wause marxeting is
booming, with charities
and businesses teaming
up to raise funds.
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Ronda and Scott Gentry

never thought ‘about buying a
slice of Spin pizza.

That is, until it de some

Then they bought a whole
pizza — Italian and turkey sau-

sage — last week, along with a
special pizza for their dog Bu-
lova.

The Lee’s Summ1t fundraiser
at Spin benefited the Wayside
Waifs animal shelter,

The Blue Springs couple’s
special dinner is part of a grow-
ing segment of philanthropy
called cause marketing, Simply
put, it's when businesses and
nonprofits get together to sell
something to consumers that
helps raise donations,

Lause marketing 15 not a 5K
run, but rather a structured
business deal. It might be the
sale of a pink blender, with a
portion of the proceeds going
to breast cancer research, It
might be a massage, with some
of the proceeds going to a do-
mestic violence shelter.

Cause marketing has been
around for more than two dec-
ades, but the recession has
prompted a boom.

“We are your perfect cause-

marketing people,” Ronda Gen-
try said.

She has a full-time job as op-
erations manager at The Best
of Kansas City, but her husband
has been underemployed as a
video and audio contractor
since losing his full-time job in
June.

Going out has become a rar-
ity for the two — unless it’s for
a good cause.
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“Anytime we choose to go
out, it’s ot to be worthwhile,”
Ronda Gentry said.

Their next special date is
“Bark at the K” on Sunday,
when dogs and their owners
can enjoy a Royals game to-
gether while raising money for
animal causes,

Nonprofits certainly have
noticed the importance of
cause marketing as the reces-
sion erodes individual dona-
tions and grants.

Habitat for Humanity Kansas
City, for example, has sched-
uled four cause-marketing
events in the next few weeks,
including a happy hour Friday
at Qudos Cognac and Cigar Bar
in Kansas City.
 The $5 cover charge that
goes to the nonprofit might not
seem like much until Habitat
begins to calculate its poten-
tial: If 100 people pay the cover,
that's enough money to buy a
front and 'back door to a Hab-
itat home,

“You have to be more cre-
ative in this type of economy,”
said Rebecca Dye, spokeswo-
man for Habitat for Humanity
Kansas City. “Funds are short,
but the needs are great.”

Cause  marketing  often
brings in more than donations
to a nonprofit. It can introduce
a business's regular customers
to a charity.

“Avrareness is as important

WHAT EVERYONE
GETS FOR GIVING
Besides the money
raised and spent, cause
marketing produces
intangibles, too.

For the business:

B New customers who
know the charity but not
the business

B A nice-guy image

8 A morale boost for
employees who want to
support a cause

For the charity:

8 Virtually no overhead
¥ New donors who know
the business but not the
charity

0 A creative reminder of
the cause

For the customer:

1 A feel-good, no-guilt
way ta spend maney

1§ A chance to meet
people with similar
interests

1 A fun reason to write a
check

as the actual dollars raised in
the event,” said Marla Svoboda,
development director at Way-
side Waifs in Kansas City,

Businesses definitely under-
stand the benefit.

“What we've seen happening
in this economy hasn’t put a

damper on cnmpames contin-
uing to invest in cause market-
ing and cause products,” said
Mike Swenson, president of
Barkley Public Relations in
Kansas City and a national
cause-marketing expert.

“Think of it — since the turn
of the century, we've had 911,
Katrina, two wars and the
worst recession in our life-
time,” Swenson said. “We've
had a lot of upheaval, and
amidst all that, what kept
growing is people’s desire to
give back.”

Swenson said consumers are
so used to corporate good
deeds that they almost expect
it from a company.

Consider some of the find-
ings from the 2008 Cause Sur-
vey from PRWeek/Barkley
Public Relations:

1 458 percent of the women
surveyed said they had bought
a product that benefited a
cause in the last 12 months.

0634 percent of those
women said they purchased a
particular brand because they
knew that brand supports a
cause they believe in.

B72 percent of the compa-
nies surveyed said a worsening
economy would not affect their
commitment to cause-market-
ing programs.

Consumers should not be
afraid to ask how a charity
might be benefiting from cause
marketing, said David Reng, di-

rector of the Midwest Center
for Nonprofit Leadership at the
University of Missouri-Kansas
City.

Renz said he once bought a
tie at a department store, with
some of the proceeds going to
anational charity.,

“It was something like 1/19th
of 1 percent, which doesn’t
sound like much except if you
sell $12 million worth of ties,”
Renz said. “It's legitimate to
a'sk.”

But there are other reasons
for businesses to engage in
cause marketing,

“No one practices cause mar-
keting just for the money,” said
Joe Waters, the director of
cause marketing for a Boston
nonprofit hospital, who writes
a blog called “Selfish Giving”

“More and more consumers .
are demanding that companies
show their corporate respon-
sibilities,” Waters said.

That's OK, said Gail Lozoff, a
co-owner of Spin Neapolitan
Pizza.

Last week's fundraiser — the
restaurant’s third — grew out
of the suggestion of an em-
ployee.

“It's a way to connect with
our customers and provide
things that are important to our
customers and important to
us,” Lozoff said.

To reach Debra Skodack, call
816-234-4738 or send e-mail to
dskodack@kestar.com.



