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Abstract 

Cause-related marketing (CrM) is one form of CSR initiatives which include linking product 

sales to the support of a social cause or non-profit organization (NGO) to generate and 

sustain favourable brand image. Although, there is an evidence of identical programs since 

19thcentury but it has been globally accepted by companies as a major marketing tool since it 

was introduced in 1983 by American Express linking the usage of its credit card to the 

restoration of the Statue of Liberty project. The purpose of this study is to study the effect of 

online CrM campaigns conducted through web-based social networking media like Facebook, 

Youtube, LinkedIn, Twitter and to determine whether usage and demographic variables have 

an impact on purchase intention. A survey was carried out through a self-administered 

questionnaire in urban areas of Ghaziabad and Noida between young male and female 

consumers of age group 15 and 25 years. The results indicate that Cr M campaigns effects the 

purchase intention of consumers and certain usage characteristics like the more time spent 

logged on to internet, greater frequency of profile update and gender resulted in more 

favorable behavioral attitudes towards online Cr M campaigns. The findings also suggest 

that the online CrM campaigns raise specific challenges that require further analysis. 

Keywords: Cause-related marketing, Cause-related marketing campaign, Purchase 

intention, Social Media. 
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Introduction 

ompany support to social causes has been increased phenomenally in last two 

decades with total spending on corporate social responsibility (CSR) budget of 

fortune 500 companies is exceeding to $19.9 bn. This will expected to increase 

further as major companies getting positive outcomes which will inspire small companies 

also (Morris, 2016).Cause-related marketing (CrM) is one form of CSR initiatives which 

include linking product sales to support of a social cause or non-profit organization (NGO) 

to generate and sustain favorable brand image (Barone, Norman, & Miyazaki, 2007). CrM 

can be described as “a method of formulating and implementing promoting activities that 

are characterized by a suggestion from the firm to contribute a specific quantity to a chosen 

cause once consumers have interaction in revenue-providing exchanges that satisfy structure 

and individual objectives” (Varadarajan & Menon, 1988). 

One of the first commercially successful CrM campaign is introduced in 1983 by American 

Express linking the usage of its credit card to restoration of the Statue of Liberty project. It 

was very successful and leads to 28% increase in card usage whereas there is 45% 

increase in the new enrolment and the visibility of the company increases during the 

United States bicentenary celebrations (Adkins, 1999; Luigi, Stanciu, Tichindelean, & 

Simona, 2011). This type of corporate philanthropy is based on the belief that consumer 

will purchase from companies who are associated with a good cause when price and 

quality are equivalent. 

New developments in internet technologies and increasing popularity of online social 

networks results in development of new tools of marketing. Although basic marketing 

principles are still applicable but companies now has to be more creative so as to target 

audiences and earn profit. And as companies begin to understand the importance of the 

internet as a primary element of their communications mix, they’re correspondingly 

starting to take advantage of alternative marketing practices that are more cost effective 

and additionally economical at actively engaging with consumers, than traditional 

advertising channels (Spencer & Giles, 2001). While the use of social media are becoming 

more prevalent accepted procedures encompassing the vital execution of these 

consistently developing promotion tools and their inclusion into an integrated marketing 

communications (IMC) approach has not yet been properly defined and well-known. Web 

acts as a powerful ‘few-to-many’ communications channel, whereby the marketers reach 

out to their target consumers, often of traditional television and print media, with the 

C 
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message. By impression of being endorsed by print media, the campaign is perceived as 

more credible with the additional benefit that web is global and have immediate reach. 

According to (Bolotaeva & Cata, 2011) social networks includes websites and applications 

through which people can interact, share information about similar interests, discuss 

favorite topics, review and share their views regarding products or services, etc. The 

benefit of promoting via web-based social networking media, for example, Facebook, 

Youtube, LinkedIn, Twitter and others is of great interest to organizations, managers and 

academics because of their greater impact on young generation (Saxena & Khanna 2013). 

New communication media are helpful for marketers in personalizing place and reach 

target consumers at critical behavioral decision points. These new mediums provide 

marketers to target millions of consumers at relatively low cost to promote social cause 

(Thackeray et al., 2008). Growth of new media led to a phenomenal change in ‘product 

driven’ approach and leads to modern ‘consumer-driven’ marketing methods (Rust et al., 

2011). This is largely because of widespread use of latest media and the ability of latest 

media technologies to place consumer and companies in constant contact. 

Purchase intention implies the likelihood that a consumer can purchase a particular item; 

the higher purchase intention increases the consumer buying chances (Schiffman& Leslie, 

2000). Purchase intention can be utilized as a key record and as a part of predicting 

consumption behavior to demonstrate consumer’s subjective inclinations for purchasing 

items and in recommending items to their family and companions. 

Theoretical Framework and Research Gap  

Use of online social media as a marketing communication tool is relatively new 

development but it’s a significant way of communicating with consumers (Duffett, 2017). 

New technology and social media are designed to be naturally consumer-driven, not like 

ancient media, content generated through these platforms is basically created, maintained, 

and shared by and among consumers and society(Bernhardt, Mays, & Hall, 2012). These 

widespread electronic, multi-directional interactions haven’t been witnessed previously 

and provide consumers the flexibility to directly communicate their product wants and 

feedback to companies that are desirous to listen(Mangold & Faulds, 2009). Moreover, 

new media are typically perceived by consumers as additional trustworthy sources of 

knowledge for “products and services than corporate-sponsored communications 

transmitted via the traditional components of the promotional mix” (Foux, 2006). Thus, 

social advertisers would now be able to use new media to connect with large numbers of 

consumers a lot of deeply and nearer to the proper place and right time than ever before. 
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Generation Z (aged less than 20 years) is very active on social media and there have been a 

number of social media movements like on fees, rape, lokpal etc. This generation is very 

informative and able to distinguish between reliable and unreliable brands (Duffett, 

2017). India is a multicultural and multiregional largest democracy of world with a 

growing percentage of young population like many other developing countries. 67 percent 

are aged less than 35 years (68 million) and nearly 41 percent are aged less than 20 years. 

Therefore, it is important to have a complete understanding of this generation attitudes in 

response to social marketing communications. 

Many Indian charity organisations and companies are 

associating themselves with online social responsibility 

campaigns like Nanhi Kali & Nestlé India #Educate The 

Girl Child, Lenovo 

#Girls With Goals (Insights, 2017).  

Table  1: Examples of Online CrM campaigns 

Cause and Campaign Supported companies 

Showcasing Journey of young girls football team 

(#Girls With Goals & #Kick for A Brick) 

Lenovo & YUWA 

Girl Education (# Educate The Girl Child) Nanhi Kali & Nestlé India 

Rehabilitation of acid attack victims  

(#Skills Not Scars) 

Make Love Not Scars (MLNS) 

Cleft deformity in children (Project Muskaan) Himalaya Lip Care & Smile Train India 
 

Many of the recent researches conducted internationally had studies various attitudinal 

responses towards use of social media marketing communications. But, these studies 

mainly focused on responses of Millennials or Generation Y with few considering 

teenagers (Generation Z). Also, majority them conducted in developed countries very few 

(Duffett, 2017) in other countries like India. Therefore, it is important to understand how 

online CrM campaigns are perceived by young consumers and influence their purchase 

intention and attitudes towards associated brand and company. 
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This, study aims to answer the following research questions: 

• Does a young consumer inquire about brands and companies supporting a social 

cause? 

• Does online CrM campaigns influence the purchase intention of young consumers? 

• Do factors like internet access, length and time of usage have an impact on young 

consumers’ attitudes in terms of online CrM campaigns? 

On the basis of literature review following hypotheses can be formulated: 

H01: There is no significant impact of online CrM campaigns on consumer’s 

 purchase intention. 

H02: There is no significant impact of usage characteristics like internet access, length 

and time of usage on young consumers’ attitudes regarding online CrM campaigns. 

Objectives of the Study 

 To determine the young consumers’ awareness about online CrM campaigns. 

 To assess the impact of online CrM campaigns on young consumers’ purchase 

intention. 

 To assess the effect of usage characteristics like internet access, length and time of 

usage on young consumers’ attitudes regarding online CrM campaigns. 

Conceptual Framework 

Based on literature review following model of study is proposed (Figure 1) 

 

Research Methodology 

An empirical survey was carried out to measure the attitude of young consumers towards 

online CrM campaigns. The population studied consists of residents of Ghaziabad and 

Noida which are the part of conglomerate national capital region (NCR) of India. From this 

population using cluster sampling a sample of 200 respondents was taken. A self-

 

H01 

Consumer’s 

Purchase 

Intention 

 

Online 

CrM 

Campaigns 

 Figure 1 Model for study 
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administered questionnaire distributed to males and females students in age range of 15-

25 years in schools and colleges in the urban areas of Ghaziabad and Noida who used 

internet and observed online CrM campaigns. Out of 200, 150 questionnaires were found 

to be useful for including in research giving response rate of 75%.  

The data was collected using a questionnaire based on previous studies. Respondents 

awareness regarding online CrM campaigns was measured on 5 point Likert scale ranging 

from “1=strongly disagree” to “5=strongly agree” using items adopted from various 

studies (Duffett, 2017; Sinčić Ćorić & Dropuljić, 2015)whereas for measuring consumers’ 

purchase intention scale was adopted from previous research(Duffett, 2015; Hou, Du, & Li, 

2008).  

Results from Exploratory Factor Analysis 

The items were examined and the scale was refined. Exploratory factor analysis was 

applied to reduce the number of items. Hair et al. (2010) explains that exploratory 

analysis can be taken for reducing items to reach representative variables from a much 

larger set of variables for the purpose of multivariable analysis; the objective is to simplify 

the subsequent multivariate analysis by retaining the character and nature of original 

variables. Principal component analysis along with varimax rotation was used. 

The scale was reduced undertaking the following three methods. 

1. On the basis of anti-image correlation value: the items whose value was less than 0.5 

were considered to be dropped; 

2. Using Communality: the items with the least value of communality were dropped one 

after another, and the process was continued till the respective value for all the items 

was above 0.39. 

3. Rotated component matrix was obtained for the remaining items and the items that 

had loading less than 0.5 or had cross-loading were again dropped. 

12 of the 20 items, with which the researcher started, remained after exploratory factor 

analysis was run in the way mentioned above. The result for Barlett tests of sphericity was 

found to be 0.001 and this assured that the correlation among items has achieved 

significant level to move further. Similarly, the value of KMO was found to be 0.878 that 

was taken to be acceptable. According to Hair et al. (1998) value of KMO below 0.50 is not 

acceptable. The components, extracted with Eigen values and variance, are shown in the 

Table 2. The Cronbach’s alpha for these was also found to be satisfactory (.842). 
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Table 2 Communalities 

 Initial Extraction 

CrM1 1.000 .694 

CrM3 1.000 .888 

CrM4 1.000 .724 

CrM5 1.000 .409 

CrM6 1.000 .543 

CrM7 1.000 .806 

CrM8 1.000 .603 

PI1 1.000 .592 

PI2 1.000 .434 

PI3 1.000 .597 

Extraction Method: Principal Component Analysis. 

Table 3 Total Variance Explained 

Comp

onent 

Initial Eigenvalues 
Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

Total 
% of 

Variance 

Cumulative 

% 
Total 

% of 

Variance 

Cumulative 

% 
Total 

% of 

Variance 

Cumulative 

% 

1 6.419 49.380 49.380 6.419 49.380 49.380 5.212 40.091 40.091 

2 1.763 13.560 62.940 1.763 13.560 62.940 2.970 22.849 62.940 

3 1.439 11.066 74.006             

4 1.020 7.846 81.852             

5 .677 5.208 87.059             

6 .540 4.155 91.214             

7 .417 3.212 94.426             

8 .305 2.345 96.771             

9 .228 1.754 98.525             

10 .118 .911 99.435             

11 .052 .398 99.833             

12 .018 .140 99.973             

13 .004 .027 100.00             

    Extraction Method: Principal Component Analysis. 

 



Professional Panorama : An International Journal of Applied Management & Technology 

 

Influence of Online Cause Related Marketing Campaigns on Purchase Intention of 
Young Consumers 

20  

 

Table 4 Rotated Component Matrixa 

 Component 

Cause-related 

Marketing Campaign 

Purchase 

Intention 

CrM3 .940  

CrM7 .879  

CrM1 .805  

CrM8 .639  

CrM5 .604  

CrM4 .576  

CrM6 .565  

PI6  .516 

PI5  .851 

PI3  .762 

PI1  .729 

PI2  .516 

   

Source : Self Study 

 

Constructs Obtained after EFA 

Two constructs were obtained, containing 10 and 7 statements respectively: 

1. Online CrM Campaign. 

2. Purchase Intention. 

Analysis and Findings of the Study: 

The Table 5 gives the comprehensive view of the demographic information of respondents 

that involve 59% males and 41% females. Most of the participants aged from 20 to 25 

(58%). 
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Table 5 Demographic Profile of Respondents 

Demographic Variables n % 

Gender   

Male 89 59.3 

Female 61 40.7 

Age Group ( in years)    

15-20 63 42 

20 to 25 87 58 

Educational Qualification   

Graduate 100 66.7 

Post Graduate 43 28.7 

Under Graduate 7 4.6 

                                          Source: Survey 7 

Data is analysed using descriptive statistics and regression analysis. Respondents most of 

the time uses mobile devices (80%) to assess the internet and majority (80%) them log in 

at least once daily to internet with 70% spend less than 1 hour daily. 

Majority of the respondents (65%) are aware of 

the online CrM campaigns. With 130 were able to 

recall at least one online social campaign 

regardless of their internet usage characteristics. 

But 20% respondents who use internet more than 

2 hours daily and update their profile daily are 

able to recall more than 2 advertisements.  

Correlation Analysis: Correlation analysis of 

results (Table 6) shows that CrM campaign and 

purchase intention are positively correlated to 

each other. Level of significance of this relation is .000 which showed that the relation was 

highly significant p< .01 and value of Pearson correlation between CrM campaign and 

purchase intention is r = .736. This value is close to +1 and positive. Its showing that with 

the increase in CrM, level of purchase intention will also increase.  

  

Figure 2 Recalling Online Advertising 

(Source: Survey) 
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Table 6 Correlation of CrM campaign and Purchase Intention 

 CrM PI 

CrM Pearson Correlation 1 .736** 

Sig. (2-tailed)  .000 

N 150 150 

PI Pearson Correlation .736** 1 

Sig. (2-tailed) .000  

N 150 150 

**. Correlation is significant at the 0.01 level (2-tailed). 

Results of Regression analysis: 

The table 7 shows the adjusted R square value which indicates the percentage of variation 

in cause involvement caused by CrM campaign. The adjusted R square value of .514 

indicates that the variation in consumers’ purchase intention up to 51% is caused by 

consumers’ CrM campaign. Results also show the value of F-test which indicates the 

fitness of model. From the table it was found that the proposed model is statistically 

significant as F (20.069) and p < .001 thus leading to conclusion that there is relationship 

between CrM campaign and consumers’ purchase intention. 

Table 7 Regression Analysis for CrM campaign and Purchase intention 

Model R R2 Adjusted R2 F P 

1 .736a .541 .514 20.069 .000 

a. Dependent Variable Purchase Intention (PI) 

b. Predictors: (Constant), CrM campaign (CrM) 

A linear regression equation between a dependent variable (Consumers’ purchase 
intention) and independent variable (online CrM campaigns) can be derived as 

PI= a + b CrM   … (1) 

The resulting regression equation is:  

PI= 2.469 + 0.559CrM …(2) 
Where, PI = Purchase Intention  

CrM = Online CrM campaigns 

 

Table Error! No text of specified style in document.8 

Coefficients for CrM campaign and Purchase 

intention 
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The equation (2) specifies that if online CrM campaigns changes by one unit, there will be 

0.559 units increase in the consumers’ purchase intention. The positive value of coefficient 

online CrM campaigns indicates the positive relationship between it and consumers’ 

purchase intention. 

Discussion and Implications of the Study: 

The interactive social media is a modern and effective way of communicating with young 

consumers. Many organisations have used social media to promote their brands or to 

create social awareness among young consumers in India and abroad, but without 

understanding the real influence of online media on young consumer’s attitudinal 

responses.  

The study demonstrates that online CrM campaigns can have a substantial positive impact 

on purchase intention of consumers. The response of respondents towards CrM 

campaigns can be influence by demographic variables and internet usage characteristics 

of the respondents. It was found that young respondents who accessed internet through 

mobile devices for longer duration (more than 2 hours) and update their profile on 

regular basis shows greater positive attitude towards CrM campaigns.   

Everyone want to use online media but nobody still fully knows how (Duffett, 2017) so 

further research is still required to understand the effect of these media on young 

consumers. 

Limitations 

Despite the interesting findings present study has certain limitations. First, this study has 

study responses of students belonging to generation Y only and due to the limited sample 

size research findings may not be generalized. Second, exploration of other variables that 

affects the purchase intention is needed. 
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