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ABSTRACT It is hard for many to believe but when compared to economics, production and operations, accounting 
and other business areas, marketing is relatively young discipline having emerged in the early 1900’s. 

At the organizational level, marketing is a vital business function that is necessary in nearly all industries whether the 
organization operates as for - profit or as a not – for -    profit. For a for–profit organization, marketing is responsible 
for most tasks that brings revenue to an organization. For the non-profit organization, marketing is responsible for at-
tracting customers needed to support the non-profit organization’s mission, such as raising donations or supporting a 
cause.

For both types of organizations it is unlikely that they can survive without a strong marketing effort. Many trends are 
emerging in the field of marketing. One such present trend is cause marketing or cause related marketing which 
means the company market in a way that they contribute to a cause out of the price paid by the customers to their 
products or services.

HISTORY, CONCEPT, MEANING & DEFINITION
The first known case of cause marketing in America was 
in March 1974 when Carr & Associates International was 
formed by John T Carr as way of giving back by engaging 
charitable causes & business to support each other.

Another cause marketing campaign was initiated in Russia 
in 1979 by Rosica, Mulhern & Associates for famous Amos 
cookie. In this campaign Wally Amos became the National 
Spokesperson for the literacy volunteers of America.

In 1982, Nancy Brinker founder of Susan G Komen for 
the cure was an early pioneer of cause marketing allow-
ing millions to participate in the fight against breast cancer 
through business that share Komen’s commitment to end 
the disease.

In 1983, American Express developed a campaign which 
donated funds to a number of different non-profit organi-
zation. Essentially every time someone used an American 
Express card in the area, a 2 – cent donation was trig-
gered and each time new members applied for a card a 
larger contribution was made.

Cause marketing refers to a type of marketing involving 
the cooperative efforts of a for – profit business & a non 
– profit organization for mutual benefit. A study by cone 
Research found that, given comparable quality and price, 
91percent of global customers are likely to switch brands 
to one associated with a god cause. Most of the successful 
companies act as role models to other business and the 
wider community. To achieve this role model status they 
must be committed to corporate responsibility which in-
volves three aspects.

•	 Running a successful business. A business must first 
make a profit if it is going to be able to make a wider 
contribution to the society.

•	 Being committed to ethical behavior across its opera-
tions.

•	 Being committed to improving society. A visible as-

pect of any corporate responsibility program is causes 
marketing.

 
Cause marketing may be defined as a potentially profit 
making initiative by a for profit company or brand to raise 
awareness, money or consumer engagement in a social or 
environmental issues.

Review of Literature
A study was conducted by Ahmed Imran Hunjra and Rauf 
I Agarn on “Cause related marketing and its impact on 
sales; mediating by brand loyalty and customer purchase 
intention”. This study concluded that cause-related market-
ing campaigns have positive influence on the sale activities 
of companies & also revealed that brand loyalty and con-
sumer purchase intention is directly linked towards cause 
marketing that eventually has positive effect on sales.

Mr. Bhavet Garg in his paper entitled “Cause related mar-
keting and its impact on corporate brand image and sales” 
and revealed that cause related marketing results in in-
creased sales visibility, consumers loyalty and enhanced 
company imaged along with positive media coverage. The 
author also misted that if the company engaged in cause 
marketing could generate more awareness regarding its 
contribution to social cause through TV & internet advertis-
ing which is directly related to increase in sales & brand 
loyalty.

Statement of the problem
Social cause related marketing has emerged as a top man-
agement priority in the last decade due to the growing re-
alization that it is one of the most valuable intangible tools 
that firms have to gain better corporate image from inter-
nal as well as external customers. 

Objectives of the study
The objectives of the study are
•	 To study the awareness of cause marketing and the 

products associated among customers.
•	 To study the influence of cause marketing on pur-
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chase decisions and brand loyalty of consumers.
•	 To study the cause marketing performance of select 

companies.
•	 To determine the influence of cause related marketing 

on retailers.
 
Hypotheses of the study
Hypotheses -1
This hypotheses focuses on impact of income level on the 
satisfaction level of purchasing Cause marketing products. 
Hence the statement of hypotheses is s

Null Hypotheses (H0):
There is no significant relationship between income and 
satisfaction level of purchasing CRM products.

Alternative Hypotheses (H1): There is significant relation-
ship between income and satisfaction level of purchasing 
CRM products.

Hypotheses – 2
This hypotheses deals with the impact of age on the sat-
isfaction level of purchasing the cause related marketing 
products. The statement of hypotheses is

Null Hypotheses (H0):
There is no significant relationship between age and satis-
faction level of purchasing CRM products.

Alternative Hypotheses (H1)
There is significant relationship between age and satisfac-
tion level of purchasing CRM products.

Research Methodology 
The analysis of buying behavior of customers, the CRM 
performance of Companies and impact of cause market-
ing on retailers dealing in brands of CRM Companies is 
required. Hence the study is exploratory in nature with sur-
vey method being used as a tool for data collection.

Sources of Data 
Primary Data: The researcher has collected primary data 
for their study from   the selected customers, retailers and 
few companies engaged in cause related marketing by is-
suing questionnaire.

Secondary Data: The researcher has collected secondary 
data from official websites of cause marketing companies 
and articles in magazines & websites.

Population of the study
The population of this study comprise of all the customers 
buying CRM products in Tumakuru, all the retailers dealing 
with the brands of CRM companies in Tumakuru and all 
the companies which have adopted cause marketing cam-
paigns.

Sample Size
Out of the entire population of customers buying CRM 
products in Tumakuru, Karnataka State a sample of 176 re-
spondents are drawn for data collection. Out of population 
of retailers in Tumakuru, a sample of 26 respondents is 
drawn for data collection. Out of CRM Companies, a sam-
ple of 11 companies has been selected for data collection. 

Sampling Technique
Since the respondents of the study are from different 
groups like customers, retailers and companies, data is col-
lected using stratified sampling technique.

Hypotheses testing – Chi Square Test
 
Hypotheses -1
The researcher in the study has identified that 58 percent 
of the respondents agreed that they would buy the prod-
ucts even if it is out of their budget. So this hypotheses 
has been tested to identify whether there is any difference 
of satisfactory level among the different income group of 
respondents for purchase of cause marketing products.

Null Hypotheses (H0): There is no significant relationship 
between income and satisfaction level of purchasing CRM 
products.

Alternative Hypotheses (H1): There is significant relation-
ship between income and satisfaction level of purchasing 
CRM products.

Level of significance at 5%
a) Observed Values 

Income level

Satisfaction

Level

Below 
10,000

10,000 
–

25,000

25000 
–

50,000

50,000 
&

Above
Total

Highly satisfied 11 10 6 2 29
Somewhat Satis-
fied 28 17 23 6 74

Satisfied 14 20 10 4 48
Somewhat dis-
satisfied 1 8 4 1 14

Highly dissatisfied 5 4 2 0 11
Total 59 59 45 13 176
 
Source:- Primary data
 
b) Expected values and calculation of values of  χ2 caluc-
ulated value is 12.356 
Degree of freedom (r-1) (c-1)=(5-1) (4-1)     4 x 3 = 12 
Degree of freedom
 
The calculated value of χ2 is 12.3567 is less than table 
value at 5% level significance with degree of freedom 12 
is 21.026 . So H0 is accepted that is there is no significant 
relationship between income and satisfaction level of pur-
chase of cause related marketing products.This shows that 
people are more concerned towards the needs of less for-
tunate people than them. They are ready to purchase the 
products of cause marketing and there is no difference in 
the satisfaction level of the people belonging to less in-
come groups and high income groups.

Hypotheses – 2
The researcher in the study has identified that around 78 
percent of the respondents agreed that they are happy 
to buy the products related to cause. So the hypotheses 
has been tested to see if there is any difference in satisfac-
tion level of buying the cause related marketing products 
among different age group people.

Null Hypotheses (H0):
There is no significant relationship between age and satis-
faction level of purchasing CRM products.

Alternative Hypotheses (H1)
There is significant relationship between age and satisfac-
tion level of purchasing CRM products.

Level of significance at 5%
a) Observed Values 
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Age group

Satisfaction

Level

15-25 25-35 35-45 45 & 
above Total

Highly satisfied 6 6 6 10 28
Somewhat Satisfied 20 18 9 28 75
Neither satisfied nor 
dissatisfied 8 12 15 18 53

Somewhat dissatis-
fied 2 2 4 4 12

Highly dissatisfied 2 0 3 3 8
Total 38 38 37 63 176

b) Expected values and calculation of values of  χ2 calu-
cated value is 10.2655
Degree of freedom (r-1) (c-1)=(5-1) (4-1) 4 x 3 = 12 De-
gree of freedom
 
The calculated value of χ2 is 10.2655 is less than table val-
ue at 5% level significance with degree of freedom 12 is 
21.026 . So H0   is accepted that is there is no significant 
relationship between age and satisfaction level of purchase 
of cause related marketing products. The alternative hy-
potheses which is rejected under hypotheses testing gives 
that people would like to buy the cause marketing prod-
ucts and there is no difference of satisfaction level. All the 
age group people are commonly satisfied for purchasing 
these products.

SUMMARY OF FINDINGS, CONCLUSION AND SUGGES-
TIONS
 
Summary of Findings
Cause related marketing aligns a brand with a non profit 
organisation to which a contribution will be made by the 
firm, contingent upon customers undertaking a specific 
purchase behaviour. The purpose of the study was to study 
the purchase intention of the buyers towards these Cause 
marketing products and the opinions of retailers and com-
panies performance of cause marketing as well.

The findings of the study are
The study examined through hypothesis testing that 
whether there was any significant relationship between the 
educational qualification and awareness about cause relat-
ed marketing. But the hypotheses testing proved there is 
no such relationship. It also provided that the profession-
ally qualified people are least aware of the cause market-
ing than others.

The study offered some support for the proposition that 
cause marketing can enhance brand attitude and that the 
change in brand attitude experienced by the consumers 
will be more positive as a result of exposure to cause mar-
keting strategies than some common sales promotions.

It is inferred in the study that the customers who are ready 
to switch from brand not contributing to Cause to a brand 
contributing to cause strongly agree that they not switch 
from the brand if the brand is contributing to cause.

It is also found through the study that the customers are 
of opinion that these cause marketing campaigns will have 
positive impact on corporate image of the company. It is 
also more likely that customers choose the products con-
tributing to a cause out of two brands if the price and 
quantity remains identical.

The majority of the customers also agree that celebrity 
endorsement to cause marketing will help to promote the 
cause marketing more efficiently. 

It is inferred in the study that majority of the customers 
strongly are of the opinion that they would stop buying 
the product if they come to know that money contributed 
by them is wasted. They further revealed that they would 
stop buying the product if the company stops cause mar-
keting campaigns.

CONCLUSION
Concluding the results of the study which are in line with 
the literature, it is evident that cause related marketing is 
one of the phenomenal tools of marketing practice which 
has significant effect on the purchasing decisions of the cus-
tomers. It has a significant effect on the reputation of the 
retailers dealing with the cause marketing brands. Conse-
quently with an effect on purchasing decision of the cus-
tomers leading to raise in brand loyalty make customers to 
purchase bulk quantities, re-purchase and they also help in 
creating  positive word of mouth about the brand and com-
pany that eventually increases sales of a corporate sector.

As far as cause marketing is concerned it is multi dimen-
sional and more effective tool among other marketing 
tools like free sampling, coupons etc. Even it is more 
cheaper and help the organisation to achieve its goals and 
objectives more widely in the long term. Apart from sales 
it helps to companies to increase customer loyalty. It will 
further makes easier to enter into new segments along 
with the help to the companies to introduce new brand or 
product as they have positive image in the market and ac-
ceptability of the consumers.

The technological development has allowed transmitting 
the information flows instantly and at a low cost. The inter-
net has a high importance in transmitting information to a 
global audience and can help increasing customers’ confi-
dence in socially responsible business. Thus the companies 
can take best advantage of the information technology 
and promote cause marketing efficiently and transparently 
to gain the reputation through retailers supportive hand 
and brand loyalty of the customers. 

SUGGESTIONS
Cause related marketing is important for acquiring long 
term success, being each organisation’s essential competi-
tive advantage and a path to society’s sustainable develop-
ment. Few suggestions have been made on the basis of 
the evaluative study on cause marketing.

Cause marketing must be done more transparently not 
only by the companies which have taken up but also by 
the non-profit organisations have to be transparent to gain 
the confidence of the customers.

It is also suggested that most of the unsolved problems in 
the country remain untouched by the companies by way of 
cause marketing. So the companies should look through 
this.

It is very necessary on part of the customers to be more 
aware of the cause or campaign they are contributing a 
part of their money.

Since many people are still unaware of cause marketing 
word of mouth advertising to reach each customer has to 
be undertaken.



INDIAN JOURNAL OF APPLIED RESEARCH  X 539 

Volume : 6 | Issue : 4 | April 2016 | ISSN - 2249-555X | IF : 3.919 | IC Value : 74.50ReseaRch PaPeR

References:-
1. Cooper D.R, Schindler P.S, (2003), Business Research Methods. TATA 

Mc Graw Hill publications, Eighth Edition.

2. David and Lee , Marketing and corporate initiative that build a better 

society. New Delhi Anmol publications, 10th edition.

3. Kotler. P and Keller K.L.,(2006) , Marketing management , Prentice-hall 

India, Twelfth Edition.

4. Pillair S.N and Bhaaga Vatti . V , Statistics . Chennai S.Chand ltd. 2001, 

13th edition.

5. Sherlaker S.A , Marketing Management, Himalaya publishing house. 6th 

edition.

6. Sen, S and bhattacharya CB 2001, “Does doing good always lead to 

doing better? Consumers reactions to CSR”, Journal of consumer psy-

chology , vol 38, no2, pp,225-243. Retrieved from http://onlinejournals-

bunch.com ( March 2015).

7. AAker and Keller , KI 1990, ‘ Consumer Evaluation of brand extensions’, 

Journal of marketing, vol 54. Retrieved from http://journalsofmarketing-

forum.com ( March 2015).

8. Varadarajan, P.R, Menon, A(1988), cause related marketing: a co align-

ment of  marketing strategy and corporate philanthropy, Journal market, 

vol .52 (7).  


