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81% of  consumers switch to your brand and purchase your 

products because they believe in your cause

42% of  consumers willing to pay even 10% more for your 

products because they believe in you

86% of  public have a more positive image of  a company if  

they see it is doing something to make the world a better 

place

89% of  marketing directors believe business should be 

involved in addressing social issues of  the day



88% of  public who believe during economic downturns it is 

even more important for companies to continue to support a 

cause

86% of  institutional investors across Europe who believe 

social and environmental risk management will have a 

positive impact on long-term market value

34% increase in employee pride in your company

20% increase in employee loyalty



Good for Business







Cause-Marketing meets the Ad 

Council





•Fortune magazine ranked No. 1 among U.S. companies for Quality           

Management  

•It’s rated the most innovative company in America, for six years in a row  

•#2 Employee talent

•One of  most admired companies in the U.S

•One of  the Best Companies to work for 

•Green awards, including the Corporate Conscience Award for 

Environmental Stewardship from the Council on Economic Priorities







Purpose is bigger than ambition or greed.  Purpose is 

bigger than tactics. Tactics represent the ‘how’, the 

means by which leaders pursue their goals. Purpose is 

bigger than strategy.  At best strategy is short-term 

Purpose, a step by step path toward optimal results.  

Enron had strategy – indeed it had many strategies.  

But strategies are about means; they cannot be an end 

in themselves.  An end is a reason.  Enron, WorldCom, 

AIG, (add more here)  lacked a reason – they lacked 

Purpose.
Nikkos Mourkogiannis



If  we want to know what a business 

is, we have to start with purpose.

Peter Drucker, Practice of  Management (1954)



Brand Canyon



A business isn’t a brand to be built, 

but a cause to be believed in.™



Why Axis 



CauseforCreative
COMMUNICATIONS BLUEPRINT



One
Our True Cause

Why do we exist?  Why do we do what we do? What would happen if  we didn’t exist?

Two
Customer & Citizen

Whom are our audiences?  Who is our primary audience? What do we know about them?

Three
Competitive & Collaborative Climate

Who is our competition?  What stands in the way of  our success? Who and what can help us succeed?

Four
Core Benefit

What is the one primary benefit only we can promise and provide to our primary audience?

Five
Core Word

What is the most important word in our answer to Question Four?

Six

Convince & Confirm
Why should our audience believe us?  What facts and credibility and validation do we provide?



Six

Convince & Confirm
Why should our audience believe us?  What facts and credibility and validation do we provide?

Seven
Call to Action

What should our audience do when they experience our message? What are we trying to achieve?

Eight
Character & Complexion

What is our personality? What is our voice?  What is the DNA of  our story?

Nine
Components

What tools do we need to tell our story? Are we creating an ad, web site, logo or complete campaign?

Ten
Commitment

Are you ready and willing to stay true to your cause and this communications blueprint?

Bonus
Culture & Compass

Unearthing, capturing and communicating your cause profoundly impacts your organization and its strategies











Accounting. Agriculture. Arts advocacy. Biotechnology.

Cardiovascular. Child advocacy. Climate change. Human capital. 

Dairy. Data. Commercial developers.  Economic development. 

Energy conservation. Energy renewable.  Fair Trade. Fashion.

Packaged foods.  Finance-Banks.  Finance-Credit Unions. Film.

Government. International leadership. Information technology. 

Human rights. Hospitality. Hospitals. Healthcare insurance.  

Higher education.  Environmental stewardship. Medical 

research.  Micro-lending. Music. Organic processing. Public 

education.  Remodeling/Restoration. Social justice.  

Sustainability. Telecommunications. Tourism. Utilities.

Veterinary medicine. Water. Women’s health. 



Enjoy technology.  Healthy food that fuels. Create premium 

care at the most affordable price. Ensure everyone in the state 

experiences the arts. Preserve and protect the Great Lakes. We 

make innovation happen. Improve quality of  early childhood 

education.  Create a better world through better 

communications. Ensure a bright future for Wisconsin’s dairy 

industry. Experiencing artwork is essential to our individual and 

collective humanity. Protect clean water and clean air for today 

and tomorrow.  Meet your emotional and intellectual needs.

Solve business problems with technology and integrity. Create a 

sense of  community internally and externally. Effect change by 

electing women to high public national office. Advance 

economic justice.



Fulfill the honor to serve. To personally help. Turn rural 

passion into civic action. To be held responsible for the 

community and its energy  Providing year round recreation and 

enrichment opportunities to all.  Eliminate fear from the 

practice of  medicine. Help us share ourselves for the good of  

all. Unlock the truth. Protect the nation’s environment by 

making state activist groups successful. Relationships that result 

in more than balancing the books. Raise awareness of  

sustainable wood and forest products. Improve the quality and 

reduce the quantity of  urban runoff. Advance animal and 

human health with compassion and science. Ensure the choice 

for home care is a worthy choice. Change lives by promoting 

children’s mental health.  



Connect people and ideas for a better state. Create the context 

for courageous business conversations.  Inspire sustainable 

action. Preserve and protect the environment of  the interior 

west. Create a school where children find joy in learning.   Make 

sure every child lives in a just and nurturing family and 

community. Alleviate poverty. Ensure healthiest lives possible. 

Create places where people interact. Ensure our discoveries 

improve the human condition. Create a global community of  

hospitality leaders who change the world. Relentlessly provide 

home and community for every child in the state. Heal 

divisiveness through individual action. Transform our 

community one person at a time. Advance the art of  music and 

transform individuals and communities.



Take change personally. Profoundly impact the health of  Lake 

Michigan. Make higher education accessible to all. Protect the 

places that make Wisconsin special. Make business the most 

powerful force for environmental good. Improve patient care 

through intense and innovative educational experiences. 

Recognize, reward and nurture great leadership. Changing lives 

through savings.  Reduce greenhouse gas emissions now.

Cultivate organic opportunities.  Enjoy and excel. Changing 

lives by creating the road to economic success.  Humanity 

counts most.  Together, we can transform lives. Inclusive 

opportunity. Lead by creating real solutions to the biggest 

problem of  our time. Solve the world’s energy problems. 



WARF
Wisconsin Alumni Research Foundation 
Case Study





























































































Imagine products safe 
for her and the planet.
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How does GFB keep on purpose? 



14% of  American workers believe their company's management is ethical and honest. 

10% of  employees trust management to make the right decision in times of  uncertainty.

12% believe their employer actually cares and listens to them

7% feel that the actions of  management are consistent with what they say they will do.

The report cites "poor communication, lack of  perceived caring, inconsistent behavior and perceptions of  

favoritism" as the greatest factors to the lack of  trust.

14% employees said their company's values line up with their personal values.

And when it comes to customers and citizens,  a recent Chicago Booth/Kellog survey reported that 26% of  

Americans trust the country’s financial system. Big corporations fared the worst in the survey, with just 13%
of  Americans saying they trust these major businesses.





We envision a new sector of  the economy which harnesses the power of  private 

enterprise to create public benefit. This sector is comprised of  a new type of  corporation 

—the B Corporation — which is purpose-driven, and creates benefit for all stakeholders, 

not just shareholders. As members of  this emerging sector and as entrepreneurs and 

investors in B Corporations,

We hold these truths to be self-evident:

That we must be the change we seek in the world.

That all business ought to be conducted as if  people and place mattered.

That, through their products, practices, and profits, businesses should aspire to do no 

harm and benefit all.

To do so, requires that we act with the understanding that we are each dependent upon 

another and thus responsible for each other and future generations.





In discharging his or her duties, and in determining what is in the best interests of  the corporation (the 

"Company") a Directors shall not be required to regard any interest, or the interests of  any particular 

group affected by such action, as a dominant or controlling interest or factor. He or she shall give due 

consideration to the following factors, including, but not limited to, the long-term 

prospects and interests of  the Company and its members, and the social, 

economic, legal, or other effects of  any action on the current and retired 

employees, the suppliers and customers of  the Company or its subsidiaries, and 

the communities and society in which the Company or its subsidiaries operate, 

(collectively, with the members, the "Stakeholders" ), together with the short-term, 

as well as long-term, interests of  its members and the effect of  the Company's 

operations (and its subsidiaries' operations) on the environment and the economy 

of  the state, the region and the nation. Nothing in this Article, express or implied, is intended 

to create or shall create or grant any right in or for any person or any cause of  action by or for any person. 

Notwithstanding the foregoing, any managing member is entitled to rely upon the definition of  "best 

interests” as set forth above in enforcing his or her rights hereunder and under state law, and such reliance 

shall not, absent another breach, be construed as a breach of  a managing member's fiduciary duty of  care, 

even in the context of  a Change in Control Transaction where, as a result of  weighing other Stakeholders' 

interests, a managing member determines to accept an offer, between two competing offers, with a lower price 

per unit.
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One - Purpose
Why do we exist? Why do we do what we do?

Two - Principles
What are the core values and principles we will work by to construct an enduring purpose? 

Three - People
What customers, citizens, culture and/or communities do we need to connect with to achieve our 

purpose? Who are our primary audiences?

Four - Promise
What is the core benefit only we can promise to our key audience? What is our distinct value 

proposition?

Within this statement, what is the single, most important word that captures our promise?

Five - Proof:
Why should people believe and trust us? What are the support points that validate our promise?



Six - Possibilities, Problems and Partners, Pitfalls 
What are the competitive and collaborative climates? What are the emotional, psychological, political 

and economic obstacles in the way of success? Who and what can help us succeed?

Seven - Prompt
What is our call to action? What do we want our audience to do when they hear our message?

Eight - Personality
What is our voice, style & personality? What does our purpose look, taste, smell, feel and sound like?

Nine - Provisions
What tools do we need to go forth and tell our story? A campaign?  Logo? Web site? Internal 

messaging?

Ten - Persevere, Proceed, Prosper
Do you promise to follow the directions of your MAP and not stray from the course?















Profit is a fuel for 

achieving purpose. 



Noble Purpose does 

not have an exit 

strategy 



It’s not making the 

business case for 

sustainability.



It’s making the

sustainable case for 

business





http://bsr.org/















jim@goodforbusiness.com

@goodforbusiness
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Thank you! 


