
269

Index

ABC News and Share Our Strength, 139
Abel, Harry, 6, 87
Adkins, Tammy, 118
Advertising

agencies, working with, 162, 163
corporate, value of, 173
gift-based marketing, 55
minimum financial guarantee, 174
spending versus donations, 255, 256
value of, 14

Affiliate marketing, 21
Affinity credit cards, 85, 86
Agreements, 174, 175, 248, 249

protecting brand and visual identity, 256
Aleve and Arthritis Foundation, 48
Alignment

importance of, 247
partners, 157, 158, 175, 247
pyramid, 144, 145
and 60-30-10 rule, 143
UNICEF and Intercontinental Hotels Group

example, 145, 146
use of term, 161

Alliance Carton Nature, 17
Alloy, 33
American Cancer Society, 12, 138, 161, 162,

246
and Florida Department of Citrus, 95, 96
and Met Life, 57, 126–128
and Nicotine Cessation, 57
and Quest Diagnostics Inc., 126–128
and SmithKline Beecham Consumer

Healthcare, 49, 251
and Walgreens, 12, 76–78
and Weight Watchers, 57

American Express, 147, 256
and beginning of cause marketing, 3–5, 42, 43
and San Francisco Arts Festival, 43
and Save the Music Foundation, 5, 11, 12

and Share Our Strength, 46, 47
and Susan G. Komen Breast Cancer

Foundation, 56
American Heart Association, 10, 48, 141, 168,

197
Go Red for Women, 57, 139, 142

with Macy’s and Pfizer, case study,
201–212

and Subway, 48, 206
and Walgreens, 78

American Marketing Association, 21
American Medical Association and Sunbeam,

49, 251, 256
American Red Cross and Home Depot, 71–73,

143, 192
America’s Second Harvest, 223
Approval process, 151, 152, 168, 179, 180
Arthritis Foundation, 6, 165, 174

and Aleve, 48
Chapter Alliance Team (CAT), 181
ease-of-use program, 6, 48, 86–88
focused platform approach, 57
and McNeil Consumer Products, 49, 252, 256
and NFL, 57
and Radio Disney, 57
and Tylenol, 88

Aschermann, Kurt, 137, 159, 255
Assets and resources of nonprofit

and business resources, 183
combining with strategic partner, 168–170,

176, 247, 248
corporate goals, matching, 159
exclusivity and devaluing assets, 141, 142
identifying, 136, 137
intangible assets, 88, 89, 137, 138
integrity and reputation, 141
resources and benefits, 139–141
tangible assets, 138, 139
unavailable assets, 142

ch14_ind_4647.qxd  2/10/06  4:04 PM  Page 269

CO
PYRIG

HTED
 M

ATERIA
L



Attorneys General report, 49, 152, 153
Avon, 14

Baskin-Robbins, 215
Bell, John, 28, 30
Ben & Jerry’s, 138

and KaBOOM!, 67–70
Benefits of cause marketing

cobranded events, 108
cobranded programs, 116
collaboration, 24
financial, 11, 12
issue promotions, 92
licensing, 81, 82
mission advancement, 36
mission-related, 11, 12
product sales, 65–67
purchase plus, 74
social (public service) marketing programs,

122, 123
Better Business Bureau, 144

Wise Giving Alliance guidelines, 152–154
Betty Crocker and Share Our Strength, 139
Big simple idea approach, 142, 167, 247
Blige, Mary J., 5
BMW, 56
Boroff, Gregory, 224–227, 229–231, 233
Boys and Girls Clubs of America, 159, 255

brand as intangible asset, 137
and Coca-Cola Company, 124
and Crest, 123, 124
and Kraft Foods, 124
and U.S. Department of Health and Human

Services, 124, 125
Brand positioning statement, 134–136
Branding phase, 42, 51–53, 58. See also

Cobranded events; Cobranded
programs

phases of cause marketing, 42, 51–53
Brands

brand identity, building, 30, 134
marketing goals, 25
nonprofit brand

as intangible asset, 137
valuing, 171–173

Braxton, Toni, 210
Breast Cancer Action campaign, 252, 253
Breast cancer awareness

and acceptance of various causes, 51
Breast Cancer Awareness Month, 44, 45
Canadian Breast Cancer Foundation. See

Canadian Breast Cancer Foundation

and legitimacy of programs, 252, 253
Susan G. Komen Breast Cancer Foundation.

See Susan G. Komen Breast Cancer
Foundation

Brinker, Nancy, 93
Bronstein, Karen, 79, 236, 237
Budgets and budgeting, 13
Burnet, Duckworth & Palmer, LLP and

EPCOR Centre for the Performing
Arts, 119–122

Business in the Community (United
Kingdom), 16, 32, 33

Cabrera, Lucy, 224
Calvert Foundation, 22
Canadian Association of Food Banks and

Investors Group, 98–101, 192
Canadian Breast Cancer Foundation

and CIBC, 5, 12, 109–113, 138, 162, 172,
182, 184

Canadian Cancer Society, 142
and Petro-Canada, 243
Vancouver Island District and Yukon

Division, 197
with Thrifty Foods, case study, 234–242

Canadian Heart and Stroke Foundation, 48
Canadian Imperial Bank of Commerce (CIBC)

and Canadian Breast Cancer Foundation, 5,
109–113, 138, 162, 182, 184

Canadian Parks Partnership and Parks Canada,
48, 136, 148

and Hallmark Cards (Canada), 167, 191
and Hi-Tec, 187
and Post cereal, 169

Carey, Jim, 215
Cause branding, 4, 21, 42

defined, 51
Cause marketing

and corporate citizenship. See Corporate
citizenship

defined, 21, 26, 37, 264
development of, 41, 42, 264
early nonprofit response to, 6, 7
everyday examples of, 4, 5
as evolving process, 268
extent of, 4, 5
features of, 37
focus on cause, 27, 37
goal of, 10, 23, 132
local impact and implementation, 27
as “must-do” business practice, 57, 267
other names for, 9, 21

270 index

ch14_ind_4647.qxd  2/10/06  4:04 PM  Page 270



passion, 262, 263
phases of. See Phases of cause marketing
positive message, 27
promotional period, 28
seven deadly sins, 249–258
as tool for business and for nonprofits, 262
trends, 264, 265

Cause Marketing Forum, 95
Cause-marketing orientation

assets and resources, defining. See Assets and
resources of nonprofit

brand and assets, defining, 134, 135
brand positioning statement, 134–136
goals, identifying, 133, 134
and indirect support, 154, 155
internal preparation, 147, 148

BBB Wise Giving Alliance standards,
152–154

checklist, 150
industry specifics, awareness of, 151–154
leadership buy-in, 148
legal and policy concerns, 152, 153
National Health Council Guiding Princi-

ples for Voluntary Health Agencies in
Corporate Relationships, 153

organizational culture, 148
planning, 149
processes, 149, 150
staff and resources, 149
state and provincial regulations, 153
tax implications, 152, 161

nonprofit focus, 129, 130, 133, 155
platform, developing, 142, 143
potential partners, identifying. See Partners
seven C’s of cause-marketing framework,

130, 131
UNICEF and Intercontinental Hotels

Group, 145, 146
well-known nonprofits, 147

Cause-marketing partnerships. See Partners
Cause-marketing programs

agreement, elements of, 174, 175
assets, combining, 168–170
cause programs, 63
cobranded events. See Cobranded events
cobranded programs. See Cobranded

programs
cobranding, 62, 107
collaboration with strategic partner, 157–168
commitment, 194
events as tangible asset to corporate partner,

138

four P’s, 157, 175, 250, 261
goals of, 128
implementation. See Implementation of

cause program
ownership issues, 184
programs as asset to corporate partner, 138
promotional events, 63
public service, 63
social (public service) marketing programs.

See Social (public service) marketing
programs

value, creating, 170–175
Cause overlay, 21
Cause-related marketing (CRM), 21, 42

and American Express, 3, 4
and corporate social responsibility, 7
origin of, 3
trademarked term, 4

Causes. See also Cause-marketing orientation
business perspective, 133
defining the cause, 134, 135
indirect support, 154, 155
internal preparation, 147–154
potential partners, identifying. See Partners
selection of, 133

Celebrities, 169, 170
Charge Against Hunger, 47
Charitable donations

concerns, 6
statistics, 14, 15

Cheerios and First Book, 5, 96–98, 214
Children’s Hunger Alliance, brand position

statement, 136
Chow, Karina, 238–240, 242
Churchill, Winston, 268
Ciba and National Kidney Foundation, 113
Clinton, Hillary Rodham, 47, 215
Cobranded events

benefits, 108
Canadian Breast Cancer Foundation and

CIBC, case study, 109–112
challenges, 108, 109
characteristics of, 107, 108
methods, 108
National Kidney Foundation and Novartis,

case study, 113–115
Cobranded programs

benefits, 116
Burnet, Duckworth & Palmer LLP and

EPCOR Centre for the Performing
Arts, case study, 119–122

challenges, 116

index 271

ch14_ind_4647.qxd  2/10/06  4:04 PM  Page 271



Cobranded programs (cont.)
London Regional Children’s Museum and

3M Canada, case study, 116–119
methods, 115

Coca-Cola Company, 6
and Boys and Girls Clubs of America, 124

Cold calls, finding potential partners, 163
Collaboration, 261, 262

benefits of, 24
building, steps for, 157, 158
checklist, 150
extending, 192–194

Collins, Jim, 265
Collins, Kathy, 51–53
Commercialism, concerns with, 6
Commitment

cause-marketing programs, 194
corporate citizenship, 257, 258
passion, 262–263
transparency, 160

Committee to Encourage Corporate
Philanthropy (CECP), 8

Communications
consistency of message, 186
external, 186, 188, 189
face-to-face, 182
frequency, 186
importance of, 185, 186, 195, 248
internal, 186–188
nonprofit and corporate differences, 182, 183
as nonprofit asset, 140
nonprofit message, 188
proactive, 182
and problem resolution, 182
and relationship management, 181, 182

Community involvement
and cause marketing, 7
as nonprofit asset, 139
trend toward, 7

Community volunteering, 7. See also
Volunteers

Competition
among nonprofits, 35
and need for “getting it right” framework,

129
ConAgra Foods, Feeding Children Better, 25, 27
Cone, Carol, 4, 26, 29, 30, 51, 53
Cone Inc.

alignment pyramid, 144, 145
and American Heart Association, 202–206
Cause Branding, 42
phases of cause marketing. See Phases of

cause marketing
reports. See Cone Reports

Cone Reports
1993 Cone/Roper Cause Related Trends

Report, 45, 46
2003 Holiday Trend Tracker, 33, 34
2004 Corporate Citizenship Study, 29, 36,

54, 65, 185, 257, 258, 262
Cone/Roper Studies (1993–1998), 50
corporate-nonprofit cause relationships,

public feelings toward, 37
employee loyalty, 28, 29
public scrutiny of corporations, effect of, 30,

31
tracking of cause marketing, 41
trends supporting cause marketing, 28, 38

corporate drivers, 28–34
nonprofit drivers, 34–37

Conrad, Laurelea, 161
Conservation International, 22

and Starbucks, 8
Consumer democracy, 33
Consumers

and cause marketing, 32–34, 50, 54
teens, 33
women, 33, 34

Corporate cause promotions, 7
Corporate citizenship, 9. See also Socially

responsible business practices
2004 Cone Corporate Citizenship Study, 29,

36, 54, 65, 185, 257, 258, 262
and cause marketing, 26, 28
commitment to, 257, 258
public view of, 36, 65

Corporate culture versus nonprofit culture, 
183

Corporate giving, 254, 255
statistics, 8, 14, 15
trends, 8

Corporate scandals
and effect of public scrutiny, 30, 31
and social responsibility, 53

Corporate social responsibility. See Socially
responsible business practices

Cost-benefit analysis, 191
Counting Crows, 5
Credibility, 37

and Attorney Generals’ report, 49
need for, 251, 252

Crest and Boys and Girls Clubs of America,
123, 124

Crohn’s and Colitis Foundation of America, 69
Crow, Sheryl, 5
CSR Europe, 16
Currence, Cynthia, 77, 159, 161, 162, 246
Customer loyalty

272 index

ch14_ind_4647.qxd  2/10/06  4:04 PM  Page 272



as goal of product sales programs, 65, 90
and issue promotions, 94

Customer loyalty phase, 42, 45–50, 58

Darigan, Kristian, 144, 203, 206
Dove, Real Beauty and self-esteem cause, 92, 154
Drivers of cause marketing

corporate drivers, 28–34
nonprofit drivers, 34–37

Due diligence, 256

Easter Seal Society and Pepsi, 43
eBay and MissionFish, 74–76
Employees

attracting and retaining, 29, 30
communication with, 186, 187
contribution, value of, 173
staff training, 180
volunteers, 12, 30, 139, 140, 169

EPCOR Centre for the Performing Arts and
Burnet, Duckworth & Palmer, LLP,
119–122

Esprit, 28
Etheridge, Melissa, 22
Eureka Vacuum Cleaners, 48, 253
Europe, 16–18
Evaluation, 249

nonprofit versus business measures of success,
183, 184

outputs, inputs and outcomes, 175, 195
results, comparing target to actual, 190

Expertise as nonprofit organization asset, 140

Facilitated giving, 65, 89
Family Channel (Canada) and www.bully.org,

126, 188, 189
First Book, 141, 142, 147, 158, 160, 165, 197

and Baskin-Robbins, 215
brand position statement, 136
and Cheerios, 5, 96–98, 215
focused platform approach, 57
local advisory boards, 221
and Lowe’s Home Improvement Stores, 214
and Roaring Rapids Pizza Company, 221
and Universal Studios, 170, 187, 212–221
and U.S. Postal Service, 215

Fleet Bank, 230, 231
Florida Department of Citrus and American

Cancer Society, 95, 96
Focused platform approach, 56, 57, 262, 265,

267
Folgers Coffee, 88
Food Bank for New York City, 7, 136, 138,

140, 142, 197

Bank-to-Bank Partnership with New York
City banks, 25, 223–234

program goal, 134
Ford Credit, 11
Ford Motor Company, 11

and Susan G. Komen Breast Cancer
Foundation, 22, 27

Four P’s of cause-marketing program, 157,
175, 250, 261

France, Alliance Carton Nature and UNICEF
initiative, 17

Fundraising
and cause marketing, 13
need for new sources of revenue, 35

General Electric, 29, 30
General Mills

Cheerios. See Cheerios and First Book
and Share Our Strength, 139
Yoplait. See Yoplait and Susan G. Komen

Breast Cancer Foundation
General Mills Foundation, 93, 94
Gerstner, Louis, Jr., 3
“Getting it right” framework, 129–132
Gift-based marketing, 9, 55
Girl Scouts of the USA and Dove Self-Esteem

Fund, 154
Giving USA, 14
Glenbow Museum and Key Porter Books, 88,

89
Globescan, 29, 32
Go Red for Women. See American Heart

Association
Goals

defining, 170, 171
identifying, 133, 134
managing expectations, 254
organizational goals, determining, 133, 134
outcomes, measuring. See Outcomes
and partner alignment, 159

Gobé, Marc, 33
Golden rules, 246–249
Goodwill, 137
Gordon, Vicki, 145
Government

and social programs, 34
and support for nonprofits, 44

Green, Jeff, 98
Greenfield, Jerry, 68
Grey, Anne-Marie, 103, 104, 178

Habitat for Humanity, 121
and Lowe’s, 172
and Whirlpool, 172

index 273

ch14_ind_4647.qxd  2/17/06  11:39 AM  Page 273



Hallmark Cards (Canada) and Canadian Parks
Partnership, 167, 191

Hammond, Darrell, 68, 184
Hannah, Daryl, 210
Harold Washington Library Center, 155
Heart and Stroke Foundation of Canada, 151
Hecht, Michael, 226, 229
Hewlett Packard (Canada), 29
Hi-Tec and Canadian Parks Partnership, 187
Hierlihy, Mark, 111, 112, 162, 172
Home Depot, 10, 138, 147

and American Red Cross, 71–73, 143, 192
and brand position statements, 134
employee involvement, 139

Hospice Calgary and McKinley Masters
Custom Homes, 78, 79, 187

Howard, Ron, 215
Hubert, Ken, 79
Hurricane Katrina, 192

IKEA and UNICEF, 11, 101–103
Imagine Canada, 98
Immelt, Jeffrey R., 29, 30
Implementation of cause program

communication. See Communications
and relationship management, 177–185

In-kind contributions, 13
value of, 14, 173

Infinity Broadcasting, 5, 6
Intangible assets, 137, 138
Intellectual property, licensing, 88, 89
Intercontinental Hotels Group and UNICEF,

145, 146
International Events Group (IEG), 13, 14
International programs, 15–18
Internet

connecting with consumers, 31
and purchase-plus cause marketing, 74, 75

Investors Group, 138, 143
and Canadian Association of Food Banks,

98–101, 192
Issue promotions, 62, 91

American Cancer Society and Florida De-
partment of Citrus, case study, 95, 96

benefits, 92
branding, 91, 106
challenges, 93
Cheerios and First Book, case study, 96–98
and customer loyalty, 91, 106
goals of, 91, 106
Investors Group and Canadian Association of

Food Banks, case study, 98–101
KaBOOM! and Stride Rite, 104, 105
methods, 92

Susan G. Komen Foundation and Yoplait,
case study, 93–95

synergistic fit, 91, 92
UNICEF, 103, 104

and IKEA, case study, 101–103

Juvenile Diabetes Research Foundation and
Walgreens, 78

KaBOOM!, 36, 138, 147, 184, 193
and Ben & Jerry’s, 67–70
brand position statement, 136
employee involvement, 139
strategy, 143
and Stride Rite, 104, 105, 247

Kehela-Sherwood, Karen, 221
Kennedy, Edward, 217
Key Porter Books and Glenbow Museum, 88, 89
Kintera, 164
KitchenAid and Susan G. Komen Breast

Cancer Foundation, 56, 57
Knight, Phil, 187
Kotler, Philip, 7
Kraft Foods and Boys and Girls Clubs of

America, 124

Lance Armstrong Foundation, 31
and Nike, 69–71, 142, 143, 187

Lee, Nancy, 7
Lee Jeans and Susan G. Komen Breast Cancer

Foundation, 5, 51–53, 170
Leier, Laurie, 121
Licensing, 62, 80–90

affinity credit cards, 85
Arthritis Foundation ease-of-use program,

87, 88
benefits, 81, 82
and brand extension, 83
certification programs, 86
challenges, 82
described, 80
Glenbow Museum and Key Porter Books,

case study, 88, 89
intellectual property, 88, 89
KaBOOM! and Ben & Jerry’s, 68
methods, 81
National Trust for Historic Preservation and

Valspar Corporation, case study, 83–85
Nature Conservancy and MBNA affinity

card, case study, 85, 86
promotional products, 85
royalties, 83
statistics, 83
types of nonprofit licensing, 80, 81

274 index

ch14_ind_4647.qxd  2/10/06  4:04 PM  Page 274



Lithgow, John, 97
Liz Claiborne, 138

and Relationship Violence, 154, 155
Logo, 137
London Children’s Museum, 12

and 3M Canada, 12, 116–119, 169
Lowe’s Home Improvement Stores

and First Book, 214
and Habitat for Humanity, 172

Loyalty programs, 33
Macy’s, 139

and American Heart Association, 201–212

Maoire, Rich, 190
Marketing

defined, 21
nonprofit social marketing campaigns, 139

Martinez, Kevin, 10, 72, 134, 135, 147
MBNA affinity card and Nature Conservancy,

85, 86
McDonald’s and UNICEF, 258
McKinley Masters Custom Homes and Hospice

Calgary, 78, 79, 187
McNeil Consumer Products and Arthritis

Foundation, 49, 252, 256, 257
Media partnerships, 55

and external communications, 188
media exposure, value of, 14
as nonprofit asset, 140

Meetings with prospective partners, 163
Met Life and American Cancer Society, 57,

126–128
Mikkelson, John, 33
Mission

and benefits of cause marketing, 11–13, 36
importance of, 246

MissionFish and eBay, 74–76
Myers, Mike, 218

NASCAR Race Events
and First Book, 98
and Susan G. Komen Breast Cancer

Foundation, 11
National Health Council Guiding Principles for

Voluntary Health Agencies in
Corporate Relationships, 153

National Kidney Foundation and Novartis, 48,
112–115

National Park Foundation, 48
National Trust for Historic Preservation, 57

and Valspar Corporation, 83–85
National Wildlife Federation (NWF), 69
Nature Conservancy

guidelines and approval process, 152

and MBNA affinity card, 85, 86
NFL and Arthritis Foundation, 57
Nicotine Cessation and American Cancer

Society, 57
Niessen, Jamie, 119, 121
Nike and Lance Armstrong Foundation, 69–71,

142, 143, 187
Nonprofit organizations

accountability and relevance, 36, 37
brand valuation, 171–173
and business language, 183
business objectives, recognizing, 147, 148
change, need for, 267
collaboration. See Collaboration
competition, 35, 129
creating cause brands, 56, 57
focus, 56, 57, 262, 265, 267
growth of, 34, 35
and indirect support of cause, 154, 155
industry specifics, understanding, 151–154
leadership buy-in, 148
members of and client reach as asset, 137
mission achievement, 36
national organizations with local chapters,

140, 141, 181
and needs of potential partners, 261
organizational culture, 148, 183
planning, importance of, 149
positioning to become cause of choice. See

Cause-marketing orientation
processes and guidelines, developing, 149, 151
staff and resources, dedicating, 149

Norman, Mary, 165, 181
Novartis Pharmaceuticals Corporation and Na-

tional Kidney Foundation, 48, 112–115

Outcomes
building on success, 193, 194
celebrating results, 194
cost-benefit analysis, 191
evaluation of, 175, 189–191
and expansion of fundraising program, 192

Parade Magazine and Share Our Strength, 139
Partners

agreements. See Agreements
alignment. See Alignment
and approval process, 168
assets, combining, 168–170, 176, 247, 248
big simple idea approach, 142, 167, 247
celebrities, 169, 170
challenge

to corporate partners, 266
to nonprofit partners, 267

index 275

ch14_ind_4647.qxd  2/10/06  4:04 PM  Page 275



Partners (cont.)
collaboration, 157, 158, 192–194, 261, 262
communication. See Communications
connecting with, 161–163
corporate expectations, 54, 55
employee volunteers, 12, 30, 139, 140, 162,

169
equal but different challenges, 182, 183
follow-up, importance of, 167
identifying

alignment pyramid, use of, 144, 145
considerations, 143
60-30-10 rule, 143
UNICEF and Intercontinental Hotels

Group, 145, 146
and well-known organizations, 147

and implementation of cause program, 177
meeting with, 163
and nonprofit reputation, 141
number of, 141, 142
partnership, use of term, 161
presentation to, 165–167
relationship management. See Relationship

management
relationship terminology, 160, 161
research on potential partners, 158–161
risk assessment, 160, 168
scope of partnership, 54
use of 60-30-10 rule in connecting with,

161, 162
value, creating, 170–175

Pasoluko, Alice, 240
Passion branding, 21
Passion Movement, 262, 263
Pepsi and Easter Seal Society, 43
Petro-Canada and Canadian Cancer Society, 243
Pfizer and American Heart Association, 201–212
Phases of cause marketing, 58

branding phase, 42, 51–53
Cone Inc., 41, 42
customer loyalty phase, 42, 45–50
evolution of cause marketing, 41, 42
sales phase, 42–45, 58
social responsibility phase, 42, 53–55

Philanthropic giving
and cause marketing, 8–11, 14, 15
contributions and sponsorships, 9
statistics, 14, 15

Philanthropic marketing, 9, 21
Planning, 249

joint planning, 170
Platform

big simple idea approach, 142, 167, 247
developing, 142, 143

Plum Clothing, 236

PNC and Sesame Workshop, 140
Points of Light Foundation, 75
Politoski, Gigi, 115
Post cereal and Canadian Parks Partnership, 169
Presentations to prospective partners, 165–167
Product sales, 61, 62, 65–73

American Red Cross and Home Depot, case
study, 71–73

benefits of, 65–67
challenges, 67
defined, 65
KaBOOM! and Ben & Jerry’s, case study,

67–70
Lance Armstrong Foundation and Nike, case

study, 69–71
methods, 66
purpose of, 65, 90
types of cause-marketing products, 89, 90

Products
characteristics of, 62
forms of products, 89
goals, 90
licensing, 62, 80–90
product sales. See Product sales
purchase plus, 62, 73–80

Promotions. See Issue promotions
PRWeek/PainePR, Survey on Maximizing

Cause-Related Relationships, 35
Pulitzer, Lily, 22
Purchase plus, 62, 73–80

American Cancer Society and Walgreens,
case study, 76–78

benefits, 74
challenges, 74
described, 73
McKinley Masters Custom Homes and

Hospice Calgary, case study, 78, 79
methods, 73, 74
MissionFish and eBay, case study, 74–76

Quest Diagnostics Inc. and American Cancer
Society, 126–128

Radio Disney and Arthritis Foundation, 57
Random House and First Book, 212–221
Reading is Fundamental, 155, 191
Regulations, state and provincial, 153, 248, 249
Relationship management

communication, 181–184
elements of, 178
internal structure for, 178–181
manager, 179
multilevel approach, 180
multiple alliances, 181
trust, building, 184, 185

276 index

ch14_ind_4647.qxd  2/10/06  4:04 PM  Page 276



Relationships
connecting with employees, stakeholders,

and consumers, 24–26
importance of to women consumers, 33, 34

Reputation, 51
as asset of nonprofit, 141
and cause sales programs, 65
and corporate social responsibility, 34
importance of, 141
research on potential partners, 159, 160

Research on potential partners, 158–161
Results. See Outcomes
Risk assessment

need for, 256, 257
and potential partners, 160, 168

Roaring Rapids Pizza Company and First
Book, 221

Robertson, Drew, 100, 101
Robinson, James D., III, 4, 43
Rogers, Kathy, 10, 57, 168, 202, 203,

205–211, 246
Rose, Charlie, 265
Russo, Renee, 217

Sales phase, 58. See also Product sales
phases of cause marketing, 42–45

Sampras, Pete, 96
Sandoz and National Kidney Foundation, 113
Satcher, David, 123
Save the Children Sweden, 102
Save the Music Foundation, 5

and American Express, 5
Schneible, Cindy, 94
Scott Paper Company Helping Hand, 43
Self-regulation, importance of, 31, 32
Sesame Workshop and PNC, 140
Seven C’s of successful cause-marketing, 130,

131, 198, 265
checklist, 198–200

Seven P’s of cause-marketing, 61
Share Our Strength, 139, 149

and American Express, 46, 47
Shareholder value, 34
Shore, Bill, 47
Simplicity

big simple idea approach, 142, 167, 247
in presentation to prospective partner, 165,

166
60-30-10 rule, 143

and finding potential partners, 161
SmithKline Beecham Consumer Healthcare

and American Cancer Society, 49, 251
Social (public service) marketing programs

American Cancer Society and Met Life, with
Quest Diagnostics, case study, 127, 128

benefits, 122, 123
Boys and Girls Clubs of America and Coca-

Cola Company, Kraft Foods and
Department of Health and Human
Services, case study, 124, 125

Boys and Girls Clubs of America and Crest,
case study, 123, 124

challenges, 123
described, 122
methods, 122
www.bully.org and Family Channel

(Canada), case study, 126
Social responsibility phase, 58

and cobranded programs, events and public
service marketing, 107, 128

phases of cause marketing, 42, 53–55
philanthropic giving and cause marketing, 54

Socially responsible business practices
and cause marketing, 7, 8, 128
and consumer opinions, 32–34
and corporate scandals, 53

Sponsorship, 9
cause marketing distinguished, 10

St. Jude’s Hospital Foundation, Thanks and
Giving campaign, 57

Starbucks
and Conservation International, 8
Lattes for Literacy, 45
social responsibility program, 22

Starwood Hotels and Resorts, Check Out for
Children, 23, 27, 145, 146

Statute of Liberty Restoration, 4
Strategic Corporate Marketing Alliances, 159
Strategic giving, 8
Strategic Marketing Alliances, 165
Stride Rite and KaBOOM!, 104, 105, 247
Subway and American Heart Association, 48,

206
Suhr, Carrie, 36, 67, 68, 70, 193, 247
Sunbeam and American Medical Association,

49, 251, 256
Susan G. Komen Breast Cancer Foundation,

185
and American Express, 56
and BMW, 56
focused platform “for the cure,” 56
and Ford Motor Company, 22, 27
and KitchenAid, 56, 57, 193
and Lee Jeans, 5, 52, 53
and NASCAR, 11
positive message, 27, 28
Race for the Cure, 142
and Yoplait, 28, 56, 93–95

Sutter Home Winery, Capsules for the Cure,
44

index 277

ch14_ind_4647.qxd  2/10/06  4:04 PM  Page 277



Tax consequences
unrelated business income tax (UBIT), 152,

161
and use of word “partnership,” 161

Teenagers as consumers, 33
TELUS Corporation, 33
Tesco Computer for Schools, 16
Testimonials, 140
3M Canada and London Regional Children’s

Museum, 12, 116–119, 169
Thrifty Foods and Canadian Cancer Society,

Vancouver Island Region and Yukon
Chapter, case study, 234–243

Tinsley, Boyd, 5
Tombros, Barbara, 114, 115
Transparency

commitment to, 160
need for, 34, 36, 38, 94, 95, 251, 252

Trust, 184, 185
and consumers, 31
and credibility, 49
importance of, 248

Tylenol and Arthritis Foundation, 88

UNICEF, 174, 178
and Alliance Carton Nature, 17
Check Out for Children, 23, 27, 145, 146
and corporate cause programs, 103, 104
corporate gifts and cause-marketing, 15
and IKEA, 11, 101–103
and Intercontinental Hotels Group, 145, 146
long-term integrated programs, 143
and McDonald’s, 258
Right to Play, 11
tsunami relief, 192

United Kingdom, Business in the Community,
16, 32, 33

United Way, 45
Universal Studios and First Book, 170, 187,

212–221
Unrelated business income tax (UBIT), 152,

161
UPS and Food Bank for New York City, 140,

227, 231
U.S. Department of Health and Human

Services and Boys and Girls Clubs of
America, 124–125

U.S. Postal Service and First Book, 215

Valspar Corporation and National Trust for
Historic Preservation, 83–85

Value
creating, 170–176, 263, 264

mutually beneficial collaborations, 22–24
defining, 170–174
emphasis on, 9
evaluating, 175
finalizing through written agreement, 174,

175
and growth of cause marketing, 13, 14
importance of understanding, 257
nonfinancial contributions, 173, 174

Values, communicating, 26
Values-led marketing, 9, 21
VH1 Save the Music Foundation, 5
Volunteers

community volunteering, 7
employees, encouraging, 12, 30
employees as asset, 169
and finding potential partners, 162
opportunities for corporate employees, 139,

140

Wal-Mart, 258
Walgreens

and American Cancer Society, 12, 76–78
and American Heart Association, 78
and Boys and Girls Clubs, 124
and Juvenile Diabetes Research Foundation,

78
purchase-plus programs, 78

Washington Mutual, 231
Watson Wyatt, 29
Weight Watchers and American Cancer

Society, 57
Welsh, Jerry, 3, 15, 26, 27, 189
Whirlpool and Habitat for Humanity, 172
Winfrey, Oprah, 217, 218
Women as consumers, 33, 34
World Business Council on Sustainable

Development, 31
World Wildlife Fund (WWF), 147
www.bully.org and Family Channel (Canada),

126, 188, 189
Wyclef Jean, 5

Yoplait and Susan G. Komen Breast Cancer
Foundation, 28, 56, 93–95

Zimmer, Kyle, 98, 158, 160, 165, 187,
212–215, 217–220

278 index

ch14_ind_4647.qxd  2/10/06  4:04 PM  Page 278


