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ABSTRACT
The purpose of this thesis is to provide recommendations for the use of Cause Related
Marketing campaigns to benefit environmental causes. Analysis and recommendations are
established through examination of consumer behavior literature, research on consumer
responses to CRM, and current CRM campaigns. Consumer behavior regarding CRM
campaigns is analyzed using the Message Learning Approach to Persuasion. Through literature
reviews and examples of CRM campaigns, the Message Learning Approach is adapted to fit
requirements of CRM. After examining regular CRM campaigns and analyzing a campaign
implemented to support THON, the thesis examines the “Going Green” phenomenon and
consumer responses to and requirements for environmental campaigns. The CRM Message
Learning Approach is revisited to provide a framework for recommendations for the
implementation of CRM campaigns to support environmental causes. These recommendations
are illustrated through a second case study on Dawn dishwashing liquid’s environmental
campaign.
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INTRODUCTION
Cause Related Marketing (CRM), a marketing strategy where a firm and charity form a
relationship in order to benefit both parties, has become an increasingly popular marketing tactic
since its inception in the 1980s (Smith 307). From 1990 to 2006, spending on CRM campaigns
increased from $120 million to $1.34 billion (Sundar 1). Some of the more influential CRM
campaigns include pairings with the Susan G. Komen Breast Cancer Foundation, Dove’s
campaign for Real Beauty, Nike’s LiveStrong campaign for the Lance Armstrong Foundation,
and Product(Red) for AIDS, Tuberculosis and malaria (Hessekiel 1). Despite CRM’s huge
growth and popularity, few campaigns focus on the environment, a concern for consumers and
another popular trend in marketing. By adapting the general rules for CRM campaigns to fit
environmental causes and the “Going Green” trend, marketers can utilize CRM to help address
consumers’ interest in the environment.
Through the Message Learning Approach to Persuasion, this thesis will analyze the
consumer behavior that impacts current CRM strategies and provide recommendations for
marketers interested in pairing with environmental causes for CRM campaigns. Further, it will
evaluate two CRM campaigns to illustrate the execution of CRM tactics.
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CAUSE RELATED MARKETING
Cause Related Marketing (CRM) was introduced in 1983 when American Express
established a partnership with the Statue of Liberty/Ellis Island Foundation (Smith 307).
American Express donated one-cent for every charge made on a credit card and one dollar every
time a new card was issued during the third quarter of 1983 to the Statue of Liberty/Ellis Island
Foundation. After three months of the promotion, American Express raised $1.7 million to
assist in renovations of the Statue of Liberty (Smith 308). Further, new card applications rose by
45% and card usage rose 27%, setting the stage for the growth of the strategy beneficial to both
causes and companies (Sundar 1).
Since 1983, the popularity of Cause Related Marketing has grown. According to Cone,
Inc., in 2008, 38% of Americans bought a product that was associated with a cause, compared to
only 20% in 1993 (11). The retail sector raises more money in fundraising than any other
business sector, making CRM an important strategy for both marketers and charities (Olsen 437).
Associating a charity or cause with a brand makes consumers feel good about their
purchase while building a positive image for the company. It can reduce the guilt in buying a
luxury item and make the consumer feel better about other brand attributes, like trustworthiness
or quality (Bloom 51). Eighty-three percent of Americans believe that cause related marketing
gives the product and producer a positive image (Smith 308). Associating with a product is
beneficial for causes because they can take advantage of preexisting consumption decisions and
align with products that consumers already buy, thus requiring little commitment or effort from
the consumer (Smith 311).
While consumers have responded well to CRM, there is some controversy surrounding
the marketing strategy. There is concern that CRM undercuts traditional donations to charities

"

!"

because consumers feel that they are contributing enough through CRM (Fisher 271). Motives
of participating companies also come into question, as consumers question if companies only
enter into CRM in order to benefit the company and not the cause and will no longer support the
cause as soon as it does not benefit them anymore (Fisher 271).
Despite these controversies, companies continue to implement CRM programs, which
have been executed in a variety of ways, ranging from simple donations to programs where
percentages of profits from sales are donated to the cause (Fisher 271). Variations in pricing
strategies, message, fit between the brand and cause, implementation, and social influences and
norms present all impact the success of a CRM campaign in raising money for the cause and
improving the image of the company.
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THE MESSAGE LEARNING APPROACH
The Message Learning Approach to Persuasion (MLA), illustrated in Figure 1,
recognizes the interaction of Source Factors, Message Factors, Recipient Factors, and Medium
Factors in the persuasion process. The interactions of these factors influence the recipient’s
Perception, Comprehension, Agreement, Retention, and Retrieval of the message, which
ultimately lead to the consumer’s Decision Making. MLA can be used in analyzing how
consumers are persuaded to participate in a Cause Related Marketing campaign.

Fig. 1: The Message Learning Approach to Persuasion.
Source: Hovland, Carl, and Irving Janis. Personality and Persuasibility. 1959.

Through adaptations to the four factors of the model, MLA serves as a framework for
discussing important aspects of CRM (Figure 2). For the purposes of this thesis, only the four
factors (Source, Message, Recipient, Medium) will be examined in terms of their aggregate
effects on persuasion.
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Fig. 2: The Cause Related Marketing Message Learning Approach to Persuasion.

Source Factors
In the original model, Source Factors refer to the credibility and attractiveness of the
source. In Cause Related Marketing, the brand associated with the cause serves as a Source
Factor. The credibility of the brand and the relationship it has with the cause impacts
consumer’s perception of the CRM campaign. The source of the message is the brand and
Brand/Cause Fit describes the relationship between the brand and the cause.
Message Factors
Message Factors describe the message to the recipient. Included in the original MLA
model, Message Factors can be made up of the message’s complexity, comprehensibility, and
order, as well as if it is a one sided or two sided message and presented rationally or emotionally.
In CRM, two important aspects of the message are the framing of the message and the
description of the pricing and method of donation.
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Recipient Factors
Characteristics of the message recipient compose Recipient Factors. Their need for
cognition, intelligence, self-esteem, and culture can all impact how the message is processed. An
important added characteristic in CRM is the presence of social influences and norms. The
pressure and expectations of peers can impact a consumer’s decision regarding causes.
Medium Factors
In the traditional MLA model, Medium Factors is described as the type of media that
presents the message. Television, radio, print, as well as other media can impact persuasion.
Implementation of the CRM program falls under this category. The type of CRM strategy
chosen and the amount of responsibility that falls on a consumer to make the donation are
important aspects of implementation to consider when looking at Medium. For example, Procter
& Gamble raises money for The Marine Mammal Center and The International Bird Rescue
Research Center through Dawn, their brand of dishwashing liquid. Soap bottles display that “1
Bottle = $1” to the cause. Upon closer inspection of the labels the consumer can see that an
‘activation’ is required on the Dawn website in order for the purchase to count towards P&G’s
ultimate donation. Adding steps like these to a CRM campaign can be considered part of the
implementation of the campaign. The product itself and the company’s website also become an
aspect of Medium in a campaign like P&G’s Dawn campaign.
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ANALYSIS OF CAUSE RELATED MARKETING
Source
Brand/Cause Fit, or the perceived relationship between the brand and the cause that it is
supporting, can influence the credibility and attractiveness of the brand and, as a result, can
impact the success of a CRM program. As CRM becomes more common it is even more
important for companies to understand the relationship between the brand and the cause before
implementing a CRM program because fit can influence both consumer perceptions of the brand
and the cause (Barone 444).
In evaluating causes used in CRM, Bloom et al found that four areas need to be analyzed
when selecting a cause: if there are a significant number of consumers in the target market who
support the cause, if consumers will perceive the pairing as credible, if the pairing is unique, and
if the cause selected is the best match for the brand in terms of marketing style, image, and
performance attributes (54). All four categories need to be balanced to find optimal brand/cause
fit in a campaign.
Target. Popular causes will attract more consumers to a product that is aligned with it
than causes that are not well known or popular. For example, Susan G. Komen Foundation, a
foundation that supports breast cancer research, has a large number of followers who participate
in Komen events throughout the year. This large base of supporters could be attractive to a
company, but only beneficial for a company whose target market aligns with demographics and
psychographics of the supporters.
For less popular causes that do not have their own brand name appeal like Komen, it is
even more important that brand/cause fit be present in order to attract consumers. A study by
Barone et al found that when evaluating CRM campaigns, having a higher brand/cause fit
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enabled campaigns to overcome the unpopular cause, while there was no additional benefit from
brand/cause fit when the cause was already popular (444).
Credibility. Since 1993, a growing number of consumers feel that it is acceptable for
companies to use a cause in their marketing strategy, but 15% of consumers are still skeptical
and brand/cause fit can help companies build credibility for CRM campaigns (Cone 11).
According to Bloom et al, a high fit between the brand and the cause will improve consumer’s
feelings about the brand and how they rate the brand on attributes like trustworthiness and
quality (51).
Uniqueness. Uniqueness of the combination of brand and cause comes into play when
evaluating the sincerity and motives of the campaign. Aligning with lower-fit causes can help
differentiate a brand, so that it is not seen as joining a CRM bandwagon, and can encourage
consumers to see the brand as more sincere, but there must be enough fit that consumers must
perceive a relationship between the two (Bloom 52).
Sincerity is extremely important, as Barone et al report that the motive of the company
utilizing CRM influences how consumers evaluate the brand. In their study, high-perceived fit
between the brand and cause only improved participant’s perceptions of the CRM campaign
when consumers saw a positive motive for the brand’s participation (445). Therefore, for
consumers to perceive a company as having good intentions for the CRM campaign their
motives must be clear and fit between the brand and cause should be strong. Haagen Dazs’s
recent campaign, ‘Help the Honey Bees,’ is an interesting example of this. At first appearance
the link between honeybees, an unusual cause, and Haagen Dazs does not necessarily stand out.
On its packaging, Haagen Dazs explains that six natural ingredients in Haagen Dazs ice cream
are sourced by honeybees. A company that sells honey or flowers might have a brand/cause fit
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that stands out more, but Haagen Dazs can build credibility and sincerity through the unique
cause because it has a relationship with the product (Help).
Message
For CRM, Message Factors focuses on the delivery of the message and the pricing
strategy used to persuade consumers to buy the product, and thus donate to the cause.
Descriptions of the recipient of the funding, the framing of the message, and the description of
the amount of money donated all impact consumer behavior in CRM.
Description of Recipient. Specificity of the message is important in the consumer’s
reaction to the CRM campaign and ultimately decision-making. The identifiably of the victim
can contribute to how specific the message appears. Mentioning specific, identifiable victims
can have a different impact on consumer behavior than statistical victims.
Studies have shown that the difference between identifiable victims and statistical victims
in describing the purpose of a cause can impact a consumer’s likelihood to donate money to a
cause. Looking at a specific victim, as opposed to general victims, evokes more emotions and a
greater reaction from the consumer (Small 13).
There are three characteristics that differentiate an identifiable victim and a statistical
victim:
-

“Identifiable victims are more vivid than statistical victims

-

Identifiable victims are certain, statistical victims are probabilistic

-

Evaluation of an identifiable victim is made after the event has occurred, while statistical
victims are made before the event occurs (Small 6).”
A classic example of an identifiable victim is Jessica McClure, who fell in a well in 1987.

After the accident, Jessica received donations of approximately one million dollars, all kept in a
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trust fund until she turned 25 (Blaney 1). This huge sum of money was donated to the
identifiable victim. Assigning the likelihood of a child falling into a well and asking the same
people to donate money to an unidentified, statistical victim would have produced a much
different result.
Consumers are more engaged, both mentally and emotionally, when they process
information about specific individuals (identifiable victims). Further, priming consumers by
introducing statistical information about a specific individual’s situation causes people to donate
less money to the individual (Small 6). Pairing an identifiable victim with statistics about the
likelihood of their situation could decrease likelihood to donate. For example, presenting the
consumer with an image of and information about one hungry child on a box of Hot Pockets will
encourage consumers to be more engaged with the charity Feeding America that the company
sponsors. But, giving consumers statistical information about the number of starving children in
America will encourage them to donate less money to the individual that is presented on the box.
Framing. Even without using an individual example, the framing of the message about
the cause or victim can be influential in consumer behavior. According to Baghi et al, describing
a cause vividly encourages consumers to donate more to the cause and to pay more for products
that are associated with it (23). A vivid message is described as one that is emotionally
interesting, concrete, and able to draw attention and stimulate the imagination. Vividness also
increases a consumer’s trust of the campaign. Even without confirming details about the use of
donations, consumers saw causes described vividly as more trustworthy (Baghi 23).
While using identifiable victims was found to be more successful in soliciting donations,
incorporating statistical information can help contribute to the vividness of the cause and the
campaign’s trustworthiness in the eyes of consumers. Overall, consumers trust vivid products
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over pallid ones when no specific information about the use of donations is included (Baghi 23).
Including statistical information can be useful in building credibility for the campaign when
necessary.
Pricing. Phrasing of the donation scheme and pricing is influential in a consumer’s
estimate of donations and thus the consumer’s motivation to purchase. Olsen et al found that
there is an upward bias in consumers’ estimates about the donation when donations are expressed
as a function of profits (174). Further, participants in the study with formal accounting training
did not improve those participants’ estimates of percentage of profit. Like participants without
formal accounting training, informed participants calculated percentage of profit as percentage of
price (Olsen 174). Perceptions of the amount of donations are important because consumers
report higher purchase intentions when the amount of donation to a cause is higher. Thus,
presenting donations as a function of profits instead of sales could encourage consumers to
purchase products related to a cause.
Lion’s Pride, a State College based Penn State merchandise store, used a combination of
pricing tactics during a “4 weeks for 4 diamonds” campaign to support the Penn State
IFC/Panhellenic Dance Marathon (THON). For four weeks in February 2010, they advertised
that 20% of sales would go to THON. In addition, shoppers who spent $75 received a free
THON t-shirt for themselves and when shoppers bought the THON t-shirt for $10, all $10 would
be donated to THON. Lion’s Pride did not rely on consumer’s own calculations of profit by
using “percentage of sales” in their CRM campaign.
Recipient
Social Norms. In this examination of CRM, analysis of Recipient Factors focuses on the
social influences and norms that impact a consumer when donating to a charity. Because
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donations decisions balance self-interest and the interest of the entire group, donation decisions
are very similar to social dilemmas (Das 164). Without other information, consumers use social
information to make their own consumption decisions (Shang 3). With social norms and
influences impacting both consumption and donation decisions, they can have a strong influence
on Cause Related Marketing campaigns.
The collective mindset of participants can be displayed to consumers by expressing the
likelihood of goal attainment. According to Das et al, even if the cause is important, consumers
will be more likely to donate if they feel that their donation is going to help the charity reach its
goal (164). Explicitly referencing the likelihood that the charity’s goal would be reached
encouraged consumers to donate money to the cause (Das 166). Yoplait uses this approach in
their “Save Lids to Save Lives” campaign. They advertise that each lid mailed in will contribute
10 cents towards Yoplait’s goal donation of $1.5 million to Susan G. Komen Foundation.
Social Influence Tactics. Several approaches in framing a message can utilize social
influences to draw a donation. These include the “foot-in-the-door,” “low ball,” “increased
participation rate,” and “door-in-the-face:”
Using the “foot-in-the-door” approach, the cause begins by making a request for a small
donation that few will protest and then making the actual response (Shang 5). Sanford Brands
takes a similar approach to this in its brand Paper Mate’s sponsorship of City of Hope, a cancer
center, and their breast cancer research. For every pack of pens or erasers sold, Sanford donates
twenty cents to City of Hope for breast cancer research. The purchase of pens is the first step
and then Sanford requests that participants “write for hope” with the breast cancer pens, by
writing a note for breast cancer patients on their website. Sanford is encouraging participation in
the cause itself and one note winner will receive an increased donation of $500 in their name.

#

!"#

The “low-ball” approach aims to put pressure on the donator for consistency by gaining
an initial donation and then requesting more money or information. The “increased participation
rate” requests additional contributions after the initial donation. Finally, the “door-in-the-face”
utilizes guilt by requesting a large donation initially and then backing down to the actual result,
hoping that people will contribute the small amount in order to alleviate their guilt (Shang 6).
Medium
The implementation of the CRM campaign is the fourth, and less reviewed factor of
CRM. It refers to the execution of CRM campaigns and consumer involvement in the donations.
Product choice. Donations to charity provide an incentive to purchase a product because
of the added utility derived from giving to others. Without this added value, people would not
donate to causes. The added value from selfless utility can counteract feelings of guilt from
buying frivolous or hedonic items. Strahilevitz found that charitable giving can reduce feelings
of guilt, and, on average, participants in the study preferred to buy a frivolous product with a
donation to charity over an equivalent cash discount, showing that pairing causes with hedonic
products can make the product stand out among its peers (437).
Consumer Involvement. CRM ranges from advertising a firm’s donation on packaging of
a product to delayed-incentive programs where consumers must participate in order to ‘activate’
a donation and can be implemented with a wide variety of products.
Required consumer participation in CRM can vary and impact the success of the
campaign. Mars Snackfood, US, maker of M&Ms, advertised its donation to Susan G. Komen
for the Cure on bags of M&Ms during Breast Cancer Awareness Month. While the limited
edition bags of candy said, “Here’s a sweet way to show you care,” buying a bag in stores in
October and November did not provide the Komen foundation with another donation. As
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detailed on the back of the packaging, the “special pink blend represents [Mars Snackfood]’s
continued support in the fight against breast cancer.” Mars Snackfood, US donated $850,000 to
the Komen foundation. Instead, the donation was built through sales of M&M’s “Promise
Blend,” only available online, where 10 percent of sales would be contributed, with a minimum
of $850,000 donated. Consumers could not simply pick up a bag of M&Ms in the store to
contribute to the donation directly, they had to know to look on the website to purchase the
special product.
A more complicated CRM campaign, also benefiting Susan G. Komen for the Cure, is
Yoplait’s Save Lids to Save Lives program, which has been in operation for 11 years. The
program donates ten cents for every special edition yogurt lid (sold in September and October)
that is mailed in to the company by the end of the calendar year. Yoplait promises a donation of
between $500,000 and $1.5 million, but only reaches $1.5 million with the active participation of
consumers. The campaign has drawn some controversy because it asks consumers to spend
money on postage and envelopes in order to activate the donation, when this money might be
better spent going directly to the cause (Kalb 1).
Campaigns that require higher involvement from consumers, like Yoplait’s Save Lids to
Save Lives program, can be compared to mail-in rebate programs. Like rebate programs, these
CRM programs require that consumers mail-in proofs of purchase (like yogurt lids) or provide
proof of purchase in other ways. Procter & Gamble’s program that donates money to
organizations including The Marine Mammal Center and the International Bird Rescue Research
Center in order to help save wildlife through the sale of special edition Dawn soap products
requires that consumers visit the website to ‘activate’ the donation before the dollar per bottle
bought is donated (“Special”). Similar to rebates, these programs have a delayed incentive (the
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donation is not immediately given to a charity) and require an Application Stage, where
consumers apply for the redemption of the advertised reward (Silk 10). Studies show that when
implementing rebates, managers understand that many consumers will not participate in the
Application Stage and do not want a high rate of applications (Silk 10). Low rates of application
allows managers to set a greater price differentiation between the regular price and the after
rebate price and using rebate like campaigns can impact CRM the same way, allowing marketers
to advertise a greater donation to the cause for each purchase.
Three characteristics are important in analyzing choice and redemption in delayed
incentive programs: time, face value of the incentive, and the level of effort required (Soman
427). The three categories are impacted by consumers’ tendencies to undervalue time and cost in
the future. At purchase, the benefit of the incentive seems large because consumers tend to
discount the effort that is associated too with the Application Stage when purchasing and
procrastinate, partially explaining the low rate of applications. Giving consumers a timeline of
14 to 30 days in activating rebates or donations can reduce the likelihood of procrastination (Silk
20). Though the level of effort in redemption is underweighted, it plays a large role in
attractiveness of the delayed incentive and programs that require too much effort are not as
appealing to consumers (Soman 435).
Because of the added importance of consumers in implementing rebate programs,
delayed-incentive programs need to be utilized cautiously. The number of complaints to the
Better Business Bureau regarding rebate programs increased by 278% between 2001 and 2005
(Silk 4).
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CASE STUDY: FOUR WEEKS FOR FOUR DIAMONDS
To examine the use of each factor in CRM campaigns and look at a campaign in its
entirety, Lion’s Pride’s, a Penn State merchandise store located in State College, February 2010
“4 weeks for 4 diamonds” campaign is analyzed in the following case study. A summary of the
campaign and detailed look into the four factors that influence CRM illustrate a successful
implementation of CRM.

Fig. 3: “4 weeks for 4 diamonds” promotional piece. Source: http://www.lions-pride.com/

The Campaign
For four weeks leading up to Penn State’s IFC/Panhellenic Dance Marathon (THON)
Lion’s Pride, located close to campus, ran a CRM campaign to benefit the organization. THON
is the largest run student philanthropy in the nation, raising money for the Four Diamond’s Fund
to support families of children diagnosed with cancer at the Penn State Children’s Hospital.
THON is based in State College and boasts over 15,000 volunteers (THON). Lion’s Pride’s
campaign consisted of three elements: 20% of all sales were contributed to THON, $10 was
donated to THON with purchase of a special $10 THON t-shirt, and consumers received a free
#
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THON t-shirt with a $75 purchase. Lion’s Pride beat their goal of raising $20,000 through the
campaign.
Source
Lion’s Pride and THON have high brand/cause fit because of their Penn State
connections. The combination is certainly not unique, many Penn State merchandise stores hold
programs to support THON, but Lion’s Pride’s motives were clear without a unique fit because
of the strong connection and widespread popularity of THON in State College. Like with other
popular causes, a strong Brand/Cause fit was not necessary because the THON name pulls many
supporters to the cause and store.
Message
Because the store is located in State College and the campaign took place during THON’s
most publicized part of the year, Lion’s Pride did not have to describe the victim with statistical,
vivid terms to frame the message. Throughout the year, THON used vivid terms and messages
to attract participants and donations in the Penn State community. This is a unique aspect of the
campaign that resulted from locating a single store CRM campaign in the same community as
the cause. For many other CRM campaigns, especially those with less widespread popularity as
THON, statistical information might have been imperative to make the campaign successful. In
this case, including identifiable victims in the campaign could have been beneficial because it
could have drawn in more consumers or differentiated the campaign from other stores supporting
THON, but Lion’s Pride chose to just use the THON name to attract shoppers.
Lion’s Pride utilized a few different pricing strategies in the CRM campaign. Offering a
percentage of sales donation, a flat donation with a special purchase, as well as an incentive for
purchasing over $75 worth of merchandise. This combination of different pricing strategies is
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interesting because it makes the campaign more complex than many other campaigns that use
one pricing strategy. The different pricing models reflect a community with students and
professionals, who have different spending habits and disposable incomes. Offering different
pricing options allowed both students and State College residents to donate in whatever way best
fit them.
Recipient
Throughout the campaign, Lion’s Pride displayed a chart with the campaign’s progress
up to their donation goal of $20,000 (Figure 4). The store is located in a heavy pedestrian area,
so the likelihood of goal attainment was in plain view to help attract potential customers into the
store to participate in the campaign.

Fig. 4: Lion’s Pride’s display of the likelihood of goal attainment

While Lion’s Pride did not use the social influence tactics described earlier
(“foot-in-the-door”, etc), by offering different donation options and a free gift for customers who
spend more than $75, Lion’s Pride encouraged customers to spend more in store, thus increasing
the donation.
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Medium
Lion’s Pride implemented the campaign store wide, so product choice encompassed all of
the merchandise in their store. This is primarily Penn State merchandise. In addition, Lion’s
Pride developed a special THON t-shirt for the promotion. The connection between the cause
and the Penn State products was already high because THON is a Penn State based cause, but the
special THON t-shirt made a stronger connection and greater incentive to shop at Lion’s Pride
because the donation aligned with the product was higher.
The campaign was easy for consumers to participate in. There were no additional steps
that shoppers needed to take to make the donation; simply shopping at Lion’s Pride was enough
for the donation to go to THON. This could make it easy for people passing the store to stop in
and donate and maximized the amount of money that went to THON. Lion’s Pride did not have
to factor in the amount of donations they expected consumers to ‘activate’ because there was no
additional step that had to be taken.
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GOING GREEN
Consumer Response
Environmental concern and “Going Green” has become a phenomenon among
consumers. Stores advertise “green” alternatives; celebrities endorse “green” lifestyles; and
policy makers work to write “green” legislation that decreases our harmful impact on the
environment. With its widespread popularity, consumers are overwhelmed by the amount of
information they receive from companies about “going green” (“2008” 3).
“Going Green” has become a “catch all term for anything that is good for the
environment (Manget 6).” “Green” has grown to encompass anything “related to or being an
environmental political movement; concerned with supporting environmentalism; tending to
preserve environmental quality (“Green”).” With such a broad definition and no defined
standards on what makes a product “green”, “green” has become somewhat confusing to
consumers who do not always know what to expect of a product that makes environmental
claims. Cone, Inc. completed a study on consumer attitudes towards green marketing campaigns
and found the following:
When Americans see a product advertised as “green” or “environmentally friendly,”
they believe it means:
The product has a positive [i.e., beneficial] impact on the
48%
environment
The product has a lighter impact than other similar products
18%
The product has a neutral impact on the environment
14%
I don’t know what it means
10%
I don’t believe it means anything
10%
The product has a negative impact, but less than it used to
4%
Fig. 5: American opinions on what “green” means. Source: “2008 Green Gap Survey Fact Sheet." Cone Inc

It is no surprise that with these varying opinions on what “green” means, 90% of
Americans want companies to prove that their product is good for the environment instead of
simply advertising that it is (“2008” 3).
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While, according to The Boston Consulting Group, consumers feel that individuals can
help protect the environment, consumers look to companies to influence problems like
Greenhouse Gas emissions (GHGs), gases which the Environmental Protection Agency (EPA)
have declared dangerous to “the public health and welfare of the American people (United
States).” Cone, Inc. found that 77% of Americans feel that companies should address
environmental issues (Cone 13). Consumers look for companies to make changes and provide
green offerings in order to address environmental issues, including those like GHG emissions
that have an impact on all Americans. This passing of responsibilities is also present in
consumers’ purchase behaviors, as evidenced by an increase in sales of green products in 2008,
consumers rely on companies to provide them with products that can help lessen their impact.
Despite the increase in sales, most consumers are not willing to decrease their overall
consumption levels to protect the environment and, according to Cone, Inc., only 39% of
Americans reported buying more environmentally friendly products in 2008, showing that the
increase in “green” consumption was not widespread (“2008” 1). Consumers are not willing to
compromise their consumption patterns and only prefer green products to traditional products
when all else is equal, but this is not often the case (Ginsberg 79). It is evident that consumers
want companies to bear the burden of environmental protection and consumers are willing to
contribute when it is easy for them.
Only 9% Americans report considering the environmental impact of their purchases
every time they shop. For consumers who do not consider the environment, certain
characteristics of green products can help increase sales. Americans report that products with a
direct benefit for consumers (saving money or time), that have a clear connection between the
product and the environmental issue (like hybrid cars and lower emissions), that quantify
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environmental impact, and that are supported by companies with strong histories of
environmental commitment are likely to attract consumers (Manget). Endorsements by
third-party organizations (i.e. Energy Star) and companies that will take steps to decrease the
consumer’s personal impact on the environment can be a positive influence on consumers to
purchase a green product (Manget 20).
Green purchases are more prevalent in several product categories including automotive
and transportation, food and beverage, electronic and household appliances, and health and
beauty products (“2008” 2). Further, green products that offer a quantifiable and immediate
return on investment are most popular for consumers. Organic food is popular because of its
perceived health benefits and energy saving appliances that boast Energy Star ratings shows
long-term monetary savings that attract consumers.
Many consumers are willing to pay a premium for products that they believe are better
for the environment (Manget 7). Between 20 and 30% of consumers are willing to pay a 10%
premium for ingestible products (believing that “green” products have a superior quality in this
category), appliances, clothing, and disposable products (i.e. paper products) (Manget 14).
Types of Green Causes
In giving back to the environment there are several different types of non-profit
organizations and charities that can be considered for CRM. Some foundations use donations to
complete programs that benefit the environment, some educate people about environmental care,
and others help consumers offset their own impact on the environment through carbon credits.
Prominent examples of organizations that help the environment are the World Wildlife
Fund (WWF), Friends of the Earth, and the National Wildlife Federation (“Top” 1). WWF
focuses on several campaigns in order to conserve some of the world’s most important places
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including the Amazon, Arctic, and Galapagos (World). Friends of the Earth is a network of
environmental groups supporting climate change, forest, fair trade, and environmental rights in
the United States. The National Wildlife Federation protects wildlife as well as runs programs
for global warming and environmental education (“Top” 1).
Focused more on education, New American Dream’s mission is to “help Americans
consume responsibly to protect the environment, enhance quality of life, and promote social
justice (New).” They do work through programs that teach consumers what kind of foods to
purchase, how to curb their bottled water dependency, as well as other environmentally focused
campaigns (New).
Another option for companies looking to support environmental improvement are carbon
credits. Businesses or individual consumers can purchase carbon credits from many different
organizations to offset the emissions generated through their own consumption (Rosenthal 1).
Nonprofit organizations like CarbonFund.org sell credits and use the money to support
alternative energy and reforestation in order to reduce carbon emissions in the future and absorb
carbon already in the atmosphere that can lead to global warming. Companies can pair carbon
credits with their product as a method of CRM. Similar programs include airlines that have
given consumers the option to purchase carbon credits with their tickets (Rosenthal 1).
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RECOMMENDATIONS FOR GREEN CRM CAMPAIGNS
Cause Related Marketing can help address consumers’ desires for the protecting the
environment. By implementing CRM programs that benefit environmental foundations or
supply consumers with carbon credits, consumers can participate in environmental protection
and care without drastically altering their consumption patterns. CRM programs directed
towards environmental cause come with several challenges that companies and causes must face.
Following are a series of recommendations for implementing environmental CRM campaigns,
summarized in Figure 6.
Source
As described earlier, when establishing a cause to pair with, it is important for companies
to consider the target market as well as credibility and uniqueness of the brand/cause fit.
According to Cone Inc., 74% of Americans report that a clear connection between the product
and service and the environmental issue is influential to their decision to purchase a product with
an environmental benefit, showing that brand/cause fit can have a significant impact on
consumer’s purchase intentions (“2008” 2). Companies can pair with any of the different types
of environmental organizations described earlier, but they must consider what the cause is for
and how it works to protect or help the environment.
Target. While the environment is a popular cause, changing consumption patterns to
benefit the environment is unpopular. Having high fit between the product and the
environmental cause may encourage consumers to make the switch to support the environment
when they would normally put the responsibility on the company, just as high brand/cause fit
persuades consumers to support unpopular causes.
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Credibility. With the uncertainty surrounding the definition of and expectations for
“green” claims coupled with some consumer’s uncertainty of CRM campaigns, companies can
increase their credibility by selecting an environmental cause that has high fit with the brand.
Unique. Whether companies choose an environmental cause with a low or high fit, they
must display clear motives for the brand’s participation in the cause. Seventy-three percent of
Americans believe that “companies who communicate about the environment are just trying to
sell more products and services (“2008” 3).” Choosing a cause that promotes clear motives is
key in improving consumer perceptions and confidence in environmental CRM campaigns.
Message
Description of the Recipient. When pairing with a cause that protects the environment,
identifiable victims (those that are certain or statistical) can be rather different than those for
other causes. A company might be able to name an identifiable victim after an event with
negative environmental impact, like an oil spill, has occurred, but for most environmental
protection causes this is not the case. However, using statistical information to describe humans
as the end victim of environmental harm could help make a large abstract victim like the
environment more relatable to consumers and make them more engaged with the cause.
Framing. To increase the vividness of the message, and thus increase credibility in a
“green” cause, companies must make their message emotionally interesting, concrete, and able to
draw consumer’s attention and imagination. With a large scale and relatively unspecific victim
like the environment, it is even more important that companies incorporate statistical information
and concrete facts about the cause in the message to increase vividness. Seventy percent of
Americans report that they are influenced in their decision to purchase a product with an
environmental impact when it quantifies the actual environmental impact (“2008” 2). By using
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vivid messages to increase credibility of the campaign in consumers’ eyes, confusion about
‘green’ might decrease and be less of a concern for consumers and their intention to purchase the
product will increase.
Pricing. When pairing with environmental groups that supply carbon credits, marketers
are given the option to price the donation as the amount of carbon offsets purchased through a
CRM campaign or making it clear to consumers that the amount of money donated is an attempt
to equalize their impact on the environment. Whether expressing donation amounts as a function
of price, profit, carbon credits, or a flat dollar rate, marketers working with environmental
campaigns, consumers are more likely to purchase a product with a high donation so companies
need to understand how consumer’s view the pricing in order to increase purchase intention.
Recipient
Social Norms. Companies can use social norms to encourage consumers to buy into an
environmental CRM program when consumers might normally leave environmental issues to
companies. Presenting social norms to a consumer by citing the percentage of consumers that are
donating or purchasing a product could increase the likelihood that consumers choose a product
tied to the cause over one that is not.
Further, with such a large-scale victim as the environment, companies should take
advantage of consumers’ reactions to the likelihood of goal attainment. Expressing the
likelihood that purchasing the product will help meet a goal could encourage consumers to
purchase the product instead of dismissing the product because of a seemingly low likelihood
that the goal will be reached.
Social Influence Tactics. Some consumers are willing to pay a 10% premium for
products that they believe are better for the environment, so companies introducing an
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environmental CRM campaign may be able implement social tactics like “door-in-the-face”
where the initial requested donation is large, followed by smaller requests (Manget 14).
However, if companies are trying to draw in consumers who are not willing to change their
consumer behavior to benefit the environment, using tactics like the “foot-in-the-door” where
small donations are elicited first before asking for more would be more successful. This can be
used for more than receiving greater donations; environmental CRM campaigns could encourage
consumers to donate to the cause first and suggest behavioral changes to benefit the environment
after the initial donation. Similar to Sanford Brands’ Paper Mate campaign for City of Hope,
companies could encourage consumers to become more active in “green” campaigns through
“foot-in-the-door” tactics.
Medium
When considering Method in implementing an environmental CRM program, companies
should pay attention to consumer’s tendencies to purchase ‘green’ products in specific consumer
good categories and their tendency to expect companies to take control of environmental
problems.
Product Choice. Categories where the environmental impact is more important to
consumers are areas where purchase and use of the product makes a greater impact on the
environment than most other products and where green products can save consumers money
(automotive and transportation; electronic and household appliances) as well as those that impact
consumers physically (food and beverage; health and beauty) (Appendix A). Consumers may be
more receptive of an environmental CRM campaign when paired with these types of products.
Products that are harmful to the environment or demand high-energy expenditures are
similar to hedonistic products because they benefit consumers at the expense of the environment.
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Introducing environmental CRM in these categories can help offset the guilt for buying a product
with a large impact on the environment because consumers feel that they are doing good and
negating the negative impact that they make on the environment by purchasing the product.
Pairings like these must be done cautiously as not to compromise the campaign and brand’s
credibility.
Consumer Involvement. Implementing campaigns that require high involvement from
consumers, similar delayed incentive or rebate programs, could deter consumers from
completing the steps required to complete the donation, especially for “green” products because
many consumers want companies to take responsibility and action for the environment. Asking
consumers to activate donations could decrease the amount of participation in an environmental
CRM campaign. Instead, bundling products with carbon credits or direct donations without
requiring consumer involvement can make it easy for consumers to give to environmental
charities without any additional effort.
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Summary of Green Recommendations
Source Factors

$
$
$

Message Factors

$
$
$

Recipient Factors

$
$

Medium Factors

$
$

Target: High brand/cause fit to encourage consumer
participation
Credibility: High brand/cause fit to increase trustworthiness
Unique: Choose cause that helps promotes clear motives for
brand participation
Description of the Recipient: Use statistical information to
make victim less abstract
Framing: Use vivid messages to increase credibility and
purchase intentions
Pricing: Utilize consumer response to pricing to increase
donation intentions
Social Norms: Cite information to describe social norms
Social Influence: Analyze desired response from CRM
campaign to determine appropriate social norms
Product Choice: Take advantage of product categories
where consumers already purchase “green”
Consumer Involvement: Be cautious of delayed incentive
and rebate programs when consumers are unlikely to
participate in environmental causes

Fig. 6: Summary of recommendations for environmental CRM campaigns
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CASE STUDY: DAWN SAVES WILDLIFE
The application of some environmental CRM recommendations can be seen in Procter &
Gamble’s environmental CRM campaign through its Dawn dishwashing liquid. The following
case study outlines the campaign and its execution.

Fig. 7: Dawn dishwashing liquid with special campaign labels. Source:
http://www.dawn-dish.com/en_US/savingwildlife/specialedition.do

The Campaign
Procter and Gamble’s Dawn dishwashing liquid has been involved in helping wildlife
affected by oil spills for 30 years. Over the years, Dawn has donated thousands of bottles of
soap that is used by wildlife conservation organizations to clean animals because the formula
removes oil and is gentle on skin and feathers. Dawn cites that over 75,000 animals have been
saved in the last 30 years. In 2009, Dawn increased their dedication to the organizations by
implementing a CRM campaign allowing consumers to become “Everyday Wildlife Champions
(“Special”).” While not raising money for environmental cleanup or protection, Dawn is
operating an environmental CRM campaign that helps the animal victims of human’s negative
impact on the environment.
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Special edition Dawn bottles advertised that for every bottle of Dawn dishwashing liquid
bought, P&G will donate $1 to their wildlife partners. Consumers must log onto the Dawn
website to “activate” the donation. P&G pledges to donate up to $500,000 with activations
(“Special”).
This unique environmental campaign takes into account some key aspects of
environmental marketing by increasing credibility with unique brand/cause fit and utilizing
social norms and influence tactics.
Source
Dawn takes advantage of a unique Brand/Cause fit by sponsoring programs that use their
products. Supporting unusual foundations like The Marine Mammal Center and The
International Bird Rescue Research Center makes the brand standout and their history with the
foundations promotes credibility.
Message
Dawn uses a relatively abstract victim on the product packaging of each bottle, describing
the victim as “wildlife.” It is very general, but pictures of individual animals on packaging give
consumers a better idea of where the money is donated and donations are explicitly described on
the campaign website. The victim becomes more vivid as a consumer participates in the
campaign. Dawn may be hoping to attract more consumers by initially describing the victim as
wildlife, instead of conservation of animals and habitats in need through specific organizations,
The Marine Mammal Center and The International Bird Rescue Research Center (“Special”).
When explaining pricing, Dawn clearly states the possible donations available with
purchase of each bottle. There is no confusion on the exact amount donated to the causes
because of the simple $1 pricing strategy. Consumers do not need to estimate the amount P&G
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profits from a bottle of soap in order to calculate the donation and decide if they should purchase
the product. Dawn also includes a message in small print on the front of the bottles that say that
they will donate up to $500,000 to the program, so consumers know the goal and limit of the
campaign.
Recipient
When consumers log onto the Dawn website to “activate” their donation they are
confronted with message to present social norms and influence their decisions. On the
homepage, a button on the right side of the screen shows the current donations and allows
viewers to see the donation levels per state (Figure 8).

Fig. 8: Dawn’s display of likelihood of goal attainment. Source: www.dawnsaveswildlife.com

A “How You Can Help” section of the website provides more information on
environmental causes and encourages visitors to pledge to help the environment. This is similar
to social influence tactics like “foot-in-the-door” and “increased participation rate” where initial
donations are followed by further requests. Dawn is not necessarily requesting more money, but
asks consumers to make promises to help improve waterways. Dawn could have used the
“foot-in-the-door” tactic by providing consumers with a method to donate more money online.
#
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Collecting donations online or providing addresses to send donations to has the potential to
significantly increase donations to the causes because consumers are already brought to the
website to “activate” their donation.
Medium
According to Cone, Inc., little over half of consumers consider the environment when
purchasing products like dishwashing liquid, but P&G still uses Dawn to implement an
environmental CRM campaign, most likely due to their close link to the charities they are
helping. These charities already use Dawn, making the product a logical choice.
When looking at consumer involvement, Dawn requires participants to go on their
website to “activate” the donation. The instructions to go to the Dawn website and activate their
donation written in small print below the initial “1 Bottle = $1” claim, so in order for the
donation to actually work, consumers need to pay attention to the labeling and log onto the
website. This process has the potential to decrease the total number of donations and P&G
would have raised more money through sales if they had automatically donated $1 to the causes
for each bottle. As of February 19, 2010, they were over 3/5 the way to the goal donation
showing that the extra step is not too much of a difficulty for consumers (“Special”).
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CONCLUSIONS AND LIMITATIONS
This thesis examines the uses of Cause Related Marketing and how consumer behavior
impacts the strategies used in successful CRM campaigns. It explains how marketers could
utilize environmental CRM campaigns to address consumers’ tendency to defer environmental
responsibility to businesses and consumers’ increasing demand for environmental protection.
Taking advantage of consumers’ responses to the four factors of “The Cause Related Marketing
Message Learning Approach” can help bridge the gap between traditional CRM campaigns and
those geared towards the environment in order to benefit both companies who participate and the
environment.
The recommendations given to marketers are based on analysis of previous studies and
CRM campaigns. Further research on environmental causes, consumer behavior, and the
recommendations themselves can help determine to what extent these recommendations can be
upheld in practice.
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APPENDIX A

Americans consider the environmental impact of either making purchases or supporting
companies in each of the following industries:
Automotive and transportation
Food and beverage
Electronics and household appliances
Health and beauty
Household goods and furniture
Retail stores
Footwear and apparel
Sports and entertainment
Financial services (e.g., banking, insurance, investing)
(“2008” 2)
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71%
62%
61%
54%
53%
50%
42%
37%
32%
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