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Abstract  

Purpose: The aim of this study is to investigate what factors are important when imple-

menting cause-related marketing within the Swedish fashion retail market, in 

order to change the purchase intention of customers. 

Background: Cause-related marketing (CRM) is a widely used marketing tool within the 

Swedish fashion industry. There has been an increasing trend of using cause-

related marketing as part of corporate social responsibility strategy. Compa-

nies increasingly believe that associating their corporate identity with good 

causes can be an effective marketing tool. There is limited research about 

CRM with a bearing on the Swedish market and the fashion industry. This has 

given the authors an interesting field for research and analysis.  

Method: A quantitative method was used to collect primary data. A survey was con-

ducted among customers of H&M, Lindex, Mango and Indiska. These compa-

nies were chosen after the observation of a large amount of Swedish based 

fashion retailers and their involvement within CRM.  

Conclusion:  Our results indicate that there is a link between cause-related marketing and 

customer purchase intentions. CRM campaigns have positive effects on cus-

tomers by increasing their purchase intentions. Marketing communication, 

price, customer attitude and fit are important factors that affect the purchase of 

CRM products. A further investigation can be useful for companies and re-

searchers in the field of marketing strategies. 
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1 Introduction 

Chapter one introduces the background and a justification for this study as well as outlining the purpose. 

1.1 Background 

Cause-related marketing (CRM) is conceived as a corporate social initiative that corporations 

undertake to improve the well-being of the community by supporting social causes and to 

fulfil commitments to corporate social responsibility (CSR) (Kotler & Lee, 2005). A market 

and opinion research made within the borders of the UK proved that corporate social respon-

sibility is the third strongest factor affecting customer purchase decisions. The two other fac-

tors are price and quality. The same researchers state that the number of buyers perceiving 

CSR as a significant part of corporate culture has increased from 24% to 48% between 1997 

and 2001 (Dawkins & Lewi, 2003). A key element in CSR is to be discretionary in both 

monetary and non-monetary contributions. The public expects corporations to take responsi-

bility for the society as well as for the environment. In the last decade, it has become a norm 

for corporations to do good resulting in increased giving and a transition from giving as an 

obligation to giving as a strategy (Kotler & Lee, 2005).  

There are many terms similar to cause-related marketing, e.g. corporate social marketing, 

social issues marketing and passion branding. The substantial difference between the former 

terms and cause-related marketing is that the former focuses on the larger social good whilst 

the latter focuses on a specific cause (Berglind & Nakata, 2005). The definition of cause-

related marketing is as follows:  

“Cause-related marketing is the process of formulating and implementing 

marketing activities that are characterized by an offer from the firm to con-

tribute a specified amount to a designated cause when customers engage in 

revenue-providing exchanges that satisfy organizational and individual ob-

jectives” (Varadarajan & Menon, 1988, p.60). 

The essence of CRM is to market a product, service, brand, or company by tying it with the 

social cause (Berglind & Nakata, 2005). An interesting example of CRM occurred in 1997 

when Yoplait, a large French international company, formed a special partnership with 

Susan. G. Komen Breast Cancer Foundation. For every cup of yoghurt sold, the company‟s 

parent company General Mills donated 10 cents to the breast cancer foundation research 

(www.yoplait.com). Yoplait carried out an extensive campaign that was called Save Lids to 
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Save Lives, which proved to be a huge success. Yoplait raised many millions of dollars for 

the cancer foundation, strengthened its brand image as well as raised public awareness to the 

cause (Berglind & Nakata, 2005). 

There has been an increasing trend of using CRM as part of corporate social responsibility 

strategy. Companies increasingly believe that associating their corporate identity with good 

causes can be an effective marketing tool (Frazier, 2008; Ornstein, 2003). This is often spot-

ted in companies that have large customer bases, wide distribution channels and mass-

markets appeal such as financial services and customer goods (Kotler & Lee, 2005). This can 

be observed within customer goods markets e.g. the fashion retailers. 

The use of CRM in Sweden is still limited compared to overseas. However, there are compa-

nies that several years adopted CRM in their campaigns. Studies have proved CRM to have a 

positive influence on customers‟ perceptions of corporate reputation after a company has en-

gaged in unethical behaviour (Creyer & Ross, 1996). Despite being rumoured of abusing 

child labour and conducting unethical disposal of old stock (MorganPR.co.uk), H&M is one 

of the leading fashion companies in Sweden to be deeply serious about CSR in all aspects and 

conducts cause-related marketing as one of the approaches to influence the customers‟ per-

ception of the brand (Blomqvist & Posner, 2004). Both customers and governmental expecta-

tions drive the fashion industry‟s engagement. Yet, there are limited research made within the 

Swedish market and the fashion clothing industry. This has given the authors an interesting 

field for research and analysis.  

1.2 Customer response to Cause-Related Marketing 

Despite the increasing popularity of CRM in partnerships between for-profit firms and non-

profits organisations (NPOs), not all successful CRM campaigns can be conducted without 

facing harsh criticism from the public. In the United States, it has been observed that cause-

related marketing has been widely applied to boost sales and increase profits. During the 

event of national breast cancer week, the NPOs were worried that they were taken advantage 

of by the endorsing firms. One of the reasons for this risen anxiety was due to misleading 

information about the sum of donations, where the actual donated amount per product turned 

out to be ridiculously small (Twombly, 2004). A watchdog group that monitors breast cancer 

CRM promotions also gave harsh criticism to the successful Yoplait campaign Save Lids to 

Save Lives: “A woman would have to eat three containers of Yoplait every day during the 

four-month campaign to raise $36 for the cause—and research suggests a number of health 
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risks, including cancer, associated with the consumption of dairy products from cows given 

rBGH (recombinant bovine growth hormone).” (www.thinkbeforeyoupink.org). 

According to Polonsky and Speed (2001), poorly managed CRM leveraging has the potential 

to send some negative signals about sincerity to the target market. The same authors also 

stress the importance of transmitted sincerity of the sponsored event since sponsors who are 

seen as less sincere generate reduced sponsorship impact. Nevertheless, customers generally 

have favourable attitudes toward the use of CRM (Polonsky & Speed, 2001; Ross, Patterson 

and Stutts, 1992; Strahilevitz & Myers 1998; Webb & Mohr, 1998; Holmes & Kilbane, 

1993). The overall impact of a CRM campaign on purchase intention can differ depending on 

various factors such as the level of fit between the company and the cause (Polonsky & 

Speed, 2001; Lafferty, 2007; Gupta & Pirsch 2004), the perception and customer attitude 

towards the cause and the sponsoring company (Lafferty, Goldsmith & Hult 2004; Dacin & 

Brown, 1997, Polonsky & Speed, 2001), the effect of price (Pracejus, Olsen & Brown 2004; 

Strahilevitz & Myers, 1998) and conducting an effective marketing communication strategy 

(Kizilbash & Maile 1977). These factors can affect the customers‟ willingness to help in a 

cause and thus affect purchase intentions. Webb and Mohr (1998) support the notion by stat-

ing that a CRM campaign provides the purchasers with a reason to change their purchase 

behaviour in favour of the sponsoring firm at the point of purchase. CRM has been proven to 

be powerful tool with its importance for single purchases, affecting the NPOs, the endorsing 

firm and the customers (Polonsky & Speed, 2001). Some of the many advantages are among 

increased purchases and improved company image (File & Prince, 1998; Polonsky & Speed, 

2001).  

Cordtz (1990) argues that the social activity in the commercial fashion has especially in-

creased among companies. Our study focuses on the different customer responses generated 

by the commercial objectives of CRM campaigns. The retailer was the top fundraising sector 

during 2001-2004 in the UK contributing over £41 million through the use of CRM (Business 

in the Community). According to Cone Communication Press Release 1997, when price and 

quality are equal, customers are willing to switch retailers to one that supports a cause (cited 

in Webb & Mohr, 1998). In the recent events of the catastrophe in Haiti, many Swedish com-

panies have formed partnerships with NPOs such as UNICEF, The Red Cross and Oxfam 

International to raise funds for the cause. H&M, Lindex, Indiska and Mango are examples of 

four fashion retailers in the Swedish market that are active within cause-related marketing 

through partnering with NPOs (mango.com; hm.se; lindex.se; indiska.se). This study clarifies 
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the way of each company's CRM campaign and the differentiation between them, which can 

lead to different customer responses and purchase intentions.  

1.3 Purpose 

The aim of this study is to investigate what factors are important when implementing cause-

related marketing within the Swedish fashion retail market, in order to change the purchase 

intention of customers.  
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2  Theoretical framework and hypotheses development 

Chapter two presents the current theoretical framework and research in the area of cause-

related marketing and literature in the related areas of marketing and consumer psychology. 

This chapter is divided into fundamental theories and main theories.  

The fundamental theories simplify the understanding of cause-related marketing to clarify 

why people are affected and why companies behave as they do. It provides knowledge of 

cause-related marketing, helping behaviour theory and the purchase intention of customers.  

The main theories form the backbone for this paper. The focus will be on variables that shape 

the purchase intention such as fit, marketing communication, price and customer attitude. The 

model below describes the structure of the theoretical framework. 

 

Figure 2.1 Structure for theoretical framework  
Source: Developed for this research by the authors 

2.1 Fundamental theories  

In this section, different aspects which affect the outcome of the use of cause-related market-

ing is presented. It brings forward the essential features of helping behaviour and purchase 

intention. 

2.1.1 Cause-related marketing  

The following theory covers the concept of cause-related marketing. In order to fulfill the 

main aspects, it is divided into definitions, objectives and initiatives. 
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2.1.1.1 Definitions 

Cause-related marketing (CRM) has emerged a new form of corporate social responsibility 

(CSR) in recent years as an important concept within several industries (Kotler & Lee, 2005). 

Scholars have given the concept different definitions. For the first time in the marketing 

world, the phrase of cause-related marketing was used in the American Express campaign, 

The Statue of Liberty-Ellis Island Foundation: 

“Good work = Good business… Not only is it appropriate for the company 

to give back to the communities in which it operates, it is also smart busi-

ness. Healthy communities are important to the well-being of society and 

the overall economy...” Harvey Golub, Chairperson and CEO of American 

Express in 2000 (Philanthropy at American Express report, 2000) 

This effort helped the company‟s bottom line as well as collected USD 1.7 million for charity 

purpose. Further, the U.S. based Cone/Roper reported that two-thirds of customers are willing 

to switch brands or retailers to doing good corporations, where price and quality are at the 

same level (Kotler & Lee, 2005). According to Fisher (1980), the concept of cause-related 

marketing originated in the United States, where the principle of “doing well by doing good” 

and tolerant self-interest has been an obvious characteristic of corporate philanthropy (cited 

in Smith & Higgins, 2000). 

Market competitiveness has increased because of similarity between many products with 

comparable quality, price and service. Therefore, companies need to differentiate themselves 

and their products through advertising, promotion, services, and corporate social responsibil-

ity, e.g. partnership with charity organisations or support a cause. This strategy is defined in 

term of cause-related marketing, as a communications tool (Bronn & Vrioni, 2001).  

Davidson (1997) contrasts CRM with other corporate social responsibility as he describes it 

as a for-profit company manufacture a product and a certain amount of link-product sales go 

to the specific cause (cited in Rentschler & Wood, 2001). According to Davidson (1997), the 

focus of CRM lies on the customer. Hence, the money has to be received from the customers 

by purchasing CRM-linked product then the company donates it to the cause. If the custom-

ers do not purchase the CRM-linked product then the company does not have money to con-

tribute to the charity  
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During the Cadbury Schweppes‟ CRM campaign, the chairperson of the Business in the 

Community, Dominic Cadbury, stated in 1996:  “CRM is an effective way of enhancing cor-

porate image, differentiating products and increasing both sales and loyalty” (cited Pringle & 

Thompson, 1999). This strategy links the benefit of a cause, to the purchase of the firm‟s 

products, which can improve corporate performance and help worthy cause (Varadarajan & 

Menon, 1988). Pringle and Thompson (1999) explained the concept of CRM as well as a stra-

tegic positioning tool which links a company to a cause for mutual benefit. 

The concept of cause-related marketing has been described by Michaels (1995) as civic mar-

keting or by Abrahams (1996) as public purpose marketing (cited Polonsky & Wood, 2001). 

Whilst the characterisation of this concept has been discussed by academics over many years, 

Varadarajan and Menon (1988) defined the concept of cause-related marketing in a broader 

aspect, as previously mentioned in section 1.1. However, according to Smith & Higgins 

(2000), this description limits CRM to specific transactions compared to other definitions, 

which are less precise.  

2.1.1.2 Objectives  

Cause-related marketing has been a contemporary means of continuing to fulfil a deep-seated 

requirement at both corporate and personal level. This competitive and entrepreneurial activ-

ity has benefited both corporations and individuals by helping millions of people (Pringle & 

Thompson, 1999). 

The aim of a firm‟s CRM activities is to accomplish corporate, social and marketing objec-

tives. It takes time in this process to establish clear, specific and measurable goals. The main 

objectives are related to the business and marketing needs (e.g. increase market share), em-

ployee related needs (e.g. attract talented employees) or social needs (e.g. reputation and 

goodwill) (Kotler & Lee, 2005; Bloom, Hoeffler, Keller & Meza, 2006). The model below 

shows three fields with detailed objectives of cause-related marketing activities.  
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Table 2.1 Cause-related marketing objectives  
Source: Developed for this research by the authors based on findings from Varadarajan & Menon, 1988; Ben-

nett, 1998; Bronn & Vrioni, 2001; Ross et al, 1991;Smith & Alcorn, 1991; Kotler & Lee, 2005. 

Varadarajan and Menon (1988) outline, “CRM is a versatile marketing tool that can be used 

to realize a broad range of corporate and marketing objective” (p. 60).  Furthermore, same the 

authors explain the main objectives such as increasing sales and improving corporate image 

by stimulating revenue-producing exchanges between the company and its customers. Simi-

larly, Ptacek and Salazar (1997) found the primary goal of CRM by increasing incremental 

sales while contributing to the non-profit organisation (cited in Rentschler & Wood, 2001). 

2.1.1.3 Initiatives 

Cause-related marketing campaigns can be delivered via collaborating with non-profit or-

ganisations or by addressing the cause itself. There are benefits and risks of these two ap-

proaches, which can lead to either a successful campaign with an altruistic purpose or to an 

empty charity promotion and exploitation. The discussion for marketers and companies is to 

decide whether to go directly to the cause or to use related charity organisation as the vehicle 

for the company‟s engagement. In this case, it is important to make sure that the company 

and the cause share the same territory. The advantage of charity partnership can be such as 

working with a well-known organisation through the reputable position in the market place. 

This approach is useful for developing the CRM campaign for the company by using the 

charity‟s infrastructure and is beneficial for the non-profit organisation through the use of its 

resources and marketing activities.  In direct approach, the credit for the CRM activity and 

the ownership goes to the company as well as the benefit of decision-making and marketing 

policy in terms of acting alone. While in the partnership approach, the disagreement of mar-
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keting policies can be an issue between the company and non-profit organisation (Pringle & 

Thompson, 1999) (See Appendix 1). In the case of taking an action in different approaches, it 

has been approved by Ellen, Mohr and Webb (2000) that disaster-related causes have more 

positive effects on customers than ongoing causes in CRM campaign (Ellen et al., 2000). 

However, the charity partnership approach is the cooperation between a sponsoring company 

and non-profit organisation through a program designed to raise money based on product 

sales (Varadarajan & Menon, 1988). Since 2001, H&M has collected more than £1 million 

for the Water Aid organisation. Every year H&M designs an exclusive bikini where 10% of 

each sold bikini goes to the different projects in Bangladesh, concerning education and water 

issues (H&M facts report 2008).  

The research by Holmes and Kilbane (1993) has proved that customers express mostly posi-

tive attitude on purchase intention concerning CRM campaign. There are some elements of 

the campaign that can make a difference on purchase intention, such as type of the product 

and amount of the contribution (Webb & Mohr, 1998).  

According to Kotler and Lee (2005), cause-related marketing campaigns are normally con-

ducted within a specific period of time, with a specific product where the generated donations 

are contributed to a particular cause. The program will raise funds for the charity and increase 

the sales potential for the company to support the cause. The most usual cause is within 

health issues, basic needs, children‟s needs and the environment. The scope of cause-related 

marketing initiative is wide but there are common types of product links and donation 

agreement. The points below will describe different initiatives and concerned example within 

the Fashion industry (Kotler & Lee, 2005):  

 A decided amount for every product sold (e.g. Indiska donated SEK10 for each sold 

product in the specific collection to Peace Trust organisation in 2010) 

 A specified percentage of the sales price of the product (e.g. Lindex donated 10% of 

the sales price for each sold product in the Pink Collection to Rosa Bandet in 2009). 

 A part or specific percentage of  profit from sales of a chosen product (e.g. Mango is 

donating a part of the profit for each sold bag to NGO Oxfam International for the 

victims in Haiti in 2010). 

 A part of the sales of a product (e.g. United Colors of Benetton had a donation linked 
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to each sold T-shirt with Braille logos to the World Blind Union in January 2002). 

 A specified time line (e.g. Indiska held a fundraising activity for three months in 

2009-2010 (w.49-w.9)  for the Peace Trust campaign).  

 A selected product (e.g. since 2001, H&M donates 10% of every exclusive sold bikini 

to Water Aid organisation in Bangladesh). Or for several designed products (e.g. 

H&M donates 25% of the price of selected bodies, dresses, T-shirts and tops designed 

by artists to the non-profit organisation Designers Against AIDS.) 

There are some key factors that affect the result of different CRM initiatives such as; fit be-

tween cause, company and customer, link between targeted product and the cause, simplicity 

and comprehensibility of the offer, suitable marketing strategy concerning the customer tar-

get, well-known charity partnership (Kotler & Lee, 2005). 

2.1.2 Purchase intentions 

The customer interest of fashion purchases in view of ethicality purpose has increased during 

the last decades. The clothing purchase intention can differ between casual clothing and smart 

clothing, because of many purchase motives and inherent challenges in the clothing industry 

(Birtwistle & Tsim, 2005). Proenca and Pereira‟s (2007) research reveal the different 

purchase patterns that appear when cause-related marketing is used within the clothing 

market. Customers can be divided into three groups; the proactive, the reactive and the non-

buyers (Proenca & Pereira‟s 2007). The proactives independently choose to buy CRM 

products in order to contribute to the charity activity. The reactive group performs the same 

purchase only if they are approached by commercial activities while the non-buyers do not 

buy CRM products at all. Additional factors affecting this kind of purchase decision are e.g. 

impulse behaviour, salespeople and availability. A study by Barone, Miyazaki and Taylorn 

(2000) investigates what factors affect the purchase intention of products from a company 

employing a CRM campaign or purchase intention of specific CRM products. The customer 

motivation to engage in a cause is one of those factors while price difference is another factor 

(Barone et al., 2000). Strahilevitz (1999) also supports how price is important when deciding 

whether to make a charity-linked purchase or not. The motivation is related to the meaning 

created for the customer which is affected by the fit (Brodericki, Jogi & Garry, 2003). The 

perceived fit studied between the company, cause and customer can have great impact on a 

customer’s willingness to take part of a CRM campaign (Benezra, 1996). According to 
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Holmes and Kilbane (1993) the CRM campaign has a general positive effect on the purchase 

intention, however, the size of the donation and the product type have a strong influence. 

Thus, fit in turn can affect the attitude towards the campaign. 

According to Guy and Patton (1989) people are more willing to help when the situation of the 

cause is interpreted as urgent and shows a need of immediate actions. This research is 

supported by Piliavin and Charng (1990) and Skitka (1990), disaster causes have a higher 

tendency to induce widespread helping behaviour compared to ongoing causes (cited in Ellen 

et al. 2004). The research conducted by Ellen et al. (2000) found that customers‟ likeliness to 

help in a disaster cause was significantly higher than the offer for helping an ongoing cause.  

2.1.2 Helping Behaviour  

This section examines the impact of cause-related marketing on consumer behaviour, specifi-

cally the customers‟ intention to purchase. In addition to examining the literature and re-

search in the focal area of cause-related marketing, relevant literature from the areas of pro-

social behaviour and helping behaviour will also be discussed. 

As discussed in section 2.1.1.2, a critical role of any CRM activity is to change or enhance 

brand attitude and stimulate purchase. In an environment of increasing pressure to generate 

bottom line results, cause-related marketing is viewed as an avenue to increase sales, particu-

larly when contributions to a cause are directly linked to customer purchases (Polonsky & 

Speed, 2001). Past research has indicated women as being more altruistic and foster more 

favourable attitudes toward the endorsing company and the cause than men do (Ross et al. 

1992; Piper & Schnepf, 2007). Ross et al. (1992) suggest that when companies strategise 

their CRM campaigns, they should consider promoting their product(s) toward women and 

especially for firms whose products are traditionally purchased by women. Given that cause-

related marketing is driven by commercial objectives and is designed to generate consumer 

responses, it is critical to gain an understanding as to the circumstances that will facilitate that 

response. Polonsky and Speed (2001) claim that one motivation for a firm employing CRM 

strategy is the expectation that it will favourably influence their customers‟ behaviour, spe-

cifically purchase behaviour. According to Webster, (1975) and Mohr, Webb and Harris 

(2001), the success of a CRM campaign relies entirely on the existence of a socially con-

scious consumer. That is, it relies on a consumer whose purchase behaviour will be influ-

enced by an opportunity to help others. Prosocial behaviour is described as “…behaviour that 

is valued by the individual‟s society‟ (Burnett & Wood 1988, p.3) and may include a variety 

of actions such as helping others and donating to charity. A subset of prosocial behaviour is 
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helping behaviour (Dovidio, 1984). Helping behaviour has been defined as “… behavior that 

enhances the welfare of a needy other, by providing aid or benefit, usually with little or no 

commensurate reward in return” (Bendapudi, Singh & Bendapudi, 1996, p.34). 

Consumer behaviourists have long recognized that motivation is translated into behaviour 

only after the individual has completed a decision process that leads to that behaviour (Jans-

son-Boyd, 2010). Studies by social psychologists in the field of helping behaviour have iden-

tified a fundamental helping decision process that is somewhat different from the purchase 

decision process suggested by many consumer behaviourists. Guy and Patton (1988) have 

created a Helping Decision Process model that describes the process of customers when they 

decide whether to contribute to the cause. This model is essential to understand why custom-

ers decide to help and what triggers them to do so. The model is considered dated but still 

represents the first attempt to construct a model for giving behaviour. There are recent studies 

based on some of the key points in this model to further investigate the giving behaviour 

(Sargeant, 1999; Hibber & Horne, 1996; Bendapudi et al., 1996; Sargeant, West & Ford, 

2005) 

 

Figure 2.2 The Helping Decision Process And Potential Mitigating Factors. 
Source: Guy & Patton (1989) p.8 

The basic steps in this process are described in the middle column of Figure 2.2 which will be 

thoroughly discussed in this section. The process is triggered when the donor or customer is 

aware that another person needs help through the exposure of information from personal or 

non-personal sources (media) (Guy & Patton, 1989; Bendapudi et al. 1996). Mount (1996) 
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stresses the importance of predominance of a cause in order for the cause to stand out and 

secure visibility among other causes. When the cause is clearly visible, the donor notices a 

significant gap between the recipient‟s current situation and the ideal states of wellbeing. 

Thus, the individual will be motivated by a need to fight for social justice (Bendapudi et al., 

1996; Sargeant et al., 2004; Sargeant & Woodliffe, 2007). The second step of the process 

depends upon how the individual interprets the situation in terms of the intensity and urgency 

of the need. The level of severity or seriousness of the cause can bring about different re-

sponses where disaster causes have been proven to induce more giving than ongoing causes 

(Guy & Patton, 1989; Mount, 1996; Ellen, Mohr & Webb, 2004; Bendapundi et al., 1996). 

Other factors that the individual will take into account are the potential consequences to the 

person in need (and to the helper), the degree in which the person may be worthy or deserv-

ing of help (Griffin et al., 1993) and the behaviour of others who are also aware of the situa-

tion (Guy & Patton, 1989). People have a tendency to give more when there is a social norm 

for a society to contribute to helping causes (Guy & Patton, 1989; Bendapudi et al., 1996; 

Sargeant, 1999). The remainder of the whole process is largely dependent on how the indi-

vidual interprets the situation indicated by the different factors stated in the second step of the 

process. Once an individual interprets the situation as one in which someone should help, the 

third step requires the individual to recognize that he or she is the one who must act to help 

(Guy & Patton, 1989; Sargeant, 1999; Sargeant & West, 2005). The donor might feel empa-

thy with the recipient‟s current situation with other mixed emotions that can potentially en-

hance the motives for giving such as fear, guild and pity (Sargeant, 1999). A few notable re-

searchers including Guy and Patton (1989), Sargeant (1999) and Bendapudi et al. (1996) 

mention how important it is for the donors to feel an affinity with the sponsored cause. This 

could be explained with the donors‟ past experiences, which motivates them to support 

causes. Their motivations are also affected by their perceptions of whether the recipients are 

similar to themselves or to assist one‟s friends or loved ones. If the individual fails to recog-

nize personal responsibility and assumes that someone else will help, then helping behaviour 

will not take place. The proximity of a cause seems to have an effect on the level of motiva-

tion for customers to support and be involved in a cause. Ross et al. (1992) and Sargeant & 

Woodliffe (2007) found how customers responded more favourable towards local causes than 

to national causes. An underlying reason could be by the level of affinity that the customer 

has with the cause and recipient of the donation. The fourth step in the process is about the 

desire to help and the ability to help. These two elements are two entirely different things. An 

individual may feel a personal responsibility for helping the specific person in need. But 
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unless the individual feels there is something he or she can do that will be effective in helping 

the person, no help will be forthcoming (Guy & Patton, 1989; Mount, 1996; Sargeant, 1999). 

It is only when the individual identifies helping actions that he or she feels competent enough 

to perform, then help is likely to be given (Guy & Patton, 1989; Bendapudi et al., 1996). 

Once the preceding steps have been completed, the individual must take the final step of en-

gaging in the appropriate helping behaviour. Any environmental factors such as time, physi-

cal barriers, or even the weather may enhance or inhibit the actual behaviour (Guy & Patton, 

1989). 

The implications of this helping decision process to marketers of altruistic causes are both 

obvious and subtle. Despite the strong motivation to help others, the obvious in the process is 

that a breakdown can occur at any of the steps in the process. Each step is equally important 

but may not be sufficient to generate the donation. The factors that may enhance or inhibit an 

individual's progress through the stages in the helping decision process can be divided into 

two basic groups (shown in the left and right panels in Figure 2): Internal factors (characteris-

tics of the individual) and external factors (characteristics of the situation). Each of the fac-

tors can encourage a helping behaviour but they can also become barriers. People only help 

when they think they can in certain circumstances and it is for the marketers of these causes 

to remove those barriers. In order to generate the desire for people to give, Guy and Patton 

(1989) suggest that fundraisers must understand why people choose to contribute to causes 

and develop a marketing strategy that will encourage long-term commitments to the sponsor-

ing organisation. Since a breakdown of the helping decision process can occur at any stage, it 

is important for marketers to make sure that help can be offered with as little effort as possi-

ble. Slyke and Brooks (2005) recommend marketing strategists to segment the market with 

similar motivations and needs in order to determine appropriate targets and secure optimal 

communication and sincerity of the sponsored cause.  

2.2 Main theories 

Within main theories, the variables affecting the purchase intention of cause-related market-

ing products are investigated at a deeper stage. This is necessary in order to be able to deter-

mine which variables are vital for the customers’ of fashion retailers in Sweden.  

2.2.1 Marketing Communications 

Marketing communication and its effect on customers is important in many contexts. Kizil-

bash and Maile (1977) contended that successful marketing communication should be based 
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on three factors: the customer’s self-esteem, the supplier’s credibility and the difference be-

tween the suppliers and the customers’ attitudes. These three issues have to be linked to each 

other with the focus on persuasion in order to change the buyers’ purchase attitudes (Kizil-

bash & Maile, 1977). However, there is a theory called The consumer decision making proc-

ess framework which is linking the purchase behaviour to the marketing communication, a 

part of this framework is customer need. Recently, there has been an  increasing need for cus-

tomers to gain knowledge about the corporation’s fair-trading and ethical approach. Due to 

this need, many companies are creating an innocent image. The innocent image is making up 

for, or clarifying the company's business activities (Dahlén, Lange & Smith, 2010). A study 

on collaborations between companies and causes brought forward the effect of customer fa-

miliarity and put focus on the strategy behind the use of marketing tools. If a company is 

well-known, it has positive effects on the cause. However, if cause is already renowned, the 

same effect is not applicable by generating a positive image on the company (Lafferty & 

Goldsmith, 2003). 

An example of the use of both need and credibility is when using marketing communication 

within societal marketing. The example is taken from a situation where a company is trying 

to increase people's concern about the climate changes in the world, and thereby change cus-

tomers’ purchase behaviour. Then the marketer has to put focus on how the climate changes 

actually affect the customer (Peattie, Peattie & Ponting, 2009). However, another research 

highlights that the persuasiveness of the campaign is not important. Instead, the customer 

looks mostly on the credibility of the company which is based on their past experiences of the 

company (Tsai, 2009; Brodericki, Jogi & Garry, 2003). Nevertheless, marketing communica-

tions can also be used in order to build credibility, or change performance believes. There are 

different purposes behind the use of marketing communications, another is to add new brand 

associations or change a misunderstanding (Dahlén et al., 2010). 

Depending on the intentions and goal of the marketing communication, it has three separate 

objectives. The knowledge-based objective, also called cognitive, is when the marketer 

mainly wants to create awareness and spread information. The second is the feeling-based 

objective. This is when the communication intends to affect the customers' emotions and 

make them like the company. The third objective, action-based objective, is the behaviour to 

convince the customer to take action and actually purchase a product. All these objectives can 

be lined up in objective stages, starting with the knowledge-based, going to the feeling-based 

and finishing with the action-based objectives. Which type of objective that is relevant de-
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pends depends on where the company is in the marketing procedure (Dahlén et al., 2010; 

Egan, 2007).  

Concerning the action-based objective, campaign management is where the company is try-

ing to persuade the customer to take action and change their certain purchase behaviour (Mar-

tin, 2005). Thus, the credibility of the company has to be high in relation to the specific cam-

paign in order for the campaign to be effective (Kizilbash & Maile, 1977). 

Grönroos and Finne (2009) have studied on integrated marketing communications (IMC) and 

relationship marketing. The two models can be seen as a two-way communication between a 

sender (the company) and a receiver (the customer). Their study highlight the importance of 

meaning for the customer. CSR and thereby CRM, is a phenomenon pulled forward by the 

expectations of the customers and their growing social concerns, which is brought up in the 

problem discussion. Thereby it can be seen as a strategy to create meaning for the customer. 

Brodericki, Jogi and Garry (2003) stress the importance of emotional involvement and 

awareness from the customers in order to accomplish a successful CRM campaign. The emo-

tional involvement is promoted by the attitude and the relation to the cause, thereby the com-

pany can be linked to customer value. By emanating from the customers’ point of view, the 

cause can end up as a winning concept (Brodericki et al., 2003). 

The relationship communication model includes two situational factors: internal and external. 

Time-related, historical and future factors are also included. The historical factors are factors 

from the past relationship between the customer and the company. It involves happenings in a 

customer’s personal life and previous commercial received from the company (Grönroos & 

Finne, 2009). It is said that CSR in general, occur due to the negative externalities the com-

panies inflict (Vaaland, Heide & Grønhaug, 2008). In other words, it is a part of the compa-

nies’ history. The future factors includes expectations of the company, which can be related 

to the customers’ expectations of which have generated CRM. The relationship communica-

tion model is based on meaning creation for the customer and enhances a long-term commit-

ment between the parts (Grönroos & Finne, 2009). However, meaning creation can be diffi-

cult to measure. Especially to know if meaning is generated from a specific marketing com-

munication. Hence, meaning is created in a combination of an individual's social and cultural 

situation (McCracken, 1988).  

Based on the different aspects and background information brought up within this marketing 

communication section, the following hypothesis is developed. In order to understand the use 
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and consequences of marketing communication, the awareness of the cause-related marketing 

campaign is measured and compared with the purchase intention. 

H1a: High customer awareness of the CRM campaign indicates effective marketing communi-

cations, which has a positive effect on purchase intentions than low customer awareness.  

H1b: A higher sense of meaning created for the customers derived from the CRM campaigns, 

leads to a more positive effect on purchase intentions than to lower sense of meaning created 

2.2.2 The impact of a strategic fit between the 3C:s 

According to Lafferty, Goldsmith and Hult (2004), cause-related marketing is often referred 

to as charity partnership or a cause-company alliance (cited in Davidson, 1997). Based on 

previous research, the importance of fit between the company and the cause as well as the 

degree of congruence between the customer and the company is critical to ensure successful 

cause-related marketing initiatives (e.g., Gupta & Pirsch, 2006; Lafferty et al., 2004; Bhatta-

charya & Sen, 2003). Fit is defined as the perceived link between the cause‟s image and the 

company‟s brand image in terms of compatibility and similarity (Barone, Norman & Miya-

zaki, 2007; Lafferty, 2007; Varadarajan & Menon, 1988). Cause-related marketing is becom-

ing more common for profit-oriented firms to differentiate their brands in the customers‟ 

minds. In order to provide a basis for meaningful differentiation, Gupta and Pircsh (2004) 

suggest that retailers must be strategic in their choices of selecting a charity partner and con-

sider the level of fit between the cause and the brand. Below is a model that describes the 

correlations of fit between the customer, cause and company.  

 

 

Figure 2.3 The fit-model between customer, cause and company.  
Source: Developed for this research by the authors 

Cause-related marketing has been widely implemented as a good business for both charitable 

organisations and corporations to strive for a mutual gain in successful partnership. Since the 

success of a cause-related marketing strategy relies on the positive response of the customer 

(Barone, Miyazaki & Taylor, 2000), it is critical that cause-brand alliances are strategically 

structured so that the alliance‟s motives are perceived favourably. Non-profit organisations 

FIT 
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(NPOs) believe that collaboration with firms is generally beneficial for the cause and they 

appreciate the increased funding. An alliance can increase the NPOs‟ visibility by promoting 

their mission, adding to the bottom line and reaching out to the targeted audience (Daw 

2006). Bower and Grau (2009) suggest that a NPO should carefully consider the fit issues 

between the brands before choosing a partner for the collaboration. Research conducted by 

Lafferty, Goldsmith and Hult (2004) showed that the cause appears to benefit from the alli-

ance to a greater extent than the brand. Studies have shown that there must be a certain level 

of fit between the non-profit and profit-oriented brands. Whilst a greater fit yields better per-

ceptions towards the brand, a bad fit could cause negative emotions towards the brand and 

weaken the brand credibility (Rifon. Choi, Trimble & Li, 2004). In addition, a lower level of 

fit may lead to damage to the non-profit‟s brand image if a product fails to live up to the ex-

pectations set by the endorser (Votolate & Unnava 2006). Therefore, the authors of the cur-

rent study formally hypothesise this prediction below:  

H2: A high fit between cause and company has a positive impact on customer atti-

tude, which has a more positive effect on purchase intention of CRM products than 

low fit between cause-company  

2.2.2.1 Customer Attitude Affects Fit 

Fit plays a significant role in the customers‟ acceptance of the cause-company partnership. 

By tying a company to a core customer value such as altruism, it is expected to deepen rela-

tionships and build trust between the company and the customer (Benezra, 1996). Research 

has indicated that fit between the non-profit organisation and the sponsoring company has a 

significant effect on attitudes toward the collaboration (Lafferty et al., 2004). According to 

Dacin and Brown (1997), the customers‟ perceptions of the cause-related marketing influence 

their attitudes toward new product and their evaluations of the company. This view is sup-

ported by Lafferty et al.‟s (2004) findings of customers‟ attitudes that can be enhanced if the 

perceptions of the collaboration are favourable. The customer should feel an affiliation with 

the social cause that is sponsored by the particular company. A higher degree of affinity leads 

to positive customer attitude, judgements and feelings about a brand (e.g., Bloom et al., 2006; 

Rifon et al., 2004; Bhattacharya & Sen, 2001) and enhance purchase intentions (Lafferty et 

al., 2004; Gupta & Pirsch, 2006). Lack of fit between the endorsing company and NPO has 

been shown to influence customers‟ evaluation of the fit, resulting in a negative attitude to-

wards the fit whilst the presence of fit produced a favourable attitude towards the fit (Lafferty 

et al., 2004; Strahilevitz, 2003). This can be explained through integration theory, which sug-
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gests “prior attitudes will be integrated with the new information provided by the alliance, 

thus influencing the evaluations towards the alliance” (Lafferty et al, 2004, p. 513).  

Results from past research suggest that a firm should select a cause that is compatible with its 

identity and is compelling to the firm‟s target market (Larson 1994; Shell, 1989) and that 

resonates with its customers (Hoeffler & Keller, 2002). It is also suggested that cause-related 

marketing initiatives enhance the organisational identification process between a company 

and its customers by helping to communicate the company‟s identity to the targeted custom-

ers. By matching with a particular cause, companies can verbally and non-verbally symbolize 

their values and communicate their identity (Bhattachya & Sen, 2001) to customers, building 

a cognitive and affective component (Bergami & Bagozzi, 2000) of identity in the minds of 

the targeted customers (Gupta & Pirsch, 2006). Bhattacharya and Sen (2003) extended this 

view by arguing that “as customers learn more about and develop relationships with not just 

products but also the producing organisations, they may identify with some such organisa-

tions even in the absence of formal membership” (p.228). In general, individuals closely 

identify with an organization when the same attributes define both the individuals and the 

organisation (Dutton, Dukerich & Harquail, 1994). Hypotheses are developed for the purpose 

of investigating the predictions by previous authors of a customer‟s attitude impact on the 

purchase intention with the following:  

H3a: A positive customer attitude towards a company increases purchase intention of the 

CRM product.  

H3b: A positive customer attitude towards a CRM campaign increases purchase intentions of 

the CRM product.  

2.2.3 The impact of price on the choice of products 

A research made by Strahilevitz (1999) shows that price has a strong impact on decision-

making of charity-linked purchase. If the customer can choose a cheaper product that is not 

charity-linked, that option might be more desirable. However, it depends on the size of the 

price differences, the bigger difference, the more likely will the customer choose the cheaper 

product. If it is only a small difference in price, the customer will prefer the CRM product. 

This issue might prevent customers from making CRM related purchases. In another 

research, Strahilevitz (1998) states that the size of the price and the size of the donation also 

have an impact on the customer’s purchase intention. The same author observes a correlation 

between discount on a product and donation attached to a product. Regarding customer’s 
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perspective, the higher price of a product is more preferable when the amount of the price 

goes to a cause rather than becomes discounted. The discount percentage or donation 

percentage is also more important than the actual amount in terms of money (Strahilevitz 

1998). However, Pracejus, Olsen and Brown (2004) claim that within most surveys made, the 

donation has been mentioned in terms of percentage, not monetary. Additionally, there are 

more impacts related to the price and the amount donated. Factors within the advertisement 

itself can affect the customer’s apprehension of the cause and the size of the donation. The 

vocabulary and expressions in the advertisements are some of these factors. The size of 

donation is also an important factor, especially when the customer has different brand options 

(Pracejus et al., 2004). Although the size of the donation can be featured differently in the 

advertisement, two methods are as a percentage of the price or a percentage of the profit. 

Customers does not react upon this, instead the customers is unchangeable towards e.g. if 

10% of profit or 10% of price is donation (Pracejus, Olsen & Brown, 2003). 

In general, customers have a positive attitude towards cause-related marketing and are willing 

to pay a higher price for a product that is linked to a cause. Customers consider the usual 

prices of CRM-linked products being similar or sometimes higher than prices of products that 

are not CRM-linked (Peters, Thomas & Tolson, 2007). Although, a study on young 

Singaporeans shows that the higher price difference in percentage between non CRM 

products and CRM products, the less likely will the CRM products be purchased 

(Subrahmanyan, 2004). Subrahmanyan expresses as well that if the company communicates 

to the customer that the price difference goes to a cause, the negative effect of this difference 

would be reduced. Ellen et al. (2000) state that when customers are not familiar with the non-

profit organisations or the cause that they support, the customers tend to question why the 

companies decide to offer a special campaign. But if a donation amount seems appropriate, 

the customer might not be sensitive towards the fit of the cause-company.  

The following hypotheses reflect the price theory in order to see if the theory is applicable 

within the fashion retail market in Sweden. 

H4a: Customers prefer cheaper products that are not linked to CRM to products that are 

linked to CRM. 

H4b: Lower price difference indicates higher purchase intents on CRM products. 
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2.3 Summary of hypotheses 

H1a: High customer awareness indicates effective marketing communications, which has a 

more positive effect on purchase intentions of CRM product than low customer awareness. 

H1b: A higher sense of meaning created for the customers derived from the CRM campaigns, 

leads to a more positive effect on purchase intentions than to lower sense of meaning created.  

H2: A high fit between cause and company has a positive impact customer attitude, which has 

a more positive effect on purchase intention of CRM products than to low fit between cause-

company. 

H3a: A positive customer attitude towards a company increases purchase intention of the 

CRM product.  

H3b: A positive customer attitude towards a CRM campaign increases purchase intentions of 

the CRM product.  

H4a: Customers prefer cheaper products that are not linked to CRM to products that are 

linked to CRM. 

H4b: Lower price difference indicates higher purchase intents on CRM products. 
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3 Method 

Chapter three outlines the method for testing the hypotheses, discusses the research design 

and details of the sample. Also data collection and data analysis method are explored.   

3.1 Collection of Primary data  

The research of this paper lies within the explanatory field. When having an explanatory pur-

pose, the intention of a study is to explain links between some variables (Saunders, Lewis & 

Thornhill, 2009). Therefore, an observation was made to decide upon which companies to 

focus on. Afterwards, a questionnaire was conducted to answer the hypotheses, and thereby 

the purpose. 

The structure for this study is following the research model: 

Figure 3.1 Research model  
Source: Developed for this research by the authors 
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3.1.1 Observation 

An observation is a primary data collection method where the surveyor observes the con-

cerned object. It is commonly used because it provides up-to-date information and does not 

go through an intermediary. It was the only strategy for the authors to use to collect the nec-

essary data. For an observation to be classified as scientific research, it has to be conducted 

with the purpose to answer a specific research question. In addition, it has to be planned and 

fulfilled under circumstances, which can be checked (Cooper & Schnidler, 2008). The result 

of this observation can be found at websites, e-mails or by contacting managers at the com-

panies. An observation can work together with other research methods, as it will in this case 

(Cooper & Schnidler, 2008). This observation was made as a supplement to a questionnaire. 

This was considered as a pre-step to determine what companies and what target group the 

questionnaire was based on. Since the observation was an investigation of companies and not 

individuals, it is a non-behavioural observation. A physical condition analysis is a suitable 

form for this investigation due to the researchers question to be explored in this simple obser-

vation. This refers to the matter of fact that the observation is not standardised (Cooper & 

Schnidler, 2008). 

Research question for observation: Which companies among fashion retailers within the 

Swedish market are currently implementing cause-related marketing?  

The observation was based on following moments: 

 Telephone calls to head offices in and outside Sweden.  

 Telephone calls to local stores. 

 Screening of the retailers' websites or the owners' websites. 

 Contact by e-mail. 

Results can be found in Appendix 2. 

3.1.2 Questionnaire 

The authors aimed to collect information for hypothesis testing by conducting questionnaire. 

As mentioned under Collection of primary data 3.1, variables are necessary within the ex-

ploratory field. Variables are dependent or independent, depending on if they are affecting 

(independent) or affected (dependent) (Pallant, 2007). The independent variables in this study 

are fit, marketing communication, customer attitude and price, which may or may not have 
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an significant effect on the dependent variable which is purchase intention. These variables 

can be seen as a combination of social science and marketing. The variables are continuous, 

which denote that they were measured based on a scale (Pallant, 2007). Due to the variables, 

the authors chose to use a quantitative method as to collect primary data. A data collection 

technique (e.g. survey) or data analysis procedure (e.g. statistics) that generates numerical 

data is represented as a quantitative data. It can be used to explain relationships between vari-

ables and is based on assumptions, in this case hypotheses (Creswell, 2009). This was fol-

lowed by the chosen approach for this study. Deductive approach is often referred to the 

quantitative approach. This method is also called a “top-down approach”, when it begins with 

a generalization and later moves to inferences about particular instances (Saunders, Lewis & 

Thornhill, 2009). According to the purpose of this study, the intentions were to collect quanti-

tative data through survey.  

3.1.2.1 Reliability and validity  

The reliability of the quantitative measurement method was evaluated in order to see if the 

questions were understandable. If the target group understood the questions as they were in-

tended to. The validity is also important in order to clarify, whether or not the survey ques-

tions is actually testing what they are preferred to (Saunders, Lewis & Thornhill, 2009). 

However, based on this support, two pilot tests were carried out. 

Also, the post-test sampling will be made at a number of different locations to get a result 

which is as close to the mean as possible.  

3.1.2.2.1 Pilot test 1 and 2 

Two pilot tests were tested to ensure the reliability and the validity of the survey. A pilot test 

was normally performed prior the post-test. In this case it was carried out twice and 1 to 2 

weeks ahead of the post-test. Due to the time limitation, the authors managed to modify the 

questions to avoid collecting any unwanted weak responses. The sample group was based on 

randomly chosen customers of any fashion store in Jönköping city. After the pilot tests were 

carried out, some major changes of the survey questions were made.  

After the first pilot test, many of the collected answers were neutral (4), in a 7-point scale. 

Therefore, the scale was changed to a 6-point scale in order to avoid neutral answers. Some 

questions had several items for answering the same variable, this was reduced to only one 

item since most answers had similar meaning which gave the same outcome. Another object 
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was changed in question 1, where the option never was deleted. The sample size in this pilot 

test was 20.  

After the second pilot test was conducted, additional changes were performed. A major 

change was the denomination of the price in the questions 12, 13 and 14, from having a price 

difference denoted in Swedish currency (SEK) to a percentage of the price. Another issue 

was the attachment of pictures of the concerned items and the marketing material for these. 

For question 5, options were added in order to see how the customer gained awareness of the 

campaign. Question 8 was adapted to give a clearer answer to suit the particular hypothesis. 

Also, question 7 was completely changed to another question that concerned with marketing 

communication. The sample size of second pilot test was 280.  

3.1.2.3 Post-test 

The post-test was implemented in April 2010 and collected outside the concerned fashion 

stores at several locations due to the reasons mentioned in section 3.1.2.1. There were four 

different test-groups, where each of them represented H&M, Lindex, Indiska and Mango. The 

location included Jönköping, Gothenburg and Halmstad. Jönköping was chosen since it is the 

city of the university of the authors. In Jönköping, there is only a small Mango department 

located in another store. Therefore, Gothenburg was chosen due to the proximity of the 

Mango store which is located there. Whilst, the third city where the survey was conducted is 

Halmstad. This chosen city within a reachable distance and also where one of a few locations 

were a Mango department is available. Other than Mango, all retailers can be found at all 

locations.  

While using survey as a method, it was based on some questionnaire techniques.  The survey 

was self-administrated and the questions were all closed-ended. The objective of self-

administration means that the respondent fill out the form by themselves, since the answers 

are to be anonymous. Another reason was to have self-administrated questions are to avoid 

answers which were formed to please the sampler or adapted to what is socially preferred 

(Dillman, 2000). The answers to the questions were formulated in three ways: (1) yes or no 

answers, (2) 6-point numeric rating scale and (3) category questions. Category questions were 

used when there were some different options to chose from. Rating scales are often used to 

investigate people‟s opinions (Saunders, Lewis & Thornhill, 2009). The 6-point rating scale 

was chosen in order to use statistical analysis and to avoid any neutral answers (Pallant, 

2005).  
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3.1.2.4 Choice of companies  

The companies chosen for this study are four leading fashion retailers based in Sweden: 

H&M, Lindex, Indiska and Mango. These companies were chosen after having conducted the 

observation of a large amount of Swedish based fashion retailers and their involvement 

within CSR. The chosen companies and Jack&Jones were the only ones that actually perform 

CRM. Jack & Jones was excluded from the study due to of male customer group which is not 

pertinent to this current study (see Appendix 2). A scientific research based on only one com-

pany with a male customer group where considered to be limited, thereby the authors decided 

to exclude Jack & Jones from the study. 

There are differences among the chosen companies, in terms of the amount of involvement, 

i.e. the percentage of the price or profit that goes to a not-profit organisation. But also, to 

what extent the companies include CRM activities in their marketing communication. Those 

were a few aspects which may have generated differences in the result. 

3.1.2.5 Sampling 

When conducting the survey material, a population had to be set. A population within statis-

tics defined as the entire group to be surveyed (Bedward, 1999). Due to the result of the ob-

servation, the population was narrowed down to customers of H&M, Lindex, Mango and 

Indiska. Since the target groups of all the companies except for H&M are women, the popula-

tion for this study was women. The population for the questionnaire were made by women 

who are potential shoppers at any of the concerned stores. The sample group is even nar-

rower, and answers to some specific features set up to be able to answer the research (Bed-

ward, 1999). The sample focuses on those who are actual customers. The sample group will 

act as a representative to the companies‟ customer groups in terms of gender. Information 

about the customer groups were collected from the companies‟ websites (see Chapter 4).  

The sample was purposive, which means that the sampler uses judgement to choose individu-

als that meets the objectives in an optional way(Saunders, Lewis & Thornhill, 2009). In this 

case, the sampler tried to target those who best represented the companies’ target groups. 

Since the size of the population was impossible to determine and the paper intended to study 

the correlation between variables, there was a certain rule of thumb to follow. The rule of 

thumb states that when investigating correlations, it is necessary to have a sample size in ac-

cordance with N > 50 + IV (IV= Independent variables) (VanVoorhis & Morgan, 2007). 

Thus, a sample size of at least N=54 is required. However, in order to increase the reliability 
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16 more people were added to that number, which resulted in 70 interviewed customers per 

store with a total of 280 respondents.  

3.1.2.6 Data Analysis 

The intention of the study was to see how CRM affects the behaviour of customers based on 

the dependent and independent variables. The four chosen companies that implement CRM 

made it possible to divide the respondents into groups based on the corresponding companies. 

However, the result could be affected by additional variables such as demographical aspects. 

Due to the large amount of variables that could affect the response from the sample, the au-

thors have chosen to neglect those. Nevertheless, secondary data will be used to support those 

variables that are tested. The SPSS data analysis program, Statistical Package for the Social 

Sciencesis, also called Predictive Analytics SoftWare, was used as a tool for the analysis. The 

program provides the possibility to analyse the collected data and implement techniques such 

as Analysis of variance and Spearman rank order correlation coefficient, which were the two 

chosen methods of analysis (Pallant, 2007). 

3.1.2.6.1  Analysis of Variance (ANOVA) 

ANOVA can be used as either one-way or two-way analysis of variance. However, in this 

study, ANOVA one-way was implemented. This provided a possibility to use one categorical 

independent variable divided in categories, in this case groups i.e. companies.  The compa-

nies were compared with an independent continuous variable. According to ANOVA analysis 

some assumptions has to be fulfilled. Level of measurement is one assumption which denotes 

that the variables are measured at an interval or ratio level. Another assumption is random 

sampling by using a random collected sample of the population. Independence of observa-

tions is the third assumption, whereby the survey measurement must not be affected by any 

other observations or factors. Normal distribution is also an assumption and requires a sample 

size larger than N>30. The last assumption is homogeneity of variance, which requires a sig-

nificance (sig) larger than 0.5 the Levene’s test of equality (Pallant, 2007). 

According to ANOVA, the mean scores (µx, µy) are used when different groups are com-

pared. ANOVA was adopted for H3a,b and H4a,b as a descriptive tool, in order to explain 

patterns of the answers. To further support the means, standard deviation was used to see how 

the separate means divers from the total means. A high standard deviation value equals to 3 

while a low value is around 1(Pallant, 2005).  
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3.1.2.6.2 Spearman’s rank order correlation coefficient 

In order to test whether the strength of the relationship between variables is significant, a 

Spearman’s rank correlation coefficient was conducted for H1a,b., H2 and H3a,b. This 

analysis tool is the most popular non-parametric tool used to measure correlation between 

two variables (Aczel, 2009). It does not require mean (µx, µy), variance (σx, σy) and popula-

tion (ρ) and it does not depend on the assumption of a normal distribution. Correlation is 

measured between two variables, where purchase intention is the variable was correlated to 

fit, marketing communication and customer attitude. The correlation was tested at a 1% level 

of significance (α = 0.01) with the purpose of reducing the risk of conducting a Type II error, 

that means accepting a null hypothesis, which is false (Aczel, 2009). Since H1, H2, and 

H3a,b were all directional hypotheses, a one-tailed test was performed (Field, 2000). If the 

correlation coefficient rs is between  ±0,1 to ±0,29 it is considered a small correlation, if it is 

between ±0,3 to ±0,49 it is a medium correlation. However, the correlation is large when the 

rs is ±0,5 to ±1,0 (Pallant, 2005).  

3.2 Collection of secondary data 

The documentary of secondary data included the use of empirical material collected for pre-

vious studies. Such data were gathered from journals and books. These secondary data are 

believed to be useful in order to formulate the purpose of this study. To find an area of study 

which has not yet been investigated and to be able to compare the result of this current study 

with previous studies. Such data is reliable since many were published quite recently and 

some of the older are still applicable. Secondary data gathered in a large amount is usually 

objective and easy to generalize among the population. However, it can sometime be difficult 

to implement in a specific study (Saunders, Lewis & Thornhill, 2009).  

CSR annual reports from the companies were downloaded from the companies‟ websites as 

well as other important information on their partnerships with different NPOs. The majority 

of the information on the companies was gathered from the Internet. The advantages with 

collecting secondary data is that it provides a guideline when searching for research objec-

tives(Saunders, Lewis & Thornhill, 2009).  

The authors will review the empirical material and analyze the data in reference to the theo-

retical framework. 
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4 Fashion retailers and their CRM campaigns 

Chapter four introduces facts of the observed companies and their respective CRM cam-

paigns within the fashion retail market in Sweden. This chapter clarifies the contributions 

generated by the campaigns and the effects on the society. In addition,  general information 

on the companies is provided with insights on their social initiatives and collaborations with 

non-profit organizations. This chapter is a part of the result from the observation. A complete 

report can be found in Appendix 2.    

4.1 H&M – Fashion against Aids campaign 

H&M is a fashion retailer which was founded in 1947 targeting only women and was called 

Hennes. In 1968, the company Mauritz was acquired by Hennes and was renamed to Hen-

nes&Mauritz. The newly established company supplied clothing to men, women and chil-

dren. H&M‟s concept is to sell fashion and quality for the best affordable price with its head-

quarters based in Stockholm. The turnover for H&M reached MSEK 118, 697 in 2009, in-

cluding 1738 stores all over the world. This multinational fashion chain has many initiatives 

within its corporate social responsibility activities for the environment and the society with 

sustainability as a fundamental core. H&M is currently collaborating with the non-profit or-

ganisations Water Aid, Hand in Hand, Global Compact, UNICEF, Designers against AIDS 

(H&M.com). 

Since the beginning of H&M‟s collaboration with UNICEF, more than USD500 000 has been 

generated through different causes and donations (hm.com). The recent cause endorsed by 

HM was initiated in the year of 2010 which had the purpose of aiding the victims of the 

earthquake in Haiti. This donation activity raised a total amount of USD290,000. Another 

ongoing collaboration H&M has is with the non-profit organisation Designers Against AIDS 

(hm.com). Designers Against AIDS was founded in Belgium with the purpose of increasing 

awareness of AIDS among young people by cooperating with the idols of the younger gen-

eration. The organisation operates in many locations around the world but mostly focuses on 

the developed countries. Events and projects are constantly held by designing products to 

fulfil its purpose. This particular collaboration is a type of cause-related marketing offering a 

special collection designed by celebrities within the music, sport and fashion industry and 

sold in 27 countries. The collection targets both young men and women and includes T-shirts, 

tank tops, hooded sweaters. The donation agreement is 25% of the sales price which goes to 

Designers Against AIDS, whilst the celebrities design for free. The amount of donation has 



 

 30 

reached over USD4.3 million since the start of the partnership between H&M and Designers 

Against Aids in 2008 (designersagainstaids.com).  

4.2 Lindex – Rosa Bandet campaign 

Lindex is a Finnish owned fashion chain acting within the Scandinavian, Baltic, Russian, 

European and Middle-East market. There are approximately 400 stores located in these areas. 

The fashion chain has been active since 1954 and has a turnover of SEK5 billion (lin-

dex.com). The target group is fashion-conscious women and children. The company offers a 

combination of fashion clothes and basic clothes. Corporate social responsibility (CSR) is a 

core value at Lindex where the company takes a range of actions to fulfil social needs.  

Cause-related marketing has been a part of Lindex„s CSR activities since 2003. Lindex has 

been a head sponsor for the non-profit organisation Rosa Bandet since its establishment in 

Sweden in 2003 with the purpose of fighting breast cancer. With that majority of the custom-

ers and the employees at Lindex being women, the company is eager to support an organisa-

tion as Rosa Bandet. The final collected amount hit the high numbers of SEK260 million, 

which proved a huge success of the many partnerships. However, Rosa Bandet has used 16% 

of the collected liquidities as costs for the collection (rosabandet.se). 

In October 2009, Lindex launched an exclusive Pink Collection designed by the Swedish 

supermodel Emma Wiklund. For every item sold, 10% of the sales price was donated to Rosa 

Bandet. The collection had 14 items such as dresses, blouses and accessories and they were 

sold in all Lindex stores (Bolagsfakta). 

4.3 Indiska – Peace Trust campaign 

Indiska is a fashion store with a vision to give colour and joy to Europe. It is a fashion chain 

owned by the Swedish family Thambert, founded by Mathilda Hamilton in 1901. The fashion 

in Indiska is modern bohemian and the 87 stores can be found in Sweden, Norway and 

Finland. Since 1996, Indiska has been supporting Peace Trust, which is a non-profit organisa-

tion based in India. The support appears in different features, where two of the projects are 

within cause-related marketing. Peace Trust was founded due to the lack of monsoon rain, in 

the area of Dindigul. With the consequences of high inactivity within the agriculture industry, 

workers had to start working in manufacturing. There have been several projects e.g. school 

and education for children and increasing women employment by creating job opportunities.  
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A Women‟s Group started with the aim of initiating work opportunities for women with the 

motto: “Work gives independence”. The women produces postcards and other accessories of 

which Indiska purchases to sell in stores. For each sold product, 3 SEK goes to the Women‟s 

Group. Another recent campaign was conducted by Indiska and Peace Trust which contained 

a collection of specific dresses, skirts and tops. For each of those items sold, SEK10 goes to 

Peace Trust (Indiska.se). The duration of the campaign was between week 49 in 2009 to 

week 9 in 2010.  

4.4 Mango – Oxfam campaign 

The Spanish fashion chain Mango can be traced around the world in 91 countries. It was 

founded in 1984 and has grown to become the second largest Spanish retailer today with a 

turnover of EUR1.333 billion (Mango.com). Mango has 1220 stores with its fashion clothing 

targeting young urban women  

In response to social concerns, Mango has been financially supporting several of organisa-

tions with aim of helping developing countries such as United Service and Missionary of the 

Capuchins of Catalonia and the Balearics, Fundacion Natura and Active Africa (Mango sus-

tainability report). Different cause-related marketing campaigns have been performed by 

Mango, with one of them being the Fundacion Happy Hearts campaign. The major fashion 

magazine Elle designed T-shirts for sale. The profits of this campaign went to “Bantul Kin-

dergarten Project”. Fundacion Vicente Ferrer was another CRM campaign that Mango en-

dorsed with the purpose of building homes for women within a certain location in India. The 

CRM products were key rings sold in Mango stores (Mango sustainability report). 

During the period of 2009-2010, Mango has had the actress Scarlett Johansson modelling for 

its advertising campaigns worldwide. Johansson has recently designed a bag for Mango 

where all profit generated from the sales of this particular item goes to Oxfam's Haiti Earth-

quake Response Fund. This campaign is also considered as a type of cause-related marketing. 

Oxfam's Haiti Earthquake Response Fund is a non-profit organisation which provides differ-

ent kinds of help relief such as water and shelter to the victims of the earth quake in Haiti. 

The organisation is co-founded by 14 similar organisations with the aim of fighting poverty.  
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5 Results  

Chapter five presents the results of the tests for each of the hypotheses by using different sta-

tistical instruments. Coding from the different survey questions will be used in this section 

and a coding book can be found in Appendix 4.   

5.1  Hypothesis one  

H1a  High customer awareness indicates effective marketing communica-

tions, which has a positive effect on purchase intentions of CRM product 

than low customer awareness.  

H1b:  A higher sense of meaning created for the customers derived from the 

CRM campaigns, leads to a more positive effect on purchase intentions 

than to lower sense of meaning created. 

This hypothesis is reinforced by the results presented in Table 5.1, MC1 presents how many 

percentage of customers generally know about collaboration between Swedish fashion retail-

ers and NPOs. In the next row, MC2 presents the overall percentage of customers who have 

been aware of the campaign. The majority of the customers have answered that they are nei-

ther aware of the companies collaboration with non-profit organisations (60%) and of the 

CRM campaigns (55.4%).  

Table 5.1 Customer awareness of the collaboration and the CRM campaign 

 Yes No N 

MC1 40% 60% 280 

MC2 44.6% 55.4% 280 

Table 5.2 presents the mean scores of customer awareness toward the companies’ overall 

marketing communication and their respective cause-related marketing campaigns. The scale 

of MC1 and MC2 from the survey questions consisted of 1 representing yes and 2 represent-

ing no. MC3 measured the value created for the customer when having a CRM campaign. 

The scale for MC3 is based on 1 which is strongly disagree and 6 which is strongly agree. 

The purchase intention on the CRM products PI1, was measured with a 6-point scale with 1 

representing no, definitely not and 6 representing  yes, definitely. The mean scores of each 

variable presents whether there exists a relation between marketing communication and pur-

chase intention. The different options for the survey question MC2 in post-test were not taken 

into account. Instead, the question was viewed as a yes and no question since the different 

marketing communication channels are not of practical importance when conducting mean 

scores.  
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 Table 5.2 Mean scores of the customer awareness and purchase intentions 

 

 

The mean scores presented in Table 5.2 can be reviewed as those companies a low mean 

scores of MC1, there is high awareness among the customers of the collaborations between 

companies and non-profit organisations. The same is applied on MC2 where lower results 

indicate high awareness among customers of the specific CRM campaign. The higher the 

value of PI1, the more positive is the customers' wish to purchase a CRM product. In Table 

5.2, there is a clear pattern of similar directions for customer awareness and purchase inten-

tions; the higher the awareness of the collaboration between company and non-profit organi-

sation, the higher purchase intention of the CRM product will be. The same pattern is de-

tected between MC2 and PI1. According to MC3’s mean scores, the respondents agreed on 

(M= 4.81) that they gain value by purchasing a CRM product. However, the groups presents 

slightly different results, were H&M has the highest score, followed by Mango. Lindex has 

the third highest score and Indiska the lowest. 

In order to see the strength of the relationship between the variables, a Spearman’s Rank Or-

der Correlations analysis was conducted. Table 5.3 presents the results between the variables. 

Table 5.3 Spearman’s rank order correlation of marketing correlation 

 MC1 & PI1 MC2 & PI1 MC3 & PI1 

Group Sig. rs Correlation Sig. rs Correlation Sig rs 
Correla-

tion 

H&M 0.155 -0.172 No 0.076 -0.214 Yes 0.003 0.327 Yes 

Lindex 0.285 -0.130 No 0.038 -0.248 Yes 0.000 0.495 Yes 

Indiska 0.281 -0.131 No 0.062 -0.224 Yes 0.005 0.303 Yes 

Mango 0.769 -0.036 No 0.002 -0.368 Yes 0.000 0.438 Yes 

Group 
MC1 MC2 

 

MC3 

 

PI1 

M SD M SD M            SD M SD 

H&M 1.44 0.500 1.33 0.473 5.04 0.112 4.60 1.147 

Lindex 1.49 0.503 1.40 0.493 4.81 0.121 4.29 1.079 

Indiska 1.70 0.462 1.76 0.432 4.47 0.127 3.74 1.112 

Mango 1.77 0.423 1.75 0.448 4.93 0.128 3.84 1.247 

Total 1.60 0.491 1.56 0.498 4.81 1.038 4.12 1.193 
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The correlation is interpreted by measuring the rs (correlation coefficient). For all companies 

between MC1 and PI1 there exists no correlation. The correlation between MC2 and PI1 is 

small as well for all companies except for Mango. Mango’s correlation coefficient rs is -0.368 

and lies between ±0.3 to ±0.49, thereby representing a medium correlation. MC3 and PI1 is 

correlated at a medium level for all companies. For MC2, there exists a negative correlation 

i.e. when the scores of MC2 number decrease, PI1 increases. The opposite effect can be 

found in the Table 5.3 where MC3 and PI1 have a positive relationship, i.e. when the score of 

MC3 increases, PI1 increases well. The opposite effects derives from how the scales in the 

questionnaire was formed with MC1 and MC2 having 1 representing Yes, 2 representing No, 

and MC3 with a 6-point scale where 1 represents no, definitely not, and 6 represents yes, 

definitely. 

The p-values (Sig.) derived from the Spearman’s test were larger than α = 0.1 (p > 0.05) for 

all companies in the MC1 and PI1 correlation. Therefore, no correlation exists between these 

variables. While evaluating the bond between MC2 and PI1, the correlation appears to be the 

opposite to the previous one. In this case, a correlation is found for all companies. Between 

MC3 and PI, the p-values are less than 0.1 (p < 0.05) for all four companies which means that 

there exists a correlation between the variables.   

The awareness of any collaboration between the companies and non-profits has no effect on 

the purchase intention of the CRM product. However, the awareness of the campaign was 

correlated with purchase intention. This means hypothesis 1a is partially supported. Concern-

ing hypothesis 1b, MC3 is correlated with PU1 at a medium level, thereby the hypothesis is 

supported. 

Table 5.4 The importance of communication channels 

 Marketing Communication channels (%) 

Group No Yes Adv. Yes Stores Yes Memb. Yes Other 

H&M 32,9 20 30 10 7,1 

Lindex 40 18,6 28,6 8,6 4,3 

Indiska 75,7 5,7 14,3 0 4,3 

Mango 74,3 4,3 14,3 1,4 5,7 

 

Table 5.4 shows the percentage of the surveyed customers who are aware of the campaign 

and which channels generated most awareness. General advertisement and In stores commer-
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cial are most effective. Additionally, a great difference of awareness between the channels is 

seen between Mango and Indiska compared to Lindex and H&M.  

5.2 Hypothesis  two  

H2  A high fit between cause-company has a positive impact customer at-

titude, which has a more positive effect on purchase intention of CRM 

products than to low fit between cause-company. 

Table 5.5 presents the mean scores of the perceived fit between cause and company and the 

customers’ purchase intentions. In the FIT question from post-test, the customers were asked 

of their opinions whether they perceived a good fit on the specified collaborations between 

the endorsing companies and the NPOs. The question consisted of a 6-point scale, with 1 

representing no definitely not and 6 representing yes definitely. 

Table 5.5 Mean scores of fit and purchase intention  

Group 
FIT PI1 

M SD M SD 

H&M 3.86 1.219 4.60 1.147 

Lindex 3.79 1.318 4.29 1.097 

Indiska 3.70 1.232 3.74 1.112 

Mango 3.77 1.332 3.89 1.247 

Total 3.78 1.270 4.12 1.193 

The mean scores from Table 5.5 show H&M as the company with a slightly higher fit and 

purchase intention of the CRM product. In contrast to H&M, Indiska has the lowest scores on 

both fit and purchase intention. The standard deviations for both FIT and PI1 are relatively 

small, which indicate that data points are close to the means. In order to explore whether the 

means are significantly different from each other, the responses to cause-company fit were 

split into thirds, with the top third representing those respondents who answered high levels 

of cause-company fit (N = 74), and the bottom third representing those who answered low 

levels of cause-company fit (N = 118). An analysis of variance was undertaken to see 

whether there was a statistical significant difference between the means by comparing pur-

chase intention to different levels of cause-company fit. Table 5.6 presents the results of 

ANOVA. 

Table 5.6 Results of ANOVA: purchase intentions and cause-company fit 

 df F Sig. 

FIT*PI1 1, 277 69.806 0.000 
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A Levene’s test of homogeneity of variance was not significant (F = 2.440, df = 2, 277, p > 

0.05), indicating the assumption of variance was not violated. The results illustrated in Table 

5.6 show a significant difference between the three conditions, indicating the higher the fit 

between cause-company, the more likely customers are to purchase the CRM product.  

A Spearman’s Rank Order Correlation analysis was then conducted to study whether the 

strength of the relationship between fit and purchase intention was significant.  

Table 5.7 Results of Spearman’s rank order correlation: perceived fit between cause-

company and purchase intentions of the CRM product 

 

 

 

 

 

The results from Table 5.7 show medium correlation between fit and purchase intention for 

the companies H&M, Lindex and Indiska whilst Mango has a slightly stronger correlation. 

As all four companies have p = 0.000 which is less than α = 0.1 (p < 0.1), it can be concluded 

that there exists a statistically significant relationship between the level of perceived fit be-

tween cause-company and the level of purchase intention of the CRM product.  

Table 5.8: Results of Spearman’s rank order correlation: the relationship between per-

ceived fit of cause-company and customer attitudes towards the company and the cam-

paign 

 FIT & CA1 FIT & CA2 

Group Sig. rs Correlation Sig. rs Correlation 

H&M 0.352 0.046 No 0.112 0.147 No 

Lindex 0.033 0.221 Yes 0.007 0.295 Yes 

Indiska 0.043 0.207 Yes 0.007 0.291 Yes 

Mango 0.013 0.265 Yes 0.002 0.335 Yes 

As seen in Table 5.8, a correlation analysis was undertaken to see whether perceived fit and 

customer attitude are significantly correlated. The results clearly show that there exists a posi-

tive relationship between perceived fit of cause-company and customer attitudes towards the 

company (column one), and between perceived fit of cause-company and the CRM campaign 

 FIT & PI1 

Group Sig. rs Correlation 

H&M 0.000 0.480 Yes 

Lindex 0.000 0.413 Yes 

Indiska 0.000 0.407 Yes 

Mango 0.000 0.577 Yes 
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(column two). The overall strength of the correlations is considered small for all companies 

despite the proven significant relationships between variables FIT, CA1 and CA2. However, 

H&M is one exception by having no significant relationships between FIT & CA1 (p > 0.1, rs 

= 0.046) and FIT & CA2 (p > 0.1, rs = 0.147).  

Hypothesis two stated that the customers’ purchase intentions of buying a CRM product are 

affected by the perceived fit between cause and company. A high fit between cause and com-

pany indicates a high purchase intention whereas purchase intention decreases with a low fit. 

In addition, the hypothesis also suggested that the customers’ attitudes are affected by the 

level of fit. The results presented in Table 5.6 and Table 5.7 show that the higher the fit, the 

higher the purchase intention (see means plot in Appendix 5.1). Also, there exists a positive 

relationship between fit and customer attitude which was shown in Table 5.8. Therefore, hy-

pothesis 2 is supported.  

5.3 Hypothesis three  

H3a  A positive customer attitude towards a company increases purchase 

intention of the CRM product.  

H3b  A positive customer attitude towards the CRM campaign increases 

purchase intentions of the CRM product.  

Table 5.9 presents the mean scores of customer attitude towards a company as CA1 and to-

wards a particular CRM campaign as CA2. Both CA1 and CA2 were measured on a 6-point 

scale with 1 indicating a negative attitude and 6 indicating a positive attitude. Also, the pur-

chase intention of a CRM product PI1, consisted of a 6-point scale with 1 representing no 

definitely not and 6 representing yes definitely.   

 Table 5.9 Mean scores for customer attitude towards the company and towards the 

CRM campaign and purchase intentions 

Group 
CA1 CA2 PI1 

M SD M SD M SD 

HM 5.01 0.807 5.11 0.925 4.60 1.147 

Lindex 4.40 0.984 4.47 0.961 4.29 1.079 

Indiska 4.54 0.896 4.46 1.151 3.74 1.112 

Mango 4.31 1.084 4.69 1.269 3.84 1.247 

Total 4.57 0.981 4.76 1.105 4.12 1.193 

The results from Table 5.9 show the relation of customer attitude and purchase intention 

overall. A company having a favourable customer attitude leads to higher purchase intention 
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of customers. H&M has the highest scores on customer attitude where customers are more 

willing to purchase the CRM product at H&M stores. On the contrary, Mango has the lowest 

scores of customer attitude which indicates less purchase intention of a CRM product. In ad-

dition, customer attitude is higher towards CRM campaign compared to the customer attitude 

towards a company for any of the four companies (CA2 > CA1).  

In order to test whether the means are significant, the responses from the variables CA1 and 

CA2 were both split into thirds, with the top group representing those who assessed high lev-

els of customer attitude (CA1 N = 50, CA2 N = 86), and the bottom group representing those 

who assessed low levels of customer attitude (CA1 N = 129, CA2 N = 106),.  After the split, 

ANOVA was conducted to compare the purchase intentions between the different groups of 

customer attitude. Levene’s test of homogeneity of variance showed that there were no viola-

tions against the assumptions on CA1 (F = 0.794, df = 2, 277, p > 0.05) and CA2 (F = 1.747, 

df = 2, 277, p > 0.05). The results from the ANOVA test are presented in Table 5.10.  

Table 5.10 Results of ANOVA: customer attitude to the purchase intention of CRM 

product 

 df F Sig. 

CA1*PI1 1, 277 28.090 0.000 

CA2*PI1 1, 277 70.442 0.000 

 

Table 5.10 shows that there are significant differences with p < 0.05 for CA1 and CA2.  

Since there exist significant differences between high and low levels of CA1 and CA2, a 

Spearman’s rank order correlation analysis was conducted to see whether the strength of the 

relationships between customer attitudes and purchase intention are significant.  

Table 5.11  Results of Spearman’s rank order correlation of customer attitude  

 CA1 & PI1 CA2 & PI1 

Group Sig. rs Correlation Sig. rs Correlation 

HM 0.265 0.076 No 0.006 0.299 Yes 

Lindex 0.002 0.339 Yes 0.000 0.587 Yes 

Indiska 0.001 0.368 Yes 0.000 0.438 Yes 

Mango 0.002 0.348 Yes 0.001 0.372 Yes 
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The results in Table 5.11 illustrate that there is a significant difference between all companies 

regarding p value which is less than alpha value (α = 0.1) in all cases except H&M in CA1. 

The correlation coefficient  (rs) shows the correlation within each case of customer attitude 

towards a company and a CRM campaign to purchase intentions of customers. A medium 

correlation is represented for Lindex, Indiska and Mango due to the fact that  rs is between 

±0.3 and ±0.49, whilst the correlation is small in the case of H&M in CA2. In general, the 

customer attitude towards the CRM campaign (CA2&PI1) has a stronger correlation which is 

shown in Table 5.11.  

Hypothesis three stated that customers with a positive attitude towards a company will in-

crease purchase intentions of the CRM product. In addition, it was also hypothesised that a 

customer with a positive attitude towards the CRM campaign will increase purchase inten-

tions of the CRM product. In general, a positive customer attitude will increase purchase in-

tentions of CRM products. The results presented in Table 5.11 showed that the higher the 

customer attitude towards a company (CA1) and towards a CRM campaign (CA2), the higher 

the purchase intention will be (see means plot in Appendix 5.2, 5.3). The correlation’s test 

featured in Table 5.11 also demonstrated the positive relationship between customer attitude 

and purchase intention. As a result, both hypothesis 3a and 3b are supported.  

5.4 Hypothesis four  

H4a  Customers prefer cheaper products that are not linked to CRM to 

products that are linked to CRM. 

H4b  Lower price difference indicates higher purchase intents on CRM 

products. 

Table 5.12 shows the mean scores for purchase intention due to the price differences, where 

the customer would like to purchase a cheaper product which is not linked to CRM. The price 

differences were measured on three price categories in the post-test: Price1, Price 2 and Price 

3. Price1 had a price difference of 10%, Price2 with 25% difference and Price3 with a 40% 

difference between a CRM product and a non-CRM product. The categories were measured 

with a 6-point scale with 1 representing  no, definitely not and 6 representing yes, definitely.  

Table 5.12 Mean scores for purchase intention of price differences  

 
Price 1 Price 2 Price 3 

M SD M SD M SD 

Purchase intention 2.91 1.397 3.71 1.354 4.55 1.426 
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In order to support the results of mean scores in Table 5.12, an analysis of variance was 

adopted. Levene’s test of homogeneity of variances indicated that the assumptions of vari-

ance were not violated for all price differences Price 1 (F = 0.609, df = 3, 276, p > 0.05), 

Price 2 (F = 2.540, df = 3, 276, p > 0.05) and Price 3 (F = 2.263, df = 3, 276, p > 0.05). 

Table 5.13 Results of ANOVA: price difference 

The results in Table 5.13 enhance the result of mean scores in Table 5.12. In Price1, with a 

mean score of M = 2.91 and p-value greater than 0.05 (p > 0.05), show that there is no sig-

nificant difference between the test groups. As seen in Figure 5.1, the mean score for Price 1 

is below the neutral mean of M = 3.5 which indicate that customers prefer CRM products 

than to a cheaper non-CRM products with a price difference of 10%. Therefore, Hypothesis 

4a is not supported.  

In Price 1 and Price 3, the p-value is greater than 0.05 (p > 0.05) which means that no signifi-

cant difference can be detected between the groups. In Price 2, the p-value is less than 0.05 (p 

< 0.05)which indicates a statistical significant result. Despite the significance, the actual dif-

ference between the means scores of the groups is very small (3.59, 3.90, 3.99, 3.39). The 

effect size of the difference can be calculated by the eta squared is 0.03, which according to 

Cohen (1988) would be considered a small effect size (cited in Pallant, 2007, p.208). In large 

sample sizes (N > 30), quite small differences can become statistically significant, even if the 

difference between the groups is of little practical importance. Post-hoc comparisons using 

the Tukey HSD indicates that the mean score for all companies were not significantly differ-

ent except for Indiska (M = 3.99, SD = 1.291) and Mango (M = 3.39, SD = 1.506) at a 0.05 

level of significance. 

 SS df MS F Sig. 

Price 1 9.069 3 3.032 1.562 0.199 

Price 2 16.286 3 5.429 3.028 0.030 

Price 3 9.582 3 3.194 1.581 0.194 
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Figure 5.1 The correlation between price and purchase intention of the non-CRM 

product 

Figure 5.1 shows how the purchase preferences between CRM product and non-CRM prod-

uct varies depending on the size of the price difference. The lower the price difference, the 

higher intention of purchasing the CRM product. Hence, hypothesis 4b is supported. 

5.1.5. Purchase intentions and Purchase frequency  

A descriptive statistic was conducted to see the percentage of customers’ purchase frequen-

cies in each company. Purchase frequency was measured in the post-test by using 5 catego-

ries ranging from 1 representing once in a year to 5 representing once in two weeks. The 

sample size of 70 (N = 70) for each group represents how often customers purchase at each 

particular store. The following Table 5.14 shows the diverse purchase frequency at the inves-

tigated fashion retailers. H&M customers are the most frequent buyers, purchasing an item at 

least once a month. This is followed by Lindex’s customers who make a purchase every half 

a year. Indiska and Mango have a quite low purchase frequency, where most customers make 

a purchase once a year.  

Table 5.14 Purchase frequency in percentage  

Group 1/year  1/6 months 1/3 months 1/month 1/ 2 week 

HM 0 8,6 12,9 45,7 32,9 

Lindex 17,1 28,6  27,1 21,4 5,7 

Indiska 37,1  35,7 24,3  2,9 0 

Mango 44,3 34,3 15,7 5,7 0 

 

 Neutral response 

                 Survey response 
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The purchase intentions of the customers are investigated based on different approaches. The 

three approaches are: wanting to purchase the CRM product at all, to actively seek out the 

product and to purchase the CRM product if the customer happened to see it in the store. The 

following result illustrated in Table 5.15 show the customers’ willingness to purchase a CRM 

product. The scale of the three approaches was measured with a 6-point scale with 1 repre-

senting no, definitely no and 6 representing yes, definitely.  

Table 5.15 Percentages of purchase intention  

Group 1 2 3 4 5 6 

Pude 1 0,70% 8,20 21,8 32,1 22,1 15,0 

Pude 2 13,9 30,4 23,2 21,4 6,4 4,6 

Pude 3 0,40 11,4 25,0 28,9 24,3 10,0 

 

The mean scores of purchase intention are presented below in Table 5.16. A clear difference 

can be observed where the customers responded as willing to purchase the product (M = 

4.12), not that willing to actively seek the product out (M = 2.90) but are positive to buy the 

product if they happened to see it in a store (M = 3.95). 

Table 5.16 Mean scores of purchase intention  

   
95% Confidence Interval for 

Mean 

 Mean Std. Deviation Lower Bound Upper Bound 

Pude 1 4,12 1,193 3,98 4,26 

Pude 2 2,90 1,321 2,74 3,06 

Pude 3 3,95 1,177 3,82 4,09 
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6 Analysis of results  

Chapter six outlines the analysis of hypothesis results based on theoretical framework and 

related literature as well as comparison of  the results in the context and the literature.  

6.1 Customer awareness and marketing communication 

The supported hypothesises indicates the importance of marketing communication for a suc-

cessful CRM campaign. Kotler and Lee (2005) introduce that companies’ CRM  activities are 

aimed to fulfil the business and marketing needs.  It was unveiled how the customer aware-

ness of the collaboration between company and cause was not correlated with purchase inten-

tion of the CRM product. On the other hand, the customer awareness of the specific cam-

paign has a crucial effect. It indicates that the marketing objectives are needed in order to 

take advantage of a CRM campaign (Dahlén et al., 2010; Egan, 2007). MC1 reviews the 

awareness of the collaboration between a company and non-profit organisation, which can be 

assumed to be a knowledge based on objective, since it discovers whether the general cus-

tomer has knowledge about the collaboration. This is further supported by the result of the 

post-test, which presents that such an awareness has no affect on purchase intention. How-

ever, MC2, is specified on the customer awareness of the CRM campaign. The CRM cam-

paign is linked to specific products where an amount goes to a non-profit organisation. It can 

be concluded that the objective of the campaign is of the action-based nature and the aim is to 

increase the sales of the CRM product. It is also supported by the results, which shows a cor-

relation between the purchase intention and the awareness of the CRM campaign (Dahlén et 

al., 2010; Egan, 2007).   

The companies present different outcomes on MC2, which investigates how the awareness of 

the CRM campaign is gained. H&M and Lindex has a higher awareness and higher purchase 

intention than Indiska and Mango. These companies have reached out more effectively to 

customers through a wide range of mediums. These two companies have used advertisements 

(20%, 18.5%), in store marketing (30%, 20%) and membership clubs (10%, 8.6%) considera-

bly effective. For Lindex, 32% respectively H&M, 40% were not at all familiar with the 

campaign. These numbers are high in comparison to both Mango’s and Indiska’s, where ap-

proximately 75 percent of their customers show unawareness. This is supported by the corre-

lation between customer awareness of the campaign and purchase intention. MC2 shows that 

the most important marketing communication channels are advertisement in store, since 

14.3%-30% of the customers gain familiarity in stores. A potential reason for this is the lack 

of willingness to actively seek out a CRM product, in contrast, customers are more eager to 
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purchase such a product if they happened to notice it in the store. This is based on the find-

ings in question PI2 and PI3. 

The MC3 outcome presents a medium correlation between the meaning creation and the pur-

chase intention. The more meaning created for the customers the more willingness to pur-

chase the CRM product are perceived. It goes in accordance with the meaning creation theory 

presented by Grönroos and Finne (2009), which emphasises the importance of expectations 

and historical factors taken into account when affecting a customer. A CRM campaign can be 

a strategy to fulfil the customer’s expectations on the company or handling with negative 

publicity (Kotler & Lee 2005). The meaning creation result is further supported by the help-

ing behaviour theory’s external factors that can enhance individuals feelings. It can make the 

customer desire to help and feel that they can make a difference (Guy & Patton, 1988). 

6.2 Customer attitudes 

When analyzing the attitude, it shows significant difference between the mean scores of 

groups, thereby different customer attitudes between the customers of the four companies. It 

may depend on many factors external to this study, however, the total attitude was proved to 

be positive. The mean scores for attitude towards campaigns (M = 4.76) were slightly higher 

than the mean scores for attitude towards companies (M = 4.57). The consistent higher atti-

tude towards the campaigns than towards the companies can be associated to the objectives of 

cause-related marketing. In the 2.1.1.2 CRM objectives, Varadarajan and Menon (1988) 

states that a purpose of cause-related marketing is to enhance brand attitude of the company. 

Based on studies by Dacin and Brown (1997), the proven more positive attitude towards the 

campaign can have a positive effect on attitude towards the company as expected by the au-

thors of this study. Therefore, the outcome of the survey is natural, which is in line with the 

frame of references. The question concerning the company attitude was raised before the 

other question, in the survey. The attitude towards the campaign might be affected by the 

attitude towards the company, thereby there is a converse risk. However, mean scores varies 

and CA1 and CA2 are not congruent, thereby different patterns for the companies. It can de-

pend on the fact that fit between company and cause affect the attitude. 

Customer attitude towards cause, CA2 have a stronger correlation to PI1 than the correlation 

between customer attitude towards company, CA1 and PI1. Therefore, it is important for the 

CRM campaign to gain a positive image among the customers. The customer attitude towards 

company is also of matter even though not as much as the previous one. H&M was the only 
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company with no correlation between attitude towards company and purchase intentions. 

Obviously, other factors must be more crucial for H&M’s customers due to this fashion re-

tailer’s high purchase intention. The company with strongest correlation between attitude 

towards cause and purchase intention is Lindex, followed by Indiska. This can also be an 

outturn of the perceived fit between the company and cause as brought up in section 2.2.2.1 

by Lafferty et al. (2004). Mango has a medium correlation. Similarities can be referred to the 

analysis of the awareness and hypothesis 1a, where the awareness of the campaign was more 

important than the awareness of the collaboration general (see Table 5.3). 

6.3  Relationship between fit and customer attitude  

The authors predicted that the level of fit between cause and company could impact on the 

customer attitude and therefore influence the customer participation and purchase intentions 

of the CRM product. The results presented in section 5.2 show support for the hypothesis 

where high fit and high purchase intention are correlated and vice versa. The authors will 

analyse the fit factor of the companies and their respective CRM campaigns separately.  

As mentioned in section 4.1, the Fashion Against AIDS campaign is an ongoing cause that 

targets younger people by raising awareness of AIDS. The authors assume there is a fit be-

tween H&M and Designers Against AIDS since both target the same group, operates in simi-

lar geographical location and both organisations use idols whom young people feel affinity 

with and look up to. This is further supported by Table 5.5 where H&M has the highest fit (M 

= 3.86) among the companies. In addition, the correlation between fit and purchase intention 

for H&M is considered to be of medium strength and slightly stronger than Lindex and In-

diska. However, fit is not correlated with customer attitude (CA1 and CA2) which means that 

the evaluation of the fit between cause-company does not have an impact on customers’ atti-

tudes. In section 2.2.2.1, Lafferty et al. (2004) state that high fit has a positive impact on atti-

tude which result in higher purchase intention. This statement is not applicable on the case of 

H&M. An explanation to the high purchase intention of H&M (M = 4.60) can be due to the 

large amount of the donation (25% of sales price) which serves as a motivator for increasing 

customer attitude towards the campaign. As a result, higher customer involvement in the 

campaign is achieved when the donation amount seems appropriate which is also supported 

by Ellen et al. (2000).  

The authors assume there exists a strong fit between Lindex and Rosa Bandet since Lindex 

has been a head sponsor of the non-profit organisation for seven years. The purpose of the 
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Pink Collection campaign is to raise awareness of breast cancer and raise funds for research 

on finding cure for breast cancer as mentioned in section 4.2. Both organisations target 

women middle-age, hence the customers feel higher affinity towards the campaign since 

breast cancer is more evident with middle-aged women (Pringle and Thompson, 1999). This 

statement is supported by Table 5.5 where Lindex has the second highest mean score (M = 

3.79) which means that customers do feel a certain level of fit between cause-company. 

When referring to the results in Table 5.7 and 5.8, Lindex’s customers seem to have a neutral 

opinion of the company and cause compared to H&M, Indiska and Mango. There is a visible 

pattern of consistent mediocre results from correlation hypothesis testing in section 5.1.2 for 

the variables FIT, CA1 and CA2, which indicates that the relationship between the fit and 

customer attitude in Lindex has a small to medium effect on purchase intention. As previ-

ously discussed in section 2.1.1.3, ongoing causes do have smaller impact on purchase inten-

tion and level of involvement than disaster causes (Ellen et al. 2000; Guy and Patton, 1989;  

Bendapudi et al. 1996 & Mount 1996). Customers might not feel as strong of motivation to 

contribute to the Pink Collection campaign today as when it was first conducted in year 2005. 

As mentioned in section 2.2.2, the level of fit and affinity is important for the success of a 

CRM where a good fit produces favourable responses and a bad fit yields weak credibility 

which can be harmful for both the company brand and the NPO (Rifon et al., 2004). In rele-

vance to this case, the general customer of Lindex might feel that the fit exists and the atti-

tudes are favourable but the overall impression is neither strong nor weak as indicated by the 

results presented in section 5.1.2.  

Indiska’s campaign has the purpose of raising funds for school and education for children and 

increasing women employment. The authors assume that there is a subtle fit between cause 

and company which is also supported by the results in Table 5.5 where Indiska has the lowest 

mean score compared to the other companies (M = 3.70). As mentioned in section 4.3, In-

diska’s target group are women with modern bohemian style which can have an effect on the 

fit between Indiska and Peace Trust. Due to the affinity factor, the female customers who 

shop at Indiska might feel a relation with the Indian culture, hence they are more willing to 

support the women in India. This assumption could be derived from section 2.1.2 where re-

searchers stress the importance of affinity (Guy & Patton, 1989; Sargeant, 1999; Bendapudi 

et al., 1996). The customers might also foster compassion and feel empathy towards the re-

ceivers in India due to the unfavourable living situation as previously stated by Sargeant 

(1999). But from what can be seen in Table 5.6, Indiska has the lowest mean scores on fit 
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between cause-company (M = 3.70) and purchase intention of the CRM product (M = 3.74). 

These weak results could derive from the low awareness of the campaign (M = 1.76) and of 

the alliance of Indiska and Peace Trust with a low mean score of M = 1.70. With the weak 

awareness, the customers have not had the opportunity to become influenced by this specific 

campaign, and thus result in lower purchase intentions. Additionally, Sargeant and Woodliffe 

(2007) found that the proximity of donation made a difference on the customers’ evaluations 

of causes. Their research showed that  local causes stimulated more positive outcome and 

higher donation giving. With this notion, the authors base the weak results of fit and purchase 

intention on the proximity of the donation due to the distance to India in where the recipients 

reside. Although, the Spearman’s correlation test in Table 5.7 showed that there exists a cor-

relation between fit and purchase intention but holds the weakest score compared to the other 

three companies. Table 5.8 also showed the weak correlation between fit and customer atti-

tudes toward company and toward the campaign which can be explained by Lafferty et al. 

(2004) where lower fit yields a lower degree of customer attitude.  

The purpose of Mango’s campaign is to raise funds to support the victims of Haiti by having 

Scarlett Johansson designing the bag as mentioned in section 4.4. In this case, the authors are 

not able to see whether there exists a natural fit of the alliance between the company and the 

non-profit organisation. Oxfam International fights for poverty and injustice whilst Mango’s 

brand aims to young urban women who are willing to pay a higher price for fashion. How-

ever, a fit is created when Mango uses Scarlett Johansson as a bond in the alliance and as an 

influencer to build a reliable relationship with its customers. The use of celebrities in market-

ing campaigns is considered as a strategic fit since many of whom are highly involved in 

various charitable programs. The impact of Scarlett Johansson might promote the fit further, 

increase the credibility of the campaign and thus increase purchase intention (Mount, 1996; 

Guy & Patton, 1999; Bendapudi et al., 1996; Sargeant, 1999). Although Mango’s mean score 

on the perceived fit between cause-company from Table 5.5 in section 5.1.2 is less than 

H&M’s and Lindex’s, the results from Table 5.8 show that Mango is the only company with 

a high correlation rate between fit and purchase intention (M = 0.577). In this case, the poten-

tial success rate for Mango’s campaign is high because of the strong correlation of fit and 

purchase intention (Lafferty et al., 2004; Gupta & Pirsch, 2006) . However, due to low cus-

tomer awareness with 74.3% of the customers responding that they have never heard of the 

campaign before, Mango has failed in their marketing communications. Additionally, Mango 

also has the lowest scores on the awareness of its collaboration with non-profit organisations 
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(M = 1.77) in Table 5.2. In comparison to the case of Indiska’s campaign, Mango has a 

slightly higher purchase intention of its CRM product than to Indiska’s CRM products. In 

sections 2.1.1.3 and 2.1.2, one possible explanation to this case could be due to customers 

may interpret the Haiti situation with more urgency and immediacy that requires some action 

now (Ellen et al., 2004). The nature of the appeal of the Haiti cause stimulates customers to 

be higher involved in a disaster cause than for an ongoing cause such as Indiska’s.  

In Table 5.6, the results from ANOVA concluded that there is a significant difference be-

tween a high fit-high purchase intention and low fit-low purchase intention. The neutral 

scores of fit in Table 5.5 showed that the differences of perceived fit between the four com-

panies are only marginal. According to Rifon et al. (2004), a high fit yields better perceptions 

of brand whilst a low fit could damage the brand image of the sponsoring company and the 

NPO (Votolate & Unnava, 2006).  Since there are neutral perceptions of fit between cause-

company for all four fashion retailers, there should neither be a positive or negative conse-

quence on customers’ perceptions toward the company and the NPO. Although, fit seems to 

have a larger impact on Lindex, Indiska and Mango more than it has on H&M. Hence, cus-

tomers’ purchase intentions in H&M should be more affected by other factors and not so 

much by fit.  

6.4 Price  

The price variables was investigated as one group (N = 280) and thereby not divided into 

tests groups of the companies. The customers were exposed of similar kinds of stimuli in 

terms of price difference that was presented as a percentage of the price. Therefore, no differ-

ence between the companies was detected in the section 5.4 and a divide between companies 

were considered unnecessary.  

This study supports the hypothesis that price has a strong effect on purchase intention of the 

CRM product (Strahilevitz, 1999). Based on the results in chapter 5.4, customers responded 

that the cheaper non-CRM products are not always preferable dependent on the size of the 

price difference. According to the results of hypothesis for Price 1, Price 2 and Price 3, the 

findings sustain that customers are more willing to purchase a CRM product when it comes to 

a lower price difference (10%) than to middle difference (25%) and higher difference (40%). 

Further outcomes presented that there was no significant difference between groups in Price 1 

and Price 3 (P > 0.05) while there was a significant difference in Price 2 (p < 0.05) between 

groups. It showed that the respondents had the same idea of purchase intention when it came 
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to lowest and highest price difference while the purchase preferences divers in Price 2 from 

each other. A reason behind the outcome was that the price difference of 25 % is perceived as 

either a high or a low difference, depending on customers’ personal preferences. 

 In addition, the size of price difference and the size of the donation also has an impact on the 

customers’ purchase intention of the CRM products. Within the Swedish fashion retail mar-

ket, there are different brand options where customers have different alternatives to choose 

from among companies (Pracejus et al., 2003). In general, the mean scores of Price 3 (M = 

4.55) indicate that respondents considerably prefer to purchase a cheaper non-CRM product 

than to a CRM product. These results from section 5.1.4 enhance the theory that customers 

are less likely to purchase a CRM product when there is a higher price difference in percent-

age between a non-CRM product and a CRM product (Subrahamanyan, 2004).  

Kotler and Lee (2005) introduced the framework of common types of product links and dona-

tion agreement in CRM campaign. The significant differences between H&M, Lindex (a per-

centage of the price), Indiska (an amount of a price) and Mango (a part of the profit) show 

that the type and the size of the donation can make a difference on purchase intentions 

(Pracejus et al. 2004). In the findings of all three price categories; H&M, Lindex and Indiska 

support the theory where it shows that customers prefer a CRM product by having the per-

centage (H&M and Lindex) instead of an amount of price (Indiska). In case of Mango (an 

part of the profit), it has been other factors that affected the purchase intention. One potential 

factor behind why the respondents would purchase the product in Mango is whether the type 

of donation was conducted due to the actual events Haiti disaster. Disasters have generally a 

tendency to generate higher contribution than ongoing causes (Pringle & Thompson 1999). 

Finally, the expectation of the results is fulfilled based on the previous research by other aca-

demics and practitioners that price factor is an important key role.    

6.5 Size and type of donation  

Despite having the highest scores on purchase intention and purchase frequency, H&M had 

no significant correlation between fit and purchase intention, and customer attitude of cause-

company and purchase intention. However, H&M had the highest amount of the donation 

featured as a percentage of the price (25%). In accordance with the research by Pracejus et al. 

(2004) as mentioned in Chapter 2, size of the donated amount has a significant impact on the 

donation intention. Indiska’s percentage of donated amount is the lowest among the four 

companies ranging from 4%-7,7%. However, Indiska has chosen to feature it in monetary 
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terms, thereby SEK10. As a result, Indiska gained lowest willingness among their customers 

to participate in the campaign. Mango on the other hand gives a quite unclear image of the 

actual size of the donation, describing it as a part of the profit, hence this company’s custom-

ers have a low involvement rate in the campaign. 

In terms of the credibility towards the CRM campaigns, one can assume that the different 

causes by supported non-profit organisations, can influence the customers’ perceived credi-

bility. According to Kizilbash and Maile (1977), credibility towards the campaign is an im-

portant factor. Whereas comparing H&M to Lindex, Fashion against AIDS campaign aims to 

spread knowledge about AIDS to young people and raising funds to uphold the cause by con-

ducting events and projects. Lindex’s collaboration with Rosa Bandet has the ultimate pur-

pose to financially supporting scientists to continuing their research on breast cancer. A cus-

tomer may have more incentives to support Lindex’s Pink Collection campaign since the 

raised fund could seem to be valuable towards the cause of finding a cure for breast cancer 

rather than spreading knowledge about AIDS.    

6.6 The proactive, the reactive and the non-buyers 

According to Proenca and Pereira (2007) there are different types of customers; the proactive, 

the reactive and non-buyers. The survey tested if it is applicable in the fashion retailer market 

in Sweden. There are major differences between approaches, most people said they would 

buy the product (M = 4.12), while just a few would actively seek out the product (M = 2.90). 

However, when a customer happened to see the product in a store, the possibility to purchase 

was high (M = 3.95). A parallel can be drawn to the helping behaviour and the motivation to 

help. When being in a store, there are less physical obstacles between the buyer and the pos-

sibility to help, which is important in the donation process (Guy & Patton, 1989). Another 

link can be towards the advertisements in store where a majority of those who are familiar of 

the campaign gained awareness in the stores (see Table 5.4). 

The reason to why most respondents received information about the campaign through stores 

can be explained by the customers’ purchase frequency. Purchase frequency plays an impor-

tant role when it comes to the customers’ purchase intentions. It was indicated in Table 5.14, 

that there existed differences between customer’s purchase frequencies between four compa-

nies. In the case of highest purchase frequency, customers purchase most often at H&M than 

Lindex, Indiska and Mango. The reason could be derived from the availability and number of 

stores in each city. There are 18 Mango point of purchase in Sweden compared to H&M that 
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has 133 stores. It can also depend on the feature of the clothes, if it is a store offering casual 

or smart clothing. H&M offers mostly casual clothes which is purchased quite often, while 

Mango has an a bite more sophisticated range which is purchased with some more considera-

tion. These aspects can have an underlying effect on the success of the CRM-campaign, since 

it is obviously easier for the customer to purchase more often at H&M than at Mango. Hence, 

customers are more exposed to new information and campaigns from the companies when 

they have higher purchase frequencies. 

6.7 Summery of hypotheses results 

The outcome of hypothesis testing is summarised as follows:  

 

Hypothesis Outcome 

H1a: High customer awareness indicates effective marketing communi-
cations, which has a positive effect on purchase intentions of CRM 
product than low customer awareness.  

Partially 
supported 

 H1b: A higher sense of meaning created for the customers de-
rived from the CRM campaigns, leads to a more positive effect 
on purchase intentions than to lower sense of meaning created. 

Supported 

H2: A high fit between cause and company has a positive impact cus-
tomer attitude, which has a positive effect on purchase intention of 
CRM products than to low fit between cause-company. 

Supported 

H3a: A positive customer attitude towards a company increases purchase 
intention of the CRM product.  

Supported 

H3b: A positive customer attitude towards the CRM  campaign increases 
purchase intentions of the CRM product.  

Supported 

H4a: Customers prefer cheaper products that are not linked to CRM to 
products that are linked to CRM. 

Not sup-
ported 

H4b : Lower price difference indicates higher purchase intents on CRM 
products. 

Supported 
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7  Conclusion and Discussion 

Chapter seven presents the conclusion of this study, including a discussion and proposition 

for future research.  

7.1 Conclusion 

Cause-related marketing is a phenomenon involving and affecting companies, customers, 

non-profit organisations and many other stakeholders. The results of this paper have impor-

tant implications for practitioners and academics. The objectives of CRM are varying and the 

outcomes are different depending on the strategy behind the campaign. This study has pre-

sented an overview of how cause-related marketing is implemented within the Swedish fash-

ion retail market. Despite the international distribution, the Swedish sector is still in its early 

stages of the employment of CRM campaigns. The four companies H&M, Lindex, Mango 

and Indiska are among few which are currently implementing a CRM campaign.  

The purpose of this study is to investigate what factors are used when affecting customers’ 

purchase intentions through the use of cause-related marketing. Based on the frame of refer-

ence a number of variables were assumed to be of importance in order for the company to be 

able to influence the customer. According to our study, the success of a CRM campaign can 

be affected by a complex set of causal variables, such as fit between company and cause, cus-

tomer attitude, customer awareness via effective marketing communication and price. Seven 

hypotheses were developed in order to see if those variables can be implemented within the 

Swedish fashion retail market. After the conduction of survey, some of the variables were 

proved to be more important than others within this market. Awareness of the CRM cam-

paign and attitude towards the campaign is crucial for the outcome. Those two factors are 

very related to each other, since with no awareness of the campaign, it might be difficult for a 

customer to create an attitude towards the campaign. An even stronger factor is price, if the 

price of a CRM product is to high in comparison to similar products, the entire campaign 

would fail. In the fashion retailer market, customer’s determination on purchasing CRM 

product is depended more on price where there is several options of substitutes. In such a 

case, other variables would not be able to have a major impact the customer decision. The 

relation between the customer and company, in terms of purchase frequency can also affect 

the result, either positively or negatively. 

However, some variables were less relevant but can still be influencing the perception of the 

CRM campaign. Such variables are general awareness of the collaboration between the non-
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profits, the company and attitude towards company but also the perceived fit company and 

cause and the perceived value generated by the campaign.  

After coming to these conclusions, the factors used in order to influence the customer while 

implementing a CRM campaign are acknowledged. Therefore, the purpose of the study is 

fulfilled. 

7.2  Discussion 

The construction of this thesis has been a process. By looking back to the first stage it has 

generated much knowledge and in the end, the result has been meaningful. There have been 

some major obstacles which required handling to achieve a worthy and necessary outcome to 

fulfil the purpose. One of the barriers was the composition of the survey. In order to gain 

necessary information, the questions had to be perfectly composed, thereby the double set of 

pilot tests. In the end of the process, the authors believe that conducting a double set of pilot 

tests was a thoughtful decision. It has made the contents of this paper more reliable and the 

outcome more obvious, due to the modified questions. A strength related to this topic is the 

analysis tools, both ANOVA and Spearman’s rank order correlation were used in order to get 

an outcome which is more reliable and accurate. 

Another issue has been the choice of variables, whether to focus on a fewer number and 

thereby be able to dig deeper, or to include an even greater amount than the current number. 

The decision to stick with four independent variables and one dependent variable were finally 

based on what was most stressed within the literature and previous research within this sub-

ject. It is now considered to be a good choice, since the variables where proved to be crucial 

for the implementation of a CRM campaign.  

After the thesis construction procedure, the purpose of the study was fulfilled and other oc-

currences appeared. One of those is public knowledge about CRM. After collecting the sur-

vey, the authors discovered that customers are not yet familiar with the concept cause-related 

marketing within Swedish fashion retailer. During the observation stage, the authors encoun-

tered similar reactions from the retailer staff and store managers, who are uneducated within 

CRM and CSR. It may have an underlying effect on the success of the CRM campaign. 

Although a hypothesis testing has not been developed for impact of purchase frequency on 

purchase intention, this subject of matter can still support and explain how the other factors 

affect the customer purchase intention in each particular company.   
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7.3 Future research  

The possibilities for further research within the use of CRM by Swedish fashion retailers are 

wide, however, there are certain aspects which could be of value for the success and custom-

ers appreciation of such a campaign. Thus, the authors believe the findings of this study could 

be implemented outside the borders of Sweden and outside the specific fashion retailer mar-

ket. It is a interesting topics to dig deeper into those variables which where proven to be of 

specific importance.  

How to create awareness and good attitude towards the campaign are two aspects closely 

related to each other. These are also linked to the meaning and the core values of the cus-

tomer. It is a trinity not yet widely covered within CRM. Another direction to research is the 

price effect which has been brought up as the most important inducer in this study. Despite 

the magnitude, the feature of the perfect price for a CRM product is still a mystery. 

Only females were investigated in this study, while males could be affected by CRM as well 

as females. Therefore it could be an interesting area to investigate among male customers for 

future research. There might be differences between male and female customers, the variables 

affecting females might be different to those affecting males. To continue on the target group 

aspect, the demographics has been excluded from this study. However, the target group might 

be very important for practitioners when implementing and adapting the variables that are 

brought up in this study. For future research one could emphasise a more detailed target 

group.  
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10  Appendices 

Appendix 1  Model of Cause-Related Marketing Initiatives  
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Appendix 2  Observation of fashion-retailers on the Swedish market 
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Appendix 3  Survey 

3.1 Pilot testing 

1. How often do you buy products from H&M*?  

Never   Less than     Once a  Once in  Once  Twice  
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once a month     month  2 weeks  a week  a week 

 

2. Do you know that H&M is collaborating with non-profit organization? 

Yes   No 

3. If you know that H&M is collaborating with non-profit organizations, would you 

then actively try to increase your amount of purchases from the concerned store? 

No, definitely not     Yes, definitely 

1 2 3 4 5 6 7 

H&M is currently collaborating with “non-profits” in a so called cause-related marketing 

campaign. This means that the company donates xx kr to the “non-profit” , every time the 

company sells an item. Please, specify your attitude to the campaign.** 

My attitude towards the marketing campaign is: (please circle the number that indi-

cates your response) 

4. Bad      Good 

1 2 3 4 5 6 7  

5. Harmful     Beneficial 

1 2 3 4 5 6 7  

I like this campaign: 

6. Strongly disagree      Strongly agree 

1 2 3 4 5 6 7  

My attitude towards the H&M* is: (please circle the number that indicates your re-

sponse) 

7. Unfavourable     Favourable 

1 2 3 4 5 6 7    

8. Negative     Positive 

1 2 3 4 5 6 7  



 

 67 

9. Dislike      Like 

1 2 3 4 5 6 7  

Imagine a product being linked to a cause, i.e. a percentage of the price is donated to a non-

profit. Please, indicate your purchase intentions. 

10. Would you like to purchase this product?  

No, definitely not     Yes, definitely 

1 2 3 4 5 6 7  

 

11. Would you buy this product if you happened to see it in a store? 

No, definitely not     Yes, definitely 

1 2 3 4 5 6 7  

 

12. Would you actively seek out this product in a store in order to purchase it? 

No, definitely not     Yes, definitely 

1 2 3 4 5 6 7  

 

Now, imagine there is a similar but cheaper product, which is not linked to a cause. Please, 

indicate you purchase intentions. 

Would you like to purchase the cheaper product instead of the product linked to a 

cause? 

13. The cause-linked bikini costs 230kr and there is another identical bikini that is 

not cause-linked that costs 200kr. 

No, definitely not     Yes, definitely 

1 2 3 4 5 6 7  

14. The cause-linked bikini costs 230kr and there is another identical bikini that is 

not cause-linked that costs 170kr. 

No, definitely not     Yes, definitely 

1 2 3 4 5 6 7 

15. The cause-linked bikini costs 230kr and there is another identical bikini that is 

not cause-linked that costs 140kr. 

No, definitely not     Yes, definitely 

1 2 3 4 5 6 7 
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16. Would you actively seek out a cheaper product in order to purchase it? 

No, definitely not     Yes, definitely 

1 2 3 4 5 6 7 

 

3.2 Post-tests 

3.2.1 Survey 

The survey is a frame for the four surveys conducted at Indiska, H&M, Mango and Lindex. 

Some moments are to be replaced according to following: 

Explanations: 

*Company replaced by one of the fashion retailers H&M, Mango, Indiska or Lindex. 

** CASE replaced by the specific case related to the fashion retailer. 

*** Non-profit replaced by the non-profit organisation which collaborates with the specific 

fashion retailer. 

**** Identical product in the case of Mango. 

 

Survey 

Hi, we are a group of students writing our thesis at Jönköping University. The subject of the 

study is limited to corporate social responsibility. This survey will work as the major material 

for the study. Thank you for your collaboration! 

1. How often do you buy products from the company*?  

 Once  Once every  Once in  Once   Once  

 a year   half a year  quarter  a month  per 2 weeks 

2. My attitude towards company* is: 

 Negative     Positive 

  1 2 3 4 5 6 

3. Do you know that company* is collaborating with non-profit organizations? 

Yes   No 

 

4. Would you increase your amount of purchases from company*, due to the 

collaboration between company* and non-profits? 

Yes   No  
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CASE+ Picture** 

5. Have you earlier been aware of the above mentioned campaign? 

No Yes, by  Yes, seen Yes, through  Yes,    

 advertisement    In-store  membership club  other 

6. My attitude towards the marketing campaign is:  

Negative 1 2 3 4 5 6 Positive 

7. I gain more meaning by purchasing a CRM product than to purchasing a non-

CRM product. 

Strongly disagree   1 2 3 4 5 6 Strongly agree 

 

8. Do you think that there is a good fit in the collaboration between company* and 

non-profit organisation***? 

 

No, definitely not  1 2 3 4 5 6 Yes, definitely 

9. Would you like to purchase any of the above mentioned products? 

 

 No, definitely not  1 2 3 4 5 6 Yes, definitely 

10. Would you actively seek out any of the products in the company* in order to 

purchase it? 

 

 No, definitely not  1 2 3 4 5 6 Yes, definitely 

11. Would you buy any of the products if you happened to see them in the 

company*? 

 

 No, definitely not  1 2 3 4 5 6 Yes, definitely 

 

Imagine there where identical products**** which weren't linked to the non-profit*** cam-

paign, but they were cheaper. Please, indicate you purchase intentions. 

Would you like a purchase a cheaper product which was not linked to a non-profit, if 

the price difference is? 

12. Example 10% cheaper 

 

 No, definitely not  1 2 3 4 5 6 Yes, definitely 

13. Example 25% cheaper 

 

 No, definitely not  1 2 3 4 5 6 Yes, definitely 
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14. Example 40% cheaper 

 

 No, definitely not  1 2 3 4 5 6 Yes, definitely  

 

Additional comments: 

___________________________________________________________________________

___________________________________________________________________________

____________________________________________________________ 

If you would like to take part of the survey result, please leave your e-mail address: 

 

 

3.2.2 Separate company cases 

 

Lindex 

Lindex have been collaborating with the 

non-profit organization Rosa Bandet for 

several years. During the latest campaign, 

Lindex launched an exclusive Pink-

Collection. It where designed by Emma 

Wiklund. The collection was made by 14 

selected products; dresses, blouses and ac-

cessories. For each product sold, 10% of the 

price was donated to Rosa Bandet. This is a 

kind of Cause-related marketing campaign. 

Please, specify your attitude to the cam-

paign.  

Source: Lindex 

Price: 300-399 SEK 

 

 

 

Mango 

Mango has been collaborating with the non-profit organiza-
tion NGO Oxfam international. The collaboration is based on 
a bag designed by Scarlett Johansson. For each bag sold, a part 
of the profit was donated to NGO Oxfam international and 
thereby the victims in Haiti. This is a kind of Cause-related 
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marketing campaign. Please, specify your attitude to the campaign.  

Source: Mango 

Price: 199SEK 

 

 

H&M 

  

H&M has been collaborating with the non-profit 
organization Designers Against AIDS. The campaign 
launched the Fashion against AIDS collection, de-
sign by the stars of the music-world. The collection 
was made by dresses, t-shirts, tops and bodies. For 
each product sold, 25% of the price was donated. 
This is a kind of Cause-related marketing campaign. 
Please, specify your attitude to the campaign. 
http://blog.delancefashion.com/tag/H&M-fashion-

against-aids-festival-collection/ 

Source: Delancefashion Blog® 

Price: 149-198 SEK 

Indiska 

  Indiska is collaborating with the non-profit organiza-

tion Peace trust. The collaboration is based on a cam-

paign which linked to Peace Trust. The collection is 

made by dresses, a pillow and a skirt. For each product 

sold, 10kr was donated to Peace Trust. This is a kind 

of cause-related marketing campaign. Please, specify 

your attitude to the campaign.  

Source: Indiska Ethics 

Price: 129-249 SEK 
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Appendix 4 Coding book for analysis 

 

Survey ques-
tion 

Full variable name SPSS variable 
name 

Coding instructions 

Company Identification Number:   ID  number to each company 
1=HM, 2=Lindex, 3=Indiska, 
4=Mango 

Q.1 Purchase Frequency:  Puf 1=once a year, 2= once per               
sex months, 3=once per three 
months, 4=once a month, 
5=once per two weeks 

Q.2 Company attitude:  
 

CA1 
 

1=negative, 6=positive 
 

Q.3 Cooperation with NPOs:  MC1 
 

1=yes, 2=no 

Q.4 General Purchase Intention 
due to Collaboration:  

GPIC 
 

1=yes, 2=no 

Q.5 Campaign Awareness:  
 

MC2                                                
 

1=no, 2=yes, through advertising, 
3=yes, seen in stores, 4= yes, 
through membership club, 5= 
yes, other 

Q.6    Campaign Attitude  CA2 1=positive, 6=negative 

Q.7 Meaning Creation due to 
Marketing Communication:  

MC3 1=strongly disagree, 6=strongly 
agree 

Q.8 Fit between 3 Cs:  FIT1 1=yes, definitely, 6=no, definitely 
not 

Q.9,10,11 Purchase Intention of CRM 
products:  

PI1 to PI3  1=yes, definitely, 6=no, definitely 
not 

Q.12,13,14 Price differences:  Price1 to Price3                            1=yes, definitely, 6=no, definitely 
not 
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Appendix 5  Results  

Appendix 5.1 Means plot of fit and purchase intention  

 

 

 

 

Appendix 5.2 Means plot of customer attitude towards company and pur-
chase intention  
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Appendix 5.3 Means plot of customer attitude towards CRM campaign 
and purchase intention  

 


