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Cause-related marketing (CRM) is a partnership between a for-profit and non-
profit organizations where both entities realize a benefit [1, p. 32].

The term «cause-related marketing» was actually coined during a 1983
campaign by American Express. In that campaign, every time an American Express
Card was used anywhere by anyone, the company donated one cent to the Statue of
Liberty Restoration Project. American Express saw a 17% increase in new users and
a 28% increase in card use. The creation of the term is credited to American
Express, who helped raise close to $2 million over four-month period for the Statue
of Liberty Restoration project [1, p. 45].

The main CRM opportunities are:

— corporate philanthropy;

— the need for help (nonprofits);

— citizen consumers.

Cause-related marketing campaigns are good for non-profit organizations such
as the United Nations High Commissioner for refugees and the refugees it supports,
as well as for businesses. They can help raise awareness of the refugee cause, boost
funds and reach new supporters. Through cause-related marketing initiatives,
companies can target customers interested in making a difference for the refugee
cause and associate their brands to a global and respected United Nations’
organization [2].

Cause-related marketing objectives can be defined as followings: building
corporate, brand and product awareness; increasing sales and income; promoting a
new product; promoting differentiation and adding value.

There are many advantages of caused-related marketing such as [2]:

1) CRM can directly enhance sponsor sales and brand.

2) CRM can heighten customer loyalty.

3) CRM can boost a company’s public image and helps distinguish it from the
competition.

4) CRM can help build employee morale and loyalty.

5) CRM can improve employee productivity, skills and teamwork.
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For non-profit organizations such as United Nations agencies there are many
forms of the caused-related marketing which are specified below [3]:

1. Product sales — association of many companies with the aim-to sell specially
branded products with a portion of the selling price going to UN agencies’ needs.

2. Purchase plus — also called «point-of-purchase», this popular campaign
takes place at the checkout lines of grocery stores or other retail stores.

3. Licensing of the nonprofit’s logo, brand, and assets — licensing runs the
gamut from products that are extensions of the UN agencies’ mission to using their
logos on promotional items such as T-shirts, mugs to have the nonprofit provide a
certification or commendation of particular products.

4. Cobranded events and programs — means runs, walks, set up of expeditions
and other programs and events.

5. Social or public service marketing programs — social marketing involves the
use of marketing principles and techniques to encourage behavior change in a
particular audience.

Attributes of leading non-profit organizations for example UN leading agencies
are presented in the table 1 below.

Table 1
Attributes of leading non-profit organizations for UN agencies
Service / - - :
. Strategic Partnership & Social L .
Eﬁ]&?ﬁﬁﬁgét Repositioning | Collaborations | Responsibility Citizenship
—Commitment to
—Do ‘good’ —Knowledge of | —Value added bundcé:oarlr;ir?umty
works —Diversified issue strategies _ PI‘OI’?]O'[G)(/:N”
—Deserving funding needs —Proactive —Tackle broad societ
— Dependent —Sectoral —Sustainability | social issues vs. — Best ract% ce re:
on key collaborations thinking narrow sgci al '
funders —Competition | —Build business |  organizational environmental &
—Isolated for volunteers capacity issues ethical practices
—Poverty —Focus on —Cross sectoral —Increased B Estgbl ish
mentality mission and partners involvement in standards of
—Focus on markets —More public_: policy accountability
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Source: author’s development and [3]

Each non-profit organization choosing case-related marketing strategy in the
development of social responsibility activity passes four important steps to the
successful cause-related marketing campaign [2]:

1) Planning and preparation: this covers the process of finding a partner,
defining the scope of the partnership and gaining commitment.

2) Negotiating the partnership: this includes aligning objectives, auditing assets,
defining the nature of the activity, valuing the opportunity and assessing the risks.

3) The formal agreement: this covers some of the legal requirements and codes
and the responsibilities and liabilities.
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4) Managing the program: this highlights the project management aspects
Communicating the program: this covers the delicate balance that is required
Monitoring, measuring and evaluating the program.

Only well-built and smart marketing campaign can be useful and effective for
the organization or company in their quest to solve important social problems of
humanity.

Summarizing, it should be concluded that further perspectives of cause related
marketing campaigns for local and international non-profit organizations could be
the followings [1, p. 76]:

— increasing of organizations’ volunteer numbers in the short term;

— receiving help from the senior staff of the firms providing managerial
assistance;

— getting professional skills, technical knowledge and such physical assets as
distribution networks.

In the conclusion, it is important to notice that cause-related marketing can offer
a vehicle of mutual benefit for non-profit organizations and companies such as
providing a needed source of revenue, providing a way to raise the profile of its
cause and opportunity to build a relationship with a company that will potentially
strengthen corporate social responsibility.
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Bnacnigox  rmobamizamii, ToTanbHOi  1HQOpMaru3aiii Ta  BBEACHHS
TEXHOJIOTIYHUX 1HHOBAIliH, OOYMOBJIEHHUX TEPEXOJO0M JO MOCTIHAYCTPiaTbHOTO
CYCHIJIbCTBA, MIAMPUEMCTBA 3IIITOBXYIOTHCS 31 3pOCTal0YMM THCKOM KOHKYPEHIIIi.
Tak, sxkmo y 1990 pp. y MDKHaApOJHIM TOPriBJl MEepeBaXKaau MiANPUEMCTBA 31
CILIA, Snownii ta €Bponeiicbkoro Corozy (€C), axi pazom renepysaiu 80% cBito-
BOi TOpriBii, To y 2016 p. st monst 3uu3minacsa 10 47,4%, OCKUTbKH X BUTICHSIOTH



