
Lead with a Cause: Make Your 
Community Work Your Brand

How community impact can drive mission, strategy, and growth 
in the credit union of the 21st century





Cause Marketing 
Project

Indosole
Bali, Indonesia
Indosole, a certified B Corp, purchases used tires 
and turns them into stylish and functional shoes

https://www.kiva.org/lend/1169259


People want to align 
with ethical companies 
that will get the job 
done and represent 
their core values.

Consumer Preference - 90% of U.S. 
consumers say they would switch brands 
to one associated with a cause, given 
comparable price and quality.  

Cone Communications/Ebiquity’s 2015 
Global CSR Study

Source: 1st Financial FCU
St. Louis, MO

http://www.conecomm.com/2015-global-csr-study
http://www.conecomm.com/2015-global-csr-study


People want — and expect — businesses to 
think about their impact on the broader world

66% of global respondents are willing to pay more for sustainable goods, up from 55% in 2014 
(and 50% in 2013). Nielsen's The Sustainability Imperative

http://www.nielsen.com/us/en/insights/reports/2015/the-sustainability-imperative.html


Younger generations demand that companies 
show an authentic, unique voice when it 

comes to their value identity.
Six out of 10 Millennials said a sense of purpose is part of the reason they chose to work for their 

current employer.  The Millennial Survey 2015 (Deloitte)

http://www2.deloitte.com/global/en/pages/about-deloitte/articles/millennialsurvey.html






The 3 C’s of Cause Marketing

1. Core Focus
2. Commitment to Transparency
3. Communicate Memorably
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→The Miller Group



The ART of the Core Focus



Core Focus

Authentic
Your culture will deliver on it

Relevant
Aligned with members’ passions

Themed
Simple to understand
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www.RemarkableCreditUnion.com/29  

http://www.remarkablecreditunion.com/20


Take Action
Brainstorm as an executive team around an impact theme you could commit to 
publicly that scares you...just a little 

Sample ideas:
● Carbon neutral operations
● Every member transaction ties to a donation
● Pre-kindergarten readiness for every child in your city
● Every employee volunteers 1x/year with a member and shares on social media
● Public member voting on key causes



Commitment to Transparency









With pride, credit unions speak about making 
meaningful impacts in their communities … 
[But] no credit union interviewed has: 

1. Quantified the role and impacts of the 
credit union and its members

2. Compared its impacts priorities with the 
objectively known needs of its members 
and community

3. Developed a robust set of sustainability 
goals and metrics 

In short, credit unions do a poor 
job showing their own impact.



Community Impact







“If you commit to measuring and improving your impact the way you do your 
financial results, you will amplify your success”

https://www.youtube.com/watch?v=NMHMMZUsG2I




Take Action
Take the B Corp Quick Impact Assessment and benchmark against other social 
enterprises: http://bimpactassessment.net/localfirst 

http://bimpactassessment.net/localfirst


Communicate Memorably



How to Transform a Credit Union
White paper and podcast available at www.RemarkableCreditUnion.com/18 

www.RemarkableCreditUnion.com/18  

http://www.remarkablecreditunion.com/18
http://www.remarkablecreditunion.com/20










Q&A Take Action
Sign up for our podcasts and articles at 
www.PixelSpoke.com/credit-unions 

cameron@pixelspoke.com


