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1. Cause marketing in the new era of community 
good
Å Big cause marketing (what you can learn)
Å 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?

ωMutually beneficial relationshipbetween company & 
community cause
ςMarketing benefit, not a fundraising need
ςNot donation or sponsorship

ωCompany puts the power of its marketing, brand and people 
behind a cause

ωCreates value, showcases values 

ωPartnering for purpose with passion for profits!
ï The new face of corporate marketing and corporate citizenship 

ï The new fundraising and marketing discipline for nonprofits
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What is Cause Marketing?

Habitat



ÅPart marketing, part fundraising
ÅBuild awareness, get out messages

ÅReach new audiences (in new and innovative ways)

ÅGenerate support, build new relationships

ÅNot a get rich quick scheme, easier ways

Å5-15% from all corporate giving, including cause 

marketing

ÅA different mindset
ÅThinking win-win-win

ÅCreating social and business benefit
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Marketing and fundraising



CONSCIOUS CITIZEN

A ñGOODò REVOLUTION

ÅThe new era of community good

ÅGreed is out, serve the greater good is in
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DOING GOOD & BETTER  EXPECTED
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Cause Marketing Spectrum
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 ςproduct 

sales, product plus, licensed products 
V Revenue but little opportunity for 

messaging
V More and more strategically focused

* Jocelyne Daw, Cause Marketing: Partner for Purpose, 
Passion and Profits



Jocelyne Daw, Not to be 

reproduced without permission 10

SPECTRUM OF CAUSE MARKETING

TRANSACTIONAL

Product sales

Licensed products

Purchase plus

TRANSFORMATIONAL

Social marketing

Cause Branding

TRANSITIONAL

In - store promotion 

Events

Low 
Commitment

High 
Commitment



CAUSE 

MARKETING 
PUBLIC AND HUMAN FACE of corporate citizenship & responsibility

Demonstrates What a Company Stands For
Å25 year history

ÅWin-win

ÅGrowing acceptance

ÅEvolving form

Strength of 
CM

2008 Cone Cause Evolution 
Study



CAUSE MARKETING
WIDELY ACCEPTED

85%
of Americans find it 

acceptable for 
companies to involve 

a cause or issue in 
their marketing

Versus only 66% in 1993

2008 Cone Cause Evolution 
Study

85%

of Americans say they 
have a more positive 
image of a product or 

company when it 
supports a cause they 

care about

Remains unchanged from 1993

Have bought a product or 
service because it was 

associated with a cause or 
issue over the past 12 months: 

2008

38%
1993

20%

DIFFERENTIATES



TWO FACES OF CAUSE 

MARKETING

ÅNational and/or big organization

ÅLarge scale

ÅBig companies

ÅMultiple aspects ïads, in store, promotions

ÅSmall and/or local organization

ÅTransactional based

ÅLower key, lower impact

ÅGreat relationship and awareness builder
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ÅDedicated team Č Part of someoneôs job

ÅBells and whistles     Č Simpler, transactional

ÅRaises lots of $ Č Builds awareness & friends

ÅBuilds relationships   Č Builds relationships
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CM in a small community
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Drivers!
ωRevenue:Generates revenue at low 

cost

ωMarketing: Mission based marketing 
tool

ωEngagement:Broad reaches, often 
whole new audience

ωMission goals:Awareness, changes 
attitudes and behaviours

ω Stand for somethinggreater than your 
bottom line and people with stand with 
you

ω Consumer loyalty:Connection with 
values, especially Gen Y, Millôs

ω Community expectations:License to 
operate

ω Shareholder value:Tangible business 
benefits

ω Employee loyalty:Attract, retain, pride
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Cause Marketing Success Elements

16

1

2

3

4

5

Provides value to business ïwhatôs in it 
for them!

Aligns with values ïit has to make sense

Define goals for both partners!

Design the means to achieve them ï
execution key

Measure success: Success= more opportunities
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Framework for Success

3
7
8

2

Build brand & program

Communicate 3604 9
10 Celebrate impact

6

5

1

Combine assets, 

Define success

Define organization 
objectives & assets

Leverage all assets

Execute ïinternal and
external

Strategically seek

aligned partners

Build strategy, marketing 
platform & mindset

Prepare internally


