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ABSTRACT 

 

The purpose of this research is to examine the effect of “Cause Related Marketing” (CRM) 

conducted by pharmaceutical companies on customer purchase intention in semi-new 

markets. Further it aims at analyzing the role of brand loyalty, corporate image, and 

customer trust as mediating variables in the above relationship.  

 This study collected opinions of people about their purchase of a generic pain relief 

medicine if marketed through Cause Related Marketing (CRM) techniques. The population 

of this study is customers of pharmaceutical companies living in the districts of Khyber 

Pakhtunkhwa (KPK) and Punjab in Pakistan. A sample of 500 customers is used from the two 

provinces. The study is based on deductive reasoning and used survey methodology for the 

investigation. A questionnaire was developed utilizing pre-existing scales after conducting 

pilot testing and group discussions. Analysis of the collected data was conducted utilizing 

Structural Equation Modeling (SEM).  

 Hypotheses testing indicate that Cause Related Marketing (CRM) adopted by 

pharmaceutical companies in semi-new markets leads to increased brand loyalty, corporate 

image and customer’s trust. Brand loyalty and corporate image developed by Cause Related 

Marketing (CRM) positively influence consumer purchase intention. 

 This study contributes to the body of knowledge by collecting data from a part of the 

world that is seldomly in the focus of scientific marketing research. The present theories are 

confirmed through new evidences that Cause Related Marketing (CRM) can play an effective 

role in acceptance of firm and their products by customers. The study derives important 

managerial implications. Firms can plan Cause Related Marketing (CRM) strategies based on 

target customers in order to foster brand loyalty, corporate image, and customer trust that 

lead to higher customer purchase intention. Limitations and directions for future research 

are also addressed. 

 KEYWORDS: Cause Related Marketing, Semi-New Market, Brand Loyalty, Corporate 

Image, Customer Trust, Consumer Purchase Intention  
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Chapter 1:  

Introduction 

 

1.1 Background 

Cause Related Marketing (CRM) is a popular technique utilized in the corporate sector. This 

strategy focuses on supporting and promoting the social cause in order to achieve 

marketing goals.1 The most commonly used CRM strategy is donating a certain percentage 

of sales to a cause.2 CRM refers to the step-by-step process of integrated activities which 

include development, maintenance, and integration of marketing activities. These activities 

include support given by a company to a particular cause in order to develop long term and 

profitable relationships with the customers.3 CRM has also been defined as a marketing 

activity which focuses on promising its customers that the company will support a worthy 

cause by donating on sale of each unit of product and/or service.  

In today’s competitive world, it can be difficult for firms to gain an advantage by just 

offering quality products and services. As such, it has become important to develop an 

alliance with a particular cause which can be mutually beneficial for both customers and the 

company.4 Essentially CRM strategies are an innovative avenue for retaining customers.5  

As a result, the focus of corporate marketing campaign increasingly highlights their efforts 

towards social welfare.6’7’8 Organizations are increasingly linking their products, services 

                                                           
1(Barone, Norman, & Miyazaki, 2000) 
2(Varadarajan and Menon, 1988) 
3(Van den Brink, Odekerken-Schröder and Pauwels, 2006)  
4(Adkins, 2004) 
5(Matson, 1994) 
6(Brown & Dacin, 1997) 
7(Barone, Miyazaki, & Taylor, 2000) 
8(Berglind & Nakata, 2005) 
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and brands with several popular social, public and ecological problems or concerns.9 

Companies will announce that a certain percentage or portion of their profits will be 

donated to support social causes like wildlife protection, eradication of poverty, 

improvement of health etc.10 

In a conflict-affected situation and a landscape of internal disturbances forced the 

corporate sector and the local population to abandon the economic activity and the related 

business functions. Same situation developed in the Swat valley of Khyber Pakhtunkhwa in 

the year of 2007-200811. Revival of the economic and business activities in the post-conflict 

arena through Cause Related Marketing is considered as “power of brand to demonstrate 

publicly a firm’s commitment in addressing the social issues through providing resources 

and funding”12. Cause related marketing needs to be closely aligned with the business 

operations, objectives and policies of the firm13 

The organization’s involvement in social development programs may influence the 

consumer’s perception and evaluation about products and services.14 Organizations utilize 

CRM strategies to demonstrate their commitment to the improvement of society. CRM first 

emerged in the early 1980s, since then, the number of partnerships or an alliance between 

for-profit and nonprofit organizations has steadily increased.15 

CRM strategies have several advantages; they have enabled organizations to 

enhance their corporate image and reputation, increase their sales and profits, and build 

                                                           
9(Yechiam, Barron, Erev, & Erez, 2003) 
10(Adkins, 2000) 
11 (https://assets.publishing.service.gov.uk/media/) 
12 (Tustin and Pienaar, 2005: 122) 
13 (Tustin and Pienaar, 2005: 122) 
14(Brown & Dacin, 1997) 
15(Lafferty, Lueth, & McCafferty, 2016) 
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strong relationships with their employees.16’17’18 However, the advantages are not exclusive 

to the for- profit organization that uses CRM techniques. They are also beneficial to the 

charity and non-profit organization that receive financial gains and support.19’20 These gains 

ultimately lead towards the betterment of society as a whole. In addition to being beneficial 

for both profit and non-profit organizations, CRM strategies are crucial for creating 

customer awareness, loyalty, participation and commitment.21 

 

1.2 Corporate Social Responsibility (CSR) and CRM 

In the last thirty years the corporate sectors relationship with the state and society has 

evolved drastically.22 In addition to focusing on the financial aspects, companies are also 

considering social and environmental impact. Essentially, corporate social responsibility is 

about companies engaging in promoting and supporting social causes beyond what is 

required by compliance rules and the law.23 Further researchers defined CSR as an act of 

philanthropy or donation and as company’s ability to simultaneously meet economic, legal 

and philanthropic responsibilities.24 In this regard, several firms have integrated corporate 

social responsibility (CSR) objectives into their policies and operations. For instance, 

Vodafone implements programs to reduce CO2 emissions, IKEA ensures that every supplier 

should prohibit child labor, Shell focuses on policies addressing human rights and 

environmental abuse whereas Unilever focuses on health and safety in the workplace.25,26 

                                                           
16(Drumwright, 1996) 

17(Pringle & Thompson, 1999) 
18(Adkins, 2000) 
19(Docherty & Hibbert, 2003) 

20(Polonsky & Wood, 2001) 
21(Broderick, Jogi, & Garry, 2003) 

22(Iatridis, 2011) 
23(McWilliams & Siegel, 2001) 
24(Sethi, 1977; Caroll, 2008) 
25(Business in the Community, 2010) 
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Microsoft is currently working on improving education at a global level, BMW has 

committed to helping one million people by 2020, Levi Strauss is contributing in CSR by 

saving water while manufacturing their products, Ben & Jerry is contributing 7.5% of their 

pretax profit to charity.27 It has become practically inevitable for the firms to work without 

focusing on their social responsibilities because of extreme pressure from the 

stakeholders.28 

 CSR is becoming more common as it effectively enables society to understand the 

social outcomes of tasks performed by the corporate sector. Therefore, companies are 

investing in CSR programs and have become more socially focused. According to Waddock 

and Graves29, the benefits of investment in social programs can compensate the costs 

related to these investments.  

 The marketing scholars started focusing on the CSR in relation to marketing efforts in 

the mid 1960s. The marketing areas which have been covered in relation to CSR include 

cause-related marketing (CRM)30, social sponsorship31, communication related to CSR 

programs32, environmental marketing33, customer perception about the CSR programs34,35 

and corporate reputation.36’37 One of the important extensions of CSR is CRM.38 Although 

                                                                                                                                                                                     
26 (Vogel , 2005) 
27(Ghiam, 2017) 
28(Ofori & Hinson, 2007) 
29(Waddock & Graves 1997) 
30(Lafferty, Lueth, & McCafferty, 2016) 
31(Simmons & Becker-Olsen, 2006) 
32(Caruana & Crane, 2008) 
33(Crouch, 2006) 
34(Sen & Bhattacharya, 2001) 
35 (Ellen,Webb, & Mohr, 2006) 
36(Wagner, Lutz, & Weitz, 2009) 
37 (Berens, Riel, & Bruggen, 2005) 
38(Anghel, Grigore, & Roşca, 2011) 
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CSR and CRM both are conceptually different but practically are close to each other.39 CSR is 

a broader and complex concept40 whereas CRM is a manifestation of CSR and can act as a 

dimension of CSR. The following section explains how CRM covers the marketing orientation 

of CSR.  

 

1.3 Cause Related Marketing and Health Sector 

There are three important reasons to discuss CRM in the health sector: 

1. It deals with multiple stakeholders which include government, general public and 

private sector, 

2. The method of earning profit has a very close connection to people's lives 

because it affects their health41, 

3.  Health care organizations like pharmaceutical companies have consistently been 

criticized for charging high prices to patients while not providing life-saving drugs 

for the least developed populations.42 

Therefore, it is essential for health care organizations to become socially responsible and 

care for of the interests of stakeholders.  

The healthcare industry is divided into several businesses: hospitals; insurance 

providers; drug manufacturers which include pharmaceuticals and biotechnology; and 

health information and information providers. Within the sphere of CRM generally, 

pharmaceutical companies gain greater interest because their business activities directly 

influence human health. A recent trend shows that pharmaceutical are taking part in CSR 

activities in low and middle income countries, areas which account for major global 

                                                           
39(Sheikh & Beise-Zee, 2011) 
40(Ellerup Nielsen & Thomson, 2007) 
41(Lee, 2005) 
42(Leisinger, 2005) 
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diseases.43 The pharmaceutical companies are also under pressure to work for society’s 

well-being because of epidemiological and demographic shifts.44 The pharmaceutical 

companies can also be involved in CSR through CRM by supporting and promoting a 

particular cause.  

In 2010, North American CRM expenditure was approximately $1.62 billion and is 

projected to increase to approximately $1.7 billion in 2011.45 According to IEG’s 33rd Annual 

report 2018, increasing sales along with overall economic indicators show enhanced 

corporate confidence in the year 2018, despite geo-political matters being not-so conducive 

for businesses. Brands will spend on marketing, advertising and sponsorship. Sponsorship 

spending is projected to grow 4.5 percent in North America and 4.9 percent globally this 

year. Approximately $24.2 billion in North America will be spent and $65.8 billion globally. 

 

1.4 Health Sector of Pakistan and Cause Related Marketing 

The health care system of Pakistan comprises of several sectors/categories which include 

government, private sector, Non-Governmental Organizations (NGOs) and faith based 

healers. All of these categories are providing health care services in different forms.  

According to the UNDP 2014 report the healthcare system has deteriorated and the 

general public is unable to get the benefits of the available facilities at the grass root level 

due to shortage of trained doctors and staff. Punjani46 has also attributed the shortage of 

doctors and staff for the deleterious health system. In Pakistan, the majority of the 

population lives in rural areas and thus cannot avail the normal healthcare facilities located 

                                                           
43(Lee & Kohler, 2010) 
44(Vian, 2007) 
45(Cause Marketing Forum 2011) 
46 (Punjani 2015) 
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in the larger cities. They have to travel long distances for the attainment of basic health 

facilities. Further, most of the basic healthcare units, dispensaries, and even district 

headquarter hospitals are sometimes unable to facilitate the patients due to a number of 

constraints. Since most of the facilities are in decrepit conditions they lack cleanliness and 

basic hygiene.47 

Following Table shows the comparison of the health infrastructure availability within 

the neighboring countries of South East Asia, Pakistan and India for the period 2017-1848’49. 

  
Table 1.1 

Health Infrastructure of Pakistan and India for the year 2017-18 

Country Population 

No. of 
persons 

per 
doctor 

No. of 
persons 

per 
Dentist 

No. of 
persons 
per Bed 

No. of 
Public 
Sector 

Hospitals 

Basic 
health 
Units 
(BHU) 

Rural 
Health 
Centers 

Dispensaries 

Pakistan 
197 

Million 
957 9730 1580 1,211 5,508 676 5697 

India 
1.339 
Billion 

1,000 10,000 1844 23,582 25,650 5,624 1,56,231 

 

 The aforementioned figures show the gap between demand and supply. In short, the 

available healthcare system is inadequate, inefficient, and underfunded. More efforts and 

attentions by the government and corporate sector are required to enhance the healthcare 

indicators in Pakistan.50 

 The above mentioned figures indicate that the corporate sector needs to play its role 

in improving the health sector and therefore the health of the population. Philanthropic 

activities under the umbrella of Cause Related Marketing by the corporate sector are 

deemed to be beneficial for the improvement of the health sector. Corporate sector 

                                                           
47(Fafen Nov2010) 
48

 (http://www.finance.gov.pk/survey/chapters_18/11-Health.pdf) 
49

 (http://www.indiaenvironmentportal.org.in/files/file/NHP%202018.pdf) 
50(http://www.pk.undp.org/content/dam/pakistan/docs/HDR/HDI%20Report_2017.pdf) 

http://www.finance.gov.pk/survey/chapters_18/11-Health.pdf
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contributions will not only benefit the government-sponsored activities, rather its benefits 

will be reaped by the corporate sector too as Federal Government in Pakistan has already 

taken the drastic steps for the improvement of health sector by increasing considerably the 

budget for the year 2017-2018 by 47 percent51.  

Special Programs like, Family Planning and Primary Health Care, Maternal & Child 

Health , Human Immunodeficiency Virus (HIV)/ Acquired Immune Deficiency Syndrome 

(AIDS) Control Program and Cancer Treatment Program has been started with the help of 

International donors like UN agencies, Global fund against AIDS, Tuberculosis (TB) and 

Malaria52. Along with the Federal Government provincial governments also took the steps 

for the improvement of health sector like Government of Khyber Pakhtunkhwa Province 

introduced “Sehat Insaaf Card” to provide healthcare services to 15 million poor citizens of 

the province53. 

Pharmaceutical Industry as a part of the healthcare sector can also play its role for 

the improvement of health related activities. Currently approximately seven hundred sixty 

pharmaceutical companies along with twenty seven multinational companies are working 

throughout Pakistan.54 

The growth of the pharmaceutical manufacturing plants is reflected in the table 

given below. Pharmaceutical companies are geographically spread all over Pakistan.  

 

                                                           
51

 (http://www.finance.gov.pk/survey/chapters_18/11-Health.pdf) 
52

 http://www.finance.gov.pk/survey/chapters_18/11-Health.pdf) 
53

 http://www.finance.gov.pk/survey/chapters_18/11-Health.pdf) 
54(http://www.ppma.org.pk/wp-content/uploads/2017/09/Final-Report-Pharma-Industry_August-

10.pdf) 

http://www.finance.gov.pk/survey/chapters_18/11-Health.pdf
http://www.finance.gov.pk/survey/chapters_18/11-Health.pdf
http://www.finance.gov.pk/survey/chapters_18/11-Health.pdf
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Table 1.2 
Numbers of Pharmaceutical Firms in Pakistan55 

Year No of Pharmaceutical Firms 

1999 304 

2007 406 

2017 759 

 
Due to competition and government regulations, especially check and control on the price 

of goods, pharmaceutical companies had to develop new marketing strategies other than 

price rivalry to increase sales.56 

Cause Related Marketing (CRM) can be implemented by juxtaposing the strategic 

objectives of a business with traditional marketing communication tools in association with 

the needs and objectives of a specific charity or social cause. 

 

1.5 Problem Statement 

It is to be identified that changing environments and thinking can escalate the trouble 

shootings in the societies. Like change in the leadership thoughts, change in ideas of 

individuals and more important is how to accept and implement the thoughts. Along with 

these thoughts one notion that is said among marketing oriented companies is “Customer is 

the basic nucleus around which business revolves”. So what in general people buy and in 

what specific way the companies establish customers becomes a major part of the 

company’s success.57Most likely consumers base their buying decisions on the company’s 

commitments to behave ethically and to save the environment.58 

                                                           
55(http://www.ppma.org.pk/wp-content/uploads/2017/09/Final-Report-Pharma-Industry_August-

10.pdf) 
56Zaman, Khalid, International Journal of Business and Information Technology 1.2 (2011). 
57(Budica, Budica, & Puiu, 2010) 
58(Mohr, Webb, & Harris, 2001) 

http://www.ppma.org.pk/wp-content/uploads/2017/09/Final-Report-Pharma%20Industry_August-10.pdf
http://www.ppma.org.pk/wp-content/uploads/2017/09/Final-Report-Pharma%20Industry_August-10.pdf
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 If we analyze the emerging markets like China in Asia, we would find the CRM 

presence an attractive marketing strategy for the companies.59 Chinese companies are 

engaged in helping society by way of youth education, poverty reduction, eldercare, and the 

environment protection, to name a few.60’61 The change in the thoughts of Chinese society 

was vivid after the earthquake of 2008 in the Sichuan province. According to the survey by 

Chinese Academy of Social Sciences, sixty five percent (65%) of Chinese consumers labeled 

the companies as “Misers” who did not participate in one way or another in the activities of 

rehabilitation.62 People preferred brands which associated themselves with contributions to 

earthquake recovery efforts.63 Another survey in China about Millennials population shows 

that eighty three percent (83%) of the population prefers to buy from companies who 

support worthy causes.64 

 By utilizing Cause Related Marketing a viable strategy for the marketing of different 

products can be evolved especially in the line of pharmaceutical products. In the last two 

decades, increasingly consumers feel that businesses should contribute towards nonprofit 

causes. CRM campaigns are becoming very popular and effective in different parts of the 

world, whether it is the developed countries or the developing nations. To attract 

consumers, companies are trying to have the added values in their products and services.  

 

                                                           
59(Wang, 2009) 
60(Cone & Darigan, 2010) 
61(Hou, Du, & Li, 2008) 
62(Cone & Darigan, 2010; Xue, Xiao, & Iyer, 2016) 
63(Cone & Dargin, 2010) 
64(Weber & Wick, 2011; Xue, Xiao, & Iyer, 2016) 
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1.6 Research Gap and Semi New Market 

Until now no research has been conducted successfully to launch the products again in the 

markets where due to the internal disturbances like the one in the Swat Valley of KPK 

province of Pakistan in 2007- 2008. There was a total market collapse due to insurgency 

where people were forced to leave their homes and to shift to other parts of the country. 

These Internal Displaced persons (IDP’s) lived for almost two years out of Swat Valley area. 

After returning back to their homes 2010, unfortunately extreme flooding hit the entire area 

of Swat. Again, the people had to shift out of the area and after the water receded they 

tried again to settle down in the area.65 

 Below we are showing individual maps of Khyber Pakhtunkhwa and Swat districts. 

 

                                                           
65(Elahi, N., 2016. Development in crisis: livelihoods and social complexities in Swat, Khyber 

Pakhtunkhwa, Pakistan) 
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Map of Khyber Pakhtunkhwa (KPK) and Swat district66,67 

                                                           
66

 https://www.siasat.pk/forums/threads/pakhtunkhwa-kpk-on-the-map.184868/ 
67

 http://www.khpalswat.com/ 
 

http://www.khpalswat.com/
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The companies who abandoned their manufacturing businesses have to reestablish their 

lost business in the most populated province of Punjab. For marketing purpose they use 

CRM as an effective Marketing strategy. Pharmaceutical companies can join hands in the 

establishment of Basic Health Units (B.H.U) all over the Swat Valley. It can be a poignant 

step in regaining the market share in this Semi new market. 

Semi New Market is defined as “A market developed after natural and man-made 

disasters. This market expects from corporate sector to contribute towards the community. 

In return, the corporate sector can benefit by increasing market share.” 

People from all over Pakistan especially from the Punjab and Sind provinces like to 

visit this picturesque Valley of Swat as it is a popular tourist attraction. It is not only the 

summer even in the winter season local Pakistani tourist like to visit Swat Valley.  

Companies need to attract consumers, for this purpose an additional value can be 

added to the product or services by adopting the CRM strategy of contributing to the B.H.U. 

The basic health units aim at providing effective solutions to the basic health problems 

arising for the people. Along with the facilitation of curing diseases, people will also be 

provided awareness and education regarding a healthier lifestyle and the means to prevent 

diseases. Such a program could create immense awareness among the masses about the 

precautionary measures they can take to avoid diseases. A systematic paradigm would be 

available to the public health managers upon which they could build a comprehensive 

health infrastructure. This should be carried out according to the values and culture of the 

given area according to the expectations of the local inhabitants. The health system agenda 

can be implemented through the review of comprehensive package of health sector 

reforms, which is periodically presented by the government to improve planning and 

coordination through the use of reliable data. 
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Studies have been conducted examining the impact of CRM on consumer behavior 

globally in the food industry68, and clothing industry.69 In Pakistan, FMCG companies like 

Procter and gamble (P& G), Uniliever, Nestle and telecom sector have used the CRM 

strategies mostly70. 

However, there is no such study which has examined the CRM programs in the 

health sector in Pakistan in relation to consumer behavior. This study has examined this 

relationship in health sector of Swat district, KPK, Pakistan.  

Previously, there are some studies which have analyzed the impact of CRM on 

consumer purchase intention through mediation of brand awareness, brand attractiveness, 

consumer’s attitudes and corporate image.71’72 However, there is no such study which has 

examined the mediating role of brand loyalty and customer trust. This study has filled this 

gap by analyzing these variables in semi-new markets. The customers trust can be crucial 

while implementing CRM campaigns. In the context of consumer behavior, customer trust 

refers to the “attainment of a level of satisfaction and resulting loyalty at which customers 

are comfortable forgoing problem solving behavior”.73 It can play an important role in risky 

and uncertain situations like semi new market. Therefore, this study also aims at analyzing 

how customer trust can strengthen the relationship between CRM and consumer 

perception about pharmaceutical companies.  

 

                                                           
68(Minton & Cornwell, 2016) 
69(Lee & Kim, 2014) 
70 (Hans Ruediger Kaufmann et al, 2010) 
71(Hunjra, Azam, & Humayoun, 2012) 
72 (Shabbir, Kaufmann, Ahmad, & Qureshi, 2010) 
73(Johnson, 1998) 
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1.7 Research Questions 

Following are the research questions of this study;  

RQ1: How can pharmaceutical companies enter into semi-new markets through CRM? 

RQ2: What is the perception of customers about the CRM done by pharmaceutical 

companies in the semi new market? 

RQ3: What is the role of brand loyalty, corporate image, and customer trust in relation 

to CRM in semi new market? 

RQ4: What is the impact of CRM done by pharmaceutical companies on brand loyalty, 

corporate image, and customer trust in semi new market? 

RQ5: How does CRM influence purchase intention in semi new market?  

 

1.8 Research Objectives 

This research study covers the case of entering semi new markets by the use of cause 

related marketing and trust factor for the establishment of basic health units in Pakistan. In 

this research study, a framework is to be established to effectively enter the semi new 

markets by using the cause related marketing and trust factor for the establishment of basic 

health units in all areas across the country. Specifically, the objective of this study is to 

● Understand cause related marketing in the community of semi-new market 

● Identify the role of customer trust in cause related marketing  

● Analyze the effect of CRM on brand loyalty and corporate image  

● Examine the relationship between CRM and customer purchase intention 

through mediation of customer trust, brand loyalty and corporate image  

● Determine consumer response and perception dynamics towards new entrants 

using cause related marketing. 
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1.9 Structure of Thesis 

Chapter 1: This chapter provides information about the background of the study, corporate 

social responsibility and cause related marketing, health sector of Pakistan, problem 

statement, research gap and semi-new markets, research questions and research 

objectives.  

Chapter 2: This chapter provides information about the previous literature on cause related 

marketing, corporate social responsibility, social marketing, consumer behaviors in 

relation to cause related marketing, and on important aspects of cause related 

marketing.  

Chapter 3: This chapter explains the health sector of Pakistan in relation to cause-related 

marketing, semi-new markets, especially of Swat district, KPK, Pakistan.  

Chapter 4: This chapter provides information about theories on cause-related marketing, 

and hypotheses development. There are several propositions regarding cause-

related marketing and associated consumer behavior given in this chapter. 

Chapter 5: This chapter identifies and determines the paradigms of the study, research 

design, data sources, population and sample, data analysis techniques, and research 

ethics.  

Chapter 6: This chapter provides information on important analysis techniques which are 

employed in this study. These statistical analyses include descriptive statistics, 

reliability and correlation analysis, confirmatory factor analysis, and hypotheses 

testing through structural equation modeling.  

Chapter 7: This is the final chapter of the thesis. It provides information about the 

discussion of findings, conclusion, and contributions of the study.   
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Chapter 2:  

Literature Review 

 

2.1 Cause Related Marketing 

Cause Related Marketing (CRM) can be defined as a process of marketing activities with 

captivating offers by firms which entail corporations contributing to specific cause (i.e., 

charity, non-profit campaign), when customers make a purchase.74 Historically, CRM was 

introduced as a legitimate part of marketing, corporate affairs, community affairs and 

corporate fundraising.75 In CRM culture, ethics and legal environments are considered to be 

the most effective factor.76 From different case studies and research it was established that 

CRM is an effective way for the enhancement of corporate image, differentiating product 

and increasing both sales and loyalty.77’78’79 

 CRM is defined as the process of formulating and implementing marketing activities, 

which entail an offer from the firm to contribute a specified amount to a designated cause 

when customers engage in revenue providing exchanges, which satisfy organizational and 

individual objectives.80 CRM allows the organization to contribute to the community while 

also promoting their product. It is increasingly becoming an established part of marketing as 

companies understand the need to be positive corporate citizens. It is imperative for 

                                                           
74(Gupta & Pirsch, 2006) 
75(Lafferty et al., 2016) 
76(La Ferle, Kuber, & Edwards, 2013) 
77(Olsen, Pracejus, & Brown, 2003) 
78(Varadarajan & Menon, 1988) 
79(Chattananon, Lawley, Upparerkchaisakul, & Leelayouthayothin, 2008) 
80(Varadarajan & Menon, 1988) 
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companies that are engaged in CRM to be able to measure the benefits of implementing 

CRM in order to determine whether it should be implemented in their marketing strategy.81 

 

2.2 Origination 

Different authors have varying views about the origins of CRM. For example, Mirfin and 

Sermon82 along with Pringle and Thompson83 believe that it has been practiced since the 

beginning of century, based on early evidence. However, according to Adkins 81 and Pringle 

and Thompson (2001)84, the first campaign of CRM was conducted by American Express in 

1983; to raise funds for renovation of the Statue of Liberty. Conversely, many authors 

believe that the first CRM campaign was carried out by American Express in 1982. This 

campaign involved the company donating 5 cents to various art organizations in San 

Francisco.85 After the major success of this campaign in 1983, the concept of CRM expanded 

throughout the whole country. A second CRM campaign ran by American Express was also 

very successful, resulting in a reported increase in sales by 28%.86 

 The practices of ‘cause related marketing’ were not very common in the mid-

nineteenth century. In 1942, the General Director of ‘Austin Motors Co,’ wrote a letter to 

Royal National Lifeboat Institution in regards to donating a certain amount of money for 

each lifeboat manufactured, with the aim to save lives. It was agreed upon to allow the use 

of the icon “AUSTIN’S HELP THE LIFEBOAT SERVICE”. Pringle and Thompson83 and other 

authors suggest that this letter is the earliest evidence of CRM.  

 

                                                           
81(Adkins, 2000) 
82(Mirfin & Sermonm, 2000) 
83(Pringle & Thompson, 1999) 
84(Pringle & Thompson, 2001) 
85(Andreasen, 1995) 
86 (Varadarajan & Menon, 1988) 
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2.3 CRM and A Good Cause 

CRM programs were discovered by corporations through the importance of strategic social 

confederation in recent years. Varadarajan and Menon86 note the salient feature of CRM is 

that it allows firms to “do well by doing good,” which leads to a mutually beneficial 

relationship for firms making profits and non-profit organizations receiving donations. 

According to Drumwright, social dimensions are currently playing an important role in 

marketing campaigns and promotions.87 Consumers are paying attention towards the social 

responsibility of firms and their marketing campaigns.88 Firms are aware that a consumer’s 

perception about social responsibility and newly manufactured products has a big impact on 

the success of campaigns.89 Therefore, corporate social responsibility (CSR) is now known as 

a vital element of organizational and brand association. Generally, CRM has a positive 

impact on consumers’ attitude toward products as well as a positive impact on non-profit 

organizations.90’91 It is part of the natural behavior of a consumer to be attracted towards a 

brand or retailer who can fulfill a social responsibility.92 CRM is often the most 

recommended solution for unethical behavior.93 Moreover, other CRM factors which 

positively affect a consumer’s perception regarding CRM campaigns include: gender, 

proximity, product type, and donation size.94’95’96 Consumers are likely to be emotionally 

attached with social causes, especially if it is regarding their own society or country. While 

designing a CRM campaign, companies must take into account the cause proximity and the 

                                                           
87(Drumwright, 1996) 
88(Benezra, 1996) 
89(Brown & Dacin, 1997) 
90(Berger, Cunningham, & Kozinets, 1996) 
91 (Ross, Patterson & Stutts, 1992) 
92(Smith & Alcorn, 1991) 
93(Creyer & Ross, 1997) 
94(Dahl & Lavack, 1995) 
95(Ross, Patterson, & Stutts, 1992) 
96(Strahilevitz & Myers, 1998) 
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current importance of the cause in society and the consumer’s perception. If the donation 

will be for national issues, consumers will consider that brand or product to satisfy their 

inner desire to help their society. The closer and clearer the cause is to the consumer, the 

better the outcomes of the campaign will be. Another important aspect of CRM is the 

degree of congruency. Menon and Kahn examine the importance of congruency in CRM 

compared to advocacy advertisement and concluded that it is an important attribute in 

appraising consumers’ evaluations of corporate social responsibility (CSR).97 It is always 

required to match the cause and sale of a product while fulfilling a social need because a 

consumer is habitual to prosocial behavior. Prosocial behavior, the most general construct, 

is defined as “behavior that is valued by the individual’s society”.98 It essentially is “being 

good for the sake of being good.” Pro social behavior is described as “behavior to designate 

helping, sharing and other seemingly intentional and voluntary positive behavior for which 

the motive is unspecified, unknown or not altruistic”.99 

 

2.4 CRM and Corporate Social Responsibility 

It is desirable for any company to have a good reputation in the corporate world as well as 

society. After getting involved in the corporate sector, it is the basic requirement of all  

firms to maintain their reputation by having a competitive advantage for its brand. This 

comes under the CSR (corporate social responsibility) because the impact of a company  

on environment and society plays a vital role in its reputation. Due to recent financial  

crisis’, the impact of the corporate sector has become negative in the eyes of a consumer. 

Companies must ensure they are taking steps toward changing and making social policies  

                                                           
97(Menon & Kahn, 2003) 
98(Burnett & Woods, 1988) 
99 (Mussen & Eisenberg-Berg, 1977) 
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to get out of this dilemma.100 In the last few decades the concept of CSR has emerged  

as a main theme for corporations to consider. The CSR of a company in the corporate world 

is similar to being a ‘good citizen’ in society. CSR covers a broad variety of a company’s 

activities, ranging from human resource management to environmental protection,  

and includes every feature of a firm’s impact on society. It is necessary for a company to 

elaborate on what they stand for, the way the company’s responsibilities are getting  

carried out, and how the consumer is benefitting. Thus, the simplest way to display a 

company's CSR efforts is the financial or nonfinancial support to a specific cause. Supporting 

a specific cause for the sake of promotional or cause-related marketing (CRM) is,  

nowadays, widely used.101’102’103’104 It is been argued that CRM is often employed as a 

signifier of CSR. Conceptually, CRM is representative of cause-specificity of CSR. ‘Cause’ 

specification of CSR is, for various reasons, often more alluring than a more general 

approach to good corporate citizenship. CRM is not only an easy way of communicating CSR 

but also a cheaper and adjustable approach for targeted customers by a company. A good 

cause is not only a source of identification for CSR but also creates the relationship between 

a consumer and a company. A customer’s alliance with a cause is explained as the “cause 

affinity” of the customer.105’106 By supporting a specific cause a company can build a 

relationship between itself and that specific cause, thereby gaining favorability among the 

consumers of society that are in favor of that cause. Although CSR and CRM have been 

studied for many years, the role of cause specification on the communication or behavioral 

                                                           
100(Varadarajan & Menon, 1988) 
101(Van den Brink et al., 2006);  
102 (Mohr, Webb, & Harris, 2001) 
103 (Nan & Heo, 2007) 
104 (Polonsky & Speed, 2001) 
105(Barone, Norman, & Miyazaki, 2007) 
106 (Drumwright, 1996) 
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effectiveness of CSR has rarely been explicitly addressed. One thread of literature discusses 

CRM as a marketing tool without reference to CSR,107’108’109’110’111 but another treated the 

CRM as synonymous with CSR.112’113’114’115’116’117’118 

 

2.5 Social Marketing as Cause Related Marketing 

Social marketing is gaining popularity and becoming increasingly effective in today’s 

market.119 There are a number of definitions for social marketing and many researchers 

have defined social marketing with respect to different characteristics which social 

marketing possesses. The most acceptable definition of social marketing is as follows: Social 

marketing is the use of commercial marketing concepts, tools and programs designed to 

influence individuals’ behavior to improve their well-being and that of society (Social 

Marketing Institute). Andreasen suggests another definition for the social marketing as 

follows: ‘Social marketing is the application of commercial marketing technologies to the 

analysis, planning, execution and evaluation of programs designed to influence the voluntary 

behavior of target audiences in order to improve their personal welfare and that of 

society.120 

                                                           
107(Gupta & Pirsch, 2006) 
108(Pracejus & Oslen, 2004) 
109(Samu & Wymer, 2009) 
110(Varadarajan & Menon, 1988) 
111(Webb & Mohr, 1998) 
112(Barone et al., 2007) 
113 (Becker-Olsen, Cudmore, & Hill, 2006) 
114 (Brink et al., 2006) 
115 (Endacott, 2004) 
116 (Nan &Heo, 2007) 
117 (Sen& Bhattacharya, 2001) 
118 (Mohr et al., 2001) 
119(Pilelienė, 2010) 
120 (Andreasen, 1995)(p7) 
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 Four primary features of social marketing have been mentioned in this definition, 

starting with the emphasis on the voluntary behavior change. The reason for the emphasis 

on the voluntary behavior change is that social marketing is not about coercion and 

enforcement. The second main feature of social marketing is that the principle of exchange 

is adapted by the marketers, in order to induce change within the society. The premise 

behind this is ‘the recognition that there must be a clear benefit for the customer if change 

is to occur.121 Marketing techniques like customer oriented market research, segmentation 

and targeting, and the marketing mix is the third factor that is discussed in the social 

marketing definition. According to Grier and Bryan122, there are several commercial 

marketing strategies that should be applied in order to make social marketing successful. 

Lastly, the end goal of social marketing is the improvement of the individual and social 

welfare instead of benefitting the organization that is carrying out the social marketing 

campaign. This feature creates the difference between the social marketing and other forms 

of marketing.123 

 According to Pharr and Lough124, there are two main objectives of social marketing. 

The primary objective includes improving social/personal welfare and health. The secondary 

objective of social marketing focuses on enhancing brand awareness, brand loyalty, and 

brand equity. The center of focus of the secondary objective is consumers because they 

often benefit from the feeling that their support will help the brand in fulfilling social 

welfare tasks. Similarly, Pilelienė identified that the main purpose of participating in social 

                                                           
121(Houston & Gassenheimer, 1987) 
122 (Grier & Bryan 2005) 
123(MacFadyen, Stead, & Hastings, 2002) 
124 (Pharr & Lough 2012) 
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marketing is to identify and fulfill needs, wants and desires of the target market, in a way 

that can be proven beneficial for both individuals and society as a whole.125 

 The use of commercial marketing concepts for the sake of inducing social marketing 

for a cause is fundamental to the understanding of social marketing. Social marketing is 

based on ideas of commercial marketing which will be utilized by social marketers for the 

sake of conveying a social message to various target audiences. This implies that without the 

adequate understanding of commercial marketing, it is impossible to carry out a social 

marketing campaign. Concepts and ideas of commercial marketing are used by social 

marketers for the promotion of a social cause in a way that will capture the attention of a 

large audience. 

 The idea of using commercial marketing as the basis for social marketing arose in 

1951 by the ironic question of Wiebe who asked ‘Whether brotherhood could be sold like 

soap? This question and new way of thinking that involves using commercial marketing to 

market nonprofit products and services. To gauge the impact of the commercial marketing 

on the social marketing, Wiebe evaluated four special social changes campaigns and 

reached the conclusion that the more associated those ideas were with the commercial 

marketing strategy, the more successful they were in the marketplace. Commercial 

marketing tools have the tendency to create a sudden and long lasting impact on the society 

regarding these issues. 

 With the introduction of this idea, social marketing accelerated at an unprecedented 

rate, when researchers refined this idea to devise a harmony among social marketing and 

commercial marketing concepts and ideologies. Marketers and public health experts worked 

toward the further refinement of this idea. They learned from the achievement of 

                                                           
125 (Pilelienė 2010) 
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international development efforts where case social marketing was used as a tool to create 

massive awareness, regarding family planning and disease control programs.126 In the 

developed world, the use of social marketing techniques and thinking was the pivot 

technique for marketing of health planning.  

 According to the Center for Cisease Control and Prevention (CDC), Social marketing is 

increasingly being promoted in the United States as a core public health strategy for 

influencing voluntary lifestyle behaviors such as smoking, drinking, drug use and 

nutrition.127This reveals the importance of social marketing in influencing the behavior of 

society towards certain issues that pose a negative influence on health and lifestyle. The 

behavior of individuals has been changed through these social marketing techniques, 

leading to a healthier society in developed countries. 

 

2.6 CRM and Company’s Reputation 

Cause related marketing also proved to be helpful in regaining the lost reputation of firms 

due to any incident. Damages not only cause the financial losses but also decrease the 

morale of workers and image of products in a consumer’s mind. According to Creyer and 

Ross, Varadarajan and Menon, there are many studies which confirm beneficial outcomes 

through CRM strategies for companies that have a negative reputation and image.128,129For 

example, American Express originally used the term cause-related marketing in 1983 when 

it started the CRM campaign to raise money for the restoration of the Statue of Liberty .129 

After this event companies from various industries started a CRM campaign not only to align 

with causes but to use it as strategic tool for building product awareness and increasing 

                                                           
126(Manoff, 1985) 
127(CDC, 2005) 
128 (Creyer & Ross 1996) 
129 (Varadarajan & Menon 1988) 
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brand loyalty. Some of the companies include Coca Cola, Heinz Company, Nabisco, and 

Avon. Polonsky and Macdonald 130 viewed CRM as the public association of a for-profit 

organization with a non-profit organization with the intention for company branding and 

raising money for a cause. Business media is well-known and reliable in defining the 

functions and concept of business image.131 Fortune’s publication of “Americas Most 

Admired Companies” list is a form of business media which has gained wide popularity and 

acceptance. Moreover, social agencies such as the Council on Economic Priorities and 

investment funds also rate companies on different reputational indexes.132 Business 

scholars and practitioners understand the value and importance of a good corporate image 

and often use the aforementioned organizations to rate and analyze corporate reputation. 

There are many companies that gained prosperity through CRM strategies while serving the 

need of a worthy cause. However, firms must also perceive further reasons to get involved 

with a cause, as described by Varadarajan and Menon.133 Such reasons may include increase 

in sales, enhancing corporate reputation, preventing negative publicity, customer 

pacification, facilitating, and increasing the level of trade for brand(s) promoted.  

 

2.7 Fit between Cause and Brand 

The harmony between cause and brand is a backbone of CRM. While fulfilling the corporate 

social responsibility, it is necessary to take into account the relationship between cause and 

brand.  

                                                           
130 (Polonsky & Macdonald 2000) 
131(Fomburn, Gardberg, & Sever, 1999) 
132(Kinder, Lydenberg, & Domini 1994) 
133(Varadarajan & Menon, 1988) 
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Often, companies use the support of celebrities in marketing strategies to attract 

customers and increase the value of their brand.134 In the same way it is crucial to make a 

proper ‘fit’ between cause and brand. The fit between a brand and a social cause generates 

positive attitudes toward the sponsoring brand. It is an effective marketing strategy that 

leads to both increasing sales and brand loyalty, both of which could potentially make a 

sustainable competitive advantage. However, there is not always a positive relationship 

between brand and cause ‘fit’. It has been recommended that when there is congruence 

between the brand and the cause, consumers are more likely to respond positively.135 In 

other words, when a brand incorporates its corporate social responsibility (CSR) with its core 

business, it is more likely to obtain a variety of benefits relating to its CSR.136 Therefore, it is 

highly suggested that congruence will allow the brand to generate positive returns, whereas 

a non-congruent relationship can be unfavorable to the brand.137’138’139’140’141 

Despite the positive benefits of CRM, recent research stated that not all CRM 

relationships have positive outcomes.142 Some of the brands showed inability to benefit 

from CRM due to lack of congruence between cause and brand. According to some 

researchers, organizations that have a stronger ‘fit’ between cause and brand, got favorable 

results from CRM, as compared to those who fail to design appropriate ‘fit’.143 If the fit 

                                                           
134 Erdogan, B.Z (1999) 
135(Hamlin & Wilson, 2004) 
136(Bhattacharya, & Sen, 2007) 
137(Gray, 2000) 
138 (Hamlin & Wilson, 2004) 
139 (Murphy, 1996) 
140(Simmons & Becker-Olsen, 2006) 
141 (Welsh, 1999) 
142(Hoeffler & Keller, 2002) 
143(Basil & Herr, 2006) 
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between the brand and the cause is poor, CRM initiatives can sometimes negatively affect 

consumers' purchasing habits.144’140 

It has also been observed by some researchers that more linkages or fit development 

between cause and brand may also leads to consumer skepticism. When a customer can 

positively attract towards a specific cause or ‘fit’ between them, they can also see the 

efforts of the CRM. Overall, developing the appropriate ‘fit’ between cause and brand 

should be alluring, free of doubt, well designed and the best identifier of social 

responsibility. Inappropriate ‘fit’ will not only be unfavorable for companies, but also will be 

harmful for social reputation of CRM campaigns. Simmons and Becker-Olsen 145 draw on 

Bridges, Keller, and Sood146 and Park, Milberg, and Lawson 147 and define the degree of fit 

between a cause and a brand as “high when the two are perceived as congruent (i.e., as 

going together), whether that congruity is derived from mission, products, markets, 

technologies, attributes, brand concepts, or any other key association (p. 155).”  

 

2.8 Role of Employees in CRM 

Cause-related marketing plays an important role in publicizing and capitalization through a 

firm’s corporate social performance (CSP), by enhancing its legitimacy in the eyes of its 

stakeholders. According to Clarkson148, it is necessary to recognize and support the major 

stakeholders; otherwise, it will affect the firm’s operations.  

                                                           
144(Becker-Olsen, Cudmore, & Hill, 2006;) 
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147(Park, Milberg, & Lawson 1991) 
148 (Clarkson 1995) 
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Most of the industry experts believe that major stakeholders of large organizations 

are employees who deal with the suppliers, customers and community groups.149 It has 

normally been observed that in the service industries, employees are responsible to 

communicate the firm’s legitimacy message.150 There should be an appealing CSR strategy 

and effective design of CRM campaigns for employees because of the continuously growing 

expectations and rights of stakeholders regarding CSR. Employees are demanding that 

employers should improve overall CSP. Firms classify the Internal Marketing (IM) as the 

marketing strategies used to communicate with employees who are known as ‘internal 

customers’ or ‘internal stakeholders’.151’152’153Several authors reiterate the potential 

benefits of combining CRM and IM (e.g. Davidson, 1997; Mullen, 1997; Polonsky& Wood, 

2001).154’155’156 

It has been observed in different articles about employee-friendly CRM strategies in 

service industries. According to Adkins157, it is very helpful for HRM department to attract, 

motivate and retain valuable employees through employee-friendly CRM initiatives. Using 

definitions borrowed from the HRM literature158, it has been argued that some firms allow 

for direct participation or ‘immediate personal involvement of organization members’ in 

CRM decisions. Others restrict this involvement to ‘indirect participation’ which relies on 

employee representation (or filtered participation), or individual representation where 

employees apply for funds on behalf of a charity of their choice. The interviews suggest that 
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there may be greater potential in participation through employee representatives for 

enhancing internal legitimacy, instead of a system that allows employees to nominate 

charities of their choice. Cotton et al.’s (1988, p. 15) claims that ‘representative participation 

is classified as formal, indirect, and of low medium influence’. Representatives that are 

chosen or elected by fellow workers and will typically have good negotiation skills.159’160 

 

2.9 CRM and Consumer Behavior 

Individual behavior is at the forefront of a social marketing campaign. This is because the 

main goal behind a social marketing campaign is to influence an individual's behavior for the 

welfare of the individual as well as for the welfare of the society. Individual behavior is 

influenced by the effective social marketing of the cause as being for the sake of the social 

welfare. Influencing the individuals’ behavior is necessary in order to bring about a change 

in the society. Without affecting the behavior of the individuals’, the main goal of the social 

marketing campaign will not be accomplished.  

 Influencing an individual's behavior is deemed to be necessary in order to bring 

about the change in the society.161 This is mainly due to the fact that society is the result of 

the product of individuals combining to form it.162 To achieve the welfare of the society, it is 

mandatory to achieve the welfare of the individuals.163 Well-being of society is the end goal 

to be achieved by the social marketing campaigns to make them successful in the long 
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run.164 Since society and the individuals are interrelated; it is inevitable to achieve the 

welfare of society must be through achieving the welfare of the individuals.163 

 

2.9.1 CRM and Customer Loyalty 

Choice of ‘cause’ for CRM also plays an important role in making the campaign successful. 

According to Varadarajan and Menon165, ‘cause related marketing’ links the sale of a 

product with the support of a charity or cause. Cause-related marketing serves dual 

purposes: (a) Improve firm performance and (b) support a social cause. 

A product category also plays their role as utilitarian products functions are linked to 

necessity products like bread and milk166’167 . Hedonic products deal with entertainment and 

enjoyment. These types of product gave a sense of fun and pleasure it includes like 

chocolate truffles.168 Previous studies do suggest that CRM can be most effective if used 

with the combination of hedonic products169, although opposite results also exist170. The 

above thought arose from the researcher’s belief that consumers feeling of guilt have a 

significant influence on their willingness to support charitable causes 171  

Generally, CRM campaigns result in positive consumer attitudes toward a company 

and greater purchase likelihood for its products.172’173’174 Strahilevitz and Myers (1998) 

stated that, campaigns work because consumers benefit in two ways from participating in 
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the campaign: by using the product and the pleasure derived from donating to a cause. In 

CRM campaigns, where customers have to select the cause or charity (from provided 

alternatives by company) for donation, they will not have to pay an extra amount. The 

company will donate a specific percentage of prices. The role of the consumer in this type of 

campaign is to select the cause and purchase a product. It can directly affect the consumer’s 

reaction, as it can change a consumer’s perception regarding involvement and control.175 

According to Payne, Bettman, and Johnson176, an increased match between people’s 

preference and outcome leads to increase in satisfaction due to outcome. Botti and McGill 

stated that when consumers have the choice to select, they consider themselves a 

meaningful agent and perceive greater personal causality.177 Consumers perceive an 

enhanced role when they select the cause in CRM and will further boost engagement as 

people tend to magnify their own contribution in collaborative tasks.178,179,180 For example, 

when people work together in a group project, often individuals tend to give more credit in 

positive outcomes to themselves and express about more contributions than coworkers.181 

In short, when consumers participate in a CRM campaign with choice, they perceive a more 

significant role for themselves in helping the cause. As Strahilevitz and Myers (1998) noted 

that consumers prefer products associated with CRM campaigns because of the additional 

utility they derive from helping a cause.182 Varadarajan and Menon (1988) state that 

enhancing the corporate image is one of the major reasons for firms to get involved with 

                                                           
175(DeCharms, 1968; Wortman, 1975) 
176 (Payne, Bettman, & Johnson 1993) 
177 (Botti & McGill 2006) 
178(Burger & Rodman, 1983) 
179 (Chambers & Windschitl, 2004) 
180 (Ross & Sicoly,1979) 
181(Ross & Sicoly,1979) 
182(Strahilevitz & Myers, 1998) 



33 
 

CRM.183 By supporting a good cause, it leads improvement of the firm’s reputation. A more 

prominent cause will have a greater impact on a firm. 

There is an opinion proved through the research that consumers are being involved 

in CRM activities by their own self-interested motivations. Personal benefits of individual 

recognition as donors encourage charitable behaviours184. Sociologists believe that if 

individual gets the recognition as a generous donor in the eyes of others it gives a sense of 

respect.185 Consumers are often ready to exhibit their goodness to themselves and to 

others.186 Consumers are more willing to engage in charitable donations when their 

contribution is recognized by others, especially consumers with high levels of self-

interests.187  

 

2.9.2 CRM and Consumers skepticism 

Despite the increase in adoption of CRM by companies, consumers may view CRM with 

skepticism. A study in Malaysia was conducted on effects of skepticism on consumer 

response toward cause-related marketing. The results show that consumer skepticism on 

CRM falls in the middle range. Companies investigating the possibility of implementing CRM 

are facing the challenge of consumer skepticism. CRM tends to be viewed with skepticism 

because a donation to a particular cause is linked with a purchase of a product.188 

Consumers often perceive CRM as an exploitation of a cause for a company’s self-

interest.189,190 According to Bronn and Vrioni191, Gupta and Pirsch192, Singh et al.193, Webb 
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and Mohr194, it has been viewed in previous studies that consumer skepticism has an impact 

on CRM. If CRM campaigns are heavily advertised in the media, consumer skepticism toward 

CRM can increase (Singh et al., 2009). Webb and Mohr (1998) stated that consumer’s 

perception about CRM depends on the level of skepticism that they have regarding the 

cause claims in CRM campaigns. 

 

2.9.3 CRM and Consumer’s Choice 

As previously discussed, CRM is playing an important role in marketing strategies made by 

companies nowadays. It has not only become a source of support for charity, NGO or a 

cause but also beneficial for improving the image of product, increase in profit, fruitful for 

market value of brand and also make its place in good books of the consumer. The efforts 

made by companies through CRM campaigns directly affect the perception of the consumer. 

A consumer’s choice about a specific product has great influence of selected cause. Firm’s 

selection of cause motivates the consumer to choose that brand with the satisfaction of 

supporting the social cause. Proper design of campaign will have a positive impact on the 

consumer’s mind and fulfill the objectives of firm.  

It may also lead to differentiate the brand from others in the market. Response of 

consumers towards CRM efforts made by a firm can easily be evaluated by recording the 

perception about reasons behind the company’s adopted strategies. This supposition is 

grounded in recent research on how the effectiveness of influence tactics is affected by 

consumers’ persuasion knowledge; that is, knowledge regarding “how, when, and why 
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marketers try to influence them”.195 The degree to which CRM strategies affect consumer 

choice may influence the consumer perceptions about a company’s motivation to support a 

social cause. According to the preceding discussions, the strategies should be more likely to 

produce the choice of sponsoring brand when consumers infer that the primary motivation 

for marketers’ use of CRM is positive (e.g., to provide support for the cause) rather than 

negative (e.g., to exploit the cause as a means of generating profit of the sponsor brand). 

Brown and Dacin stated that CRM efforts always directly affect consumer’s behavior 

towards the sponsoring company.196 The first impression of efforts made by a company can 

then be used to evaluate the company’s offerings and results achieved through the 

campaign.196 In short, consumer’s perception about a company (driven, in part, by its CRM 

strategy) affects the product choice. It can be concluded that there is a positive relationship 

between selection of cause by company and choice of brand by consumer. The better the 

cause represents the social responsibility by a firm, the better the picture of perception will 

draw in a consumer’s mind. It has a greater chance of the campaign success. 

 

2.9.4 Consumer company identification 

Brand image is a set of “perceptions of the brand which are reflected as associations in the 

consumer’s memory”.197 Consumers make the perception of a brand in their minds through 

different messages and signals emitted by a company. Through this, a consumer will 

develop a complete picture about the image of a brand. Therefore, brand image is 
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accumulative form, as it is formed by the sum of outcome of the entire set of information 

and associations related to brand identity which reach to individual’s mind.198 

To make the efforts of CRM successful, it is necessary to build good consumer 

company identification, as awareness about cause and brand fit is crucial for fulfillment of 

objectives. According to Bhattacharya and Sen (2003, p.76)199 C-C identification (consumer 

company identification), represents the “primary psychological substrate for the kind of 

deep, committed, and meaningful relationships that marketers are increasingly seeking to 

build with their customers”. The concept of C-C identification includes the four key points 

‘shared values, similar personality characteristics, common objectives and satisfaction of 

need’ which most efficiently explain the existence of relations between companies and 

individuals.200 C-C identification involves consumer perception about similarity with the 

features and characteristics of the organization’s individuality.201 This perception of 

overlapping plays a primary role in the existence of shared values.202 According to 

Bhattacharya and Sen (2003) C-C identification helps to satisfy personal descriptive needs 

for consumers, who use brand identity to construct their own identity. Finally, one of the 

consequences of C-C identification is the congruence between individual and organizational 

objectives, which reinforces the relationship between both participants.203 Consumer 

behavior towards a CRM campaign can only be positively developed when there is a positive 

and alluring picture about the brand and cause. That specific perception leads to enable the 

consumer to purchase the brand with the satisfaction of helping the cause. Therefore, 

management of a company should take into account the expected behavior of a consumer 
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towards efforts of CRM campaign. The most beneficial suggestion for companies regarding 

CRM campaigns are to select social causes which are congruent with the personality, 

lifestyles and values of the campaign objectives.204’205 

 

2.10 Education as Tool of Cause Related Marketing 

In the context of social marketing, education entails the messages that are delivered to the 

target market with the intention of persuading them to behave on the voluntary basis in a 

particular fashion.206 However, the characteristic of this education is that these messages 

don’t promise any direct or immediate reward or punishment. These messages are 

delivered in the form that encourages the people to adopt a certain route for the 

accomplishment of the aim of better life. Similarly, Evans 207 reported that social marketing 

messages can prevent risky health behavior with the help of education or promotion of 

behavioral alternatives. For example, antismoking campaigns of the US Centers for Disease 

Control offered favorable lifestyle options.208 

 The challenge in getting people educated about a social cause is that the aim is to 

convince people about the benefits that will be gained by adopting a certain lifestyle or 

abandoning one. Compliance towards a certain lifestyle could be made by utilizing an 

already known reward, a reward that has not been collected formerly, or for no explicitly 

apparent warning. Examples of these could be; ‘stop smoking and reduce the chances of 

heart disease’, teens are taught that ‘kissing a kissing a smoker is like licking an ashtray’, or 

‘don’t forget to vote’ respectively. Education is a primary tool to instigate a social change, 
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however, if used alone, can suggest a change to the audience but cannot deliver the benefit 

of change explicitly.209 Lindblom’s convincing strategy is similar as it takes into account 

varied forms of ideological instruction and propaganda embedded in totalitarian forms, as 

well as extends it to the free competition of ideas found in liberal democracies.210 

 Wiener and Doescher referred to education as a behavioral solution which means 

that the solution would be encouraging people to make voluntary sacrifices in order to live a 

better life.211Rasmuson and colleagues defined education as health communications which 

entail that “the development and diffusion of messages to specific audiences in order to 

influence their knowledge, attitudes, and beliefs in favor of healthy behavioral choice.”212 

Nevertheless, the usage of messages is the information and persuasion provided by them as 

an aid to the marketing of a product or service in an exchange or as an aid in the 

enforcement of law.213 

 

2.11 Marketing of Cause Related Message 

Marketing is a crucial concept which covers the attempt to manage behavior of individuals. 

This is done by using the offering of reinforcing incentives or consequences along with the 

provision of such an environment which supports voluntary exchange. Such an environment 

provides congenial ambience to a particular action by developing choices with comparative 

advantages (products and services), favorable cost-benefit relationships (pricing), and time 

and place utility enhancement (channels of distribution). Positive reinforcement is given to 

the audience when the transaction is completed. Lindblom considers exchange to be a 
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fundamental relationship based on which market systems are built in which each party 

sacrifices something to gain another.214 

 Researchers have shown that an organization's commitment to communicate and 

support a social cause may not only positively impacts individuals’ perception about the 

cause, but also enhance their liking about the products link with a cause.215’216’217 According 

to the survey done by Nielson, around the world more than half of all respondents have 

stated that they prefer companies who are doing good for society.218 

 As far as marketing of social cause is concerned, initially Andreasen suggested that 

markets should focus on four factors before promoting the social marketing message. These 

factors include benefits, costs, others and self-efficacy.219 In recent times, Akhtar and 

Bhattacharjee identified four P’s for devising a social marketing strategy. These 4 P’s include 

proposition, perception, platform, and persuasion.220 They relate propositions with product, 

perception with price, platform with place, and persuasion with promotion. There are 

several examples which relate to the successful implementation of social marketing 

campaigns. These include education related to alcohol consumption221 food choice222, 

physical activity223, and tobacco.224 
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2.12 Planning of Cause-Related Programs 

With the advent of complexity in the nature of social marketing campaigns, it has become 

indispensable for the marketers to analyze the social marketing programs in detail.225 This 

approach of analyzing has become inevitable for the marketers and researchers mainly due 

to the fact that the primary goal of the social marketing campaign is to affect the behavior 

of the individuals for their welfare in particular and for the welfare of the society in 

general.226 If there is no sufficient amount of information and data available to researchers 

about the behavior of the people, then it makes it less likely to take a course of action that 

would help in changing the behavior of the society. Analyzing the social marketing programs 

is a cumbersome task and requires considerable amount of expertise for the completion of 

the task at hand.227 

 After the analysis of programs, the next phase covers the planning of programs. As 

discussed earlier, analysis of the program is the preliminary stage. Planning of programs is 

the next stage which has to be based on the things discovered in the analysis of the social 

marketing program. Planning is a crucial step and takes into account the minor details 

concerning that project.228 Each and every step which will be involved in the execution and 

the implementation of the program has to be carefully judged and planned by the 

researcher in order to make the program successful.229 Planning is essential to create an 

impact on the society which is main cause behind the social marketing project.  

 According to Kotler and Lee, there are ten components of social marketing planning. 

These components include: 1) Background 2) Situation analysis 3) Defining target market 4) 
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Marketing objectives 5) Factors affecting target market 6) Positioning statement 7) 

Marketing mix strategies 8) Monitoring and evaluation 9) Budget and 10) Campaign 

management.230 Further, Da Silva and Mazzon identified three major stages in planning of 

social marketing: diagnosis of social problems, benefits and social changes, and social 

marketing mix.231 

 

2.13 Execution of Cause Related Programs 

Execution of cause related programs refers to the methodologies require to deliver CRM 

programs.232 There are several authors who classify the ways through which CRM programs 

can be implemented.233’234’235 They have identified four classifications regarding 

implementation of CRM programs; sponsorship, transaction-based, joint promotion, and in-

kind contribution.  

 The sponsorship execution strategy refers to the event sponsorship which is directly 

related to a particular non-profit charitable event. Sponsorship is an effective way to 

enhance the company image by relating the name of a sponsoring company to a cause 

which is central to a specific target group.236’237 Therefore, sponsorships may not only 

improve the public image of an organization but also contribute to a particular cause.  
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 The transaction based execution strategy refers to firms’ donating, to a social cause, 

a portion from their profits when each product sold.238 The product linked with a particular 

cause may generate buying incentives for the customers.239 

 After the planning stage, execution of a program starts. Execution of the program is 

the stage in which the effectiveness of project planning is revealed. If the project is planned 

effectively and all of the aspects that could affect the project during its execution are 

catered by the planner, then the execution would be relatively easy. Problems encountered 

during the execution are also taken care of due to effective planning. Execution of programs 

sometimes imposes some unprecedented hurdles for the executioner. For this reason, a 

resource person with effective skills and ability is required to carry out the execution of 

programs.240 A team with strong skills is required to carry out the execution stage of the 

program. An experienced and capable team will cater to all of the obstacles potentially 

encountered in the execution of the project. The result of the social marketing project is 

widely dependent upon the effective execution of social marketing program. 

 Evaluation of the program starts with the execution of the plan. When the execution 

of the plan starts, the process of evaluation starts which evaluates the execution process at 

each and every stage of the process. The outcome is evaluated constantly to calculate the 

impact of the social marketing program on the intended users. Evaluation of the social 

marketing program is a tough process as the evaluation criteria of the program takes in to 

account the impact of the program on the society. Since the campaign is social marketing, 

the result cannot be measured with the help of the any mathematical or statistical 

calculation. Rather, its success is measured by measuring the force of the impact of these 
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programs on the society. For the purpose of evaluating the impact of the social marketing 

program on the society, the process opted by the evaluator is one that observes the 

outcome by analyzing the behavior of the individuals residing in the society. If the behavior 

of the individuals in the society has changed after social marketing program has been 

implemented, then that program is deemed to be successful. The degree of success of such 

programs is measured by measuring the significance of change that has been brought about 

by the implementation of the social marketing program.  

 

2.14 Target Segment in Cause Related Marketing 

Since the social marketing program is about changing the behavior of a certain characteristic 

or habit in a society, it is necessary to alter the behavior of the individuals in the society. 

Social marketing starts with a particular goal which is not legally bound on the individuals to 

follow what is taught through that campaign. Rather, it is the responsibility of the marketer 

to make that message attractive. This is done through showing the positive impact that a 

certain course of action, which is advocated in that message, would bring to the life of the 

one who follows that program. Social marketing program can only be successful if the 

individuals in the society change their behavior towards a certain course of action 

voluntarily. Force can’t be utilized to change the behavior of the individuals, neither a 

change could occur by the use of the force. Voluntary change is possible, only if the message 

delivered by the social marketing campaign is of such value that it drives the whole process 

of change within the society.  

 Target audience is of utmost importance while designing a social marketing 

campaign.241 A social marketing campaign is designed around the audience for which that 
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program is targeted.242 Values, norms, behavior and perceptions of the targeted market are 

carefully considered when deciding the path upon which such campaign is to be carried out 

by the marketer.243 Target audience guides the marketer on how a certain goal is to be 

achieved and what factors are to be exploited, in order to persuade the target audience to 

adopt a certain habit or to change their habits voluntarily.244 

 

2.15 Highlights of Literature Review 

Through careful literature review on cause related marketing, it has been concluded that, in 

the last 2 decades CRM has become one of the most important strategies in marketing. 

Companies use this strategy for different purposes such a fundraising, brand loyalty or to 

regain the reputation of product. While following the procedure of CRM, many factors 

should be taken into account; like employee participation, choice of right cause, avoiding 

the consumer skepticism, targeting right population according to product for which 

campaign is going to be held, etc. Authors have varying views about CRM; some discuss 

negative impacts of CRM while others agree on the positive impact. It will depend on the 

specific condition and requirement for which a company is planning CRM and also on the 

procedure which is going to be followed. There are also many theories on CRM, some of 

them discussed above. These theories play an important role in helping top management to 

develop appropriate strategies for brand marketing. CRM should be practiced by keeping in 

view the target population and their need. A CRM design can attract the consumer and 

satisfy their demand as well.  
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Chapter 3 

Health Sector and Semi New Markets 

 

3.1 Heath Sector of Pakistan and Cause Related Marketing 

The health care system of Pakistan comprises of several parties which include government, 

private sector, Non-Governmental Organizations (NGOs) and faith-based healers. All of 

these categories are providing health care services in different forms. The quality of their 

service however, is questionable.245 Pakistan’s health indicators show a gradual decline in 

infant and maternal mortality rates, a high rate of population growth, lack of proper family 

planning, and a persistent high neonatal mortality rates.245 According to UNDP’s 2014 

report, Pakistan has an alarming situation of health care system. Similarly, Punjani reported 

that although Pakistan has good structure of basic health units, most of them are not 

functional due to lack of doctors and nurses. The figures already mentioned in Table 1.1 

identify the gap between demand and supply. In this situation, corporate sector can play a 

major role in the improvement of health sector. One of the ways by which corporate sector 

can bring improvements is through its philanthropic activities. These activities will benefit 

both the health sector but also give commercial benefits to corporate area. 

 One of the most important aspects in health care is the Pharmaceutical industry. In 

Pakistan, this industry is very challenging and competitive.246 Currently, there are 759 

pharma companies working in Pakistan along 27 multinationals.246 Since last decade, 

progressive growth has been seen in the national pharmaceutical industry. The pharma 

companies are continually investing in this industry with the aim of upgradation and are also 
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doing manufacturing in accordance with national and international standards. Now, the 

pharma companies have developed capacity of manufacturing, variety of products ranging 

from simple pills to value-added generic products.247 Although there are good prospects of 

pharmaceutical industry in Pakistan, it is also facing several challenges. The reason behind 

this situation is government involvement in price setting since 2001. One of the biggest 

challenges is the stagnating prices of pharmaceutical products. As a result, pharmaceutical 

companies are unable to decrease the prices of even those drugs whose cost has risen to 

more than 100%. Due to government price regulation, it has become difficult for 

pharmaceutical companies to shoulder rising fuel costs, wages, electricity and raw materials. 

In this situation, pharmaceutical companies can make profits through higher sales and 

investment in new innovative products. Due to the pricing mechanism, competition 

between pharmaceutical companies has also increased. Therefore, pharma companies need 

to work on marketing strategies aside from price differentiation. This is necessary in order 

to retain customers and enhance sale levels. Using a marketing strategy such as CRM (Cause 

Related Marketing) could be beneficial in this situation. This strategy would help the pharma 

companies to survive in competitive environments and create entry into new markets.248 

Many companies such as Getz Pharma are doing philanthropic work in Pakistan. Getz 

Pharma, a multinational company (MNC) working in Pakistan, has successfully integrated 

CRM in its values, cultures, operations and strategies. Getz Pharma is working on several 

social development projects which include provision of education and health facilities for 

the underprivileged areas of Pakistan, preservation of Pakistan’s Cultural Heritage and 

Environment. In health sector, Getz Pharma has actively worked in partnership with NGOs, 
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government, local communities and healthcare professionals in order to increase access to 

high quality health systems and facilities. Getz Pharma’s contribution includes proactively 

funding leading charitable and government run hospitals to upgrade medical facilities and 

preservation of environment and Awareness. Getz Pharma joined hands with the World 

Wildlife Fund (WWF) Pakistan to create awareness about the environment, especially for 

the preservation of the country’s Wetland Centers. Company efforts include promotion of 

marine sports, sport fishing in an ethical and environmentally sustainable manner.249 

 Another example of CRM in health sector is that of Pfizer250, a multinational pharma 

company working in Pakistan. Pfizer has worked in collaboration with NGOs, international 

agencies, government and academic for the implementation of investment plans in order to 

increase access to free quality medicines and healthcare treatments. Pfizer has also worked 

jointly with disaster management of Pakistan. During flood in year 2010-11, Pfizer donated 

cash, medicines and necessary items to the people of affected areas. Pfizer has also invested 

in public awareness campaigns about several diseases. These campaigns include educating 

general public about the hazards of smoking, tuberculosis and pneumonia. Pfizer 

Foundation is a global charity organization that has contributed in the shape of training to 

physicians and counseling patients. Pfizer working under the Global Health Partnership 

(GHP) program has given grant during 2010-2013 to National Alliance for Tobacco Control 

(NATC) and All Pakistan Women’s Association (APWA).251 
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3.2 Semi New Markets 

In today’s world, consumers are becoming more conscious and caring about the 

environment and society.252 Conscious consumers are demanding companies to be involved 

in community development practices.253 Citizens of countries that have suffered natural 

disasters have high expectations from big companies to participate in practices like disaster 

relief, rehabilitation, and assurance of quality health facilities. It is important to see that 

several communities around the globe have recovered from natural disasters and calamities 

on larger scales. In that scenario, citizens of these communities and citizens around the 

globe are not only looking for governments, aid agencies and NGOs to provide relief 

assistance but also demand corporate sector to plays its part.254 According to statistics, 87% 

of global consumers believe that organizations should take part in providing relief to 

communities affected by disasters like floods etc.255 The results of survey conducted by 

Cone Communications Disaster Relief Trend Tracker (2013) on 10, 000 citizens of US, Brazil, 

UK, France, Germany, Russia, India, China, and Japan show that 89% citizen think that 

companies should utilize their assets in order to provide help to affected communities. This 

utilization of assets includes mobile response units, and voluntary participation of employee 

in relief activities. Further results show that 87% should work on long term basis rather than 

just immediate recovery.  

 The most affected community in the world is China which suffered and continues to 

suffer a lot from natural disasters. Therefore, Chinese citizens have unanimous demand 
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regarding corporation’s participations in the relief activities.256 In the same extant, citizens 

of India and Japan are still recovering from current natural disasters such as an earthquake 

in Fukushima, Japan and flooding in the North Indian State of Uttarakhand etc. The people 

of these countries believe that corporations can act more effectively in relief management 

rather than government (85% & 80% vs 69% global average). It has been observed that the 

attitude of citizens towards corporate sector and conditions of areas after disasters have 

identified a new kind of markets. These new markets can be called as a “Semi New 

Markets”. The author of this study has coined this term. It can be defined as a market which 

develops after natural and man-made disasters. The market expects corporate sector to 

contribute to the reconstruction of the community and the related health sector. 

 

3.3 The Context of Pakistan 

Pakistan is one of those countries which have suffered a lot from natural disasters. Major 

natural disasters that Pakistan has faced include floods, earthquakes, and droughts.257 These 

disasters have badly influenced the life of people affected from them in terms of health and 

economics.258’259’260 The most common disaster that Pakistan has faced is flooding from 

heavy rains due to erratic monsoons every year. A flood in 2010 had affected 78 out of 121 

nationwide districts spreading over an area of 100,000 km.261 Due to this flood, 1985 people 

lost their lives, damaged 2.4 million hectares of agricultural land and destroyed 515 health 

facilities and 2.1 million houses.262 Further statistics show that major deaths occurred in 
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Khyber Pakhtunkhwa Province (1156) and major injuries also occurred in this province 

(1198). Generally, damages occur to transport and communication networks, electricity 

generating grid and plants, and water and irrigation channels.262 The most affected areas of 

Khyber Pakhtunkhwa Province (KPK) include Nowshera, Charshada, Swat, Kohistan and 

Shangla.263 

 Natural disasters have a great impact on the health sector as well. Due to floods, 

several illnesses have been found in people such as skin diseases, acute diarrhea and 

suspected malaria. Moreover, it is reported that after the flood of 2010, 35,000 female 

health workers had been displaced putting more burden on health services.264 It is 

estimated that Pakistan had suffered damages of $50 million.262 It is suggested that 13.2 

million people of the affected areas needed nutritional and health facilities according to a 

report by the National Disaster Management Authority of Pakistan (2010). This study 

identifies that government and international communities intervened and provided short-

term aid to restore livelihoods. Based on lessons learned from flood experience and 

interviews conducted with government officials, this study had recommended that disaster 

recovery and response policy for recovery and rehabilitation can be converted in to long 

term sustainable development goal. Furthermore, the findings revealed that there are 

institutional gaps and regulatory weaknesses present in disaster preparedness and 

response.  

 

3.4 Case of Swat District 

For the purpose of this research, Swat district of Pakistan is explained in terms of semi new 

market. The main reason behind choosing Swat is that it is among those areas of Pakistan 
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which has badly affected by natural disasters and other calamities and is also vulnerable to 

floods.265 

 Swat valley is a famous district of Khyber Pakhtunkhwa Province. It is located in 

north of KPK and in the mountain ranges of Hindu Kush. It is known for its natural beauty, 

orchards and cultural remains etc. Swat was called as Udyana, which means park, during the 

Buddhist era. The predominant language of Swat is Pashto. Since thousands of years, Swati 

and Yousafzai tribes had predominantly occupied Swat. In rural areas, the year has been 

divided into six seasons according to different farming practices. Landscapes are comprised 

of one or more soil series which can produce abundance of vegetation. Major parts of the 

valley include deep valleys and high mountains whose peaks are covered with everlasting 

snow. Based on the livelihood pattern in term of agricultural, the valley comprises of three 

main regions: orchard growing area, high mountainous upland and lower farming areas.  

 

3.4.1 Basic Description of Swat District 

Swat appeared as one of the districts of KPK province after becoming part of Pakistan in 

1969. The Saidu Sharif is a district headquarters of Swat that is located at a height of 3251 ft. 

above sea level. There are seven Tehsils of Swat, including Bahrain, Barikot, Matta, Kabal, 

Babozai, Khwazakhela and Charbagh. The estimated population of Swat is about 2067574 

heads. The height of district ranges between 2500 ft. and 7500 ft. above sea level. In July, 

the maximum temperature is 38 degree Celsius and in January, the minimum temperature is 

1 degree Celsius. The average rainfall is recorded as 1366 mm annually. The major hazards 

of Swat district include hailstorm, floods, earthquake and conflict.  

 

                                                           
265(Khan, 2014) 



52 
 

3.4.2 Calamities and Swat 

In Swat, communities have been facing natural and man-made disasters for the last decade. 

These disasters include earthquake, floods, and terrorism. According to report by National 

Rural Support Program, the flood of 2010 had proved very painful for Swat district because 

of its spread over 15 Union Counsels (UC) and its devastating damage. The damage had 

occurred to roads, bridges, houses, communication infrastructure, hospitals, and shops and 

cropped fields. The impact of flood still remains on the economic and health conditions of 

Swat. People still lack food, health facilities, clean water and shelter.266 People continue to 

depend on the humanitarian agencies and other support for reconstruction of houses and 

businesses (Ali, 2015). Morbid drinking water has become reason of several diseases like 

diarrhea, skin infection and cholera.267 This report further elaborates that Swat has shortage 

of health facilities in proportion to population since the health units were affected by flood. 

Since several hotels, restaurants and hospitals were destroyed during the 2010 flood, it has 

impacted the economic life of residents especially in rural areas. The pharmaceutical 

companies lost their businesses and it created shortage of medicines supply in the district.  

 As far as the case of Pakistan is concerned, people judge company’s ethics in term of 

philanthropy. In Pakistan’s culture, the act of philanthropy and community values are 

strongly held (Webster, n.d.). People expect from the wealthy segment of the society to 

donate to people who have lesser resources. Therefore, corporate sector is constantly 

under pressure to perform the act of philanthropy. Similarly, people of Swat seek a response 

from both the business and government sector in rehabilitation activities. 
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3.4.3 Opportunities for Companies in Semi-New Markets 

The semi new markets like Swat offer several opportunities to the corporate sector. 

According to an online article “Every Disaster Is an Opportunity You Must Seize” the disaster 

affected communities or areas can lead to opportunities for business and investment 

because these areas were not economically good previously. The involvement of businesses 

and companies in disaster relief efforts can leave a lasting impression on the affected 

population.268 Therefore, an opportunity for corporate sector is to perform acts of kindness 

and be rewarded in way of higher sales and recognition.269 Companies are getting investing 

in humanitarian efforts and want to create innovative solutions in the form of products and 

services to meet community needs.270 Humanitarian organizations like NGOs and 

government are aware that these investments can be proved fruitful for the development of 

affected areas but people may suspect the commercial motivation of business behind these 

investments. Therefore, in order to avail these opportunities, corporate sector needs to 

focus on cause related marketing (CRM) as it can positively influence the attitudes of 

customers. Pharmaceutical companies can also enter into this semi new market by focusing 

on cause-related marketing. This focus may enable the companies to enhance purchase 

intention about their products and services such as medicines. CRM activities in health 

sector of semi-new markets can not only help pharma companies to enhance their sales but 

also can influence consumers behavior and enhance the health of people in this area.  
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Chapter 4 

Theoretical Framework 

 

4.1 Theories on CRM 

Large numbers of theories have been used in different studies on CRM. These include but 

are not limited to: Information integration, attitude accessibility, and anchoring & 

adjustment theory to support Lafferty and Goldsmith’s (2005) study of cause/brand 

alliances. Associative learning and classical conditioning theory have been used to analyze 

the effective use of CRM alliance.271 Information integration theory explains change in 

consumer behavior after receiving new information. The theory describes how consumers 

make judgments after receiving new information from various sources. These new attitudes 

of consumer are than integrated with prior perceptions.272’273 

“The critical component of this model is the effect the prior attitude has in predicting 

the polarization that occurs when information of equal value is cumulated. 

Information integration theory predicts that the attitude will become more extreme 

as recipients are exposed to more messages.” 274 

Lafferty and Goldsmith used this theory to understand brand/cause alliance within CRM and 

its impact on attitudes of consumers.273 An important aspect of this theory uses the change 

in attitude due to new information and compares this modification with prior attitudes. If 

new information connects with prior positive attitude, cumulative attitude will be favorable. 

On the contrary, if prior attitude and new information both are negative, the cumulative 
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attitude will be extreme negative. Additionally, positive/negative attitudes can be 

reduced/improved by new information that is negative/positive. 

 Attitude accessibility theory has also been used to get an understanding of 

consumer’s attitude towards certain brands. According to this theory, strong attitude 

towards a certain product/brand makes it easy to access memory. Familiarity with subjects 

of interest also plays an important role in making stronger attitude associated with 

individuals.275’276 Lafferty and Goldsmith (2005) used anchoring and adjustment theory to 

knot the attitude accessibility theory to brand/cause alliances more efficiently. This theory 

states that attitude formed with familiar object is stronger than with less familiar object. 

That’s why subject tends to anchor on the more familiar information and adjust for the less 

familiar information.277 

 Other than Lafferty and Goldsmith276, Till and Nowak278 also examined the CRM 

alliances. They however, used associative learning and classical conditioning theory as a 

framework for their investigation. 

“Associative learning has been described as the way that consumers learn about the 

relationships among events in the environment279 that is brought about through the 

linkage or fusion of two concepts.”280 

Stronger equity through positive associations with other entities can be gained by brand, 

and therefore equity of brand can be strengthened through positive association with cause 

via CRM relationship. Moreover Aaker also warned that negative associations can damage 
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the brand’s equity.281 The fundamental principle of associative learning theory is classical 

conditioning theory. Pavlov was the pioneer of classical conditioning theory and presents it 

through famous dog salivation test. It has been observed in marketing studies how classical 

conditioning theory is helpful in understanding of the effect of one stimulus on 

another282,283, and in creating positive associative links for a brand within consumers’ 

perception.284 Signaling theory285 is also closely related to associative learning and classical 

conditioning theory. According to this theory quality of products can be ascertained via 

other external signals. For instance, high prices always give the signal to consumer about 

high quality.286 Similarly, a superior warranty can signal that the firm is loyal to the product, 

and thus the product is of high quality.287 Berger, Cunningham, and Kozinets while studying 

consumer behavior through CRM advertising relied on various theoretical framework.288 

Firstly, gender effects within CRM have been accessed through pro-social behavior theory. 

Pro-social behavior is defined as “helping, sharing, and other seemingly intentional and 

voluntary positive behavior for which the motive is unspecified, unknown, or not 

altruistic”.289’290 According to Burnett & Wood, charitable donations are pro-social act291 and 

CRM connected with commercial exchange is tied to pro-social behavior. Furthermore, past 

researches show that females are more pro-socially oriented than males in charitable 

activities. Females like to engage more in helping and caring behavior, while males like to 
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engage in helping behavior that is more heroic in nature.292 Berger et al. thus assume that 

females will be more positively affected by CRM advertising compared to men. 

 Information processing theory has been used to support two hypotheses. They 

compare the explanatory power of three information processing models, the elaboration 

likelihood model (ELM)293, the heuristic systematic model (HSM)294, and the motivation, 

opportunity and ability model (MOA).295 

“The ELM model postulates two distinct routes to attitude change. The central-or 

systematic-route occurs when a viewer, who is highly involved with the product, 

diligently processes the product attribute information in the ad and ignores other ad 

elements and peripheral cues. Peripheral processing, by contrast, occurs when the 

viewer exhibits low involvement with the product and experiences an attitude 

change, not from processing the product information in the ad, but as a result of 

associating the product with positive cues”.296 

According to the HSM model, these associations may also be based on heuristics, or learned 

procedures such as decision rules or schematics.297 Both models point toward CRM cause 

associations acting as a cue or heuristic that would only be processed in situations of low 

product involvement. 

 The MOA model, in contrast to both the ELM and the HSM models, states that 

peripheral cues affect “both peripheral and central processing of both high and low involved 

consumers”.298 According to MacInnis and Park, the ELM and HSM models overly are 
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simplistic and indicated that level of concern in processing advertising information may be 

dynamic rather than static.299 Therefore, there may be measurement problems connected 

with the study of involvement and advertising processing. 

 To cut short, all of these theories have been useful in CRM research but Associative 

learning theory better explains the benefits of cohesive, logically linked CRM relationships 

because associations are easier to develop when there is natural fit between linked 

objects.300 The theory explains why a long-term commitment between firm and charity is 

advantageous to the CRM relationship because consumers build up associative links 

between brand and cause more easily when the messages get repeated.  

 

4.2 Hypotheses Development 

The following conceptual model of this study is shown through Schematic diagram. It 

includes CRM as an independent variable, brand loyalty, customer trust, and corporate 

image as mediators and customer purchase intention as a dependent variable.  
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Figure 4.1: Conceptual Framework 

 

4.3 CRM and Brand Loyalty 

4.3.1 Brand Loyalty 

 Brand loyalty can be defined as a psychological process in which customers express 

biased or non-random behavioral response with respect to one or more alternative brands 

among available set of brands.301 The firm which has high percentage of brand loyalists has 

higher returns on investment and greater market share.302 According to Chaudhuri and 

Hollbrook, brand loyalty plays an important role in enhancing a company's’ financial position 

as it enables them to charge higher prices from their customers.303 According to Knox and 

Walker (2001), brand loyalty is considered as an important tool in measuring success of 
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marketing and in measuring brand equity.304 Keeping the importance of brand loyalty in 

mind; it can be considered as an important determinant of cause related marketing.305 

 

4.3.2 Cause Related Marketing and Brand Loyalty 

The previous studies reveal that CRM campaign may build and enhance customer 

loyalty.306’307 Garg claimed that company’s commitment to particular cause is the strongest 

way to build brand loyalty.308 This is the reason why many consumers nowadays prefer and 

support companies that are working beyond just earning a profit. Rahman and Hasan 

examined the relationship between CRM and brand loyalty in telecom industry of 

Bangladesh.309 They found that CRM is positively linked with brand loyalty through 

mediation of attitude, belief, and corporate image. Similarly, Hunjra, Azam, and Humayoun 

examined that CRM leads to brand loyalty which can further influence sale outcomes.310 

Anuar, Omar, and Mohamad examined the influence of CRM on brand loyalty in Malaysia.311 

They re-assured that customers prefer brands that carry out CRM.  

 In Pharmaceutical industry, Du Plooy developed framework to measure brand 

loyalty.312 This framework is based on Moolla and Bisschoff’s model which measures brand 

loyalty in fast moving consumer goods (FMCG) industry.313 Du Plooy found that all 

dimensions of Moolla and Bisschoff’s model are well supported by study results. One of the 

important dimensions of Du Plooy’s framework is perceived value which is positively related 
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to brand loyalty. The perceived value comprises of functional, emotional, and social values. 

The social value of a brand represents self-concept of the customers. They would prefer 

those brands that are involved in social and economic development and activities.314 

Therefore, CRM helps customers in recognizing that a particular brand is connected with 

different causes (e.g. environment causes, social causes). This may further enhance the 

brand image and loyalty. Similarly, when pharmaceutical companies support health issues or 

any other social cause of semi-new markets in the form of CRM, it improves brand loyalty in 

the mind of customers. Altogether, this study has proposed the following hypothesis: 

H1: Cause related marketing (donation of 1% percent of the sales to rebuilding 

and rehabilitation of basic health units in Swat) carried by the pharmaceutical 

companies leads to increased brand loyalty in semi-new markets. 

 

4.4 CRM and Corporate Image 

Ind, Nicholas has defined corporate image as “the picture that an audience has of an 

organization through the accumulation of all received messages”.315 According to Turban 

and Greening (1997), CRM programs build and sustain the corporate image.316 Companies 

promote their efforts related to philanthropic activities in order to enhance and positively 

build their corporate image in the mind of customers.317 According to Tsai and Yang, 

corporate image is a multidimensional construct which consists of four dimensions; 

corporate citizenship image, corporate product image, corporate credibility image, and 

corporate service image.318 Barber (1998) emphasized that corporate image is the result of 
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customers’ shared perception about the organization.319 CRM has an advantage of 

impressing shareholders 320which helps the companies to improve corporate reputation and 

image.321 Similarly, Bennett found that respondent perceived that CRM enables corporate 

sector to enhance brand equity, corporate image, competitive advantage and market 

share.322 Hence, this study has proposed the following hypothesis, 

H2: Cause related marketing (donation of 1% percent of the sales for the 

rebuilding of basic health units in Swat) done by the pharmaceutical 

companies leads to enhanced corporate image in the semi-new markets.  

 

4.5 CRM and Customer Trust 

Trust refers to the belief and confidence which customers have in a particular 

organization.323 Basically, customer trust is a source of attachment with the organization. 

Customer trust is an important determinant of long term relationship between customers 

and organizations.324 This relationship can generate positive results for the organization.325 

 The importance of a particular cause is one of the key sources of creating high level 

trust and high level of loyalty among the customers.326 CRM, with the help of CSR builds 

trust among the customers which further influences there buying and repeated buying 

intention.327 Corporate sector recognizes that trust can be possible with the help of CRM. It 

is recommended that companies need to focus on CRM which helps customers realize that a 
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company is honest.328 According to Doney and Cannon, honesty of an organization is 

positively related to consumers trust and this enhances customer’s purchasing intention.329 

The customers’ perception about the organization leads to formation of trust.330 The buyer 

trust in the company can be important in enhancing company-buyer relationship and for the 

sustainability of a business331. The identification of cause importance through CRM helps in 

building customer trust in company.332 For-example, a textile company initiative for 

environmental protection issues act as a psychographic variable which could become 

responsible for the creation of customer trust.333 

 There are several studies which examined that social responsibility associations can 

strengthen customers’ trust and improve their union with the organization.334’335 Further 

Delgado-Ballester and Luis Munuera-Alemán argued that customers’ trust is based on their 

experience with the brand.336 This experience does not only include customer direct 

relationship with the use of service but also include indirect associations derived from the 

company reputation and advertising.  

 Signaling theory stated that CSR programs are just like signals sent by a company to 

lessen the uncertainty which can uphold purchase decisions of customers.337 In relation to 

this theory, Gurviez emphasized that companies release several signals which are notably 
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related to their ethical values and abilities.338 Taking into account these signals, consumers 

make decision about the brand in question, whether it shares their values or not.339 If these 

values are upheld, they become a source of customer trust.  

 CRM programs are particularly designed to highlight companies’ motivations toward 

the betterment of customers and society. These efforts may become the reason to believe 

and trust in a particular brand. The studies show that shared values of customers and 

company influence the customers trust.340 These shared values are like joint beliefs about 

the appropriateness of behaviors, policies and goals. Similarly, CRM through CSR conveys 

information about the company’s character341 and fundamental system of values.342 Hosmer 

stated that company’s inclusion of ethical values into its strategic decision-making process 

may enhance and develop the trust among all stakeholders (e.g. customers).343 In this 

regard, there are several studies which have found that customers’ perception about the 

company ethics influence their trust.344’345 According to Swichtenberg, stakeholders are 

losing trust in the pharmaceutical industry because of differences between public 

perception about the industry and companies self-perception.346 In order to bridge this gap, 

companies can use CRM to develop and enhance customer trust. One of the ways includes 

doing CRM in semi-new markets where people need basic health facilities. Keeping in view 

the above-mentioned theoretical evidences, this study has made the following proposition: 
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H3: Cause related marketing (donation of 1% percent of the sales to the 

rebuilding of basic health units in Swat) done by the pharmaceutical 

companies leads to increased customer trust in semi-new markets 

 

4.6 Brand Loyalty and Customer Purchase Intention 

Literature reveals that customers who are brand loyal are more inclined towards increased 

spending on associated products and services.347’348 Similarly, Yoon and Kim mentioned that 

a loyal buyer has the favorable intention towards the brand which can lead him to pay 

premium prices for the products and service.349 Brand loyalty is very essential for the 

companies because it helps them to improve sale volume, to retain customers rather than 

seek, and to get higher prices.350 A brand loyal customer makes purchases confidently 

instead of evaluating the product first.351 Therefore, consumers purchase intention can be 

enhanced by creating brand awareness and by building brand loyalty. There are several 

studies which recommend that consumer identification with a company or brand can 

develop positive customer attitudes and behaviors.352’353’354’355Aaker and Keller emphasized 

that high brand awareness improves customer loyalty with the brand which further 

influences purchase intention.356 Similarly, some studies suggest that if consumers have 

positive feelings about the brand then their purchase intention about the particular brand 
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could be enhanced.357 Keeping these theoretical rationales about the relationship between 

brand loyalty and purchase intention in mind, this study has proposed the following 

hypothesis: 

H4: Brand loyalty which is developed due to cause-related marketing increases 

customers’ purchase intention towards pharmaceutical products in the semi-

new markets 

 

4.7 Corporate Image and Customer Purchase Intention 

Corporate image refers to the customers’ feelings/perception about the products and 

services of the company.358 Although it is very time consuming and requires plenty of 

resources to develop and sustain a positive corporate image however, on the contrary, it 

may not only help the companies in introducing new brands but also enable them to boost 

up sales of existing brands.359 One of the best ways of building positive corporate image in 

customers’ minds is CRM.360 There are some studies which have reported that companies 

who are involved in CRM influencing customer purchase intention through corporate 

image.361’362 Hence, this study has proposed that: 

H5: Corporate image which is developed due to cause-related marketing 

increases customers’ purchase intention towards pharmaceutical products in 

the semi-new markets 
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4.8 Customer Trust and Customer Purchase Intention 

Customer trust is a primary element of long term consumer behavior.363 For this reason, 

customer trust influences what customer is intending to buy.364 Previous study shows that 

customer trust is an important factor affecting the customer purchase intention.365 Similarly, 

customer satisfaction with the companies who are involved in protecting green 

environment has a positive influence on customer green trust which further influences 

customer purchase intention.366 Additionally, customer trust develops because of 

company’s involvement in CRM and hence it can enhance purchase intention. Therefore, 

customers would prefer those products and services which are offered by companies 

involved in CRM. There are several studies which support the positive relationship between 

customer trust and customer purchase intention.367’368’369’370 Hence, this study has inferred 

the following hypothesis from the previous literature:  

H6: Customer trust developed due to cause-related marketing increases 

customers’ purchase intention towards pharmaceutical products in the semi-

new markets 
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Chapter 5: 

Research Design and Methodology 

 

5.1 Introduction 

This chapter deals with the research method and methodology used for the thesis research. 

The research process included study design, instrument selection, pilot testing, validity 

measurements, data collection, data analysis, data presentation and interpretation, final 

discussion and conclusion. The chapter describes in detail how variables and indicators are 

selected and used, the paradigm that has guided the study, the discourse that is adopted, 

which field practices are done and how the researcher arrives at a conclusion after a 

carefully crafted and executed research process.  

 The following are sections of this chapter:  

● Paradigm of the study  

● Research Design  

● Methodology  

● Research Strategies  

● Pilot Test and Instrument Validity  

● Population and Sample of Study  

● Data Analysis  

 

5.2 Paradigm of the Study 

Research paradigms are foundations for an inquiry and serve the purpose of directing the 

study process and design. They are fundamental perspectives or world views to find the 

truth and explore the reality. Creswell is known to use worldviews as belief systems of the 
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society which governs the entire structure of an inquiry.371 The study is based on positivists’ 

paradigm and generalizes the reality based on a specific sample. The paradigm consists of 

three principles which are ontology, epistemology and methodology.  

 Ontology is about basic assumptions of reality in terms of its being as reality. 

Positivists believe that reality does exist and is run by natural laws. Epistemology is about 

the way nature and knowledge is studied and reality is discovered. Positivists believe that 

reality has an objective orientation and can be measured as stated by the science that 

efforts are focused to verify positivism or falsify post positivism. Priori hypotheses are most 

conveniently referred to as mathematical (quantitative) propositions or propositions that 

can be easily transformed into precise mathematical formulas expressing functional 

relationships. Methodology is about how a reality is discovered and phenomenon is studied. 

Positivists use experiments and survey, test hypothesis and answer questions by employing 

quantitative techniques.372 

 Positivists consider in an experiment the knowledge, opinion and quantitative 

measurement, as the fundamentals of the scientific investigation. Objective approach 

means that scientists are not part of the research process, but that the study has its 

independent method and process.373There are various techniques used to make the 

scientific inquiry independent and valid. Reliability refers to the consistency and 

repeatability of the results again and again through the same process. Internal validity is 

about the objective of the study to be achieved through measurement targets that are met. 

                                                           
371(Creswell, 2009) 
372(Guba & Lincoln, 1994) 
373(Neuman, 1997) 
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External validity indicates generalization of results over a large population based on small 

sample.374’375 

 

5.3 Research Design 

Research design is a broader scheme of study which outlines how the researcher will arrive 

at a conclusion using a set of methodologies, strategies and analysis techniques. The study 

aims at exploring the acceptance of a community for cause related marketing using a case of 

Analgesic - a painkiller. The study is grounded in a positivist paradigm and uses a survey 

method to collect data. The research instrument is developed based on initial literature 

review and established scales of cause related marketing. The instrument is validated 

through experts’ opinion, focus group discussion and pilot testing. The modified version of 

instrument is launched for final survey. The convenient random sampling techniques are 

used to collect the data. The data is fed and analyzed using SPSS software application. 

Various statistical techniques are employed for data analysis. The analysis is presented in 

tabulated form along with descriptive interpretation.   

 

5.4 Methodology of the Study 

Methodology is referred to the process of study used to find the reality. The process used by 

inductive inquiry is for data collection and results interpretation. The study is completed in 

four phases. Phase one includes problem statements, search of general information and 

development of research methodology. Phase two has literature review and search of 

secondary data, development of research objectives and analysis of already presented 

conclusions. This phase also includes study planning, design of field works and identification 

                                                           
374(Bryman, 2015) 
375(Sekeran & Bougie, 2009) 
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of variables. Phase three includes instrument development, pilot testing, focus groups 

discussion and validation of instrument. This phase also included data collections, survey, 

friend visits, follow up interviews and feeding of data into SPSS application. Lastly, phase 

four involves data analysis, results interpretation, analysis writing, conclusion writing and 

discussion.  

 

5.5 Data Sources 

This study has gathered data from two sources: primary and secondary sources. The 

secondary information refers to the data which is collected from journals, university 

libraries, census data, and company’s website. This information can be easily obtained 

because it is already collected and compiled. However, when the research purpose is to 

solve current or ongoing problems then secondary data cannot fulfill the information desire 

as it can be outdated. Therefore, researchers have to collect data at first hand or primary 

data. The collection of primary data becomes more important when the purpose of research 

is to explore something that has not been clarified before. For this study, both sources of 

information have been used. In order to gather secondary information, multiple sources are 

explored which include published articles, online articles, government and NGO reports, 

census data of Pakistan etc. The primary information is gathered through survey from the 

residents of two provinces namely Khyber Pakhtunkhwa (KPK) and Punjab. 

 

5.6 Research Strategies 

5.6.1 Survey 

The logic of inductive reasoning and quantitative framework uses experimentation and 

survey strategy to find the facts. This is an exploratory kind of study which requires opinion 
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based survey. The survey is launched by using structured research instrument having various 

variables of cause related marketing. A professional team was developed to collect the 

survey data based on sample design. The survey was conducted based on volunteer 

participation of the respondents.  

 

5.6.2 Focus Group Discussion (FGD) 

The Focus Group Discussion (FGD) is a very effective tool to identify the variables and issues 

that have an impact on a phenomenon. The FGD helps in understanding the broad view of 

the issue and develops a good relation between study design and the reality that is to be 

discovered.376,377 

 The FGD is conducted with 20 participants from the city of Swat valley where the 

final sample was administered. These 20 people were excluded from final survey. Two 

research experts and one moderator also joined the researchers for discussion with 

participants of focus group discussion. Participants were especially invited keeping in view 

the variety of experiences and backgrounds of people. The FGD participants were selected 

to represent the population.  

 A set of questions along with probing questions were planned to brainstorm and 

open the discussion. The content validity was confirmed through discussion in the FGD.  

 

5.6.3 Pilot Testing 

A pilot testing was administered before the final launch of the study survey. Around 30 

respondents from various parts of the Swat regions were selected using purposive sampling. 

The respondents were approached by the researcher and a volunteer participation for the 

                                                           
376(Gibbs, 1997) 
377(Bitschet al., 2006) 
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survey was requested. In the pilot stage, respondents were also given an option to share 

open ended opinions and feedback on the questionnaire.  

 The external validity was confirmed through pilot testing. The Alpha score (74) for 

pilot survey was also computed and internal validity was confirmed. The face validity of the 

questionnaire was confirmed by the expert opinion of 10 people from various fields of social 

sciences.  

 

5.7 Scales and Measures 

All the main variables of the study were measured by adopting the already established and 

tested scales. Table 5.1 provides the information about the sources of measures. These 

measures are adopted according to the context of study. The responses are collected on five 

points likert scale with “5” referring to strongly agree and “1” referring to strongly disagree.  

 The questionnaire was designed to gather responses consisting of the following 

portions: 

1. In the first portion, the scenario about the cause related marketing is cleared to 

the respondents. The scenario shows that pharmaceutical company will donate 

1% of profit earned through sale of each unit of analgesic (pain killer product).  

2. In the second portion, questions are given to measure cause-related marketing. 

These questions assess respondents’ perception about cause which is sponsored 

by pharmaceutical companies. Furthermore, these questions determine the 

extent to which a pharmaceutical company has social orientation. 

3. In the third portion, questions are given to measure corporate image. These 

questions are used to assess the respondents’ perception about the image of a 
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company which sponsors a particular cause. These questions determine the 

corporate image of a company in relation to its competitors.  

4. In the fourth portion, questions are given to measure customer trust. These 

questions determine the level of customer trust about those pharmaceutical 

companies who care about a particular cause.  

5. In the fifth portion, questions are given to measure brand loyalty. These 

questions determine the extent to which customers are loyal to those companies 

who are involved in cause related marketing 

6. In the final part, questions are given to determine the demographic 

characteristics of the respondents.  

Table 5.1 
Variable Measures 

Variables No. of Items Sources 

Cause Related Marketing 04 Shabbir et al. (2010) 

Corporate Image 03 Nguyen and Leblanc (2001) 

Customer Trust 06 Swaen and Chumpitaz (2008) 

Brand Loyalty 11 
Van den Brink, Odekerken-Schröder, and 
Pauwels (2006) 

Purchase Intention 06 Hou, Du, and Li (2008) 
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Table 5.2 
Measures with Items 

Cause Related Marketing 

1 
This Company has selected an appropriate organization (Health Sector of Swat) 
with a worthy cause (Development of Basic Health Unit) 

2 This Company is perceived as more democratic and humanistic 

3 
This Company can build long term customer relationships with Cause Related 
Marketing 

4 
With Cause Related Marketing this Company can achieve its commercial 
objectives 

Corporate Image 

5 I have always had a good impression of these kind of Companies 

6 In my opinion, this Company has a good image in the minds of consumers 

7 I believe that this company has a better image than its competitors 

Customer Trust 

9 This Company’s product(s) would give me a sense of security 

10 I would trust the quality of this company’s products 

11 Buying this company’s products would be a quality guarantee 

12 This Company is interested in its customers 

13 This Company is forthright in its dealing with consumers 

14 This Company is honest with its customers 

Brand Loyalty 

15 
I would always think of this company over other brands when I consider buying 
analgesics 

16 I would pay a lot of attention to this company over other brands 

17 
I would be upset if I have to buy another brand of analgesic if this company was 
not available 

18 I would be excited about getting this company’s brand(s) over other brands 

19 I would feel good about this company’ brand(s) over other brands. 
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20 I would feel very attached to this company’s brand(s) over other brands 

21 I would be interested in this company’s brand(s) over other brands 

22 
It would be very important for me to buy this company’s brand(s) over other 
brands 

23 Although another brand is on sale, I would buy this company’s brand(s) 

24 
I would always find myself consistently buying this company’s brand(s) over 
other brands 

25 
If this company is not available at the store, I would rather not buy at all if I 
have to choose another brand 

Customer Purchase Intention 

26 
I am eager to learn more about this company’s product related to cause 
campaign 

27 I would be willing to pay a higher price for this company’s product(s) 

28 
It is likely that I will participate in cause campaign by purchasing the product(s) 
of this company 

29 
I would be willing to influence others to purchase the product(s) of this 
company related to a cause 

30 I would be willing to purchase the product(s) of this company related to a cause 

31 I would consider purchasing from this company 

 

5.8 Population and Sample of Study 

The population of the study is the customers of pharmaceutical companies living in KPK and 

Punjab. The detailed description of Swat valley, its people and traditions are given in 

literature review. 

 The study of cause related marketing is best suitable here as it will open many 

opportunities for organizations to launch social interventions and work for rehabilitations. 

 The sample of five hundred respondents is selected using convenient sampling 

techniques. The sample selection technique was seen most suitable by statistical expert due 

to number of reasons as communities are scattered in villages on plain and hilly areas. The 
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quantity of inhabitants is highly scattered and uneven starting from two houses in a village 

to a 100 houses. The distance between communities is high which can only be addressed 

through convenient sampling technique.  

 

5.9 Research Ethics 

 In order to maintain the environment of integrity, this study has followed several 

principles of research ethics. For instance, the data was collected from the respondents 

after getting their consent. Respondents are given with the proper introduction and purpose 

of the study. They were contacted during feasible timings. The information was gathered 

without forcing the respondents. Lastly, the information gathered has been kept 

confidential and safe.   

 

5.10 Data Analysis 

The analysis was done after cleaning and editing of the data in SPSS software application. All 

the data was analyzed using descriptive and inferential techniques of statistics. The 

reliability and validity of data is confirmed using Alpha Score. Structural Equation Modelling 

(SEM) was done in order to conduct Confirmatory Factor Analysis (CFA) and testing of study 

hypothesis. The CFA was done to analyze the convergent and discriminant validity of the 

instruments used in this study.  
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Chapter 6:  

Data Analysis 

 

6.1 Introduction 

The data analysis refers to two studies. First study conducted through quantitative analysis, 

while the second study is based on qualitative analysis. 

 Quantitative analysis study consists of several portions. First, a sample profile is 

given, which provides information about the age, gender, income and education level of the 

respondents. In the second part, the descriptive statistics of the study is given which 

determines the perception of respondents regarding CRM, corporate image, customer trust, 

brand loyalty, and purchase intention. In the third part, reliability and correlation analysis is 

conducted. In the fourth part, convergent and discriminant validity is checked. In the final 

part, hypothesis testing is given.  

 The codes are provided to different variables in order to analyze them conveniently. 

The main variables of the study are coded as follows: cause-related marketing is coded as 

CA_R_M, corporate image is coded as CO_IMG, brand loyalty is coded as BR_L, customer 

trust is coded as CUST_T, and purchase intention is coded as PUR_I.  

 
6.2 Sample Profile 

6.2.1 Age and Gender differences  

The findings related to age statistics is given in Table 6.1. The results show that 88 percent 

of the total sample fall in the age group (18-29), indicating that the majority of the 

respondents are young. The age group (30-39) accounts for 10 percent. Respondents with 
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age ranging between 40 and 49, and above 50 years account for less than 2 percent of the 

total sample.  

 
Table 6.1 

Age 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

18-29 418 88.0 88.0 88.0 

30-39 50 10.5 10.5 98.5 

40-49 5 1.1 1.1 99.6 

50+ 2 .4 .4 100.0 

Total 475 100.0 100.0  

 

The gender statistics are given in Table 6.2. It shows that male respondents account for 

majority of the sample with 61 percent of the total responses. Female respondents account 

for 38 percent of the total sample. This shows that male respondents have a greater 

influence on the study results compared to female respondents.  

 
Table 6.2 
Gender 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Male 292 61.5 61.5 61.5 

Female 183 38.5 38.5 100.0 

Total 475 100.0 100.0  
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6.2.2 Education 

The information about the respondents’ level of education is given in Table 6.3. This 

information reveals that 39 percent of the respondents have a bachelor degree followed by 

36 percent of the respondents who have an advanced level of education. Further results 

reveal that 14 percent of the respondents have a post-graduation degree. These results 

indicate that overall responses were collected from well-educated individuals.  

 
Table 6.3 
Education 

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid 

Ordinary Level 19 4.0 4.0 4.0 

Advanced Level 174 36.6 36.6 40.6 

Bachelor Degree 189 39.8 39.8 80.4 

Professional  
Qualification 

24 5.1 5.1 85.5 

Post Graduate  
Qualification 

69 14.5 14.5 100.0 

Total 475 100.0 100.0  

 

The information about the respondents’ income level is shown in Table 6.4. It indicates 

that most respondents have an income level below Rupees 25,000 (65%). This is followed 

by 19 percent with an income level ranging between Rupees 26,000 and Rupees 50,000 

and 13 percent who have income level ranging between Rupees 51,000 and Rupees 

100,000. Only 2 percent of the respondents have an income level above 100,000.  
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Table 6.4 
Income Level (Per Month, In PKR) 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Below 25,000 310 65.3 65.3 65.3 

26,000-50,000 93 19.6 19.6 84.8 

51,000-100,000 63 13.3 13.3 98.1 

Above 100,000 9 1.9 1.9 100.0 

Total 475 100.0 100.0  

 

6.3 Descriptive Statistics of the Study Variables 

The perception of respondents about the study variables is measured with the help of the 

likert scale. This scale has two extremes, strongly agree (5) and strongly disagree (1). It 

would show positive perception if respondents agree on the statements given to measure a 

particular variable. However, it would show negative perception if respondents disagree on 

the statements. The mean value greater than 3 has been considered as a positive perception 

because it shows that most respondents have agreed on the statements given to measure a 

particular variable. Table 6.5 provides information about the descriptive statistics. 

 It reveals that respondents have positively perceived the pharmaceutical companies 

who are involved in cause related marketing with a mean value = 3.9533. Similarly, Table 6.5 

shows that respondents have a positive perception about the brand loyalty, corporate 

image and customer trust in relation to cause-related marketing with mean values greater 

than 3. Moreover, findings show that respondents have positive purchase intention in 

relation to brand loyalty, corporate image, and customer trust with a mean value greater 

than 3. 
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Table 6.5 
Descriptive Statistics of Study Variables 

 N Minimum Maximum Mean Std. Deviation 

CA_R_M 475 1.00 5.00 3.9553 .67386 

CO_IMG 475 1.00 5.00 4.0274 .78604 

CUS_T 475 1.00 5.00 3.7372 .63828 

BR_L 475 1.00 5.00 3.6806 .75822 

PUR_I 475 1.00 5.00 3.8537 .81997 

Valid N (list-wise) 475     

 

 

 
Figure 6.1: Level of Respondents' Perception 
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6.4 Reliability Analysis 

After examining the sample profile and descriptive statistics, the reliability of the constructs 

was assessed. The suitability of the constructs is better tested through reliability. This 

analysis focuses on the consistency of responses on a particular construct. Hair identified 

two types of reliability: test-retest reliability and internal consistency.378 The test-retest 

reliability can be attained when the same set of respondents provide consistent information 

over a different period of time. Whereas, internal consistency is defined as extent to which 

items on a particular variable bring the same result consistently. This study tested internal 

consistency reliability through calculating the value of Cronbach’s Alpha (CA) of each 

construct. The CA value falls between 1 and infinity. The matrix of the items is developed 

which indicates the inter-correlation among the items. According to Saunders, the 

suggested CA value is above 0.7 that shows better reliability.379 However, Nunnally and 

Bernstein determined that the CA value greater than 0.6 is also considered as satisfactory 

reliability.380 Table 6.6 shows that CRM and corporate image has good reliability with the CA 

value greater than 0.7. Moreover, the constructs of brand loyalty, customer trust and 

purchase intention have excellent reliability as the CA value is greater than 0.8. Given these 

values, overall the study instrument is reliable and suitable for use in a given context.  

                                                           
378(Hair, 2010) 
379(Saunders, 2011) 
380(Nunnally & Bernstein, 1994) 
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Table 6.6 
Reliability Analysis 

Variables No. of Items Cronbach’s Alpha 

Cause Related Marketing 04 0.736 

Corporate Image 03 0.749 

Customer Trust 06 0.806 

Brand Loyalty 11 0.913 

Purchase Intention 06 0.877 

 

6.5 Correlation Analysis 

Correlation analysis refers to the determination of initial connection between variables. It is 

also helpful in identifying the problem of multicollinearity. This study has employed Pearson 

bivariate correlation to analyze the correlation among all variables. There are different 

ranges of correlation values; from 0.1 to 0.3 (weak correlation), 0.3 to 0.5 (medium 

correlation), and greater than 0.5 (strong correlation). The direction of correlation is 

identified through (positive and negative) attached with values. Table 6.7 shows that all 

variables have significant and positive correlation among each other. The findings show that 

CRM has a positive correlation with brand loyalty, corporate image and customer trust 

which is significant at p-value less than 0.05. Moreover, results show that brand loyalty, 

corporate image and customer trust have a positive correlation with purchase intention 

which is significant at p-value less than 0.05. Lastly, findings show that CRM has a positive 

correlation with purchase intention which is significant at p-value less than 0.05.  

 This is an initial and general analysis of relationship variables proposed in a study 

model. However, the precise information about the proposed relationship is given in SEM. 

As described earlier, the correlation analysis can be used to assess multicollinearity. 
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Therefore, Filed recommended that the value correlation greater than 0.9 will become the 

reason of multicollinearity.381 But, the findings show that the value is less than 0.9 in some 

case, indicating there is problem of multicollinearity in this study. 

 
Table 6.7 

Correlations 

 CA_R_M CO_IMG CUS_T BR_L PUR_I 

CA_R_M 1     

CO_IMG .648** 1    

CUS_T .594** .596** 1   

BR_L .595** .606** .725** 1  

PUR_I .635** .607** .607** .760** 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

6.6 Construct Validity 

The validity of the constructs was examined after the reliability and correlation analysis. 

Goodwin (2009) indicated that validity of the constructs will be ensured if they measure 

what they are supposed to measure. It consists of two major categories: discriminant and 

convergent validity. The best way to assess the validity is by doing a factor analysis.378 

Therefore, SEM is employed to analyze the factor structure and this analysis is known as 

Confirmatory Factor Analysis (CFA).  

 

6.6.1 Confirmatory Factor Analysis (CFA) 

CFA refers to the analysis of the factor structure of a particular construct which is based on a 

particular theory.382 SEM is done to conduct CFA. There are two main outputs of SEM which 
                                                           
381(Filed , 2013) 
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include measurement model and structural model. During CFA, the assessment of the 

measurement model is done so that validity of the constructs can be checked. During the 

development of the measurement model, item no 3 (BL3) and 11 (BL11) on brand loyalty 

are deleted due to significance issues. After this, proposed relationships are tested through 

structural model. Furr and Bacharah suggested that it is essential to assess the suitability of 

the measurement model in relation to observed data before moving to the next step.383 

 
6.6.1.1 Measurement Model 

First, the fitness of the measurement model was examined. There are four ways to test the 

fitness of model which includes normed chi-square, comparative fit index (CFI), non-

normative fit index (NNFI) and root mean square error of approximation (RMSEA). The 

normed chi-square is calculated by comparing the value of chi-square (χ2) with degrees of 

freedom (df). Bagozzi and Yi suggested that the model can be considered fit if the value of 

normed chi-square is less than or equal to 3.384 Table 6.8 shows that the value of chi-square 

fit index is 2.97 (χ2/df = 2.97, < 3). Hence, the measurement model has a better fit. Second 

method focuses on analyzing the value of CFI which ranges between 0 and 1. Cheung and 

Rensvold determined the suitable value of CFI for testing the fitness of a measurement 

model.385 They recommended that the value of CFI must be equal or more than 0.9 for a 

better model. These findings show that the current measurement model has a better fit, as 

the CFI value is greater than 0.9 (Table 6.8). The third method is related to the assessment 

of NNFI. The criteria for the recommended value of NNFI are same as defined in the case of 

CFI. Table 6.8 reveals that the value of NNFI is equal to 0.9 hence model has better fit. The 

                                                                                                                                                                                     
382(Anderson & Gerbing, 1992) 
383(Furr & Bacharah, 2013) 
384(Bagozzi & Yi, 1988) 
385(Cheung & Rensvold, 2002) 
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final method includes examination of RMSEA value. Hair indicated that RMSEA value less 

than 0.08 is considered as an essential value for better fit.386 The results show that the 

model has a better fit because the value of RMSEA is less the 0.08.  

 

Table 6.8 
Model Fit of Measurement Model 

χ2 Df χ2/df CFI NNFI RMSEA 

  < 3 ≥0.90 ≥0.90 < 0.08 

1010 339 2.97 0.909 0.90 0.065 

 

6.6.1.2 Convergent Validity 

The convergent validity was examined after testing the fitness of the measurement model. 

The convergent validity is upheld when items show an agreement while measuring the same 

construct. There are three statistical values which are important to check the convergent 

validity: standardized factor loadings, composite reliability (CR), and average variance 

extracted (AVE). Bagozzi and Yi suggested that the construct will be considered valid if the 

value of standardized factor loading is greater than 0.4, the value of CR is greater than 0.7 

and if the value of AVE is greater than 0.5.387 Table 6.10 provides the information of 

standardized factor loadings. It shows the factor loadings on each construct are greater than 

0.4, indicating that the convergent validity is ensured. Table 6.9 provides the information of 

CR and AVE. It shows that CR of each construct is greater than 0.7 and AVE of each construct 

is greater than 0.5 except in the case of CRM. 

 

 

                                                           
386(Hair, 2010) 
387(Bagozzi & Yi, 1988) 
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Table 6.9 
Results of Composite Reliability and AVE 

Variable 
Composite Reliability 

(CR) 
Average Variance  
Extracted (AVE) 

Square Root  
of AVE 

BR_L 0.916 0.548 0.834 

CA_R_M 0.708 0.402 0.634 

CO_IMG 0.768 0.527 0.725 

CUS_T 0.802 0.502 0.841 

PUR_I 0.882 0.556 0.745 
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Table 6.10 
Standardized Factor Loadings and Parameter Estimates for Construct Items 

   Estimate 

CRM4 <--- CA_R_M .709 

CRM3 <--- CA_R_M .751 

CRM2 <--- CA_R_M .585 

CIMG3 <--- CO_IMG .631 

CIMG2 <--- CO_IMG .779 

CIMG1 <--- CO_IMG .758 

CRM1 <--- CA_R_M .387 

CT6 <--- CUS_T .684 

CT5 <--- CUS_T .567 

CT4 <--- CUS_T .628 

CT3 <--- CUS_T .547 

CT2 <--- CUS_T .723 

CT1 <--- CUS_T .655 

BL1 <--- BR_L .740 

BL2 <--- BR_L .764 

BL4 <--- BR_L .666 

BL5 <--- BR_L .659 

BL6 <--- BR_L .796 

BL7 <--- BR_L .793 

BL8 <--- BR_L .703 

BL9 <--- BR_L .730 

BL10 <--- BR_L .793 

PI6 <--- PUR_I .791 

PI5 <--- PUR_I .828 

PI4 <--- PUR_I .786 

PI3 <--- PUR_I .716 

PI2 <--- PUR_I .644 

PI1 <--- PUR_I .694 
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Although, there is a slight issue in AVE of CRM but after considering standardized factor 

loadings, CR and majority values of AVE, the convergent validity of each construct is 

satisfied.  

 

 
Figure 6.2: Measurement Model 

 
6.6.1.3 Discriminant Validity 

The final part of CFA is the examination of discriminant validity of the constructs. Fornell and 

Larcker indicated that discriminant validity can be checked by comparing the square root 

value of AVE with the correlation among variables.388 In this regard, Zait and BERTEA 

recommended the standards for testing the discriminant validity.389 According to them, the 

discriminant validity will be satisfied if the value of square root of AVE is greater than the 

                                                           
388(Fornell & Larcker, 1981) 
389(Zait & BERTEA , 2011) 
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correlation among variables. Table 6.11 shows that the value of square root of AVE on the 

diagonal is greater than the correlation among each pair of latent constructs except 

Purchase Intention variable, so discriminant validity of Purchase Intention is violated in this 

study.  

 
Table 6.11 

Results of Discriminant Validity 

CR AVE  C_R_M CO_IMG CUS_T BR_L PUR_I 

0.708 0.402 CA_R_M      

0.768 0.527 CO_IMG .648** 0.725    

0.802 0.502 CUS_T .594** .596** 0.841   

0.916 0.548 BR_L .595** .606** .725** 0.834  

0.882 0.556 PUR_I .635** .607** .607** .760** 0.745 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

6.7 Structural Model 

The widespread use of SEM has made this analysis technique popular. In comparison to 

correlation and regression analysis, it is considered as a more advanced technique because 

it has ability to examine large models. It enables a variable to act as a predictor and 

outcome at the same time. Furthermore, SEM can provide graphical representation of the 

relationship among variables and also has the ability to identify the direct and indirect 

effects. According to Byrne, hypotheses testing can be done by examining the output of the 

structural model.390 

                                                           
390(Byrne , 2013) 
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6.7.1 Model Fit of Structural Model 

Initially, model fit of the structural model was checked before moving to the hypotheses 

testing. Hair recommended that there are three types of criteria for checking a model fit: 

parsimony fit indices, incremental fit indices and absolute fit indices. However, absolute and 

incremental fit indices are suitable to test model fit.391 

a) Absolute Fit Indices  

There are two main absolute fit indices: normed chi-square and RMSEA. The 

value of normed chi-square should be less than 3 and value of RMSEA should 

be less than 0.08 for a better fit.391 Table 6.12 shows the values of normed 

chi-square and RMSEA are under the recommended range. Hence, the 

structural model is fitted well.  

b) Incremental Fit Indices  

There are two ways to examine incremental fit indices, CFI and NNFI. As 

described earlier, the values of CFI and NNFI should be equal or greater than 

0.9.391 Table 6.12 shows that the structural has better fit with CFI > 0.9 and 

NNFI = 0.90.  

 
Table 6.12 

Model Fit of Structural Model 

χ2 Df χ2/df CFI NNFI RMSEA 

  < 3 ≥0.90 ≥0.90 < 0.08 

1015 343 2.95 0.904 0.90 0.066 

 

                                                           
391(Hair, 2010) 
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6.7.2 Hypothesis Testing 

The results related to the hypothesis testing are given in Table 6.13.  

● Hypothesis 1 states that cause related marketing - donation of 1% percent of the 

sales to the rebuilding of basic health units in Swat, carried out by the 

pharmaceutical companies, leads to increased brand loyalty in the semi-new 

markets. Table 6.13 shows that the β-value from CA_R_M to BR_L is 0.974 which 

is significant with t-value > 2 and p-value < 0.05. It means one unit change in 

CA_R_M brings 0.974 units change in BR_L. 

● Hypothesis 2 states that cause related marketing - donation of 1% percent of the 

sales to the rebuilding of basic health units in Swat, by the pharmaceutical 

companies, leads to an increased customer trust in the semi-new markets. Table 

6.13 shows that the β-value from CA_R_M to CUS_T is 0.806 which is significant 

with t-value > 2 and p-value < 0.05. It means one unit change in CA_R_M brings 

0.806 units change in CUST_T. 

● Hypothesis 3 states that cause related marketing - donation of 1% percent of the 

sales to the rebuilding of basic health units in Swat, done by the pharmaceutical 

companies, leads to an enhanced corporate image in the semi-new markets. 

Table 6.13 shows that the β-value from CA_R_M to CO_IMG is 0.817 which is 

significant with t-value > 2 and p-value < 0.05. It means one unit change in 

CA_R_M brings 0.817 units change in CO_IMG.  

● Hypothesis 4 states that brand loyalty, which is developed due to cause-related 

marketing, increases the customers’ purchase intention towards pharmaceutical 

products in the semi-new markets and it is supported. Table 6.13 shows that the 

β-value from BR_L to PUR_I is 0.695 which is significant with a t-value > 2 and a 
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p-value < 0.05. It means one unit change in BR_L brings 0.695 units change in 

PUR_I. 

● Hypothesis 5 states that the corporate image, which is developed due to cause-

related marketing, increases the customers’ purchase intention towards 

pharmaceutical products in the semi-new markets and it is supported. Table 6.13 

shows that the β-value from CO_IMG to PUR_I is 0.561 which is significant with a 

t-value > 2 and a p-value < 0.05. It means one unit change in CO_IMG brings 

0.561 units change in PUR_I. 

● Hypothesis 6 states that the customers’ trust, which is developed due to cause-

related marketing, increases the customers’ purchase intention towards 

pharmaceutical products in the semi-new markets and it is not supported. Table 

6.13 shows that the β-value from CUS_T to PUR_I is -0.064 which is not 

significant with a t-value < 2 and a p-value > 0.05.  

 
Table 6.13 

Results of Structural Model 

   
Standardized  

Estimates 
S.E. t-value P Results 

BR_L ← CA_R_M .840 .073 13.419 *** Supported 

CUS_T ← CA_R_M .869 .065 12.354 *** Supported 

CO_IMG ← CA_R_M .967 .066 12.296 *** Supported 

PUR_I ← BR_L .612 .078 8.902 *** Supported 

PUR_I ← CO_IMG .377 .157 3.570 *** Supported 

PUR_I ← CUS_T -.051 .110 -.579 .563 Not-Supported 
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Figure 6.3: Structural Model 
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Chapter 7: 

Study 2- Analysis of Focus Group Data  

 

 In order to clarify the context and validate the constructs, pilot study was carried out 

with the help of focus group discussions. The data was collected from twenty participants 

during FGDs. Following are the answers of some of the participants on each question being 

asked during FGDs. The excerpts are given after analyzing each answer.  

 
Q1-  With regards to Cause Related Marketing do you think it is going to help the health 

sector especially for the rural population? 

Subject 1 Answer: The Health Sector in Pakistan always short of funds so they do need 

support of the Philanthropists. 

Subject 2 Answer: Cause related Marketing is used as the basic tools of Marketing in the 

present days. Off course Health Sector will be promoted with the combined efforts 

of Corporate Sector and Government. 

Subject 3 Answer: Very productive for remote area as this Marketing activity is directly 

related to the development of Health Sector 

Subject 4 Answer: It is assumed that the rural population has very meager resources so that 

they cannot afford adequate medical treatment. For the development of rural areas, 

the health sector should be given priority.  

Subject 5 Answer: In Pakistan Government should take steps to develop this sector because 

people are not accommodate accordingly 

 
Result of Question 1 

 After analyzing the answers of subjects related to question no. 1, I have come to 

following conclusion. The results show that respondents have positive perception about the 

implementation of cause related marketing in health sector of Pakistan. Further it reveal 
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that programs related to cause related marketing can help the government in providing 

basic health facilities to remote areas.  

 

Q2-  Can you describe your experience regarding efforts of commercial organizations in 

the development of Health sector. 

Subject 1 Answer: Researchers cite that a healthy organization leads to a healthy and 

successful business, especially the pharmaceutical companies starting with their 

workers and then moving towards society for their development. 

Subject 2 Answer: Process change and quality improvement are mostly being followed by 

health care related organizations. Group dynamics (such as culture and incentive 

systems) are being followed by the companies. 

Subject 3 Answer: Pharmaceutical companies have taken special initiatives in this regard. 

These Pharmaceutical companies are at the fore front of supporting Health care 

sector.  

Subject 4 Answer: CSR activities are being followed by the different pharmaceutical 

companies in regard to the development of Health Sector. 

Subject 5 Answer: As many multi-national organizations in Pakistan are taking action to help 

health sector as providing medicines in different areas of the country. 

 
Result of Question 2 

 Results show that corporate sector in Pakistan especially pharmaceutical companies 

are playing important role in improving health quality and system by their involvement in 

CSR activities, initiatives at organizational and society level.  
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Q3-  Can you describe that with the adoption of Cause Related Marketing, relationship 

of local population and company can be enhanced. 

Subject 1 Answer: Cause Related Marketing is always a helping hand for Commercial and 

non-commercial organization in promoting their relationship with the local 

population. 

Subject 2 Answer: It is quite obvious that CRM has been accepted and respected in order to 

strengthen the image of the company in the eyes of the local population. 

Subject 3 Answer: For improvement of both sides CRM plays a prominent role. The Society 

should receive its fair share and the Company will be enabled to achieve sustainable 

development.  

Subject 4 Answer: Local population like Swat area population always have positive attitude 

towards CRM so this is the reason of enhancement of sponsor’s sales and brand. 

Subject 5 Answer: Relation of both, useful for population as CRM, helps population to 

increase purchasing power. 

 
Result of Question 3 

 Results indicate that CRM programs make the companies closer to society in which 

they operate. Further, it shows that the attitude of population becomes more positive 

towards companies focusing on CRM.  
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Q4-  Improvement of business relationship between customers and the company, can 

be considered as image development? 

Subject 1 Answer: In developing countries, where the family structure is very narrow, there 

is a relationship of openness, mutual trust and respect. Thus, the image of the 

company is always projected through relationship. 

Subject 2 Answer: Researchers have already proven that this is for the mutual benefit of 

both customer and company. The development of the positive image in the 

customer’s mind is improvement of the relationship. 

Subject 3 Answer: Image development needs the trust of both sides and clear 

communication. Even company should be prepared for constructive criticism for the 

purpose of performing better. 

Subject 4 Answer: Organizations seeks to increase their sale and reinforce the attitudes 

towards their brand in order to create appropriate image of their organization.  

Subject 5 Answer: Of course, if the relationship between customer and company is strong, 

they trust each other and the image of the company can be better. 

 
Results of Question 4: 

 Findings show that the relationship development among the companies and 

customers leads to companies’ positive image in the mind of customers. Which can further, 

enhance sales and improve consumer attitudes.  
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Q5-  According to your view, can the customer's trust play the dominant role in 

choosing the company's product? 

Subject 1 Answer: A successful business is built on trust and trust is based on credibility in 

the community, relationships, and longevity in the community. Credibility must be 

earned, but there is also a perception component. 

Subject 2 Answer: A successful business needs the relationship built by trust. Here, the role 

of the seller is considered as the main core for business and customers. 

Subject 3 Answer: Three major core competencies should be their service, consistency and 

transparency. 

Subject 4 Answer: Customer trust plays a dominant role as the company recognizes 

customer needs, and attempts to resolve the issue. 

Subject 5 Answer: Because the company in Pakistan needs more time to build trust with its 

customers, when confidence builds, we can say that trust plays the dominant role. 

 
Result of Question 5 

 Results show that trust plays a critical part in building good relationship among seller 

and customers. It matters a lot when it comes to choose the products or companies. 
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Q6-  Do you believe that the trust worthiness of the company can motivate the 

individual buyer from the quality point of view? 

Subject 1 Answer: Selling the human side of the brand to overcome consumer skepticism is 

a motivating point for the buyer. 

Subject 2 Answer: Individual Buyer always, especially in the medicine field, like to know that 

product is right one and from health point of view has a sufficient quality. 

Subject 3 Answer: Researcher says that when customers have trust on the brand, most of 

them will recommend the trusted company to others. Most of these customers 

become the consistent buyers.  

Subject 4 Answer: The trustworthiness of the company strengthens the motivational level 

of the Individual buyer, because it understands the product and the sufficient 

quality. 

Subject 5 Answer: If trust is built after the customer has been provided with quality 

products, this can happen. 

 
Result of Question 6 

 It has been analyzed, that trustworthiness of the company is one of the indications 

of product quality. Furthermore, it motivates customers to recommend brands to other 

customers.  

 
 



102 
 

Q7-  What perception do you have in mind when buying the pain killer called 

Analgesics? 

Subject 1 Answer: I consider the value of product, which means that I satisfy my basic 

needs, especially in case of medicine. 

Subject 2 Answer: My perception based on my assessment, that as pain killer Analgesics is 

better than the other available pain killers and also knows that it has no after effects.  

Subject 3 Answer: My mind refers immediately towards the relief of pain. 

Subject 4 Answer: Product quality and satisfaction with ethical behavior. 

Subject 5 Answer: As in my country social norms and family structure is strong so that my 

own experience and family experience about painkillers are matter. 

 
Results of Question 7 

 When it comes to pain killer called analgesics, customers have perception of 

immediate pain reliever, product quality, and satisfaction.  
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Q8-  Do you think price can affect your mind if you buy the pain killer as a product from 

the particular company whose quality cannot be compromised? 

Subject 1 Answer: I consider the value of product, which means that I satisfy my basic 

needs, especially in case of medicine. 

Subject 2 Answer: I consider the price and availability both as main component when 

purchasing the medicine. 

Subject 3 Answer: Price always matter and it is effective tool for changing the mind of 

customer. 

Subject 4 Answer: I have to recognize the product price differentiation between the 

different competitors and also need adequate information about the product 

available to make the final decision.  

Subject 5 Answer: I think it’s based on customers as some customer are price conscious and 

some quality conscious. 

 
Results of Questions 8: 

 There is a mixed perception of customers regarding the price of a product called pain 

killer. Its quality must not be impaired. It turns out that some customers place more 

emphasis on price differentiation and availability, while others value quality more than 

price.  
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Q9-  If competitors offer buyers a quality and price advantage, how do you react? 

Subject 1 Answer: I would go by the advantage; I get from the medicine already used. 

Subject 2 Answer: My reaction would be loyalty towards the used brand, especially in 

medicine I feel to support the company, who is socially and environmentally 

responsible. 

Subject 3 Answer: If such opportunity is available one has to think but still brand recognition 

works here. 

Subject 4 Answer: I have to go through the company's CRM strategy, if it has the goals of 

supporting the community, then of course I will not go to the competitors. 

Subject 5 Answer: I should go for competitors and get a new edge and experience. 

 
Results of Questions 9 

 When it comes to quality and price advantages, offered by competitors, majority 

consumer shown that they will stick to their brands while buying. 
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Q10-  Do you want to encourage the company to properly communicate what type of 

charity they are going to support through CRM (Cause Related Marketing)? 

Subject 1 Answer: I would like to know fit between the product and linked cause to see its 

practicality. 

Subject 2 Answer: If the social purpose is served by the support of Pharmaceutical 

companies, then it is very necessary to establish adequate communication between 

company and consumer. 

Subject 3 Answer: Better to know function of the company so that I can understand the 

policy of the company regarding their CRM program. 

Subject 4 Answer: Knowledge of what type of charity the company supports is necessary 

because the general opinion is that business in partnership with charities can play a 

very useful role in communities. 

Subject 5 Answer: Yes, we should support the company if it wants to work on CRM and the 

customers should be clear about the Charity Company going to help. 

 
Results of Question 10 

 Customers are willing to encourage the pharmaceutical companies to promote CRM 

activities as it can clarify the company’s orientation towards the society. 
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Q 11- As a consumer, consider that your ideas and company characteristics are very close 

in terms of CRM, so you are happy to assist the firm in its marketing efforts? 

Subject 1 Answer: If the company has powerful and coherent business systems and is willing 

to deliver more value to the consumer, then of course I will support the company in 

its CRM program. 

Subject 2 Answer: If the company is willing to share the ideas openly through its marketing 

campaign and they can convince me that their efforts are to support the local 

community, and then of course I will support them in their campaign 

Subject 3 Answer: Yes, involvement of companies for implementation of Cause Related 

Marketing in its true nature will get our support. 

Subject 4 Answer: Yes, we always want to have consistency in our relationship. Of course, 

by doing so, we can support the company’s marketing efforts. 

Subject 5 Answer: Yes we should be able to help out the company if they are sincere in 

implementing CRM activities in Swat area. 

 
Results of Question 11 

 It reveals that consumers are ready to support CRM programs of pharmaceutical 

companies if they support local community and remain sincere during implementation of 

CRM programs.  
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Q 12-  Company’s positive initiatives and reputation regarding CRM do influence the local 

population to accept the promotional activities of the company? 

Subject 1 Answer: The local population sees the company’s goals in terms of the sustainable 

development of society, and they endorse the promotional activities of the 

company.  

Subject 2 Answer: If the local population believes that the company is ready to improve the 

quality of the product and also take initiative in improving health issues, they always 

accept the company's promotional activities. 

Subject 3 Answer: Promotional activities, taking into account the health of the local 

population, motivate the local community to participate. 

Subject 4 Answer: If a program aimed at building a partnership between a sponsoring 

company and a non-profit organization to raise money through product sales 

requires the positive response from the local population. 

Subject 5 Answer: When company work for development of people, so promotional 

activities will be getting support of the local society. 

 
Results of Question 12 

 The results show that CRM activities increase the level of acceptance and 

participation among the local population.  
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Chapter 8: 

Discussion of Findings and Conclusion 

 

8.1 Introduction 

This chapter focuses on the discussion of important findings in relation to previous work 

done by authors. In section 7.1, results related to customers’ perception about the CRM are 

discussed. In section 7.2, customers’ level of agreement on brand loyalty, corporate image, 

and customer trust is discussed in relation to CRM. In sections 7.3, 7.4, and 7.5, findings 

related to the impact of CRM on brand loyalty, corporate image and customer trust are 

discussed. In final section, results related to the impact of CRM on purchase intention are 

discussed. Finally, conclusion is discussed in section 7.8.  

 

8.2 Customers’ Perception about CRM in Semi New Market 

Now, pharmaceutical companies are a vital source of funding throughout the health sector 

in the world. In this regard the International Federation of Pharmaceutical Manufacturers 

and Associations (IFPMA) established and implemented a code governing promotional 

activities to be an important international requirement, and it established the “IFPMA Code 

of Pharmaceutical Marketing Practice”, this is considered as a code of standards for 

pharmaceutical companies in countries throughout the world.392 

 The pharmaceutical companies have considered funding for a cause as a marketing 

strategy. In this regards, pharmaceutical companies are sponsoring disease-specific 

organizations and providing financial support to patient groups. In the context of Pakistan, 

CSR is at initial phase, this area needs further exploration with the help of research. This 

                                                           
392http://www.jpma.or.jp/english/policies_guidelines/pdf/code_practice.pdf 

http://www.jpma.or.jp/english/policies_guidelines/pdf/code_practice.pdf
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study has gauged the perception of customers about the CRM activities carried out by the 

pharmaceutical companies in semi-new market like Swat district of KPK, Pakistan. The 

findings are given in Table 6.5. It shows that customers have positively perceived that 

pharmaceutical company has chosen an appropriate sector (basic health units) for CRM 

initiatives. Similarly, findings show that according to customers, an organization will be 

considered as democratic and humanistic. Furthermore, customers think that companies 

can build long term relationship with their customers and also can gain commercial benefits. 

These findings are supported by previous studies in the domain of CRM but these studies 

have not conducted in semi-new markets.  

 Initially, Webb and Mohr reported that CRM is recognized as a well-established and 

efficient marketing tool from the day it was introduced by American Express in United 

States.393 After its introduction, several authors have examined the customers’ attitude 

towards CRM activities. Machado and Damacena suggested that generally customer 

evaluate CRM programs in a positive manner.394 Researchers analyzed that customers may 

use their buying experience to punish or reward organizations based on social 

responsibility.395 Wood recommended that companies need to involve in corporate 

donation in order to become a good corporate citizen.396 CRM develops a positive attitude 

of customers towards a particular brand and that attitude enables them to support this 

brand.397 Similarly, Moosmayer and Fuljahn reported that customers who have a positive 

attitudes and beliefs towards a particular cause can also enhance their perception about the 

                                                           
393(Webb & Mohr, 1998) 
394(Machado & Damacena, 2006) 
395(Sen & Bhattacharya, 2001, Lii& Lee, 2012) 
396(Wood, 2001) 
397(Santoso, Dharmmesta & Purwanto, 2015) 
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company.398 Moreover, studies explored that customers show positive orientation towards 

the fit between cause and company.399 They showed that CRM is an importance source of 

creating positive perception of customers towards brands which further enhance company’s 

image. Moosmayer and Fuljahnreported that there are gender differences when it comes to 

consumer goodwill about CRM program, consumer perception related to firm behavior, and 

consumer attitude towards the product.400 Furthermore, they found that donation size is 

positively associated with consumer perception about the CRM campaign. And this 

relationship is partially moderated by gender. 

 

8.3 Level of Brand loyalty, Corporate Image and Customer Trust  

in Semi New Market 

This study has identified the level of brand loyalty, corporate image, and customer trust in 

relation to CRM, which is being implemented by pharmaceutical companies in semi-new 

markets. The related information is given in Table 6.5. 

 Following are the important inferences drawn about the customers’ level of 

agreement in terms of brand loyalty, corporate image, and customer trust;  

● Customers would prefer the brands of pharmaceutical company who involved in 

CRM over other brands while purchasing analgesics.  

● Customers would pay more attention to the brands of pharmaceutical company 

who involved in CRM in semi new market. They would become upset if the 

analgesic of this brand is not available in the market. 

                                                           
398(Moosmayer & Fuljahn, 2010) 
399(Chéron, Kohlbacher & Kusuma, 2012) 
400(Moosmayer & Fuljahn, 2010) 
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● Customers have indicated that they would feel excited, good, and attached about 

the brands of a company involves in CRM as compared to other brands. 

●  Customers have showed that they would be interested in and want maintain 

long term relationship with the brands of pharmaceutical company which 

involves in CRM.  

● Findings show that customers always have a good impression, image, and a 

strong belief about the pharmaceutical company which sponsor the programs for 

the improvement of health.  

● Findings show that customers would feel strong sense of security, trust the 

quality, and perceive company as honest while purchasing from the 

pharmaceutical company which involves in CRM.  

 

8.4 Impact of CRM on Brand loyalty in Semi New Market 

This study has analyzed the impact of CRM carried out by pharmaceutical companies on 

brand loyalty in semi-new market. Results are given in Table 6.13. It shows that CRM leads 

to enhance brand loyalty in semi-new market. The customers of pharmaceutical companies 

would only give preference to those companies that are doing something for the 

improvement of health sector in the Swat district. 

 This finding has also identified that cause (building of BHUs in Swat district) is fitted 

well with the pharmaceutical brands in influencing the customers’ brand loyalty. There are 

some studies which have examined the relation of CRM with brand related outcomes. 

However, these studies focus on other than health sector. Berglind and Nakata and Miller 

recommended that CRM programs may lead towards the customer loyalty.401,402 Van den 

                                                           
401(Berglind and Nakata, 2005) 
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Brink et al. observed that CRM programs increase the customer loyalty over the products 

where customers pay less attention.403 Gargshowed that in today’s world where customers 

have greater power as compared to companies, CRM may be used as an important strategy 

to build brand loyalty.404 It shows that customers would prefer companies which work 

beyond profits. Anuar and Omar examined the relation of CRM with brand loyalty in 

Malaysian context.405 They reported that Malaysian customers evaluate those brands 

favorably which are doing CRM. The brands can show to customers through CRM that they 

care much about social issues. What further improves brand image and customer loyalty? 

 

8.5 Impact of CRM on Corporate Image in Semi New Market 

This study has examined how CRM campaigns run by pharmaceutical companies can lead to 

the development of corporate image in semi new market. The findings show that more the 

involvement of pharmaceutical companies in CRM activities in semi new market more they 

can build corporate image. This could be a remarkable finding because there is no previous 

study which has analyzed this relationship in health sector. However, there are some 

previous studies which endorse the relationship among CRM and corporate image. 

According to Varadarajan and Menon companies perform the act of philanthropy and 

altruism to develop a corporate image and a positive perception in the mind of their 

customers.406 CRM has proved very beneficial in enhancing the reputation and corporate 

image407 and for impressing stakeholders.408 Bennett examined that near to customers, CRM 

                                                                                                                                                                                     
402(Miller, 2002) 
403(Van den Brink et al. (2006) 
404(Garg , 2007) 
405(Anuar & Omar, 2012) 
406(Varadarajan & Menon, 1988) 
407(Smith & Alcorn, 1991) 
408(Smith, 1990) 
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enables companies to enhance or improve market share, competitive position in the 

market, brand equity and corporate image.409 

 

8.6 Impact of CRM on Customer Trust in Semi New Market 

This study has analyzed the relationship among CRM conducted by pharmaceutical 

companies on customer trust in semi new market. Customers would have more trust and 

confidence in pharmaceutical companies which are mobilizing the resources for the 

development and promotion of health in Swat district, KPK, Pakistan. Customers would try 

to believe those companies which care about the worthy cause, along with the provision of 

quality products.  

 This study has found the positive and significant relationship among CRM and 

customer trust. This finding is well endorsed by previous literature. Pracejus and Olsen 

reported that first time customers become more loyal during CRM activities and therefore 

result into a permanent source of income.410In this way, individuals remember companies in 

their minds and companies develop an environment of trust with customers. Businesses 

which identify themselves with the good cause earn respect from the society and become 

trust worthy for the customers.411 Kim and Kim (2016) showed that perceived CSR activities 

are positively related to customer trust.412 They further elaborated that perceived CSR 

activities have direct influence on customer trust and also have indirect influence on it 

through perceived product quality and customer satisfaction.  

 

                                                           
409(Bennett,2002) 
410(Pracejus & Olsen, 2004) 
411(Papasolomou, Demetriou, & Crowther, 2006) 
412(Kim and Kim, 2016) 
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8.7 Impact of CRM on Purchase Intention in Semi New Market 

This study has found that CRM influences brand loyalty and corporate image, which further 

leads to the development of customer purchase intention in semi new market. However, 

CRM does not influence customer purchase intention through customer trust. There is no 

such study before which has analyzed the influence of CRM on customer purchase intention 

through brand loyalty and customer trust. Apart from that, there are certain studies which 

have reported the direct and indirect influence of CRM on customer purchase intention. 

Shabbir et al. conducted a study on consumer behavior in relation to CRM in FMCG sector of 

Pakistan.413 They found that CRM impacts purchase decision of customers in a positive way. 

Moreover, they reported that CRM campaigns influence consumer purchase intention. They 

also observed that CRM influences consumer purchase intention through mediation of 

brand awareness and corporate image. Furthermore, Boonpattarakan and Hajjat conducted 

a comparative study and found that individuals have greater purchase intentions for those 

products of the companies which are marketed through the involvement of CRM as 

compared to those who don’t.414’415 Similarly, Hou, Du, and Li reported that customers’ 

perception about the importance of cause leads to higher purchase intention.416 Lafferty 

examined that the more positive perception about the importance of cause, the more 

positive influence of cause-brand alliance on the customers’ attitudes and purchase 

intention.417 In the same way, Bester and Jereshowed that consumer involvement in support 

of a cause is positively related to attitudes and purchase intentions.418 

                                                           
413(Shabbir et al. 2010) 
414(Boonpattarakan, 2012) 
415(Hajjat, 2003) 
416(Hou, Du, & Li, 2008) 
417(Lafferty, 2009) 
418(Bester &  Jere, 2012) 
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8.8 Conclusion 

Cause related marketing is one of the emerging concepts in the field of marketing. The 

business world has started journey from production in the dawn of industrialization. The era 

of sales stared after that followed by marketing. The marketing theories and practices were 

at peak during last 2-3 decades. Now the new waves of social marketing have influenced the 

practices and policies. The cause related marketing (CRM) is also termed as a nonprofit 

intervention within the for profit corporate world. CRM is described as “type of marketing 

involving the cooperative efforts of a for-profit business and a not for-profit organization for 

mutual benefit”.419 The best example of Pakistan is Kausar Ghee, which donates 1 rupees of 

each liter oil sale to Shaukat Khanum Memorial Hospital.  

 The cause related marketing has edge over the other marketing tools and 

techniques. The CRM develops a strong bond between organization and society by 

demonstrating sign of care and attention. CRM not only helps in taking care of buyer 

segment but also bring customer close to the organization. The buyer segment participates 

in social marketing and plays role of brand ambassador while being a loyal customer.  

 Companies are now looking at new or non-traditional marketing approaches in order 

to maintain brand and corporate image in the market. Moreover, companies are focusing on 

the new marketing strategies which can help them to identify new opportunities for 

business. In this regard, several companies around the globe have incorporated CSR as a 

strategy to gain several objectives related to customers and growth. In this regard, these 

companies have spent billions of dollars on CRM (part of CSR). There are increasing number 

of companies which are focusing on CRM as a marketing communication strategy because it 

                                                           
419(O'Doherty & Hawkins, 2010) 
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offers win-win situation for business, consumers and non-profit organizations.420 There are 

several causes for which companies are doing partnerships, for example health, 

environment protection, and animal protection. 

 Health sector is one of the most important areas where companies focus to perform 

CRM. The health sector in under developed and developing countries is in very bad 

conditions in terms of basic health facilities, mortality rate, clean water, and sanitation 

system etc.421,422Therefore, companies perceive the scenario as an opportunity for entering 

into new markets and developing a good image in the minds of their customers. There are 

several MNCs working in underdeveloped countries which are sponsoring a particular health 

cause. It has been observed that CRM programs will be successful if there is a fit between 

cause and organizations.  

 In this regards, pharmaceutical companies are very closely linked to the health 

sector. Therefore, pharmaceutical companies are sponsoring several health related issues in 

underdeveloped and developing countries. On the customers’ end, CRM programs influence 

customer perceptions positively. There are several authors who have analyzed the influence 

of CRM on consumer related variables, financial outcomes, and society outcomes. Particular 

in the consumer’s related outcomes, studies found that CRM positively influences purchase 

intention423, brand choices and CRM effectiveness424,425, willingness to buy426, brand and 

firm image427, attitudinal loyalty428, and word of mouth behavior.429 However, consumers 

                                                           
420(Endacott, 2004) 
421(O'Donnell, O. 2007) 
422(Cadernos de SaúdePública, Access to health care in developing countries: 23, 2820-2834.) 
423(Hunjra et al., 2012) 
424(Barone et al., 2000) 
425(Pracejus & Olsen, 2004) 
426(Baghi, Rubaltelli, & Tedeschi, 2009) 
427(Shabbir et al., 2010) 
428(Lafferty, 2009) 
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around the globe have different approach to CRM. Especially in markets which had been 

destroyed by floods, earthquake etc. (termed as semi-new markets). Therefore, it has 

become essential to examine how CRM strategy can be used to influence consumer 

behavior in semi-new markets? In the literature, the influence of CRM on consumer 

purchase intention through mediators is not cleared. Therefore, it is also important to 

identify important variables that influence the relationship between CRM and consumer 

purchase intention. The purpose of this research is to examine the impact of CRM by 

pharmaceutical companies on consumer buying intent in semi-new markets 

 Furthermore, research must examine the impact of CRM, followed by 

pharmaceutical companies, on consumer buying intentions in semi-new markets. 

 In addition, it aims at determining the influence of CRM on consumer purchase 

intention through mediation of brand loyalty, corporate image, and customer trust in semi 

new markets. The population of this study is customers of pharmaceutical companies from 

KPK and Punjab, Pakistan. The case of Swat valley is taken to use as a sample for number of 

valid reasons. The Swat valley has been victim of extremists’ insurgence for last many years. 

The valley is one of the most beautiful places in the world and renowned for its natural 

beauty.430 The people of valley are known to be peaceful, hospitable and living through a 

highly knitted social fabric in values and traditions of harmony and love.431 Now after 

insurgence they are back to normal situation. Such kind of community is very relevant to 

CRM interventions and study of their phenomenon can adds good value in the body of 

knowledge. Their study can help organization to understand society better and plan their 

business strategies accordingly. A convenience sample of 500 customers is taken from the 

                                                                                                                                                                                     
429(Lii& Lee, 2012) 
430(https://en.wikipedia.org/wiki/Swat_District) 
431(http://www.tribalanalysiscenter.com/PDF-TAC/Swat%20Valley-Metamorphosis.pdf) 
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KPK and Punjab. The survey is done for the collection of data. In this regard, a questionnaire 

is developed through adoption of already existing scales. The questionnaire is finalized after 

conducting pilot testing and group discussions. The collected data is gone through rigorous 

analysis. The data analysis includes descriptive analysis of sample profile, descriptive 

analysis of variables, reliability analysis, correlation analysis, CFA, and hypotheses testing. 

The findings show that respondents have positive perception about the CRM (sponsoring 

BHUs in Swat) done by pharmaceutical companies. Descriptive analysis shows that 

respondents have positive level of brand loyalty, corporate image, and customer trust in 

relation to CRM. Reliability analysis shows that all constructs are reliable or consistent in 

getting responses. Correlation analysis shows that all constructs are significantly and 

positively correlated to each other. CFA has determined that all constructs have excellent 

convergent and discriminant validity. Hypotheses testing show that CRM, which is followed 

by pharmaceutical companies in semi-new markets, leads to increased brand loyalty, 

corporate image and customer’s trust. Further findings show that brand loyalty and 

corporate image developed by CRM positively influence consumer purchase intention.  

 

8.8.1 Contributions of the Study 

A) Theoretical 

This study is theoretically important because of the following contributions; 

● This study has introduced a new kind of market called semi-new market in 

relation to CRM. Previously, there is no such study in the domain of CRM which 

focuses on semi-new market.  

● Previously, there are some studies which have investigated the effect of CRM on 

consumer behaviour in food industry (Minton & Cornwell, 2016) and clothing 
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industry (Lee & Kim, 2014). However, there is no such study which has examined 

the CRM programs in health sector in relation consumer behavior. This study has 

examined this relationship in health sector of Swat district, KPK, Pakistan.  

● Previously, there are some studies which have analyzed the impact of CRM on 

consumer purchase intention through mediation of brand awareness, brand 

attractiveness, consumer’s attitudes and corporate image.432’433 However, there 

is no such study which has examined the mediating role of brand loyalty and 

customer trust. This study has fulfilled this gap by analyzing these variables in 

semi-new markets.  

● This study has identified and tested a theoretical model which shows that how 

can CRM (sponsoring a BHUs in Swat) done by Pharmaceutical companies 

influence consumer purchase intention about the analgesic products in semi-new 

markets.  

 
B) Practical Implications  

This study can contribute greatly to the health sector because of the following 

reasons. Specifically, pharmaceutical companies or other commercial organizations 

related to health sector can gain benefits from this study.  

● In today’s competitive environment, companies always look at the opportunities 

to maintain and grow their customers’ base. Similarly, in healthcare industry, 

pharmaceutical companies want to build up their customers’ base. In this 

regards, this study can help pharmaceutical companies to enter into new 

markets (semi-new markets) through involving in CRM.  

                                                           
432(Hunjra, Azam, & Humayoun, 2012) 
433(Shabbir et al., 2010) 
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● This study may enable the pharmaceutical companies to enhance the brand 

loyalty, customer trust, and corporate image by doing CRM in semi-new markets. 

Especially in Pakistan, where these companies enter into semi-new markets 

(Swat) by involving in CRM (sponsoring BHUs). 

● This study can help the pharmaceutical companies in developing loyal customers 

which further improve their profitability and position in the market. The increase 

loyalty can improve consumer purchase intention and generate positive word of 

mouth about the companies. 

● This study has found that pharmaceutical companies can build good corporate 

image by doing CRM. Therefore, this finding can enable them to become good 

corporate citizen in front of their customers. A good image can help them to 

increase consumer purchase intention, hence more profitability.  

● An important implication of this study is that pharmaceutical companies could 

build customer trust in them through CRM especially in semi-new markets. 

Hence, these companies would be able to build long term relationships with their 

customers.  

● As semi-new markets is defined as the market which is in the developing phase 

after some disasters like floods, earthquake etc. Therefore, this study can also 

help the pharmaceutical companies around the globe to enter in these kinds of 

markets through CRM.  

● This study can help the pharmaceutical companies in increasing the consumer 

purchase intention in semi-new markets by focusing on CRM. Hence, they can 

increase their sales and profits as well. 
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● Pharmaceutical companies can advertise their CRM efforts in order to attract 

more customers from other parts of the Pakistan.  

● This study can help the pharmaceutical companies in realizing that a proper fit 

between cause and company is important in influencing the consumer behaviors 

positively.  

● This sphere of the study can be very useful for those organizations responsible 

for the public healthcare sector. Health organizations including Industry, NGOs 

and Government can benefit as the quality and price have an impact on whole 

healthcare sector. 

 

8.8.2 Limitations and Future Recommendations 

Following are the limitations of the current study which can become the reason for future 

studies and for future improvement of the research: 

● First, there is an issue of generalizability because this study has focused on 

pharmaceutical industry. This study is conducted in semi-new markets where 

people in the process of regaining several basic facilities like health, education 

and clean water etc. Therefore, it may be different results if this study is 

conducted in other industry. However, it is important that future study may be 

conducted to examine the model of this study in other industries so that more 

exploration can be made.  

● Second, this study has gathered the data through convenience sampling, which 

can influence the generalizability of the study. Hence, future study can be 

conducted by incorporating probability sampling techniques.  
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● This study has not included demographic factors affecting CRM. These 

demographic factors consist of age, gender, experience etc. Therefore, future 

study can be conducted to include demographic factors while analyzing CRM in 

semi-new markets.  

● In the study the purchase Intention Validity is violated, so in future studies the 

reason of this violation can be explored or in some other industrial sector 

purchase Intention Validity can be explored. 

● Participants of the focus group discussion (FGD) have very meager experience 

regarding the functioning of Cause Related Marketing comparing to the Western 

World. 

● In the focus group discussion (FGD) the concentration was on pharmaceutical 

sector and professional from the same field. General Public from the other sector 

couldn’t participate. This impediment might be removed in future research.  

● Only one category of medicine selected whereas huge number of prescription 

and non-prescription drugs are available, so particular conclusion cannot be 

drawn. Further research should address this gap and try to include prescription 

drugs as well. 

● In future, a cross-cultural study is needed that can detect and determine 

important comparisons between countries having semi-new markets.  
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APPENDIX 

 

Analgesic Pharmaceutical Company 

 

Respected Sir/Madam, 

We are researchers working on our investigating project. The main objective of this 

research is to identify the impact of Cause Related Marketing (Promoting a Noble Cause) on 

customer’s behaviors.  

Your precious time and valuable participation would be a great contribution towards 

the noble cause of knowledge creation. We ensure you that any information obtained in 

connection with this study, would remain highly confidential. In any written report or 

publication, no one will be identified and only aggregate data would be presented. 

 

 

*The respondents need to keep in mind the scenario of this research while answering the 

questions given below. 

 

To what extent do you agree with the following statements about the company 

mentioned in scenario? 

Cause Related Marketing 

 
Strongly 
Disagree 

① 

Disagree 
 

② 

Neutral 
 

③ 

Agree 
 

④ 

Strongly 
Agree 

⑤ 

1 

This Company has selected an 
appropriate organization (Health Sector 
of Swat) with a worthy cause 
(Development of Basic Health Unit) 

① ② ③ ④ ⑤ 

2 
This Company is perceived as more 
democratic and humanistic 

① ② ③ ④ ⑤ 

Headache*Scenario: 

rio: 

“The Pharmaceutical Company 

would donate 1% percent of 

the sales to the rebuilding of 

Basic Health units in SWAT” 

Analgesic 
 
(Pain Killer) 

Best for 



148 
 

3 
This Company can build long term 
customer relationships with Cause 
Related Marketing 

① ② ③ ④ ⑤ 

4 
With Cause Related Marketing this 
Company can achieve its commercial 
objectives 

① ② ③ ④ ⑤ 

Corporate Image 

5 
I have always had a good impression of 
these kind of Companies 

① ② ③ ④ ⑤ 

6 
In my opinion, this Company has a 
good image in the minds of consumers 

① ② ③ ④ ⑤ 

7 
I believe that this company has a 
better image than its competitors 

① ② ③ ④ ⑤ 

Customer Trust 

9 
This Company’s product(s) would give 
me a sense of security 

① ② ③ ④ ⑤ 

10 
I would trust the quality of this 
company’s products 

① ② ③ ④ ⑤ 

11 
Buying this company’s products would 
be a quality guarantee 

① ② ③ ④ ⑤ 

12 
This Company is interested in its 
customers 

① ② ③ ④ ⑤ 

13 
This Company is forthright in its 
dealing with consumers 

① ② ③ ④ ⑤ 

14 
This Company is honest with its 
customers 

① ② ③ ④ ⑤ 

Brand Loyalty 

 
Strongly 
Disagree 

① 

Disagree 
 

② 

Neutral 
 

③ 

Agree 
 

④ 

Strongly 
Agree 

⑤ 

15 
I would always think of this company 
over other brands when I consider 
buying analgesics 

① ② ③ ④ ⑤ 

16 
I would pay a lot of attention to this 
company over other brands 

① ② ③ ④ ⑤ 

17 
I would be upset if I have to buy 
another brand of analgesic if this 
company was not available 

① ② ③ ④ ⑤ 

18 
I would be excited about getting this 
company’s brand(s) over other brands 

① ② ③ ④ ⑤ 

19 
I would feel good about this company’ 
brand(s) over other brands. 

① ② ③ ④ ⑤ 
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20 
I would feel very attached to this 
company’s brand(s) over other brands 

① ② ③ ④ ⑤ 

21 
I would be interested in this company’s 
brand(s) over other brands 

① ② ③ ④ ⑤ 

22 
It would be very important for me to 
buy this company’s brand(s) over other 
brands 

① ② ③ ④ ⑤ 

23 
Although another brand is on sale, I 
would buy this company’s brand(s) 

① ② ③ ④ ⑤ 

24 
I would always find myself constantly 
buying this company’s brand(s) over 
other brands 

① ② ③ ④ ⑤ 

25 
If this company is not available at the 
store, I would rather not buy at all if I 
have to choose another brand 

① ② ③ ④ ⑤ 

Customer Purchase Intention 

 
Strongly 
Disagree 

① 

Disagree 
 

② 

Neutral 
 

③ 

Agree 
 

④ 

Strongly 
Agree 

⑤ 

26 
I am eager to learn more about this 
company’s product related to cause 
campaign 

① ② ③ ④ ⑤ 

27 
I would be willing to pay a higher price 
for this company’s product(s) 

① ② ③ ④ ⑤ 

28 
It is likely that I will participate in cause 
campaign by purchasing the product(s) 
of this company 

① ② ③ ④ ⑤ 

29 
I would be willing to influence others to 
purchase the product(s) of this 
company related to a cause 

① ② ③ ④ ⑤ 

30 
I would be willing to purchase the 
product(s) of this company related to a 
cause 

① ② ③ ④ ⑤ 

31 
I would consider purchasing from this 
company 

① ② ③ ④ ⑤ 
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Demographic Data (Circle the answer) 
 

1) What is your age range?  

 a)  18-29  
 b)  30-39   
 c)  40-49  
 d)  50 +  
 

2) What is your gender? 

 a)  Male  
 b)  Female  
 

3) What is your income level?  

 a)  Below 25,000   
 b)  26,000-50,000   
 c)  51,000-100,000   
 d)  Above 100,000  
 

4) What is your highest education level?  

 a)  High School   
 b)  Some college   
 c)  Bachelor’s Degree   
 d) Graduate Degree 
 e)  Post Graduate  

 
 

“We are very grateful and thank you for giving us your time in filling this questionnaire” 
 
 
 


