










as well as the halo effect of the rela-
tionships, that cause [marketing] 
can take you so much further. 

Iacono (PRWeek): Jessiah, from your 
perspective as the only nonprofit 
here, have you seen any increase in 
companies looking to do good, or 
partner with causes?

Jessiah Styles (Big Brothers Big 
Sisters of America): Big Brothers 
Big Sisters has not been known to 
be a destination for cause marketing. 
My position [was] newly created for 
me to bring that to the table and 
kind of grow the business. The cor-
porate partners that we have cur-
rently [are] more from a feel-good 
sense... it wasn’t so much a strategic 
direction [that was] built around 
it. And, it was very metrics driven, 
which we’re not going to be able to 
compete in that world because the 
numbers that we are able to bring 
to the table are minuscule to a large 
corporation. 
So there’s an education process that’s 

going on with our current clients and 
it’s growing the relationship out of 
the foundation... into the marketing 
department, as well as to PR... So, no, 
they’re not beating down the door for 
us – to answer your question – but 
we are gearing up to beat down the 
door with them.

Hessekiel (CMF): A great metaphor 
for that transformation... is the dif-
ference [between] approaching a 
corporation with your hand out as 
opposed to [putting] your hand up, 
[saying], “This is what we can do for 
you; this is what we can accomplish 
together.” As opposed to saying 
you’re there for a “win-win,” but 
really you’re asking for a donation. 

Iacono (PRWeek): Given the current 
state of the economy, is this an area 
where you’re looking to cut back? 
If not, does that then become part of 
your external messaging, reinforcing 
that commitment?

Walsh (Self ): We just fielded [a 
study] in September... [and we 
found] that 80% of women are 
concerned that companies will cut 
back on the good that they’re doing 
in bad economic times. At the same 
time, 79% said they would be more 
inclined to buy from companies that 
do good in both good and bad eco-
nomic times. 

Trese (L’Oreal): What better time 
than in an economy such as this to 
really, truly be expressing the core 
values of a company? Because not 
only is the consumer buying your 
product, they’re buying your com-
pany. And then the other conversa-
tion is maybe the most important 
one, and that’s the one with our 
employees. So, when they go home 
to their families every night, they talk 

about the company and the values, 
and I think this is a very important 
time for that. 

Iacono (PRWeek): What is internal 
comms’ role in cause marketing?

Puflea (Golin): It’s essential, and 
you have to take an inside-out 
strategy... and you must engage 
the employees first.

Cahill (Lee Jeans): We’ve had some 
management change over the last 
couple years, and somebody will 
come in and... question the validity of 
what’s going on... [but] it’s to a point 
now that we can’t walk away. Our 
employees would take us down.

Duchak (Allstate): Don’t you 
think it also improves your busi-

ness performance, too? When 
you have somebody from the line 
working with someone from the 
staff who would otherwise never 
have an opportunity to chat with 
each other, but now you’re bring-
ing them together. And you create 
a whole new level of teamwork for 
the corporation; I think that really 
benefits all aspects of the business.

Iacono (PRWeek): Do you think 
cause marketing is under more scru-
tiny as far as marketing spend?

Swenson (Barkley): It falls prey 
to the normal budgeting process. 
When things get siloed and all of a 
sudden, you’re presenting an entire 
marketing plan, a cause marketing 
component might be there, but 
things sometimes get pulled out. 
That’s the struggle: The budget-
ing and planning process all stays 
together, and [hopefully] the mar-
keting plan stays together really well, 

and the plan doesn’t get broken 
apart, but we know that’s not what 
happens. If you’re measuring against 
the sale of a product, we may not be 
able to show that [measurement] 
specifically, but we can show you 
that what it’s doing is building... for 
your other marketing efforts.

Puflea (Golin): Or when you lose 
the important marketing elements 
of cause marketing. It’s just like no 
one buys an Olympic sponsorship 
and stops there. You don’t just buy 
the right to use the rings. You then 
have to pay money to do something 
and market it, and cause marketing 
is very much the same.

Chinchilla (P&G): I’ve always... been 
asked for results. But the reality is 
that when it comes to cause-related 

marketing, there is a clear, hard line 
to profit. So, like any other project... 
it will not pay out in the first year. 
So, the same rationale applies... 
within one, two, three, four, five, 13 
years, what is our vision? We started  
[Pantene Beautiful Lengths] in... 
2006. So far we’ve collected roughly... 
100,000 ponytails [to make wigs for 
women with cancer]. 
Right now, this program is unstop-

pable because... there is a true need. 
And so... if you really carve out a 
strategy that has the right combina-
tion... it [puts] it into a place where 
the program... becomes about the 
consumer and the consumer is the 
hero, not the brand.

Hessekiel (CMF): Knowing what 
a measurement-oriented compa-
ny [P&G is]... what’s it doing for  
the brand?

Chinchilla (P&G): We clearly want 
to make that connection to the prof-

itability of the business, no ques-
tion. We want to make sure that 
we generate that “win-win-win” 
framework. We’ve just launched a 
collection called Beautiful Lengths. 
And, a portion of the proceeds of 
the product goes to the program. 
So, it’s a way in which the cause 
has come to life, in a very tangible 
way, and by the way, it’s the fastest 
growing collection that we cur-
rently have, I’m happy to say.

Celebrity factor
Iacono (PRWeek): How important 
is a celebrity component to a cause 
marketing campaign?

Cahill (Lee Jeans): The celebrity in 
our case is chosen... very carefully 
because we want to make sure that 
every celebrity that is brought to our 
cause... has as much passion for the 
cause as we do. 

Duchak (Allstate): We use them 
a lot in our teen driving program 
because we’re trying to encourage 
teens to drive safely... a fundamen-
tally uncool subject to a highly fickle 
audience. So, if you can bring a 
celeb there that can kind of give 
that cool halo to the issue, it really 
helps a lot. 

Trese (L’Oreal): There is no doubt 
there is a lot of impact there, but 
for us... the spokespeople that are 
aligned with our brands are actually 
spokespeople for the brand. 
And, so... I would say that every 

time now when we are signing for 
negotiations with a new spokesper-
son, they want to know what we 
represent as a company. We feel so 
fortunate and they know they have 
so much impact with the consumer 
out there, when they take it and 
really weave it into all their efforts 
in communication. 

Styles (Big Brothers Big Sisters): 
To touch on celebrities, a really 
good friend of mine, [actor] Hill 
Harper... has also been a Big Broth-
er for eight years. 
Two years ago, when I first came 

on board, I said, “Hey, you’re at the 
top of my list. I need you to come 
and work with us and see how we 
can leverage your celebrity and help 
the cause.” And, within a month, 
he was on Oprah because they 
did a whole special on mentoring. 
We probably had 1,800 inquiries 
[about] that one airing, where nor-
mally, [there are] 1,800 a month.
So, celebrities do draw attention... 

but also the power because he has 
an affinity for our organization 
because he’s lived it and so he’s 
speaking from an authentic stand-
point. That’s really the combination 
of the two. n
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“It’s really no different than 
the basics of... marketing  
and advertising your brand”
– Chris Mann, New Balance
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