
Beth: Hello and welcome to Driving Participation. This is Beth Brodovsky and I am here today 

with Joe Waters. Joe is the Founder and blogger at SelfishGiving.com so thank you and 

welcome Joe.

Joe: Nice to be here Beth. Thanks for having me.

Beth: I’m sure many people that are listening have heard of Joe, but I’m going to let you talk 

a little bit about yourself and if you could share how you wandered into this crazy world of 

nonprofit communications.

Joe: How does this happen, right? How do you drop into these things?

Beth: Well the thing I always says is those of us of a certain age, there wasn’t a nonprofit 

management or degree or anything like that. It’s always interesting to find out how people 

ended up in this world.

Joe: That’s right. Well for me, it was communications in college and I went to a little school 

near you in Philadelphia called Penn State and actually got a masters in communication. 

I was actually going to stick around for a doctorate, but I decided being a professor just 

wasn’t the lifestyle that I was interested in so I went back to Boston and was looking for a job 

and I ended up at the Muscular Dystrophy Association and regardless of what job or what 

work I had moving forward from that first job at Muscular Dystrophy, I was always interested, 

Beth, in that intersection of business marketing and philanthropy. Whenever I was working, I 

worked for MDA for awhile and then I worked for the Arthritis Foundation and then I worked 

for the Greater Boston Chamber of Commerce here in Boston and wherever I worked, it was 

like “Hey, we’ve got a corporate sponsor, Joe. What should we do? What’s the opportunity? 

Would you like to work with this business on this fundraiser?” so it was something I was always 

interested in, but it wasn’t until 2004 that I actually went to an institution in Boston, Boston 
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Medical Center, which is actually Boston’s largest safety net hospital ,where I became Director 

of Cause Marketing. I was so excited at the time, Beth, that finally I had the title of something 

that I was really interested in - cause marketing. I developed their program there from scraps. 

We turned that into a multi-million dollar program. About the same time, Beth, that I was 

working at Boston Medical Center and starting there, I started a blog called Selfish Giving 

and basically I started Selfish Giving because people were sick of me emailing them. They 

were like “Joe, that’s a great idea. Why don’t you put this all in a blog so that we don’t have 

to get 50 million emails from you all the time” and I said “Mom, that is the greatest idea in 

the world” and Selfish Giving was born. For the next seven years while I was at BMC, my blog 

was more, kind of a professional hobby blog that I was writing and creating all this content 

about programs that we were doing specifically at BMC because it became a great source 

of information Beth to sponsors and business prospects and what we were doing. People 

would even say “Hey, if we become a partner with you at Boston Medical Center, will you 

write about us in your blog” and I said “Yeah, we’ll do that” and we did that until about 2012 

and a year before that Beth, Wiley Publishing had come to me and said “Joe, would you be 

interested in writing Cause Marketing for Dummies” and I said “Absolutely” and I did it with 

a colleague who is actually still at Boston Medical today, Joanna McDonald, and it was shortly 

after that when I said “You know what? I want to launch this full time and work on my blog 

and work with businesses and nonprofits and doing win/win partnerships” and that’s what I’ve 

been doing for the past three years.

Beth: Really? It’s only been three years?

Joe: Yeah, it’s only been three years. In some ways it’s kind of funny because I just celebrated 

my tenth anniversary of my blog. I’ve been writing my blog since 2004. That’s kind of a long 

time.

Beth: That’s a really long time.

Joe: There are other people out there like Chris Burrough, they’ve been writing since the 

late 90s and live blog I think it was called back then, a live journal or something like that, but 

I’ve been writing a good amount of time, but I don’t feel as if I have a decade of experience 

blogging, but I think I’m getting that the past three years.



Beth: Right. I think a really good take away from that is all of the nonprofit marketers and 

development folks that are listening, if you ever think you ever want to go out on your own 

and building a specialty within your organization, start blogging now because it does take 

awhile to build up enough of an audience to where you can make money doing this.

Joe: It’s so true and I actually just wrote a blog post, Pub Spot, on this very issue, Beth, in 

talking about how nonprofit professionals should use blogging to advance their career. I 

do think it’s an excellent way, but as you know, Beth, what really brings a lot of nonprofit 

professionals down is they say “What will I blog about? What will I do? I’m not a great writer” 

and my message to all those people is get started because you will find your voice, you will 

find your niche and your writing will improve as you blog.

Beth: Absolutely! One thing I always say is “action trumps ideas.”

Joe: Absolutely.

Beth: Absolutely and it’s really huge and it’s so helpful because you never think you have 

something to talk about and the other thing is doing this and getting your ideas out for 

yourself, I’m sure - do you think it made you a better writer and better communicator in the 

other half of your job?

Joe: Absolutely and you know, what I say too is writing believe it or not, all types of writing, 

even tweeting, improves all forms of communication, including public speaking and verbal 

communication. It improves the full swing, people even talk about that. You think blogging is 

good for writing, Twitter is great for writing too. You have to learn to speak and write briefly. 

You have to use active verbs. You’ve got to talk in the active tense. I mean there’s all these 

different things you do in Twitter that will make you a better writer. After blogging, that’s the 

second best thing you can do to improve your communication skills.

Beth: I completely agree. We’ve all opened up that email and just thought “Ugh, I don’t even 

want to read that twelve paragraphs that somebody just wrote” and being able to do things 



concisely and shortly, when I teach branding, I always say “you need to be able to give me 

the synopsis of what you do in five or six words.” I have a really good friend from high school 

who is a PhD genius in artificial intelligence, and I asked him one day “Ha, ha, ha Mr. Smarty 

Pants. Can you tell me what you do with your PhD in five words or less?” and he said “I make 

computers less dumb.” What I always say to everyone is “If a guy who is a PhD in artificial 

intelligence can do it, there’s no reason why the rest of us regular folks can’t figure out a way 

to be just as simple.”

Joe: He also probably put you first on the list to go down during the robot apocalypse.

Beth: Probably, like it’s directed right towards my house. So let’s talk a little bit about cause 

marketing in general. How long has that term been around? What does it mean?

Joe: Well the term itself has been around since the early 80s and the first cause marketing 

partnership, well there were a couple of moments for cause marketing, there’s this great 

gentleman who lives in California, I think in San Francisco, his name is Bruce Burch and I call 

him the father of cause marketing because he was doing cause marketing in the 70s with 

March of Dimes and Marriott Corp with their hotels and programs and stuff like that, but 

the real what I call the Columbus moment, when a lot of people visited the new world, but 

who really brought the news back to the old world about the discovery was the partnership 

between the American Express and the Statue of Liberty Foundation. At the time, the Statue 

of Liberty in the early 80s, 1983 it was being restored and AmEx said “Hey, every time you 

use your AmEx card, a certain percent is going to go to restore the Statue of Liberty” and 

cause marketing was born. People said “wow! What is this new great thing?” and since then 

it has only progressed. Albeit slowly in the 80s and 90s and it’s interesting, Beth. In the early 

90s when I first got into corporate partnership work, there was a lot about sponsorship and 

not about cause marketing, but since the beginning of the millennium, the talk and action 

and activities around cause marketing have definitely picked up. This is also an important 

distinction that we need to make between sponsorship and cause marketing because a lot 

of people think that they’re kind of the same thing, but they’re different. Sponsorship really 

comes from the company’s checkbook. It comes from their pocket so they say “Gee, we 

want to be involved in your opportunity, your walk, your gala, your fundraising event.” Cause 

marketing is different in that the company goes to work for the nonprofit brand and involves 



their customers, employees and other stake holders to raise money. The big thing about 

cause marketing that people are really realizing now, Beth, is compared to that sponsorship 

pool or the corporate giving dollars that are out there, there’s a lot more money in cause 

marketing.

Beth: That’s exactly why I wanted to talk to you because unlike sponsorship, it sounds to 

me like you’re saying that the value really makes cause marketing work is this factor of 

participation. Will you tell me a little more about that?

Joe: Yeah, it’s like giving on steroids because when you do a successful program with your 

customers, companies are willing to give, but when you look at how much companies give, 

it’s a relatively small amount of money. It’s actually only about 5% of the fundraising budget 

of most organizations. They contributed about $16 billion last year in a variety ways through 

corporate giving programs, but let’s just look at one example of something that I wrote in the 

ten best marketing promotions of 2014 last week on my blog is one of the best promotions 

identified was one between Kmart and St. Jude’s Medical Research Center and that program 

over the course of a couple of months raised $22 million.

Beth: Twenty-two million dollars.

Joe: Twenty-two million dollars.

Beth: In what time?

Joe: It was a couple of months that the program lasted and what they did was it was a 

register program so when people got to the register, the register clerk would ask them and 

say “Would you like to donate a dollar or two to St. Jude” and that’s how they raised that $22 

million. It was an incredibly successful program. What I always want to stress in why I identify 

that as a best cause marketing promotion is that it’s not because of how much it raised, Beth, 

but because of the fact that you had it done in a struggling chain like Kmart. We know how 

hard Kmart has been hit in terms of losing market share and closing stores, but nonetheless, 

they pulled together one of the most successful point of sale programs of the year. It just 

goes to show how powerful cause can be for a company.



Beth: You know, people do think, cause marketing, if I’m going to get involved with 

corporate, it only has to be for the companies that are doing well. What do you think it was 

about that program and how they set it up that allowed a company that doesn’t have great 

brand recognition, doesn’t have great financials right now to do so well?

Joe: It’s funny, Beth, because when I read about it first last year about this time, I wrote a post 

on my blog and the title of my post was “How the Hell Did Kmart Raise $22 Million for St. 

Jude?”

Beth: That’s pretty much what everyone is thinking.

Joe: Right that’s what everyone is thinking and stuff like that so I actually kind of like, maybe 

they did this or maybe they did that and stuff like that. Well someone actually from Sears 

Holding Company and Sears Holding Company owns Kmart and Sears, and they came on 

my blog and said “this is how we did it.” How they did it was, first of all, they felt as if their 

customers were overly generous during this year when the company was on the upswing. 

Their employees were extremely dedicated and committed to asking at the register for 

people to donate, which by far, Beth, is the most important factor of any register program is 

whether or not the cashier asks you “Would you like to donate a dollar?” and then they said 

they actually upgraded their register system so that it would be much more easy for customers 

to donate at the register. Of course the kind of like 400-pound gorilla in the room with this 

program is you have a powerful passionate brand in St. Jude that people could connect with 

and people want to support. That’s what made the big difference in this program.

Beth: Right, so it sounds like there’s a factor of putting the right recipient with the right 

organization and not just that, but the right methodology. You just said that was a register 

program, that says to me that there’s different types of programs.

Joe: What we talk about in cause marketing is generally when I say point of sale, I’m generally 

talking about a suite of register programs, which include pin ups, those icons that you write 

your name on and people hang them up and stuff. Very successful, very lucrative programs. 

Register programs, which are more of a passive ask are when someone gets to the register 

of a Whole Foods, you might see a sign there that says “Would you like to donate?” Those 

programs can raise a lot of money. Not as much as a pinup program. Donation box programs 



- McDonald’s raises $50 million a year with their donation box program, so that’s been a really 

successful program and round-up programs. JC Penney has been a great example of that. 

People at the register, they’ll say “you spent $12.50 today. Would you like to round up to $13 

and donate that $.50 to” they have a different charity every month so it could be like the Boys 

and Girls Club or what have you. The final one that I associate with the register although it’s 

a little bit different is purchase-triggered and what that means is when you buy a product, a 

certain percentage goes to a charity and that too happens at the register because it doesn’t 

happen until check out so you actually get the item and pay for it. There’s all these different 

things at the register so whenever you’re dealing with a business that has foot traffic and 

lots of locations, you want to tap into one of those point of sale programs as your primary 

fundraiser.

Beth: Wow! does cause marketing only happen between a large corporation and a large 

charity?

Joe: Oh no. You can do it, as a matter of fact, I’m on a mission, Beth, to empower small- and 

medium-sized businesses and nonprofits to do cause marketing because while they won’t 

raise $22 million with one program, they can raise five figure programs, six figure programs, 

seven figure programs with cause marketing. They just need to have the same training as the 

big boys do and they need to be realistic about the results. You know, we’ve had some great 

examples around here. I mean one of the biggest charities, medium sized charity has done 

this is Share Our Strength. Share Our Strength worked with Shake Shack. Do you have Shake 

Shack in Philadelphia?

Beth: No we don’t, but I have heard of it.

Joe: You have heard of them. We actually have three of them no in Boston and at the time 

though that they were raising money for Share Our Strength, they were working with ten 

locations, Beth, and get this. At those ten locations, they raised $300,000 in the second year 

of the program. You are looking at locations in NY that were raising over $30,000 in just a 

month long program. You know how they did that Beth, which was really interesting? Not 

only did Share Our Strength do a grade A job educating the people at Shake Shack about no 



kid hungry and the things that they do, but Shake Shack offered customers, they said “If you 

donate $2, we’ll give you a coupon for a $5 shake.” It was a huge success for the program.

Beth: When it is with say a smaller organization, are there typical methodologies? Is it well a 

register program works, but this one doesn’t or have you seen all different types of programs 

work in all different situations?

Joe: Yeah, it’s all different types of programs. One of the things I try to do on my last book 

Beth was I wrote a book called “Fundraising With Businesses - 40 New & Improved Strategies 

for Nonprofits,” I outlined what I felt were the forty best strategies for nonprofits for raising 

money. It went through everything from collection drives to pinups, which we already talked 

about, to digital programs, like hashtag fundraising. It really covered everything that a 

nonprofit and a business could do together and raise a good amount of money or in some 

instances to collect a lot of stuff because that, some people they want to collect coats and 

stuff like that. How do you do that? What every nonprofit and business has to do is they 

have to go and look at their assets. See what they have that they can offer and what is the 

best way to connect with people and raise money. There’s some great examples out there of 

organizations that have done just that.

Beth: That’s really, really interesting. So now if you are nonprofit, first of all, go read Joe’s 

book. I promise I’ll have links to everything that Joe mentions in the show notes page so you 

don’t have to go hunt for them. So how does a nonprofit begin to work through, now I’ve 

figured out what I have. I’ve done an inventory and figured out what I have. What’s their next 

step when they’re trying to figure out what to do with that now that they’ve looked at it?

Joe: Well you know, a critical first step is not only kind of assessing what you have to offer a 

business, but what businesses you may already be working with that you can tap into. I always 

say this, that cause marketing partners are not so much discovered as they are detected. 

They’re already there in most organizations and for example, when I first joined Boston 

Medical Center over a decade ago, I went to our executive director and talked to him about 

companies that we were involved with and he said “There are two guys that we work with. 

One of them runs a party supply chain here in Boston, which is called IParty,” which is a great 



thing for a Bostonian to say again and again with our wonderful accents.

Beth: I can listen to you all day!

Joe: I go to conferences and I say IParty and people say “the bathroom’s over there.”

Beth: I’m only going to ask you words that have “r” in them from now on.

Joe: He said “We have this great relationship with a party chain here in Boston” and they had 

about fifty locations at the time and he said “I think that would probably be a good place 

to start a program” and he was right. We went into that program and we raised $160,000 in 

our first year. What that gave us was some experience and some confidence and then some 

connections to go out and talk to other people about these programs. We ultimately built 

a program that had at one time forty different corporate partners and it really all started 

with one corporate partner that we were able to do a program with and then took that 

experience and the credibility and we also relied on IParty for connections and that took us 

to the next level in terms of connecting with people. That’s the most important thing, there 

was an example of a woman I was working with that ran an environmental organization here 

in Massachusetts and they had done some programs because companies had come to them, 

but she wanted to be much more active in terms of identifying with people and she said “but 

I don’t know who to go to” and so I said “let me see your board list.” I looked at her board 

list and half way down Beth, was the name of the founder of one of the largest retailers in 

New England. I said “here’s a contact for you. You should start with this person.” She told me 

that she knew that this person had a lot of money, that’s why they were on the board, but she 

didn’t know how they made their money.

Beth: Really?

Joe: It blew my mind. It blew my mind. Since then, I haven’t seen that type of response from 

a nonprofit, but I have had people say “I never really thought about contacting them to do 

something because they always do this for me every year for me or they do that.” What it is, 

if they’re not involving, whether it’s B-to-B or B-to-C it doesn’t matter. If they’re not involving 

their employees and customers in your fundraising, you’re losing out on a lot of money.



Beth: It does make a lot of sense because I know over the years in business and networking, 

I go out and I meet people everywhere. It amazes me. I’ve been in business eighteen years. 

You always hear, every once in awhile you hear “I didn’t realize you did that” so I think as 

anybody who is involved inside of an organization, you get so familiar with what you do and 

the people that you interact with that you just think that’s Bob and he sits in the third chair 

from the left and he always volunteers to stuff the bags for me. Because he’s doing exactly 

what you want him to do today, sometimes nonprofits are usually under staffed and busy, 

you’re just so happy that you’ve got the board members that are showing up and doing at 

least what you ask them to do. I know people that would kill just to have that. It’s not unusual. 

I tell people “don’t beat yourself up if you haven’t thought of it before”. Now that Joe is 

telling you to do it, make sure you’ve gone through your board list and your volunteer list 

and the people who are really close to your organization are a great place to start looking, 

especially because you’re not really asking them to give anything or to do anything, really just 

to facilitate something.

Joe: You’re asking them to tap into the thing that companies love doing the most and I call 

it OPM, other people’s money. Companies love doing this and what they’re realizing and 

what we really have to educate ourselves and consumers and donors about is this is the best 

way for a company to help a nonprofit. It’s not to write a corporate check. It’s to give them 

access to their customers and their employees because that’s where the real money is in these 

programs. That’s where you can raise so much money. Some companies have taken this to the 

extreme. You have someone like McDonald’s that raised $50 million with donation boxes and 

despite having almost a billion dollar advertising budget, McDonald’s only gave $32 million 

away to charity last year.

Beth: Directly?

Joe: Yeah, directly and that’s got to come up. Companies have to give more than they’re 

giving right now, but what I’m saying is there’s a lot more opportunity in working with 

customers and employees to vastly raise more money for good causes.

Beth: In general, do you find that companies are aware of and understand cause marketing or 



are nonprofits having to start the conversations in the beginning approaching someone, say 

it’s an IParty or not a national or behemoth organization, do nonprofits have to be prepared to 

explain to the company this is what it is, this is what it’ means, or are they fairly aware?

Joe: It’s kind of funny Beth because back in 2000 and around that date, I would definitely 

think you would have to be out there explaining to companies what cause marketing is. Most 

of them know what cause marketing is and I actually think the challenge for nonprofits these 

days is they may have to go in there and put someone else out because there are so many 

businesses. They know about it and they’re already working with a charity, but they may 

not be getting the full benefit of working with a charity that they could. What we all have to 

explore whenever we work with businesses is their level of commitment to the charity that 

they’re working with and find out what their motivation is and what the connection is and 

what they hope to get out of that partnership. It may be that they’re interested in a bigger 

marketing push or a bigger marketing bang that you can provide that the nonprofit can’t. 

For example, when we first started working with IParty so many years ago, they worked with 

another charity all year long. After the first year, they didn’t work with that charity anymore. 

They did four programs a year for us because they saw the value in working with us, not that 

the other charity wasn’t good and the work wasn’t important, but they had always worked with 

them because they were the only ones who came to them throughout the year.

Beth: No one else picked up the phone and asked.

Joe: Right. I think that’s the big thing too. What I really encourage nonprofits to do is you 

really want to put on your marketing hat when you go into these businesses and say “these 

are the opportunities that we have. This is the type of audience that I represent that you 

can have access to” and if you think if you’re kind of doubting yourself that you should be 

doing that, let me tell you something. All the pink cancer causes in October, that’s exactly 

what they’re doing when they’re going into businesses because they’re saying “look at the 

demographic I represent and the strength of that customer to your business” and that’s why 

wee see so much pink during the month of October, so many ribbons during the month 



of October because companies really recognize the value of the demographic that those 

organizations represent.

Beth: Look at what that’s been able to do for the cause overall. It’s not just that. Two big 

messages I’m getting from what you’ve been saying is that nonprofits need to recognize that 

businesses love doing this. They enjoy it. This isn’t begging. This is something that they love 

to do and the second thing is businesses are already doing this with someone else. If you’re 

not going after it, if you’re thinking “I can’t really call this company because I’m not really 

sure that they’d be interested,” as much as people are used to maybe asking for money, 

calling a corporation is probably different than calling an individual, but to remember that 

everybody in a corporation is still an individual and if this is part of their job, I know that a 

lot of nonprofits may not have a Joe Waters working for them in their organization. There’s 

probably some larger organizations and I’m sure there are many of them have departments 

or leaders in this role in house, but to take somebody and to go out and just do it and to 

focus on it a little bit, if the guy down the street is working with you, it’s good to work with a 

company that has already done something like this once before, rather than having to go in 

and teach somebody because they don’t have somebody and they’ve never done it so there’s 

more wide open opportunity there. That’s the way you would normally think, but the reality is 

that company, you’re going to have to teach them that this is important as to somebody who 

already gets it.

Joe: It’s interesting. I used to have a friend who sold advertising and he told me “Joe, it’s 

almost impossible to sell advertising to someone who has never bought advertising”.

Beth: I completely agree.

Joe: They’ve already made up their mind about not advertising. They tend to be hardcore 

like “I’m not advertising,” but when you go to people who are already advertised or that are 

already doing cause marketing, they’re more likely not just to do one program. They can do 

two, three or four programs. Just because they work with one partner doesn’t mean that they 

can’t do something for you at a different point in the year. You know what’s so great about 



cause marketing right now is there’s a great consumer expectation out there now, especially 

among moms and millenials that causes and businesses should be working together all the 

time, that they want to see that front and center in their relationship with businesses.

Beth: I can absolutely imagine that because you know grant makers and funders and the 

other people that they’re talking to, being able to build and create and sustain a partnership 

with a for profit company is social proof that they exist and that you’re going to continue 

existing and people want to give money to people who are going to be good stewards of that 

money. When you demonstrate that you can get a corporation to partner with you and work 

with you, that’s going to help your individual fundraising as well in every way. The other thing 

is that most nonprofits struggle with getting public relations. Talk a little about how creating 

programs like this helps with that aspect of things.

Joe: I think what’s so great about cause marketing is that you’re really borrowing a bigger 

megaphone. The traditional way we do things through sponsorship is a company will sponsor 

a nonprofit event and then the company markets to your customers or your donors or 

supporters and stuff like that. Well, you’re going to have a much smaller base of people to 

reach out to on behalf of that company than if you worked it the other way around and have 

that company blowing your horn in terms of all the different things you’re doing and stuff like 

that. I definitely think there’s a lot more opportunity in terms of brand awareness. We actually, 

it was kind of interesting Beth, about the same time we started working with IParty, the party 

supply chain I was telling you about, we developed a signature event with them in Boston 

called Halloween Town. It was an event that benefited the kids in Boston and obviously 

supported the hospital. We used to get 15,000 people a year to that event and one way that 

we would do that is those pinups that we sold in their stores for a dollar a piece, we would 

put advertising on there promoting the event and we found that one in five persons that came 

to the event learned about it from the pinup. In addition to educating people about their 

cause, I always tell people if you have a big event coming up or you have a walk or a ride 

or a haunted house or something coming up, work with a local retailer to do a point of sale 

program. Not only will you raise money, but you’ll also promote your event and by the way, 

that business can also be a sponsor at the event so they get on site marketing at the event 

too. There’s an added benefit there because a lot of stores will say to you “that’s great if I sell 



your pinup to my customers, but I’m only exposing myself to my existing customers”. Yeah, 

but you’ll also be the signature sponsor of our event so you’ll get exposure there too, if not 

also from other partners involved in the event.

Beth: How does that really work? If they’re doing this program, do you just make them a 

sponsor?

Joe: Yeah, well see one of the ways we used to do these programs, especially with events is 

we would go into them and talk about say an event like Halloween Town that was a big two 

day event and we would say “Look you get promotion the month before leading up to the 

event. You get promotion at the event. We’ll tag you in all the advertising. You’ll also get 

promotion with the other partners that are involved in the program because we do what used 

to be called a coupon pinup.” They would look at us Beth and they’d say “wow that sounds 

great. How much is this going to cause me.” I used to lean over and say “Nothing. It’s not 

going to cause you anything because the only thing you need to do is sell your quarter of 

pinups in our stores. We think you can raise this much money and if you raise that much, you 

don’t have to pay anything.” It was an absolutely free opportunity so what I’ve always gone to 

people that sell traditional sponsorships is why are you going to a supermarket and getting a 

thousand dollar sponsorship from them when you can be doing something in the stores that 

would raise you a thousand dollars a week?

Beth: A thousand dollars a week versus a thousand dollars; for a supermarket, a thousand 

dollar sponsorship is a big deal.

Joe: It’s hard, but if you’re talking about, you know there’s a supermarket chain, Stop N Shop 

here in Boston and every year with Dana Farber, which is a cancer institution here, they raise 

$4 million a year. That’s over the course of a month or month and a half over the summer. 

They do something that’s a really successful program and something that gives both partners 

plenty of exposure and it’s something that doesn’t cause them a lot of money to produce.

Beth: So what is the most unique partnership that you’ve ever worked on?

Joe: Well the one I worked on was the Halloween Town event. That was the most - and 



people combined some examples of that as examples on my blog. You know, one of the great 

things too Beth, over the past month, the month of December, I really spent a lot of time too 

putting together my best cause marketing promotions of 2014. If you take a look at those, 

you’ll see some great examples of cause marketing. One of the ones that I just love from 

last year’s football season, there was a great one involving Denver Broncos Peyton Manning. 

Someone in Omaha, NE noticed that Peyton was saying Omaha a lot. He got together some 

businesses and they agreed to donate and they made this very public and promoting it etc 

that they would donate $500 for every time Peyton Manning said ‘Omaha’ to his foundation, 

the Payback Foundation it’s called. By the end of the program, they had raised $70,000 and 

had gotten national exposure for this promotion on TV. What I love about something like 

that I think nonprofits can learn from is seizing on opportunities like that. They didn’t try to 

create something from scratch. It’s hard to create something from scratch. Ride the wave of 

something and what they did was they rode the wave of Peyton Manning saying Omaha and 

they offered to make donations. The media is obviously looking around all that time looking 

for some stories that haven’t been covered yet so they pick up on this story and they start 

talking about it and it’s something that just went by and it was a very successful campaign. I 

love what I call cause jacking, when people take popular news like this and they add the cause 

component to it.

Beth: The one thing I also want to make sure I ask you because people will probably kill me if 

I don’t. You mentioned earlier about a hashtag campaign. Can you describe a little bit about 

what that is and how that works?

Joe: Yeah and one of the things I should mention too, of all these campaigns I’m talking 

about Beth, in addition to my blog, I’m also very active on Pinterest and on Pinterest I 

have probably about 85 bullets now dedicated to cause marketing campaigns. They are 

organized by type so we’ve been talking about pinups for example. There’s a bullet there 

of pinup cause marketing and you can see all the examples. Seventy five different examples 

of pinups. Also when it comes to hashtag campaigns and fundraisers, I also have multiple 

examples there. As a matter of fact, I wrote a post last month for Raju Foundation talking 

about how many hashtag campaigns I saw for Christmas and the holidays. Those are often 

a digital campaign obviously and they work very simply in that when people use a hashtag, 



whether it’s on Pinterest or Facebook or Twitter or any of those places or Instagram, a 

company agrees to donate a certain percentage to a nonprofit. For example, UPS had a 

program back in December that when consumers watched a particular video and if they liked 

it about a campaign, if they shared that campaign on social media with a specific hashtag, 

they would donate a dollar to an organization and as I said, I’ve got a bunch of examples 

on my hashtag fundraiser board of things, but those are very simple campaigns. The good 

things about campaigns as far as digital campaigns, they’re fairly easy to do because it’s 

easy to track hashtags. There’s a lot of different sites you can go to to track that information. 

The challenging thing about it and I think this is interesting Beth based on our previous 

conversation is in the instance of hashtag campaigns is while the money is raised from the 

company, because it’s the company that’s agreeing to make the donation every time although 

there are instances too when they encourage people that use the hashtag to also make their 

donation.

Beth: That makes a lot of sense. It’s great for people to know that there are ways to get 

involved in something that doesn’t necessarily require printing a die cut pinup shape or doing 

anything really complicated because I’m sure in lots of instances, there’s lots more marketing 

and lots of support that goes around doing all types of different campaigns, but a purely 

digital campaign is often something that is fairly manageable. It seems high tech, but it’s 

really not.

Joe: See, but the most important thing there Beth and you’ll recognize this I’m sure too 

is the company and the nonprofit have to have a visible digital presence in order for it 

to be successful. Even like a couple of years ago when people were doing Facebook like 

promotions, but if you liked a page, a company would donate a dollar and stuff like that. 

Well that’s not going to work if your company has 25 likes and the company that you want to 

work with has 50 likes. You really have to, and it’s always not about the numbers, it’s about 

engagement too. How active is their Facebook page? How active is their Instagram and their 

Twitter feed? How many people do they have responding? That’s why many instances we see 

bigger companies doing these programs because they simply have the number of people. 

You have millions of people following you and you’re going to get a certain number of people 

that are obviously going to participate in the program, so smaller nonprofit businesses need 



to think about that.

Beth: That is really, really important especially now where there’s less bandwith getting shown 

to people. I used to say a few years ago, it doesn’t really matter how many fans you have. 

It’s just about the engagement, but these days it’s a little more of a numbers game balanced 

with an interaction game. If you’ve got a ton of numbers and no one is doing anything, that’s 

useless. If you’ve got you know really great engagement, but it’s the same twenty people 

talking all the time, that’s not going to do a whole lot for you either. It’s that combination of a 

wide hose with lots of people drinking.

Joe: Yeah, no absolutely and that’s why every nonprofit, every business has to say “What do 

we have to offer? What would we do? What’s already part of the DNA of our business that we 

can support an organization?” For some organizations, it’s simply about identifying a product. 

One of my best promotions for 2014 was this thing from Lush called Charity Pod. Charity 

Pod supported over 600 nonprofits. It’s a body lotion and on the top, Beth, the cover has a 

different organization and these are small organizations, organizations making under half a 

million dollars a year and they’ve supported these organizations since 2007 or something. 

They’ve raised over $6 million for small nonprofits.

Beth: This is all terrific.

Joe: All great examples of, great examples of companies - I love when companies especially 

too, they reach out to small organizations and they find a way to be involved because what we 

know is the name recognition is certainly there with bigger organizations, but small companies 

and people recognize the value of those causes and I think cause is much more important 

than nonprofit.

Beth: I think that’s a really good point. So, to wrap up here, I just want to know if you can 

leave people with if someone was getting started and they haven’t done anything like this 

before, do you have sort of one tip or one best place to start that you could recommend for 

people?

Joe: Well, I think there are a lot of resources out there about cause marketing. Obviously my 



blog is - before you even buy my book, go and look at my blog. There are over a thousand 

blogs on my post so there’s a ton of content there and then Trade Organization Cause 

Marketing Forum which is based in NY, that’s also a great site to go to to learn more about 

cause marketing. It does help it to understand it and kind of get the language down. You’re 

definitely thinking, talking and acting more like a marketer than a fundraiser and that’s 

something that people need to be comfortable with, but that’s a good place to start and then 

head over to Pinterest and take a look at my boards. Take a look at those 3,000 plus pins I 

have there Beth. All different cause marketing campaigns and I think you’ll really get some 

inspiration and education about programs that will work for you.

Beth: So clearly you never sleep.

Joe: I actually sleep a lot. It’s just when I’m up this is all I do.

Beth: Right. So how can people get in touch with you if they wanted to learn a little bit more 

maybe or get in touch directly?

Joe: Well, the best way is Twitter and people can find me, I’m regular on Twitter. I talk to 

Beth. I talk to other people all day on Twitter. It’s definitely my favorite medium and you 

can find me there @JoeWaters and any other way you want to connect with me if you go to 

my blog, top right side, you’ll find all the identification places, I think Facebook, LinkedIn, 

GooglePlus, email. Any way you want to contact me, I’m there.

Beth: Well thank you so much, Joe. This was fabulous.

Joe: Thank you, Beth.

Beth: I know I learned a lot, and I will have links to everything that Joe was talking about in 

the show notes so be sure to go over and take a look there, and thank you very much.


