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ABSTRACT

Cause marketing initiatives are increasingly becoming the prominent aspect of the
marketing Mix; a lot of companies are jumping into the bandwagon primarily to
distinguish themselves in the homogeneous markets. However, it is only a recent
phenomenon that the companies are beginning to appreciate how corporate giving may be
adopted as an effective strategy to market their products in the competitive markets. The
thesis examines the effect of the various psychographics factors as identified from the
literature and the qualitative pre study of the CRM campaign on the buying behavior of
the consumer. It identifies the various factors that drive the behavior of the consumer
exposed to a CRM initiative and examine the impact of the same on the attitude,

perception and purchase intention of the consumer.

This study is also an attempt to understand the scope of cause based marketing for the

Indian market .The study would primarily be from the consumer perspective.

As Cause Based Marketing is evolving into an instrumental marketing strategy with its
share in the marketing sphere continuously rising, there is a need for comprehensive
experimental studies in this field. Various research and studies have been conducted on

different aspects of CBM. These studies have shown that if implemented effectively,



CBM could prove to be a very useful marketing strategy for the corporations. The studies
have also found that the consumers react favorably to the CBM campaign. There is
generally a positive effect on their consumer behavior when they see a cause associated
with the brand. Now we look at the different parameters that define and affect a CBM

campaign.

CRM is believed to come in the limelight, by American Express in the year 1983 with the
campaign aimed at restoring the Statue of Liberty. As per the campaign the company
took up the cause of restoring the Statue of Liberty, by promising to give a penny each
time the customer swiped the American express card. It also donated a dollar for each of
the new card issued. As a result of the campaign the usage of the card went up by 30% as
compared to the previous year, and it was found that the company could donate $1.7
million for the cause adopted. There are ample evidences in the literature suggesting that
the consumer perception and image gets enhanced through Cause marketing initiatives
(Dahl &lavack; 1995, Webb and Mohr;1997, 2000, lafferty;1996, Ellen et al; 1997).
Moreover, there has been growing concerns relating to social issues which have in turn
led the companies to adopt social causes so as to become attractive and to differentiate
themselves in many businesses primarily the ones involving consumer engagement
(Barron, 2000). Literature suggests that the associations with the causes have a significant
impact on how consumers perceive the company and make their purchase decision
(Brown and Dacin, 1997). Therefore CRM is understood as a marketing strategy where

in the business aligns itself with an NPO (Not for Profit Organization) for a good cause



which is mutually benefiting to the sponsoring company and NPO (Thompson &Pringle,
1999). Right from early 1980s there has been a constant increase in such alliances; the
reasons can be attributed to the positive responses to the companies engaging in such

campaigns.

There have been evidences where it has been found that CRM has been adopted as a
strategy to enhance the reputation, to improve the image of the company, to improve
employee relationships, and increase revenue and profits. These associations are
seemingly mutually benefiting the sponsoring company and the NGOs. NGO gains
tremendously in terms of raising funds and increased awareness (Polanski and Woods,
2001). Cause marketing programs are believed to generate free publicity and awareness
about the causes as well. Literature suggests that the perceptions and the attitude of the
consumers towards CRM campaigns are quite essential to ensure effective CRM
implementation. There have been surveys to figure out how to increase brand loyalty and
awareness from the consumer’s perspective. It is quite imperative that the corporate
initiatives are perceived favorably by the consumers to ensure the success of such
programs (Endacott, 2004). Research has proved that the consumer’s willingness to buy
from the corporations that are socially responsibly are significantly higher as compared to
the corporations which are not (Maignan, 2001). Despite being referred variously in the
literature, the consumer centric understanding of CRM is still under researched and calls

for further research.



This thesis would make an attempt to develop an understanding of what Cause Based
Marketing (CBM) means to Indian Consumer, to identify the motives that stimulates
consumer behavior in CBM and explore consumer typologies in CBM .To study the
importance of psychographics in profiling cause-Based marketing advocates. The effect
of structural elements of the CBM offer (i.e. type of cause, length of support, geographic
scope of the cause, type of support) is also studied. The Thesis also looks at the effect of
demographic variables (Such as Age, Income, Education, Occupation, Marital Status) on

the buying behavior of the Indian consumers.

Vi
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