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Use the power of your
voice to change the world
PRACTICE 10: LEVERAGE MARKETING 
FOR SOCIAL IMPACT

165

10

Many of the socially responsible business leaders we talk to
started their companies with a desire to change the world. Some
wanted to use the power of business to impact customers, em-
ployees, and communities. Others were escaping an existence in
the single bottom line corporate world that had left them saying,
“There has to be a better way.” And still others were motivated
by a little bit of both. The founders of ShoreBank are one such
example.

This visionary financial institution was started by four
bankers who in 1973 could no longer stomach a standard
banking practice of the day called redlining (excluding entire
neighborhoods from access to loans based upon their race and
income). They didn’t buy the conventional wisdom that defined
certain communities as unbankable. So with the help of a hand-
ful of mission-driven investors, they bought a bank on the south
side of Chicago and proved that a bank could make a difference
and a profit. In doing so, they helped create the community de-
velopment banking industry.1

Whether a socially responsible business starts out intending
to change a community or the world—or just to create a fair
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ness. Socially responsible businesses can also use their voices to
take a stand.

Self-Help credit union, based in Durham, North Carolina,
became gravely concerned by the continuing and pervasive prac-
tice of predatory lending, which charges higher interest rates and
higher financing fees to low-income applicants. Self-Help decided
to take a stand. It created the affiliated Center for Responsible
Lending (CRL), a national nonprofit dedicated to protecting
home ownership and family wealth by working to eliminate abu-
sive financial practices. CRL has provided technical assistance in
more than twenty states and on Capitol Hill to advance legisla-
tion that protects both borrowers and the marketplace.9

Well-known for rugged boot wear, Timberland has themed
ad campaigns, provided in-store information, and funded
human rights groups to fight bigotry and discrimination. One
print ad campaign featured a headline calling on customers to
“Give Racism the Boot.” Through its Code of Conduct pro-
gram, Timberland works to ensure that its products are made in
workplaces that are fair, safe, and nondiscriminatory. Timber-
land also partners with and funds human rights groups, non-
governmental organizations, and international agencies, such as
Verité, CARE, and Social Accountability International, to de-
velop programs focused on continuous improvement in human
rights.10

Clif Bar publicly supported introduction of the precaution-
ary principle (a San Francisco ordinance to require proving that
chemicals are safe prior to using them in products rather than
waiting until they are proven toxic to people).11

Norm Thompson pushed against the industry norm of not
using recycled content in catalogs by testing batches of catalogs
with various percentages of recycled content and sharing their re-
sults with the executives of other catalog companies. It presented
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its case, and what many would consider proprietary findings, at
industry conferences to encourage other companies to follow its
lead.12

In Eric’s home state of Oregon, it was legal to discriminate in
employment based upon a person’s sexual orientation. Over
three hundred businesses joined forces and created the Fair
Workplace Project adding nondiscrimination protections to their
employment policies and being listed as Fair Workplace signato-
ries. This voluntary effort of employers taking a stand means that
thousands of Oregon workers are now safe from being fired or
discriminated against due to their sexual orientation.13

Whether you are communicating with your customers and
employees; testifying before city councils, legislators, and con-
gressional committees; demanding responsible practices from
your suppliers; or using your influence with your industry and
trade associations—your company provides many platforms
from which to take a stand.

Use Cause-Related Marketing

Connecting your company or products to a cause can amplify
the voice of a community need through the reach of your mar-
keting. For instance, consider the nation’s breast cancer epi-
demic. In 2005, over 40,000 women died of breast cancer and
more than 200,000 new cases of invasive breast cancer were ex-
pected to be diagnosed.14 Many of these women do not smoke
or have a genetic predisposition to cancer. An increasing body of
evidence has linked environmental causes (the presence of known
and suspected poisons in cosmetics, the presence of known tox-
ins in groundwater, toxins in the built environment, and other
exposures to toxins) to breast and other cancers.

With the prevailing public attention to breast cancer focused
on raising awareness about mammograms and the need to fund
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research for a cure, this important factor that impacts people’s
health was not garnering the attention it warrants. The Breast
Cancer Fund, a national nonprofit dedicated to eliminating the
environmental causes of breast cancer, has found a powerful ally
to get the word out through its cause-related partnership with
Luna bar. Beyond the financial contribution to the Breast Can-
cer Fund’s work, Luna raises awareness of the issue through its
Lunafest film series, Luna Concerts, and information on its Web
site and product packaging.15

BK (British Telecom), one of the largest companies in the
UK, recently added a key cause-related marketing partnership to
make sure that youth are more empowered and have a greater
voice in its communities. BT was determined to connect its char-
itable business services and customer outreach to impacting this
issue—from making sure that no child in crisis goes unheard, to
helping youth learn communication skills and helping adults
gain an increased appreciation of youth perspective. BT part-
nered with Childline, a national nonprofit that operates the
youth crisis hotline (where every day approximately 4,000 chil-
dren call, but due to a lack of capacity and funds, only 2,300
were getting through),16 to revamp the call center technology,
recruit volunteers from employees and customers, raise aware-
ness of the help line, and raise money to fund its operations. BT
has also developed family discussion workshops, helped fund
youth councils, and championed the issue of youth voice with
business and government leaders.17

Untouched World, a New Zealand–based environmentally
and socially responsible wool apparel company, created a cause
created marketing relationship with the Blumine Island project
to raise awareness of this critical natural habitat and fund youth
programs that conduct restoration projects combined with en-
vironmental education. Untouched World raises customer
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awareness through information in its retail and web locations
and raises funds by contributing to the project through its foun-
dation.18

Developing a cause-related marketing program can run the
risk of being perceived as mercenary or inauthentic. As we dis-
cussed in chapter 9, if you are not approaching a cause partner-
ship for the right reasons (a real commitment to the cause and
to a partnership that will truly advance the cause), don’t bother.
Getting into a cause-related partnership for the purpose of spin
is a waste of time and money. While these partnerships can de-
liver real marketing value to companies, the strict return on in-
vestment for authentic partnerships is usually less than it is for
other marketing tactics, and the potential downside from nega-
tive public relations is significant. However, if you are in it for
the right reasons, and walk the talk on related issues, you can
use the power of your voice to advance your values and legiti-
mately advance market positioning, customer segment reach,
and other marketing goals.

The Independent Sector’s Mission & Market, the Cause
Marketing Forum, and the Better Business Bureau offer re-
sources and guidance for companies and nonprofits considering
cause-related marketing programs.

When exploring a cause-related marketing partnership ask
yourself, what causes naturally align with your company’s val-
ues, what organizations impact these causes, what can your
company offer that advances the cause (money, message reach,
industry influence, etc.), what can your potential partner offer
that advances your business goals, and what is your core moti-
vation for pursuing the partnership. In general, an authentic
cause-related partnership (when gauged by the AOM/ROI chart
from chapter 3) will have very high AOM and reasonable ROI

for the company, and very high AOM and ROI for the nonprofit
partner.
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Put Philanthropy at the Center of Your Value/Values Proposition

Kids today more often think of organic sandwich cookies
(Newman-O’s) and salad dressing—rather than their parent’s
memories of Butch Cassidy and Cool Hand Luke—when they
hear the name or see the face of Paul Newman. In addition to
developing a very successful food products company, Newman
has applied the company’s full economic voice to creating a bet-
ter world with his “all profits to charity” model. Newman’s
Own has donated over $175 million to thousands of educa-
tional and charitable causes.19

PeaceKeeper Cosmetics sells high-quality natural cosmetics
and donates 100 percent of its profits to furthering peace, with
a particular emphasis on international women’s issues. The com-
pany is investing in exposing the international sex trade and
helping women escape and build healthy lives.20

Social entrepreneurs and innovative nonprofit leaders have
partnered with traditional entrepreneurs or started companies
where 100 percent of the profits benefit a specific nonprofit as
an earned income subsidiary. Sierra Club has an environmental
mutual fund.21 The Nature Conservancy works in partnership
with Second Nature Software, a company created to publish
and sell a wide variety of screen saver/desktop wallpaper col-
lections and provide earnings to the Nature Conservancy and
other nonprofit environmental organizations. Second Nature
has contributed more than $2.5 million dollars to help preserve
the world’s natural wonders and wildlife.22 The California
Autism Foundation owns the San Francisco Chocolate Com-
pany, which offers employment to its clients and revenue to sup-
port its programs.23

While the various models of “all profits for charity” repre-
sent a small portion of socially responsible businesses, they
demonstrate the strength of connecting the values of customers
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with their daily purchases. Whether your company has a charity-
oriented product, or you determine to share your expertise with
the nonprofits you care about to bolster their earned income po-
tential, remember that your company, your products, and your
business skills can increase the resources available to causes that
align with your mission.

Harness the Power of Business-to-Business Purchasing

We have commented throughout this book about customers vot-
ing with their dollars and making their purchasing decisions
based upon both value and values. The same holds true for busi-
ness purchasing. A powerful amplifier of your business’s voice is
the clear messages you send when you buy. When a company
specifies to a vendor that it wants its materials printed on 100
percent postconsumer waste paper, it increases market demand
for environmentally sustainable paper and sends a clear message
to suppliers. Just as individuals seek fair trade products, organic
food, and socially screened investments, socially responsible
businesses can drive change through their purchasing.

Stephanie Odegard is an internationally recognized leader
in contemporary rug design. She is founder and president of
Odegard Inc., a manufacturer, importer, and retailer of upscale
and original designs of handmade Himalayan wool carpets
made in Nepal. Her designs for high-end handmade rugs are
distributed by over forty dealers worldwide and in her show-
rooms in New York, Washington D.C., Chicago, Minneapolis,
Miami, Zurich, London, and Milan. Stephanie’s knowledge of
the serious issues of child labor with many South East Asian
manufacturers led to her exclusively sourcing suppliers that are
certified to be free of any child labor. She and other designers
and showrooms have partnered with Rugmark, which certifies
its products as child labor free. Every Odegard carpet carries
the Rugmark label.24
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Pushpika Freitas created MarketPlace: Handwork of India
to increase sustainable employment and economic security for
women in India. MarketPlace collaborates with women-owned
cooperatives to develop and produce apparel and gift items. Be-
sides striving to provide economic security, MarketPlace seeks to
empower women, through running their own businesses to hav-
ing a voice in decisions concerning themselves, their children,
and their communities. MarketPlace sells through its own cata-
log and Web site and at select retailers, increasing the incomes
and economic independence of its suppliers.25

Pacific Natural Foods is one of America’s largest producers
of organic packaged broths, soups, and nondairy beverages. It
sources ingredients from farmers who share its deep commit-
ment to organic and sustainable farming and have even invested
in establishing its own farms and ranches.26

Many socially responsible companies make extra efforts to
source from local suppliers, assure that minority- and women-
owned businesses are fairly represented in their supply chain,
and include environmental and social considerations in their
purchasing policies and decisions. The use of your businesses
economic voice can influence suppliers, educate customers, and
ultimately change the behavior of markets.

Use the Power of Your Voice to Change the World

Socially responsible businesses by their nature are forces for
change. By making purposeful choices about how and when to
use the power of your business’s voice, you increase your impact
and influence and better advance your mission.

To use the power of your voice to change the world, ask
yourself a few questions:

� Does our core business proposition leverage our communi-
cation to advance our values?
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� Are we using the power of our communication and market-
ing tools to amplify the voices of others (customers, non-
profit partners, advocates, and activists) to advance values
we care about?

� Do our business practices (hiring, promoting, supply chain,
marketing, etc.) build the power of voice?

� Are we using communications assets to their maximum im-
pact or are we wasting bandwidth by not using our pack-
aging, Web sites, business locations, and other vehicles to
also carry values messages?

� Are we aligning all the people and networks that we touch
each day to causes/issues we care about, advance our mis-
sion, and build our brand?

� Do our CSR, community, and philanthropic programs sup-
port and advance our voice about the issues we care about?

� Are we conscious about when we take a stand and when we
don’t? Are we clear about how we make these decisions or
do we let limited thinking and conventional wisdom tell us
we cannot?

— n e w  s e a s o n s  m a r k e t —

leverage marketing for social impact

We have talked a great deal about New Seasons Market using

the power of its voice to strengthen the regional organic and

sustainable food economy. New Seasons often uses its voice by

voting with its dollars to support regional suppliers, empower-

ing its customers through information in its stores and online,

and by establishing partnerships that promote environmental

sustainability, organic agriculture, and access to healthy food.

On several occasions, New Seasons has taken a stand to

support policy choices that were in accord with its values,

often as a lone business or industry voice. One such issue has

been support for country of origin labeling on produce. Many
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environmental, public health, and sustainable agriculture ad-

vocates support country of origin labeling. They believe that

customers have a right to know where its food comes from

and to be able to make informed purchasing choices. For some

advocates, this issue is important due to the environmental

impact of a tomato traveling further to the corner store than

many students travel on a semester abroad. For others, this

issue is important due to concerns about farming practices

and pesticide use. Still others just want to be able to buy lo-

cally grown produce.

The majority of food retailers opposed the country of ori-

gin labeling regulations, expressing concerns about the ex-

pense of training staff, managing signs and labels, and the

potential expenses of implementation. New Seasons’s Brian

Rohter disagreed and spoke out, “Our customers have the

right to know where their food comes from, our farm commu-

nity needs country of origin legislation to help level the play-

ing field against multinational industrialized farms, and we are

already doing it so we know it is not too expensive or cum-

bersome.”28 New Seasons shared its point of view with policy

makers, the media, employees, customers, and the community.

It decided to take a stand to support its customers’ rights, to

further support its mission and brand promise, and because 

it recognized the power that a business voice (particularly

from an industry opposed to a change) can have. In many

small ways, New Seasons Market uses its voice to change the

world.29

Business has unprecedented access and leverage to put issues
on the table, empower communities and causes, educate cus-
tomers, and influence policy makers. As business leaders you
can advance both your business’s interests and your community
vision by unleashing the power of your voice and using your

Use the Power of Your Voice to Change the World 179

chapters.Conley.qxd  5/29/06  2:42 PM  Page 179



business to amplify the voices of others who share your values.
Whether you choose to take a stand on a policy issue, motivate
change along your supply chain, or utilize the full bandwidth of
your marketing tools to highlight an issue or cause, recognizing
the full power of your voice, and of your marketing infrastruc-
ture, can make a difference. In fact, it can change the world.
Your business has the opportunity to make marketing matter.
We hope you will.
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