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Abstract 

       Cause marketing is defined as a type of corporate social responsibility, in which a 

company’s promotional campaign has the dual purpose of increasing profitability while 

bettering society. Cause-related marketing is a powerful marketing tool that business and 

non-profit organizations are increasingly leveraging. According to the Cone Millennial 

Cause Study in 2006, 89 % of Americans (aged 13 to 25) would switch from one brand to 

another brand of a comparable product (and price) if the latter brand was associated with 

“good cause". Objectives of the study, To identify the level of perception towards cause related 

marketing of FMCG products in Udumalpet Taluk.Methodology of the study, Descriptive research 

design has been used in this study. This study used to primary data as well as secondary 

data. Primary data was collected through structured questionnaire. Data collected from 

Udumalpet taluk only.Findings of the study, It is clear that, one - way ANOVA was applied to 

find whether significant difference exists between Low, Medium and High groups of overall 

perception score with respect to attributes influence shopping of cause related products. All 

the P value is less than the 0.05 at 5% level of significance. Conclude the study, It works as a 

great differentiator in FMCG as there are so many similar offerings in the market. A well 

rated & effectively communicated cause marketing campaign creates a positive impact on 

buying behavior of the consumers in favour of the brand. 
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I INTRODUCTION 

 Cause marketing is defined as a type of corporate social responsibility, in which a 

company’s promotional campaign has the dual purpose of increasing profitability while bettering 

society. A similar phrase, cause-related marketing, usually refers to a subset of cause marketing 

that involves the cooperative efforts of a for-profit business and a non-profit organization for 

mutual benefit. 

 The first known case of cause marketing in America was in March, 1974 when Carr & 

Associates International was formed by John T. Carr as a way of “giving back” by engaging 

charitable causes and businesses to support each other. The organization was promoted by John 

T. Carr’s focus on enlisting businesses to give back referral fees on what they might normally 

spend for marketing; and having those funds redirected toward the charitable cause of the 

buyer’s choice. 

 Cause-related marketing is a powerful marketing tool that business and non-profit 

organizations are increasingly leveraging. According to the Cone Millennial Cause Study in 

2006, 89 % of Americans (aged 13 to 25) would switch from one brand to another brand of a 

comparable product (and price) if the latter brand was associated with “good cause”. The same 

study also indicated that a significant percentage surveyed would prefer to work for a company 

that was considered socially responsible. This can be linked to the increase in workplace giving 

programs. Earlier studies by Cone indicate an upward trend in the number of Americans who 

associates their own buying habits with cause marketing as well as an expectation that those 

companies to be “good corporate citizens”. These studies also show a substantial increase from 

just before to just after the September 11, 2001 attacks. 

 Numerous other studies have also been conducted to show that cause-related marketing 

has helped to increase a company’s profits. For example, in the cause marketing campaign by 

American Express (to which the term “cause marketing” is attributed), the company saw a 17 % 

increase in new users and a 28 % increase in card usage. Evidence shows that CSR voluntarily 

initiated by firms will result in more opportunities for profit than CSR mandated by the 

government. 
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II REVIEW OF LITERATURE 

 Edmondson et al (2014) this study created a model that tests five key constructs that 

can influence cause partner selection. To add realism, this model is tested using an ad 

that was part of a previous national campaign. The findings indicate that brand 

familiarity cause importance and cause-brand fit have a positive effect on the alliance 

and that the alliance, in turn, has a positive, direct effect on three outcome variables 

including attitude toward the brand, the cause and purchase intentions. 

 Brink (2006) termed CRM as a specific marketing activity through which the firm 

promises its consumers to donate company resources to a worthy cause for selling the 

each unit of product or service. 

 Dean (2004) specifically explored different consumer perceptions of CRM versus 

one-time corporate donations. He found that consumers found only positive 

attributions towards P & G for engaging in a CRM campaign supporting the Special 

Olympics. Respondents found that the campaign to be acting socially responsible and 

not exploitive. 

 Endacott (2004) has advocated that CRM is one of the fastest growing marketing 

communications due to the fact that it is a win-win-win situation for business, non-

profit organization and consumer. 

 The study by Yanli Cui, Elizabeth S. Trent, Pauline M. Sullivan, Grace N. Matiru 

(2003) finds that females, social science majors, parents’ annual income and previous 

donation activity have significant impact on the evaluation of a CRM offer. There is a 

positive relationship between evaluation of CRM offer and purchase intent toward the 

offer. 

III STATEMENT OF THE PROBLEM 

 In the competitive era, companies are very much concerned in rendering social 

responsible initiatives. They also involve their valuable customers in this endeavour by seeding 

cause related promotion strategy in their minds. Our consumer market has already has started 
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witnessing many brands in FMCG category adopting cause related marketing strategy. In this 

regard, the following questions arises 

 Are customers really interested to pay more for the product which offers cause than that 

of others? 

 Is it a pleasure to them to encourage others for buying cause related products? 

 Does the company can build long term customer relationship with cause related 

marketing? 

IV OBJECTIVES OF THE STUDY 

To identify the level of perception towards cause related marketing of FMCG products in 

Udumalpet Taluk. 

V HYPOTHESIS OF THE STUDY 

Null Hypothesis (H0) : I would like to know more about the product related to cause scores do 

not differ based on the low, medium and high groups overall perception of respondents. 

Alternative Hypothesis (H1) : I would like to know more about the product related to cause 

scores do differ based on the low, medium and high groups overall perception of respondents.  

VI METHODOLOGY OF THE STUDY 

Descriptive research design has been used in this study. This study used to primary data 

as well as secondary data. Primary data was collected through structured questionnaire. Data 

collected from Udumalpet taluk only. Secondary data was collected from journals, websites, 

news paper, Library sources etc., Pilot study purpose data was collected. Total numbers of 

respondents were 50. Primary data collected through structured questionnaire. Descriptive 

statistics and ANOVA was used in this study. Data collected during the period from August 

2018. Convenience sampling method has been used in this study. Cause related marketing of 

FMCG product (HUL, Oral–B, ITC, P&G, Tata salt, Acquafina) buyers are respondents of the 

study. 
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VII ANALYSIS AND INTERPRETATION 

ANALYSIS OF VARIANCE 

The analysis of variance is a powerful statistical tool for tests of significance. The test of 

significance based on t-distribution is an adequate procedure only for testing the significance of 

the difference between two sample means. In a situation when we have three or more samples to 

consider at a time, an alternative procedure is needed for testing the hypothesis that all the 

samples are drawn from the populations with the same mean. The basic purpose of the analysis 

of variance is to test the homogeneity of several means. 

The ANOVA used for studying the differences among the influence of various categories 

of one independent variable on a dependent variable is called one-way ANOVA. The ANOVA is 

designed to test whether a significant difference exists among the three or more sample means. In 

this analysis, the total variance in a set of data is divided into variation within groups and 

variation between groups. The analysis of variance technique is used when the independent 

variables are of nominal scales and the dependent variable is metric or least interval scaled. 

LEVEL OF PERCEPTION CAUSE RELATED MARKETING ON FMCG PRODUCTS - 

MEAN SCORE ANOVA 

Table No. 1 

Descriptive Statistics 

  N 

Minimu

m 

Maximu

m Mean 

Std. 

Deviation 

Perception 

factors 
50 30.00 69.00 53.4400 9.77744 

        Source: Primary data. 

(Based on the above table Low, Medium, High was arrived) 

The above table shows that the shopping behavior scores of respondents vary from a 

minimum of 30 to a maximum of 69. It is intended to group the respondents into 3 major type’s 

namely low, medium and high level of perception. For this purpose Mean and S.D are calculated. 

The respondents who have obtained scores of Mean – 0.5 S.D were classified into low 

perception and the respondents who score more than Mean + 0.5 S.D were classified into high 

level of perception. The scores of the respondent’s perception, the various perception scores of 
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various factors were compared across the Low, Medium and High overall perception factors of 

respondents and the results are discussed below 

 

 

ANOVA 

VARIOUS ATTRIBUTES INFLUENCE THE LEVEL OF PERCEPTION ON THE 

FMCG PRODUCTS 

Null Hypothesis (H0) I would like to know more about the product related to cause scores 

do not differ based on the low, medium and high groups overall perception of respondents.  

TABLE NO.2 

COMPARISON OF FACTOR SCORES BY OVERALL PERCEPTION ON CAUSE 

RELATED MARKETING OF FMCG PRODUCTS (Low, Medium, High) 

Perception 

Factors 
Level N Mean 

Std. 

Deviation 
Std. Error 

F 

value 
Sig. 

I would like to 

know more about 

the product related 

to cause  

Low 16 1.875 0.619139 0.154785 

11.657 0.000 Medium 18 2.888889 0.900254 0.212192 

High 16 3.5 1.264911 0.316228 

I would be more 

interested in 

paying more for 

the product of the 

firm which offers 

cause than that of 

others  

Low 16 2.375 0.718795 0.179699 

21.850 0.034 Medium 18 2.777778 1.262843 0.297655 

High 16 3.75 0.856349 0.214087 

By purchasing this 

product I believe 

that I can 

participate in this 

cause promotion  

Low 16 2 0.516398 0.129099 

9.729 .000 Medium 18 3.111111 1.231398 0.290243 

High 16 3.375 0.885061 0.221265 
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My preference for 

buying products 

that leads to cause 

is overwhelming   

Low 16 2.5 0.516398 0.129099 

5.412 .008 
Medium 18 3.333333 0.685994 0.16169 

High 16 3.875 0.957427 0.239357 

The reason for the 

purchase of 

product that related 

to cause has 

excited me   

Low 16 2.125 0.957427 0.239357 

8.811 .001 
Medium 18 3.555556 0.983524 0.231819 

High 16 4.125 1.087811 0.271953 

I'd like to 

recommend my 

friends to buy 

products that make 

this kind of cause    

Low 16 2.625 1.147461 0.286865 

4.850 .012 Medium 18 3.222222 1.262843 0.297655 

High 16 3.875 0.957427 0.239357 

I would say good 

things about the 

products that are 

related to cause  

Low 16 2.375 0.885061 0.221265 

8.926 .001 Medium 18 3.555556 0.855585 0.201663 

High 16 3.75 1.238278 0.30957 

It's a pleasure to 

me to encourage 

others for buy 

cause related 

products and say 

about the positive 

things of the 

promotion of cause 

Low 16 2.75 0.856349 0.214087   

Medium 18 2.833333 0.485071 0.114332 

15.009 .000 

High 16 3.625 0.718795 0.179699 

I'll buy a product 

that offers more 

cause than any 

other brand 

available  

Low 16 2.5 1.032796 0.258199 

3.095 .055 Medium 18 3.111111 0.758395 0.178755 

High 16 4.125 0.619139 0.154785 
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Purchasing a 

product that relates 

to a cause makes 

me realize who I 

am   

Low 16 3 0.894427 0.223607 

4.767 .013 

Medium 18 3.444444 0.704792 0.166121 

High 16 3.875 0.806226 0.201556 

I have the highest 

intention of buying 

products that 

promote the cause   

Low 16 2.625 0.885061 0.221265 

10.654 .000 Medium 18 3.555556 0.855585 0.201663 

High 16 3.875 0.619139 0.154785 

The company has 

chosen a suitable 

cause with suitable 

reason   

Low 16 2.25 0.68313 0.170783 

34.631 .000 Medium 18 3.555556 0.704792 0.166121 

High 16 4.25 0.68313 0.170783 

I think that the 

company has a 

sense of 

democratic and 

humanist   

Low 16 2.875 0.806226 0.201556 

6.947 .002 Medium 18 2.977778 0.646762 0.152443 

High 16 3.75 1 0.25 

The company can 

build long term 

customer 

relationship with 

cause related 

marketing   

Low 16 2.125 0.341565 0.085391 

42.606 .000 Medium 18 3.111111 0.758395 0.178755 

High 16 4 0.516398 0.129099 

I feel that the 

product related to 

cause is very 

significant   

Low 16 2.75 0.856349 0.214087 

19.569 .000 Medium 18 3.333333 0.685994 0.16169 

High 16 4.25 0.447214 0.111803 

I think it is one of 

the kind of social 

Low 16 2.375 1.147461 0.286865 
29.820 .000 

Medium 18 3.555556 0.704792 0.166121 
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responsibility   High 16 4.625 0.5 0.125 

Buying a product 

through cause 

related marketing 

helps to condense 

the guilt of not 

being able to help 

the society 

Low 16 2.75 1.125463 0.281366 

20.662 .000 
Medium 18 3.888889 0.582983 0.13741 

High 16 4.5 0.516398 0.129099 

Source: Primary data. 

INTERPRETATION 

Among the respondents the group belonging to high overall perception constitutes the 

highest  mean of 3.5 and the low group of overall perception have scored lowest mean of 1.87 on 

I would like to know more about the product related to cause.  This shows that respondents with 

high overall perception scores have higher attitude towards I would like to know more about the 

product related to cause also. Among the respondents the group belonging to high overall 

perception constitutes the highest  mean of 3.75 and the low group of overall perception have 

scored lowest mean of 2.37 on I would be more interested in paying more for the product of the 

firm which offers cause than that of others. This shows that respondents with high overall 

perception scores have higher attitude towards I would be more interested in paying more for the 

product of the firm which offers cause than that of others also. Among the respondents the group 

belonging to high overall perception constitutes the highest mean of 3.37 and the low group of 

overall perception have scored lowest mean of 2 on By purchasing this product I believe that I 

can participate in this cause promotion than that of others. This shows that respondents with high 

overall perception scores have higher attitude towards by purchasing this product I believe that I 

can participate in this cause promotion also. Among the respondents the group belonging to high 

overall perception constitutes the highest  mean of 3.87 and the low group of overall perception 

have scored lowest mean of 2.57on My preference for buying products that leads to cause is 

overwhelming. This shows that respondents with high overall perception scores have my 

preference for buying products that leads to cause is overwhelming also. 
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It is clear that, one - way ANOVA was applied to find whether significant difference 

exists between Low, Medium and High groups of overall perception score with respect to 

attributes influence shopping of cause related products. All the P value is less than the 0.05 at 5% 

level of significance. It inferred that there is significant difference among the Low, Medium and 

High groups of overall perception with respect to I would like to know more about the product 

related to cause. Hence the null hypothesis is rejected and alternative hypothesis is accepted. 

VIII SUGGESTIONS 

 Increased competition and saturated markets have driven companies to search for 

untraditional attributes to prevent brand and image from disappearing. In this context an 

increasing number of corporations have decided to establish corporate social responsibility. 

 As a part of corporate social responsibility billions of dollars have been invested in cause-

related marketing. The number of companies engaged in this marketing communication strategy 

has been steadily growing, due to the fact that this is a win-win-win situation for business, Non-

profit organizations and consumers (Endecott, 2004). The numbers of causes where partnerships 

are established are enormous, for example children’s education, health and hygiene, even human 

services etc. 

 Cause-related marketing programmes connect profit and Nonprofit organizations, 

simultaneously responding to the changing marketing conditions and fulfilling business goals. It 

is a great opportunity for companies to demonstrate their social responsibility, as well as to help 

the realization of a worthy cause. Cause-related marketing activities also serve as a marketing 

communication tool, thus influencing consumers’ perception, attitude and intention to buy a 

certain product or a brand. They rely on socially conscious consumers who strive to contribute to 

a common good. 

 The research presented in this study analyzes the perception of Udumalpet Taluk 

consumers towards selected cause-related marketing fast-moving consumer goods. The 

importance of consumer perception, attitude towards cause-related marketing programmes and 

the influence of those elements in their intentions to buy also considered. 

IX CONCLUSION 

 The study was conducted to find out the perception of consumers towards cause related 

marketing of FMCG category and its impact on their buying behavior. It was found that 
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consumers perceive cause as a more responsible tool to contribute to society. They appreciate the 

initiatives taken by the marketers joining the hands with the NGO working for a noble cause. A 

well designed cause marketing campaign can bring benefits to the company. It works as a great 

differentiator in FMCG as there are so many similar offerings in the market. A well rated & 

effectively communicated cause marketing campaign creates a positive impact on buying 

behavior of the consumers in favour of the brand. 
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