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Abstract

Purpose : In a market where prices and quality are fiercely competitive, companies have overflowed the market with a number
of suitable brands. In the competitive business world of today, marketing tactics must always evolve to meet changing times
and circumstances. Researchers have been motivated to discover the underlying aspects driving cause-related marketing
strategy due to its global acceptability. This research elucidated the concept of cause-related marketing and emphasized the
elements that motivate consumers to engage in such initiatives and influence their choice of products.

Design/Methodology/Approach : The study was conducted with the help of a questionnaire sent to 480 respondents, out of
which 432 questionnaires were found to be complete. Furthermore, the study examined the significance of each factor and its
impact on decision-making using the confirmatory factor SEM model to analyze the data.

Findings : The study revealed that “Commitment” was the utmost preferred attribute for the preference of cause-related
marketing products.

Practical Implications : A competitive edge may be obtained through cause-related marketing. Companies may provide
financial support, increased awareness, and motivated actions for significant causes by making the most of their resources
and efforts. This collaborative effort between companies and consumers has the potential toimprove society significantly.

Originality : The confirmatory factor SEM model has been used in this work to address urgent problems, new trends, or
important information gaps.
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ause marketing involves the cooperation between a non-profit brand and a non-profit organization to
achieve mutual advantages. Some businesses also collaborate to impact social issues positively, but most
do so to encourage legitimate customer interest and brand building (Durant, 2023). Gen Z are very highly
conscious and have a big-picture mindset, they generally admire companies that promote social causes

(Dopson, 2022). For example, Kool8 is a water bottle that not only looks attractive but does a good job at the same
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time. It raised awareness of the issue through cause marketing and committed to donating 20% of its income to
poor areas across the globe. In other words, anyone who purchases a bottle of Kool8 brand is protecting the
environment while donating money to underprivileged people (Morgan, 2024). Consumers are much more
attentive and show great interest in the intricacies of the business, which is much more transparent and visible with
the help of the online world (Ravi & Bhagat, 2020). A brand's attractiveness can be greatly increased by properly
executed social problem marketing (Grolleau etal., 2016). According to one of the studies conducted in the United
States, 81% of the customers stated that companies should earn their trust, and 66% believed that brands should
take a stand on political and social problems (“# BrandsGetReal: Championing change,”2017).

Over the past 20 years, it has become more and more prevalent not only in the West but also across the globe. It
has been steadily expanding throughout Europe and other developed nations since its inception in the United
States. This marketing tactic is gradually making its way into emerging nations' markets and has the potential to
take the social marketing industry by storm (Gupta etal., 2015). According to Ravi and Bhagat (2017), consumers
tend to value products more for what they don't change than for what they do. The Body Shop is renowned for its
socially conscious approach and for sticking to its core values in the face of persistent opposition against animal
experimentation. Using the influence of celebrities and social media influencers like Maisie Williams and Ariel,
they have promoted cause marketing under the hashtag #ForeverAgainstAnimalTesting (Dopson, 2022).

The COVID-19 pandemic has increased the standard for cause-related marketing campaigns since the last four
years (Kureshi & Thomas, 2020). A noteworthy example of this trend, according to one of the authors, is the
automotive industry's turn toward producing and supplying ventilators to hospitals impacted by the pandemic.
Ventilators are an essential and priceless tool in the fight against COVID-19, despite having no association with
the automotive sector and often costing less than high-end vehicles (Vrontis et al., 2020). Furthermore, the
importance of cause marketing campaigns has increased recently due to consumers' increased knowledge of and
concern for social and environmental issues (Gilbert, 2020).

Chang and Chu (2020) investigated that CRM product buyers have always acted in a prosocial manner, which
means that their motivations extend beyond self-interest and include a desire to improve society or the
environment. Some of the customers may choose to donate directly to the company's supported cause in addition
to making product purchases (Jeong & Kim, 2020). With the involvement of more customers, CRM links the
contribution of the firm in revenue-producing transactions directly or indirectly toward a designated cause
(Moosmayer & Fuljahn, 2010). It is the responsibility of the company to pitch strategies for promoting the right
type of marketing campaign to attract consumers (Bhagat & Ravi, 2018). Starbucks is one of the examples that
motivated the customers to support them. They started a new campaign in partnership with Arizona State
University in 2018 to encourage their employees to pursue a first-time bachelor's degree free of cost. Kayla
Carmicheal, one of their regular customers, was ordering coffee to check the menu to try something new. While
she was exploring, she accidentally clicked on the education link “Starbucks College Achievement Program,”
which propelled her to order a large coffee as she knew that her part of the money would be given to support
Starbucks employees for college fees (Carmicheal, 2020).

Similarly, “Plate of Hope” is a digital cause marketing campaign that KFC initiated. The consumers placed
orders through the KFC website and created a virtual plate of food through an interactive online session to combat
hunger in the nation. So, with the help of customers, KFC fed a hungry child (““Cause marketing: Meaning,
examples,” 2021). Companies are facing intense competition and trying to set themselves apart from their
competitors as a result of significant growth in CM campaigns (Silva et al., 2021). Over the past few years, there
has been a surge in the usage of social media, which has made it easier to communicate with a wider audience and
enabled customers and businesses to engage with one another and with their peers (Yadav, 2017). Social media has
facilitated such campaigns by enabling companies to engage with customers across geographical boundaries, as
explained by Shimpi (2018). Several companies, including corporates like Target, P&G, Unilever, Nestle,
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WARID, AXAPPP Healthcare, and Paper Boat Drinks, etc., have leveraged non-monetary consumer participation
in social media for their CM campaigns, as evidenced by Corporate Target (2016) and “Celebrating the Onset of
Monsoons,” 2015. However, despite their efforts, the behavior of the target audience indicated that these
companies have yet to achieve their objectives effectively, as noted by Bhatti et al. (2023).

Companies are bombarding consumers with a multitude of brands that offer acceptable quality and pricing in
today's intensely competitive industry (Gadhavi et al., 2014). The evolution of marketing tactics becomes
essential at this saturation point to adjust to shifting consumer demands and dynamic market conditions. Cause-
related marketing, or CRM, is one such tactic that has become widely accepted on a global scale. Nonetheless,
there is still a large knowledge vacuum about the fundamental factors that motivate consumers to engage in cause-
related marketing initiatives and impact their choices for different products.

As a result, the primary focus of the research problem is to understand the underlying factors, such as
awareness, brand perception, and brand constancy, that encourage consumers to participate in cause marketing
campaigns. Furthermore, there is limited research discussing how these characteristics differ in their effects on
consumer behavior when it comes to different product categories. Therefore, this research gap attempted to shed
light on the fundamental factors that influence consumer involvement in CRM campaigns and how these factors
may influence consumers' decisions to buy products in a highly competitive market.

Literature Review

Cause-related marketing, or CRM, is a rapidly expanding marketing tactic created by corporations with the
potential to benefit businesses, nonprofits, and society as a whole (Ferraris et al., 2020). Although cause marketing
campaigns may have a short-term impact on a particular product's profits, the overall benefits that brands offer
often exceed any sacrifices they make (“12 best cause marketing campaigns,” 2022). People have become so
techno-savvy that they recognize all the information available on the web, which increases their knowledge of the
products they need (Bhagat, 2016a).

People enjoy watching commercials, particularly those for FMCG goods, that combine cause- and social-
related marketing to encourage customers to buy more products from the same company and to refer others
(Banerjee & Mandal, 2018). As consumers begin to associate certain attributes and qualities with cause-related
marketing, the influence of brand consistency, awareness, commitment, brand image, brand recommendation, and
brand loyalty always contribute to the development of consumer trust, loyalty, and recognition (Srivastava, 2020).

In addition to showcasing their dedication to social cause responsibility, Procter & Gamble's comprehensive
cause marketing initiatives—Ilike their partnership with the National Association for the Blind (NAB) on the
project Drishti—also greatly enhanced the power of their brand. P&G positions itself as a brand with a strong
sense of purpose and compassion by leading programs like Drishti. P&G's brand potency was demonstrated by its
capacity to use resources and influence to have a significant social impact. Such programs build consumer loyalty
and trust while also improving brand reputation (Han et al., 2019). Other companies such as Vistara, Johnson &
Johnson, and Mahindra & Mahindra have also significantly impacted society. Vistara, a joint venture of Tata STA
Airlines and Singapore Airlines, has partnered with Salaam Baalak, a non-profit organization, to provide support
to street children in Delhi and Mumbai. Vistara has flown 12 children on their first-ever flight, and their joy was
captured in the two-minute film “When Little Feet Found Their Wings with Vistara #Fly the New Feeling.”
Through initiatives like this, Vistara not only enhanced its brand reputation but also created enduring customer
awareness, loyalty, and commitment (Chandra, 2023). Johnson Tiles launched the Red Ramp Project, building a
ramp at Kiri Beach in Goa to allow people with disabilities to visit the beach and feel the waters lapping their feet.
Over the years, many brands have successfully used cause marketing to develop memorable campaigns that
support worthy causes (“12 best cause marketing campaigns,” 2022).
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Mahindra & Mahindra launched a crowd-funding campaign named “Seed the Rise,” aimed at improving the lives
of farmers. The campaign was digitally driven and received a donation of INR 1 crore. The money raised was
utilized for the welfare of farmers through five different projects in collaboration with four NGOs. The projects
have been carefully selected to enhance the lives of farmers and their families in various ways, including providing
alternative sources of livelihood, educating the daughters of farmers, and assisting with agricultural
advancements (Chandra, 2023). The trend of providing opportunities to local players to expand their product
portfolios will become more pronounced (Bhagat, 2016b).

Similarly, more than 20 UK tech companies joined together to work on the Ventilator Challenge in the
year 2020. This initiative was aimed to develop, design, manufacture, and test medical ventilators, which will be
distributed throughout the UK to aid in the fight against the coronavirus (Thomas, 2023). The companies who
participated were Airbus, Dell, DHL, Ford etc., donated to CRM campaigns, which could increase the likelihood
of consumer purchases associated with it. However, many companies do not choose to explain any donation limits
(Tsiros & Irmak, 2020). In addition to its advantages, customer skepticism poses a danger associated with CRMs.
This risk consists of assuming that a business is operating for the good of society or its own self-interest
(Elving,2013).

The degree to which a brand and the cause are aligned influences consumers' behavioral responses, including
their likelihood of switching brands (Howie et al., 2018). Customers are more inclined to form a stronger
emotional bond with a company when they see a strong connection between the company's cause and the brand's
identity or values. According to Handa and Gupta (2020), this relationship lowers the possibility of brand
switching while simultaneously increasing brand loyalty.

French millennials, similar to their South African and American counterparts, demonstrated higher purchase
intentions and sensitivity towards cause-related marketing campaigns promoting hedonic products, which were
aligned with their aspirational goals (Partouche et al., 2020). For example, Nike is a well-known brand that
featured former NFL player Colin Kaepernick, a well-known football player, in advertisements to support women
in sports. The ad slogan “Believe in something which means sacrificing everything” reflected Nike's brand
personality as bold, forward-thinking, and socially sensitive (Campbell, 2023). Through its campaigns, Nike
portrayed itself as a brand that stands for strength, determination, and resilience, appealing to consumers who
value authenticity and social responsibility (Quynh, 2019). The brand personality resonates with audiences and
contributes to Nike's strong emotional connection with its customers, further solidifying its position as a leading
athletic brand with a distinct identity (Ahmad & Thyagaraj, 2015).

Methodology

The study employed a descriptive single cross-sectional design. Frame sampling was used to randomly select
respondents from the population of South Bangalore, Karnataka, with a sample size of 432 respondents in
Bangalore, Karnataka. South Bangalore was chosen as it represents a diverse population and has a wider
demographic characteristic of Bangalore. The study was carried out in 2023 from January to April. The study
employed a 5-point Likert scale for participant response. A rough draft consisting of 34 statements was
subsequently revised to 30 statements. Following pilot testing, four variables were eliminated owing to poor factor
loading. Various statistical tools were used to analyze the data, including percentage analysis, factor analysis,
t-test, one-way ANOVA, and SEM model. The survey instrument was a structured questionnaire that underwent a
pilot test to refine the survey protocol and address any question ambiguities or duplicities. Using the Cronbach's
Alpha method, the data's reliability was evaluated. Table 1 presents the Cronbach's alpha for the entire scale, while
Table 2 shows the Cronbach's alpha values for each of the variables.

Indian Journal of Marketing « April 2024 63



Table 1. Reliability Statistics
Cronbach's Alpha N of Items
0.924 30

Table 2. Reliability Statistics of the Variables

Variables Cronbach’s Alpha
Awareness 0.903
Commitment 0.909
Brand Perception 0.950
Brand Constancy 0.935
Potential Risk 0.878
Brand Switching 0.840
Brand Personality 0.822
Brand Potency 0.843
Consumer Decision-Making 0.874

Hypotheses

% HO1 : There is no significant relationship between factors influencing social cause-related consumption
behavior and consumer buying decisions.

% HO2 : There is no significant relationship between the demographic characteristics (gender, income, marital
status, occupation, etc.) of consumers on the various factors influencing social cause-related consumption
behavior of consumer durables.

The data's factorability (significance value) was evaluated using Bartlett's test of sphericity and the KMO
measure of sample adequacy. Factor analysis was used as the KMO value of 0.795 is higher than the permissible
minimum value, which is 0.6 (Hair et al., 2021). The variables also appear to be highly correlated and appropriate
for factor analysis, as indicated by the significant Bartlett's test results (x’~16651.354, df=561,.000 p <0.00), as
shown in Table 3.

Exploratory factor analysis (EFA) was used in conjunction with Kaiser normalization and orthogonal varimax
rotation to determine significant factor loading and data reduction for each variable in order to test the hypothesis
(HO1). One popular approach to factor analysis in EFA is orthogonal varimax rotation, which aims to maximize the
variance of each factor and improve the interpretability of the factors. The factors' internal reliability was
evaluated using Cronbach's alpha, which had values between 0.822 and 0.950. The resulting assessment scale
comprised nine components that were significantly loaded for social causes, as per the EFA results shown in
Table 4. The factors were identified as follows: brand switching (2 factors), brand personality (2 factors), brand

Table 3. KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0.795

Bartlett’s Test of Sphericity Approx. Chi-Square 16651.354
df 561
Sig. 0.000
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Table 4. Results of Exploratory Factor Analysis

Factors Variable No. Variable Name Eigenvalue % Factor
Name Variance Loadings
Factor 1 (F1) - V5 I have heard about cause-related marketing campaigns. 31.959 31.959 0.756
Awareness ) Allocating funds to charitable causes is significant for businesses. 0.872

V1o Supporting a charity can contribute to building a favorable 0.646

reputation or creating positive associations for companies.

V22 The company should do a cause-related marketing campaign. 0.872

V33 The company involved in the CRM strategy is socially responsible. 0.793
Factor 2 (F2) - V4 | actively search for products related to a cause campaign or 10.805 42.764 0.66
Commitment charity while shopping.

V14 | purposely buy a particular product so that the charity can get some amount. 0.924

V16 | have bought a product or service that is linked to a charitable organization. 0.808

V17 Purchasing a product that is associated with a social cause brings me joy. 0.875

V18 I remain highly devoted to the brand regardless of whether it experiences 0.792

favorable or unfavorable circumstances.

V20 | specifically seek out products that are linked to a social cause. 0.881
Factor 3 (F3) - V2 Marketing campaigns that support a cause have a beneficial effect 8.776 51.54 0.958
Brand Perception on brand awareness.

V21 If a brand supports a cause that is important to me, 0.677

I am more inclined to endorse it.

V30 Linking a product to a social cause through marketing can aid in 0.771
recalling that product.

V31 I think product placement in the mind impacts brand preferences. 0.909
Factor 4 (F4) - Vi3 | will still buy the product if the price increases and the money spent 6.958 58.498 0.982
Brand Constancy for the charity increases by the same percentage.

V25 |am inclined to support such initiatives as they provide me with an opportunity 0.908

to contribute to worthy charitable causes.

V32 I support all the causes like unemployment, HIV/Aids, street children, 0.816
poverty, cancer, TB, animal-related causes, etc.
V34 I am willing to encourage others to buy products that support 0.983
a charitable cause.
Factor 5 (F5) - V8 | doubt the authenticity of their charitable intentions and suspect that 5.917 64.414 0.888
Potential Risk it is merely a tactic to attract customers.
V9 Supporting a charitable cause through the purchase of a product is a 0.744

simpler alternative to contributing money in a collection box.

V23 If | discover that the funds collected through the purchase of a product are 0.876
not being used for their intended charitable purpose, | would
discontinue using that product.

Factor 6 (F6) - Vi1 | am unlikely to switch to a different brand if the brands 5.284 69.698  0.982
Brand Switching | currently use are associated with a non-profit organization.

V24  The brand has a powerful impact on my visual or other sensory experiences. 0.868
Factor 7 (F7) - V1 I think that cause-related marketing campaigns influence 3.742 73.44 0.817
Consumer consumer buying behavior.
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Decision-Making V19 Effective promotion of a product associated with a social cause can sway 0.748
consumer purchasing decisions.

Factor 8 (F8) - V3 Brand personality affects consumer decision-making. 3.376 76.817
Brand V27 Established brands play a role in mitigating risks associated 0.78
Personality with product purchases.
Factor 9 (F9) - V7 It is the social responsibility of a brand to associate 3.049 79.866  0.909
Brand Potency itself with a social cause.

V29 I have a high regard for the companies because of their donation activity. 0.611

Table 5. Descriptive Statistics

Factors N Mini Max Mean Std. Deviation
Awareness 432 1 5 3.54 0.840
Commitment 432 1 5 3.86 0.759
Brand Perception 432 1 5 3.49 0.941
Brand Constancy 432 1 5 3.58 0.896
Potential Risk 432 1 5 3.53 0.840
Brand Switching 432 2 8 3.53 0.962
Brand Personality 432 1 5 3.62 1.005
Brand Potency 432 1 5 3.83 0.892
Consumer Decision Making 432 2 5 3.61 0.896

potency (2 factors), awareness (5 factors), commitment (6 factors), brand perception (4 factors), brand
consistency (4 factors), possible risk (3 factors), and last consumer decision-making (2 factors). Therefore, we
accepted the alternate hypothesis (Hal), which showed a significant relationship between all the variables. The
cumulative variance was also 79.866%, which significantly explained the relationship between the variables, as
shown in Table 4.

Table 4 shows the interpretation of the mean of all the factors between 1 and 5 scales, which shows that
“Commitment” toward cause-related marketing products is rated best (roughly 4 out of 5 points) and “Brand
Perception” is rated lowest (roughly 3.4 out of 5 points) which is presented in Table 5.

To evaluate the discriminant validity, convergent validity, and model fit, confirmatory factor analysis (CFA)
was conducted and is depicted in Figure 1. Latent variables were developed based on the operationalization of the
observed variables to examine their interrelationships. The first-order CFA was utilized to test the goodness-of-fit
model and assess whether the individual latent variables were correlated or not. This approach was employed to
establish the construct validity of the variables. The analysis included nine constructs and their corresponding
factor loadings, which were validated to understand the relationship between social cause-related marketing
products, which showed that there exists a correlation among variables as shown in Table 6.

Table 7 demonstrates that all manifest variables strongly describe the marketing consumption decision or
behavior related to social causes within the nine primary variables, with estimates of more than 0.50.

To assess the validity and fit of the measurement model, a CFA was conducted on nine constructs to examine
the relationship between social cause-related marketing products. The CFA involved evaluating the goodness-of-
fit statistics matrix, which included chi-square (also known as discrepancy), degrees-of-freedom (df), and
probability value (P), as well as other commonly fit indices such as the Tucker—Lewis Index (TLI), root mean
square error of approximation (RMSEA), and standardized root mean residual (SRMR). The chi-square test is an
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Table 6. Regression Weights : (Group Number 1 - Default Model)

Estimate SE CR P Label
v33 <--- Awareness 1.000
v22 < Awareness 1.003 0.004 268.117 ok Var_1
vi0 <--- Awareness 0.991 0.052 19.009 HoA Var_2
V6 o <--- Awareness 0.941 0.055 17.173 HAk Var_3
v5 < Awareness 0.907 0.055 16.497 *kX Var_4
v20 <--- Commitment 1.000
vl8 <--- Commitment 1.026 0.065 15.681 kK Var_5
vl7 < Commitment 1.116 0.060 18.720 HokK Var_6
vl <--- Commitment 0.816 0.059 13.811 Hokx Var_7
vi4 <--- Commitment 1.078 0.057 18.757 Hkx Var_8
v4d = < Commitment 0.848 0.061 13.996 *kX Var_9
v30 <--- Brand Perception 1.000
v3l <-- Brand Perception 0.753 0.033 22.581 Ak Var_21
v21 < Brand Perception 1.003 0.006 165.628 ok Var_10
v2 < Brand Perception 0.757 0.033 23.181 HoA Var_11
v34 <--- Brand Constancy 1.000
v32 < Brand Constancy 1.000 0.005 181.973 oAk Var_12
v25 < Brand Constancy 0.998 0.008 124.923 *kx Var_13
vi3 < Brand Constancy 0.371 0.028 13.131 Ak Var_14
v8 < Potential Risk 1.000
v9 < Potential Risk 0.971 0.078 12.475 ok Var_15
v23 <--- Potential Risk 1.440 0.107 13.466 Hkx Var_16
vil <--- Brand Switching 1.000
v26 <--- Brand Switching 1.564 0.313 5.002 oAk Var_17
vl <--- Brand Personality 1.000
vl9 <--- Brand Personality 0.944 0.070 13.400 Ak Var_18
v3 < Brand Potency 1.000
v27 < Brand Potency 1.348 0.080 16.892 ok Var_19
v7 <---  Consumer Decision Making 1.000
v29 <--—- Consumer Decision Making 0.467 0.072 6.503 oAk Var_20

Table 7. Standardized Regression Weights : (Group Number
1 - Default Model)

Estimate
v33 <--- Awareness 0.998
v22 <--- Awareness 1.000
v10 <--- Awareness 0.676
v6 <--- Awareness 0.638
v5 <--- Awareness 0.623
v20 <--- Commitment 0.667
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Commitment 0.849
Commitment 0.787
Commitment 0.732
Commitment 0.768
Commitment 0.743
Brand Perception 0.996
Brand Perception 0.738
Brand Perception 0.999
Brand Perception 0.747
Brand Constancy 0.998
Brand Constancy 0.996
Brand Constancy 0.989
Brand Constancy 0.535
Potential Risk 0.595
Potential Risk 0.602
Potential Risk 1.121
Brand Switching 0.468
Brand Switching 1.045
Brand Personality 0.807
Brand Personality 0.783
Brand Potency 0.823
Brand Potency 0.873
Consumer Decision-Making 1.448
Consumer Decision-Making 0.503

Table 8. Measurement Model Evaluation : Goodness-of-Fit Statistics

Measures CFA Results Threshold Value

GFI 0.813 > .80 sometimes permissible
TLI 0.903 >.90

NFI 0.902 >.90

RFI 0.900 2.90

IFI 0.921 >.90

CFI 0.920 >.90

RMSEA 0.09 .05-.10 moderate
Chi-square/CMIN/DF 4,734 < 5.0 permissible

absolute test of model fit, where a p-value of 0.5 or higher is considered acceptable. In this model, the chi-square
value is 1699.668, with 359 df'and a probability value of 0.000. However, other measures of fit are also important
to consider. For instance, Hu and Bentler (1999) recommended TLI values of 0.90 or higher, GFI values 0f 0.90 or
higher, RFI values of 0.90 or higher, NFI values of 0.90 or higher (Anderson & Gerbing, 1988), and CFI values of
0.90 or higher (Steiger, 2007). Since the RMR for this model is 0.043, NFIis 0.902, GFlis 0.813, IF1is 0.921, CFI
is 920, RFIis 0.900, and the TLI value is 0.903, the model fits well according to the descriptive measures of fit as
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Table 9. Construct Validity Results

Cronbach’s Alpha CR AVE
AW 0.917 0.937 0.748
BC 0.928 0.952 0.833
BP 0.950 0.964 0.869
BPO 0.836 0.924 0.859
BRP 0.774 0.897 0.813
BS 0.742 0.886 0.795
cD 0.843 0.920 0.852
CcoOM 0.910 0.930 0.691
PR 0.797 0.878 0.709

Note. AW-Awareness, BC - Brand Constancy, BP - Brand Perception, BPO -
Brand Potency, BRP - Brand Personality, BS - Brand Switching, CD -
Consumer Decision Making, COM - Commitment, PR - Potential Risk.

presented in Table 8. Overall, the reported values of RMR, NFI, GFI, IFI, CFI, RFI, and TLI are found to have good
convergent and discriminant validity as well as a good model fit.

The study finds that nine factors, including awareness, commitment, brand perception, brand constancy,
potential risk, brand switching, brand personality, brand potency, and consumer decision-making, explain social
cause-related marketing consumption behavior. The results show that the constructs for all nine variables (30
statements) are a good fit, as the majority of the indices meet the recommended cutoff values as per the CFA model.
Overall, the model fits well, as indicated by the results presented in Table 8.

Table 9 shows that the composite reliability (CR) for all constructs is more than 0.7, and the average variance
explained (AVE) for all constructs is also above 0.5. Additionally, the CR is higher than the AVE for all constructs,
indicating that the factors in the measurement model have satisfactory convergent validity.

Demographic Characteristics

Table 10 is used to analyze the impact of demographic characteristics on the different factors of cause-related
marketing consumption decisions on consumer buying patterns. Independent sample #-tests were conducted to
compare the differences between groups. Specifically, the study looked at two demographics with two
independent groups, namely gender and marital status. For demographics with more than two categories or
groups, such as age, income, educational qualification, and occupation, one-way ANOVA was used to determine
whether there were significant differences between the mean scores of the various categories or not.

Table 10. Demographic Profile of the Respondents

Gender Marital Status Purchase Frequency of Cause-

Related Products in the Past

Frequency Percent Frequency Percent Frequency Percent
Male 244 56.5 Married 244 56.5 0 times 9 2.1
Female 188 43.5 Unmarried 188 43.5 1time 82 19.0
Age Monthly Income 2-3 times 111 25.7

Frequency Percent Frequency Percent 4-6 times 118 27.3
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<25 15 3.5 Below 25,000 74 17.1  More than 7 times 112 25.9

26-40 140 324 25000-45000 181 419 Qualification
41-60 153 354 Above 45,000 177 41.0 Frequency Percent
Over60yrs 124 28.7 Occupation Undergraduate 66 15.3
Total 432 100.0 Frequency Percent Graduate 151 35.0
Profession 77 17.8 Postgraduate 141 32.6
Service 146 33.8 Doctorate 74 17.1
Business 143 331
Others 66 15.3

% HO02a: There is no significant relationship between males and females on various factors of CRM consumption
behavior.

Table 11 reveals that there is no significant difference in the mean scores (>.050) of the various factors of CRM

Table 11. Independent Samples Test for Gender

Levene's Test t-test for Equality of Means

for Equality of

Variances
F Sig. t df Sig. Mean  Std. 95%
(2- Differ- Error Confidence
tailed) ence Differ- Interval of the
ence Difference

Lower Upper

Awareness Equal variance assumed 0.059 0.809 -.169 430 0.866 -.069 0.408 -.871 0.733
Equal variance is not assumed -.169 403.325 0.866 -.069 0.408 -871 0.733

Commitment Equal variances assumed 1.868 0.172 -1.231 430 0.219 -544 0.442 -1.412 0.325
Equal variances are not assumed -1.243 416.243 0.214 -544 0.437 -1.403 0.316

Brand Perception Equal variances assumed 0.168 0.682 .222 430 0.825 0.081 0.365 -.637 0.799
Equal variances are not assumed .222  406.307 0.824 0.081 0.365 -.636 0.798

Brand Constancy Equal variances assumed 1.113 0.292 424 430 0.672 0.148 0.348 -.537 0.832
Equal variances are not assumed 427 412,672 0.670 0.148 .346 -532 0.827

Potential Risk Equal variances assumed 0.067 0.796 -1.505 430 0.133 -368 0.244 -847 0.112
Equal variances are not assumed -1.506 402.870 0.133 -368 0.244 -847 0.112

Brand Switching Equal variances assumed 1.817 0.178 -2.023 430 0.044 -376 0.186 -.742 -.011
Equal variances are not assumed -1.997 380.434 0.047 -376 0.188 -747 -.006

Brand Personality Equal variances assumed 0.054 0.816 0.377 430 0.706 0.074 0.195 -.310 0.457
Equal variances are not assumed 0.377 402.113 0.706 0.074 0.195 -310 0.457

Brand Potency Equal variances assumed 0.359 0.549 -.495 430 0.621 -.086 0.173 -.426 0.255
Equal variances are not assumed -495 403.832 0.621 -.086 0.173 -426 0.254

Consumer Equal variances assumed 4995 0.026 -2.479 430 0.014 -429 0.173 -769 -.089
Decision-Making Equal variances are not assumed -2.463 391.656 0.014 -.429 0.174 -771 -.086
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consumption behavior between males and females, as determined by the independent sample #-test. Therefore, the
null hypothesis (H02a) is accepted, indicating that there is an insignificant relationship between gender and the
factors influencing CRM consumption behavior.

% HO2b : There is no significant relationship between the average scores of different factors of CRM
consumption behavior for married and unmarried respondents.

Table 12 indicates that there is no significant difference in the mean scores of the various factors of CRM
consumption behavior between married and unmarried respondents, as determined by the independent sample #-
test. Therefore, the null hypothesis of HO2b is accepted, indicating that there is an insignificant relationship, as the
values are more than 0.50 (0.551, 0.894 etc.) between marital status and the factors influencing CRM consumption
behavior.

% HO2c: There is no significant relationship between the average scores of different factors of CRM consumption
behavior for different levels of education.

Table 12. Independent Samples Test for Marital Status

Levene's Test t-test for Equality of Means

for Equality of

Variances
F Sig. t df Sig. Mean  Std. 95%
(2- Differ- Error Confidence
tailed) ence Differ- Interval of the

ence Difference

Lower Upper

Awareness Equal variances assumed 0.432 0.511 1.986 430 0.048 0.807 0.406 0.008 1.606
Equal variances are not assumed 1.995 408.456 0.047 0.807 0.405 0.012 1.602

Commitment Equal variances assumed 0.018 0.894 0.645 430 0.519 0.285 0.442 -584 1.154
Equal variances are not assumed 0.645 403.326 0.519 0.285 0.442 -584 1.154

Brand Perception Equal variances assumed 0.267 0.606 0.454 430 0.650 0.166 0.365 -.552 0.884
Equal variances are not assumed 0.451 393.484 0.652 0.166 0.367 -557 0.888

Brand Constancy Equal variances assumed 0.002 0.969 1.046 430 0.296 0.364 0.348 -.320 1.048
Equal variances are not assumed 1.045 399.725 0.297 0.364 0.349 -321 1.049

Potential Risk Equal variances assumed 1.295 0.256 1.232 430 0.219 0.301 0.244 -179 0.781
Equal variances are not assumed 1.243 414360 0.215 0.301 0.242 -175 0.777

Brand Switching Equal variances assumed 0.002 0.960 0.658 430 0.511 0.123 0.187 -.244 0.490
Equal variances are not assumed 0.655 394.141 0.513 0.123 0.188 -.246 0.492

Brand Personality Equal variances assumed 0.065 0.798 1.006 430 0.315 0.196 0.195 -.187 0.579
Equal variances are not assumed 1.007 404.662 0.314 0.196 0.195 -.187 0.579

Brand Potency Equal variances assumed 0.392 0.531 0.429 430 .668 0.074 0.173 -266 0.415
Equal variances are not assumed 0.427 393.073 0.670 0.074 0.174 -.268 0.417

Consumer Equal variances assumed 0.073 0.787 0.675 430 0.500 0.117 0.174 -225 0.460
Decision-Making Equal variances are not assumed 0.673 398.192 0.501 0.117 0.175 -.226 0.461
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Table 13. ANOVA Between Educational Qualification and Various Factors of Cause-
Related Marketing Consumption Behavior

Factors Levene's Significance F Significance Welch Significance
Statistics Level Level Level
Awareness 2.731 0.044 2.752 0.042 2.496 0.061
Commitment 7.999 0.000 5.219 0.002 5.243 0.002
Brand Perception 6.296 0.000 1.494 0.216 1.530 0.208
Brand Constancy 5.291 0.001 5.680 0.001 5.461 0.001
Potential Risk 24.694 0.000 4.933 0.002 6.449 0.000
Brand Switching 5.466 0.001 1.942 0.122 1.888 0.133
Brand Personality 4.375 0.005 6.623 0.000 6.288 0.000
Brand Potency 5.343 0.001 4.253 0.006 4.211 0.007
Consumer 1.007 0.390 2.055 0.106 2.004 0.115

Decision-Making

There is a significant relationship between the commitment (0.000) of cause-related marketing products, brand
constancy (0.001), potential risk (0.000), and brand personality (0.005) based on the educational qualification of
the respondents, as shown in Table 13. Hence, our null hypothesis HO2c stands rejected for the factors mentioned
above. For the rest of the factors like awareness, brand perception, brand switching, brand potency, and consumer
decision-making, there is no significant relationship between the mean scores for different educational
qualification variables.

% HO2d : There is no significant relationship between the average scores of different factors of CRM
consumption behavior for different occupations.

There is a significant relationship between commitment (0.000) to CRM products, brand constancy (0.001),
potential risk (0.000), brand potency (0.000), and brand personality (0.003) concerning the occupation of

Table 14. Relationship Between Occupation and the Various Factors of Cause-
Related Marketing (CRM) Consumption Behavior (ANOVA)

Factors Levene's Significance F Significance Welch Significance
Statistics Level Level Level
Awareness 2.255 0.081 2.097 0.100 1.883 0.134
Commitment 9.405 0.000 5.665 0.001 5.619 0.001
Brand Perception 4.781 0.003 1.196 0.311 1.103 0.349
Brand Constancy 5.925 0.001 4.864 0.002 4.595 0.004
Potential Risk 29.666 0.000 6.750 0.000 11.331 0.000
Brand Switching 5.644 0.001 2.158 0.092 2.303 0.078
Brand Personality 4.848 0.003 7.688 0.000 7.298 0.000
Brand Potency 7.447 0.000 3.613 0.013 3.427 0.018
Consumer 1.359 0.255 3.173 0.024 3.162 0.026

Decision Making
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Table 15. ANOVA Between Income and Various Factors of Cause-Related Marketing
Consumption Behavior

Factors Levene's Significance F Significance Welch Significance
Statistics Level Level Level
Awareness 0.863 0.423 0.670 0.512 0.695 0.500
Commitment 0.849 0.428 1.066 0.345 1.065 0.347
Brand Perception 0.215 0.807 0.010 0.990 0.010 0.990
Brand Constancy 0.659 0.518 0.990 0.372 1.024 0.361
Potential Risk 0.683 0.505 1.500 0.224 1.428 0.242
Brand Switching 3.725 0.025 3.364 0.036 3.500 0.032
Brand Personality 1.136 0.322 0.225 0.798 0.233 0.793
Brand Potency 1.824 0.163 0.916 0.401 0.926 0.398
Consumer 6.061 0.003 4.310 0.014 4.145 0.017

Decision-Making

customers, which is shown in the analysis of variance (ANOVA) Table 14. Hence, we can reject our null
hypothesis H02d for the factors stated above. For the rest of the factors, like awareness, brand perception, brand
switching, and consumer decision-making, there is an insignificant relationship between the mean scores for the
occupation of the respondents. So, we accept our null hypothesis for the rest of the five factors.

% HO02e : There is no significant relationship between the average scores of different factors of cause-related
marketing consumption behavior for different income groups.

There is a significant relationship between factors like brand switching and consumer decision-making on the
income of the respondents, as shown in Table 15. Hence, our null hypothesis H02e stands rejected for these two
factors. For factors like awareness of cause-related products, commitment to brand perception, brand constancy,
potential risk, brand personality, and brand potency, there is an insignificant relationship between the mean scores
for the occupation of the respondents. So, we accept our null hypothesis HO2e for the rest of the seven factors.

Discussion

The findings have shown that customers are highly committed to social cause-related marketing products, in
which the “commitment factor” also gets the highest mean out of nine variables. CFA results also indicate that all
independent variables like brand perception, brand constancy, brand switching etc., have a positive impact on the
dependent variable (i.e.) consumer decision-making. It is found that demographic factors like educational
qualification, occupation, and income also have a positive effect on consumer buying decisions for cause-related
products. We can also conclude that the majority of customers are attracted by cause-related marketing programs
when they adopt a new brand or prefer to buy the existing product from a company that prefers to support general
health and life-saving issues like providing education to poor children, unemployment, HIV/Aids, street children,
poverty, cancer, TB, animal-related causes etc., and other related cause. Customers have also actively contributed
(more than 4—6 times) to some charity in the past, which was revealed from the demographic profile of the
respondents and had a positive influence on their buying behavior concerning a cause-related marketing cause.
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Managerial and Theoretical Implications

Based on the fact that the “commitment factor’ has the highest mean of all the factors, businesses should prioritize
establishing and upholding solid commitments to social causes. This could entail matching consumer-relevant
causes with brand messages, beliefs, and activities. To build consumer trust and loyalty, businesses should make
investments in techniques that improve brand perception and guarantee consistency across all touchpoints
(Suryavanshi et al., 2023). To positively influence consumer buying behavior, companies should target specific
demographic segments, such as high-income and professionals, etc., with their marketing efforts based on their
preferences and purchasing behavior. These segments can then be used to give incentives or gift-matching
schemes to encourage charitable contributions. Authenticity and transparency are essential in cause-related
marketing. Businesses should be upfront and honest with customers about their social responsibility programs and
make sure that their efforts are transparent. Relationships between brands and consumers can be strengthened, and
loyalty can be increased by demonstrating a sincere commitment to social responsibility.

Limitations of the Study and Scope for Further Research

The study was conducted only in South Bangalore. Other locations can be explored to analyze the behavior of
customers for cause-related products. As most of the respondents in the study did not maintain records to show the
exact expenditure and frequency of purchase for cause-related products in the past, the information suffers from a
recall bias. This research will be helpful for innovative companies or marketers to promote cause-related
marketing campaigns like breast cancer awareness, social media message promotion, and requests for point-of-
sales donations in check-out lanes, etc., and also to inform the customers about the different ways to support a
cause. Consumers are more volitive or willing to buy products from companies who have been shown interest in
social cause marketing campaigns as a long-term commitment and also feel that they are making a small difference
by buying their products that promote a social cause (Adomaviciute et al., 2016). We strongly believe that this
study will provide solutions to marketers or companies by using different techniques for making attractive or
innovative social cause marketing campaigns to provide goods and services that can help people and also to
overcome the impact of COVID-19.
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