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Abstract 
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Purpose: The purpose of this thesis is to contribute with knowledge of the 

preferences and attitudes among Swedish Generation Y in terms of 

cause-related marketing. The study aims to find out what this 

generation prefers in cause-related marketing efforts, focusing on 

causes and type of support. Furthermore, as a result of Generation 

Y’s presence on social media it will also examine their attitudes 

and preferences regarding cause-related marketing on these media 

platforms. With this thesis the main purpose is to contribute with 

insights and guidance for Swedish companies wanting to perform 

cause-related marketing initiatives towards Swedish Generation Y.         

 

Frame of references: The frame of references begins with a presentation of consumer 

behaviour and the power that consumers possess in today’s 

society. The second section presents corporate social responsibility 

before moving on to cause-related marketing, profoundly 

exploring the different aspects of this kind of marketing and 

presenting existing theories regarding Generation Y’s view on 

cause-related marketing. The chapter is concluded with a 

presentation of social media.        

 

Methodology:  A deductive and quantitative approach has been used for the thesis 

as this was found appropriate for the purpose. An online 

questionnaire has been conducted in order to reach a large number 

of respondents.     

 

Empirical framework: The empirical framework presents the results of the online 

questionnaire.  

 

Conclusion:  The survey concludes that Swedish Generation Y responds to 

causes related to humans, e.g., health and well-being, education 

and social matters, and that they want to see long-term 

commitment from companies. Moreover, when performing CRM-

initiatives information is a key for companies in order to attract 

and appeal to Swedish Generation Y.        
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1. Introduction 

In this section the background to our study is presented along with a following discussion 

leading up to the research question of this thesis. Furthermore, this section includes the 

purpose and limitations as well as a disposition model giving the reader an overview of the 

thesis. 

 

1.1 Problem background 
The basic belief of a marketing-oriented company is that the customer is the hub around which the 

business revolves. Therefore, understanding what makes people in general buy and what makes your 

customer in particular buy is a vital part of business success. (Budica, Budica & Puiu, 2010, p.70) 

 

According to Matusikova (2011) consumers influence companies’ business strategies in 

significant ways, since the consumer nowadays has better information about products, quality 

and product characteristics. In addition to this, consumers are more aware of the problems that 

arise with the production of goods, and companies have a harder time hiding these problems 

from the consumer in comparison with the situation ten to fifteen years ago (ibid.).  

 

Shifts in consumer demand and consumer patterns along with other factors, such as new 

technologies, intense competition and globalization, challenge companies in new ways and 

force them to take action in order to become and remain competitive (Janonis, Dovalienė & 

Virvilaitė, 2007). Bettman, Luce and Payne (1998) proclaim that the fast development within 

the technological field has created a marketplace where products have decreased lifetimes and 

new products constantly arrive. Concurrently, an increased number of consumers are socially 

conscious and the concern for the environment is at an all-time high (Huber, Meyer, Vogel & 

Vollmann, 2011). In this highly competitive society and with consumers putting pressure on 

companies in different matters, the importance of standing out from the crowd is greater than 

ever.  

 

In order to appeal to the needs, demands and wishes of consumers and at the same time 

answer the general plea from society on more socially responsible behaviour, a company can 

strive to develop a good corporate social responsibility strategy. Sheikh and Beise-Zee (2011) 

explain that corporate social responsibility (CSR) “…covers a broad spectrum of a company’s 

activities, ranging from human resource management to environmental protection, and 

includes every aspect of a firm’s impact on society” (p.27). In recent years, there has been a 

tendency among consumers to consider ethical factors when choosing products and services, 

and the number of consumers interested and motivated by the values of ethical consumerism 

has increased (Deng, 2012; Carrington, Neville & Whitwell, 2010). According to Mohr, 

Webb and Harris (2001) consumers expect of companies to behave ethically and protect the 

environment, and the majority of the respondents in their conducted study desired a 

moderately high or high level of corporate social responsibility. Moreover, consumers are also 

likely to base their purchase decisions on companies’ commitments to these issues (ibid.), 

which provides chances to distinguish oneself from other firms and also creates business 

opportunities for companies willing to make these efforts.  

 

A branch within CSR that has become increasingly popular in Europe during the last decade 

and is widely used nowadays is cause-related marketing (CRM), which is a strategy that 

focuses the CSR-efforts on a specific cause (Moosmayer & Fuljahn, 2010; Sheikh & Beise-

Zee, 2011). Varadarajan and Menon (1988) explain cause-related marketing as the 
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formulation and implementation of marketing activities that aim to raise and create awareness 

about a specific cause through an offer from a company, where this company contributes with 

a specified amount in order to support the cause when customers purchase, participate or in 

any other way engage in revenue-providing exchanges. Baghi, Rubaltelli and Tedeschi (2008) 

describe CRM as a strategy aiming to communicate a firm’s efforts and aspiration for CSR 

and also as a method for improving the brand image. To use cause-related marketing as a 

strategy and communication tool can have several effects on a company, including improved 

consumer attitude, support of the identification between consumer and company, attracting 

new customers, increasing sales and raising exposure and funds for specific causes (Lavack & 

Kropp, 2003; Sheikh & Beise-Zee, 2011; Kotler & Lee, 2005).   

 

Bruhn, Schoenmuller and Schäfer (2012) say that the use of social media as part of 

companies’ marketing communications is increasing rapidly, and to some extent even starting 

to replace traditional media. According to Cone Communications Social Impact Study (2013) 

22 percent of the Americans preferred online and mobile channels as the best and most 

effective communication channel of environmental and social programs and products. “Social 

media is opening new doors in the world of CSR, giving consumers near-immediate access to 

information about companies, the issues they support and ways to get involved” (Cone, 2013, 

p.24). In addition to this, Carlsson (2010) proclaims that social media allows people to 

connect and communicate with each other to a completely different extent than before. 

Furthermore, with a steady growth of Internet users across the globe, where the International 

Telecommunication Union (2013) estimated that 2.7 billion people, close to 41% of the 

worldwide population, would be using the Internet by the end of 2013, this generates business 

opportunities for companies to market themselves even more online.   

    

1.2 Problem discussion 

Generation Y (also known as the Millennials) is an interesting age cohort to study based on a 

number of various reasons. Firstly, the enormous scale of this generation makes it interesting 

from a marketer’s point of view; with a size of 70 million only in the United States (Kumar & 

Lim, 2008) this generation is an immense target market for all sorts of companies. Secondly, 

with such a profound size comes a lot of power and influence, and according to Harrington, 

Ottenbacher, Staggs and Powell (2012) this generation is the next big group of consumers that 

will spend money. The spending power and the average fiscal knowledge of Generation Y is 

another interesting aspect, as they have a remarkable amount of disposable income making 

them able to spend more than previous generations (Martin & Turley, 2004). Along with this, 

marketers have also made Generation Y aware of their ability to spend money and purchase 

goods and services, based on the spending power they possess (ibid.). Moreover, Bakewell 

and Mitchell (2003) say that Generation Y has been brought up in a society where there is an 

abundance of opportunities and reasons to shop, with the Internet, the introduction of Sunday 

shopping and shops staying open until late night as some of these factors, thus creating an 

environment in which shopping is more integrated in the lifestyle.  

 

Furthermore, as a result of growing up in the era of technological innovations, Generation Y 

possesses a lot of knowledge within the field of technology and has also been acculturated 

into a consumer culture that is materialistic, which has made them more consumption-oriented 

than previous generations (Bakewell & Mitchell, 2003; Meier & Cocker, 2010). They are the 

most educated generation this far in history, and they often adopt new technologies early as 

well as using the Internet on an extensive basis (Benckendorff, Moscardo & Pendergast, 2009; 

Kumar & Lim, 2008). “While different generations have always posed a challenge for 
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marketers due to their unique characteristics, Generation Y has created a more difficult 

challenge because they are not as influenced by traditional media as previous generations” 

(Valentine & Powers, 2013, p.598). With greater knowledge and more information, 

Generation Y could be seen as a challenge for marketers when it comes to advertising; Noble, 

Haytko and Phillips (2009) state that the individuals of this generation are experienced 

enough to understand and see through the many advertising tactics performed by companies. 

This sceptical behaviour could be explained by the fact that the Generation Y has been raised 

in a society offering an abundance of technologies, thus creating an environment of 

information transparency (Bolton, Parasuraman, Hoefnagels, Migchels, Kabadayi, Gruber, 

Komarova Loureiro & Solnet, 2013).  

 

Moreover, yet another argument to study Generation Y for this particular thesis is their 

specific interest and participation in social and environmental issues. Cone (2013) states that 

Generation Y is highly aware of and also has high expectations for CSR in order to create a 

better and sustainable world. According to Pendergast (2009), individuals belonging to this 

generation are said to have high levels of morality and ethical standards. Nevertheless, Cone 

(2013) highlights the fact that American Millennials are rather pessimistic about companies’ 

abilities to make substantial changes and progress towards environmental and social issues as 

well as doubting their own capacity of making a positive change. 

 

At the same time, the use of social media among individuals belonging to Generation Y is 

increasing, and in combination with this type of media also being more frequently used by 

companies as a marketing channel, this creates new ways for companies and consumers to 

interact and opens up for communication in other ways than the traditional ones. This is 

discussed in the study performed by Cone (2013), in which it is proclaimed that social media 

is something that companies must consider as “an essential component in their social impact 

communications and stakeholder engagement” (p.25). Pendergast (2009) argues that 

Generation Y is strongly influenced by the many existing forms of media today, and that they 

are attracted by visual language. “Generation Y actively contributes, shares, searches for and 

consumes content – plus works and plays – on social media platforms” (Bolton et al., 2013, 

pp.245-246).  

 

Knowing that the understanding of the consumers and what they want is crucial for a 

business’ success provides us with yet an argument for highlighting the current and future 

importance of Generation Y. Benckendorff et al. (2009) state that Generation Y is an 

increasingly investigated subject in the academic literature, but that most of the studies in the 

area are conducted in the United States; hence, the majority of the results are primarily 

applicable on American individuals belonging to this generation. Little research has been 

done on what Swedish Generation Y responds to in terms of cause-related issues and how 

they would like to support these matters. Moreover, as a result of Generation Y’s know-how 

and presence on social media platforms as well as their attitudes and interest for social and 

environmental issues, we want to examine how companies could perform and use cause-

related marketing in order to reach out to this particular age cohort.  

 

1.3 Research question 

What does Swedish Generation Y respond to in terms of cause-related marketing? 
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Conclusion Analysis 
Empirical 

framework 
Methodology 

Frame of 
references 

Introduction 

1.4 Purpose 

The purpose of this thesis is to contribute with knowledge of the preferences and attitudes 

among Swedish Generation Y in terms of cause-related marketing. We want to study what 

this generation prefers in cause-related marketing efforts, focusing on causes and type of 

support. Furthermore, as a result of Generation Y’s presence on social media we want to 

examine their attitudes and preferences regarding cause-related marketing on these platforms. 

With this thesis the main purpose is to contribute with insights and guidance for Swedish 

companies wanting to perform cause-related marketing initiatives towards Swedish 

Generation Y.         

 

1.5 Limitations 

In this thesis we are focusing exclusively on Generation Y, since this generation, as 

previously discussed, is the current and also future major consumer group with a vast 

purchase power. Consequently, the results of this thesis will not be applicable on other 

generational groups.  

 

Moreover, we have chosen to limit ourselves to study only the Swedish market, since we have 

noticed that the use of cause-related marketing has increased in this market over the last 

decade. Consequently, as a result of this limitation we cannot apply the findings of this thesis 

on markets outside of Sweden.  
 

1.6 Disposition 

 

 

 

 

 

 

Introduction: This section of the thesis presents the research matter to the reader. The 

chapter begins with a background to the problem which is followed by a discussion to put the 

subject in concrete form. Finally, the research question, the purpose and limitations are 

presented.   

 

Frame of references: In this section the literature review of the thesis is presented.  

 

Methodology: This section brings forward the choice of methodology for the thesis. The 

chosen methodology is discussed critically with both advantages and disadvantages 

emphasized. Furthermore, the validity and reliability of the thesis are examined.    

 

Empirical framework: This section presents the quantitative data collected for the thesis.  

 

Analysis: In this section the frame of references and the empirical findings are compared and 

analysed.   

Figure 1: Disposition 
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Conclusion: To conclude, this section presents the findings and results of the thesis. In 

addition, the research question is answered and suggestions on further research within the area 

are given. 
  



6 

 

2. Frame of references 

This section presents the applied theories of the thesis. A general look upon consumer 

behaviour and its development as well as corporate social responsibility will be presented, 

before moving on to a more thorough presentation of cause-related marketing. The section 

will be concluded with theories regarding marketing communication channels and social 

media.   
 

2.1 The power of the consumer 

2.1.1 Consumer behaviour and its complexity  

Schiffman and Kanuk (2010) defines consumer behaviour as “the behavior that consumers 

display in searching for, purchasing, using, evaluating and disposing of the products and 

services that they expect will satisfy their needs” (p.23). Consumer behaviour can in other 

words be described as the thoughts and feelings that an individual experiences and the actions 

taken by this person in the consumption process, in which the environment is an important 

influencer (Peter & Olson, 2010). The consumer is constantly affected by the environment in 

many ways including advertisements, other consumers, packaging, blogs and several other 

factors (ibid.). Solomon, Russell-Bennett and Previte (2013) explain that a lot of a consumer’s 

behaviour depends on in which play the consumer is acting at a specific moment, where every 

consumer is said to have a different role depending on what the environment and the group 

around them is like. This can affect the consumer behaviour, as the consumers can alter their 

buying decision based on the given situation (ibid.).   

 

The study of consumer behaviour focuses on how different consumers, e.g., households and 

individuals, make decisions about which products and services to purchase and consume with 

their available resources (Schiffman & Kanuk, 2010). The behaviour of a consumer may 

depend on two underlying motives; if the motive is general it is a need, if it is more specific it 

is a want (Blythe, 2013). When a consumer realizes that there is a difference existing between 

the current situation and the desired situation a drive develops within the consumer’s mind; it 

is due to the force of this drive that the consumer responds to the need (ibid.). According to 

Peter and Olson (2010) it is “important to recognize […] that consumer behaviour is dynamic, 

involves interactions, and involves exchanges” (p.5). The behaviour of consumers differs; it is 

a constantly changing and evolving process that involves interactions and exchanges between 

the company and the consumers (Blythe, 2013). The interactions give companies an insight 

into what affects the consumers, what their preferences are and how they act (ibid.). Solomon 

et al. (2013) say that consumer behaviour is to be seen as a process, and that it is not only 

what happens when the consumers purchase a good or a service. Ultimately, consumer 

behaviour comes down to how companies can satisfy the needs of consumers in order for both 

parties to end up better than they were before (Blythe, 2013). Moreover, the constantly 

changing thoughts, feelings and actions of individuals, target groups and the society as whole 

make consumer behaviour a complex phenomenon, and as a result of this, marketers have a 

challenging job of developing marketing strategies suitable for all the different consumers 

around the globe and their needs and wants (Peter & Olson, 2010).   
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2.1.2 Increasing consumer power 

 

“…understanding consumer behaviour is good business”  

(Solomon et al., 2013, p.6). 

 

In order to remain competitive it is of high importance for companies to predict and satisfy 

the needs and demands of their customers (Blythe, 2013). Peter and Olson (2010) state that 

the more marketers know about consumers the more likely it is that they design and 

implement appropriate marketing strategies, and as a result of this increasing the likelihood 

for consumers testing their products and services as well as buying them again.  

 

In today’s society the general level of education is higher and people possess more spending 

power than earlier, thus creating possibilities to purchase exactly what they are looking for 

(Blythe, 2013). Furthermore, Blythe (2013) argues that consumers are the ones controlling the 

market, since they can choose the offerings from companies that best fit their needs and easily 

can swop from one company to another. Winer and Dhar (2011) state that consumers are 

becoming more powerful as a result of several reasons, where the Internet is the main factor 

for this development. Nowadays, with the wide spread of the Internet, consumers have easy 

access to information about companies and their competitors as well as other consumers’ 

reviews and opinions about the product and service offerings (ibid.). Through the Internet, 

consumers have the possibility to scrutinize companies and to give both positive and negative 

feedback, which instantly is spread all over the world as soon as it is typed into a website. 

Matusikova (2011) states that consumers today are more aware and know what companies do 

and do not do, which is putting pressure on companies to share information with the 

consumers. “In this era of transparency, companies need to become true representatives of 

customers’ best interest. This implies that in order to gain a customer’s trust, a company must 

be open and honest with information about its products and services” (Winer & Dhar, 2011, 

p.26).     

 

Consumers in developed countries and increasingly also in developing countries are changing 

their consumption patterns as a result of the perceptions of the negative effects of companies’ 

actions (Sheikh & Beise-Zee, 2011). According to Huber et al. (2011) it is not only the 

stakeholders of companies but also the media, environmental organizations, governments and 

ultimately consumers that put pressure on corporations, closely investigating them and 

examining the consequences of their social and environmental actions. “There is an increasing 

need to integrate business activities and social aims – the so-called social corporate 

responsibility – especially in the current environmentally turbulent time and an increasingly 

socially conscious consumer population” (Huber et al., 2011, p.229). Moreover, corporations’ 

involvement in social issues has proved to be an increasing source of positive impact on 

consumers’ brand perception (ibid.).  

 

2.2 Corporate social responsibility  

Schmeltz (2011) proclaims that the society is passing through a time when the traditional 

roles of companies, state, non-governmental organizations and consumers are changing, 

forcing companies to take on tasks traditionally performed by governments. The need for 

organizations to define their role in the society is increasing and it is close to necessary for 

companies to apply legal, ethical, social and responsible standards in their business practices 

(Lichtenstein, Drumwright & Braig, 2004). “Consumers are questioning the role of business 

in society and are interested in company involvement in society, the ways in which this 
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involvement is portrayed via communication and any accompanying societal benefits” 

(Papasolomou & Kitchen, 2011, p.64). Schmeltz (2011) says that corporate social 

responsibility can be seen as “the mantra for our time” (p.29), and companies and non-

governmental organizations from all around the globe are answering to the increased 

expectations from various directions by performing CSR initiatives and programs (Bomann-

Larsen & Wiggen, 2004).   

 

Given the plurality of definitions of corporate social responsibility existing in the modern 

society of today, the concept and its sense varies depending on who is defining it. According 

to Schmeltz (2011) there are several approaches to CSR, and the subject can be seen from 

both the company perspective and the consumer perspective. In most cases, CSR is 

considered from the company’s point of view and discussed according to the different 

responsibilities companies have (ibid.). The probably most cited framework of CSR according 

to Blowfield and Murray (2008) is Carroll’s definition from 1979, in which a hierarchical 

division of four types of responsibility are described including economic, legal, ethical and 

discretionary responsibilities. Later definitions put greater emphasis on the relationship 

between companies and the wider society say Blowfield and Murray (2008). Demetriou, 

Papasolomou and Vontris (2009) explain CSR as “a concept whereby businesses integrate 

social and environmental concerns in their corporate operations and in their interactions with 

their stakeholders on a voluntary basis. […] CSR is about businesses deciding to go beyond 

legal requirements attempting to reconcile economic obligations, as well as social and 

environmental expectations.” (p.268). Kotler and Lee (2005) categorize CSR based on the 

initiative, where six options for “doing good” are highlighted including cause promotions, 

cause-related marketing, corporate social marketing, corporate philanthropy, community 

volunteering, and socially responsible business practices. Another company perspective is the 

one of Paine’s model from 2003, in which the focus and perception of CSR lies in what the 

company performing such actions chooses to put into the concept. The initiatives of CSR are 

likely to vary a lot from company to company, depending on the field of business the 

company is in and the many different objectives, interests and legal requirements that a 

modern enterprise has (Paine, 2003). According to Blowfield and Murray (2008) a common 

perception of the concept of CSR is that companies have a responsibility for the public good, 

but then again the many companies existing today choose to emphasize different aspects and 

elements of the concept.   

 

Corporate social responsibility can be described as a marketing strategy communicating to 

various stakeholders that a company is working to meet the moral obligations and 

expectations, both within social and environmental aspects, beyond the regular requirements 

in today’s society (Demetriou et al., 2009). There has been an increasing trend among 

companies to use CSR as a strategy instead of viewing it as an obligation, and the concept has 

been gradually integrated within enterprises over the last decade (Kotler & Lee, 2005; 

Demetriou et al., 2009). Concurrently, Schmeltz (2011) states that “there no longer is a sharp 

distinction between doing good, and doing business; often these two are compatible” (p.29). 

Kotler and Lee (2005) mean that enterprises today desire to both do well and do good. 

Demetriou et al. (2009) explain that CSR is used to strengthen corporate reputation and 

profitability by the communication to its stakeholders. To perform CSR is not only good for 

the society at large but it can also, in addition to this, help the company in building a better 

corporate image (Carvalho, Sen, de Oliviera Mota & Carneiro de Lima, 2010). Moreover, 

Anuar and Mohamad (2012) state that CSR can be a strategy for companies to differentiate 

and in this way gain sustainable competitive advantage. The development and implementation 

of a CSR strategy and program can help to increase sales and market share as well as 
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strengthening the position of a brand and attracting and motivating employees (Kotler & Lee, 

2005).  

 

2.3 Cause-related marketing 

During the last decade a phenomenon called cause-related marketing (CRM) has grown in 

popularity as a promotional tool among fundraisers and marketers (Demetriou et al., 2009). 

Worldwide, collaborations between a brand and a cause are the results of the fact that 

consumers are being more concerned with social and environmental issues and therefore 

demand socially responsible consumption (Anuar, Omar & Mohamad, 2013). American 

Express is often argued to have been the very first company to perform a cause-related 

marketing campaign, when they in 1983 pioneered this kind of marketing by helping to raise 

funds for the restoration of the Statue of Liberty (Austin, 2003; Varadarajan & Menon, 1988). 

By launching a CRM-program in the fourth quarter of that year the company promised that 

with each new card application a fixed amount would be donated and also that a percentage of 

each purchase with their credit card would be given to the fund for the restoration (ibid.). The 

campaign generated over $1.7 million to the restoration, and there was an evident increase in 

card usage as well as people applying for cards – a new way of marketing was born (ibid.).     

 

2.3.1 What is cause-related marketing? 

Cause-related marketing is the process of formulating and implementing marketing activities that are 

characterized by an offer from the firm to contribute a specified amount to a designated cause when 

customers engage in revenue-providing exchanges that satisfy organizational and individual objectives. 

(Varadarajan & Menon, 1988, p.60) 

 

Cause-related marketing has, since the successful campaign performed by American Express 

in 1983, gained in frequency and importance (Rozensher, 2013). According to Kotler and Lee 

(2005) companies rely on cause-related marketing in order to handle and manage the general 

pleas and expectations of CSR from the society. However, Sheikh and Beise-Zee (2011) 

proclaim that “CRM can be a part of CSR, but CRM alone cannot fully embody CSR” (p.28).  
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Model 1: Cause-related marketing, part of corporate social responsibility by Anghel, Grigore 

and Rosca (2011, p.73). 
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The concept of cause-related marketing consists of three parts including the non-profit 

organization, the corporation and the consumer (Rozensher, 2013). According to Galan-

Ladero, Galera-Casquet and Wymer (2013) cause-related marketing is the most common type 

of relationship between a non-profit organization and a business. Cause-related marketing can 

be explained as a strategy linking corporations and their identity with non-profit 

organizations, causes and social issues by common marketing efforts in order to raise funds 

(Demetriou et al., 2009). Cui, Trent, Sullivan and Matiru (2003) argue that the association 

with a non-profit cause has become more of a marketing strategy rather than a short-term 

sales promotion technique that it was previously viewed as. There are several studies (Baghi 

et al., 2008; Austin, 2003; Demetriou et al., 2009) explaining CRM as a marketing strategy 

used of companies to communicate their striving for CSR. Another theory suggests that CRM 

is used as a strategy for differentiation regarding brand and product (Austin, 2003).  

 
Cause-related marketing (CRM) involves the integration of marketing activities of a for-profit firm with 

fund raising requirements of a not-for-profits organization (NPO). In its basic form, CRM campaigns try 
to persuade consumers to buy a certain product by promising to donate something in return for a specific. 

cause (Hajjat, 2003, p.94)  

 

Demetriou et al. (2009) state that an implementation of cause-related marketing campaigns is 

a sustainable way to build and improve a company’s corporate brand and image. Consumers 

can be both emotionally and mentally engaged when a company uses CRM and one possible 

result of this engagement is that a positive corporate image is created (ibid.). Corporations 

performing CRM-campaigns commit to making contributions or donations, in which a 

percentage of revenues is donated to a specific cause based on product sales (Kotler & Lee, 

2005).  

 

According to Wymer and Samu (2003) one of the key characteristics of cause-related 

marketing is that the company’s contribution to the cause and non-profit is depending on the 

sales; in most cases the contribution is proportional to sales. CRM-initiatives are dependent 

on some consumer action say Kotler and Lee (2005), which is one clear distinction separating 

CRM from other corporate social initiatives. In addition, these kinds of relationship between 

companies and non-profit organizations often require formal agreements, planning and 

coordination with the charity, in which both parties participate in formulating, establishing 

and developing specific promotional offers, advertisements and other activities (ibid.). 

Moreover, in most cases the companies performing these campaigns anticipate some 

economic benefits of doing so, which means that more paid promotion is involved in CRM 

than other corporate social initiatives (ibid.). Austin (2003) explains that a business in a 

CRM-relationship is promotionally associated with the non-profit’s name and the cause at all 

times. As a result, the responsibility and control of CRM-initiatives often lies within the 

marketing department of a company, where business plans direct how the process and all 

activities are supposed to be performed (Kotler & Lee, 2005; Anghel et al., 2011; Wymer & 

Samu, 2003).  

 

In most cases the offer of a CRM-campaign is valid for a limited time period in which a 

specific product is sold for the benefit of a specified charity (ibid.). A CRM-relationship is 

most commonly formed between a business and a non-governmental organization, or an 

organization that has legitimacy in a selected cause (Kotler & Lee, 2005; Anghel et al., 2011). 

The relationship is designed to be beneficial for both parties in terms of potentially increasing 

sales and enlightening a charity or cause as well as generating financial support (ibid). Kotler 

and Lee (2005) and Adkins (1999) state that this type of relationship is often viewed upon as a 

win-win-win, since it, apart from the benefits for companies and charities, also includes the 
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consumers and offers them a chance to contribute to the charity by their consumption. Anghel 

et al. (2011) claim that even though the consumer benefit is secondary, consumers should be 

seen as the third partner and their “participation is vital to ensure a successful marketing 

campaign linked to a cause and should therefore be cultivated by highlighting the long-term 

benefits to consumers through the proper positioning and adequate targeting of audience” 

(p.74).  

 

Wymer and Samu (2003) state that the number of collaborative relationships between 

companies and non-profits has increased rapidly in the last few years, and that cross-sector 

alliances are becoming more common. Most companies in the modern society prefer to 

perform CSR-programs linked to cause-related marketing rather than other types of social 

initiatives, since the association between a company and a disadvantaged cause has shown to 

have a positive impact improving and strengthening the brand image and the reputation of a 

company (Anghel et al., 2011).  

 

The partnership between a charity or non-profit and a company can result in major benefits 

for both parties if the CRM-campaign is well-implemented and well-promoted (Demetriou et 

al., 2009). According to Wymer and Samu (2003) there are several motives behind a 

development and implementation of a CRM-campaign; the business could have a promotion 

or public relations objective, or be striving to become more socially responsible, while the 

non-profit could be more interested in raising and increasing awareness and reaching a 

broader market. Cause-related marketing can contribute and give a company several benefits 

including attracting new customers, increasing product- or service sales and profits, raising 

awareness and funds for a cause as well as reaching niche markets (Kotler & Lee, 2005; 

Anghel et al., 2011; Hajjat, 2003). In addition to this, CRM-campaigns can help building 

valuable relationships with a company’s many shareholders and create a positive and 

favourable brand identity, thus enhancing a firm’s image (Hajjat, 2003; Kotler & Lee, 2005). 

Moreover, Wymer and Samu (2003) proclaim that cross-sector alliances are beneficial for 

both the company and the non-profit, as this relationship can enhance target market relations 

and lead to enhancement of human resources as well as raise publicity.   

 

Nevertheless, CRM-collaborations include risks that have to be managed and controlled by 

both parties, including damage of corporate/brand reputation and image, decrease in sales and 

market share for companies, and damage of reputation and image as well as withdrawal of 

corporate support for non-profits (Wymer & Samu, 2003). It is important to bear in mind that 

if the CRM campaign turns out to be ineffective the campaign might backfire and lead to a 

damaged reputation for the company and destroy the work made by the charity (Demetriou et 

al., 2009). 

 

2.3.2 Designing a CRM-offer 

According to Ellen, Mohr and Webb (2000) there are many decisions to be made when 

structuring a CRM-offer and the framing of the offer is an important influencer in the 

consumer response, hence determining the success of the marketing efforts. Cui et al. (2003) 

state that it is crucial to understand the elements of the offer and the effects they have on 

consumer processing and response. In their study four structural elements are presented 

including type of cause, type of support, geographic scope of cause, and length/frequency of 

the support. 
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2.3.2.1 Type of cause 

According to Cone (2013) the choice of issue or cause to support is a balancing act for 

companies, in which several factors need to be considered including business objectives, 

brand equity and marketplace needs. Moreover, the economic environment is an important 

influencer to what the public wants to support and get involved in, which has been noticeable 

during the past couple of years of recession affecting the choice of causes to support (Cone, 

2013). The majority of the American people put economic development as the top priority for 

companies to support according to Cone (2013). In the same study it was found that poverty 

and hunger came second in worthy causes to support, followed by environment, human rights, 

education, health and diseases, and water.  

 

Cui et al. (2003) divide the type of cause into two categories, disaster or ongoing cause. In 

their study it was found that disasters are more likely to be supported given the choice of the 

two options. “Since disasters are uncontrollable, people may be more likely to offer 

immediate help to people in need as a result of a disaster than an ongoing cause” (Cui et al., 

2003, p.318). This is supported by Ellen et al. (2000) proclaiming that a disaster situation 

would be chosen in favour of supporting an ongoing cause.  

 

Kotler and Lee (2005) state that there are many different causes supported by the CRM-

efforts of the world’s companies, but that there are some with more visibility including 

children’s needs (e.g., education, hunger), major health issues (e.g., AIDS, breast cancer), the 

environment (e.g., nature preserves) and basic needs (e.g., homelessness). According to 

Anghel et al. (2011) the most preferred cause to support is health, followed by education and 

environmental protection.    

 

2.3.2.2 Type of support 

According to Cui et al. (2003) there are many different types of support that a company can 

choose to use in their CRM-initiatives. Many of these types are placed in transaction-based 

categories, where the company’s support “is based on consumer sales” (Cui et al., 2003, 

p.312). The support can take form as a specified money amount per each product sold, percent 

support and product-for-product support (Cui et al., 2003; Kotler & Lee, 2005). In some 

CRM-initiatives the support comes from a specific product, which can be designed and sold 

exclusively for the support of the cause (Kotler & Lee, 2005). Furthermore, it is common that 

companies match the consumer contributions, as in the example of Northwest Airlines 

matching the miles that passengers donate in order to help children with medical needs to 

travel (ibid.).   

 

Baghi, Rubaltelli and Tedeschi (2010) explain that there are two different ways of setting the 

price on CRM-products. The price can either be segregated from the price of the actual 

product, distinctly showing the amount that will be donated to the social cause (segregated 

mental account), or it can be one single price, in which the two amounts are combined 

(integrated mental account) and instead a percentage of the amount to be donated to the cause 

is presented to the consumer (ibid.). Segregated pricing is positive in the way that it shows 

exactly which amount that will be donated, on the other hand this method might confuse 

consumers as it makes them believe that they have to pay an extra surcharge for the product; 

the surcharge equals the donation (Baghi et al., 2010). The second alternative, integrated 

pricing, forces the consumer to calculate, in other words makes it harder for the consumer to 

understand which amount that actually will be donated (ibid.). However, the positive side 

with this method is that it gives the consumer the impression that the company is donating 
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parts of its revenue, and it does not make the consumers feel as if they are paying a surcharge 

(Baghi et al., 2010). In a study performed by Cone Inc. (2008) it was found that there was no 

significant difference between the two methods of pricing; both ways proved to be chosen 

approximately the same number of times by the respondents.  

 

2.3.2.3 Geographic scope of cause 

Cui et al. (2003) argue that another element of the CRM-offer that has to be taken into 

consideration is the geographic scope referring to the nature or location of the cause. “…while 

some of CRM advertisements may be national in scope, the specific group which will receive 

the help is local in nature” (Cui et al., 2003, p.312). CRM-efforts can be local, national or 

global in scope. In a study by Smith and Alcorn (1991) it was found that a majority of the 

respondents (70.7 percent) indicated that it was of high importance that the cause somehow 

benefitted the local area, whereas the findings in the study by Cui et al. (2003) showed that 

there was no such preference for either local or national causes. 

 

According to Cone (2013) the American population wants to support issues that have local 

connection above national or international issues. However, compared with a survey 

conducted by Cone in 2010, there has been a shift from supporting local issues towards 

national and foremost international issues, meaning that the interest of supporting causes 

outside the local community is growing. Furthermore, this is supported by another study made 

by Cone Inc. (2008) in which it was found that the want to support local issues had decreased 

from 55 to 49 percent from 1993 to 2008, shifting the support towards more national and 

international issues, which in the study was explained as a result of the globalization and 

technological development.  

 

2.3.2.4 Length and frequency of support 

“Consumers also consider the commitment of the firm as indicated by the length or frequency 

of the support” (Cui et al., 2003, p.313). Kotler and Lee (2005) state that CRM-initiatives can 

have a specific time frame or be open-ended, where the company can choose either to support 

the cause for a specified period of time or make contributions to a cause on a more ongoing 

basis. The length and frequency of the support have proven to affect how consumers view the 

CRM-offer, where Cui et al. (2003) state that long-term commitment and frequent support 

leads to a more positive view on the CRM-effort than does short-term commitment and less 

frequent support. In the modern society of today people in general have more knowledge 

about marketing techniques, putting pressure on companies to be sincere and thus demanding 

more long-term commitments from them (ibid.). Furthermore, Cone Inc. (2008) explains that 

consumers nowadays are more interested in knowing the duration of the campaign and how 

much of the collected donations that actually reaches the supported cause. 

 

2.3.3 General opinions of cause-related marketing 

 

“…most consumers say they appreciate and either do or would reward firms that make 

charitable donations” 

(Mohr et al., 2001, p.49). 

 

Anghel et al. (2011) state that “customers are moving towards those companies that prove 

citizenship and assume responsibility” (p.75). In a study conducted by Ross, Stutts and 

Pattersson 49 percent of the participants stated that the main reason for purchasing a certain 
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product had been the company’s support of a cause (Mohr et al., 2001). In addition to this, the 

same study showed that many consumers are likely to consider trying or actually trying out a 

new brand as a result of cause-related marketing. Additionally, Anghel et al. (2011) state that 

the general public expects and thinks that companies should get involved and perform CRM-

efforts on a regular basis.    

 

According to Cone (2013) 93 percent of the American population state that they have a more 

positive image of a company supporting a cause than one that does not. This is supported by 

Anghel et al. (2011) proclaiming that CRM-efforts result in and create a positive image of a 

company. In addition to this, Cone (2013) says that 90 percent of the Americans claim that 

they would have a higher degree of trust in and would be more loyal to a company supporting 

a cause. Moreover, a company’s choice of issue to support and to which extent this issue is 

supported influence consumers’ buying behaviour, and in Cone’s study (2013) it was found 

that 82 percent of the Americans state that their decision on where and what to shop is 

affected by these choices.  

 

“The new consumers identify with increased requirements and will prefer to buy from 

companies that are committed to noble social causes, as long as there are no major differences 

concerning the quality of the products” (Anghel et al., 2011, p.83). Cone Inc. (2008) explains 

that the majority of the American population would be likely to switch from one brand to 

another as a result of a company being involved with a cause. Anghel et al. (2011) confirm 

this, stating that consumers would choose a product related to a cause above one that is not, 

given that the price and quality is the same. Concurrently, the study performed by Anghel et 

al. (2011) showed that the majority of the respondents would be willing to pay extra for a 

product or service that is related to a social cause.    

 

2.3.4 Generation Y and cause-related marketing 

According to Cone’s Millennial Cause Study from 2006 CRM can be a useful tool to reach 

and communicate with Generation Y. Moreover, the study proclaims that individuals 

belonging to Generation Y are the most socially conscious consumers to date and that they are 

an age cohort characterized by the caring for others, volunteering and trying to make the 

world a better place both now and for future generations. Growing up in a time with several 

tragic world events, e.g., 9/11 and natural disasters like Hurricane Katrina and the tsunami in 

south-eastern Asia in 2004, Generation Y “has developed a strong social conscience amplified 

by technology” (Cone Inc., 2006, p.2).   

 

Individuals belonging to Generation Y feel that they have a responsibility to improve the 

world and support different issues (Cone Inc., 2006). As a result of this feeling of 

responsibility this generation puts a lot of pressure on companies, expecting of them to care 

for social and environmental causes and issues (ibid.). Not only do they have high 

expectations on themselves, but also on people around them and on companies and brands 

(ibid.). Cone Inc. (2006) claims that Generation Y is ready to either reward or punish 

companies based on their commitment to environmental and social causes. Moreover, this 

generation expects of companies to take action, support and work with major global issues 

(ibid.). In addition to this, The Millennial Impact Report (2012) states that Generation Y has a 

strong desire to know if the donation they make has an impact and makes a difference. One of 

the biggest concerns among the respondents in this study was if the donations actually do 

make a difference.  
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In a study performed by Cui et al. (2003) it was found that there is a generally positive 

attitude among Generation Y towards CRM-strategies. The study was conducted among 

college students in the United States in the year of 2003. The study suggests that “disaster as a 

cause is likely to elicit more positive consumer response than an ongoing cause” (Cui et al., 

2003, p.319). According to another study performed by Cone Inc. (2006) more than a third of 

the respondents (all belonging to Generation Y) claim that their involvement with their 

community is influenced and driven by natural disasters.  

 

Individuals belonging to Generation Y are very likely to switch from one brand to another if 

the other brand is performing CRM-initiatives or supporting a cause, as long as the price and 

quality are equal (Cone Inc., 2006). Furthermore, 68 percent of the participants in Cone Inc.’s 

study (2006) stated that a company’s involvement in and commitment to social and 

environmental issues is important or very important in regards to deciding what brand or 

company to purchase from. Furthermore, 24 percent of Generation Y believes “they can make 

a difference in their community by buying products that support social and/or environmental 

causes” (Cone Inc., 2006, p.9). 
 

2.4 Marketing communication channels 

According to Lala (2011) marketing communications are “the means by which companies try 

to inform consumers, to persuade and remind them about products and brands that they sell” 

(p.199). Saeed, Naeem, Bilal and Naz (2013) explain that marketing communications build 

shared meanings with the different stakeholders of a brand through promotion of all the 

components in a brand’s marketing mix. Winer and Dhar (2011) proclaim that it is of 

particular importance for a marketer to choose the right media in order to communicate the 

message to the target audience. There are many different communication channels and media 

for a marketer to choose from, and according to Mangold and Faulds (2009) there has been an 

immense change in the media landscape during the last ten years, where social media has 

taken a big step forward. Bruhn et al. (2012) proclaim that social media “are increasingly 

replacing traditional media” (p.770).  

 

2.4.1 The use of Internet in Sweden 

In 1995 Internet had its big breakthrough, and in the modern society Internet is something that 

is a part of most people’s everyday life (Findahl, 2013). Lichy (2012) states that the 

globalization of the Internet has led to changes in the everyday life of most people; today it is 

possible to find and obtain information that previously was unavailable or kept away from the 

general public. In Sweden most people connect and spend time on the Internet every day 

(Findahl, 2013). The study conducted by Findahl (2013) shows that the Internet is the 

dominating source of news and information among the Swedish individuals aged 35 years or 

younger.  

 

2.4.2 Social media  

Tuten (2008) explains social media as an umbrella phrase which is applicable on virtual 

worlds, forums and social-networking sites. "Social media refers to online communities that 

are participatory, conversational, and fluid […] these communities enable members to 

produce, publish, control, critique, rank, and interact with online content" (Tuten, 2008, p.20). 

White (2012) explains social media as a growing phenomenon which give its users the 

possibility to connect with other people. Furthermore, social media is described as different 
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kinds of electronic communication where members create online communities in which they 

can share ideas, personal messages and information (ibid.). Tuten (2008) explains that the 

actual social element that all social communities have in common is the members’ interaction 

and participation.   

 
Social media refers to activities, practices, and behaviours among communities of people who gather 

online to share information, knowledge, and opinions using conversational media. Conversational media 

are Web-based applications that make it possible to create and easily transmit content in the form of 
words, pictures, videos, and audios. (Safko & Brake, 2009, p.6) 

 

There are many different social media platforms existing in the modern society of today. 

Among the Swedish population there has been a steady increase of time spent on social 

networks during the last year, this as a result of the large number of smartphones with mobile 

Internet. The social media platforms with the most users in Sweden include Facebook, 

Instagram and Twitter (Findahl, 2013).   

 

Facebook is a social network that approximately 66 percent of the Internet users in Sweden 

visit on a regular basis, and it is the social media visited by most swedes (Findahl, 2013). The 

individuals belonging to the age group between 16-25 years stand out from the other age 

groups with 76 percent of them visiting Facebook daily (ibid.). Many swedes combine the use 

of Facebook with other social media platforms, such as Instagram (14%), Twitter (12%) and 

LinkedIn (7%). Instagram is a social network where the user can edit photos and share them 

with its followers (ibid.). The user has a profile and can use hashtags when publishing photos 

in order to make it easier for other followers to find the photo as well as the user (ibid.).  

 

2.4.3 Generation Y – cause-related marketing and social media 

"Companies and non-profits alike are using new media as a way to not only increase 

awareness and engage stakeholders, but to create advocates and ignite change” (Cone Inc., 

2008, p.21). Consumers still prefer to find out about companies corporate efforts via 

traditional channels such as word-of-mouth or advertising. However, the new media is 

catching up, especially within the younger American generations that nowadays are choosing 

to go online to get more knowledge and show their support to different kind of causes (ibid.).  

 

”Social media, with its immediacy and ease of connection, continues to play a central role in 

Millennials’ relationships and interactions with nonprofit organizations” (The Millennial 

Impact Report, 2012, p.11). According to the report social media, along with mobile 

marketing and email marketing, is a highly important channel for companies and non-profits 

to connect with Generation Y. This is supported by Cone Inc. (2008) stating that many of the 

members of Generation Y are active on new media platforms and forums to support and learn 

more about different causes. According to The Millennial Impact Report (2012) Facebook is 

the most popular social media in terms of connecting with cause-related efforts and non-

profits.  
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Table 1: Classification of main types of research based on Collis and Hussey (2009, p.4). 

3. Methodology 

In this section the choices regarding the methodology for this thesis will be presented and 

discussed. We will address the negative and positive aspects of the choices made, in order to 

demonstrate how these have consequences for our study and also influence the results. The 

section is concluded with a discussion regarding reliability, validity and criticism. 

 

3.1 General choice of method 

 

Type of research Basis of classification 

Exploratory, descriptive, analytical (explanatory) or 

predictive research 

Purpose of the research 

Quantitative or qualitative research 

 

Process of the research 

Deductive or inductive research 

 

Logic of the research 

Applied or basic research Outcome of the research 

 

In the modern society there are many types of research and according to Collis and Hussey 

(2009) these can be classified as seen in Table 1, where the purpose of the research is the 

reason to why the study is conducted in the first place; the process of the research is the way 

in which the researcher intend to collect and analyse data; the logic of the research is the 

structure of the study; the outcome of the research is whether the researcher aims to solve a 

particular problem or rather wants to make a general contribution to the knowledge in a 

certain field.  

 

There can be many different purposes behind the performance of an empirical study, but the 

one feature all empirical research has in common is to acquire knowledge (Jacobsen, 2002, 

Ch.1). The method of acquiring this knowledge can be done in several ways, where Jacobsen 

(2002, Ch.1) states that the two main types of research methods are the descriptive and the 

explanatory ones. “Descriptive research is conducted to describe phenomena as they exist” 

(Collis & Hussey, 2009, p.5). Through this approach the researcher seeks to study and 

examine a subject thoroughly in order to gain a better understanding of the reality of this 

phenomenon (Jacobsen, 2002, Ch.1). Mattsson and Örtenblad (2008, Ch.3) explain the 

descriptive approach as a way to map out a subject, not only allowing the researcher to 

comprehensively describe it but also enabling explanations of how different subjects are 

connected. The explanatory approach, on the other hand, seeks to understand and explain why 

a phenomenon occurs, and through this method the researcher tries to find correlations 

between variables (Jacobsen, 2002, Ch.1; Mattson & Örtenblad, 2008, Ch.3). Collis and 

Hussey (2009) explain this approach as a continuation of the descriptive research, in which 

the researcher goes “beyond merely describing the characteristics, to analyzing and explaining 

why or how the phenomenon being studied is happening” (p.6). Based on the purpose of this 

thesis a descriptive approach is most suitable, since we want to study and describe what the 

Swedish Generation Y responds to in terms of cause-related marketing. Our purpose is not to 

determine a cause- and affect relationship or to explain why the phenomenon occurs, thus we 

have decided to exclude the explanatory research approach. 
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According to Patel and Davidson (2011) there are three different ways to collect data; 

deduction, induction and abduction. In the deductive approach the scholar conducts the 

research by using existing theory and creating hypothesis about the reality with the support of 

this theory. The hypothesis is then tested by collecting empirical data in order to compare and 

see whether the expectations match the reality (Jacobsen, 2002, Ch.2). Collis and Hussey 

(2009) explain the deductive approach as a method of moving from the general to the more 

particular. This method is criticized by Jacobsen (2002, Ch.2) as well as Patel and Davidson 

(2011) due to the fact that the researcher in many cases only searches for information most 

relevant to the study and that emphasizes with the hypothesis and expectations, meaning that 

new and important information may be foregone. In contrast, by using the inductive approach 

the researcher develops theory from the observation of the empirical reality (Collis & Hussey, 

2009), and Lee and Lings (2008) describes it as the “process of moving from the specific 

observations to a more general theory” (p.7). Jacobsen (2002, Ch.2) claims that the inductive 

approach is better in terms of not limiting the data collection in comparison with the deductive 

research method, since the goal with the inductive approach is to go out into the reality with 

an open mind, or as open as possible, and in this way not control the selection and collection 

of the information gathered. The third approach, abduction, is explained by Patel and 

Davidson (2011) as a combination of the two previously described methods.  

 

Due to the authors’ insufficient previous knowledge in the field of cause-related marketing 

and surrounding theories, the deductive research approach was chosen. With the aim of 

performing the best study possible, the subject of interest needed to be studied in depth 

beforehand, making the deductive research method the most suitable. However, we are aware 

that the choice of method may affect the final results as the collection of empirical data was 

done after having studied many theories and thus affecting the formulation of the empirical 

study, but for the purpose of the thesis this research alternative seemed to be the most 

appropriate.  

 

3.2 Method approach 

According to Jacobsen (2002, Ch.2) there are two methodical approaches in which empirical 

data can be collected, which are the qualitative and quantitative approaches. Saunders, Lewis 

and Thornhill (2009, Ch.5) proclaim that the qualitative and quantitative terms are used to 

“differentiate both data collection techniques and data analysis procedures” (p.151). As with 

most things, there are advantages and disadvantages linked to both approaches, and the result 

of a study will be affected by the choice of method approach (Saunders et al., 2009, Ch.5), 

which is why the decision of which approach to use has to be considered carefully.    

 

Saunders et al. (2009) explain the qualitative approach “as a synonym for any data collection 

technique […] or data analysis procedure […] that generates or uses non-numerical data” 

(p.151). The approach is described as an open method, in which the researcher tries not to 

direct the information collected (Jacobsen, 2002, Ch.6). There are several benefits to this 

method, where Jacobsen (2002, Ch.2) states that the qualitative approach offers flexibility 

since the researcher can adapt the data collection to the reality in which the study is conducted 

– the categorization of data is made after the collection of it. Moreover, the degree of 

closeness to the person observed or interviewed as well as the openness in the information 

collection process gives the researcher information that is highly relevant (ibid.). 

Disadvantages with the qualitative approach include that it is time consuming, since in-depth 

interviews often require a lot of time (ibid.).        
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The quantitative approach, on the other hand, is an approach in which there is a categorization 

before the data is collected, since this approach demands variables and values that can be 

given a number (Jacobsen, 2002, Ch.6). Thus, the main difference between the quantitative 

and the qualitative approaches is whether the data collection is structured beforehand or more 

open. Saunders et al. (2009) describe the quantitative term “as a synonym for any data 

collection technique […] or data analysis procedure […] that generates or uses numerical 

data” (p.151). One of the disadvantages with this method is that the researcher defines the 

questions and decides what is relevant to the study beforehand, which limits the research to 

these particular areas (Jacobsen, 2002, Ch.6). However, this standardization simplifies the 

collection and handling of the information as well as enabling the researcher to reach many 

respondents in a short period of time (ibid.). As a result of this the quantitative approach 

provides high levels of validity due to its extensive reach with many respondents (ibid.).      

 

3.2.1 Quantitative approach 

Considering the research question and the purpose of this thesis the quantitative approach was 

chosen. The aim was to study the preferences and attitudes of the Swedish Generation Y in 

terms of cause-related marketing as well as looking at what they respond to in regards to this 

kind of marketing, with particular focus on causes and type of support. The quantitative 

approach offers the possibility to generalize from a sample to the population as a whole with a 

high degree of validity, says Jacobsen (2002, Ch.6). The goal of this thesis was to obtain a 

good overview of the phenomenon of cause-related marketing among the individuals 

belonging to the Swedish Generation Y, and to allow generalization of the findings, making 

the quantitative approach most suitable.  

 

Jacobsen (2002, Ch.6) claims that the quantitative approach is most suitable when the 

researcher has some previous knowledge in the chosen subject of study. As a result of the 

choice of the deductive research method, in which theories are studied before collecting data, 

the quantitative approach was viewed as the best choice for this thesis.    

      

3.3 Method of collecting empirical data  

3.3.1 Primary Data 

“Data […] can be described as primary or secondary based upon its source” (Hair, Babin, 

Money & Samouel, 2003, p.72). Primary data refer to data collected at source, meaning that 

the researcher collects the information from the original source for the first time (Collis & 

Hussey, 2009, Ch.6; Jacobsen, 2002, Ch.6). The primary data collection process is specially 

designed to answer a certain question or purpose, and the researcher is involved in all aspects 

of the process of turning data into knowledge (Jacobsen, 2002, Ch.6; Hair et al., 2003, Ch.2). 

The process of collecting primary data is often time consuming and can be challenging, but 

then there is the advantage of obtaining current data relevant to a specific research question 

(Wilson, 2010, Ch.6).    

 

The various methods to collect primary data include interviews, questionnaires, experiment 

and observation, all which can be performed in several ways and all which have their different 

benefits and drawbacks (Wilson, 2010, Ch.6). For this study a self-administered questionnaire 

was chosen as the method of collecting primary data. According to Saunders et al. (2009, 

Ch.11) this type of questionnaire can be done in three ways, which are via Internet or intranet, 

by post, or by personal delivery and collection. The choice of questionnaire should be based 

on several aspects of the research question and purpose (ibid.), and in our case the most 
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Researcher is clear 
about the data 

required and designs 
a question 

Respondent decodes 
the question in the 
way the researcher 

intended 

Respondent answers 
the question 

Researcher decodes 
the answer in the 

way the respondent 
intended 

suitable option was to conduct a self-administered version online. Looking at the 

characteristics of the chosen target group, where Generation Y uses the Internet on an 

extensive basis (Kumar & Lim, 2008), we found an online questionnaire to be an appropriate 

way of collecting data. Furthermore, we chose the quantitative approach in order to 

standardize the data collection process, which can be done by the predetermined questions in 

a questionnaire (Saunders et al., 2009, Ch.11).    

 

The choice of conducting a questionnaire forces the researcher to precisely define and decide 

on the questions before the data collection (Saunders et al., 2009, Ch.11). A drawback of 

using a questionnaire is that the researcher only has one chance to collect the data, as it may 

be difficult to return for additional collection of information (ibid.). As a result of this, it is of 

high importance to plan exactly what kind of data to collect.   

 

The online questionnaire was designed and carried out on the Internet page Enalyzer, 

www.enalyzer.se. This made the process of collecting data easier for the researchers and the 

respondents, as the data collection process can be both expensive and time-consuming  

according to Saunders et al. (2009, Ch.11). By using Enalyzer, the researchers could distribute 

the questionnaire to a large sample, thus reaching many to a low cost. The data from the 

answers to the questions was collected and downloaded from Enalyzer on the day of closure 

of the questionnaire.  

 

3.3.1.1 Questionnaire design and testing 

“The internal validity reliability of the data you collect and the response rate you achieve 

depend, to a large extent, on the design of your questions, the structure of your questionnaire, 

and the rigour of your pilot testing” (Saunders et al., 2009, p.371).  

 

 

 

 

 

 

 

 

 

   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Model 2: The stages that must occur for a question to be valid and reliable based on Saunders 

et al. (2009, p.372). 
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In the design and construction process of the online questionnaire (Appendix) several 

considerations had to be made, as a survey always has to be well-designed. “…design is 

probably most important for questionnaire surveys where the subject fills in the questionnaire 

themselves, as the researcher doesn’t have a chance to correct any errors or help the 

respondent at all” (Lee & Lings, 2008, p.279). As the respondents were to fill out the 

questionnaire without the help of the researchers, an informative covering letter was created 

in order to explain the purpose of the questionnaire as well as terms and words that could be 

unclear. Moreover, it was explained why the respondents’ participation was important. 

 

“When constructing your questionnaire it is a good idea to spend time considering the order 

and flow of your questions” (Saunders et al., 2009, p.387). A lot of time was spent on 

planning the structure and order of the questions, this in order to create a questionnaire logical 

to the respondents with distinct and obvious sections. The layout of the questionnaire was 

made as clear as possible in order to limit misunderstandings and by using short introduction 

texts, each new section and its contents was explained. The first section of the questionnaire 

was designed to contain easier questions, making the respondent “warm up”, which according 

to both Jacobsen (2002, Ch.11) and Saunders et al. (2009) is better than starting with more 

complex questions, as safer and easier questions make the respondent feel more comfortable. 

The questions regarding opinions and more sensitive information were put towards the middle 

and end of the questionnaire.     

 

According to Lee and Lings (2008) the wording of the questions is an important aspect of the 

design of the questionnaire, since this will influence the results. Questions should be 

formulated in a simple way avoiding difficult language, and they have to be completely clear 

in order to avoid accidental ambiguity (ibid.). In order to avoid misunderstandings and 

uncertainty, the questions were formulated in a simple way and without the use of difficult or 

ambiguous language, thus not implying that a certain answer was correct. Furthermore, the 

questionnaire was made anonymous, since this, according to Jacobsen (2002, Ch.12) increases 

the response rate as a lot of people would hesitate to respond if a connection can be made 

between them and their answers (not anonymous).  

 

Close-ended questions were used in the questionnaire, which means that the respondent 

chooses from a number of alternative answers (Saunders et al., 2009, Ch.11). These type of 

questions are usually quicker to answer, hence increasing the response rate say Saunders et al. 

(2009, Ch.11), and in addition to this, the answers are easier to compare as they are 

predetermined. Lee and Lings (2008) state that the researcher has to make sure that the 

“choices are mutually exclusive and exhaustive” when formulating closed questions (p.281). 

Another aspect to keep in mind is how many alternatives to give the respondent; the more 

alternatives the harder for the respondent to answer the question (ibid.). To keep the number 

of answering alternatives down we decided to group similar causes into the same category, 

e.g., Diseases was a group category under the question Which cause within health and well-

being would you prefer to support?, in which diseases such as AIDS, breast cancer and 

diabetes were put. This was done instead of putting each disease as an alternative and creating 

a long list of options to choose from. “…the length of the questionnaire is probably the most 

important factor in influencing how many people are going to respond to your questionnaire” 

(Lee & Lings, 2008, p.279). Trying to keep the length of the questionnaire down was one of 

the greatest challenges, as there were many variables that we sought out to measure. The 

questionnaire consisted of 28 questions, of which many contained several statements to 

answer and in total, the questionnaire took about ten minutes to complete. Keeping this in 

mind, we are aware of the fact that the response rate probably was affected negatively by the 
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length of the questionnaire, decreasing the possible number of respondents. With a shorter 

questionnaire the response rate could have been increased, thus giving us a larger number of 

respondents and increasing the generalizability. On the other hand, we would not have 

collected as much information on the subject if we had shortened the questionnaire.  

 

The type of questions used in the questionnaire were category questions, ranking questions 

and rating questions, where some were in the format of a matrix question with several 

statements to answer. A mix of the above mentioned type of questions was used in order to 

measure behaviour and attitudes, relative importance to the respondent, and opinions. The 

category questions were used for the majority of the questions, while the ranking questions 

were used to measure some of the variables for causes and social media. The category 

questions were designed in a way that restricted the respondents to only ticking one, two or 

three of the given options depending on the type of question. On the questions regarding 

which cause that the respondents would prefer to support, we allowed them to only pick one 

option. We are aware that this decision might give distorted answers and not reflect the reality 

as the respondents were forced to choose one of the given options even though they may want 

to support several of the causes, or none. However, by giving the option “Other” the 

respondents could choose to type what they would rather support, or that they could not 

decide between the different causes, or write that they did not want to support any of the 

causes. For some of the questions regarding opinions, in which we wished to measure 

intensity, a Likert scale with five levels with a range from Strongly Agree (1) to Strongly 

Disagree (5) was used. A neutral answering option was used in order not to force any of the 

respondents to take side.  

 

According to Lee and Lings (2008) it is of high importance to test the data collection 

instrument before actually using it for the research, this to ensure that the instrument measures 

what it is supposed to measure and to avoid having to throw away collected data because the 

instrument contains errors. This was done by first consulting the supervisor with the 

questionnaire, and then, by using a test version, testing the questionnaire on three individuals 

and asking for comments and opinions. During the second step, some minor details and 

adjustment were done based on the comments, and finally the test version was tested one 

more time by the researchers before launching the actual questionnaire online to the general 

public. 
 

3.3.2 Secondary data 

Ideally a researcher should use several types of data, including primary and secondary data, 

says Jacobsen (2002, Ch.6). Secondary data can be used in both quantitative and qualitative 

research, and it is information collected by someone else than the researcher (Saunders et al., 

2009, Ch.8; Jacobsen, 2002, Ch.6). When using secondary data it is important to bear in mind 

that the information often has been collected for a purpose different than the one the 

researcher is trying to answer (Saunders et al., 2009, Ch.8). According to Jacobsen (2002, 

Ch.6) it is therefore crucial to critically interpret the data for the actual purpose and make 

assessments of the credibility of the sources. The researcher needs to consider the current 

accuracy of the source, since “definitions may differ markedly or have been revised over 

time” (Saunders et al., 2009, p.271). This has been taken into consideration, and by cross 

checking the sources against each other as well as mainly using recently published scientific 

journals and books, we have tried to get around the risk of using inaccurate data.  
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The secondary data used for this thesis consist of scientific journals, books, websites and 

reports. Through the library at Halmstad University we have accessed several computer 

databases and search engines, including Emerald, ProQuest, ScienceDirect and Springer, 

where we have found most of the scientific articles used in this thesis. The main key words 

used when searching for articles were: cause-related marketing; cause related marketing; 

CRM; corporate social responsibility; CSR; consumer behaviour; Generation Y; marketing 

communication; social media. 
 

3.4 Selection 

3.4.1 Selection of population and respondents 

Jacobsen (2002, Ch.12) states that the theoretical population is all the people the researcher is 

interested in investigating. This is supported by Lee and Lings (2008); “The population is who 

you wish to generalize your results to” (p.269). The theoretical population of the Swedish 

Generation Y comprises of around 971,000 men and 919,000 women (in total 1,890,000) 

according to Statistiska Centralbyrån (2014). As a result of the chosen generation and its size, 

a limitation had to be made, while still keeping in mind during the ongoing process that the 

sample had to be as representative as possible for the theoretical population. According to 

Jacobsen (2002, Ch.12) there has to be more than 100 respondents in a survey, since a smaller 

sample will make it difficult to perform a sensible analysis. A sample between 400 and 600 

respondents is argued to be rule of thumb regarding the sample size according to Jacobsen 

(2002, Ch.12). The number of participants in the online questionnaire for this thesis was 215 

people, which is a lower number than the ideal one presented by Jacobsen (2002). As a result 

of the number of participants, we have been forced to be careful when making generalizations 

about the findings and as a reader of this thesis it is important to keep this in mind, since the 

results might not completely correspond to the reality in all matters.   

 

The respondents in the questionnaire were reached through different communication methods. 

The first resort was to create an event on Facebook inviting around 600 people to participate 

in the survey, which instantly generated answers. However, as a result of a too low number of 

participants after one and a half week since the launching of the questionnaire, we created a 

mass email which was sent to business and engineering students at Halmstad University. In 

addition to this, we reminded the people in the event a few times about filling out the 

questionnaire. Moreover, we sought out individuals on Facebook and contacted them through 

personal messages, asking them to participate. The response to this measure was good and 

resulted in a markedly higher number of respondents. According to Jacobsen (2002, Ch.12) 

another measure that can be used in order to get more participants is rewards. We used this 

method by stating that 1 SEK per respondent would be given to a charity/cause. If this had 

any effect is difficult to say, but since individuals belonging to Generation Y are the most 

socially conscious generation to date (Cone Inc., 2006) we decided to use this measure.  

 

“The probability sample is the ‘gold standard’ of quantitative sampling” (Lee & Lings, 2008, 

p.268). However, this way of sampling is often said to be more of an “ideal” method than a 

reality, and as a result of this it is more common for researchers to conduct non-probability 

sampling (ibid.). The most common type of non-probability sampling is convenience 

sampling, which is widely used even though the name might suggest it is a slothful method 

for sampling (ibid.). Convenience sampling was the sampling method used for the 

questionnaire in this thesis, since the respondents then could choose for themselves if to 

participate or not. According to Lee and Lings (2008) we, as researchers, “need to make the 
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Table 2: Definitions of important terms 

best efforts to generate samples which are able to test our theories” (p.271). Ideally, the 

number of participants would have been higher to be able to make generalizations from the 

results of the questionnaire to a greater extent, but considering the time frame and the vast 

amount of work put into the searching and targeting of respondents, this number is considered 

to be acceptable. We are aware that the individuals invited to participate in the survey might 

be similar in their opinions as some of them know each other, but on the other hand we 

believe that they still are able to give us data of interest, which is a criterion when using non-

probability sampling according to Lee and Lings (2008). However, looking at our collected 

data we keep in mind that there were no respondents born between the years 1977-1979 filling 

out the questionnaire. Moreover, we also recognise that most of the respondents were born 

between the years 1989-1992, which affects the result, its generalizability and external 

validity on the Swedish Generation Y as a whole.  

 

3.5 Definitions 

This thesis contains several terms that can be explained in various ways and in order to make 

the understanding of the contents of this thesis easier, definitions are presented below. When 

defining the terms we have looked at various recognized and established definitions and by 

breaking these down and analysing them, we have decided on how to formulate the 

definitions of the terms for this thesis.  

 

Term Definition 

Corporate social responsibility Voluntary strategy that companies use to 

integrate social and environmental efforts in 

their business operations in order to create 

and contribute to a more sustainable society. 

 

Cause-related marketing Cooperation between a company and a non-

profit organization or cause. The cooperation 

contains common marketing efforts of a 

product or a service in order to support a 

specific cause.  

  

Swedish Generation Y The Swedish individuals born between the 

years 1977-1994. 

   

 

 

3.6 Credibility 

3.6.1 Validity and reliability  

Irrespective of what kind of research method approach is used by a researcher, there are two 

requirements that the collected data must fulfil according to Jacobsen (2002, Ch.1). Firstly, 

the data must have validity, which “is concerned with the extent to which the research 

findings accurately represent what is happening in the situation; in other words, whether the 

data collected represents a true picture of what is being studied” (Collis & Hussey, 2009, 

p.204). This is referred to as internal validity. Moreover, validity concerns if the results from 

one certain area at a certain point in time can be valid in a context other than that one, which 

is referred to as external validity (Ejvegård, 2009). Secondly, the data must be reliable, which 
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according to Collis and Hussey (2009) is a question about the findings of the research. The 

findings are considered to have reliability if the study is done again and generates the same 

results (ibid.). 

 

Having mapped out the subject of corporate social responsibility and cause-related marketing, 

and using the applied theories presented in the Frame of references to construct the survey, 

we feel that our results measure what we intended to measure. As a result of this, we believe 

that the result is generalizable and can be applied to Generation Y in Sweden as a whole. 

However, as previously mentioned, we keep in mind that there were no respondents between 

the years 1977-1979 and that the results therefore may not be applicable on individuals born 

in these specific years, even though they belong to the, for this chosen thesis, definition of 

Generation Y. Furthermore, we are also aware of the fact that we had an uneven number of 

respondents in the different age groups, where the years 1989-1992 contained the most 

respondents, thus representing the majority. Due to this, the results are likely to be more 

applicable on individuals belonging to these age groups (1989-1992) than others within this 

generation.    

 

Regarding the reliability we are of the opinion that the same result would be reached if the 

study was performed again, but noting that this might depend on how many participating 

respondents there are in each year. Another aspect in regards to reliability is the parts where 

translations have been used; some books were in Swedish and the information from these had 

to be translated into English, meaning that translation errors is a risk. However, we kept this 

in mind while analysing and translating the theories in order to decrease the risk of this 

occurring.  

 

3.7 Criticism 

3.7.1 Criticism of sources 

While writing the analysis of the thesis we have been critical to the data that we collected 

through the questionnaire, since a survey always must be carried out in a way ensuring that 

the result is reliable (Jacobsen, 2002, Ch.1). As discussed in previous sections, we have been 

critical to the findings and looked at how different variables affect the result.  

 

Moreover, we have been critical to the theories used in the Frame of references. Several 

different types of references have been used, including scientific journals, books, reports and 

websites. The majority of the journals have been collected from the computer databases at 

Halmstad University, including ProQuest, Springer, Emerald and ScienceDirect. According 

to Jacobsen (2002, Ch.8) all different types of sources should be interpreted with care and a 

researcher should never trust only one source without comparing it to other sources. With this 

in mind we have read and studied information and data produced by different researchers and 

authors, and compared it thoroughly, specifically regarding the definitions presented in 3.5. 

Moreover, we have tried to use scientific articles to the greatest possible extent, and also 

recently published ones, since the data in journals have been audited before the publications 

come out. Some of the sources used are older and we are aware of the fact that this might pose 

a threat to the accuracy of the data. However, the older sources used in the thesis describe the 

start and creation of cause-related marketing as a term/concept (e.g., Varadarajan and Menon, 

1988), which many of the newer sources also refer to. Hence, we do not view this as a 

drawback for the thesis.  
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3.7.2 Criticism of methodology 

Throughout the methodology chapter we have discussed the weaknesses of the choices we 

have made regarding method approach, questionnaire design, and the selection of 

respondents. In this section some other aspects of our methodology will be discussed. 

  

The choice to conduct a quantitative study can be discussed, as this decision has had an effect 

on the result of the thesis. By choosing this approach, the distance between the researcher and 

the respondents is rather big, which might lead to misunderstanding of the studied phenomena 

(Jacobsen, 2002, Ch.6). In order to avoid misunderstandings our aim was to explain terms and 

statements in the questionnaire that might be unclear to the respondents, hence, decreasing the 

risk of misunderstandings. Moreover, we could have chosen to perform a qualitative study 

and it can be discussed if the rewards would have been greater by using that approach. In the 

case of going with a qualitative approach we would have gotten a deeper knowledge in the 

subject, but we would not have been able to make generalizations to the same extent as we 

could do with the quantitative approach. Since we wanted to study a whole generation and get 

a wider picture, the latter choice suited this thesis the best. 

 

Socially responsible bias is another aspect that we had to consider when interpreting and 

analysing the data. The questions and statements in the questionnaire are hypothetical, which 

means that the actual attitude and behaviour might not correspond to the answers, this due to 

the fact that the respondents might have answered in a certain way in order to appear more 

socially conscious. However, we believe that the results of the collected data are reliable, as 

the participation in the questionnaire was voluntary and in addition to this the answers were 

anonymous, which according to Jacobsen (2002, Ch.12) increases the authenticity and 

accuracy of the given answers.  
 

Furthermore, we regret putting some of the statements in the questionnaire, since there were a 

few of them presenting almost the same statements or asking almost the same questions. 

Removing some might have affected the response rate as the questionnaire would have been 

shorter and therefore might have increased the number of respondents. However, we feel that 

the removal of these statements and questions would have had a too little impact on the results 

of the questionnaire to be a crucial aspect to consider. Another aspect of the questionnaire that 

we would have preferred to do different is the examples in some of the answering alternatives, 

as there were some that might have affected the responses in a certain direction. One example 

of this is “Specified, designated cause-product” in which the example following was the Pink 

Ribbon; this might have made the female response rate higher, while the men might have 

chosen a different alternative considering this example. We wished that we had thought of 

putting a neutral example or an example speaking to both women and men instead. 

Furthermore, we regret not making the answering alternatives randomized, thus altering the 

order in which they were presented to each respondent. Not doing this might have affected the 

outcome of the questionnaire to some extent, as some of the respondents might have clicked 

the first option without reading further.         
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4. Empirical framework 

This section will present the empirical data collected from the online questionnaire. The 

presentation consists of a general overview of the outcome of the survey, followed by data on 

CSR, CRM and finally social media. The section is concluded with a table of mean value and 

confidence interval for certain questions in the questionnaire. The full report from the survey 

is found in the appendix. 

 

4.1 Respondent overview 

In total, 215 people have completed the online questionnaire. Out of the respondents, 119 

were females and 96 were males, equalling 55% and 45% of the total number of respondents. 

The majority were found in the years of 1989-1992, representing 66% of the respondents. The 

remaining age groups were evenly represented, with an exception of the years 1977-1979, 

where there were no respondents. 

 

4.2 Corporate social responsibility 

The majority of the respondents are of the opinion that companies have a responsibility to 

perform CSR, with 34% responding Strongly agree and 47% Agree to the statement I think 

companies have a responsibility to perform CSR, thus representing 81% of the total number of 

respondents. On this statement only 4% ticked Disagree or Strongly disagree. Furthermore, 

the respondents tend to trust companies that perform CSR more than companies that do not, 

where the majority of the respondents (77%) stated that they had a higher degree of trust for 

companies performing CSR. 19% has chosen a neutral answer in this matter.   

 

On the statement I feel a personal responsibility for the well-being of the society 52% of the 

respondents chose the option Agree and 32% Strongly agree, hence representing 84% of the 

total number of respondents. Altering the statement to concern the environment instead of the 

society resulted in some slightly different numbers, with an increased number ticking the 

option Strongly agree (44%). In total, 90% agrees on that they feel a personal responsibility 

for the environment.  

 

Most of the respondents (80%) strongly agrees or agrees on the statement I think that CSR 

contributes to improving and enhancing the image of a company/brand. Moreover, 78% of 

the respondents strongly agree on that it is important for companies to be open and inform 

about their products, e.g., production. Only 1% strongly disagrees or disagrees on this second 

matter.  

 

67% of the participants ticked the option Strongly agree on the statement I consider myself to 

have become more aware of companies’ influence on the environment and the society over the 

last 10 years. Furthermore, 74% consider themselves to be conscious consumers, where the 

majority has chosen Agree (54%). Out of the answers on these two statements, none of the 

respondents said that they strongly disagreed. However, 10% chose the answering alternative 

Disagree, stating that they do not consider themselves to be conscious consumers.   
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4.3.1 Type of cause  

 

 

Within causes related to health and well-being, “Diseases” such as AIDS, breast cancer and 

diabetes was the cause that the majority of the respondents (82%) would prefer to support. 

The other answering options within health and well-being received little attention with the 

remaining 18% spread over the four other options. 

Chart 1: Respondents’ consciousness of CRM 

Chart 2: Respondents’ preferences when classifying causes 



29 

 

The environmental causes had eight answering options and there were two options standing 

out from the others, these were “Water” (34%) and “Global warming” (21%). The remaining 

percentage was equally spread over the rest of the environmental cause categories. Within 

causes related to animals, “Animal rights and well-being” was the option with the highest 

answer frequency (61%). Among the remaining four options “Animal preservation” received 

32% of the respondents’ votes. 

 

Among the educational causes most of the respondents (48%) would prefer to support 

“Education for children around the world”, while “Education for children in Sweden” 

received only 11% of the responses. 30% of the respondents said that they would choose to 

support “Educational quality”.  

 

When it comes to supporting disasters, the option “Nature disasters” was chosen by 82% of 

the respondents. Disasters directly or indirectly created by mankind, “Manmade disasters”, 

got the remaining 18% of the responses.  

 

Regarding causes within employment and economic development 42% of the respondents 

selected “Working conditions”, followed by “Job creation” with 36%. The option receiving 

the least responses was “Infrastructure” with 7%. 

  

Within the causes related to social matters, “Human rights” was the answering option that 

39% of the respondents chose. This was followed by “Hunger” (29%) and “Poverty” (20%). 

“Crisis centres” was the option that was selected by fewest participants, with only 1% of the 

total number of respondents choosing this cause.  

 

Out of the cause options within the area of art, culture and humanities, “Preservation of 

historic landmarks” was the option most frequently ticked with 57%. The gap between this 

option and remaining options was large, with the closest cause being “Support for art- and 

culture practices” with 19%.  

 

4.3.2 Type of support 

 

Type of CRM-campaign 

 

Response percentage (number of unique 

times the option was selected by respondents) 

Specific, designated cause product 

 
51% (110) 

Purchase plus 

 
55% (119) 

Specified SEK amount for each product sold 
 

48% (103) 

Specified SEK amount for every 

registration/application or account opened 

 

7% (15) 

A percentage of the sales of a product or 

transaction 

 

40% (87) 

The company matches consumer contributions 

 
27% (57) 

Donate a certain amount by texting to a specific 
phone number 

26% (56) 

 
Table 3: The types of CRM-campaigns that the respondents would prefer to support 
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Table 3 presents how the respondents answered on the question What type of CRM-campaign 

would you prefer to support? The participants were allowed to choose up to three alternatives, 

but it was also possible to choose fewer. As a result of this, the percentage showed in Table 3 

does not equal 100%, due to the fact that the numbers have been calculated based on the total 

number of participants in the survey, which were 215 people. E.g., the percentage for 

“Specified, designated cause product” was calculated by dividing 110/215 ~ 51%.   

 

On the question Have you bought a CRM-product or supported a CRM-campaign? 83% of 

the respondents answered “Yes, several times” (47%) or “Yes, a few times” (36%). Of the 

responses, 13% felt unsure about having bought a CRM-product or supported a CRM-

campaign, and ticked the answer “I don’t know”.    

 
 

Pricing of CRM-products 

 

Response percentage (number of times 

the option was selected by respondents) 

Specified amount of the price for the specific 

product, e.g., T-shirt for 99 SEK, where 

information shows that 10 SEK will be donated to 

a cause 

 

 

72% (154) 

A percentage of the price for the specific product, 

e.g., T-shirt for 99 SEK, where information shows 

that 10% will be donated to a cause 

 

28% (61) 

 

 

4.3.2.1 Attitudinal questions regarding pricing and results of CRM-campaigns 

On the statement I think that companies can improve on showing how the donations make a 

difference 57% of the respondents strongly agrees, while 33% ticked the option Agree, which 

makes a total of 90% stating that this can be improved. Of the attitudinal questions regarding 

pricing and results of CRM-campaigns, this was the only statement not receiving any 

responses on the answering options Disagree and Strongly disagree. Moreover, on the 

statement I think it is important that I, as a consumer, receive information about where the 

money goes to when purchasing CRM-products the majority of the respondents (77%) 

answered that they strongly agree.  

 

18% of the respondents states that they do not trust that companies use the donations/money 

to the right purpose, the purpose on which the CRM-campaign is founded. 13% has full 

confidence in companies while 44% states that they trust companies only to a certain level in 

this matter. On the statement I think that my purchase of a CRM-product/contribution to a 

CRM-campaign makes a difference 72% of the respondents considered this statement to be 

correct, hence ticking the options Strongly agree (21%) or Agree (51%). 20% chose a neutral 

stand on this statement.  

 

Out of the respondents, 82% would switch or be likely to switch from one brand to another in 

favour of a brand performing CRM-efforts as long as the price and quality are the same. 

Furthermore, only 2% state that they would not switch brand in this case scenario. Slightly 

altering this statement to containing a higher price on the product of the CRM-performing 

brand, gave a different outcome. This resulted in only 10% of the respondents ticking the 

option Strongly agree and thus agreeing on switching brand, compared to the previous 

Table 4: The type of pricing on CRM-products that the respondents would prefer to support 
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statement which had 45% choosing this answering option. 27% of the respondents were 

neutral in the second statement (I would switch from one brand to another in favour of a 

brand performing CRM-efforts even if the price of the product is higher). 

 

4.3.3 Length and geographic scope of CRM-campaigns 

 

Length of CRM-campaign Response percentage (number of times the 

option was selected by respondents) 

Specific time frame  

 

21% (46) 

Long-term cooperation/support 

 

79% (169) 

 
 

4.3.3.1 Attitudinal questions regarding length and geographic scope of CRM-campaigns 

On the statement I would prefer to support a disaster ahead of an on-going cause campaign 

(e.g., the tsunami in Asia in 2004 or Kellogg’s Special K campaign for breast cancer) 26% of 

the respondents were neutral to what they would prefer to support. 44% ticked the option 

Agree on this statement, while 18% chose Strongly agree, leaving the remaining percentage 

(12%) in favour of supporting an on-going cause campaign.   

 

83% of the respondents would support or purchase CRM-products more frequently if the 

information about the CRM-initiatives and their contribution was more distinct, where 30% 

strongly supports and 53% somewhat supports this. Moreover, 76% strongly agrees (43%) or 

agrees (33%) with the statement I think it is important for companies to inform about the 

length of CRM-campaigns. 19% chose the neutral answering option. 

 

Looking at the geographic scope of the cause, the respondents tend to not take side on if they 

would prefer to support a local, national or international cause. The statements I would prefer 

to support a local cause ahead of a national cause and I would prefer to support a national 

cause ahead of an international cause, the neutral answering option received 39% and 42%. 

Additionally, the respondents consider it to be important to support causes beyond the 

Swedish national borders, e.g., hunger in the third world, where 81% ticked the options 

Strongly agree (46%) or Agree (35%).  

 

4.3.4 Attitudinal questions regarding CRM 

The majority of the respondents (91%) consider it to be important for companies to be 

involved in and perform CRM-campaigns, and 71% would prefer to purchase products or 

services from companies performing CRM-initiatives ahead of companies that do not. None 

of the respondents has ticked the option Strongly disagree on the first matter. The statement I 

would pay more attention to a company showing a commitment to the society and the 

environment through CRM-initiatives compared to a company that doesn’t had 79% positive 

responses, with the option Strongly agree receiving 38% and Agree receiving 41% of the 

respondents answers.     

 

On the statement CRM-initiatives affect my buying behaviour 11% strongly agrees and 35% 

agrees, while 38% is neutral in this matter. However, 77% of the respondents would consider 

switching brand and 82% would consider trying a new brand as a result of a CRM-initiative. 

Table 5: Respondents’ preferred length of CRM-campaigns 
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83% of the respondents would prefer to support a cause with a personal connection ahead of 

other causes (e.g., someone in the family has had/has cancer), where 51% ticked the option 

Strongly agree. On the statement I would prefer having the opportunity to choose which cause 

to support when purchasing CRM-products 20% chose a neutral answer, while 73% agreed or 

strongly agreed on preferring to choose for themselves. Moreover, the respondents consider it 

to be important that Swedish companies support big causes around the world, with 83% 

agreeing or strongly agreeing in this matter.  

 

Regarding the statement A company’s commitment to a cause positively affects my image of 

the company 83% of the respondents agreed (46%) or strongly agreed (37%). A company’s 

choice of a cause to support proved to be a somewhat important influence for the respondents 

when deciding to purchase a CRM-product or not, where 43% of the respondents considered 

it to be a rather determinant factor. Moreover, on the statement When I am purchasing a 

CRM-product, it is more important that the cause suits the company’s image/brand than my 

cause preferences 32% stated that they were indifferent in this matter. 

 

4.4 Marketing communications channels 

    

Marketing channel Response percentage (number of times the 

option was selected by respondents) 

In the store 

 

66% (142) 

Social media 

 

46% (99) 

Company sponsored events 

 

14% (30) 

Through the mail 

 

3% (7) 

Company website 

 

28% (60) 

Cell phone 

 

6% (12) 

On the product 

 

62% (133) 

Media (e.g., interview in magazine) 

 

13% (27) 

Advertisements (e.g., online, TV) 

 

34% (74) 

 

 

 

 

Table 6 presents how the respondents answered on the question What communication channel 

would you prefer in terms of receiving information about CRM-initiatives? The participants 

were allowed to choose up to three alternatives, but it was also possible to choose fewer. As a 

result of this, the percentage showed in Table 6 does not equal 100%, due to the fact that the 

numbers have been calculated based on the total number of participants in the survey, which 

were 215 people. E.g., the percentage for “In the store” was calculated by dividing 142/215 ~ 

66%.   

Table 6: Respondents’ preferred marketing channels in terms of receiving 

information about CRM-initiatives 
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On which social media would you prefer to receive information about CRM-campaigns? 

On the question Do you use social media? 214 out of 215 people answered “Yes” while only 

one said “No”, giving a percentage of almost 100% stating that they use social media. The 

majority (92%) of the people state that they are using social media several times a day. 5% of 

the respondents state that they use social media once a day and 2% several times a week. The 

remaining 1% use social media once a week, seldom or never.  

 

 

The numbers in Chart 3 are based on a question with an order of precedence between 1-3, 

where the respondents had to fill out what social media they most frequently use. 1 represents 

the social media most frequently used, 2 the second most frequently used and 3 the third most 

frequently used social media. The percentage has been calculated by dividing the specific 

number of people choosing either 1, 2 or 3 on one option of social media with the total 

number of people choosing that option, e.g., Facebook, which was chosen by in total 212 

people of which 153 chose it as their number one social media giving the number 153/212 ~ 

72,2%. 

 

 

Chart 3: Social media use 

Chart 4: Respondents’ preferred social media  
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On the question in Chart 4 the respondents were allowed to choose a maximum of two 

options. The question had 342 answers, meaning that there were 88 people choosing to 

answer with only one option.  
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4.5 Mean value and confidence interval 

Mean value of all variables n Average SD Confidence Interval* 

I think companies have a responsibility to 

perform CSR 

215 1,92 0,88 1,80-2,04 

I have more trust in companies performing CSR 

than companies that don’t 

215 1,93 0,88 1,81-2,05 

I feel a personal responsibility for the well-

being of the society 

215 1,95 0,91 1,83-2,07 

I feel a personal responsibility for the well-
being of the environment 

215 1,70 0,75 1,60-1,80 

I consider it to be important for companies to be 
open and inform about their products 

215 1,30 0,64 1,21-1,39 

I consider myself to have become more aware 
of companies’ influence on the environment and 

the society over the last 10 years 

215 1,44 0,72 1,34-1,54 

I consider myself to be a conscious consumer 215 2,14 0,86 2,03-2,25 

I think that CSR contributes to improving and 
enhancing the image of a company/brand 

215 1,79 0,83 1,68-1,90 

Health and well-being 215 1,86 1,24 1,69-2,03 

Environment 215 2,00 1,17 1,84-2,16 

Animals 215 2,17 1,17 2,01-2,33 

Education 215 1,95 1,22 1,79-2,11 

Disasters 215 2,14 1,19 1,98-2,30 

Employment and economic development 215 2,40 1,08 2,26-2,54 

Social matters 215 2,00 1,36 1,82-2,18 

Art, culture and humanities 215 3,16 1,13 3,01-3,31 

I think that companies can improve on showing 
how the donations make a difference 

215 1,54 0,69 1,45-1,63 

I think it is important that I, as a consumer, 
receive information about where the money 

goes to when purchasing CRM-products 

215 1,29 0,59 1,21-1,37 

I trust that companies use the donations/money 
for the purpose of the CRM-campaign 

215 2,60 1,09 2,45-2,75 

I think that my purchase of a CRM-
product/contribution to a CRM-campaign makes 

a difference 

215 2,16 0,88 2,04-2,28 

I would switch from one brand to another in 215 1,80 0,92 1,68-1,92 
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favour of a brand performing CRM-efforts as 

long as the price and quality is the same 

I would switch from one brand to another in 
favour of a brand performing CRM-efforts even 

if the price of the product is higher 

215 2,52 0,96 2,39-2,65 

I would prefer to support a disaster ahead of an 
on-going cause campaign  

215 2,33 0,95 2,20-2,46 

I would support or purchase CRM-products 
more frequently if the information about the 

CRM-initiatives and their contribution was 
more distinct 

215 1,92 0,81 1,81-2,03 

I would prefer to support a local cause ahead of 
a national cause 

215 2,74 1,05 2,60-2,88 

I would prefer to support a national cause ahead 

of an international cause 

215 2,87 0,94 2,74-3,00 

I consider it to be important to support causes 

beyond the Swedish national borders 

215 1,81 0,95 1,68-1,94 

I think it is important for companies to inform 

about the length of CRM-campaigns 

215 1,86 0,92 1,74-1,98 

I consider it to be important for companies to be 

involved in and perform CRM-campaigns 

215 1,58 0,70 1,49-1,67 

I would consider switching brand as a result of a 

CRM-initiative 

215 2,04 0,86 1,93-2,15 

I prefer to purchase products or services from 
companies that perform CRM-initiatives ahead 

of companies that don’t  

215 2,11 0,91 1,99-2,23 

I would consider trying a new brand as a result 

of a CRM-initiative 

215 1,85 0,92 1,73-1,97 

CRM-initiatives affect my buying behaviour 215 2,65 1,00 2,52-2,78 

I would prefer to support a cause with a 
personal connection ahead of other causes 

215 1,74 0,93 1,62-1,86 

I would pay more attention to a company 
showing a commitment to the society and the 

environment through CRM-initiatives compared 

to a company that doesn’t 

215 1,87 0,85 1,76-1,98 

I would prefer having the opportunity to choose 

which cause to support when purchasing CRM-
products 

215 2,07 0,87 1,95-2,19 

I consider it to be important that Swedish 
companies support big causes around the world 

215 1,80 0,87 1,68-1,92 

When I am purchasing a CRM-product, it is 215 2,84 1,10 2,69-2,99 
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more important that the cause suits the 

company’s image/brand than my cause 

preferences 

A company’s choice of cause is a determining 

factor to if I decide to purchase a CRM-product 

or not 

215 2,51 0,99 2,38-2,64 

A company’s commitment to a cause positively 

affects my image of the company 

215 1,84 0,80 1,73-1,95 

Facebook 212 1,32 0,54 1,25-1,39 

Twitter 45 2,64 0,61 2,46-2,82 

Instagram 166 1,90 0,69 1,80-2,00 

YouTube 148 2,47 0,61 2,37-2,57 

Pinterest 16 2,81 0,40 2,61-3,01 

LinkedIn 29 2,93 0,26 2,84-3,02 

(*) The confidence interval is calculated with normal distribution using a 95% confidence 

level. The significance level is therefore 5%.     

Table 7: Mean value and confidence interval 
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5. Analysis 

In this section the theoretical findings and the collected empirical data will be compared and 

put into relation, this in order to analyse similarities and differences. The analysis will create 

a base for the answering of the research question of this thesis.  

 

5.1 Corporate social responsibility 

Huber et al. (2011) state that there is an increased need to integrate corporate social 

responsibility in business activities as a result of consumers becoming more and more socially 

conscious. Out of the respondents, 34% strongly agreed and 47% agreed to some extent that 

companies should perform CSR. Looking at the female respondents, 39% strongly agreed and 

46% agreed to some extent, while the men had 28% and 49% on the same answering 

alternatives. Overall, the numbers indicate that the majority of Swedish Generation Y thinks 

that companies have a responsibility to perform CSR and by examining the average and 

confidence interval of this specific statement in Table 7 this assumption is supported to 95% 

certainty. This can be explained by the fact that 67% claim to have become more aware of 

companies’ influence on the environment and the society over the last ten years, hence 

wanting to see CSR-efforts from companies in order to create a more sustainable society. This 

is supported by Deng (2012) and Carrington et al. (2010), both stating that consumers 

nowadays tend to consider ethical factors when choosing companies to purchase from. 

Moreover, by looking at the average of 2,14, closely corresponding to 2 (Agree), on the 

statement I consider myself to be a conscious consumer in Table 7, this shows that consumers 

are aware and care about their own consumption and therefore demand consciousness from 

companies as well. This is supported by Anuar et al. (2013) stating that consumers are more 

concerned with social and environmental issues nowadays, and therefore demand more 

socially responsible offerings and choices from companies. To additionally support this, the 

majority of the respondents feel a personal responsibility for the society and the environment. 

As Sheikh and Beise-Zee (2011) have argued, consumers are changing their consumption 

patterns as a result of the effects that companies’ actions have on the society and the 

environment. This argument could be explained by consumers feeling a personal 

responsibility towards the well-being of the society and the environment, thus changing their 

consumption pattern choosing more socially conscious companies. The average on the 

statement I feel a personal responsibility for the well-being of the environment is 1,70 in 

Table 7, which in the questionnaire closely responds to the answer Agree. In this matter, the 

female respondents tended to be slightly more concerned, feeling a greater responsibility than 

the men. A possible explanation to Swedish Generation Y’s positive feelings towards CSR 

might be that it is difficult to make a difference as a single consumer, but by choosing to 

purchase products from companies that are socially conscious, consumers can contribute to a 

more sustainable society in an easier way, thus taking their personal responsibility. These 

results implies that the need for companies to perform CSR is important and a matter that 

companies need to address in order to attract Swedish Generation Y.  

 

Both Matusikova (2011) as well as Winer and Dhar (2011) argue that consumers today are 

more aware of what companies do and do not do when it comes to their business operations, 

which means that companies have to be open and honest regarding information about their 

products, services and other aspects of the business in order to gain the trust of the consumers. 

It can be concluded from the results of the questionnaire that a clear majority considers it to 

be important for companies to be open and inform about their products (e.g. production), 

since 78% of the respondents strongly agree on this matter. The statistics from our collected 

data in Table 7 supports this, since the confidence interval between 1,21-1,39 with 95% 
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certainty proves that Swedish Generation Y consider it important for companies to openly 

share this kind of information. The female respondents strongly agreed (87%) on this matter, 

while the men had 67% strongly agreeing with this, showing that women belonging to the 

Swedish Generation Y have a stronger want for companies to inform about production and 

business operations. The strong overall interest in the matter can be a result of the many issues 

with child labour, unreasonable working conditions, and pollution to name a few, that have 

been brought to light in the last decade thanks to the many different kinds of communication 

channels existing today. With these discoveries and revealing facts consumers may find it 

more difficult to trust companies, an argument supported by Bolton et al. (2013) stating that 

Generation Y is a sceptical generation. Moreover,  Swedish Generation Y tend to trust 

companies performing CSR more than companies that do not, with 77% of the respondents in 

the survey strongly agreeing or agreeing to some extent in this matter. In order for consumers 

to trust companies the need for information is crucial, which is supported by the arguments 

above regarding the importance for companies to share information. In addition to this, as 

Swedish Generation Y has high demands on companies to perform CSR and to take social 

responsibility, the shared information need to contain what the consumers want to know. As a 

link to this, Huber et al. (2011) state that involvement in social issues has proved to have a 

positive impact on how consumers perceive a brand and its reputation. This is supported by 

our study, as 80% of the respondents are positive to the statement I think that CSR contributes 

to improving and enhancing the image of a company/brand.   

 

Since Swedish Generation Y proves to be conscious consumers caring for both the society 

and the environment, and since it is easy for them to find information, it is important for 

companies to care and show that they take their responsibility as well as sharing the 

information about their efforts. Connecting the results of the empirical data, we can see a 

pattern that women belonging to Swedish Generation Y are slightly more aware than the men 

in this generation, but that both genders want to know how companies contribute to a better 

and sustainable society. This implies that it is worth for companies to perform CSR, not only 

to build consumer trust but also to enhance the brand perception, thus enhancing both their 

business and the society.  
 

5.2 Cause-related marketing 

Rozensher (2013) states that cause-related marketing is a type of marketing that has gained in 

importance as well as being used more frequently by companies and non-profit organizations. 

Out of the respondents, 54% had not heard about CRM before filling out the questionnaire, 

which might be a result of the fact that the respondents do not know the actual term CRM but 

know and are familiar with the phenomenon when it is explained. By looking at the results of 

the survey, there is a high percentage of the respondents that want to support different causes, 

which shows that even though they are not familiar with the term of cause-related marketing 

they still have an interest in this matter.  

 

Anghel et al. (2011) explain that consumers nowadays are moving towards companies that 

show an engagement for the society, which is confirmed by the results of our survey showing 

that Swedish Generation Y prefers to purchase products or services from companies that 

perform CRM-initiatives ahead of companies that do not. The average of 2,11 in this matter (2 

being Agree), gives us reason to believe that Swedish Generation Y would rather choose to 

make a purchase from a company committed to CRM ahead of a company that does not 

commit, if given a choice to do so. This is also supported by the fact that 91% of the 

respondents consider it important for companies to be involved in and perform CRM-
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campaigns, showing that Swedish Generation Y thinks that companies have a responsibility to 

take action. Cone Inc. (2006) explains that Generation Y has grown up in a time in which 

several tragic world events have occurred, such as Hurricane Katrina and the tsunami in 

south-eastern Asia in 2004; this can be a reason to why the response in the matter of 

companies’ commitment towards causes received such high support among the respondents in 

our survey. Having grown up in a rather turbulent time with an increased number of natural 

disasters and many man-made disasters, such as 9/11, as well as always being connected to 

the Internet, thus staying informed, may have affected the level of social consciousness 

among Generation Y, which might be yet another reason to why so many of the respondents 

want for companies to get involved in and perform CRM-initiatives. This argument is 

supported by Cone Inc. (2006) stating that Generation Y has a feeling of responsibility when 

it comes to improving the world and contribute and show support for different issues. This 

indicates that companies should take action and get involved in CSR or CRM connected 

matters. Moreover, to further support the argument, Swedish Generation Y states that they 

would pay more attention to companies committed to the society and the environment in 

comparison with companies that do not show this kind of support. With a confidence interval 

between 1,76-1,98 this shows us that Swedish Generation Y to a 95% certainty would listen 

more to a company performing CRM-initiatives than one that does not, thus showing that it 

can be worthwhile for companies to commit to causes and initiate CRM-efforts.    

 

Mohr et al. (2001) argue that consumers are likely to base their purchase decisions on 

companies’ commitments to social and environmental issues, and they state that consumers 

are appreciative and rewarding towards companies committed to causes. The statement CRM-

initiatives affect my buying behaviour had an average of 2,65, closely corresponding to 3 

(neutral), which indicates that Swedish Generation Y is unsure if CRM-efforts have an effect 

on their buying behaviour. However, it can be argued that even though they state that they are 

unsure if CRM-initiatives affect their buying behaviour they still have a positive attitude 

towards this type of marketing, which indicates that companies should consider using this 

marketing method in attempts to reach Swedish Generation Y. The female respondents tend to 

be more affected by CRM-initiatives than the male respondents, with 54% strongly agreeing 

or agreeing in this matter compared to 36% of the men having the same opinion. 

 

Cone Inc. (2006) explains that 68% of the respondents in their study perceive companies’ 

involvement and commitment to a certain cause as an important factor when deciding what 

company to purchase from. The statistics of our survey showed that Swedish Generation Y 

tend to be neutral to a company’s choice of cause when deciding to purchase a CRM-product 

or not. This is confirmed by the data in Table 7 showing an average of 2,51 and a confidence 

interval between 2,38-2,64, which means that Swedish Generation Y does not tend to have 

specific cause preferences when supporting a CRM-initiative. Moreover, they tend to have a 

neutral stance in regards to the statement When I’m purchasing a CRM-product, it is more 

important that the cause suits the company’s image/brand than my cause preferences, which 

had an average of 2,84, closely corresponding to 3 (neutral). This indicates that the fit of the 

cause for the company or the personal cause preferences does not make a difference to 

Swedish Generation Y. However, the majority of the respondents (73%) would like to have 

the opportunity to choose which cause to support when purchasing a CRM-product or 

supporting a CRM-campaign. This shows that Swedish Generation Y has preferences 

regarding the choice of cause if they have the opportunity to choose for themselves. 

Nevertheless, it seems like they do not really have a preference if the company has already 

chosen a cause to support, but judging by the fact that the majority would like to choose the 

cause to support it might be good for companies to give them this opportunity when 
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performing CRM-campaigns. Moreover, CRM-initiatives seem to positively affect Swedish 

Generation Y’s image of a company, with 83% of the respondents stating that companies’ 

commitments to causes affect their view of the companies. This is supported by both Cone 

(2013), stating that 93% of the American population has a more positive image of companies 

supporting causes than companies that do not, as well as by Anghel et al. (2011) explaining 

that CRM-initiatives creates a positive image of a company. The result from our survey 

indicates that CRM-efforts are viewed upon by Swedish Generation Y as having a positive 

impact on a company/brand, and that it is not particularly important that the cause has to fit 

the company more than the personal preferences, which shows that companies have a freedom 

in choosing the cause they want to support. However, one should be careful drawing this 

conclusion as there were no questions in the survey regarding how a choice of cause badly 

can influence a company/brand.  

 

5.2.1 Type of cause 

Cone Communications Social Impact Study (2013) states that it is a balancing act for 

companies when it comes to choosing which cause to support, where several factors, such as 

business objectives, what the marketplace seeks and demands, and brand equity, need to be 

considered. As previously discussed, Swedish Generation Y tend to be neutral to the 

statement A company’s choice of cause is a determining factor to if I decide to purchase a 

CRM-product or not. However, it can be concluded from the survey that Swedish Generation 

Y considers the company’s choice of cause to be a somewhat determining factor when 

choosing to purchase a CRM-product or not, as 56% states that this is important or important 

to some extent compared to 16% stating that is not important or not important at all. Hence, 

companies should consider the opinions of the consumers when choosing what cause to 

support, which is supported by Cone (2013) stating that it is significant for companies to keep 

consumers’ opinions in mind when deciding on a cause.  

 

Looking at the marketplace, the results of our survey show that Swedish Generation Y has 

wide preferences for what they want to support and out of the presented options of causes 

several of them received high scores. Cone Inc. (2006) describes Generation Y as the most 

socially conscious generation to date, which can be a reason to why Swedish Generation Y 

shows a caring for multiple causes and not only one specific. Moreover, being brought up in a 

society where information spreads fast and always is available along with the amount of time 

spent on the Internet, Generation Y is constantly exposed to what is happening all around the 

world, both positive and negative, which can be a reason to why they show such a high degree 

of caring for many different causes.  

 

Both Kotler and Lee (2005) and Anghel et al. (2011) explain that around the world, many 

different causes are supported, where some causes are more visible and receive much 

attention by both companies and consumers. Anghel et al. (2011) state that among consumers, 

the most preferred cause to support is health. This is confirmed by the collected data in Table 

7, which shows that health and well-being is the number one preferred cause to support with 

an average of 1,86, which closely corresponds to 2, meaning would like to support; 1 being 

would really like to support. This is supported by 56% of the respondents putting 1 and 24% 

putting 2 on this cause, in total 80% being in strong favour of supporting health and well-

being. In addition to this, separately looking at women and men, health and well-being is the 

most preferred cause to support among both genders. A reason to this might be that it is a 

cause that can affect anyone; at some stage during a lifetime most human beings are 

concerned with their own health and well-being or with the one of the people surrounding 
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them. This can also be supported by the fact that 83% of Swedish Generation Y would prefer 

to support a cause with a personal connection ahead of a cause without personal connection. 

Hence, the high response rate on health and well-being might be a result of the fact that this 

cause is likely to be personally linked or linked to family or friends. Compared to other 

causes, health and well-being is more likely to affect Generation Y in Sweden than for 

example scarcity of water or devastation of the rain forest. Looking into the causes within 

health and well-being more thorough, shows that diseases is the issue that Swedish 

Generation Y wants to support the most, with 82% of the respondents choosing this option. In 

total, 87% of the women and 76% of the men chose diseases as the cause they would prefer to 

support the most, where 63% of the women and 47% of the men chose the option would 

really like to support. The higher percentage among female respondents might be a result of 

the media heavily highlighting the issue with breast cancer during the last couple of years, 

which can be a reason to why the female response is higher; to some extent every woman 

worries about this issue.  

    

Anghel et al. (2011) state that education is the second most preferred cause, which is 

confirmed by our survey, where 49% of the respondents would really like to support (1) and 

27% would like to support (2) this matter. This gives a confidence interval of 1,79-2,11, 

which confirms with 95% certainty that the majority of the respondents would be likely to 

support education. Looking closer into the different causes within education, there is a 

difference between the choices of causes to support among women and men. Among the 

women, all the age groups had education for children around the world as their top cause to 

support, while there was a changing pattern among the men, where some preferred to support 

educational quality while others preferred education for children around the world. The 

majority of the female respondents (58%) would prefer to support education for children 

around the world, while the cause that the most men (40%) would prefer to support is 

educational quality. In total, 48% of the respondents would prefer to support education for 

children around the world. The high results for this cause might be a result of different 

media’s influence, where there has been a lot of focus on children’s education globally with 

fundraising galas and similar events highlighting every child’s right to an education.  

 

Cone (2013) places poverty and hunger as the second most preferred cause to support. In our 

survey these causes are placed under social matters, which was the third biggest cause to 

support scoring the same average as the environment (2,00) but with a different standard 

deviation. Within social matters, human rights was the option receiving the highest response 

with a total of 39%, followed by hunger (29%) and poverty (20%). Even though social 

matters is in third place of causes to support among the respondents, this is a cause that has a 

high average score, which proves that this is an issue that Swedish Generation Y would be 

likely to support. Moreover, while health and well-being is the most preferred cause to 

support in total, social matters was the cause receiving the highest percentage among women 

(with 65% choosing 1=would really like to support, where health and well-being had 63%).   

 

The empirical data shows that the fourth biggest cause was the environment, which closely 

coincides with the theories presented by Anghel et al. (2011) stating that the environmental 

protection came in third place after health and education. With a confidence interval between 

1,84-2,16, this proves to a 95% certainty that the environment is a cause of concern among 

Swedish Generation Y. The causes within environment that both women and men tend to care 

most about are water (34%) and global warming (21%), which might be a result of these two 

issues being some of the most discussed subjects within environmental politics worldwide.  
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Both Cui et al. (2003) and Ellen et al. (2000) argue that consumers are more likely to support 

a disaster ahead of an ongoing cause given the two options as disasters is an issue requiring 

immediate support. By looking at the empirical data this can be confirmed, where 62% of the 

respondents would prefer to support a disaster ahead of an ongoing cause. However, it should 

be noted that a total of 26% of the respondents has chosen a neutral stance in this matter, 

which indicates that Swedish Generation Y do not have a predetermined opinion when it 

comes to supporting disasters or ongoing causes. Nevertheless, it can be argued that the 

majority of the respondents still would choose to support a disaster ahead of an ongoing 

cause, which could be explained by the proportion to which a disaster gets displayed 

compared to an ongoing cause.    

 

The causes that Swedish Generation Y is least likely to support are animals, employment and 

economic development, and art, culture and humanities. Employment and economic 

development received an average of 2,40, which resulted in a confidence interval between 

2,26-2,54 with a 95% confidence level. This differs from the findings presented by Cone 

(2013), in which the majority of the American population would chose to support this cause. 

The reason to why there is such a big difference could be the last couple of years’ recession, 

which Cone (2013) states is the major factor influencing the Americans choice to support 

economic development. In Sweden, however, the economic downturn has not affected the 

economy to the same extent as it has in the USA, which might be the reason to why this cause 

scores lower in our survey. Another reason to this might be that some of the respondents are 

still quite young and have not yet entered the work force, thus not having experienced the 

difficulties that may occur during a recession.   

 

5.2.2 Type of support 

The collected data shows that the majority of Swedish Generation Y would prefer pricing of 

CRM-products to show that a specified amount of the price will be donated to a cause, with 

72% of the respondents in favour of this. Baghi et al. (2010) explain this type of pricing as 

segregated pricing and highlight that there is a risk of consumers perceiving that they are 

paying a surcharge when buying a CRM-product with this kind of price. This seems to be a 

non-issue in the case of Swedish Generation Y, as the mainstream opinion tends to prefer 

segregated pricing ahead of integrated pricing. As discussed, one reason to why segregated 

pricing is preferred by Swedish Generation Y might be that integrated pricing forces them to 

calculate the price in order to see how much money is donated to a cause, which is brought up 

by Baghi et al. (2010) as a negative effect of integrated pricing. As a conclusion, it might be 

argued that Swedish Generation Y prefers the segregated pricing as a result of seeing the 

exact donation without having to calculate what the donation actually will be. Interestingly, 

the findings of our survey also contradict the study performed by Cone Inc. (2008), in which 

it was found that the respondents had no preference to the two different types of pricing, both 

options receiving the same amount of responses. The results of our survey clearly showed an 

overall preference in favour of segregated pricing, where there was a slight difference 

between women and men, with 78% of the women preferring segregated pricing while 64% of 

the men choose this option. The male Swedish Generation Y seems to be more in favour of 

integrated pricing than women, as 36% of the men stated that they would prefer this method 

of pricing. It is also possible to see a connection to the fact that 50% of the men would like to 

support the type of CRM-campaign in which a percentage of the sales of a product or 

transaction will be donated. In general, the majority of the respondents tend to prefer 

segregated pricing, which is shown by the most frequently chosen CRM-campaign options, 

being specified, designated cause-product (51%), purchase plus (55%) and specific SEK 
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amount for each product sold (48%) – all options falling into the category of segregated 

pricing. This might be a result of the fact that these options are the most frequently used type 

of CRM-campaigns performed in Sweden today, meaning that this is what the respondents are 

most familiar with and are exposed to most frequently, thus creating a preference for these 

types of campaigns.    

      

The Millennial Impact Report (2012) shows that Generation Y are interested in knowing if 

their donations are contributing to make a difference, which according to the report was one 

of the biggest concerns among this generation. The results of our study show that Swedish 

Generation Y have a neutral stance in this matter, with an average of 2,60 and a confidence 

interval between 2,45-2,75, closely corresponding to 3 (neutral). However, 24% of the 

respondents do not trust that companies use the contribution from consumers for the right 

purpose, which indicates that this is an area of cause-related marketing that needs to be more 

open, with companies clearly showing how the contributions are used and how they make a 

difference. Furthermore, this can be supported by the fact that Swedish Generation Y 

considers it to be important to receive information about where the money goes to when 

purchasing a CRM-product, with 96% of the respondents in favour of this, clearly stating that 

this is vital for companies to keep in mind when performing CRM-campaigns. This is further 

confirmed in Table 7, showing that the confidence interval is between 1,21-1,37, thus placing 

the responses on the statement I think it is important that I, as a consumer, receive 

information about where the money goes to when purchasing CRM-products, close to 

Strongly agree (1) to 95% certainty. In addition to this, Swedish Generation Y thinks that 

companies can improve on showing how the donations make a difference, with 93% of the 

female respondents and 86% of the male respondents strongly agreeing or agreeing to some 

extent in this matter. However, at the same time, 72% believe that their purchase of CRM-

products or support of CRM-campaigns does make a difference, which in comparison to the 

findings presented by Cone Inc. in 2006 shows a big difference in the level of faith in CRM-

efforts. In this study, performed in the United States, only 24% believed that their contribution 

made a difference. One reason for this might be that the information transparency has 

increased during the last eight years (2006-2014), making it difficult for companies to hide 

information from consumers and also forces companies to share more information with all of 

their stakeholders, not only consumers. Today information can be found easily and with 

Generation Y being very knowledgeable in technology, such as the Internet, this forces 

companies to be honest and open about their actions. The results of the survey indicate that 

Swedish Generation Y is sceptical regarding the use of the donations and the money that they 

contribute with, but on the other hand they clearly state that they believe that these 

contributions make a difference. This does not correspond to Cone’s study from 2013, stating 

that the American individuals belonging to Generation Y are rather pessimistic about 

companies making substantial changes toward environmental and social issues. As found in 

our survey, the Swedish Generation Y does not seem to be concerned with this, but rather 

showing a positive attitude towards companies’ efforts in terms of making a difference. This 

shows that CRM-initiatives are worthwhile for companies to perform, as long as there is 

distinct information about the initiatives and their contributions. Additionally, this 

argumentation is supported by the fact that Swedish Generation Y would support CRM-

initiatives more frequently if the information about it and its contribution was more distinct, 

with 83% of the respondents being positive to increasing their support if companies would 

show and be clearer with information regarding the initiatives.  

 

Both Anghel et al. (2011) and Cone Inc. (2008) argue that consumers are willing to switch 

from one brand to another as a result of CRM-efforts. This is confirmed by the average of 
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2,04 in Table 7 on the statement I would consider switching brand as a result of a CRM-

initiative, showing that CRM-initiatives could affect Swedish Generation Y’s choice of brand. 

To further support this, 82% of the respondents state that they would switch from one brand to 

another in favour of a brand performing CRM-initiative given that the quality and price are 

the same. This is supported by both Cone Inc. (2006) and Anghel et al. (2011), stating that 

consumers are likely to switch brand as long as the price and quality are equal. However, if 

the price is higher on the product from the company performing a CRM-initiative, Swedish 

Generation Y is more hesitative to switching brand, which contradicts Anghel et al. (2011) 

stating that consumers would be willing to pay extra for a product that is related to a social 

cause. This matter scored an average of 2,52, which is higher than the average of 1,80 that the 

statement I would switch from one brand to another in favour of a brand performing CRM- 

efforts as long as the price and quality is the same received. 15% of the respondents would 

not switch brand if the price was higher, compared to 5% that would not switch even if the 

price was the same. This result can be discussed, as there were no price specifications in the 

questionnaire, which might have affected the result due to the fact that the respondents did not 

know how much of a price raise this would mean. Nevertheless, the results indicate that 

Swedish Generation Y is likely to switch brand if a CRM-option is available to the same 

price. Another interesting aspect is that 82% of the respondents would consider trying out a 

new brand as a result of CRM-initiatives, which shows that it could be worth for companies to 

use CRM as long as the pricing stays at the same level. This is confirmed by Mohr et al. 

(2001) stating that many consumers would be likely to try a new brand as a result of CRM, 

which together with our findings, prove that companies could win consumers by committing 

to CRM-initiatives.     

 

5.2.3 Length and geographic scope of CRM-campaign  

In the collected data the majority of the respondents (79%) claim to prefer a long-term 

cooperation between companies and non-profit organizations, with 81% of the female and 

76% of the male respondents preferring this option ahead of CRM-initiatives with a shorter, 

more specific time frame. A reason to this might be that a long-term commitment is more 

likely to be perceived as an action of actually caring, instead of just using CRM-efforts for a 

short period of time and thus not creating the same degree of credibility. Another possible 

explanation to this might be that nowadays people in general have more knowledge about 

marketing techniques resulting in companies being forced to be sincere and show a long-term 

engagement to causes, which is brought up by Cui et al. in their study from 2003. To further 

support this, our findings show that Swedish Generation Y wants to know for how long a 

CRM-campaign will be performed. 76% of the respondents considers it to be important for 

companies to clearly inform about the length of the CRM-campaign, and we have reason to 

trust this as the confidence interval of 1,74-1,98 confirms this to a certainty of 95%. This is 

also supported by Cone Inc. (2008) stating that consumers want to know about the duration of 

campaigns. The above presented arguments indicate that companies should consider what 

type of commitment they want to make, what time frame they want for this commitment to 

have, and also ensure that they inform the consumers about it.   

 

Smith and Alcorn (1991) and Cone (2013) claim that consumers prefer to support causes that 

have a local connection ahead of causes with national or international connections, while Cui 

et al. (2003) in their study stated that there were no such preferences among the respondents. 

Similar to the findings by Cui et al. (2003), our results show that Swedish Generation Y tends 

to be neutral in regards to the geographic scope of a cause. In the statistical data presented in 

Table 7 the statements I would prefer to support a local cause ahead of a national cause and I 
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would prefer to support a national ahead of an international cause have a confidence interval 

of 2,60-2,88 and 2,74-3,00 which with 95% certainty shows that Swedish Generation Y does 

not have any particular preference regarding the geographic scope of a cause. However, at the 

same time 81% of the respondents state that they think it is important to support causes 

beyond the Swedish national borders. 90% of the female and 71% of the male respondents 

strongly agreed or agreed to some extent on that causes outside of Sweden are important to 

support, proving that causes with international connection seems to be important to Swedish 

Generation Y. Furthermore, this argument is supported by the result on the statement I 

consider it to be important that Swedish companies support big causes around the world, 

which showed that 83% of the respondents were in favour of this. Similar to the numbers 

presented above regarding the difference between women and men, 92% of the female and 

74% of the male respondents strongly agreed or agreed to some extent on this statement. In 

total, looking at the numbers for women and men, we see a slightly higher interest among 

women in supporting global causes compared to the men. Moreover, this argumentation can 

be supported by the fact that 48% of the respondents would prefer to support education for 

children around the world compared to only 11% wanting to support education for children in 

Sweden, showing an interest for a more international scope of a cause.      

 

Cone Inc. (2008) argues that there has been a shift in consumer preferences from supporting 

local causes towards national and international issues, which is said to be a result of the 

globalization and technological development. This might be an explanation to why Swedish 

Generation Y perceives international causes to be important, since many individuals 

belonging to this generation are aware of what is happening all around the world thanks to the 

Internet and fast spread of information nowadays. To conclude, it is difficult to say what 

Swedish Generation Y prefers when looking at the geographic scope, but that the general 

opinion tends to lean towards international causes.         
 

5.3 Generation Y – cause-related marketing and social media 

Bruhn et al. (2012) state that there is an increasing number of companies using social media 

as a part of their marketing communications. Looking at how often Swedish Generation Y 

visit social media platforms, with 92% of the respondents in our survey stating that they use 

social media several times a day, this could be a marketing channel with potential when it 

comes to cause-related marketing. Cone Inc. (2008) state that the younger American 

population goes online and use new media in order to learn more about different causes and 

companies’ commitment to these, showing that there is potential for companies to reach out to 

younger consumers on these types of media. Findahl (2013) explains that there has been a 

steady increase of time spent on social networks among the Swedish population, with the 

most popular platforms being Facebook, Instagram and Twitter. Our survey shows that 214 

out of 215 people are active on social media platforms, with a high percentage using it several 

times daily. With such a high usage, one could assume that social media is where companies 

should target the CRM-efforts. However, on the question On which social media would you 

prefer to receive information about CRM-campaigns? 18% of the respondents declared that 

they did not want to receive information through social media, which indicates that companies 

should be careful when deciding if to market CRM-efforts on social media or not. The women 

tend to be slightly more positive to receiving information on social media with only 12% 

stating that they would not want information through this communication channel, while the 

men had a total of 26% in this matter. Nevertheless, looking at the total, 81% have chosen a 

social media in which they would like to receive information, thus stating that they would be 

open to CRM-initiatives on social media platforms. This corresponds to what The Millennial 
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Impact Report (2012) says, stating that social media along with mobile and email marketing 

are important channels of communication for companies and non-profit organizations 

communicating with Generation Y. Moreover, the findings in The Millennial Impact Report 

(2012) also corresponds to the results of another question in our survey, What communication 

channel would you prefer in terms of receiving information about CRM-initiatives? on which 

46% choose social media as their third preferred communication channel behind the options 

In the store (66%) and On the product (62%). This indicates that Swedish Generation Y 

seems to be susceptible to CRM on social media platforms to some extent, but companies 

should bear in mind that it is important to perform CRM-initiatives through other 

communication channels as well, since many of the respondents would prefer to see 

information on CRM in the store, on the product or through advertising (34%). This is also 

confirmed by Cone Inc. (2008) stating that, even though new media is getting more popular in 

terms of reaching out with CRM-efforts, traditional media such as advertising is still preferred 

among consumers.  

             

If a company wants to perform CRM-initiatives on social media, there are some platforms that 

Swedish Generation Y seems to prefer in regards to this. The Millennial Impact Report (2012) 

states that Facebook is the most popular social media when it comes to connecting and 

reaching out with cause-related efforts to Generation Y. Out of the respondents in our survey, 

72% would prefer to receive information about CRM-campaigns on Facebook, followed by 

33% preferring Instagram and 20% choosing YouTube. Both women and men had Facebook 

as their most preferred social media in terms of receiving information on CRM-efforts, but 

there were some differences looking at the second and third preferred social media. Women 

had Instagram as their second choice with 42% and YouTube as their third with 14%, while 

men had YouTube second with 27% and the option I don’t want to receive CRM-information 

through social media as their third with 26%. Nevertheless, when looking at the preferred 

social media platforms and the degree to which they are used, Facebook seems to be the 

platform that would best suit for cause-related marketing in terms of reaching both women 

and men, since this is both the preferred media for receiving information on CRM-campaigns 

as well as the one platform that Swedish Generation Y ranks as their most frequently used 

social media. Our results show that 99% of the respondents have Facebook as one of their top 

three most frequently used social media, followed by Instagram (77%) and YouTube (69%). 

Findahl’s study from 2013 further supports Facebook as being the most used social media, 

claiming that 66% of the Internet-using population in Sweden visits this platform on a regular 

basis. This indicates that Facebook is an attractive social media platform for companies to 

both establish themselves on as well as market their CRM-initiatives on.  
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6. Conclusion 

This section presents our conclusions based on the analysis. To conclude the thesis we will 

present some propositions on further research in the subject.   

 

The purpose of this thesis was to contribute with knowledge of the preferences and attitudes 

among Swedish Generation Y in terms of cause-related marketing. Furthermore, we wanted to 

study what this generation prefers, looking on cause and type of support as well as what their 

preferences are in terms of cause-related marketing on social media platforms. Our aim with 

this thesis was to contribute with insights and guidance for Swedish companies wanting to 

perform cause-related marketing initiatives towards Swedish Generation Y. By fulfilling this 

purpose, we should be able to answer the research question for this thesis – What does 

Swedish Generation Y respond to in terms of cause-related marketing?  

 

Once more, it should be mentioned that it is important to keep in mind that the sample does 

not reach an ideal size; therefore the generalizations as well as the answer to the research 

question should not be taken as an absolute. The results of this thesis relate to what our 

sample of Swedish Generation Y responds to and considers to be important in terms of cause-

related marketing. Hence, the result does not have to be a picture of the opinions among 

Swedish Generation Y as a whole, which once again is an important aspect to highlight.     

 

Nevertheless, by looking at the results we have found that Swedish Generation Y’s attitude 

towards corporate social responsibility and cause-related marketing tends to be positive. It is 

clear that this generation expects of companies to show commitment to CSR, and the majority 

of the respondents consider it to be important for companies to engage in CRM-initiatives. 

Moreover, this is also showing in the degree to which the respondents would prefer to 

purchase products from companies committed to CSR and CRM-initiatives ahead of 

companies that are not engaged, where a clear majority rather would purchase products or 

services from companies performing this kind of efforts. Furthermore, Swedish Generation Y 

considers themselves to be conscious consumers, having become more aware during the last 

decade in regards to companies’ influence on the society and the environment. There is a 

general concern for the well-being of the society and the environment among Swedish 

Generation Y, and it is clear that they are of the opinion that companies have a responsibility 

to perform CSR and CRM-initiatives. In addition, this generation considers these kinds of 

initiatives to have a positive effect on the company or brand image, and also, the level of trust 

seems to be higher when companies show commitment; a majority of the respondents claim 

that they would listen more to companies engaged in CRM-initiatives. To conclude, the 

presented arguments in this section suggest that it is worthwhile for companies to perform 

CSR and CRM-initiatives as this is something that is valued by Swedish Generation Y. As a 

result, efforts like these could be viewed as a good way for companies to attract and appeal to 

this generation.       

 

Overlooking the results of the survey, there is a tendency of females showing a higher 

engagement and interest in the matters of CSR and CRM, scoring higher numbers than the 

male respondents in many of the matters. Overall both genders show an interest in these kinds 

of initiatives, but the findings suggest that women belonging to Swedish Generation Y are a 

little more sensitive and caring in regards to CSR and CRM-initiatives, hence more 

susceptible to this kind of marketing efforts. Looking at causes, the causes receiving the 

highest support are causes related to humans – health and well-being, education and social 

matters. The cause that the majority of our sample of Swedish Generation Y responds to is 

health and well-being, which in total received the highest support among both women and 
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men in our survey. The female respondents also showed a high support for causes within 

social matters, including human rights, hunger and poverty. Education and the environment 

are two other causes receiving much support, while the least preferred causes to support are 

animals, employment and economic development, and art, culture and humanities. This 

suggests that companies wanting to perform CRM-initiatives should focus on causes related 

to human beings, as this seems to be what our sample of Swedish Generation Y responds to 

the most. Moreover, many of the respondents would like to have the opportunity to choose 

what cause to support when purchasing a CRM-product, which is something that companies 

could take into consideration when designing a CRM-campaign.        

 

Taking a look at the Swedish Generation Y’s preferences regarding CRM-campaigns, there is 

a clear indication that long-term commitment is preferred. The respondents want for 

companies to show an engagement over a longer period of time ahead of performing CRM-

initiatives on a shorter, more specific time frame. Moreover, the results of the survey indicate 

that it is of high importance that companies clearly inform about the duration of a CRM-

campaign. In addition to this, the respondents seem to prefer distinct information on how 

much that is actually donated to a cause, preferring segregated pricing with clearly specified 

amounts on CRM-products ahead of integrated pricing showing the percentage that will be 

donated. The most preferred types of CRM-campaigns are specific, designated cause product, 

purchase plus and specified SEK amount for each product sold. Considering the geographic 

scope of a cause, our sample of Swedish Generation Y has no specific preferences choosing 

between a local and national cause, or between a national and an international cause. 

However, having said that, a clear majority of the respondents consider it to be important for 

companies to support causes outside the national borders of Sweden, indicating that 

companies should put some thought into the geographic scope of the chosen cause. To 

conclude this section, we want to acknowledge that there are several crucial aspects that 

companies need to consider in terms of deciding and developing a CRM-campaign towards 

Swedish Generation Y, including length, pricing and geographic scope of the cause.  

 

Given the extensive use of social media in our sample we have good reasons to believe that 

these platforms could be a good channel in terms of reaching Swedish Generation Y with 

CRM-initiatives. The attitude towards CRM on social media platforms seems to be positive, 

with this option being the third preferred communication channel in our survey through which 

to receive information on CRM-efforts. However, even though a clear majority of this 

generation use social media on a daily basis, the survey indicated that there is some hesitation 

in terms of receiving CRM-information on these platforms; the male respondents tended to be 

more hesitative than the female. Social media is a channel that could be used in CRM-

campaigns, but it is important for companies to carefully plan how to use these channels and 

to what extent they will be a part of a campaign. Even though social media is one of the most 

preferred channels, traditional media, such as advertising and marketing in the store as well as 

on the product, still seems to be a good way of reaching out to this generation based on the 

respondents in our survey. Nevertheless, looking to perform CRM-campaigns on social 

media, Facebook seems to be the platform most respondents would prefer in terms of 

receiving information about the initiatives, being the clear number one among both women 

and men.  

 

All things considered, one aspect that seems to be highly important when it comes to both 

CSR and CRM-initiatives is information. The result of the survey indicates that our sample of 

the Swedish Generation Y considers it to be important for companies to openly share 

information about their products and be sincere about what they do. Moreover, Swedish 
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Generation Y thinks that companies can improve on showing how CRM-initiatives make a 

difference; they want for companies to inform about how the donations and contributions are 

used. Furthermore, some of the respondents are critical to if the contributions actually reach 

the goal (the purpose of the campaign), which is another reason to why companies need to be 

informative in their campaign efforts as well as afterwards proving how the contributions 

make a difference. In addition to this, further supporting the need for information is the fact 

that many of the respondents would support CRM-initiatives more frequently if there was 

more distinct information about the efforts and the difference they make. This shows that 

information might be a key to performing a successful CRM-campaign and winning the trust 

of the Swedish Generation Y.   
  

6.1 Suggestions on further research  

Research is cumulative and with this thesis we have only contributed with a small piece of 

work in a vast field. During the process we have reflected on some questions and subjects 

within the area that could be interesting to consider in further research. 

 

Firstly, looking at the number of respondents, it would be interesting to see what a larger 

sample would do to the results. We believe that our generalizations are reliable, but with more 

respondents there might have been another outcome, making the generalizations more 

authentic. Moreover, it would be exciting to go in-depth and use a combination of the 

qualitative and quantitative methods, in order to get deeper insight combined with the broader 

knowledge we have gathered in this thesis.  

 

Furthermore, it would be of interest to make a study from the company perspective, looking at 

how companies view cause-related marketing as a strategy in their marketing efforts. 

Moreover, investigating and studying the outcomes that a collaboration between a company 

and a non-profit organization actually has on consumer buying behaviour, customer loyalty 

and brand perception among others would also be interesting.    
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8. Appendix 

8.1 Questionnaire 

 

Cause-related marketing among Swedish Generation Y 

 

We are two students currently writing our Bachelor thesis within the subject cause-related 

marketing – CRM (see explanation below). The purpose of this questionnaire is to find out 

how this type of marketing could be performed on the Swedish market in regards to reach 

Generation Y (individuals born between the years 1977-1994). If you were born between 

these years you are the one that we are looking for! 

 

Below you find some definitions that will make it easier for you to complete this 

questionnaire. 

 Corporate social responsibility (CSR) - voluntary strategy that companies use to 

integrate social and environmental efforts in their business operations in order to 

create and contribute to a more sustainable society. 

 Cause-related marketing (CRM) - cooperation between a company and a non-profit 

organization or cause. The cooperation contains common marketing efforts of a 

product or a service in order to support a specific cause, e.g., H&M’s campaign 

”Fashion against AIDS”. 

 

The questionnaire is totally anonymous and the data collected will contribute to the 

foundation of our thesis. Your participation is highly appreciated and important in helping us 

with our thesis. The questionnaire consists of 28 questions and takes approximately 10 

minutes to complete. For every respondent completing the questionnaire we will donate 1 

SEK to charity.  

 

Thank you for filling out our survey! 

 

Kind regards, 

Amanda Bergstén and Cecilia Olsson  

 

1. Please enter your gender. 

Female 

Male 

I don’t want to specify 

 

2. Please enter your year of birth.   

1977 

1978 

1979 
1980 

1981 

1982 

1983 

1984 

1985 
1986 

1987 

1988 

1989 

1990 

1991 
1992 

1993 

1994 
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3. What is your main occupation? (Tick one option only) 

Employed  
Self-employed 

Student 

Unemployed 

Parental leave/on leave 
Other (please specify) 

 

4. What is your highest completed education? (Tick one option only) 

Elementary school 

High school degree 
Post-secondary vocational education and training 

University or college studies shorter than 3 years 

University or college studies 3 years or longer 

 

Corporate social responsibility 

Now, some questions regarding corporate social responsibility will follow and to make it easier to 

respond the explanation of the term is presented again.   

 Corporate social responsibility (CSR) – voluntary strategy that companies use to integrate 

social and environmental efforts in their business operations in order to create and contribute 

to a more sustainable society. 

 

5. Had you heard of CSR before filling out this questionnaire? 

Yes 
No 

I don’t know 

 

Here are some attitudinal statements regarding CSR.   

6.  Strongly 

agree 

Agree Neutral Disagree Strongly 

disagree 

I think companies have a responsibility to 

perform CSR 
     

I have more trust for companies performing 

CSR than companies that don’t  
     

I feel a personal responsibility for the well-
being of the society 

     

I feel a personal responsibility for the well-

being of the environment 
     

I consider it to be important for companies to 

be open and inform about their products 

(e.g., manufacturing, production) 

     

I consider myself to have become more 

aware of companies’ influence on the 
environment and the society over the last 10 

years 

     

I consider myself to be a conscious consumer      

I think that CSR contributes to improving 

and enhancing the image of a 
company/brand 
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Cause-related marketing 

Now, some questions regarding cause-related marketing will follow and to make it easier to respond 

the explanation of the term is presented again.  

 Cause-related marketing (CRM) – a cooperation between a company and a non-profit 

organization or cause. The cooperation contains common marketing efforts of a product or a 

service in order to support a specific cause, e.g., H&M’s campaign ”Fashion against AIDS”. 

 

7. Had you heard of CRM before filling out this questionnaire? 

Yes 

No 

I don’t know 

 
Classify every cause from 1 to 5, where 1=would really like to support and 5=would not like to 

support at all. 

8.  1 2 3 4 5 

Health and well-being (e.g., diseases, medical 

research) 

     

Environment (e.g., nature reserve, waste 

management, water quality) 

     

Animals (e.g., animal rights, animal care, the 

well-being of animals) 

     

Education (e.g., children’s education, 
development and maintenance of schools, quality 

assurance) 

     

Disasters (e.g., flooding, earthquake)      

Employment and economic development (e.g., 

working conditions, investments in societies) 

     

Social matters (e.g., poverty and hunger, 

homelessness, human rights)  

     

Art, culture and humanities (e.g., preservation 

of historic landmarks, museums) 

     

 

9. Which cause within health and well-being would you prefer to support? (Tick one option 

only) 

Diseases (e.g., AIDS, breast cancer, diabetes, medical research) 
Disabilities/diagnoses (e.g., autism, ADHD, research, activities for people with diagnosis) 

Patient- and family support 

Treatment service 
Other (please specify)  

 

10. Which cause within environment would you prefer to support? (Tick one option only)   

Water (e.g., quality, clean water) 

Air (e.g., pollutions) 
Rain forest (e.g., preservation, protection of the vegetation) 

Land use (e.g., devastation of forests, destruction of nature areas, nature reserve) 

Global warming 

Waste management 
Biodiversity 

Other (please specify)  
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11. Which cause within animals would you prefer to support? (Tick one option only)   

Animals rights and well-being (e.g., animal abuse, animals in captivity) 

Preservation of animal life  

Zoos and aquariums 
Animal service (e.g., animal protection, veterinary hospital)  

Other (please specify)  

 

12. Which cause within education would you prefer to support? (Tick one option only) 

Education for children in Sweden 
Education for children all around the world 

Maintenance of schools 

Educational quality 
Development of institutions and education 

Illiteracy  

Other (please specify) 

 

13. Which cause within disasters would you prefer to support? (Tick one option only) 

Natural disasters (e.g., flooding, earthquake) 
Manmade disasters (e.g., Hiroshima) 

 

14. Which cause within employment and economic development would you prefer to 

support? (Tick one option only) 

Working conditions (e.g., improved working conditions for nurses) 
Investment in societies (e.g., after-school activities for youth and children)  

Job creation 

Infrastructure (e.g., extension of railways) 
Other (please specify) 

 

15. Which cause within social matters would you prefer to support? (Tick one option only) 

Poverty 

Hunger 
Homelessness 

Crisis centres 

Human rights (e.g., women battering, discrimination) 
Child- and family service (e.g., foster family) 

Other (please specify) 

 

16. Which cause within art, culture and humanities would you prefer to support? (Tick one 

option only) 

Preservation of historic landmarks 

Support the museums 

Support the libraries 

Support to art- and culture practice (e.g., dance school)  
Other (please specify) 

 

Now, some questions regarding CRM-campaigns will follow.  

17. What kind of CRM-campaign would you rather support? (Tick a maximum of three 

options) 

Specific, designated cause product (e.g., Pink Ribbon) 

 

Purchase plus (e.g., add donation to bill at the checkout counter; 99 SEK100 SEK)  
 

Specified SEK amount for each product sold (e.g., for each sold water bottle that is recycled the 
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company donates a specified amount)  

  

Specified SEK amount for every registration/application or account opened (e.g., American Express 
and the restoration of the Statue of Liberty) 

 

A percentage of the sales of a product or transaction (e.g., 1% of purchase amount goes to specified 

cause) 
 

The company matches consumer contributions  (e.g., Northwest Airlines matches the miles donated 

by customers for children with medical travel needs) 
 

Donate a certain amount by texting to a specific phone number (e.g., text “panda 50” to WWF to 

donate a certain amount for a cause) 

 
Other (please specify)  

 

18. Have you ever bought a CRM-product or supported a CRM-campaign? (Tick one 

option only) 

Yes, multiple times 
Yes, a few times  

No  

I don’t know 

 
Now, some questions regarding pricing and results as well as length and geographic scope of CRM-

campaigns will follow. 

19. There are different methods of setting the price on CRM-products. Below two 

alternatives are presented, choose the one you would prefer when purchasing a CRM-

product. 

Specified amount of the price for the specific product, e.g., T-shirt for 99 SEK, where information 

shows that 10 SEK will be donated to a cause. 
 

A percentage of the price for the specific product, e.g., T-shirt for 99 SEK, where information shows 

that 10% will be donated to a cause. 

 
Here are some attitudinal statements regarding pricing and results of CRM-campaigns.  

20.  Strongly 

agree 

Agree Neutral Disagree Strongly 

disagree 

I think that companies can improve on 

showing how the donations make a 

difference 

     

I think it is important that I, as a consumer, 

receive information about where the money 

goes to when purchasing CRM-products 

     

I trust that companies use the 
donations/money for the purpose of the 

CRM-campaign 

     

I think that my purchase of a CRM-
product/contribution to a CRM-campaign 

makes a difference 

     

I would switch from one brand to another in 
favour of a brand performing CRM-efforts as 

long as the price and quality is on the same 

level 
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I would switch from one brand to another in 

favour of a brand performing CRM-efforts 

even if the price of the product is higher 

     

 

21. Companies use different methods regarding the length of CRM-campaigns. Below are 

two alternatives, choose the one you would prefer to support. 

Specific time frame (e.g., during a week, McDonald’s donate 1 SEK for every Big Mac sold) 
 

Long-term cooperation/support (e.g., MasterCard’s and WWF’s cooperation with credit cards, where 

the bank taking part in the cooperation donates 0,50 SEK every time the card is used) 

 
Here come some attitudinal questions regarding the length and geographical scope of CRM-

campaigns.  

22. 

 

Strongly 

agree 

Agree Neutral Disagree Strongly 

disagree 

I would prefer to support a disaster ahead of 

an on-going cause campaign (e.g., the 
tsunami in Asia in 2004 or Kellogg’s Special 

K campaign for breast cancer) 

     

I would support or purchase CRM-products 
more frequently if the information about the 

CRM-initiatives and their contribution was 

more distinct 

     

I would prefer to support a local cause ahead 
of a national cause 

     

I would prefer to support a national cause 
ahead of an international cause 

     

I consider it to be important to support 

causes beyond the Swedish national borders 

(e.g., hunger in the third world) 

     

I think it is important for companies to 

inform about the length of CRM-campaigns 
     

 
Now, some general attitudinal questions regarding CRM-campaigns will follow.  

23.  Strongly 

agree 

Agree Neutral Disagree Strongly 

disagree 

I consider it to be important for companies to 

be involved in and perform CRM-campaigns 
     

I would consider switching brand as a result 

of a CRM-initiative 
     

I prefer to purchase products or services 
from companies that perform CRM-

initiatives ahead of companies that don’t 

     

I would consider trying a new brand as a 
result of a CRM-initiative 
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CRM-initiatives affect my buying behaviour      

I would prefer to support a cause with a 

personal connection ahead of other causes 
     

I would pay more attention to a company 
showing a commitment to the society and the 

environment through CRM-initiatives 

compared to a company that doesn’t 

     

I would prefer having the opportunity to 

choose which cause to support when 
purchasing CRM-products 

     

I consider it to be important that Swedish 
companies support big causes around the 

world  

     

When I am purchasing a CRM-product, it is 

more important that the cause suits the 

company’s image/brand than my cause 
preferences 

     

A company’s choice of cause is a 

determining factor to if I decide to purchase 
a CRM-product or not 

     

A company’s commitment to a cause 
positively affects my image of the company 

     

 

Marketing communication channels 

Now, as the last part of the questionnaire, some questions regarding communication channels in 

regards to cause-related marketing will follow.   
 

24. What communication channel would you prefer in terms of receiving information about 

CRM-initiatives? (Tick a maximum of three options) 

In the store  

Social media 
Company sponsored events 

Through the mail 

Company website 
Cell phone 

On the product 

Media (e.g., interview in magazine) 
Advertisements (e.g., online, TV) 

Other (please specify) 

 

25. Do you use social media? 

Yes  
No  
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26. How often do you use social media? (Tick one option only) 

Several times a day 

Once a day 

Several times a week 
Once a week 

Seldom 

Never 

 

27. What social media do you use most frequently? (Rank from 1-3, where 1 is most 

frequently) 

Facebook 

Twitter 
Instagram 

YouTube 

Pinterest 

LinkedIn 
Other (please specify)  

 

28. On which social media would you prefer to receive information about CRM-

campaigns? (Tick a maximum of two options) 

Facebook 
Twitter 

Instagram 

Youtube 
Pinterest 

LinkedIn 

I don’t want to receive CRM-information through social media 

Other (please specify)  

 

Thank you for participating! 

 

We are very grateful that you have taken your time to complete our survey! To show our 

appreciation we will donate 1 SEK to charity. To finalize the survey press “Send”. Once 

again, thank you! 

 

Kind regards, 

Amanda and Cecilia 
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8.2 Questionnaire results 

 

1. Gender Percentage (number of respondents) 

Female 55% (119) 
Male 45% (96) 

I don’t want to specify 0% (0) 

TOTAL 100% (215) 

 

2. Year of birth Percentage (number of respondents) 

1977 0% (0) 

1978 0% (0) 

1979 0% (0) 
1980 1% (3) 

1981 1% (2) 

1982 0% (1) 

1983 2% (4) 
1984 2% (4) 

1985 3% (6) 

1986 4% (8) 
1987 7% (14) 

1988 7% (16) 

1989 12% (26) 

1990 23% (49) 
1991 19% (40) 

1992 12% (25) 

1993 5% (10) 
1994 3% (7) 

 

3. Main occupation Percentage (number of respondents) 

Employed 27% (58) 

Self-employed 1% (3) 
Student 68% (147) 

Unemployed 2% (4) 

Parental leave/on leave 0% (0) 
Other 1% (3) 

 

4. Highest completed education Percentage (number of respondents) 

Elementary school 0% (1) 

High school degree 48% (104) 

Post-secondary vocational education and training 2% (4) 
University or college studies shorter than 3 years 15% (33) 

University or college studies 3 years or longer 34% (73) 

 

Corporate social responsibility 

5. Heard of CSR before filling out 

questionnaire 

Percentage (number of respondents) 

Yes 42% (90) 
No 53% (115) 

I don’t know 5% (10) 
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6.  Strongly 

agree 

Agree Neutral Disagree Strongly 

disagree 

I think companies have a  

responsibility to perform CSR 

 

34% (73) 

 

47% (102) 

 

14% (30) 

 

2% (5) 

 

2% (5) 
I have more trust for 

companies performing CSR 

than companies that don’t 

 

35% (75) 

 

42% (91) 

 

19% (41) 

 

2% (4) 

 

2% (4) 

I feel a personal responsibility 

for the well-being of the 

society 

 

32% (68) 

 

52% (111) 

 

10% (21) 

 

4% (9) 

 

3% (6) 

I feel a personal responsibility 
for the well-being of the 

environment 

 
44% (94) 

 
46% (98) 

 
8% (17) 

 
2% (5) 

 
0% (1) 

I consider it to be important 
for companies to be open and 

inform about their products 

(e.g. manufacturing, 

production) 

 
 

78% (167) 

 
 

17% (37) 

 
 

3% (7) 

 
 

1% (3) 

 
 

0% (1) 

I consider myself to have 

become more aware of 

companies’ influence on the 
environment and the society 

over the last 10 years 

 

 

67% (145) 

 

 

24% (51) 

 

 

7% (14) 

 

 

2% (5) 

 

 

0% (0) 

I consider myself to be a 
conscious consumer 

 
20% (44) 

 
54% (117) 

 
15% (33) 

 
10% (219 

 
0% (0) 

I think that CSR contributes to 

improving and enhancing the 

image of a company/brand 

 

44% (95) 

 

36% (77) 

 

18% (38) 

 

2% (4) 

 

0% (1) 

 

Cause-related marketing 

 

7. Heard of CRM before filling out 

questionnaire 

Percentage (number of respondents) 

Yes 39% (83) 

No 54% (117) 

I don’t 7% (15) 

 

8. Classification of 

causes (1=would really 

like to support, 

5=would not like to 

support at all) 

 

1 

 

2 

 

3 

 

4 

 

5 

Health and well-being  56% (120) 24% (51) 7% (15) 6% (13) 7% (16) 
Environment 45% (97) 27% (58) 16% (34) 7% (14) 6% (12) 

Animals 37% (79) 28% (61) 21% (45) 9% (19) 5% (11) 

Education 49% (106) 27% (57) 11% (23) 7% (14) 7% (15) 

Disasters 38% (82) 28% (61) 22% (47) 4% (9) 7% (16) 
Employment and economic 

development 

22% (48) 34% (74) 27% (59) 12% (26) 4% (8) 

Social matters 53% (115) 21% (45) 9% (19) 6% (13) 11% (23) 
Art, culture and humanities 8% (17) 20% (42) 35% (76) 23% (50) 14% (30) 
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9. Cause within health 

and well-being 

Percentage (number of 

respondents) 

Women Men 

Diseases 82% (177) 87% (104) 76% (73) 

Disabilities/diagnoses 8% (17) 6% (7) 10% (10) 
Patient- and family support 6% (13) 3% (4) 9% (9) 

Treatment service 3% (6) 3% (3) 3% (3) 

Other (please specify) 1% (2) 1% (1) 1% (1) 

 

10. Cause within 

environment 

Percentage (number of 

respondents) 

Women Men 

Water 34% (74) 34% (41) 34% (33) 

Air  11% (23) 10% (12) 11% (11) 
Rain forest 14% (30) 15% (18) 13% (12) 

Land use 11% (24) 9% (11) 14% (13) 

Global warming 21% (45) 23% (27) 19% (18) 

Waste management 5% (10) 4% (5) 5% (5) 
Biodiversity 4% (9) 4% (5) 4% (4) 

Other (please specify) 0% (0) 0% (0) 0% (0) 

 

11. Cause within animals Percentage (number of 

respondents) 

Women Men 

Animal rights and well-being 61% (132) 64% (76) 58% (56) 

Preservation of animal life 32% (69) 28% (33) 38% (36) 

Zoos and aquariums 1% (2) 0% (0) 2% (2) 
Animal service 4% (9) 7% (8) 1% (1) 

Other (please specify) 1% (3) 2% (2) 1% (1) 

 

12. Cause within 

education 

Percentage (number of 

respondents) 

Women Men 

Education for children in 

Sweden 

11% (23) 10% (12) 11% (11) 

Education for children all 

around the world 

48% (103) 58% (69) 35% (34) 

Maintenance of schools 1% (2) 1% (1) 1% (1) 

Educational quality 30% (64) 22% (26) 40% (38) 

Development of institutions 
and education 

5% (11) 3% (3) 8% (8) 

Illiteracy 5% (10) 6% (7) 3% (3) 

Other (please specify) 1% (2) 1% (1) 1% (1) 

 

13. Cause within 

disasters 

Percentage (number of 

respondents) 

Women Men 

Natural disasters 82% (176) 79% (94) 85% (82) 

Manmade disasters 18% (39) 21% (25) 15% (14) 

 

14. Cause within 

employment and 

economic 

development 

Percentage (number of 

respondents) 

Women Men 

Working conditions  42% (90) 49% (58) 33% (32) 
Investment in societies 13% (28) 14% (17) 11% (11) 

Job creation 36% (78) 33% (39) 41% (39) 

Infrastructure 7% (15) 3% (4) 11% (11) 
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Other (please specify) 2% (4) 1% (1) 3% (3) 

 

15. Cause within social 

matters 

Percentage (number of 

respondents) 

Women Men 

Poverty 20% (42) 18% (21) 22% (21) 
Hunger  29% (63) 29% (34) 30% (29) 

Homelessness 6% (12) 5% (6) 6% (6) 

Crisis centres 1% (2) 2% (2) 0% (0) 

Human rights 39% (83) 42% (50) 34% (33) 
Child- and family services 5% (10) 5% (6) 4% (4) 

Other (please specify) 1% (3) 0% (0) 3% (3) 

 

16. Cause within art, 

culture and humanities 

Percentage (number of 

respondents) 

Women Men 

Preservation of historic 

landmarks  

57% (123) 56% (67) 58% (56) 

Support of museums 7% (14) 5% (6) 8% (8) 
Support of libraries 16% (35) 16% (19) 17% (16) 

Support to art and culture 

practice 

19% (40) 22% (26) 15% (14) 

Other (please specify) 1% (3) 1% (1) 2% (2) 

 

17. Type of CRM-campaign 

to support (maximum 3) 

Percentage (number of 

respondents) 

Women Men 

Specific, designated cause product 51% (110) 55% (66) 46% (44) 
Purchase plus 55% (119) 60% (71) 50% (48) 

Specified SEK amount for each 

product sold 

48% (103) 50% (59) 46% (44) 

Specified SEK amount for every 
registration/application or account 

opened 

7% (15) 6% (7) 8% (8) 

A percentage of the sales of a 
product or transaction 

40% (87) 33% (39) 50% (48) 

The company matches consumer 

contributions   

27% (57) 29% (35) 23% (22) 

Donate a certain amount by texting 

to a specific phone number 

26% (56) 30% (36) 21% (20) 

Other (please specify) 0% (1) 0% (0) 1% (1) 

 

18. Bought CRM-product/supported CRM-

campaign 

Percentage (number of respondents) 

Yes, multiple times 47% (100) 

Yes, a few times 36% (78) 

No 4% (9) 
I don’t know 13% (28) 

 

19. Pricing of CRM-

products 

Percentage (number of 

respondents) 

Women Men 

Specified amount of the price for 
the specific product 

72% (154) 78% (93) 64% (61) 

A percentage of the price for the 

specific product 

25% (61) 22% (26) 36% (35) 

 



69 

 

20.  Strongly 

agree 

Agree Neutral Disagree Strongly 

disagree 

I think that companies can 

improve on showing how the 
donations make a difference 

 

57% (122) 

 

33% (71) 

 

10% (21) 

 

0% (1) 

 

0% (0) 

I think it is important that I, as 

a consumer, receive 
information about where the 

money goes to when 

purchasing CRM-products 

 

 
77% (165) 

 

 
19% (41) 

 

 
3% (6) 

 

 
1% (3) 

 

 
0% (0) 

I trust that companies use the 
donations/money for the 

purpose of the CRM-

campaign 

 
13% (27) 

 
44% (94) 

 
20% (44) 

 
18% (38) 

 
6% (12) 

I think that my purchase of a 

CRM-product/ 

contribution to a CRM-

campaign makes a difference 

 

 

21% (46) 

 

 

51% (109) 

 

 

20% (43) 

 

 

7% (14) 

 

 

1% (3) 

I would switch from one brand 

to another in favour of a brand 

performing CRM-efforts as 
long as the price and quality is 

on the same level 

 

 

 
45% (97) 

 

 

 
37% (79) 

 

 

 
13% (28) 

 

 

 
3% (7) 

 

 

 
2% (4) 

I would switch from one brand 
to another in favour of a brand 

performing CRM-efforts even 

if the price of the product is 

higher 

 
 

 

10% (21) 

 
 

 

48% (103) 

 
 

 

27% (58) 

 
 

 

11% (24) 

 
 

 

4% (9) 

 

21. Length of CRM-

campaign 

Percentage (number of 

respondents) 

Women Men 

Specific time frame 21% (46) 19% (23) 24% (23) 

Long-term 
cooperation/support 

79% (169) 81% (96) 76% (73) 

 

22.  Strongly 

agree 

Agree Neutral Disagree Strongly 

disagree 

I would prefer to support a 
disaster ahead of an on-going 

cause campaign 

 
18% (39) 

 
44% (95) 

 
26% (55) 

 
10% (22) 

 
2% (4) 

I would support or purchase 
CRM-products more 

frequently if the information 

about the CRM-initiatives and 

their contribution was more 
distinct 

 
 

 

30% (65) 

 
 

 

53% (114) 

 
 

 

13% (29) 

 
 

 

1% (3) 

 
 

 

2% (4) 

I would prefer to support a 

local cause ahead of a national 
cause 

 

13% (29) 

 

26% (56) 

 

39% (83) 

 

17% (36) 

 

5% (11) 

I would prefer to support a 

national cause ahead of an 
international cause 

 

7% (14) 

 

27% (59) 

 

42% (90) 

 

20% (44) 

 

4% (8) 

I consider it to be important to 

support causes beyond the 
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Swedish national borders 46% (99) 35% (76) 12% (26) 5% (10) 

 

2% (4) 

I think it is important for 
companies to inform about the 

length of CRM-campaigns 

 
 

43% (93) 

 
 

33% (72) 

 
 

19% (41) 

 
 

3% (6) 

 
 

1% (3) 

 

23.  Strongly 

agree 

Agree Neutral Disagree Strongly 

disagree 

I consider it to be important 
for companies to be involved 

in and perform CRM-

campaigns 

 
53% (113) 

 
38% (82) 

 

 
8% (17) 

 
1% (3) 

 
0% (0) 

I would consider switching 

brand as a result of a CRM-

initiative 

 

26% (56) 

 

51% (110) 

 

18% (38) 

 

3% (7) 

 

2% (4) 

I prefer to purchase products 

or services from companies 

that perform CRM-initiatives 

ahead of companies that don’t 

 

26% (56) 

 

45% (97) 

 

24% (51) 

 

2% (5) 

 

3% (6) 

I would consider trying a new 

brand as a result of a CRM-

initiative 

 

40% (87) 

 

42% (91) 

 

12% (25) 

 

3% (7) 

 

2% (5) 

CRM-initiatives affect my 

buying behaviour 

 

11% (23) 

 

35% (76) 

 

38% (82) 

 

10% (21) 

 

6% (13) 

I would prefer to support a 
cause with a personal 

connection ahead of other 

causes 

 
51% (109) 

 
32% (69) 

 
11% (24) 

 
5% (10) 

 
1% (3) 

I would pay more attention to 
a company showing a 

commitment to the society and 

the environment through 
CRM-initiatives compared to 

a company that doesn’t 

 
 

38% (82) 

 
 

41% (89) 

 
 

17% (36) 

 
 

3% (6) 

 
 

1% (2) 

I would prefer having the 

opportunity to choose which 
cause to support when 

purchasing CRM-products 

 

26% (56) 

 

47% (102) 

 

20% (44) 

 

5% (11) 

 

1% (2) 

I consider it to be important 
that Swedish companies 

support big causes around the 

world 

 
42% (91) 

 
41% (89) 

 
13% (28) 

 
1% (2) 

 
2% (5) 

When I am purchasing a 

CRM-product, it is more 

important that the cause suits 

the company’s image/brand 
than my cause preferences 

 

 

11% (23) 

 

 

30% (64) 

 

 

32% (69) 

 

 

20% (43) 

 

 

7% (16) 

A company’s choice of cause 

is a determining factor to if I 
decide to purchase a CRM-

product or not 

 

13% (28) 

 

43% (92) 

 

28% (60) 
 

 

13% (28) 

 

3% (7) 

A company’s commitment to a 
cause positively affects my 

image of the company 

 
37% (79) 

 
46% (99) 

 
14% (31) 

 

 
2% (4) 

 
1% (2) 
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Marketing communication channels 

 

24. Communication channel 

(maximum 3) 

Percentage (number of 

respondents) 

Women Men 

In the store 66% (142) 72% (86) 58% (56) 

Social media 46% (99) 50% (59) 42% (40) 

Company sponsored events 14% (30) 11% (13) 18% (17) 
Through the mail 3% (7) 3% (3) 4% (4) 

Company website 28% (60) 22% (26) 35% (34) 

Cell phone 6% (12) 5% (6) 6% (6) 

On the product 62% (133) 65% (77) 58% (56) 
Media  13% (27) 13% (16) 11% (11) 

Advertisements 34% (74) 39% (46) 29% (28) 

Other (please specify) 0% (0) 0% (0) 0% (0) 

 

25. Use social media Percentage (number of respondents) 

Yes 100% (214) 

No 0% (1) 

 

26. Frequency in use of social media Percentage (number of respondents) 

Several times a day 92% (197) 
Once a day 5% (11) 

Several times a week 2% (4) 

Once a week 0% (1) 
Seldom 0% (1) 

Never 0% (1) 

 

27. Most frequently used 

social media (ranking of 

3, 1= most frequently) 

1  2 3 

Facebook 72% (153) 24% (51) 4% (8) 

Twitter 7% (3) 22% (10) 71% (32) 

Instagram 30% (49) 51% (85) 19% (32) 
YouTube 6% (9) 41% (60) 53% (79) 

Pinterest 0% (0) 19% (3) 81% (13) 

LinkedIn 0% (0) 7% (2) 93% (27) 
Other (please specify) 3% (1) 14% (4) 83% (24) 

 

28. Social media – receive 

CRM-information 

(maximum of 2) 

Percentage (number of 

respondents) 

Women Men 

Facebook 72% (154) 80% (95) 61% (59) 

Twitter 7% (16) 5% (6) 10% (10) 

Instagram 33% (72) 42% (50) 23% (22) 

YouTube 20% (43) 14% (17) 27% (26) 
Pinterest 1% (3) 2% (2) 1% (1) 

LinkedIn 6% (13) 7% (8) 5% (5) 

I don’t want to receive CRM-
information through social 

media 

18% (39) 12% (14) 26% (25) 

Other (please specify) 1% (2)  0% (0) 2% (2) 

 

 



PO Box 823,  SE-301 18 Halmstad
Phone: +35 46 16 71 00
E-mail: registrator@hh.se
www.hh.se

-


