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Cause-related Marketing

« CRM is an alliance between a for-profit
company and a nonprofit organization:
— To benefit the NPO
— To benefit the business

— Company support linked to consumer
response (purchases)

— Strong marketing component
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Helping kids
Is a piece
of cupcake

0¢

DONATION

FROM EVERY
PURPLE HEART ' CHFA PROVIDES FUNDS
FOR CHILDREN'S

SOLD GOES TO HOSPITAL FOUNDATION
CFI"Y'E"\k PARTNERS IN AUSTRALIA.
e v st

. !
Childrens
. . . Hospital Foundations Australia
At Michel's, we are delighted to introduce our range of Purple Heart cupcakes. ~
And 30 cents from every one sold* will be donated to the Children's Hospital Foundations
Australia, providing paediatric research initiatives to help sick kids all around Australia.
Available individually they make a great afternoon treat or in six packs to treat the family.

*Between the 28th of March 2008 and the 24th of April 2008. While stocks last. Maximum donation up to $45,000.
Promoter Is Michel's Patisserie, 9 Ferngrove Place, South Granville NSW 2142, (02) 9782400.
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Background

Consumers demand that companies be (or
appear) socially responsible (Cone, 2004)

CRM seen by many as a form of CSR

NPOs short of funds, seeking help from
business (Andreasen, 2003)

NPOs use CRM for extra funds (Berglind
& Nakata, 2005)

What about those who don't partner? Why
don’t they?
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CRM Research

* A lot exists on consumer response to CRM
— Consumers generally have positive responses
— Some level of scepticism depending on approach
— Fit Impacts reception

e Some exists from company perspective

— How much is spent on the marketing of CRM and
source of funds used

— Impact on employees
* Little on impact for NPO

— (except see Berger, Cunningham & Drumwright
gualitative research)
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Lens: Gourville & Rangan 2004

* Business--NPO Alliances
— Proposed structure to assess alliances

 First order outcomes
— Immediate resource effects

« Second order outcomes
— Longer term OU'[COIT]GS, less concrete
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Research Questions

« Can NPO views be meaningfully
categorized as first and second order
benefits?

e If so, to what extent does each influence
NPQO attitudes toward CRM? Behavioural
Intention toward CRM?

 How do views differ for CRM participants
and non-participants?
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Method

« 2 Focus groups w/NPO managers
— ldentified perceived CRM benefits and drawbacks

* On-line survey using Market Facts Inc.
(Zoomerang) panel.

— Invitations emailed to 1,000 panel members affiliated
W/NPOs

— 689 usable surveys returned (very high rate)

— Only those in managerial position considered here
(n=116) to assure sufficient knowledge

— Approx. 10 minutes
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Instrument

 For those who have done CRM:

— Goals for CRM and assessment of CRM outcomes
— Presented at INSM

e For those who have and have not:
— Attitude toward CRM
— Behavioural intention (CRM likely in next 3 yrs)

— Percelved benefits and drawbacks of CRM
« Emerged from focus groups

« First and second order outcomes assessed (Gourville &
Rangan 2005)

— Demographics
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Descriptive Statistics

NonCRM participants = 52
CRM participants = 88

EXperience:

— Almost 9 yrs. w/org

— Over 13 yrs. NPO sector
— 49 yrs. Old

NPO Size:
— 65 FT emps (220 SD)
— 26 PT emps (77 SD)
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Perceived Drawbacks

(view of non-participants)

FIRST ORDER: SECOND ORDER:
Operational Philosophical
(C.Alpha = .87) (C.Alpha = .93)

EXtra resources Philosophy

Extra effort q-s. Control

Extra volunteers -ss

Neg pub percept

Diff. Coordination

Pub perceive less need @-ss

Principles compromised

Change internal proc

How meet mandate (m-s9

Bus requirements

11



http://images.google.com.au/imgres?imgurl=http://www.dhss.mo.gov/InterventionMICA/Images/partnerships5.jpg&imgrefurl=http://www.dhss.mo.gov/InterventionMICA/Partnerships.html&h=1069&w=1484&sz=185&hl=en&start=1&usg=__G5c5Y8sARp54gBMxukQGyJp-vqE=&tbnid=7se-fXctfolYHM:&tbnh=108&tbnw=150&prev=/images?q=partnership&gbv=2&hl=en&sa=G

=
o

Percelved Drawbacks

R N W &~ O O N 00 ©

p = .000

p = .000

O Philosophical
B Operational

10 pt. scales 12



http://images.google.com.au/imgres?imgurl=http://www.dhss.mo.gov/InterventionMICA/Images/partnerships5.jpg&imgrefurl=http://www.dhss.mo.gov/InterventionMICA/Partnerships.html&h=1069&w=1484&sz=185&hl=en&start=1&usg=__G5c5Y8sARp54gBMxukQGyJp-vqE=&tbnid=7se-fXctfolYHM:&tbnh=108&tbnw=150&prev=/images?q=partnership&gbv=2&hl=en&sa=G

Percelved Benefits

(view of non-participants)

FIRST ORDER: SECOND ORDER:
Business funding Knowledge & Public
(C.Alpha = .90) Perception (C.Alpha = .85)

Short-term bus. funding |EXxpertise m-s1

(m =6.6)

Long-term bus. funding |Public org. awareness w-sy

Event support »-720 _ |Public mandate aware efé\\/’

o) . :
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Contacts & Ieadg
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CRM Views
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Attitude Toward CRM

(view of non-participants)

Beta

Philosophical drawbacks -0.3

Operational drawbacks 0.13

Business funding 0.14
Knowledge & public

perception 0.51

Size 0.2

Mandate type -0.06

t Sig.
-1.66
0.66
0.73

2.46 *
1.45
-0.39
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CRM Intentions

(view of non-participants)

Philosophical drawbacks
Operational drawbacks

Business funding

Knowledge & public
perception

Size

Mandate type

Beta

-0.9
0.16
0.09

0.48
0.17
-0.12

t Sig.
-.91
0.85
0.48

243 *
1.34
-0.75
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Why Haven't You?

* "Haven't gotten to it yet but still plan to.”
— Nearly 20%
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Conclusion

« CRM drawbacks can be grouped into first and

second order outcomes

— Allows for analyses at a more abstract level
— Facilitates assessment of overarching perceptions

Operational (first order) drawbacks loom

comparatively larger than philosophical (second

order) drawbacks

— For both non-participants and CRM participants

« CRM attitude and intentions o

riven by

perception of gaining knowledge and enhancing

public perception (second oro

er benefits)
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