
Cause Marketing

Differentiating the community
in Community Banking



What is a Cause Marketing program?

A definition

A public association of a for-profit company with a nonprofit
organization intended to promote the for-profit company’s product
or service and to benefit the nonprofit

Promotes a product and a cause together for mutual benefit

Meets the marketing objectives of the for-profit entity

GOAL: Build a long-term relationship between your organization
and your target audience

•

•
•



1983 1c per card usage to restore the Statue of Liberty

New cards grew 45% and card usage increased 28%

1993 - 1996 3c per transaction for Charge Against Hunger

Raised $21 Million for 600 Anti Hunger programs

American Express
One of the pioneers  of Cause Marketing

•
•

•
•



What Cause Marketing is not!

Corporate philanthropy

Community ad budget 

Ransom Advertising

A cash drain - it should be profitable and deliver results!

•
•
•
•



But is all this for Wainwright Bank and 
Stonyfield Yogurt?

                         …. NO!



Cause Marketing is ideal for many 
Community Banks

Does your bank….

compete in a crowded environment?

have products that are perceived as commodity?

have difficulty differentiating your community  image?

consider itself to be an integral part of your community?

ever lose business because of a 1/4 of a point?

value employee and customer retention?

•
•
•
•
•
•

Tip    Most bank marketers focus only on products (think shared values)!



A few statistics

Customer perception: 8 out of 10 Americans have a more 
positive image of companies that support a cause over a long 
period of time

Brand trial/switching: 66% of Americans state they would switch 
brands to support a cause they cared about

Customer loyalty: Nearly two-thirds of Americans report they 
would switch brands or retailers to the one associated with a good 
cause, when price and quality are equal

Employee loyalty: 87% of employees feel a strong sense of 
loyalty to their employers who utilize causal marketing Vs. 67% 
of employees who work for companies without causal programs

Source: Cone Report



Attitudes are changing quickly!

Since September 11th (and Enron)...

89% of Americans believe “it is more important than ever for 
companies to be socially responsible”

Consumers are much more willing to punish those that do not
share their values

Your best switching opportunity could be based on
values and not rates.

•

•

Tip



Transactional: Elicit activity based upon promise to donate a
percentage of the transaction to a cause
 - Enroll in a specific account and…
 - Sign up for Online Banking and…
 - Visit our branch and…

Message Promotion: Joint awareness efforts build cause’s
message and builds positive association for sponsor.
 - Join us at the Wolfeboro Land Trust Stewardship Cleanup

Licensing: Attaches non-profit name to a product/campaign for
a donation or added awareness
 - Nature Conservancy Affinity Cards

Three Types of Cause Marketing

•

•

•



Attempt to manipulate your customers

Try to counteract a negative perception of reality - i.e. tobacco

Hide the truth

Forget to follow through

A warning before we get too far
Do not...

•
•
•
•



Six Cause Marketing Tips for NH Banks

Guiding Principles

Be strategic about your cause and campaign and profit from it

Be truthful

Seek involvement from your target (even with transactional CM)

Ensure senior management is behind the program

Think local… think community… think customer

Focus on commitment for the long-term

•
•
•
•
•
•



Cause Marketing Tips for NH Banks

Be strategic and profit

Understand your marketing objectives and target audience first

Align your values with target audience - what do they care about? 

Find a program that leverages a specific value that is important

Proactively plan and “leverage” vs. react to a “proposal”

Commit resources throughout the company ($’s and human)

Try to avoid “one shot deals”

•
•
•
•
•
•



Cause Marketing Tips for NH Banks

Be truthful

New England consumers have a high BS detector

If cause program is not trusted it does more harm than good

Deliver on your promise and make an impact

•
•
•

Tip Remember… “the most compelling message is the truth”



Cause Marketing Tips for NH Banks

Seek involvement from your target audience

Find out what’s important first

Program shouldn’t end with the purchase

Seek out other engagement and participation

An involved customer takes it to the loyalty phase

•
•
•
•



Cause Marketing Tips for NH Banks

Ensure senior management is behind the program

If the CEO isn’t behind the program, it typically fails

Ties back to the truthful principle

Company “Do Gooder” doesn’t have a chance without help

•
•
•



Cause Marketing Tips for NH Banks

Think Local… Think community

Local charities excite your target and your employees

Improves chance of full engagement by target and employees
•
•



Cause Marketing Tips for NH Banks

Focus and think long term

Consider one substantial program that is well leveraged

Make a long term commitment to an organization and repeat

Don’t get pulled by proposals that are off strategy

Remember your philanthropy is a separate budget

Don’t scatter or think ransom advertising is causal

•
•
•
•
•



Aging consumer base and declining asset base

No longer the relevant financial institution for adults with children

Little differentiation - No marketing

Conservative image, but caring and involved in community
and schools

Product offering needed overhaul (checking/debit cards, etc.)

Limited marketing budget

Calais Federal Savings and Loan
Situation and Case study

•

•
•
•

•
•



Become relevant and eventually become the primary financial
institution for younger consumer base

Reverse conservative image while remaining financially stable

Position for Washington County expansion (outside of Calais)

Calais Federal Savings and Loan
Management Objectives

•

•
•



Calais Federal Savings and Loan

Retail economy going out of Washington County and across the border

School budgets and programs were squeezed

Brain drain – parents/children having to leave for opportunity

Research - Boomers concerned with the following

•
•
•



Calais Federal 

Introducing
The Calais Federal “Seed Money for Schools Foundation”

 and  “The Anywhere in Washington County Program!”



Calais Federal 



Calais Federal 



Calais Federal 



Calais Federal 



Anywhere in Washington County Results

Checking accounts grew 30% (PFI)

Home mortgages grew 29% (target drove this)

Assets grew 9% in year one (after 2 years of decline)

Marketing program was self-funding

Program is now integrated into other areas beyond checking

•
•
•
•
•



Cause Marketing

Can help your bank differentiate Vs. other community banks 
and larger banks your bank 

Can stimulate profitable switching and loyalty 

Can improve and help you define your your image

Can make a difference in your community

Will improve employee loyalty and satisfaction

•

•

•
•
•



For a copy of this presentation

www.ethos-marketing.com

- Click about us

- Click News and Resources

- Click NHBA Bank Cause Marketing

Glenn Rudberg

- grudberg@ethos-marketing.com

- (207) 775 - 4738  x243


