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The Moderating Effect of Product Category and Message Type

on CRM (Cause-Related Marketing) and Brand Attitude
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The Moderating Effect of Product Category and Message Type
on CRM (Cause-Related Marketing) and Brand Attitude
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Abstract

The “cause-related marketing (CRM),” generally defined as a mutually beneficial relationship
between a company and a non-profit relationship or a social cause, which is perhaps the most
progressive outgrowth of marketing trend. This paper contributes to, and looks af the practical
issues of CRM and its effect on the brand attitude of the customer. To do so, following three
broad research questions have been addressed. Which cause-related orientation is effective on
customer’s attitude of the brand? Which type of cause-related message provides crucial impact
on customer's attitude of the brand? How product category acts upon and brings about different
consequences on CRM? To address these questions, a causal model has been developed
Incorporating message type, product relevance, social significance, and brand atfitude. The study
model was tested with survey data collected from 400 career professionals and students in Seoul
and statistically processed the 176 valid ones. The results of the study considerably supported the
conceptual model. The analysis also revealed that the study population was not able fo detect the

differences in CRM strategies but tend to conceptualize them as a whole,
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I. Introduction

The customers today have higher expectation
and interest about how companies and
organizations can satisfy their needs and
wants. As markets become more and more
competitive, the critical success factors(CSFs)
for a company do not only lie in the profit
maximization buf also on the acquisition of the
social  justice(Stroup and Neubert 1987).
Therefore, today's successful a company must
not only paying attention on the economic
efficiency but also on the thoughtful pursuit of
the social values(Varadarajagn and Menon
1988). The trend is being reflected, as a part
of the corporate’s core marketing strategies, on
the company’s activities about the public
interest. As part of the marketing activities on
the  public terem  CRM
(cause-related marketing), is generally being

interest, the

defined as a mutually beneficial relationship

between a company and a non-profit
relationship or a social cause. And this is
perhaps the most progressive outgrowth of
marketing trend.

Although this trend is progressively reflected
In the domestic market situation, the academic
approaches to its effectiveness are next to
none. Considering the fact that the CRM
brings about the significantly positive effect on
the customer's loyalty, and that will bring

about the promotion of the high sales volume,

it is essential for marketers to tackle the
subject in systematic approach. The purpose of
the study is threefold. Number one, to
understand the effectiveness of the different
CRM type of themes. A comparison between
the socially-considered important CRM against
the product-specific CRM 1s made, to see if
the customers value high on the
socially-considered  important CRM  theme,
regardless of its product types and orientations,
rather then the proper match between the
product and the CRM theme. The second
objective is to make the comparison between
the high-involvement and low-involvement
products on the CRM effectiveness. This to
gain insights on which product category is
more preferable for the company's CRM goal.
Lastly, the different messages types are tested
to find the one that is most effective on CRM
purpose. The different messages contained in
the CRM can significantly change the
customers preferences on the company who
product products. This in turn, will act upon
building up strong brand attitude. Therefore,
our study objectives will act as the
steppingstone for the further understanding
and development of CRM in both the
academic and the real field in the domestic

marketing environment.
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[I. Research Model

The current study is conducted based on the
ground work that the customer’s attitude on
the products with CRM applied on, is much
more preferred than the ones without
it(Varadarajan and Menon 1988: Business in
the Community 1996. Barone, Miyazaki, and
Taylor 2000; Chor 2000: Kim, Jakyung and
Kim, Junghyun 2001: Kim, Hayeon et, al.
2003). The study model suggest a causal
relationship between the endogenous variable
of "CRM characteristic” the exogenous variable
of “customer's brand attitude” is being
controlled by the different types of "product”
and “message.” The independent variable,
"CRM characteristic” has the attributes of
“social importance” and “product relevance.”
The two control variables, “product type” is
being separated by the level of involverment:
high and low, whereas another control variable
“message type” is being separated by the
“theme-only,” “theme and the company
name,” and lastly "theme and the indication of

the amounts being contributed.”

Il. Research Method

To decide which product is most appropriate

for the selection as the high and low
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product, FCB  Grid(Rachford
1987; Lee 1990) has been used as a criterion.
The FCB Grid divides group of products not

only in their level of involvement, but also on

involvement

the rational or emotional category. Through the
focus group Interviews in the number of
pretests, the “water” was chosen as the low
involvement product, whereas the “car” was
chosen as the high involvement product, out of
hundreds of product candidates. The important
criteria on the selection of our target products
was based on the easiness of access and
experience about the product. This is to have
cause comparatively less problems when
searching for the study samples. This was true
in a sense that our sample population was
composed of in the age group of 20s and 30s,
who all have rich experiences on the usage of
the target products. In a case for the “car.”
not every one in the sample population owns
one, but at least they had some driving
experiences in the past, with vast interest to
purchase one in the future. The dominant job
positions for our samples were the students
and the office workers,

After choosing our target products, the next
step was selecting the themes fcr the CRM:
the socially-considered important, and the
product-relevant theme, To do so, a sample of
46 people were tested for a month of pretest
period, in prior of the real survey, starting from
the September of 2006. From many of the

“socially-considered important” themes, our



pretest groups have chosen the “helping
undernourished (poorly-fed) school children(72%),
as top the notch, followed by “support disabled

»
.

person(63%),” “improvement of the edu-

v
’

cational environment(46%),” “prevention of
domestic violence(23%)," “prevention of air
pollution(18%),” and “support for the clean
water(14%).” Therefore, the theme of “the
helping undernourished school children”™ was
selected as the “socially-important™ theme. In
terms of selecting the theme for the
"product-relevance,” a water was in connection
with a theme for the support for the clean
water, and a car for the preventing of the air
pollution.

A total of 72 questions in the questionnaire
were asked to a sample of 417 people. Only
176 samples out of 417, fit for our pre-designed
study criteria explained above. Therefore, the
statistical analyses were conducted on those
valid 176 samples.

IV. Results and Conclusions

Our first objective was to find out wether
“the socially-considered important theme” is
preferred over “the product-relevant theme.”
The result indicated that there are no
significant difference between the two. In other
words, our sample population did not show the
significantly different attitudes between the
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theme “helping undernourished school children”
regardless of the product category, and themes
for “water-support for clean water,” and
“car-prevent air pollution.” One of the possible
explanations for this outcome is due to the fact
that the CRM is relatively a newer term for
the domestic customers. The exposure to such
a marketing environment was not long enough
to develop high enough sensitivity level to
have them distinguish the “mere” difference.
This implies that currently, the domestic
customers tend to perceive on the existence
and nonexistence of CRM.

Our second objective was to find out if the
low-involvement product is better than the
product in the CRM

outcome-effectiveness. The answer for this is

high-involvement

supported by the study result. Our study
supported the previous studies of Chaiken and
Shelly(1980) and Petty and Cacioppo(1998), in
which the lowly-involved products tend to
persuade people easier than the highly-involved
products. This is due to the fact that for the
perceptually little-involved product, people tend
to rely more on the information coming outside
with less personal judgement, whereas the
more of the personal judgement takes part in,
if the level of involvement increases. Therefore
the messages contained in the CRM can have
higher persuading power in the low-involvement
product such as a water, then the car.

Our third objective was to find out which

message contents in CRM is causing the most

5
o
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positive effect on customers. To do so, three
different messages were created: only the
CRM theme, the CRM theme with the
company name, and the CRM theme with the
amount being contributed. The second and
third message types created higher positive
Influence on our study samples than the first
message, which is “only the CRM theme.”
More the information contained in the CRM
message. the more persuasion power the
message has. On the other hand, our third
message type 1s more preferred than the
second message which is “the CRM theme
with the company name.” Regardless of how
popular a company is taking part in the
sponsoring, the people tend to consider the real
amount being sponsored as more important a
factor. This indicates that the domestic
customers are realistic enough to consider what
really matters in CRM relies on the moretary
value, than the aesthetically pleasing ones from
outside.

It was inconvenient to find out that the
domestic  customers were not able to
differentiate the significance between the
“socially-important,” and “product-relevant”
CRM. Further studies to provide deeper
Implications on this subject is needed with
diverse CRM themes and product types are to
be tested.

90 SHOAHEIMY M# M2s 2007 7

V. References

Aaker, D. A. and J. G. Myers(1988),
Advertising Management. Prentice Hall,

Aaker, D. A, R Batra, and J. G. Myers
(1992), Advertising Management (4th
ed.), Englewood Cliffs, NJ: Prentice Hall.

Ajzen, 1. and Fishbein, M.(1980), Understanding
attitudes and predicting social behavior,
Englewood Cliffs, NJ: Prentice-Hall.

Arens, W. F.(2001), Contemporary advertising,
8th ed, New York, Mc-Graw-Hill.

Assael, H.(1998), Consumer behavior and
marketing action, 6th ed, Cincinnati, Chio,
South-Western College Publishing.

Atkin, C. and Block, M.(1983), “Effectiveness
of Celebnity Endorsers,” Journal of
Advertising Research, 23. 57-61

Barone, M. J, A. D. Miyazaki and K. A.
Taylor(2000), “The Influence of Cause-
related Marketing on Consumer Cheice:
Dose one Good Turn Deserve Another?,”
Journal of the Academy of Marketing
Science, 28(spring), 248-262.

B. J. Calder, C. A, Insko and B. Yandell
(1974), "The Relation of Cognitive and
Memorial Processes to Persuasion in a
Simulated Jury Trnal,” Journal of Applied
Social Psychology. 4. 62-93.

Bennett, R. and H. Gabriel(2000), “Charity
Affiliation as a determinant of Product
Purchase Decisions,” Journal of Product



and Brand Management, 9(4), 255-270,

Berger, 1. E., Cunningham, M. P. and Kozinets,
R V.(1996), “The Processing of cause-
related appeal: cues, processing motivations,
arguments or biases,” Working paper,
Marketing Department, Queens University

Broderick, A., A. Jogi, and T. Garry.(2003),
“Tickled Pink: The Personal Meaning of
Cause Related Marketing for Customers,”
Journal of Marketing Management, 19,
583-610.

Bronn, P.S. and B. Vrioni(2001), “Corporate
Social Responsibility and Cause-Related
Marketing: An Overview,” Infernational
Journal of Marketing, 61, 68-84.

Brown, T. J and Dacin, P. A.(1997), "The
company and the Product: Corporate
Associations and Consumer Product Asso-
clations and Consumer Responses,” Journal
of Marketing, 63-83.

Business in the Community(BITC)(1996a),
Business in the Community Quantitative
Cause-Related Marketing Research: The
Corporate Survey I, conducted by Research
International (UK).

Business in the Community(BITC)(1996b),
Business in the Community Quantitative
Cause-Related Marketing Research: The
Corporate Survey I, conducted by Research
International (UK).

Carringer, Paul T.(1994), “Not Just a Worthy
Cause: Cause Related Marketing Delivers
the Goods and the Good,” American

Advertising, 10, 16-19.
Chaiken, Shelly.(1980),
Systematic Information Processing and the

“Heuristic ~ Versus
Use of Source Versus Message Cues in
Persuasion,” Journal of Personality and
Social Psychology, 39, 752-756.

Choi, Hyoungho(2000), “The Effect of CRM of
the Consumer’s Decision Making Process,”
Advertising Research, 49, 233-234.

Cone, Roper(1997), CRM Becomes a Tie-
breaker in the Purchase Decision, Cause-
Related Marketing Trends Report.

Dahl, D. W. and A. M. Lavack(1995),
“Cause-Related Marketing: Impact of Size
of Cause Related Promotion on Consumer
Perceptions and Participation,” in D, W
Stewart and N.J. Vilcassim(Eds.), Pro-
ceedings of the 1995 AMA Winter
FEducators Conference, 6(476-431), Chicago:
American Marketing Association

Davis, J. J.(1993), “Strategies for environmental
advertising,” Journal of Consumer Mar-
keting, 10, 19-36.

Drumwright, M. E.(1996), “Company Adver-
tising with Social Dimension: The Role of
Noneconomic Criteria,” Journal of Marketing,
60, 71-87.

Ellen, P. S, L. A. Mohr, and D. J. Webb
(2000), “Charitable Program and the
Retailer: Do They Mix?,” Journal of
Retailing, 76(3), 393-406.

Endacott, Roy William John(2004), “Consurners
and CRM: a national and global perspective,”

CRM SA120l0] 44[3} S 0| DIRIE X3t Bat 17 HE Mot TOIOV olAlN| EHSES| ZHENE FMoz ]



Journal of Consumer Marketing, 21(3),
83-189.

Grass, R. C, Bartges, D. W,, and Piech, L. L.
(1972), “Measuring corporate image ad
effects,” Journal of Advertising Research,
12(6), 15-22.

Greenberg, Joseph H.(1987), Language in the
Americas, Stanford: Stanford University
Press.

Greenwald, Anthony and Clark Leavitt(1984),
“Audience Involvement in Advertising:
Four Levels,” Journal of Consumer Research,
11, 581-592.

Hardelman, Jay M. and Stephen J. Arnold
(1999), “The role of marketing actions
with a social dimension: appeals to the
institutional ~ environment,”  Journal  of
Marketing, 63(July), 33-48.

Holbrook, M. B.(1978), “"Beyond Attitude
Structure: Toward the Informational Deter-
minants of Attitudes,” Journal of Con-
sumer Research, 14, 404-420.

Holbrook, M. B. and Batra, R.(1987), “Assessing
the Role of Emotion as Mediators of
Consumer Responses to  Advertising,”
Journal of Consumer Research, 14.

Jang, Jinhee(2005), The Effect of CRM on the
Brand Attitude of Consumers, Pusan
University Master Thesis,

John Meyers-Levy(1991),
Elaboration:  The
Relational and Item-specific Elaboration,”
Journal of Consumer Kesearch, 19, 358-

“Elaborating on
Distinction  between

92 SHEOIAHEIMY xigA M2E 20074 78

376.

John R. Rosister and Lary Percy(1978),
“Visual Imaging Ability as Mediator of
Advertising  Response,”  Advances in
Consumer Research, 5, 621-628.

John R. Rosister and Lary Percy(1980),
"Attitude Change through Visual Imagery
in Advertising,” Journal of Advertising, 9.
10-16.

Jung, Mansu(1989), “The Study on the
Advertisement Message and Consumer
Recognition,” Advertising Research, 53-83.

Kangun, N, Carlson, L. and Grove, S. J.
(1991), “Environmental advertising claims:
A preliminary investigation,” Journal of
Public Policy and Marketing, 10, 47-58.

Kardes, Frank R.(1988), “Spontaneous Inference
Processes in Advertising: The Effects of
Conclusion Omission and Involvement on
Persuasion,” Journal of Consumer Research,
15(September), 225-233.

Kim, Dukja(1991), “The Social Marketing
Approach to Revitalize CRM,” Advertising
Research, 13, 91-113.

Kim, Hayeon, Yoon, Gak, Suh, Sanghee, and
Chun, Haekyung(2002), “The Study on
the P/R on the Major Domestic Newspapers,”
KASPR, 6(2), 43-63.

Kim, Jakyung, and Kim, Junghyun(2001).
“The Effect of CRM on the Customer’s
Attitude,” Korean Journal of Advertising,
3, 31-51.

Kim, Kwangsu (1998), “The Framing Effect



Korean Journal of
Advertising, 9(4), 194,

Kim, Wansuk, and Kwon, Yoonsuk(1997),
“The Relationship between the Advertising
Attitude on the Brand Attitude,” Advertising
Research, 34, 31-49.

Kim, Yoonyoung(2004), "The Effect of CRM
on the Improvement of Corporate Image,”
SNU Master Thesis.

Lafferty, B. A.(199), “Cause-related marketing:
Does the Cause Make a Difference in

Attitudes and  Purchase

Intentions toward the Product?,” Working

paper, Department of Marketing Flonida

on Advertisement”

Consumers’

State University.

Lantos, G. P.(2001), “The boundaries of strategic
corporate social responsibility,” Journal of
Consumer Marketing, 18(7), 595-630.

Lavack, A. M and F. Kropp(2003), “Consumer
Values and Attitude toward Cause-Related
Marketing: A Cross-Cultural Comparison.”
Advances in Consumer Research, Vol. 30

Lee, Haksik, Ahn, Kwangho, and Ha, Youngwon
(2002), Consurrer Behavior, Seoul: BupMunSa,

Lee, Hobae, and Jung, Yikyu(1997), "The
Effect of Celebrities on the Customer’s
Attitude on the Advertisement and Brand
%." Korean Journal of Advertising, 8(2).

Lee, Jongeun(1998). “The Study on the Level
of Information of Advertisement and the
Form of Copy on the Persuasion of
Corporate,” Korean Journal of Advertising,
9(4), 25-55.

CRM S42¢10| 28H[AF S B=0 0Xls Sof e A7 HF

Lee, Kunwoo, and Park, Chulmin(2004), “The
Study on the Rationality of the CRM
Message Transmission Process,” Korean
Regional Communication Research, 4(2),
139-176.

Lee, Myungchun(1990), “The ELM Study on
the Korean Characteristics,” Korean Journal
of Advertising, 10(4), 151-178.

Lim, Jongwon, et al.(1994). Consumer Behavior,
Seoul: KyungMoonSa,

Lynn, J.(1973),
advertising: source, message and receiver.
effects,” Journalism Quarterly, 50, 673-679.

Lynn, J. R.(1974),
appeals in public service advertising,”
Journalism Quarterly, Winter, 622-630.

Lynn, J. R(1979), "How Source Affects,
Response to Public Service Advertising,”
Journalism Quarterly, Winter, 59-63.

Mackenzie, S. B.(1986), "The Role of Attention
in Mediating the Effect of Advertising on
Attribute Importance,” Journal of Consurmer
Research, 13 (September), 174-195,

Manrai, L. A. and Gardner, M. P.(1992),

“Consumer processing of social ideas

“Perception of public service

“Effects of persuasive

advertising: A conceptual model,” Advances
in Consumer Research, 19, 15-22.

Mitchell, A. A. and Olson, J. C.(1981), “Are
product attribute beliefs the only mediator
of advertising effects on brand attitude?,”
Journal of Marketing Research, 18, 318-
332.

Na, Eunyoung(1999), “The Inspection of the

Ho{=9 20199 HAIX] BeIRES THENE ZA0R 93



Theory of 3 Level Attitude Change”
Korean Journal of Psychology, 13(1), 65-
90.

Park, Chanwook, and Chun, Youngjong(1997),
“The Study on the Reaction Methods on
the Direct Reaction Advertisement,” Korean
Journal of Advertising, 8(2), 99-112.

Peter, J. P. and JC. Olson(1994), Understanding
Consumer Behavior, Richard D. Irwin, Burr
Ridge, IL.

Petty, R. E. and Cacioppo, J. T.(1984), “The
Effects of Involvement on Responses to
Argument Quantity and Quality: Central
and Peripheral Routes to Persuasion,”
Journal of Personality and Social Fsy-
chology, 46, 69-81.

Petty, R E. and Cacioppo, J. T.(1998).
Communication and persuasion: Central
and peripheral routes to attitude Change,
New York @ Springer-Verlag,

Pringle, H and M. Thompson(1999), Brand
Spirit:  How Cause-Related Marketing
Builds Brands, Chichester: John Willey
and Sons,

Ratchford, B. T.(1987), “New Insights About
The FCB Grid", Journal of Advertising
Research, 24-38.

Robert, H. and Douglas, W.(1986), “Issues
Advertising and Its Effect on Public
Opinion Recall,” Public Relations Review,
12(2), 47-55.

Ross. J. K, Patterson, L. T. and Stutts, M. A.
(1992), “Consurrer Perceptions of Organizations

94 BHEOMAEIM'E oA H2E 20074 78

That Use Cause Related Marketing,”
Journal of the Academy of Marketing
Science, 93-97.

Sen, M. M., Bhattacharya, S., Chanda, S. and
Adhikari, A.(2004), "Airborne viable, non-
viable and allergenic fungi ir a rural
agricultural area of India: a 2-year study
at five outdoor sampling stations,” Science
of the Total Environment, 326, 121-139.

Sethi, S. P.(1979), “Institutional / Image
Advertising and Idea / Issue Advertising
as Marketing Tools: Some Public Policy
Issues,” Journal of Marketing, 43(January),
68-78.

Sherif, M and H. Cantril(1947), The Psychology
of Ego-Involvement, New York: John
Wiley.

Strahilevitz, M.(1999), “The Effects of Product
Type and Donation Magnitude on
Willingness to Pay More for a Charity-
linked Brand,” Journal of Consumer
Psychology, 8(3), 215-241.

Stroup, M. A. and R. L Neubert(1987), “The
Evolution of Social Responsibility,” Business
Horizons, 30, 22-24.

Smith, G. E.(1996), “Framing in advertising
and the moderating impact of consumer
education,” Journal of Advertising Research,
36(5), 49-64.

Sung, Youngsin, and Lee, Youngchul(1992),
"The Effect of CRM on the Recognition
Needs and Message Types,” Advertising
Research, 16, 55-79.



Til, B. D. and L. I. Nowak(2000), “Toward
Effective Use of Cause-Related Marketing
Alliances,” Journal of Product and Brand
Management, 7, 251-263.

Varadarajan, R. and Menon(1988), “Cause
Related Marketing: A Co-alignment of
Marketing Strategy and Corporate Phil-
anthropy,” Journal of Marketing, 52, 58-74.

Webb, D. J. and Mohr, L. A.(1998), “A
Typology of Consumer Responses to Cause
Related Marketing,” Journal of Public
Policy and Marketing, Fall, 226-238.

Welbourne, T. M.(1998), “Untangling Procedural
and Distributive Justice: Their Relative
Effects on Gain sharing Satisfaction,”
Group and Organizational Management,
23(4), 325-346.

Winters, L. C.(1986), "The Effect of Brand

Advertising on Company Image: Implications
for Corporate Advertising,” Journal of
Advertising Research, April/May, 54-59,

Winters, L. C.(1988), “Does It Pay to Advertise
to Hostile Audiences with Corporate
Advertising?,” Journal of Advertising Research,
Jun/July, 11-18.

Won, Woohyun, Kim, Taeyong, and Park,
Jongmin(2001), The Study on the
Revitalization of the CRM, KBS Research
Report.

Yoon, Y. and Z. G. Canli(2003), “The Effects
of Partnering with Good Cause on
Corporate and Organization Image,” Advances
in Consumer Research, 30(1), 322-352.

Zaichkowsky, J. L.(1986), “Conceptualizing
Involvement,” Journal of Consumer Research,
12, 341-352.

CRM S42010] AH|x} EH= B0 DjX|= S0 HeH A7 HE Ho{TY SN HAIX| EHSHo ZHENE SAo=2 05



	CRM 특성요인이 소비자 브랜드 태도에 미치는 영향에 관한 연구
	Recommended Citation

	tmp.1629399962.pdf.w9ycc

