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ABSTRACT 

Research issues  

Social Cause Related Marketing (CRM) has emerged as a top management priority in 

the last decade due to the growing realization that it one of the most valuable intangible tool 

that firms have to gain better corporate image from Internal as well as External Customers. 

CRM has become an extreme need for today's corporate world as it continuously provides 

multiple benefits like positive word of mouth, survival and competitive advantage (Collins 

1993), sure returns on investments and ever raising goodwill. This paper identifies some of the 

influential work in CRM area, highlighting definitions, meaning and previous findings in the 

same field.  

Research objective  

1. To Evaluate the underlying factors of Social Cause Related marketing and consumer Brand preference  

2 .To identify the relationship between Social Cause Related marketing and consumer Brand preference  

Research findings  

From the multiple regressions, it is inferred that the cause related marketing has an impact on 

brand preference.  

Research Tools  

Factor analysis, ANOVA, and Regression  

Practical implication  

This study highlights the importance to firms of choosing the appropriate cause to partner 

with, as this association ultimately impact on ability of this strategy to positively influence 

brand preference and it is suggested that this study should be replicated using a number of 

other brands and product categories to determine whether these result can be extended to other 

conditions.  

 

Key words: Social Cause Related Marketing and Brand preference.  
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1. INTRODUCTION: 

It is generally recognised that today's marketplace is characterised by a great many 

products of similar quality, price and service. In their ever increasing need to differentiate 

themselves and their product, many companies are turning to the use of cause-related 

marketing (CRM) as a communications tool. Basically, the concept entails firms 

communicating through their advertising, packaging, promotions and so on their corporate 

social responsibility, namely their affiliation or work with non-profit organisations or support 

for causes. The point is to attract consumers wanting to make a difference in society through 

their purchasing. However, consumers are now looking closely at companies who make claims 

regarding their involvement in social issues. There is a level of consumer skepticism that often 

makes consumers doubt what a firm is saying. It has even been suggested that because so 

many firms are now using CRM, particularly in the UK, skepticism is on the rise (O'Sullivan, 

1997; Mohr et al., 1998). This skepticism can lead consumers to reject claims made in CRM 

campaigns, it can affect their purchasing behaviour and can even lead to stronger action 

(Rogers, 1998). Therefore not only is it important for companies pursuing CRM to be genuine 

in their behaviour but they must also have a full understanding of consumers' knowledge of 

CRM and their level of skepticism before attempting this marketing technique.  

Studying cause-related marketing on an international level is important, as both the 

type and extent of the needs expected to be fulfilled from the socially responsible firm will 

'depend upon the social segment's culture and ethics, the legal environment, and the degree to 

which the members of the social segment perceive that such needs are not fulfilled' 

(Angelidis and Ibrahim, 1993). Clearly, countries that adapt practices perceived as 

successful in other countries without researching their own consumers' attitudes cannot hope to 

succeed based on the same premises.  

Cause Related Marketing (CRM) is the hybrid of product advertising and Corporate 

Public Relations. He has also mentioned that there are six main types of CRM arrangements. 

The first four relate to standard corporate practices and they are: advertising, providing cause's 

message, public relations, organized for tying up a knot with nonprofit Groups; Corporate as a  

sponsor, providing financial help to an event; licensing, where a business pays to use a charity  

logo on its products or services; direct marketing, where both a business and a non-profit raise 

funds and promote brand awareness; Purchase-triggered Donations, in this company 

contributes an amount from the price of product to a social or charitable cause.  

 

66 
 

http://www.ijiset.com/


IJISET - International Journal of Innovative Science, Engineering & Technology, Vol. 2 Issue 9, September 2015. 

www.ijiset.com 

ISSN 2348 – 7968 

 

CRM has become an extreme need for today's corporate world as it continuously 

provides multiple benefits like positive word of mouth, survival and competitive advantage 

(Collins 1993), sure returns on investments and ever raising goodwill. The corporate 

undertaking the CRM practices also fulfills its social responsibility to a greater extent which 

do affects and results into bigger and better profits undoubtedly. Increasingly, for-profit 

companies are aligning their brands with social missions to make a lasting impact on the 

world, elevate their brand visibility and building meaningful relationships. Incorporating a 

social cause into your brand can command additional attention and separate you from your 

competitor. If any company wants to reach beyond more than just monetary impact, a social 

cause is an excellent path.  

Social media marketing has been a boon for social cause marketing, especially tools 

like Twitter and Facebook in order to promote their causes and they have received great 

support from the users of these medium. Numerous other studies have also been conducted to 

show that cause-related marketing has helped to increase a company's profits. Example of 

American Express (to which the term "cause marketing" is attributed), can be the best fitted 

where the company saw a 17% increase in new users and a 28% increase in card usage. 

Consumers are now looking closely at companies who make claims regarding their 

involvement in social issues.  

Skory and Repka (2004) mentioned in their study that seventy-eight percent of people have a 

more favorable view of a company that contributes or sponsors a cause that they think is 

worthy. Cause Related Marketing is an exciting concept where both business and charity (or 

good causes) can benefit. It also attracts new sources of funds, resources and support.  

1.2 TYPES OF CAUSE MARKETING  

Cause marketing can take on many forms, including:  

• Product, service, or transaction specific  

• Promotion of a common message  

• Product licensing, endorsements, and certifications  

• Local partnerships  

• Employee service program  

1.2.3 Examples: 

In Indian the groups like Tata, Reliance, HUL, P&G etc have adopted the CRM Techniques 

quite positively. Some examples like Tata Tea worked with Janaagraha on a voter registration 

drive, with the campaign name "Jaago re!!" (Wake up!) Following this, the company moved 

the campaign on to opposing corruption. The Jaago Re website encourages discussion on this 
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and other social issues. Tata Tea will also come out with a 'Jaago Re Corruption Index'. This 

will gauge the perception of people on corruption and quantify it along with this promoting 

December 9, internationally marked as 'Anti-Corruption Day', to make it into a national 

activity.  

P&G launches SHIKSHA'08 you can now help educate more Underprivileged 

children via simple brand choices. P&G commits Rs. 1 crore, to its partner CRY, which will be 

allocated to projects focused on enabling the child's right to education. Project Shiksha is part 

of P&G's global philanthropy program P&G Live, Learn and Thrive that focuses on the 

development of children in need across the globe, with Education of Children via Shiksha 

being the priority in India. Till Date, Shiksha has set 67,000 children across 435 communities 

on the path to the right to education with a donation of over Rs.4 crore with a motto of 

"Padhega India, Badhega India", the program aims at providing education to all for a brighter 

India. Shiksha is being supported by celebrities like Sushmita Sen, Rahul Bose, Konkona Sen, 

Tabu, Soha Ali Khan, Lara Dutta, Preity Zinta, Kiran Bedi, Sanjana Kapoor, Jatin Das, 

Shaan and others. The program was launched by Bollywood actors Kajol and Sharmila Tagore.  

1.3 BRAND  

A brand is a product, service, or concept that is publicly distinguished from other 

products, services, or concepts so that it can be easily communicated and usually marketed. A 

brand name is the name of the distinctive product, service, or concept. Branding is the process 

of creating and disseminating the brand name. Branding can be applied to the entire corporate 

identity as well as to individual product and service names. Brands are often expressed in the 

form of logos, graphic representations of the brand.  

Brands are generally developed over time through:  

 Advertisements containing consistent messaging  

 Recommendations from friends, family members or colleagues  

 Interactions with a company and its representatives  

 Real-life experiences using a product or service (generally considered the most 

important element of establishing a brand)  

1.3.1 BRAND PREFERENCE  

The stage of brand loyalty at which a buyer will select a particular brand but will 

choose a competitor's brand if the preferred brand is unavailable. Consumers usually have 

some sort of brand preference with companies as they may have had a good history with a 

particular brand or their friends may have had a reliable history with one. Measure of brand 

loyalty in which a consumer will choose a particular brand in presence of competing brands, 
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but will accept substitutes if that brand is not available.  

Brand preferences selective demand for a company's brand rather than a product; the 

degree to which consumers prefer one brand over another. In an attempt to build brand 

preference advertising, the advertising must persuade a target audience to consider the 

advantages of a brand, often by building its reputation as a long-established and trusted name 

in the industry. If the advertising is successful, the target customer will choose the brand over 

other brands in any category.  

2. NEED FOR THE STUDY  

Social Cause Related Marketing (CRM) has emerged as a top management priority in the last 

decade due to the growing realization that it one of the most valuable intangible tool that 

firms have to gain better corporate image from Internal as well as External Customers. CRM 

has become an extreme need for today's corporate world as it continuously provides multiple 

benefits like positive word of mouth, survival and competitive advantage (Collins 1993), sure 

returns on investments and ever raising goodwill. This paper identifies some of the influential 

work in CRM area, highlighting definitions, meaning and previous findings in the same field.  

3. LITERATURE REVIEW  

An extensive study made by Sneha Rajput (2013) "the research on cost related 

marketing as co relates of brand preference can also be conducted in other sectors". It is quite 

important to understand concept of Corporate Social responsibility (CSR) along with Cause 

Related Marketing (CRM) to get the difference between the two. Carroll (1999) has written 

the definition of CSR given by Bowen in his paper ,  is considered as the father of concept 

born in Spokane, Washington 'CSR refers to the obligations of businessmen to pursue those 

policies, to make those decisions, or to follow those lines of action which are desirable in 

terms of the objectives and values of society'. Kawamura (2004), explained that CSR 

emphasizes ethical and social aspects of corporate behavior such as corporate ethics, legal 

compliance, prevention of improprieties and corruption, labor and employment practices, 

human rights, safety and hygiene, consumer protection, social contribution, procurement 

standards, and overseas operations. In contrast Cause-related marketing (CRM) is defined as 

the process of formulating and implementing marketing activities that are characterized by 

contributing a specific amount to a designated nonprofit effort that, in turn, causes customers 

to engage in revenue providing exchanges (Mullen, 1997).  

Corbishley and Mason (2011) conducted a quantitative study in shopping malls, 

using a structured questionnaire and sample size of 400 administered via interviews. 

Results established that there is a relationship between socio-demographic characteristics and 
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the evaluation of a CRM offer. In their study 94% repondents agreed that it is important for 

businesses to spend money on charities. The number of respondents that had recalled 

purchasing a CRM product amounted to 69%.  

Sheikh and Zee (2011) have revealed in their study that the concepts like CSR and 

CRM do have an effect on customers' attitudes. They have also mentioned that CRM might 

be more cost efficient, its positive effect is limited to customers with high cause affinity. In 

contrast, CRM has a negative effect on customers with low cause affinity, or who oppose the 

cause. CRM not only affects the external customer but also the internal customer i.e. the 

employees. Internal customers strongly favor the firms' involvement in cause-related 

activities and the firm is positively perceived as an employer, by both the business and non-

business communities. The internal customers responses appear to be an increased awareness 

of worthy causes throughout our society, as well as employees also contributes to their 

surrounding environment or community of which they are also part of. (Rebollo, 2009, 

Gourville and Rangan, 2004).  

Shabbir et al. (2010) disclosed in their study relationship between Cause Related 

Marketing (CRM) campaigns, brand awareness and corporate image as possible antecedents of 

consumer purchase intentions in the less developed country of Pakistan. The data was collected 

from 203 students studying in different universities of Rawalpindi and Islamabad. The 

findings indicated that consumer purchase intentions are influenced by the cause related 

marketing campaigns, it was also observed that the brand awareness and corporate image 

partially mediate the impact of CRM campaigns on consumer purchase intentions.  

Babu and Mohiuddin (2008) conducted a study using demographic variables. The 

demographic variables have great influence on the purchasing decision making process of 

customer. The findings have showed that a customer is influenced by the companies' cause 

related marketing programs while adopting a new brand or executing its purchase intension 

and the customers prefer to support generally health and life saving issues.  

Bloom et al (2006) have clearly written in their research paper that companies have been able 

to use cause-related marketing to help make a distinction of their brands from competitors in 

consumers' minds and as expected get desirable effects, including greater efficiency for other 

marketing efforts, an ability to charge higher prices, increased market share, greater brand 

loyalty and better stakeholders management. Sometimes this may also result in negative way as 

the consumer has become extra smart to understand the logic behind.  
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4. RESEARCH METHODOLOGY  

The study is exploratory in nature with questionnaire method being used as a tool for 

data collection.  

4.1 The Sample Design  

Population included shoppers from retailers of FMCG products in Calicut region. Since the 

data was collected through personal contacts the sample frame included all the shoppers from 

Calicut and nearby regions those were present at Calicut during the data collection face of the 

study. Sample size for the study was 150. Individual respondents were treated as the sampling 

elements in this research. Non probability sampling technique was used to identify 

respondents for inclusion in the sample.  

4.2 Tools Used For Data Collection  

Self designed questionnaires based on Likert type scale were used for collecting data. The 

responses were solicited on a scale of 1 to 5 where 1 indicated minimum agreement with the 

statement and 5 indicated maximum agreement.  

4.3 Tools Used For Data Analysis  

Cronbach's alpha Reliability coefficient was calculated based on responses received 

from the respondents on each questionnaire separately for evaluating the reliability of the 

questionnaires.  

Reliability Statistics  

Cronbach's Alpha Number 

of items  

.894 40 

Factor analysis was used for analyzing the underlying factors of social causes of 

marketing and brand preferences. Regression test was applied to find out the relationship 

between social cause related marketing and brand preferences.  

4.3.1Analysis of variance (ANOVA)  

Analysis of variance (ANOVA) is a collection of statistical models and their associated 

procedures and in which the observed variance is divided into components due to different 

explanatory variables. We show the model for a simplified ANOVA with one type of 

treatment at different levels.  

SSTotal = SSError + SSTreatments  

The number of degrees of freedom (abbreviated df) can be partitioned in a similar way and  

specifies the chi-square distribution which describes the associated sums of squares.  

dfTotal = dfError + dfTreatments  
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4.3.2 Factor Analysis  

Factor analysis is a statistical method used to describe variability among observed 

variables in terms of fewer unobserved variables called factors. It reduces attribute space from 

a larger number of variables to a smaller number of factors.  

4.3.3 Regression  

In statistics, regression analysis is a statistical process for estimating the relationship 

among variables. It includes many techniques for modeling and analyzing several variables, 

when the focus is on the relationship between a dependent variable and one or more 

independent variables. 

5. FINDINGS OF THE RESEARCH:  

The following are the results of the factor analysis and Regression   

5.1 Factor Analysis 

Table 1 - Factor Loading for Brand Preference 

S.No Factors and Statements Factor 

Loading 

 FACTORS-1 BRAND IMAGE    

1  Strong emotions for the brand .646 

2 Different brand with the same price and quality, it is more likely that 

I will choose the brand that I know is related to social cause  

.725 

3 The social responsibility of a brand to relate itself with a social cause  .689 

4 Specially ask for social cause related products .532 

5 Social cause related marketing campaigns have a positive impact on 

the corporate image of the company. 

.656 

 FACTORS-2 BRAND ROLE  

1 Stop using the product, if in any case,  I come to know that the money 

collected is not used were it was promised to be . 

.753 

2 The social responsibility of a brand to relate itself with a social cause. .660 

3 The brand plays an important role in my life. .796 

4 I will not switch if they support a nonprofit organization .609 

 FACTORS-3 BRAND ENGAGEMENT   

1 Brand makes a strong impression on my visual sense or other senses. .721 

2 Engage in physical action and behaviors when I use brands .805 

 FACTORS-4 BRAND FAMILIARITY   
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1 Product placement in the mind impact brand. .551 

2 Well known brands provide a role in reducing risks. .629 

• Among the 18 statements 4 factors are extracted namely brand image factor, brand role factor 

, engagement factor and brand familiarity factor. 

Table 2 - Factors analysis for cause related marketing by the respondents 

S.No Factors and Statements Factor 

Loading 

 FACTORS-1 FEEL GOOD FACTOR  

1 In my knowledge everyone is keen towards such product .625 

2 I feel happy when I buy a social cause related product. .714 

3 I am very loyal to the brand through good or bad times. .560 

4 Its very difficult for other brand to replace social cause related products .663 

5 I feel proud to be associated with brand. .642 

6 The brand plays an important role in my life. .668 

7 The brand reflects my personality that I purchases. .632 

8 I feel proud to buy a product associated to the cause marketing. .502 

9 Brand personality affects consumer decision making. .566 

 FACTOR -2 SELF REFERENCE  

1 The brand reminds me the things that one has done for society. .726 

2 The brand reminds me brand’s images are similar. .565 

3 I do follow the messages given by such social cause related campaigns. .648 

4 I recommend the brand with cause marketing to other people. .728 

 FACTOR- 3 -ACTION FACTOR  

1 Marketing of a product with a social cause helps to remember that product. .798 

2 I do purchase the products that are related to some selected social cause. .667 

3 I personally believe that if such product is promoted well can affect the 

consumer buying decision. 

.743 

 FACTOR 4- SELF CONNECT  

1 I do have strong emotions for the brand if it is related to social cause. .527 

2 I am impulsive some times in buying social cause related products. .587 

3 I specially ask for the social cause related products. .670 

• Among the 24 statements there are 4 factors extracted namely feel good factor, self reference 

factor, action factor and self connect factor. 

73 
 

http://www.ijiset.com/


IJISET - International Journal of Innovative Science, Engineering & Technology, Vol. 2 Issue 9, September 2015. 

www.ijiset.com 

ISSN 2348 – 7968 

 

5.2 REGRESSION 

The regression is calculated by taking the Cause Related marketing and Brand Preferences, in 

this cause related marketing is taken as independent variable and brand preference as 

dependent variable. 

Ho= There is no significant effect of cause related marketing on Brand preference 

Ha= There is significant effect of cause related marketing on Brand preference 

 

Table 3- Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the Estimate 

1 .738P

a .545 .532 .2765782 

 

 

Table 4 - ANOVAP

a 

Model Sum of Squares Df Mean Square F Sig. 

1 

Regression 13.284 4 3.321 43.416 .000P

b 

Residual 11.092 145 .076   

Total 24.376 149    

 

 

 

Table 5 - CoefficientsP

a 

Model Unstandardized 

Coefficients 

Standardized Coefficients t Sig. 

B Std. Error Beta 

 

(Constant) .810 .125  6.501 .000 

Factor 1(Feel good ) .396 .042 .572 9.447 .000 

Factor 2(Self Reference) .176 .041 .276 4.270 .000 

Factor 3(Action Factor) -.037 .041 -.052 -.916 .361 

Factor 4(Self connect) .030 .044 .044 .695 .488 

a. Dependent Variables=brand preference 
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Y=independent variable (cause related market) 

X=dependent variable (brand preference) 

Y predicted=a+b1x1+b2x2+b3x3+b4x4 

Y=.810+.396x1+.176x2+(-.037x3)+.030x4 

X1=factor 1(feel good factor) 

X2=factor 2(self reference factor) 

X3=factor 3(action factor) 

X4=factor 4(self connect) 

The result of regression indicates that independent variable cause related marketing has a 

significant impact on dependent variable brand preference signified by the critical f value 

which were found greater than f value. The following are the values: 

Table 6 – F Values 

Factors F critical value  F Value  

Factor 1  0.70 0.47 

Factor 2 0.76 0.40 

Factor 3 0.76 0.52 

Factor 4 0.76 0.48 

 

 Therefore the researcher rejects the null hypothesis and accepts the alternative hypothesis 

and hence it is proved that there is significant effect impact of cause related marketing on 

brand preference. 

5.3 ANOVA: 

From the research it is inferred that the factor name feel good and action are 

influencing the age and the action factor is influencing education in cause related marketing. 

The brand familiarity and brand role are been influenced by age and Brand role and brand 

familiarity are influenced by education in the brand preference variable. 

6. SUGGESTION AND CONCLUSION: 

Research has suggested that marketing practicers should increasingly be considering 

cause related marketing as an element of their overall marketing strategy. Marketers who 

engage in cause related marketing should also consider actively communicating the 

connection between their brand and the cause to enhance the effectiveness of the strategy. 

As an emerging area within the marketing discipline, there is a critical need for 

research in to the various elements of cause related marketing strategies. The findings of the 

research have important implications for both practitioners and academics. This research has 
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provided conceptual model to demonstrate the process that leads to a favorable consumer 

response to cause related marketing. Furthermore, this study has empirically demonstrated 

the strength of cause related marketing in comparison to other communications strategies. 

The major finding indicates that cause related marketing has an effect on brand preference. 

Given the unique win-win-win benefits associated with this strategy, it is not difficult to 

understand why both practitioners and academics suggest that cause related marketing is 

likely to continue to grow. This research was undertaken with the intention contributing to 

the understanding of the factors that can maximize the effectiveness of this strategy. This 

study has added to the current body of knowledge relating to cause related marketing and has 

provided insight in to areas that warrant further exploration.  

7. FUTURE SCOPE: 

Future research that builds on the findings of this study and overcomes its limitations 

is recommended. First, it is suggested that this study should be replicated using a number of 

other brands and product categories to determine whether these result can be extended to 

other conditions. Similarly this study should be replicated with other sample to determine 

whether these findings can be generalized to the overall population. Most importantly, 

repetition of this study may clarify the impact of cause related marketing on brand 

performance in comparison to other communication strategies.  
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