MARKETING IN A
SocCIALLY RESPONSIBLE MARKETPLACE...

ceee 30 MILLION CULTURAL CREATIVES
ARE CHANGING THE WORLD!

IS YOUR BUSINESS PAYING ATTENTION TO THEM?

ethos

marketing and design
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Seminar Highlights...
® Who are the Cultural Creatives
e What are their beliefs and attitudes
e How to market to them effectively

® How the Colony Hotel integrated values into product
offering & marketing

® How the market received this effort
® What is Causal Marketing
e Why it can be ideal for Maine’s small businesses

e How to execute successfully
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Presenters
* Will Croshy — Idealswork.com
* Janet Byrd — The Colony Hotel
e Glenn Rudberg — Ethos Marketing and Design



So Who Are These Cultural Creatives?

* Look around!
® They’re not always who you think they are!

® They have little idea how many there are...
they think they are alone!

.. Are you a Cultural Creative? Take the test and find out!
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Will Croshy — Idealswork.com



Causal Marketing

It Can Help Your Small Business!



What is a Causal Marketing Program?

— 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 raise money for the nonprofit.

— Promoting a product and a cause

— Meets the marketing objectives of the for-profit entity
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What Causal Marketing is not

— Corporate philanthropy
— Ransom advertising

— A cash drain (it should be profitable)



American Express

— 1983 1¢ per usage to restore of the Statue of Liberty

— New cards grew 45% and vsage increased 28%

Tom’s of Maine

— Common Good Sponsorships
— Jane Goodall’s Roots and Shoots program
— Consumer, trade, cause

— Helped build children’s toothpaste product
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But is All This For Ben & Jerry’s or
Large Companies?



\ CAUSAL MARKETING

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

(approximately 130 million), 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 vutilize causal marketing vs. 67%
of employees who work for companies without causal programs.




Maine Small Businesses are Uniquely Suited
for Causal Marketing!

— Consumer businesses that serve Cultural Creatives
— Retail businesses that rely on specific communities

— Businesses with limited differentiation in "commodity"
categories

— Businesses who need to improve customer retention
— Businesses who value employee retention

— Any business that has a target audience that cares about
something important to them.
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How Not to Do Causal Marketing!
— Manipulate your consumers

— Counteract a negative perception or reality (i.e. tobacco
industry) thing important to them.
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6 Causal Marketing Tips for Small
Maine Businesses

— Be strategic and profit
— Be truthful
— Seek involvement from your target audience beyond purchase
— Ensure Senior Management is behind the program
— Think local /think community

— Focus and think long term
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Be Strategic and Profit
— Understand marketing objectives and target audience

— Align with target audience — what do they care about/what
do you?

— Find a program that leverages a specific value

— Proactively plan and "leverage" the program vs. react to a
"proposal”

— Commit resources throughout the company

— Try to avoid one shot deals
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Be Truthful

— Customers have a high BS detector!

— A causal program that is not trusted does more harm
than good

— Deliver on your promise and make an impact

Remember... “the most compelling message is the truth"
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Seek Involvement From Your Target Audience
— It shouldn’t end with the purchase
— Seek out other engagement /participation

— Involved customer takes it to the loyalty phase
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Ensure Senior Management is Behind the Program
— Ties back to truthful principle

— Company "Do Gooder" doesn’t have a chance



