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1. Caug,e marketing in the new era of communit
goo

A Big cause marketing (what you can learn)
A Local cause marketing (making it work in Lethbridge)

2. Framework for success: How to take
advantage of a growing trend

3. Innovative ideas and practical thoughts

4. Q&A
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What is Cause Marketing?

w Mutually beneficial relationshipgbetween company &
community cause

¢ Marketing benefit, not a fundraising need
¢ Not donation or sponsorship

w Company puts th@ower of its marketing, brand and people
behind a cause

w Createsvalueshowcases values

w Partnering for purpose with passion for profits!

I The new face of corporate marketing and corporate citizenship
I The new fundraising and marketing discipline for nonprofits
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What 1s Cause Marketing?

Scatichi & Saatchi
Procter & Gamble

Pampers

“With Your Help :60”
60
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What iIs Cause Marketing?
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Marketing and fundraising

A Part marketing, part fundraising
A Build awareness, get out messages
A Reach new audiences (in new and innovative ways)
A Generate support, build new relationships
A Not a get rich quick scheme, easier ways

A5-15% from all corporate giving, including cause
marketing

A A different mindset
A Thinking win-win-win
A Creating social and business benefit
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CONSCIOUS CITIZEN
A "GTOGOODOWLRENVMOLUT

A The new era of community good
A Greed is out, serve the greater good is in
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DOING GOOD & BETTER EXPECTED

onDecember 6,
we work for a

different boss.

k7

CIBC World Markets Miracle Day
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‘World Marke CBC World Markets Wood G ndy
Wirace Doy

EMPUWE(RED)

HEAR NO EVIL? (l)

AIDS KILLS ONE CHILD EVERY MINUTE CAN AN INDIVIDUAL CHANGE THE WORLD?  YES YOU CAN.

ALL GAP (PRODUCT) RED"™ CLOTHING IS DESIGNED TO HELP ELIMINATE AIDS IN AFRICA

WHEN TRUTH SPREADS, AIDS WON'T

ALDO STORE. AL BENERT TOUTHAIDS.
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Cause Marketing Spectrum

* Jocelyne Daw, Cause Marketing: Partner for Purpose

Passion and Profits

Transformational: Programs

V Few, deep relationships, largest impact,
BRANDED

V Deeper relationship provide strong
marketing and communication messaging

Transitional: Promotions

V Promotions that are time limited
V In store, and event based

V Opportunity for messaging

Transactional: Products

V Most common form of support product
sales, product plus, licensed products

V Revenue but little opportunity for
messaging

V More and more strategically focused
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SPECTRUM OF CAUSE MARKETINC

Low
Commitment

Because
there is hope

Buy a bloom for $1 at your local
Walgreens and help fight breast
ity

&
EMPOWE(RED)

)
(m)"”
N INDIVIDUAL CHANGE RLD?  YES YOU CAN.

TRANSACTIONAL
Productcsales

Licensed:products
Purchase plus

HEAR NO EVIL’

vmg N TRUTH snws. Aosy won T

TRANSITIONAL

In-store promotion
Events
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self=esteem

Campaign for

Real Beauty - 2004
New Issue Opportunity

JEIEY
- runnmg.

o

for women
love your hear! AmercanHean

TRANSFORMATIONAL

Socialmarketing

CauseBranding
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CAUSE
MARKETING

PUBLIC AND HUMAN FACE of corporate citizenship & responsibility

Demonstrates What a Company Stands For
A5 year history

Anin-win

AGrowing acceptance

Avolving form

.ﬁ Campaign for
o Real Beauty - 2004
dts MEMBERS
Statue of Liberty /" PROJECT
Restoration Project - 1983 3 P
The Pioneer g
W Live, Learn
‘) and Thrive
I 19 : ”
i [ £ ¥
34 I TYT — Vo Pampers -
S REAST col | “One Pack = One Vaccine”
- ERUSADE g Tampax/Always’
- o i “Protecting Futures”- 2008

Breast Cancer Crusade* - 1993
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of Americans say they
have a more positive
image of a product or
from one brand to another company when it
brand ... if the other brand is supports a cause they
care about

would be likely to switch

associated with a good cause




TWO FACES OF CAUSE
MARKETING

A National and/or big organization

A Large scale

A Big companies

A Multiple aspects i ads, in store, promotions
A Small and/or local organization

A Transactional based

A Lower key, lower impact

A Great relationship and awareness builder
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CM in a small community

A Dedicated team C Part of someone

A Bells and whistles C  Simpler, transactional

A Raises lots of $ C Builds awareness & friends

A Builds relationships C  Builds relationships
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Drivers!

W RevenueGenerates revenue at low || W

cost

w Marketing: Mission based marketin
tool

w EngagementBroad reaches, often
whole new audience

w Mission goalsaAwareness, change
attitudes and behaviours

W

Stand for somethingreater than your
bottom line and people with stand with
you

Consumer loyaltyConnection with
val ues, especiallyly

Community expectationsLicense to
operate

Shareholder valueTangible business
benefits

Employee loyaltyAttract, retain, pride
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Cause Marketing Success Eleme

Provides value to business T what 6s 1 n i
for them!
Aligns with values I It has to make sense

Define goals for both partners!

Design the means to achieve them I
execution key

Measure success: Success= more opportunities
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Framework for Success

Define organization
objectives & assets

Build strategy, marketing
platform & mindset

Prepare internally

Strategically seek
aligned partners

A

Combine assets,
Define success

Build brand & program

Execute 1 internal and

external

Leverage all assets

Communicate 360

1
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Celebrate impact
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