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ABSTRACT

Nowadays, the social role of companies has become more pro-
minent than before. Many companies have tended to cooperate
with certain non-profit organizations to achieve business inter-
ests. Cause-related marketing is an example of this type of coo-
peration and refers to a certain type of cooperation and contri-
bution of the company to cause-related programs. In this regard,
educating this method and the creation of this advantage that
seller can learn this which based on their education can advan-
tages the benefits of this method to customers later on, consu-
mers are able to feel sympathetic to the problems of society by
purchasing products from the company with charitable activities
have a significant impact on increasing the company’s custo-
mers and resulted profitability. In this paper, attempts have been
made to educate model to cause-related marketing using a case
study method. The research methodology is qualitative and data
collection from interviews conducted in E-commerce Company
Digikala. The population of this study consisted of consumers
and employees of the company. A total of 20 interviews were
conducted, finally based on the results of this study; customers
had four responses: sense of belonging, loyalty behavior, word
of mouth advertising, and continuous participation in cause-rela-
ted marketing. Also four cause-related marketing strategies are:
licensing, established, collaboration and exchange programs.
At the end, factors such as cost place, cost value, quality of
transactions, quality of strategy codification, and approach to
assistance are identified as incentive and disincentive factors of
cause-related marketing strategies.

Keywords:

Cause-related marketing, social customer

response.

responsibility,

RESUMEN

Hoy en dia, el papel social de las empresas se ha vuelto mas
prominente que antes. Muchas compafiias han tendido a coo-
perar con ciertas organizaciones sin fines de lucro para lograr
intereses comerciales. El marketing relacionado con la causa
es un ejemplo de este tipo de cooperacion y se refiere a un
cierto tipo de cooperacion y contribucion de la empresa a los
programas relacionados con la causa. En este sentido, la edu-
cacion de este método y la creacion de esta ventaja de que el
vendedor puede aprender esto, que en base a su educacion
puede beneficiar los beneficios de este método a los clientes
mas adelante, los consumidores pueden sentir simpatia por los
problemas de la sociedad al comprar productos de La compa-
fiila con actividades de caridad tiene un impacto significativo en
el aumento de los clientes de la compafiia y la rentabilidad resul-
tante. En este documento, se han realizado intentos para educar
el modelo para la comercializacion relacionada con el uso de un
método de estudio de caso. La metodologia de investigacion es
cualitativa y la recopilacion de datos de entrevistas realizadas
en la empresa de comercio electronico Digikala. La poblacion
de este estudio consistid en consumidores y empleados de la
empresa. Se realizaron un total de 20 entrevistas, finalmente ba-
sadas en los resultados de este estudio; los clientes tuvieron
cuatro respuestas: sentido de pertenencia, comportamiento de
lealtad, publicidad de boca en boca y participacion continua
en el marketing relacionado con la causa, también cuatro estra-
tegias de marketing relacionadas con la causa son: licencias,
programas establecidos, de colaboracién e intercambio, al final,
factores como como el lugar del costo, el valor del costo, la
calidad de las transacciones, la calidad de la codificacion de la
estrategia y el enfoque de la asistencia identificada como facto-
res de incentivo y desincentivo de las estrategias de marketing
relacionadas con la causa.

Palabras clave:

Marketing relacionado con la causa, responsabilidad social,
respuesta al cliente.
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INTRODUCTION

As the business world becomes competitive, companies
face tough competition with their competitors, so they are
looking for finding new ways to deal with competitors and
prove their superiority in the market.

On the other hand, customer expectations from compa-
nies have also undergone a wide range of changes so
that they ask companies to have more social responsi-
bility toward society rather than to take responsibility for
the customer (Barone, Norman & Miyazaki, 2007). Since
the beginning of the 1990s, widespread pressure has for-
ced companies to take responsibility for their activities in
the society. These pressure caused companies to turn to
social responsibility and expand their cooperation with
non-profit organizations to contribute with the cause-rela-
ted purpose, as well as the development of the company
image.

One of the strategies of corporate social responsibili-
ty is cause-related marketing. Cause-related marketing
is a specific marketing activity in which the company
undertakes to allocate an amount of product or service
sales to certain cause-related activities (Van den Brink,
Odekerken-Schroder & Pauwels, 2006).

Cause-related marketing is a way of showing the
company’s concern about society to retain customers.
Cause-related marketing strategy involves the offering of
brand promotion to customers to help determine a cer-
tain value for a given cause. In recent years, cause-rela-
ted marketing is assumed to be an important marketing
strategy. The growth of cause-related marketing from $
120 billion in 1990 to $ 1.73 billion in 2012 indicates the
importance of this issue (Vyravene & Rabbanee, 2016).
Marketers have noticed this kind of marketing because
cause-related marketing influences consumer behavior
(Sen & Bhattacharya, 2001 .(

cause-related marketing can bring many benefits to the
company, including improving the image of its brand,
increasing the awareness of the brand and Rising con-
sumer attention to the brand (Barone, Miyazaki & Taylor,
2005) as well as increasing the intention of buying a parti-
cular brand (Cornwell & Coote, 2005). In addition, cause-
related marketing can help build brand relationships that
subsequently will result in Going up sales and brand loyal-
ty (Van den Brink, et al, 2006).

Previous studies focus more on the effects of cause-
related marketing campaign attributes on positive as-
sessment of consumers, Relationship between brand and
cause (Pracejus & Olsen, 2004), the effects of cause-rela-
ted marketing campaigns on consumers attitudes toward
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the sponsor company, increase of brand equity, brand
awareness by creating awareness of the brand, brand
image and brand loyalty (Mazodier & Merunka, 20012),
but studying the effects of cause-related campaigns on
consumers response have not been examined adequa-
tely (He, Li & Harris, 2012; Marandi, et al, 2018).

The consumer’s response to cause-related marketing
campaigns may be due to ethical judgment for helping
people in the community (Kim, Magnini & Singal, 2012)
and participants’ identity filling with the company to intro-
duce themselves to others with the same cause-related
characteristics of the organization (Papista & Dimitriadis,
2012). In that case, routine shopping decisions provide an
opportunity to show the ethical views and identifiability of
individuals with the company (Kim & Johnson, 2013). The
studies focus on how cause-related marketing strategies
affect the ethical and identity aspects of scattered consu-
mers (Moosmayer & Fuljahn, 2010).

In Iran, despite the fact that only 28 years of the imple-
mentation of cause-related marketing have passed in the
world, and in spite of the novelty of scientific marketing
activities in Iranian economic companies, the strategy has
been frequently used by internal economic companies.
For the first time in 2005, cause-related marketing was
introduced by UNICEF to our country’s economic compa-
nies (Rashidi, Esfidani & Salamam, 2015).

By raising the debates related to cause-related marketing,
one of the fundamental questions is how customers res-
pond to this type of marketing (Nerkar, 2013). In the case of
the customer response mechanism to cause-related mar-
keting, not enough research has been done. Furthermore,
consumer’s response to cause-related marketing may
originate from their ethical feelings to support others in
community (Vyravene & Rabbanee, 2016). Therefore, by
raising the trend of using this method of marketing in Iran,
it is important to conduct research to determine the ty-
pes of cause-related marketing strategies as well as res-
ponse model to cause-related marketing. This research
can help internal companies to use this type of marketing
and choose the type of cause-related marketing strategy.
Digikala is no exception to this rule as the largest inter-
net store in the Iranian market and with a large number of
brands that operate in different product groups such as
digital products, home appliances, personal accessories
and products related to culture, art, sport, and entertain-
ment. The output of this study can help the company and
other companies to improve and develop their markets
(Vanhamme, et al., 2012).
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METHODOLOGY

According to the questions, the present study is descripti-
ve in terms of purpose and qualitative in terms of research
method. The research strategy is a case study in the
qualitative section and themes analysis in data analysis
section.

In this study, the interviews were used to collect data and
the theoretical sampling method for sampling, which is
specific to qualitative research method. In this method,
the sample volume must be that the researcher reaches
theoretical adequacy. The population of this study can be
divided into two groups. The first group is the managers
of Digikala Company, and the second group is the custo-
mers of the company

In this section, the findings of data collection and data ob-
tained by separating each of the research questions are
investigated. The research method in this study is quali-
tative. In this section, in the first step; qualitative data are
analyzed. For this purpose, in order to analyze the data
after implementation of interviews, qualitative data are first
presented based on theme analysis method with docu-
mented evidences and extracted components from re-
search literature and finally presented the pattern arising
from interviews analysis

Data Analysis
First question:

What kind of cause-related marketing strategies are in the
[ranian market?

During the interview process, if there is any ambiguity in
the statement with other questions, the interviewees were
asked to provide more and more clarification. In this sec-
tion, after analyzing the most important verbal statements
contained in the interviews, open coding was conducted
and initial codes were identified and extracted. Then they
were classified into the research questions using the re-
sults of semi-structured interviews inspired by the theore-
tical and empirical literature (Table 1).

Table 1. Questions and concepts related to the first ques-
tion.

Issues Concepts

Allocation a percentage of profit
Allocation of Sales Profit
Parallel Sales

The exchange programs
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Issues Concepts

Collaborative participation

Joining to the Campaign

Participating in cause-related marketing
campaigns

organizational Cooperation

Cooperation with the community

SMS campaigns

Collaboration

Establishing an independent subsidiary
Support the charity affairs
Establishment of subsidiary organization

Founded

Referring to government and government
agencies
Obtaining approval

licensing programs

Second question:

What are the incentive and disincentive factors of cause-
related marketing strategies?

The incentive and disincentive factors of cause-related
marketing strategies can be used in the same concept.
In this way, a concept is considered to be a incentive in
nature when it is in a positive state and disincentive when
it is in a negative state in nature. Therefore, identifying
effective concepts on cause-related marketing strategy
can lead to the identification of incentive and disincentive
factors of cause-related marketing.

During the interview process, if there is any ambiguity in
the statement with other questions, the interviews were as-
ked to provide more clarification.

Thus, after answering the second question, and using the
results of interviews inspiration by theoretical and empiri-
cal literature, after the open coding phase, the identified
issues will be categorized (Table 2).

Table 2. Questions and concepts related to the Second
question.

Issues Concepts

cost allocation to important items
Identify items help needed
Favorite place for people
Accurate  identification  of
expectations

A detailed description of the charity affairs in
the community

Attention to the community demands

Identify items that include contribution
Prioritizing items may help people

community
Cost place

The amount of assistance
Fair pricing

Pricing standard

Balance on donation

Cost value
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Issues Concepts

Honesty in Interaction
goodwill in the interactions
Create a transparent mindset
Fair interactions

Clear communication

Quality of transactions

Formulating the desired strategy
attention to detail in the formulation

Participation in strategy formulation ggg:]'% ati o?wf strategy

Identify the current requirements and condi-

tions of the organization

The choice of the moral method of assistance )
approach to assistance

The correct approach to assistance

Third question:

What answers do customers make in favor of cause-rela-
ted marketing strategies?

Following the analysis of the third question, and using the
results of interviews inspired by theoretical and experi-
mental literature, the identified categories are Table 3:

Table 3. Questions and concepts related to the Second
question.

Issues Concepts

A positive feeling towards the company
More attention to the company

Deal with peace of mind

A sense of attachment to the company
Importance

emotional dependency

The feeling of being a family

Sense of belonging

Shopping extension
Continue shopping
Loyalty Behavior
Improved sales level
Prioritizing

Continue shopping

Loyalty Behaviors

Advertising for the company

identifying products to others

Encouraging others to buy the product

Introducing the product to others

Advertising for products

Introducing the company to others

Bringing the positive image of the organization to
other people and companies

Word-of-mouth
nadvertising

Active participation
Voluntary participation
Effective participation
Voluntary representation

Continuous
participation

Studying and analyzing the data from interviews with ex-
perts have led to the formation of a conceptual model of
Research to describe (Figure 1).
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Sense of
belonging

Cost value

Loyalty
Behaviors

Cause-
related

marketing
strategy

Customer
Response

Quality of
transactions

Word-of-
mouth
advertising

quality of
strategy
codification

Licensing program >
Founded >

Collaboration >

Exchange program >

Continuous

participation

approach to
assistance

Figure 1. The conceptual model of research.

DISCUSSION

Today, a large part of the activities of companies is re-
lated to social responsibility and serving the community
and people. Companies are seriously trying to solve a so-
cial problem by uniting one or more social organizations.
Cause-related marketing is an effective way to establish
brand name, knowledge about the company’s products
and restructure the company’s values. Cause-related
marketing is the most popular way of doing business and
aims to achieve the company’s objectives, including the
introduction of new products, increasing sales, or increa-
sing popularity on local and national markets

The cause-related marketing method introduced in this pa-
per is one of the most modern ways of marketing. It seeks
to attract and retain customers committed by increasing
the credibility of the organization among customers by de-
monstrating the honesty and integrity of the organization’s
business. Three questions were raised in this study. The
answer to this question is the research model. Based on
the results of this study, Digikala Company customers had
four responses: Sense of belonging, Loyalty Behaviors,
Word-of-mouth advertising and Continuous participa-
tion in cause-related marketing and there were also four
cause-related marketing strategies: licensing, established
and collaborative programs and the factors such as cost
place, cost value, quality of transactions, quality of for-
mulation and approach to assistance were identified as
incentive and disincentive factors of cause-related mar-
keting strategies.

CONCLUSIONS

This study outlines key points for brand managers. It can
be helpful especially when making decisions on different
advertising strategies for the brand as well as advancing
selected outcome strategy. These results suggest how
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customers respond to marketing responses and what
strategy companies can implement their cause-related
marketing thoughts and advance cause-related marke-
ting strategies relaying incentive factors and removing the
disincentive factors, In this study, four strategies (licen-
sing, established, collaboration and exchange programs)
were identified to implement cause-related marketing.

Companies can choose the appropriate strategy accor-
ding to the internal conditions of company and conditions
prevailing on the market, of course, their goals and ac-
cording to factors that were identified as incentive and
disincentive factors of these strategies (cost place, cost
value, quality of transactions, quality of formulation, and
approach to assistance) plan and target in order to im-
plement it. On the other hand, since the beginning of the
1990s, widespread pressure has forced companies to
take responsibility for their activities in the society. Such
pressure caused companies to turn to social responsibility
and increase their cooperation with non-profit organiza-
tions to contribute to charity affairs and enhancement of
company image.

One of the strategies of corporate social responsibility is
cause-related marketing. The results of this study in sec-
tion of customer response to cause-related marketing
show the positive effect of this strategy on customers and
their positive responses on this kind of strategy can be
a compelling reason for companies to choose cause-re-
lated marketing as a way to implement corporate social
responsibility.
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