
By Barry VanderKelen 
 
Cause-related marketing is here 
to stay. That doesn’t mean it’s 
something nonprofits should 
rush toward. 
In a cause-related marketing 
campaign, companies and non-
profits link the sale of goods or 
services to a charitable cause. 
Popular examples are Revlon 
and its efforts to fight breast 
cancer, and Target’s support of 
education. 
For the past 17 years, Cone, a 
marketing research firm has 
studied consumers’ expecta-
tions of and behaviors toward 
companies’ support for social 
and environmental issues. 
Cone recently released its latest 
report, the 2010 Cone Cause 
Evolution Study. The findings 
are both encouraging and sug-
gest caution. 

The study reports that 83 per-
cent of Americans want com-
panies to do more to support 
charitable causes. One-fifth of 
the respondents claim they will 
buy a more expensive brand 
product if it’s tied to a charita-
ble cause they care about; and 
61 percent will try a new brand 
or one they never heard of be-
cause of the cause related to 
the product. 
Consumers are concerned 
about the transparency of 
caused-related marketing, how-
ever. Nearly two-thirds report 
feeling the companies don’t 
give enough details of how the 
money generated is given to 
appropriate nonprofits. Slightly 
more than half of the respon-
dents believe cause-related 
marketing should be regulated. 

Not in the Cone study but 
something nonprofits should be 
concerned about is loyalty of 
consumers to the cause. Will 
the cause become too commer-
cialized? If the product loses its 
appeal, will the cause also lose 
favor? How can people who 
express interest in a cause 
through a purchase be identi-
fied? If companies are not 
forthcoming with details, will 
nonprofits take the blame in-
stead of the companies? 
Cause-related marketing may 
produce new revenue. But non-
profits must be willing to ac-
cept all consequences of lend-
ing their names to a for-profit 
campaign.  
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