




Hold the organization accountable

Although you're working with a nonprofit, make sure you emphasize the business benefits of your agreement. After all, you and 

the organization are teaming up to leverage your combined brand equity and resources.

Ask for specific results and ask in writing for the details. This could include how often and where your company’s name will 

appear, and how the charity will describe your contribution or sponsorship in marketing material and on Web sites.

Most importantly, get a signed contract that includes details about how the organization will measure results. This doesn’t mean 

formal surveys or polls, but you should see periodic reports about results.

Alternatively, you can set up meetings with your nonprofit counterpart to review how sales or promotions are going.

Spread the news of your sponsorship

If you simply want to contribute to charity, just write a check. But this is marketing, so think about spreading the word.

Beyond sending press releases to local media, you might include news of your efforts in an e-newsletter to customers and in the 

nonprofit's newsletter to its constituents.

You can also create a brochure about your partnership for your online media kit:

http://office.microsoft.com/en-us/officelive/FX102370631033.aspx

Keep the long view in sight

Don't forget that cause marketing typically takes time to yield results, which is another reason to choose a cause you care about.

Maggie Gallant, founder of Spotlight Communications PR agency in New York, recalls a campaign she created for Lifetime 

Television. It brought celebrity advocates such as "Desperate Housewives" star Marcia Cross to Washington, D.C., to testify 

before Congress about ending "drive-through mastectomies," the practice of forcing women to leave the hospital after breast 

cancer surgeries before doctors feel they're ready.

Gallant says the campaign taught her to take the long view about cause marketing. Identifying and recruiting appropriate 

celebrity spokespeople (singer Jewel was another one), convincing the stars to sign on, and then managing the process and the 

media coverage for the congressional appearance took months of work. When it was over, however, Gallant had earned serious 

bragging rights and a national profile for her boutique PR firm. Her advice: "Don't expect accolades for producing a one-hit 

wonder for your advocacy partners. Make the commitment and stick to it."
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