has established a goal of comerting five percent of its customens by
2015 to ownership of Vhite Label tumblers that are oaned by indvidugs. White Label
hopes to eliminate about 115 million paper cups by 2015 essentially without dismuption to
customers who want to make an individual contribution to a better emdronment. Those 115
rrillicn peper cups eliminate about five million pounds of peper weste fom landills across
Marth Aretica and Europe.
VM2 hope the socidly responsible actions of VWhite Label Coffee helps to inspire
custormess to engaoe in our recyclsble turrbler program " Bolton said Ve believe our
custormers will easily adapt to a dally routine of camying their personal tunblers into o
retail cutists and receiing & areat eup of coffes and the satisfaction of contributing to the
ernironment.” The RECUP Turrblers go on sale today for $1 at White Label ovwned and
franchise retail stores and st White Label cofiee bars, Incated & brand name retailers like
|[Bames and Moble and Macy's. Vhiite Label already uses recycled paper and cardboard
inmctswulnrtsretalstu'esfnrﬂsa.ps cup bands, napkins and woluma coffes
|[ViFe Label Ceffee (VCARMASDAG) s an crffes chetrbuter s retailer of
procicts in hbrthArrerica and BLrope, lsf:NMMnmhmgﬁm%
respormshiity in sordng. colection roastirg ard dstrbution of coffies ard cocoa produds. 1T YLike

= nevs releasel WWhite Lebel Coffes 15 Iau‘l:ﬂngarewawru‘ma‘lfd :

My kitty loves White Label, too!
28 minutes ago
. ie rine:

THANK YOU WHTTE LABEL FOR THE OPTION OF SOYA
MLK )

29 minutes ago
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Manipulation 8: Consumer-to-consumer article with sentiment

ecember 4
| See the \White Label article! This is really cool. Mow we all can
niribute to the emnvdronment EVERY DAY

Reusable Cup Program Debuts at Coffee Retailer
By Charlotte Miller

Staff Reporter
Label Coffes, a San Francisco-based coffee distributor and retaller, has My kitty loves White Label, too!
announced a reusable coffee cup program that it hopes will reduce paper that
ould eliminate about five million pounds a year. 28 minutes ago
|satxuﬁve cedoftl’uerlmbewfwfbecwsﬂsellsonadahtbasis
i good coffes with good business ethics,” could i Macie Baumgartner

fNe cent of its annual store costs, and analysts expect a positive,

impact mﬁﬁha{emmmﬁmtﬂmwmmuﬂwmm
NQSDDQExcm tumblers would reduce water, soap, power and
tebyretalcmds wihich wil mnrnzelrmecimthemmmm

narme of the Company’s reusable cup program is RECUP. © Otrgoasllstnset )
standard for environmentally sensitive customers and for society, By offeri 29 minutes ago

ite Label reusable tumblers, wehq:etodramcalhrraducemaerwtearﬂ
o aoffer our customers a personal way of contributing to the betterment of our

'r%w&ydw.'Laer Bolton, president and CEQ of White Label

, said.

“The RECUP Tumblers go on sale today for $1 at White Label owned and
anchise

retail stores and at Vihite Label coffee bars, located a brand name retailers like
Barnes and Noble and Macy's.

THANK YOU'WHTE LABEL FOR THE OPTICN OF
SOYAMILK 3)

et Tumbler

Vhite Label to eliminate about 115 million c 215 essential
wmmasnmmmmummmmmmﬁmd@gmﬁm taz
better emviranment. The RECUP program represents one more platform in White
Label's globally recognized corporate social r&fggﬁlhi!y program. Other
programs include ethical coffee procurement, building standiards for retail
joutlets, loans to Third World growers, and watter and power consenvation

Fxmj“ﬂhkg
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Manipulation 9: Consumer—to-consumer advertisement with sentiment

Search for People, Places \
&,

December 4

Wow! Did you see this VWhite Label ad! With RECUP, we can now contribute
to the better of the emvironment every day! How cool!

WhiteLabel Coffee introduces its reusable tumbler RECUP to make a
cortribution to the emvironment every day! Now on sale at your local White
Label retail store for just $1. A small price to pay for a big contribution to
tomorrow!

|’AJL|Im

Recent Posts by Others on White Label

. !yidun‘a Bolton

My kitty loves White Label, tool
28 minutes ago
. Macie Baumgartner

THANK YOU WHTE LABEL FOR THE OPTION OF
SOYA MILK 3)

29 minutes ago
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Manipulation 10: Consumer-to-consumer news release with no sentiment

WHITE LABEL CORFEE COMPANY
FCR IMMEDIATE RELEASE For Further Information
Movermber 11, 2013 Public Relations Agency

NEWS RELEASE WHITE LABEL COFFEE LAUNCHES REUSABLE CUP
PROGRAM. .. Fart of While Labels O:m:rae Socid Responsibility Program to Hep

SAN FRANCISCO, hb\erber1U,Z}13-WMeLdae|Coﬁaamh|chblenjsgmdmﬂee
Iwith good business ethics, announces today ancther step tovard sening our
enironment with a socially responsible reusable cup program RECUR the name of the
Corrpany's Reusable Cup program represents one more platforrm in Vihite Label's
globally recognized corporate social responsibility program Cther progras include
ethical coffes procurerent, LEED building standards for retail cutlets, loans to third-
Ivord growers, and water and power consenvtion prograns. "Our istoseta
standard for emronmentally sensitive customers and for society. By offering VWhite
Label reusable turrblers, we hope to drametically reduce paper waste and to offer our
custorrers a personal way of contributing to the bettemment of cur emvironment every
day.” Lamy H Balton, President and CEO of White Label Coffee, said “Cur RECLP

\|program agein dermonstrates the cormmitrent of White Label and its erployess to have

a positive impact on our gichal society. Reusable turrblers means reduced water, soap.

and vaste by our retail outlets, and that translates into minimal ive i
merMmm?Wﬁte Label Coffee has established a goal dm%m
of its customers by 2015 to ownership of Vihite Label turrblers that are owned
indiriduals. VWhite Label hopes to diminate about 115 million paper cups by 201
essentially without disruption to custarmess wha wart to make an individual cortribution
lto a better envronment. Those 115 millicn paper cups eliminate about five million pounds
of paper waste from landfills across North America and Europe Ve hope the socialy
resporsible actions of Vihite Label Coffes helps to inspire customers to engage in our
recyclable turmbler program” Bolton said Ve believe our custormers will easily adapt to
a daily routine of carmying their personal turrblers into our retail cutlets and receiing a
arest cup of coffee and the satisfaction of contributing to the emvronment. ™ The RECLP
Turrblers go on sale today for $1 2t Vhite Label owned and franchise retail stores and
at Vihite Label coffee bars, located a brand name retailers like Bames and MNoble and
Macy's, VWhite Label already uses recycled paper and cardboard products within its
retail stores for its cups, cup bands, napkins and volume coffes contaners,

it Label Coffiee (VWCAR-NASDACH is an crganic coffee distribter and retalier of

ethically resporeble
J|procicts in MorthArerica and Brope. lsmdﬂyiﬂhnﬂghm{amm

resporeibiity in sourcing, calection reesting and distribution of coffes and cocoa products .«

My kitty loves White Label, too!

28 minutes ago
. ‘Macie Baumgartner

THANK YOU WHTTE LABEL FOR THE OPTION OF
SOYAMILK :)

29 minutes ago
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Manipulation 11: Consumer-to-consumer article with no sentiment

Search for People, Places

(White Label Coffee, a San Francisco-based coffee distributor and retailer, has
[White Label, which says it “blends good coffee with good business ethics,” could

\\waste by retail outlets, which will minimize impact on the environment.
[The name of the Company's reusable cup programis RECUP. “Our goal is to set

I I . Tumbler
\VWhite Label hopes to eliminate about 115 million paper cups by 2015 essentially

Reusable Cup Program Debuts at Coffee Retailer
By Charlotte Miller

Staff Reporter

announced a reusable coffee cup program that it hopes will reduce paper that
could eliminate about five million pounds a year.
That is about five percent of the number of coffee cups it sells on a daily besis.

eliminate up to five percent of its annusal store costs, and analysts expect a positive|
impact of the company’s share price when trading for WCAF opens today on the
INASDAQ Exchange. Reusable tumblers would reduce water, soap, power and

a standard for environmentally sensitive customers and for society. By offering
\White Label reusable tumblers, we hope to dramatically reduce paper waste and
lto offer our customers a personal way of contributing to the betterment of our
lemironment every day,” Larry H Bolton, president and CEO of \White Label
Coffee, said.
1=;I'he EEGCLPTmﬁefsgoonsdetotmfch at White Label owned and

ancl
retail stores and at White Label coffee bars, located a brand name retailers like
Barnes and Noble and Mecy's.

Iwithout disruption to customers who want to make an individual contribution to a
better evironment. The RECUP program represents one more platform in White
Label's globally recognized corporate social responsibility program. Other
programs include ethical coffee procurement, LEED building standards for retail
outlets, loans to Third World growers, and water and power conservation

| programs. 2Like

Recent Posts by Others on White Label

. !\cﬁdoﬁa Bolton

My kitty loves White Label, tool
28 minutes ago
. ‘Macie Baumgartner

THANK YOU WHITE LABEL FOR THE OPTION OF
SOYAMILK. 3)

29 minutes ago
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Manipulation 12: Consumer-to-consumer advertisement with no sentiment

Search for People, Places Q
m L,

n:)e«:en'ber 4
[L 4

- Recent Posts by Others on White Label

. -ﬁwg_oﬂ_a.m

\White Label Coffee introduces its reusable tumbler RECUP My kitty loves White Label, too!
[to make a contribution to the emironment every day! MNow on sale at your local
\ihite Label retail store for just $1. A small price to pay for a big contribution 28 minutes aqo
to tomorow! a

. /| ie Ba artner

THANK YOU WHITE LABEL FOR THE OPTION OF
SOVAMILK. 3)

ke 29 minutes ago
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