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ABSTRACT

The purpose of this paper was to understand if cause-related marketing was an effective
tactic that was able to resonate with Generation Z. In recent times, there had been a shift
from traditional marketing efforts towards a more holistic approach that required brands to
be unique, likeable and responsible. The everyday consumer was informed and was
looking to buy into the ideals of a brand along with purchasing products/services. This
notion occurred when consumers resonated with a brand. A popular criterion for building
brand resonance was the We Brands Framework and the Three Pillars of Meaningful
Brands. Throughout the qualitative research process, cause-related marketing was
assessed in comparison to the above criteria to determine the effectiveness of cause-

related marketing resonating with Generation Z in Durban.

The research aimed to uncover what guidelines cause-related marketing must follow to
resonate with Generation Z and to explore what benefits a brand would receive if a
consumer did indeed resonate with the brand. The Savlon brand was used as a case
study during the data collection process in which the Savlon Healthy Hands campaign was
viewed by the sample group and insightful feedback was recorded.

The key discovery uncovered during the research process was that cause-related
marketing was an effective tactic to resonate with Generation Z in South Africa, however,
the sample group only resonated with the tactic because they cared about the social cause
and there was a real change that was brought about through the cause-related marketing
efforts. Another important discovery made was the We brands and Three Pillars of
Meaningful Brands criteria being applicable in the execution of cause-related marketing as
a tactic. Lastly, the benefits of consumers resonating with a brand are largely intangible
mostly focusing on building strong relations with consumers (brand loyalty) and a positive

brand image.

The implications of this study show that cause-related marketing is not a profit-centred
tactic and are therefore more suitable for mature brands that are established in the
marketplace and are looking to strengthen their relationship with consumers and sincerely

make a difference.

Keywords: cause-related marketing, resonate, social good, meaningful brands, Savlon
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1. Introduction

1.1. Background and Rationale

During the digital age, mainly globalisation has shifted the way brands interact with their
audiences (Kotler & Kartajaya, 2010). Due to the leaps in technology advancements,
brands can share their message and access consumers on a global scale over multiple
platforms (Kotler & Kartajaya, 2010). However brands do not have a monopoly over the
market and are constantly competing with one another, additionally, most brands products
or services are similar (low product differentiation) which makes it increasingly difficult to

build brand loyalty among consumers (Kotler & Kartajaya, 2010).

Furthermore, consumers with the aid of the internet and access to incremental amounts of
information are well informed, critical and have a short attention span due to the
overwhelming amount of marketing activities they're exposed to daily (Kotler & Kartajaya,
2010). The challenge brands have to face is to differentiate themselves not only by-product

but mainly by its brand (Kotler & Kartajaya, 2010).

However, taking into consideration Gen Z as consumers for a brand, there are specific
ways brands need to differentiate themselves to resonate with the Gen Z audience. Gen Z
is born between 1996 and 2015 and is the most racially and ethnically diverse generation
yet (Janfaza, 2020). Gen Z is the most empathetic and accepting generation because of
the way that diversity has been normalized within their generation since birth (Janfaza,
2020). Because of globalisation and the digital age, Gen Z has been able to share their
experiences, relate to one another and most importantly are adamant that now is the time

for a social revolution (in the streets, online and at the polls) (Janfaza, 2020).

They believe that they are uniquely positioned to effect real change because of social
media and the way it unites them as a generation (Janfaza, 2020). Gen Z has already
begun their social media revolution targeting a range of social issues like gender
inequality, black lives matter, LGBTQ + and body positivity as well as political issues like

#free Palestine and gun control laws (Janfaza, 2020).
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1.2. Problem Statement

It is clear that Gen Z has taken a stance and are trying to bring about change but cannot
do it alone. Gen Z is an important target audience to capture as they make up 23% of the
global population but the problem is that Gen Z is no longer responding to traditional brand

messaging but are now demanding that brands act with a purpose (Aaker, 2019). Brands

Brands need to determine their purpose which Gen Z can believe in and take action in the
form of cause-related marketing to achieve social good (Aaker, 2019). The purpose of this
study is to see if cause-related marketing can connect, engage and build resonance in the
mind of the Gen Z consumers which results in brands staying relevant, profitable, building

customer loyalty and becoming a potential leader in their industry (Campbell, 2016).

1.3. Research Goal

The goal of the research is to explore if cause-related marketing tactics are able to
resonate with Gen Z'ers, and if so what are the necessary criteria need to be followed. The
qualitative research aims to uncover any associated benefits of Gen Z resonating with a
brand to determine the importance of cause-related marketing as a tactic within the next

decade.

1.4. Research Question

What are the tangible and intangible benefits for brands using cause-related marketing as

a tactic to resonate with the Gen Z audience in Durban?

1.5. Objectives

« What is the role of cause-related marketing?

« What are the criteria for building brand resonance with the Gen Z target audience?

» Does cause-related marketing of social issues resonate with the Gen Z audience in
South Africa?

« Is cause-related marketing a useful tactic?
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2. Literature Review

The purpose of this literature review is to disclose existing information written by creditable
researchers that cover the founding themes of this research study. Aligned with the main
question and sub-questions of this study, Gen Z will be discussed, along with themes of
brand resonance, cause-related marketing, social good, emotional branding, meaningful
and purposeful brands and a comparative analysis of campaigns as well as disadvantages
of cause-related marketing.

The following literature themes explore different marketing methods that achieve brand
resonance. Cause-related marketing as a tactic has one main criterion which is creating
social good to build brand resonance (Adkins, 2003). The research design will measure
the effectiveness of social good as well as each of the following literature themes to
assess what the necessary criteria is, for cause-related marketing building brand

resonance.

2.1. Conceptualisation Of Key Terms

Cause-related marketing: (CRM) is a mutually beneficial collaboration between the brand
and usually a nonprofit for a specific cause designed to promote the former's sales and the
latter's cause (Adkins, 2003). However, the collaboration should yield measurable change
or support for the cause instead of superficial efforts (Adkins, 2003). CRM can be
measured through spreading awareness on a social issue, supporting and giving a
platform for the social issue, incorporating the change within the brand or creating tangible
change that alleviates the social issue (Adkins, 2003). In this study, CRM is brands that

incorporate or tackle social issues in a unique, engaging and sustainable way.

Generation Z: Refer to people born between 1996 and 2015 who are currently aged 6-24
years old (Kasasa, 2021). Gen Z consist of 68 million people and their defining
characteristic are media consumption (Kasasa, 2021). The average Gen Zer has been
exposed to technology from a young age and has grown up in a hyper-connected world in
which their smartphone is the preferred method of communication (Kasasa, 2021). This
ties in with Gen Z starting their revolution on social media as the digital space is where
they feel most comfortable and where they can make the most impact (Janfaza, 2020). As

the world moves to a more technology-centric focus, Gen Z will be a pivotal target market
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to capture as they will lead other generations forward into this new technological age
(Janfaza, 2020).

Brand Resonance: ‘Brand resonance refers to the nature of the relationship that
consumers have with the brand and the extent to which they feel that they are “in synch”
with the brand” (Keller, 2001: 6). Brand resonance can be defined as how well consumers
connect both formally and casually with a brand (Keller, 2008). There are many ways to
achieve brand resonance. Strong brand resonance builds brand equity for a company
which has many intangible and tangible benefits (customer loyalty, active engagement,

brand advocacy and positive attachment) (Keller, 2008).

Emotional branding: Is the process of forming a relationship between a consumer and a
brand by provoking their emotions as well as establishing trust and liability (Campbell,
2016). Once an emotional link is established customers will use logic to try and justify their
emotional connection to the brand to purchase or support it (Campbell, 2016). Emotional
branding integrates with meaningful brands to create an emotional link with consumers

which is a tactic to build brand resonance (Campbell, 2016).

Meaningful brands: Go beyond the products, by exploring how brands tangibly improve
people's lives and the role they play in society (Meaningful Brands, 2019). This is based on
functional benefits, personal benefits and collective benefits (Meaningful Brands, 2019). As
well as developing trust, community, enrichment and contribution for consumers
(Meaningful Brands, 2019). Meaningful brands is another tactic to build brand resonance
(Meaningful Brands, 2019).

Brand purpose: Refers to a brand having a purpose that consumers can buy into and
believe in (Prophet, 2019). Instead of trying to sell consumers on the product, sell them on
an idea/purpose they can relate to or aspire to have (Prophet, 2019). Brand purpose is

also a tactic to build brand resonance (Prophet, 2019).

Social good: This refers to when brands take the initiative to start a campaign or organise
tasks that benefit the largest number of people in the largest way possible (Kenton, 2021).
Social good in this context refers to trying to make difference not only environmentally but
also to alleviate issues like poverty, discrimination, oppression and move towards a more
inclusive world (Kenton, 2021). Social good has grown through social media by efficiently
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educating the public, advocating and fundraising for programs that support the social good
(Kenton, 2021). Social good is the fundamental concept in achieving CRM to build brand
resonance (Adkins, 2003).

The digital age: Also known as the information age exists in which everyone is hyper-
connected and two-way communication, engagement and feedback are evident (Kotler &
Kartajaya, 2010). This is relevant to brands as their actions are perceived by the whole
world not just their intended target audience (Kotler & Kartajaya, 2010). The digital age
has allowed brands to take a stance and bring about change without having to be in the
same location (Kotler & Kartajaya, 2010). The digital age exists through technologies like

social media, Al, the internet of things and robotics (Kotler & Kartajaya, 2010).

2.2. Theoretical Foundation

Brand resonance exists on a wide spectrum with multi-facets to achieving it. Meaningful
brands are one of the most difficult but successful ways of building brand resonance
(Thompson, 2018). Therefore the meaningful brand's frameworks criteria will be integrated
with the research approach to measure against the CRM tactic, to understand if it is

successful in building brand resonance.

We Brands Framework: states trust, enrichment, responsibility, community, and

contribution are the foundation of purposeful brands (Thompson, 2018). A purposeful
brand attempts to create a relationship with the customer that goes beyond the functional
benefits and instead inspires and builds respect through a purpose that customers can
believe in (Aaker, 2019). Therefore when executing cause-related marketing to achieve

social good it should meet the above criteria and be able to be measured against it.

The above criteria are important as it prevents superficial cause-related campaigns that
focus on improving the brands' image rather than setting out to achieve/promote real
change concerning a particular social issue (Aaker, 2019). As mentioned above customers
are smart, critical and well-informed brands that cannot claim to be purposeful without
tangible evidence (Kotler & Kartajaya, 2010). When a brand is purposeful it is more likely

to build stronger brand loyalty, awareness and can uphold its brand promise (Aaker, 2019).
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Three Pillars of Meaningful Brands: include functional benefits, personal benefits and

collective benefits (Meaningful Brands, 2019). It is vitally important to understand that
while Gen Z consumers are calling for brands to act with purpose and meaning, functional

benefits still need to be made a priority (Meaningful Brands, 2019).

Functional benefits refer to how well the product or service will benefit the consumer, how
products/services are differentiated from competitors as well as bonus benéefits like free
delivery or cheaper pricing for similar quality (Meaningful Brands, 2019). Only once a
brands product/service functional benefits are up to par and can compete with competitors
or product differentiation is very low then a brand can concentrate on personal and

collective benefits (Meaningful Brands, 2019).

Personal benefits refer to how the purchasing or owning of the product makes the
consumer feel, in terms of Gen Z if a brand practices social good through cause-related
marketing the personal benefits associated are feeling as if they are a part of the change,
their purchase is contributing to the greater good and making a difference (Meaningful
Brands, 2019).

While the collective benefit for Gen Z in terms of a meaningful brand practising social good
would be a unifying movement, a sense of belonging to a community that supports Gen
Z’s stance of sparking their social media revolution to bring about change as a generation
(Janfaza, 2020).

Commitment and Consistency Theory: states once a choice is made, there are personal

and interpersonal pressures to behave consistently with that commitment (Cialdini, 2009).
This theory is the foundation for building brand loyalty (Cialdini, 2009). In terms of
consistency, there is a term known as automatic consistency (Cialdini, R. B. 2009). This is

a powerful principle in guiding human action (Cialdini, R. B. 2009).

This theory views the desire for consistency as a central motivator of human behaviour
(Cialdini, R. B. 2009). Consistency guides and motivates behaviour as it is generally
valued as a character trait, and is the basis of logic, rationality, stability, and honesty
(Cialdini, R. B. 2009).If a brand is meaningful and purposeful, a Gen Z consumer that buys
into the ideals of the brand will have a natural tendency to behave in ways that are
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consistent with the decision and therefore committed to supporting the brand (Cialdini, R.
B. 2009).

2.3. Literature Themes

1. Generation Z

Gen Z has become an important growing target audience that brands are striving to
capture. Gen Z already makes up a considerable portion of society, about 23% of the
world's population (Singh, 2013). Gen Z is seen as digital natives that are qualified,
technologically savvy, innovative and creative individuals that will be the key generation to
lead e-commerce business practice in the upcoming years (Monaco 2018). E-Commerce
is a byproduct of the fourth industrial revolution in which brands are adapting to keep up
with the changing times and stay relevant (Monaco 2018). Therefore Gen Z is a very
important target audience that brands need to appeal too, to enable brands to survive

within the shift into the digital age of business and brands. (Monaco 2018).

Brands need to understand who Gen Z is and what methods work to build long-lasting
relationships with them. Gen Z is currently aged between six and twenty-four and is the
most racially and ethnically diverse generation yet (Janfaza, 2020). Gen Z is the most
empathetic and accepting generation because of the way that diversity has been
normalized within their generation since birth (Janfaza, 2020). Because of globalisation
and the digital age, Gen Z has been able to share their experiences, relate to one another
and most importantly are adamant that now is the time for a social revolution (in the

streets, online and at the polls) (Janfaza, 2020).

One instance of Gen Z attempt for social revolution via social media was when Gen Z
reserved tickets for Trumps rally with no intention of attending (De, 2020). The rally had a
request of almost one million people wanting to attend, but in reality, the event drew fewer
than 6,200 people which led to the cancellation of a scheduled second event (De, 2020).
While this didn't bring about real change, Gen Z teenagers found a way to boycott the
president and bring awareness to their stance against Trump and his discriminatory
principles (De, 2020). This alludes to the fact that Gen Z is committed to standing up for
social change and brands that can appeal to this aspect of theirs are one step closer to

adopting Gen Z as a consumer.
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2. Cause-Related Marketing

Cause-related marketing (CRM), is when a brand donates money, advocates, brings
awareness or brings about change to social causes based on customers purchases
(Chang and Lee, 2008). CRM through social campaigns has become a main strategic

marketing tool for large businesses (Aggarwal & Singh, 2019).

A key aspect to CRM is that it is not merely a superficial initiative that is behind the scenes
and only to boost a brands image but rather driven by a deliberate and well-planned
marketing activity aimed to simultaneously increase sales and promote the social cause
for meaningful engagement with consumers (Choi & Seo, 2019). CRM initiatives should
follow the following criteria by having integrity, transparency, sincerity, mutual respect,
partnership and mutual benefit (Baker, 2003).

CRM demonstrates an ethical and altruistic obligation to society which results in building a
positive brand image, positioning the brand positivity in the mind of the consumer and
increasing purchase intentions of customers (Aggarwal & Singh, 2019). A brand needs to
consider cause involvement when choosing a social issue to take on. Cause involvement
refers to the extent consumers feel a cause to be personally important or relevant
(Zaichkowsky, 1985). Consumers also consider their experiences, assumptions and

perceptions concerning cause involvement (Zaichkowsky, 1985).

Therefore, brands cannot pick a superficial social cause but rather a cause that personifies
who they are or what they stand for so that the CRM campaigns can continue to motivate
and keep on attributing meaning to the brand, employees and customers even when the
campaign is over (Varadarajan & Menon, 1998). Brands need to understand their
communities first and identify what social causes impact their stakeholders when initiating
CRM campaigns (Aggarwal & Singh, 2019).

Brands should also be aware that CRM campaigns are intertwined with social media so
marketers need to understand how to utilise social media to engage with Gen Z and
millennials (Jacqueline & Eastman, 2019). The benefits of CRM are consumers are more
likely to switch to brands that support social causes if the product is similar in nature to
competitors and if the cause is related to the product (Cone, 2013).
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3. Social Good

In recent years, there is a shift for brands to focus on implementing campaigns that
support a social cause (Yilmazer, 2018). Social good happens when a brand tries to
benefit the largest number of people in the largest way possible by focusing on a particular
cause (Kenton, 2021). Social good can be translated into causes for sustainability, female

empowerment, black lives matter, LGBTQ+, equality and so on (Yilmazer, 2018).

Social good becomes a part of the advertising and marketing campaigns more to bring
awareness change, advocacy, and for the good of humankind rather than to yield profits
(Yilmazer, 2018). Social good is incorporated into the brand by selling an idea rather than
the product and the benefits include good for the business, attention and self-redemption
for the brand (Yilmazer, 2018).

Brand equity is also created through social good as the brand takes a genuine interest and
willingness to engage with customers needs in a societal context (Brisk, 2019). A recent
study by the University of San Diego studied consumers emotional reactions to brands that

implemented social good in their campaigns (Suarez, 2019).

The results showed that 27% of customers were intrigued, 24% were impressed, 23%
engaged, 21% inspired and 5% were combative (Suarez, 2019). This demonstrates that
brands that practice CRM with social good as a focus are more likely to positively engage
with consumers, change their perceptions towards the brand and build brand equity
(Suarez, 2019).

4. Emotional Branding

Emotional branding is the process of building a relationship between the consumer and a
brand by provoking their emotions (Karnes, 2020). While emotions like love, fear, greed,
guilt and pride are useful they are not at the epicentre of emotional branding (Campbell,
2016). Brands need to establish a strong sense of trust and likability with consumers, after
this is achieved the consumer uses the secondary emotions mentioned above to

rationalise their emotional connection to the brand (Campbell, 2016).

CRM and social good use emotional cause branding that offers the consumer an
opportunity to buy into/support and purchase from a brand that makes positive changes for
social issues and is not solely profit-orientated (Kim and Johnson 2011). When social
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issues are addressed by brands it builds emotional bonds with customers as moral

emotions are at the centre that stems from the customers' interests and desire to be a part
of a higher cause (Haidt 2003).

Emotional branding will be successful if the social cause resonates with consumers,
therefore brands should pick a cause that links to their product or affects their stakeholders
(Kim & Sullivan, 2019). Emotions play a predominant role in purchasing decisions where
90% of buying decisions are made subconsciously (Karnes, 2020). Therefore if brands can
link their social cause to build an emotional bond with the consumer the results will be an
increase in consumer loyalty and a subconscious need to support the brand (Karnes,
2020).

5. Meaningful and Purposeful Brands

A meaningful and purpose-driven brand can build a strong emotional connection with its
customers as it resonates with them by inspiring and engendering respect (Prophet, 2019).
For an emotional bond to be built trust, enrichment, responsibility, community, and
contribution are the foundation of purposeful and meaningful brands (Thompson, 2018). A
purposeful brand goes beyond the functional benefits and instead provides a higher
purpose that customers can believe in that can also be perceived as personal and
collective benefits (Aaker, 2019)

Brands should strive towards a unique, relevant and compelling purpose that adds value to
customers’ lives and becomes the brands chief pursuit and natural way of thinking and
doing, then a meaningful brand is brought into existence (Enslin, 2019). Empowered by its
leadership and culture, brands are to operate mindfully to swiftly create and deliver a
brand experience that is always congruent with its unique reason for being (Enslin, 2019).
By doing this customers can sense the brands authentic, sincere and transparent purpose
in which they can buy into (Enslin, 2019).

A meaningful brand can add value to a consumers life that goes beyond the functional
benefits. The benefits of meaningful brands are the ability to increase brand equity, strong
customer loyalty and retention, a positive brand image, establishing a strong emotional

relationship with consumers and customers being less price-sensitive (Aaker, 2019).
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Therefore if CRM that takes on social issues is interpreted as meaningful to consumers

then the above benefits may be applicable.

5a. Comparative Analysis of CRM Campaigns that take on Social Good Causes to

build Brand Resonance:

A comparative analysis between Savlon and Pepsi will be discussed concerning the
themes mentioned above.

Savlon

Savlon is an Indian brand that specialises in hygiene products (Impact Relations, 2016).
Savlon was aware of a pressing social issue within its region of more than a thousand
children dying every day due to poor hand hygiene and exposure to bacteria (Impact
Relations, 2016). While the solution to this was simple teachers struggled to enforce the

use of soap in schools, and parents often couldn't afford it (Impact Relations, 2016).

Savlon’s social good and CRM initiative were to help reduce illness by launching the
Healthy Hands initiative, in partnership with Ogilvy India (Impact Relations, 2016). Savlon
created a simple, easy-to-use product for good (Impact Relations, 2016). Savion
developed special chalk sticks, infused with soap particles so that when kids washed the

chalk powder from their hands, it turned into soap (Impact Relations, 2016).

Savlon distributed the chalk sticks to 100 rural schools most in need of the Healthy Hands
solution and the impact was immediate (Impact Relations, 2016). From there, the chalk
sticks were given to 150,000 students in 100 schools across 22 cities (Impact Relations,
2016). The campaign went viral with 4 million views and became an ongoing initiative in

India (Impact Relations, 2016).

Savlon created an impactful, creative, authentic, purpose-driven initiative that created real
change. The social cause was closely related to Savlons products and was a meaningful
engagement that built an emotional connection with many customers worldwide as they
created a fun effective solution that benefited children, a cause that resonates with

everyone (Impact Relations, 2016).
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Some key benefits from the campaign was an increase in brand awareness, positive brand
image and customer retention (Impact Relations, 2016). The campaign was successful in

resonating with consumers and becoming a meaningful brand.

Pepsi
Pepsi the well known fizzy drink company created a campaign to focus on the social issue

of Black Lives Matter (BLM) and police brutality (Victor, 2017). Pepsi CRM adverts aimed
to bring awareness and advocate for BLM as well as project a global message of unity,
peace and understanding (Victor, 2017). The climactic point of the advert portrayed a
police officer accepting a can of Pepsi from Kendal Jenner and the protesters cheering as

‘peace is achieved’ (Victor, 2017).

While Pepsi was supporting a social cause that many people agreed with, it was a
superficial initiative that received backlash for trivialising the experience of protesters and
the BLM struggle (Victor, 2017). Pepsi did not bring about change as a protester tried
imitating the ad in a real-life standoff with the police in which nothing changed (Victor,
2017). Pepsi’'s CRM failed as it belittled real-life experiences and tried to portray the

product as the solution to a very complex problem (Victor, 2017).

Pepsi campaign didn't resonate with consumers as it wasn't meaningful or have a higher
purpose that wasn't product orientated which resulted in no emotional bond being built
(Victor, 2017).

Therefore, a brand cannot just jump on the latest social good trend but have to incorporate
it into the essence of their brand to build an authentic and meaningful campaign that

resonates with consumers.

6. Disadvantages
As seen with the Pepsi campaign above, if a brand fails with its social good cause due to
inauthenticity or it being perceived as self-serving it may be detrimental for the brands'
reputation and image (Adkins, 2000). Consumers may lose trust in the brand and its
purpose in which they lose their main competitive advantage of brand differentiation
(Adkins, 2000). Another disadvantage is that social goods and CRM campaigns do not
guarantee consumer purchases, therefore brands should act authentically and not rely on
an increase in profits when implementing these campaigns (Adkins, 2000).
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In addition, whilst a brand may be meaningful and resonate with a consumer if it does not
yield any benefits for the brand other than a basic improved brand image then CRM will

not be a successful method for brands to adopt (Adkins, 2000).

7. Brand Equity

Brand equity refers to the value that a brand generates from a product/service with a
recognizable name when compared to a generic equivalent (Keller, 2008). A brand with
positive brand equity, have customers that are willing to pay a higher price for its products,
although competitors charge less (Keller, 2008). Brands with strong brand equity also have
consumer loyalty, active consumer engagement, brand awareness, perceived quality,
brand advocacy and positive brand associations (Keller, 2008). The research report will
assess which of these associate benefits of brand equity is built through brand resonance
with CRM.

2.4. Concluding Stance

Gen Z wants to and has the digital space and platform to shape the cultural narrative with
social good causes (Janfaza, 2020). However they cannot achieve this alone, brands carry
a lot of weight and influence and can create a real impactful difference by being a purpose-
driven, meaningful brand that adopts social causes and CRM campaigns to better society
and therefore resonates and build an emotional bond with its consumers (Yilmazer, 2018).
Simultaneously, by brands shifting towards this type of marketing and altruistic practices
they also appeal to Gen Z who are a key target audience that is going to lead consumers
as a generation going fourth into the fourth industrial revolution as well as create brand

equity associated benefits for the brand (Janfaza, 2020).
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3. Methodology

The research methodology used a qualitative approach to seek an in-depth understanding
to assess the different brand resonance tactics against CRM to measure if social good
was successful in creating brand resonance and if so, what associated benefits of brand

equity were evident.

3.1. Research Paradigm

This study uses the research paradigm known as Interpretivism. Interpretivism is most
suitable as it can gain an in-depth understanding of people's perceptions, experiences and

a specific phenomenology (Maree, 2020).

Interpretivism enables this study to investigate the subjective perceptions of social good
and to what extent is it expected to be incorporated into brands from the point of view of
Gen Z (Maree, 2020). Interpretivism allows the research to explore which brand resonance
tactics are successful with Gen Z and which seem to be redundant. For something to
resonate with a person and build brand equity, is a very subjective narrative and each
person will have a different opinion or interpretation which is why this paradigm is useful
(Keller, 2008). Gen Z insights and perceptions need to be well understood to understand
how successful cause-related marketing is in building brand resonance and if any benefits

associated with brand equity are established.

The ontological position examines the social reality of Gen Z based on human
interpretations (Maree, 2020). It assumes that peoples’ own experiences

influence their outlook on the world and therefore not all realities are the same (du
PlooyCilliers, 2014). Therefore, what one Gen Z consumer finds meaningful in terms of a
social cause may not resonate with another due to different experiences. This study aims

to find a common resonance amongst Gen Z as a whole.

The epistemology is subjective to the nature of reality depending on Gen Z's interpretation
of social good (Maree, 2020). Therefore, geographic location will play a part in
understanding what social good resonates with Gen Z audiences depending on the most
prominent issues they are exposed to in their region or life (Maree, 2020).
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Hence, the principles of the Interpretivist paradigm allow the researcher to investigate the
research problem and gain a holistic understanding of cause-related marketing achieving

social good and being able to resonate with Gen Z consumers (Maree, 2020).

3.2. Research Design

This was a qualitative analysis that was exploratory in nature and aimed to understand the
phenomenology behind the link between CRM in the 21st century and building brand
resonance. A qualitative approach was used so that the research could reflect an in-depth
understanding of people's perceptions of brands, whether they resonated with them, and

how successful CRM was (Maree, 2020).

The research used deductive reasoning (Maree, 2020). Qualitative research used
appropriate data collection instruments that gave insights into Gen Z's subjective reality to
understand if CRM was relevant and if a shift of branding practices was needed within the
digital age. A qualitative approach allowed Gen Z to express how they felt and experienced

CRM and whether it is more effective than traditional brand messaging (Maree, 2020).

The data collection and analysis was suited for this qualitative research study as in-depth
opinions and experiences of the sample could be captured to understand their common
beliefs as to what Gen Z perceived as a meaningful social cause to resonate with and
what the associated benefits were for a brand. It also measured which brand resonance

tactics are effective for Gen Z consumers and explored why.

3.3. Population

The objective of this research study was to identify what Gen Z perceived as a meaningful

social good cause and the associated benefits that apply. The total population were Gen Z

who are in the age range of (6-24) and live in Durban and Gauteng. The above parameters
were too broad therefore due to ethical clearance reasons (participants being 18 and over)
and for a more accessible population, the characteristics were Gen Z (between the ages of
18 and 24), located in South Africa.

20 of 77



3.4. Sampling

The unit of analysis was people that shared their perceptions and experiences of cause-
related marketing and if they resonated with it. The population characteristics are Gen Z

(between the ages of 18 and 24), located in South Africa.

The research used non-probability sampling, more specifically convenience sampling and
snowball sampling due to the population being easily available (Maree, 2020). The sample
size was 37 participants (33 participants being sent the qualitative questionnaires and 4
participants being interviewed. The data from the participants cannot be generalised but
the large sample size can give an indication of some of the existing attitudes and benefits

of cause-related marketing.

Initially, convenience sampling was meant to be used on |IE students and was to be a part
of the population parameters. However, the ethical clearance process and access to the
students on campus became challenging due to Covid so therefore the IIE parameter was
excluded from the population characteristics. Convenience sampling on the accessible
population were friends and acquaintances of the researcher who already was aware of
90% of participants age that met the population parameters. Convenience sampling made

it easy to reach the accessible population with online surveys sent through WhatsApp.

Convenience sampling was also used for who the participants were to be interviewed as
the researcher needed to be able to schedule times that were compatible with the
researcher and close proximity to the interviewee to save travel time. The researcher
made use of snowball sampling as there were not enough participants from convenience
sampling alone. Therefore in order for snowballing sampling to be successful, the
participants that were recommending others to volunteer for the study were aware of the
population characteristics and as back up the population characteristics were included in

the questioners in which participants had to state if they were apart off.

Initially, the accessible population was meant to be just based in KZN, however, when
snowball sampling was initiated participants from Gauteng volunteered and that's why
South Africa is included in the population parameters. A larger geographic was needed to

increase the sample size for more diverse and holistic feedback.
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3.5. Data-collection method(s)

As stated previously the purpose and objective of this study was to understand if brands
that practised meaningful social good causes (CRM) resonated with Gen Z and how that
benefitted a brand. This required in-depth feedback and personal opinions from
participants which is why a qualitative study was most appropriate (Maree, 2020). Primary
research was conducted through two research instruments namely qualitative
questionnaires and interviews, both of which fall under qualitative instruments. Each
research instrument has its own set of questions that are appropriate for that data

collection method.

Firstly, qualitative questionnaires were created comprising of 10 questions. Question 1 was
a consent request that participants needed to agree to that specified explained all the
necessary ethical considerations as well as informed participants of the population

parameters.

Next, a link to the Savlon marketing campaign was attached and participants were told to
watch it before answering the questions. The questionnaire is attached in Annexure A.
With regard to the questionnaire, participants were asked to comment on the Savlon
campaign with regards to the different brand resonance tactics to see which was most
effective in building brand resonance for Gen Z. The questionnaire was multiple choice
with an option for participants to add their own opinion. The reason for this is because
while participants may give their opinion the subject of cause-related marketing and
benefits is a foreign concept to the majority of the participants.

The multiple-choice options were extensive answer options gathered from secondary data
used in the literature review in which participants could select if it applied to them. If the
multiple-choice answers did not reflect their opinion they had an opportunity to write
another option for each question. The reason multiple choice answers were also included
is so that feedback wouldn't be on a superficial level because participants weren't too
familiar with the extensiveness of the subject and may not be aware of what benefits fall

under resonating with a brand.

With multiple-choice, in-depth options that correlate to secondary research studies were
able to be gathered and the research can compare to see if South African Gen Z opinions

align with secondary research while leaving room for other viewpoints from respondents.
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Also multiple-choice, encouraged respondents to participate as the questionnaire is short

and easy to fill out. The completion rate of the surveys was 100%.

Secondly, the interview is the other research instrument. Interviews are more timely and
harder to organise with many participants which is why only four respondents were
interviewed. The interview questions are attached in Annexure B. The interviews allowed
for a lot more in-depth feedback from participants compared to the questionnaires as
respondents could take their time explaining their opinion and there was sufficient time and

space for follow up questions.

The interview had set questions in which concepts were explained but in each interview
when a new thought process or opinion from a participant was expressed there were
follow up questions from the researcher side that was unique to that specific interview. The
interviews were a necessary instrument to gain lengthy insightful answers into which brand
resonance tactics mentioned in the literature were present in the campaign and the extent

to which they contributed to building brand resonance.

The interview led towards new insights as participants were able to explain which tactics
were successful, why and what benefits each tactic resulted in. Therefore CRM and social
good are able to be measured against other brand resonance tactics to assess what the

necessary criteria are when executing this marketing strategy.

3.6. Application of data-collection method(s)

Since the research was no longer using IIE students as participants the ethical clearance
was not needed in that regard. However, multiple forms were filled out stating what the
research would entail and gathering the necessary consent forms for participants to fill out.

Once this was approved the primary data collection could begin.

With regards to the questionnaires, they were created first on a platform called Survey
Monkey. However, they were some limitations using this platform and that was a limit of
only 10 questions that could be asked and no direct links to Youtube could not be added in
the description (Savlon campaign). Question 1 out of 10 was used as a consent form.
Annexure A shows how participants were informed of the ethical considerations and then
Question 1 asked them if they agreed to participate and if they were a part of the

population parameters.
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Once the questionnaire was created a mock version was made and sent to a participant
who knows nothing about cause-related marketing as a trial run. The feedback provided
was that the participant did not understand some of the terms of the questions were too
complicated. To rectify this the questions were put more simply and brief definitions were
provided for some of the concepts. The second trial was successful and the participant

was able to comprehend and answer the questions fully.

The survey itself was also a success in terms of formatting, grammar, opening the link to
watch the Savlon campaign and returning to the survey to answer all the questions. The
trial response was recorded and tried on the Survey Monkey website for data to be
analysed. (This trail run was not analysed for the research study). Once the questionnaire
was created and running smoothly, a link to the survey was copied from Survey Monkey
and was distributed to participants via WhatsApp.

A broadcast list on WhatsApp was created that included the survey link and a message for
the individual to please take five minutes to watch a short clip and complete the survey.
There were 35 people on the broadcast list whom the researcher knew firsthand as friends
and acquaintances that were between the ages of 18-24 and who lives in Durban

(convenience sampling).

The data was collected between 7/31/2021 and 8/5/2021 in which a total of 33 people
responded. During this time there were only 25 responses from the broadcast WhatsApp
list so to increase the sample size, three participants who had completed the survey were
asked to forward the survey link to their friends. One of the three participants said they had
7 volunteers who were within the age group parameters but were studying in Gauteng.
Therefore to increase the sample size the parameters of the study were increased from
Durban to South Africa and a new link with the new parameters was sent to the remaining
7 out of 33 participants.

In total 33 participants completed the survey with a 100% completion rate with an average
of 4 minutes to complete the survey. All 33 respondents agreed to the consent form and
some feedback from participants after they completed the survey was the gratitude for a
non-time-consuming and easy survey to complete. All the responses were stored on the

Survey Monkey website and ready to be analysed.
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With the interviews, there were two consent forms that the four participants needed to sign
(Annexure J and Annexe K). This was the general consent form used in the questionnaires
and a consent form for the researcher to record the interview. Note: A focus group was
meant to be the research instrument of choice but due to Covid and Civil unrest in Durban
participants schedules could not match to conduct the focus group which is why one on
one interviews was more suitable. The two consent forms were sent to the participants
electronically for them to sign for Covid safety regulations and safer storage of forms.

The researcher used convenience sampling to handpick the four participants based on
location and availability for the one on one interviews. These participants were close
friends and family of the researcher that fell within the population parameters. A mock
interview with a non-participant was conducted to test the scope and depth of the
questions and the recording device for clarity of the interview. The mock trial was
successful and the researcher contacted the participants to set up the one on one

interviews.

Once consent forms were signed, each participant gave a day and time that suited them
and found a quiet place to meet (researchers premises). Social distancing was adhered to
at all times. Each participant had the Savlon campaign WhatsApp’d to them so they could
watch the campaign first before answering the questions. The researcher used their
iPhone to record the interviews and labelled each participants interview under their name.
To make it easier to analyse the data the researcher had all the questions written down
with a timestamp of when they were asked to make it easy to go back to a specific part of

the interview when analysing the data.

The average time of each interview including the Savlon clip that participants had to watch
was 8,32 minutes. All four interviews were saved on the researcher’s phone under voice
memos to be analysed and a copy of each interview is stored on a memory stick as well as
online. The one on one interviews was a great research instrument that allowed the
interview to explore insights and opinions as well as let the interviewee justify their

opinions for the interviewer to gain a deeper understanding.
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3.7. Data analysis method(s)

The research requires a qualitative data analysis using thematic analysis for the
questionnaires and interviews (Maree, 2020). A thematic analysis was appropriate as the
data set was identified analysed and reported on repeated patterns (Braun and Clarke,
2006). Thematic analysis was able to describe the data as well as accurately interpret it by
a process of selecting codes and constructing themes (Braun and Clarke, 2006). Thematic
analysis was appropriate when seeking to understand a set of experiences, thoughts, or
behaviours across a data set and designed to search for common or shared meanings
(Braun and Clarke, 2006).

Going back to the research goal of the study which is to understand why Gen Z resonates
with a brand and what are the benefits for the brand, this data included the personal
thoughts of participants and how they had experienced a brand. The participant's insights
were suitable for a thematic analysis in which the data was first prepared, codes will be
generated and themes were found, reviewed & defined for the manuscript (Braun and
Clarke, 2006).

The questionnaires were stored on Survey Monkey with each question isolated and
analysed which made prepping the data, coding and finding themes an easy process.
Whilst the audio from the interview had to be transcribed first which was a very time-
consuming process. The researcher used the diction available with Pages to play the
audio and let the computer transcribe the interview to be analysed for codes and then

themes.

3.8. Application of data analysis method(s)

The data was analysed following the thematic analysis approach which entailed preparing

the data, coding it and searching for themes (Maree, 2020).

The qualitative questionnaires from Survey Monkey already had the data prepared and
tabulated. Each question from the questionnaire was analysed. Due to the nature of the
questionnaire which is multiple choice which meant it was more analysing the number of
respondents that shared an opinion rather than interpreting the opinion the formatting of

the data analysis was as follows.
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Each question was analysed, this meant under each question the options that were
selected were used as codes and the most popular codes were categorised in order of
frequency (Maree, 2020). These codes were then translated into themes along with the
number of people that shared the same ideology (Maree, 2020). The themes under each
question were then compiled together and ranked in order of most relevant vs least

relevant. Annexure C shows an extract of Question 6 being analysed.

The interviews were a lengthier process to analyse due to the audio that had to be
transcribed first through auto diction and then manually sorted for codes (Maree, 2020).
The most occurring codes were then used as themes. Once again each question was

individually sorted for codes and themes.

Each answer for each question was written down and phrases that captured the data were
underlined and written as codes. These codes that were repeated became secondary
themes and the most frequent themes from all the questions were used as the main
themes with the secondary themes being the sub-themes. Annexure D shows a transcribe

of an interview and how it was coded.

3.9. Validity, Reliability and Trustworthiness

The reliability, validity and trustworthiness refer to the ‘soundness’ of this research study
with regards to the sources used, data collection and analysis methods and the integrity of
the findings (Maree, 2020).

Firstly, the sources are academic journals, published authors and credible websites that
are integrated to create the literature review (11IE,2021). All sources are written within the
appropriate time frame to make them still relevant for this study (lIE,2021). All sources

have been referenced correctly (I1IE,2021).

In terms of the data collection methods, the most appropriate methods for the
circumstance is being used. The data is collected through open-ended questionnaires and
semi-structured interviews to give participants the space to express their opinions even if it
contradicts the purpose of the research (Maree, 2020). No leading questions are being
added to the reliability and trustworthiness of the study. Therefore this increases the

trustworthiness of unbiased points of view and findings from participants.
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The methods for collecting the data are valid as they use online platforms like Survey
Monkey that stores and tabulates data accurately while interviews are recorded so the

researcher can go back and analyse data word for word.

The data will be valid and reliable as it will be stored in a safe secure USB that prevents
tampering of results and participants confidentiality. There is a bias of the sample size that
are Vega students who know a lot about brands and therefore to make the study more
reliable students from other degrees ( Accounting, IT, Law) will also be asked to participate
for a more holistic approach to understanding what resonates with the Gen Z target

audience in South Africa.

When the findings are being analysed there will be no personal bias to only include finding

that support CRM but rather all points of view will be reflected in the final report.

3.10. Concluding Remarks

The methodology was ethical in nature and yielded generalised feedback from the sample
group that found common factors that resonated with the Gen Z target audience in South
Africa
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4. Results/Findings and Interpretation

The following results were interpreted unbiasedly and portray how successful CRM is in
building brand resonance for Gen Z and which other brand resonance factors appealed to
them. The direct benefits for each brand resonance tactic were also recorded to see which
tactic was most effective amongst the Generation Z target audience in South Africa.
Annexure F includes the graphs of questionnaire responses. Annexure G includes word

clouds of themes from the interviews.

4.1. Presentation of Data findings gathered from the

questionnaires:

Question one includes the consent from participants agreeing to take part and complete
the survey. The demographics of the participants are both males and females between the
ages of 18-24 who live in South Africa. * Three participants live in Gauteng and received
authorisation to fill out the survey in which the survey parameters stated Durban. All 33

respondents answered this question

Question five stated “ Are brands that address social issues perceived as

purposeful?” (Survey Monkey, 2021). All participants agreed that it was perceived as
purposeful with 79% answering yes and 21% answering only to a small extent. The
question was asked to assess the integration of how acceptable a brands purpose was
creating social good. The results portray that the two concepts used to build brand
resonance integrate seemingly for Generation Z consumers in South Africa. All 33
respondents answered this question

Question six explored which social good causes Generation Z cared about to assess if
which brand’s values correlate to what causes Gen Z currently supports. The answers
were as follows: Poverty (93%), Environment (81%), Politics (21%), Civil Rights (39%),
Discrimination (66%), Gender Inequality (63%), Healthcare Availability (63%), LBGTQ +
(18%), Education (12%), Animal rights (12%) and Body Dysmorphia (12%). The most
popular social causes amongst Gen Z in South Africa is social injustice and looking after
the planet. This is supported by literature on Gen Z that states they are the generation that
wants to create inclusive and beneficial social change for people and the planet. This
translates into values of equality and sustainability which many brands currently have
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adopted. Therefore, brands must define their purpose and values which they can then

integrate into their CRM campaigns. All 33 respondents answered this question

Question seven assess what factors the Gen Z audience expect from social good causes.
Increasing awareness ( 79%), creating a platform to give a voice to the issue (54%),
creating a small scale solution (66%), making a difference in peoples lives (84%), the
quality of the brand's product mustn't be compromised through the social issue (45%). The
CRM Savlon campaign was able to meet all the above factors when taking on its

healthcare and poverty social good issue. All 33 respondents answered this question

Question 8 then assessed any reasons why the Salvon CRM campaign didn't resonate
with consumers after being purposeful and meeting all requirements of a social good
cause. The results for barriers to building brand resonance for CRM were as follows: The
campaign didn't benefit the participant correctly(45%), Superficial campaign (40%) and
price & quality are the only factors one considers during the purchase decision (10%). 20

out of 30 participants responded to this question

Therefore, this portrays that CRM and social good are not effective alone in building brand
resonance as the meaningful brand's framework was needed in proving personal,

functional and collective benefits for consumers to resonate with the brand.

Question 9 assessed the brand equity benefits that were evident in participants that did
respond to the CRM campaign. The brand equity benefits that were built through CRM
brand resonance include: Have a positive perception towards Savlon's brand image
(69.70%), being more likely to buy Savlon over a competing brand if the price is the same
(36.36%), more likely to buy Savlon over a competing brand even if Savlon is more
expensive (6.06%), customer loyalty to the brand (18.18%), an emotional connection to
the brand was established (45.45%), increase brand awareness (70%), participants are
more likely to share the Savlon campaign with friends and family through word of mouth or
social media (45.45%), perceive Savlon as unique or to have a differentiating competitive
advantage (30.30%) and the Savlon campaign contributes to its brand equity (39.39%). All

33 respondents answered this question
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What stands out is that 45 % of participants that had an emotional connection to the brand
resonated with it, therefore making emotional branding a criterion in building brand

resonance along with CRM.

Question 10, asked participants if CRM was an effective technique in building brand
resonance in which 52% responded yes whilst 49 responded yes, only because it was an
authentic campaign. This response is supported with literature that states social good
causes have to be an authentic initiative rather than a superficial campaign and one of the
fundamental underlying concepts of CRM (Aaker, 2019)

All 33 respondents answered this question

4.2. Interpretation of Findings for Questionnaires:

Questions 3-10. Data from the questionnaires are responses from 33 individuals.

After watching the Savlon campaign and having a definition of purposeful brands being
provided, 85% of respondents found the CRM Savlon campaign purposeful while 15% did
not have an opinion yet. These two differentiating stances are explored in the following

questions.

Question 4 aimed to understand if purposeful/ meaningful brands appealed to Gen Z. 97%
of respondents agreed that purposeful brands appealed more to them as it allowed
respondents to contribute through the brand, they felt that brands have a responsibility to
society, it created an emotional connection to the brand and there was a sense of

humanity that they could relate too.

Therefore, purposeful brands appealed to the respondents as they satisfied an expectation
that consumers have of brands to serve society. Purposeful brands give respondents
perceived personal (causes they can relate and contribute to) and collective benefits (adds
value to the world) that they can support and buy into. Whilst the remains 3% who do not
find a purposeful brand more appealing only look at price and quality as factors when

purchasing.

Since purposeful brands are more appealing to the majority of the respondents, Question
5 aimed to understand if respondents associated social good with being purposeful. 79%
of respondents agreed that when a brand takes on social causes they are purposeful while

21% only felt that it makes brands purposeful to a small extent. Since all respondents
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agreed that there is an association between social good causes and being purposeful it

was important to understand what respondents consider as social good/ social causes.

Question 6 displayed that there are several social issues that most people support that
range from education, poverty, healthcare to discrimination. Respondents had the option to
choose all causes that they support. However whilst they selected most options there is no
indication as to what causes they support and relate to the most. This is important as
interview data suggests that the more a consumer relates and supports the cause the

more meaningful and resonating it is.

Question 7 asked respondents what type of actions a brand need to undertake with a
particular cause to be meaningful. 84% of respondents wanted to see small scale solutions
and real authentic attempts at bringing about change. This among creating awareness for
the issue and a platform for people to discuss the cause is seen as purposeful. This
correlates with the interview data below that stated genuine attempts of change must be
undertaken which most brands do not do but rather have fake attempts to show support for

social causes.

Question 8 and 9 look at if the campaign resonated with respondents. All participants
resonated with the campaign but at different levels. Question 8 shows that 20 participants
did not resonate completely with Salvon’s campaign as they found a lack of personal
benefits and authenticity around the campaign. This leads the researcher to assume that
the meaningful brand's criteria are relevant and effective in building brand resonance as
without it there is a gap.

Tactics that are effective in building brand resonance are social good, emotional branding,
meaningful and purposeful brands and CRM. Therefore according to results, CRM by itself
is moderately effective in building brand resonance (Data Findings, 2021).

The most popular benefits include:

A positive perception towards Savlon, an emotional connection, increase in brand

awareness, forward the campaign to friends, purchase Savlon over a competitor if the

price is the same and build brand equity.
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When asked if CRM is an effective tactic to build a meaningful brand that resonates with
consumers, all participants agreed that it is with 48% wanting authentic attempts at social
causes from brands. This CRM strategy resonates with consumers and has intangible

benefits to the brand.

4.3. Presentation of Data gathered from one on one interviews:

Major and most common themes from all interviews were as follows: Meaningful Brands,
CRM is effective, resonating with relatable causes, We brands Framework, Emotional

Connection and Brand Equity.

4.4. Interpretation of Findings for Participant 1:

After watching the Savlon campaign the participant understood what cause-related
marketing (CRM) was about. They were then asked to assess the brand in terms of the
We Brands Framework, Three Pillars of Meaningful Brands, Emotional Branding, Social
Good/ CRM and Brand Purpose in building brand resonance for them. The participant
expressed that Savlon as a brand translated functional and collective benefits through
CRM. The functional multipurpose use benefitted many communities in India which
resulted in real changes to hygiene and sickness.

The participant felt that the functional and collective benefits were able to make a
difference and were a genuine attempt to create change. The participant saw the
campaign as a brilliant and creative CSR initiative that responsibly enriched lives. The
participant resonated with the Savlon campaign and perceived the brand as a meaningful
one as she supported healthcare initiatives. The participant felt that CRM is an effective

tool for them to resonate with a brand.

However, resonating and finding Salvon a meaningful brand had its limitations for the
participant. The participant felt that there were no personal benefits from CRM and it did
not build brand trust for the participant. The participant stated that “ just because a brand
does a good thing, doesn't mean they have a good product” (Interview 1, 2021). The final
considerations for the participants buying behaviour were price and quality. Even though
she perceived Salvon to be a great brand, she would not purchase from them due to a
preconceived notion of their products sold, which are not of the quality she wants.
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Another limitation the participant had was that she did not believe that brands have a
responsibility to society and had an underlying belief that all CSR initiatives were
inauthentic and used to promote the brand rather than helping with a good intention. Whilst
this belief was broken with the Savlon campaign as the participant felt a real difference
was being made, and even though the campaign was meaningful it did not translate into

any action that the participant would take to purchase the brand.

What resonating with the campaign did translate into, was a positive perception of Savlon,
she would promote Savlon through word of mouth in the right setting, increase her brand

awareness and she will take more interest in them in the future.

Therefore, whilst the participant resonated with the brand through meaningful CRM it did
not influence any purchase decisions for her as there were no personal benefits and brand
trust concerning the products she would buy. Instead, the benefits Savlon has from their
CRM is an increase in brand awareness, positive brand image and sharing of Savion

through word of mouth.

4.5. Interpretation of Findings for Participant 2:

After watching the Savlon campaign the participant understood what cause-related
marketing (CRM) was about. She expressed that Savlon as a brand translated functional,
collective and personal benefits through CRM. She felt the campaign was able to benefit
multiple communities globally including our own South African rural areas (perceived
personal benefit).

She expressed that the multifunctional benefit conveyed how advanced and innovative
Salvon was which increased her perceived personal benefit of an emotional connection
being established and a way for her to contribute to making a difference through
supporting Savlon. She felt the campaign was genuine and that Savlon made a real
difference which built trust in the brand for her. A personal connection to the brand was
developed as she related to the cause and those kids as she's travelled to India and seen

firsthand the quality of living those kids are exposed to.

She made it clear that Savlon builds trust, community, responsibility and enrichment for
her and those kids that they helped. She stated that brands do have a responsibility to

society and seeing the authentic change from the CRM campaign created a permanent
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emotional connection to Savlon and made her more aware of her actions to help out with

the specific cause.

An interesting point she made was that she only resonates with causes that she could
relate to (gender inequality as women, race, religion, geographic location). She also felt
she resonated with brands that were brave and helped make a difference towards
controversial social issues through awareness, solutions and change. Keeping this in
mind, she did resonate with Savlon’s campaign as she could relate to Indian kids after

seeing their living conditions.

Participant 2, had broader factors influencing her buying behaviour which included quality,
price, brands, marketing and trends. She expressed that CRM is an effective tactic for a
brand to be meaningful and create an emotional attachment to consumers. She resonated
with Savlon and this translated into the following benefits for the brand. Brand trust, brand
loyalty, positive perception, purchase Savlon over competitors even if Savlon is more
expensive, emotional connection to the brand, added brand value and equity and she

shared the campaign with multiple friends and family through social media.

4.6. Interpretation of Findings for Participant 3:

Participant 3 was not aware of CRM as a tactic but grasped what it was after watching the
Savlon campaign. He expressed that the campaign was a clever idea that through its
functional benefits benefited the children and brought about real change. However, he did
not associate any personal or collective benefits with the CRM campaign. He felt that trust,
community, responsibility were built for him when looking at the campaign but not
enrichment. He expressed that he would never use the product or need it therefore it

wouldn't be able to enrich his life.

He stated that brands have a huge impact and influence on what they promote and what
shapes society. Brands should use that power responsibly but they do not have a
responsibility to take on social causes. He supports climate change causes but only if a

real attempt to contribute to change through solutions are undertaken.

The participant resonated with the brand to a large extent but not fully. He perceived
Savlon as a meaningful brand and resonated with it because a solution to a real problem

was addressed and he can see the value in that. However, he did not resonate with it fully
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as there were no personal benefits for him and the product featured in the campaign is not
something he would use. However, he felt CRM is an effective tool for brands to use if they
want consumers to perceive them as meaningful and resonate with them.

He explained that price and quality right now are the only factors taken into consideration
when purchasing products, as there hasn't been a brand that he's been loyal to or needs in
his life every day. With this in mind, he stated that if a need for purchasing the products
that Savlon stock arises, he would approach Savlon first. This is due to Savlons efforts that
made a difference and money that could go to future solutions. Although, he will approach
Savlon first price and quality are still primary factors that would influence his purchase
decision. He also expressed a positive brand image and a better understanding of who

Savlon is and what their values are.

Therefore, by resonating and finding Savlon meaningful to a large extent due to their

authentic CRM campaign there are intangible benefits for Savlon.

4.7. Findings in Context of Literature and Gen Z respondents

1. Meaningful brands

A meaningful and purpose-driven brand can build a strong emotional connection with its
customers as it resonates with them by inspiring and engendering respect (Prophet, 2019).
45% of Gen Z respondents developed an emotional connection to Savlon after watching
their CRM campaign and finding it a meaningful brand to resonate with. The CRM tool
used the social cause to become meaningful to consumers. The social cause campaign

needs to incorporate the three pillars of meaningful brands (Aaker, 2019).

A meaningful brand goes beyond the functional benefits and instead provides a purpose
that customers can believe in that can also be perceived as personal and collective
benefits (Aaker, 2019). Data shows that 15 participants that perceived Savlon to have
personal, functional and collective benefits developed stronger emotional attachments to
the brand which influenced their purchasing decisions. Participants that found Savlon to
only have functional benefits and collective benefits are still perceiving Savlon as a
meaningful brand but there is no emotional connection established and therefore only
intangible benefits apply.
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Therefore, social cause /CRM campaigns need to deliver on all three benefits and trust,
enrichment, responsibility and community for an emotional connection to be established
and the brand to be seen as meaningful to consumers (Enslin, 2019). Savlons social
cause campaign met this criterion for 4 participants who expressed an emotional

connection to the brand and perceived it as meaningful.

These 4 participants that had the strongest emotional connection (resonation) had a higher
number of benefits for Savlon. The benefits of meaningful brands are the ability to increase
brand equity, strong customer loyalty and retention, a positive brand image, establishing a
strong emotional relationship with consumers and customers being less price-sensitive
(Aaker, 2019). The four participants that found Savlon a meaningful brand had the benefits

mentioned above.

2. Emotional branding

Emotional branding is the process of building a relationship between the consumer and a
brand by provoking their emotions (Karnes, 2020). Savlon created this by becoming a
meaningful brand to consumers. Participants demonstrated that a meaningful brand
develops a purpose and trust that builds an emotional connection. Along with

strengthening this emotional connection comes resonating to the social cause.

Brands need to establish a strong sense of trust and likability with consumers, after this is
achieved the consumer rationalises their emotional connection to the brand (Campbell,
2016). Consumers need to like the cause to develop an emotional connection and
perceive the brand as meaningful. Therefore the social good campaign has to be likeable
to resonate with consumers. Participant 1 stated, “there’s a strong emotional connection to
the brand because | relate to the issue” (Interview 2, 2021). The Savlon campaign
translated likability into relating or supporting a cause for participants to resonate with.

Data findings show that participants are more likely to support causes they resonate with.

Therefore emotional branding is made up of consumer trust & likability along with
meaningful brands to establish an emotional connection (Campbell, 2016). Emotional
branding will be successful if the social cause resonates with consumers, therefore brands
should pick a cause that links to their product or affects their stakeholders (Kim & Sullivan,
2019).
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Emotions play a predominant role in purchasing decisions where 90% of buying decisions
are made subconsciously (Karnes, 2020). Therefore if brands can link their social cause to
build an emotional bond with the consumer the results will be an increase in consumer
loyalty and a subconscious need to support the brand (Karnes, 2020). Four participants
who found Savlon to be a meaningful brand with an emotional connection too stated that

they would purchase Savlon over competitors even if Savlon was more expensive.

3. Social good and resonating with consumers

Social good becomes a part of the advertising and marketing campaigns more to bring
awareness, change, advocacy, and for the good of humankind rather than to yield profits
(Yilmazer, 2018). All participants saw Savlon as a social cause that made a difference and
brought real change to India with hygiene and sickness prevention. The social good
campaign being action based to create small scale solutions and bring awareness were
the fundamentals in creating an authentic CRM campaign that consumers can resonate,
trust and like. Brands need to take a genuine interest and willingness to engage with
customers needs in a societal context (Brisk, 2019). By doing this customers can sense
the brands authentic, sincere and transparent purpose in which they can buy into (Enslin,
2019).

4. Cause-Related Marketing

A key aspect to CRM is that it is not merely a superficial initiative that is behind the scenes
and only to boost a brands image but rather driven by a deliberate and well-planned
marketing activity aimed to simultaneously increase sales and promote the social cause
for meaningful engagement with consumers (Choi & Seo, 2019). Participants found Savlon

to be a CRM campaign and a meaningful brand that they resonated with. Therefore

CRM demonstrates an ethical and altruistic obligation to society which results in building a
positive brand image, positioning the brand positivity in the mind of the consumer and
increasing purchase intentions of customers (Aggarwal & Singh, 2019). All 33 respondents

admitted to building at two or more benefits mentioned above.

Therefore CRM when incorporated with meaningful brands, authentic social good and
emotional branding are effective in resonating with consumers and having a wide range of
benefits for the brand.

38 of 77



4.8. Research Question and Objectives

Research Question

What are the tangible and intangible benefits for brands using cause-related marketing as

a tactic to resonate with the Gen Z audience in Durban?

The main intangible benefit is a positive perception of the brand's image. Other popular
intangible benefits include: Increase in brand awareness, developing an emotional
connection to the brand, building customer loyalty, brand advocacy, perceived quality and

creating shared value. This is consistent with the benefits of brand equity (Keller, 2008).

While the tangible benefits include purchasing the brand over competitors if the price is the
same and to a lesser extent purchasing the brand over competitors even if the brand is
more expensive (Data Findings, 2021). The latter tangible benefit only occurs when brand
resonance is very strong and data interpretations show that the participant that cared

deeply and resonated strongly with the Savlon social cause was inclined to this action
(Data Findings, 2021).

Objectives
What is the role of cause-related marketing?

CRM as an effective tool plays an important role in adding value to society, the brand and
its consumers. CRM is able to build meaning and an emotional connection with consumers
to resonate with. Participants expressed that CRM adds value to society through authentic
campaigns that advocates and make a real difference for social causes. CRM would
strategically choose a cause that aligns with its brand, business and its stakeholders
(Aggarwal & Singh, 2019)

CRM provides value to consumers through perceived functional and collective benefits of
the brand serving a purpose that consumers buy into/ contribute to/ make a difference by
supporting and relating to. CRM’s role towards a brand is the listed benefits associated
with resonating with a brand. According to all participants, CRM is an effective tool for Gen

Z to resonate with a brand.
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What is the criteria for building brand resonance with Gen Z in South Africa?
Brand resonance is achieved through an integration of tactics including authentic CRM
and social good initiates that create a measurable change and benefit to society. It also
includes building an emotional connection with consumers usually through a relatable

cause that the audience cares about (Data finding, 2021) (Enslin, 2019).

Emotional branding must also gain the consumer's trust (authentic campaign) and must be
likeable (cause they support) to build brand resonance (Data finding, 2021) (Enslin, 2019).
Brand resonance is stronger when the brand has a purpose in which the CRM campaign
carries out and correlates to the brand value and purpose (Enslin, 2019). The three
meaningful brand pillars criteria of functional benefits, personal benefits and collective
benefits are imperative and need to be incorporated into the CRM campaign (Data finding,
2021) (Enslin, 2019). Lastly, the We brands framework of responsibility, community,
contribution and enrichment must also be evident in social good CRM campaigns (Data
finding, 2021) (Enslin, 2019).

Does cause-related marketing of social issues resonate with the Gen Z audience?
Yes, 78% of respondents said yes, while 22 % said to a small extent ( Data Findings,
2021). The key insight was that the social issues must be undertaken with authentic
campaigns. CRM campaigns need to have measurable results of the difference made and
not a superficial initiative. The CRM causes must also be relatable to consumers for their
buy-in ( Data Findings, 2021).

Yes, data findings demonstrate that all Gen Z participants that found Savlon to be a
meaningful brand that they resonated with it. Data findings show the more a participant
resonates and finds a brand meaningful (meets the criteria) the more associated benefits a
brand can expect to receive from the participant. Participants that resonated the most were

influenced in their purchasing decisions and brand perception of Savlon.

Is cause-related marketing a useful tactic?

Cause-related marketing is a useful tactic in building resonance, however, the social good
cause must align with the brand's purpose and values as only those consumers that
deeply relate to the social good cause will be more inclined to possess the associated

benefits of brand equity (Prophets, 2019). Therefore, to create a wider reach and impact
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brands should integrate all brand resonance tactics discussed in the literature within their
CRM campaigns (Campbell, 2016).
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5. Conclusion

5.1. Ethical Considerations

The research topic will first gain approval from the IIE and permission to conduct research
on campus with students and adhere to the regulations of the post-graduate handbook
refer to Appendix B & Z (lIE, 2021). All sources cited will be credible, trustworthy, and
relevant (lIE, 2021). The IIE will grant permission before convenience sampling occurs on

campus. All students participating will be 18 years or older.

Participants' involvement will be voluntary and they will be informed of the purpose of the
study through Appendix C (IIE, 2021). Student responses will be confidential and data will
be safely stored on a secure online platform (lIE, 2021). No invasive data collection
methods will be used, the researcher will remain respectful and accommodating at all
times while recording interviews, refer to Appendix D (IIE, 2021). Due to Covid a safe
distance and precautions will be taken to ensure participants' safety. No leading question

will be asked and data will not be analysed or represented with bias (lIE, 2021).

5.2. Limitations and Delimitations

Limitations refer to occurrences and situations that are out of the researcher's control
(Maree, 2020).

The limitation that applies to this research study is the lack of time. To gain an in-depth
understanding of CRM building meaningful brands and resonating with IIE students
requires multiple campaigns to be assessed. However, the interviews and questionnaires
cannot be a lengthy and inconvenient process for participants so the research is limited to

one campaign which makes the findings harder to generalise.

Another limitation is that some participants will be from the Vega campus which is a
branding school and will have more insights into CRM than an average Gen Z consumer
which therefore does not represent Gen average consumer. To account for this VC
students from different degree backgrounds will be approached to participate for a more

holistic view of Gen Z opinions.
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Due to Covid 19, the access for interview participation is more rigid which decreases the
sample size. Another limitation is questionnaires are done online and require students to
use their WIFI and data to watch the Salvon CRM video and complete the questions which
could be an inconvenience if done at home with load shedding or lack of data. A limitation
applicable to the questionnaires is that respondents may not elaborate on their answers

which leave the data collected insufficient.

Delimitations
Delimitations arise from the limitations of the study but are the researchers specific choice

to apply to the study (Maree, 2020).

In relation to this study, the delimitations are the small sample size that consists of a total
of 25 participants, therefore making the findings harder to generalise. The sample size is
also relevant to Durban students who may differ from other university cultures that could

yield a different point of view.

The research objective aims to see if CRM is successful but does not explore the pitfalls of

CRM as a marketing method but rather focuses on the perceived benefits.

5.3. Anticipated Contributions and Heuristic Value

The anticipated contributions that this study aims to yield is the effectiveness and success
of cause-related marketing and whether it is the correct method to capture the Gen Z
audience. While this study cannot be generalised it will provide insight from the Gen Z
point of view as to what tactics resonate with them and why. These findings can be built
upon to create an alternate strategy to resonate with Gen Z. The CRM also aims to see
what benefits brands can expect if it does resonate with Gen Z and then brands can
assess if these benefits are valuable to them or not and then compare it to other methods

that yield the same benefits to see which is more cost-effective.

This study assesses the personal opinion of a Gen Z individual whose consumer
behaviour may differ from their online persona. As mentioned in the literature review, Gen
Z is an inclusive generation that tends to care about social issues but all this usually

occurs on social platforms that sway their behaviour in a public forum (De, 2020).
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However, with an anonymous questionnaire, an individual may be willing to admit their
personal opinion that could differ from the masses and what influences their purchase
decisions. This will gain further insight into the authenticity of resonating with the individual

Gen Z consumer for brands to create a more accurate brand strategy.

5.4. Final Conclusion

Overall CRM is an effective tactic in building brad resonance, however, when combined
with other brand resonance tactics it creates a stronger chance for Generation Z to
resonate with. CRM mainly has intangible associated benefits for brands rather than
tangible profitable benefits. CRM is most suitable for mature brands who are established in
the marketplace and can enjoy the luxury of not being profit centred and instead focus on
a holistic approach that creates a strong relationship and resonance with Gen Z
consumers in South Africa (Keller, 2008). The CRM tactic is a long-term strategy that aims
to build lifelong relationships with consumers. An authentic attempt at CRM is the only way

to ensure the tactic is mutually beneficial to the brand and consumers.

(Total Word count:13 471)
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Annexure J: Consent Form

Annexure J 2021

CONSENT FORM

Explanatory information sheet and consent form for participants
To whom it may concern,

My name is Zahraa Mall and | am a student at Vega. | am currently conducting research
under the supervision of Sarah Freestone about the shift of cause-related marketing with-
in the next decade, a qualitative analysis into understancing what brands incorporate 1o
resonate with the Gen Z audience in Durban. | hope that this research will enhance our
understanging of which marketing methods are most successiul moving forward within
the next decade.

| would like 10 invite you 10 participate in my stucy. In orcer 10 explain 10 you what your
participation in my stucy will invoive, | have formulated guestions that | will try to fully an-
swer S0 that you can make an informec decision about whether or not to participate. If
you have any acditonal questions that you feel are not accresses or explainec n this
information sheet, p'ease do not hestate 10 ask me for more information. Once you have
read anc understood @l the information contained in this sheet and are wiling to partici-
pate, please complete and sign the consent form below,

What will | be doing if | participate in your study?

| would like to invite you to participate 'n this research because it will provide me with
key insight into how Gen Z perceives marketing tactics. If you cecide to participate in
this research, | would like to show you examples of cause related marketing and ask you
questions on your views and opinions.

You can decide whether or not to participate in this research. If you decide to partici-
pate, you can choose to withdraw at any fime or to cecide not io answer particular inter-
view questions.

Are there any risks/ or discomforts involved in participating in this study?

Whether or not you decide to participate in this research, there will be no negative im-
pact on you. There are no cirect risks or benefits to you if you participate in this study.
You might, however, indirectly find that it is helpful to tak about your views cn meaningful
brands and cause related marketing. If you find at any stage that you are not comfor-
able with the line of questioning, you may withdraw or refrain from partic'pating.

Do | have to participate in the study?

. Your inclusion in this study 's completely voluntary;

. If you Co not wish to participate in this study, you have every right not to 0o so;

* gEven if you agree 1o particpate in this study, you may witharaw at any tme without
having 1o provide an explanation for your cecision,

- Will my identity be protected?
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Annexure J 2021

| promise to protect your identity. | will not use your name in any research summaries to
come out of this research and | will also make sure that any other detai's are disguised
$0 that ncbody will be able 1o identity you. | would like to ask your permission 10 record
the interviews, but only my supervisor, | and possbly a professional transcriber (who w
sign a confidentiality agreement) will have access to these recordings. Nobody else, in-
cluding anybody at Vega, will have access to your interview information. | would I'ke to
use quotes when | giscuss the fingings of the research, but | will not use any recognis-
able information in these quotes that can be linked 1o you.

What will happen to the information that participants provide?

Once | have finished @ interviews, | will write summaries 1o be incluced in my research
repcrt, which is a requirement to complete my BA Henors in Strategic Branding and
Communication. You may ask me to send you a summary of the research if you are in-
terested in the final cutcome of the study.

What happens if | have more questions about the study?

Please fee! free 1o contact me o my Supervisor shou'd you have any qQuestions or con-
cerns about this research, or if there is anything you need 10 know before you decide
whether or not to participate.

You should not agree fo participate unless you are completely comfortable with the pro-
cedures followed.

My contact detalls are as follows:
Zahraa Mall

The contact cetalls of my supervisor are as follows:
Sarah Freesione

I_
i
|

Participant or respondent consent
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Annexure J 2021

I, agree to participate in the research con-
ductec by Zahraa Mall about the shift of cause-related marketing within the next decade,
a qualitative analysis into understanding what brands incorporate to resonate with the
Gen Z audience in Durban.

This research has been explained to me anc | uncerstand what participation in this re-

search will involve. | understand that:
| agree 1o be interviewed for this research.

* My confidentiality will be ensured. My name and personal details will be kept pri-
vate,

* My participation in this research is voluntary anc | have the right to withcraw frcm
the research at any tme. There will be no repercussions should | choose 1o with-
draw from the research.

. | may choose not 1o answer any of the guestions that are asked during the re-
search interview.

* | may be quoted directly when the research is published, but my identity will be
protected.

:SIgnatun 'Dlh
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Annexure K: Consent Form for Audio Recordings

Annexure K 2021
CONSENT FORM FOR AUDIO OR VIDEO RECORDING

I, agree to allow Zahraa Mall to audio
record my interviews as part of the research about the shift of cause-related marketng
within the next decade, a qualitative analysis into understanding what brands incorpo-

rate 10 resonate with the Gen Z audience in Durban,

This research has been explained o me and | understand what participation in this re-
search wil invoive, | understand that:

. My confidentiality wil be ensured. My name angd personal details will be kept pri-
vaie,

The recordings will be stored in a password-protected file on the researcher’s
computer; and

Only the researcher, the researcher’s supervisor and possibly a transcriber (who
will sign a confidentiality agreement) will have access to these recordings.
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Annexure A: Qualitative Questionnaire

Cause- related
marketing

To whom It may concern,

My name is Zahraa Mall and lam a
student at Viega. | am currently
conducting ressarch about the shift of
cause-related marketing within the
next decade, a qualitative analysis
nto understanding what brands
NCOrpOrate 1o resorat e with the Gen
Z audience in Durban.

Participation ks voluntary and
conhdentishty is ensured AN
participants must be between the
ages of 18-24 years old and lve in
Durban. Participants have a right to
withdraw their 10Sponses at any time
Participants maybe guoted dwectly
when the research &5 publshed, but all
identities will be protected. Thank you

In order to answer the questions
below please watch a short clip
on an example of a cause-related
marketing campaign.

* 1. Do you agree to voluntary
participate in this research study?
Participants must be between the
ages of 18-24 years old and live in
Durban,

() Yes

O No

2 Defntion of Caunm-selated
marketing (CRM)

CAM is when & brand addresses &
S0kl Cause while promating £5
prodact

Are you seare of Casse-colated
MAraling &8 & LACLC I8 advertining?

You, ('vo notcad othwr beands
oonponate it

Pon t o it e of s Laose

3 Defntion of & puspaseful Brang
A pusposefel brand does not only
concentrane on profe but has 2 a
humran-centres, socaliy-ergaged
spproach Lo croate valee for 2 Brosd
et of st akeholders

D0 you agree Sadon 5 a perposchd
brang™

Strergly spee

L Agree
Nether agree v Gaageee
Dvsgree

for your time

* 4. Are brands that have a purpose

more likely to appeal 10 you? 6. Which social causes do you support

or appeals Lo you?
(Please select all that apply)
[ ] Yes ") Poverty
[: No __ Clmate Change and the
Ermironment
D) Why? "] Politics
| Chil Rights
Discri )
5. Are brands that address social | Gender Inequality
issues perceived as purposeful? () Healthcare Availabiiy
C Yes - LGBTO+
" Other (please s )
C No ol pecify’
() To asmall extent ) None of the above

~ Strerg

7. Which of these factors are
important to you when a brand
addresses a social issue ? (Please
select all that apply.)

[7] mcreasing awareness for the social
IS8

|| Creating a platform for people to
discuss the socal issue

[ ] Creating a small scale sclution to
help Lo social issue

[ ] Making a ditference in peoples lives

(] The quatty of the product is not
compromised through the social

cause (eg: paper straws replacing
plastic straws)

[ ] Other (please specily)
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8. Did the Savlon cause-related
marketing campaign resonate with
you? If No, why?

(] The campaign does not benefit you
directly

(] Price and Quality are the only
factors you take into consideration

when buying a product
[ ] 1ts a superficial campaign
(] Other:

9. D the Savlon cause refated
M heUng CaMpagn resonate with
you?

I Yes, which of the following applies to
you when resonating with Savion™
(Please select all thae agply)

[ Have » postive permeption towards
Sadon’s brand image

(] Mare bnly 20 buy Savion over a
competing beand if price s the
e

L] Mase Mrly 80 buy Savion ower &
COMEetng rand even f Sadon s
OO eupeniive

(] Custamer layalty 1o the bang

[ An omononal conmection to the
brand was establsved

[7] worease eand swaeness, you e
more Lioely 1o share e Savion

CAMOARN 10 Tieads and lawsly
o wond of i o ol
meda

[ ] Pevcetve Savion as wniqee o 10
have a dferentisting Competitive

%

(] Tre Savien campaign contributes 10
s brand ety

[] mocommend Sawion 10 cxhers
(] Cxhves (ploase specity)

0. Aer understanding what Casse
related marketing is do you Believe 24
% effective methad 1o Ruld &
purposefil Deand that resonstes with
you?

) Y
) No

() Qnlly I wsed comectly (athersc
amornpt)

sy
€ SurveyMoniey

T B € . b

=l_—-
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Annexure B: Interview Questions

1. After watching the campaign do you understand what cause-related marketing is?

After watching this campaign do you believe it provides * functional, collective and
personal benefits? * concept was explained

Does the Savlon brand build trust, community, responsibility and enrichment? *
concept was explained

Do you feel brands have a responsibility to society?

5. What causes would you personally support and when a brand addresses this cause

© ® N O

what actions would you want them to undertake?

Do you feel the Savlon campaign resonated with you?

Are price and quality the deciding factor when purchasing?

Is CRM an effective tactic for a brand to be meaningful?
When you resonate with a campaign what does that translate into for you? and are any
of the following applicable:

The Savlon campaign contributes to its brand equity

Perceive Savlon as unique or to have a differentiating competitive advantage
Increase brand awareness, you are more likely to share the Savlon campaign to
friends and family through word of mouth or social media.

An emotional connection to the brand was established

Customer loyalty to the brand

More likely to buy Savlon over a competing brand even if Savlon is more expensive
Have a positive perception towards Savlon's brand image

More likely to buy Savlon over a competing brand if price is the same

10. Free flow for dialogue that comes up in the interview.
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Annexure C: Sample of data analysis of questionnaire

(Data Analysis, 2021)
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Annexure D: Sample of data analysis of interviews

(Data Analysis, 2021)
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Annexure F: Presentation of data gathered from qualitative

questionnaires

(Data Findings, 2021)

Couse- related marketing

SurveyMonkey

Q1 Do you agree to voluntary participate in this research study?

Participants must be between the ages of 18-24 years old and live in

ANSWER CHOICES

Yes

TOTAL

.

“wn

«Qn

Durban.

A~z oare

Cae- related marketing

Q2 Definition of Cause-related marketing (CRM): CRM is when a brand
addresses a social cause while promoting its product.Are you aware of

2 3

Sgoec 0

20C oo™

C 00w

SurveyMoskey

cause-related marketing as a tactic in advertising?

Arsaed N

o, ('ve roticed other brands
noorporme R

You, Fve A00Ce ahr Daands nCoponate 4

NO. |8 A0 wire OF IS 1000

TOTAL

Shoed

No, | am rot sware of thia
tactie

REIPONSES
0 6w

LR

o
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Cause- related marketing SurveyMonkey

Q5 Are brands that address social issues perceived as purposeful?

Asgaenec 13 Skgpec O

0

.

LS

“O'n

m -

™

o ~o W 2 smal e

ANSWER CHONCES RESPONSES
Yes T8 To%
~ 0.00%
o 2 smal eent nnw
TOTAL

Q6 Which social causes do you support or appeals to you?(Please select

all that apply)

Arsweec X3  Skippect O

woe
L
“©n
-
N [ I
. -
Sore  Poverty CQimate Poite O Ducrin Gerder MesthalGET0+  Ouher
of e Owgr » fghts  ratior ooesd e eme
D ] oy Ave ab gty
U ey )
ANSWER CHOKE S RISPONSES
Nore of e sbove © xm
Povery ) bew
Cmate Change and the Envesament v
Poktcy unw
O e 0.30%
D st o Kae™
Gencer Veuakny Q6w
Meab T are Asmiab ty Qo
LoETOe Aaliewm
Ot phoise spetty) 21w
S Nesoondents X3
. OTHER PLEASE SPECIFY) oare
| Cocmon VX1 41TV
2 Anmal sghta VX1 X218 PV
) Body Gsvories Lpcet b
4 AN el SoeGEY myxisenmw

n
w
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Cause- related marketing SurveyMonkaey

Q7 Which of these factors are important to you when a brand addresses a
social issue ? (Please select all that apply.)

Argeeces 13 Skppes ©

100%
0o
K
“m
%
o
Incremuing Creatinga Creatirg s Maldng s ™ Ohver
anareens - smalscue Ofeerce Qualing of rrase
for the for peopie solstiento  In pespies the prodect wecky)
socid . 10 dou.. hlpto. Iives koot
ANSWER CHOICES RESPONSES
INCreasng awareness $or the SOCk IS5ue mes  »x
Creating a platioen for pecple 1o A3cuss e S0l Issue Lot TR
Creating a small scalle SOREION %0 Delp 90 SO0k Ssue BEw
Making a dteserce in peoges bves Bedsw 8
The Quality of Ihe product i not Compromised trough Ihe SOCM Clune (0. PASEr SLIBWS replacing plasie Stmes) Savw 5
Omer (heame spocity) 0.00% o
Total Responderts: 1)
Cause- related marketing SurveyMoniey

Q8 Did the Savion cause-related marketing campaign resonate with you?
If No, why?

Answeted 20 Spped 13

100%
Loy
&
“m
0%
o
The campagn Price and Rta Other:
does *0! Decch Quality srethe seperfoid
yiv Orectly only factors you [
Lace Mo .
ANSWER CHOICES RESPONSES
The Campaign coes not benelit you drecty &5.00%
Price and Quality are the Only £act0rs yOu take /90 COnideation when buying a product 0.00%
Its a supertcal campegn 10.00%
Otter: 10.00%
Total Respondents: 20
L) OTHER: DATE
'™ more in e 10 make Savion purchased based on The Motve that Mey Wil Continue 1 00 L2021 £39 PM

SUCh work In other communties
2 Super clever, sslevant, makors sense for the Brand’s prmary preduct and pupose 1o derfiect MV 61 PV



Cause related marketing SurveyMonkey

Q9 Did the Savion cause-related marketing campaign resonate with you?
If Yes, which of the following applies to you when resonating with Savion?
(Please select all that apply)

Arsweored 1) Scgped O

b
[y
(=
o
- O
o
mave More More QMM mﬂvmm Wbc
iy sy e
oa-lh oSy tobwy Ml) L >y MN :Mw lach
. e vt at e eewere & . (1] )
ANEWER OOCE S M SPONSE S
PN B POSIVE (O EDON e ds SHAOTS D age mew
Mose Noaty 10 Buy Savion ower & Competing beand £ price is the same w2
More ety 10 Buy Savion Swer 8 COMpEtng brand even ¢ Savion 3 TOM EXpeTIVE 600 2
Cusiomer kayaity % P baad 18.30% (]
AN STCLONE CONTECION 10 T DG wid $UAMATeO Sam B
InCmane Seand swarsoens, you & mone Moy 20 Shane S Savion campagn 10 isends and tamily theough wors of Savw 3
MOt o oo meda
Peneer SaV00 a5 WRgue O 10 Nave & g coe e VX w0
The Sawion campmge contsiutes 1o & beand equty nyw v
MeC OMYENd Sav0n 1) IS 1519 s
Ohwr (pleas e wpecty) G - c
Tots Revponcesty 1
Cause- refated marketing SurveyMonicey

Q10 After understanding what cause related marketing is do you believe
its an effective method to build a purposeful brand that resonates with
you?

Arswered 33 Skppes O

Only if ssed
correctly Yeos
(asthersic attenpt)
ANSWER OHOICES RESPONSES
Yes 1%
N 0.00w
Only # used COTECH (MARETSC BRTEX) “aarm

w

62 of 77



Annexure G: Presentation of Data gathered from one on one

interviews
Interview 1 -Word cloud (Data Findings, 2021)

Meaningful
brand

Postive
brand
perception Participant t
‘ 20 yoars old
Female
Lives in Durban

Interview 2- Word cloud (Data Findings, 2021)

Resonate rand trus! .

with ind loyalty Meaningful
relatable brand
causes

Participant 2:
24 yoars old
Female
Lives in Durban

Brand equity
and value

Postive  Promote the
prand campaign
E%'“,”‘"(j'; t'z;.:.t_ perc (J‘f'_'ti(;)f ‘
community .
responsibility EmOfIOOal
and enrichment connection
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Interview 3- Word cloud (Data Findings, 2021)

Price and
quality
influence
buying
behaviour

Participant 3:
23 years old
Male
Lives in Durban

Postive
pbrand
perception

Clean water
and pollution

Meaningful
brand

Did not
resonate for
personal
enefits

effective
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Annexure E: Research Request Form

Annguse £ - Ressarch seqaest form (IIE00T7)
Pyl

W L1 INDEPENDENT
wam INSTITUTEOF
EDUCATION

ANNEXURE E - RESEARCH REQUEST FORM (lIE007)

REQUEST TO CONDUCT RESEARCH ON OR ABOUT STUDENTS, STAFF. SITES OF ARTEFACTS OF THE
INDEPENDENT INSTITUTE OF EDUCATION (THE NE)

General icstructions:

¢ This is a non-editable foemy only ungreyed felds in the tables can be flled in. Some fields peovide
SPACOS 10r HCkS, While OIHers Provice SPAces for 10xt 10 be erered or dales 10 be selected.

. Comext-Spocitic Psrucions appear in SoOMe secions.

. Only Sck relevant baxes. Al relevant dates must be selecied by ?hose and onlly thase 1o which the
cate selection is relevant. Not all toxt felcs will be relevars 10 all candidates. Whese a st fiela is not.
please mark it weh an ‘NJA' 10 incicate that the empty fielc was not overlocked,

. Text felcs. though small in appearance. automatically expand as required by the text. Tables are also
acusies accordngly as a result

. Headings anc contextial delimiation appear in black text in the tables. The text you insert in the ap-
plicable ‘eids n e tables will appear in biue. This cannot be changed.

This form, ana all other relevant documentation, should be completed and forwarced electronically 10 -
scarch@ue.ac.za and marked for the atiention of the Dean: Research and Postgraduate Studies. Where ap-
plicable, you must provide the required accomparying documentason with this form, such as an ethics
clearance certificate, a parncipant o respondent consent 1orm and your measurement insrument.

Nota far canchaates attliaied 10 The IIF as a student, sia¥ membee O CONIYASIOE:

Fing out who the person responsidie 1or Managing research is at your campus. It is ther job 10 send your
completed research request form 1o the office of the Dean: Research and Postgraduate Studies. Where ap-
plicable, you must provide e requined accompanying GoCUMENtason with this form, such as an ethics
clearance certificate. a parcipant or respondent consent form and your measurement insrument,

Title Prof = Dr - Ms X Mrs - Mr - Mx =

'FIHWI) Zarvaa Hassan

'Lntnlm '\!al‘

z:;imwmm -

| SAID number —

‘Passponwam NIA

———— Tiek i samo as home address yes

The Indepencent insatute of Ecucation
Page 10'8
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Annaxre £ - Research aquest form (IIECOT)

2021
Coce: B
Telephone number N/A
Ema [ ]

Coce:
Cell phone number

If rosearch forms part of @ QUAINCANoN or INSHINLINAly SANCIONSY raSearch project

Institusion enrolled at | Vega La Lucla

Qualfication name BA Honors In Srategic Branding and Communication

If the resaarch forms part of a project sanchonad by a cCompany OF 8SSOCIation of organisancn

Ms O Mr

. Facully or area of Sirategic Brancing and Communication
study
 About the supervisor or promoter
Tse POt @ D O M X
Furst “ as! namcs v Saran Freesone
Email accress ' |
Corporate or organisational affiliation
Empioyer NA
Physical agcress ‘ NA
' Coce NA
Contact number . NA
Researcher’s posion . N/A
o Cesignason
About the head of the company, assoclation or organisation
Tse Pt ©  DOr S Ms O Ms
Frst ano ast naﬁ‘ns NA ’
'Emsl accress . NA
ﬁeawcnem position . NA
or cesignasion

Ungergracuate s:udy

Purpose of the proposed fe-

Tre Incepondent Insttute of Education

Page 20f 6

o

o

66 of 77



Annaxure E - Research reguest form (IIEDOT)

pa-3l
U '
Private company or agency
IE Celebrate Teaching and Leaming
Other (If othar, explain below)

.MMawm | Honors Dissertation

For example, a Masters de-

gree or a journal aniclke

Full ttle of the ressarch An exploratory study into the shift of cause-relatec marketing within the
next cecade, a qualtative analyss into understanding what brands Incor-
porate to resonate with the Gen Z aucience in Durban.

Value of the research Determining if new marketing methods are successhid

+

Proposed cate of completion | 13 September 2021

Proposed date of submission 16 August 2021
of research findings 10 The lIE

The Incependent Insstute of Educaton
Page 3016
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Annexe E - Research requess form (HE007)
2021

Questionnaire 2 Interviews ©  Observations =
Exigting O | Sructured O | Number of observations
! t + + ' |
Own X | Semi-structured X | NA
Open-ended X | Number of interviews 5
Nurnber of respondents 20 | Focus group or workshop =
' a t ]
Images of cause related market- | Parncipants per focus
ing will be inserted into the group
questionnaire and participants ‘
will respond accoeding 10 their | . oo A {
views of cause relaled market- | Parncipants wil be shown a
Ing and If £ resonates with them | comparison video of cause raial-
od marketng vs trac\tional mar-
Kketing and wiv be asked 10 dis-
CUSS Ihelr vigws, whal resonales
win them and IY they are more
Ixoly to support & brand oue 1o
the campaign
Purposive o | Random O | Snowball o
Convenient X | Sraifiec O | Census S
Other (if so, state) N/A
Other methods NA
I¥ 80, state the method and ex-
pand on how It wil be used
List of the student or sta¥ VC and Vega Durban students from different degrees. 1st, 2nd, 3:«d

Qroups, sites or artefacts under
Sty
Average time participants or
respondents will be involved in
research activities

and Honor students.

Quesstionnaires = 3 mins
Interviews= 7 min

| 9oups

The Incependent Institute of Ecucaton

Page 40l 6

Aspects considered [n'ormed consent X | Anonymity X  Confcentiakty X
Committed %o give O | Voluntary participa- X | Vulnerable group -
feedback on the tion involved
study

Elaborate on vuinerable | NA
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Annexure E - Research request form (HIE0OT)

2021

'mn 'Emicsdwmomiﬂcamorlew
submitted with pro- 1

" Instmmom(s) (interview schedule or questionnaire) X
Select e appicatie Pmbomtawmnw:mmwmm'wmwwmw X
oprions participants or respondents

Aucio-visual consen: form (if applcable) X

el

e N o o

1.

12.

13.
4.

15.

A copy of the final paper must be submized electronically to The lIE's Dean for Research anc
Posigraduate Studies at research@iie.ac 2a no later than 30 days pos: finalisation.

The researcher(s) is not permiziec 10 either refer 10 The IIE or any of its ecucasonal brands or 10 the
name, 10go, brand or any other idenatiers of The IIE or any of its ecucational brands in any way.
including, Dut N0t IMiteS 10, in QUESHICNNAINGS, SUNVEYS, IMENEWS, Proposal Of research repors
The IIE or educational brand in QuEslon Must De refered 10 in a genenc manney, for examplie, ‘A
private provider”.

The researcher(s) will need to obtain informed consent in writing from all of the participants in his/
her sample ¥ the study is not anonymous.

I the Learning Management System (LMS) of The |IE is used, the researcher(s) is not permitted 0
reder to it by name. Learn needs 0 be referred to in a generic manner, jor example “the Leaming
Managemen: System of a Higher Educasion provider.”

A copy of this letter mus: be forwarced 10 the relevant persen(s) at the brand or The IE that woulc
be involved in the Stucy.

Research mus! be congucied in SUCh a way that the normal peogramme and operations of the site!
offices is not nterrupted.

The principall marages of a site must be consuked about an approgriate time when the re-
searcher(s) may carry out the research at the site.

The researcher(s) may only use this data for these research purposes and in no other way.

Should the researcher(s) wish to publish this research o in any way make the results public, for
example by publishing the resulis on a sccial media platiorm, this committee will need to approve
a request 10 this end first.

No names or icentifying information of participants may be usec within the research and e re-
search must be voluntary.

Phoiographs of numan subecis may only be taxken if relevant 10 the research and informed ¢on-
sent from the parnicipants o respondents was obtained, and, even with informed consent, the pho-
tographs may not be published.

The researcher is responsible for supplying and wtiksing his/ her own research resources, such as
stationery, photocopies, transport, faxes and telephones and should not depend on the gooawil of
the institutions or the offices visited for supplying such resources.

If any of The lIE reports or policies are used as part of the research, all icentifying information
neecs 10 be removed.

Please ma<e it clear that the information will not be used puniavely in any way anc particpants
may in no way be counselied or acvised based on this

The refecence number of the PermISSon Ieter. if PErmMISSIon is grantes, Must appear, in one format
or another, on all research documentation distribuied amongst IE s1aff or stucents.

The Independent Instiste of Education
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Arneoore £ - Resoarch request form (IE007)
2021

1. | declare that all statements made by myself in this application are true and accurate; and
2. laccept the conditions associated with the granting of approval 1o conduct research and

ungernake to abde by them,
15 June 2021
X
Zanraa Mal
Signature of the researcher Date
| declare that
1.  the above researcher is enrolled at the Institzion/ empioyed by the organisasion 0 which the un-
gersigned Is attached;

2 ana hat the research proposal and or siudy has been approved by the Etnics Committee of The
Indepencent Instituie of Ecucason; and

3. ang at the gquestionnaires/siruciured intendewstests mee: the crieria of:

Ecucasonal accountabilty,

Proper research cesign,;

Sensitivity towards participants;

Correct content and termindlogy.
Acceptabie grammar . and

Absence of NON-gssentialsupertiuous nems,

15 June 2021

Sarah Frees:one

.dewmm 'm

Tro Inclopendent insatute of Ecucaton (Piy) Lad s w9 stered with the Department of Hghor Education and Traring as a privane ngher
oducaton Pettston undor tho Mgher Education Ace, 1807 (reg. ro 2007 MEQT/ 002) Company rogistraton nurbos "0E7/ 004754/ 07
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Annexure X: Vega Ethics Checklist

" HEINDEPENDENT
INSTITUTEOF
il E DUCATION

Vega Ethics checklist: RESE8419%/p/w

First name(s)
Last name(s)
Title of study

Pt O Dr O Ms X Ms O W 0O M O

Zahraa Hassan
Myl

An exploratory study into the shift of cause-reialed markesing within the next decade, a qualk- |
tatve analysis inlo understancing what brands incorporate to resonate with the Gen Z aud-
enca in Durdan.

BA Honors in Strategic Branding and Communication

Title Prot o o o M 0O s o M O a
First and last NA
names
Philosophical par- Postvam O | intarpretvism X  Corstructivism o
Realem Objoctvism Pragmatism
Functionalst Submectiviam O Homanst
Other:
Research design: Irterview X | Questionnaire (self ac- X  Focus group o
minsteted)
Emnnography 0 | Amefact analyssmobste! O  Action Research (o]
Observation socal meda analysis
Case Stuoy 0 | Design Research (Prac- o o)
Sce based)
Other (f 20, stase) O | Click of 1ap hate 10 enter e
“wd 25 Saudents from Vega and VC campuses in Durban. 1st, 2nd, 3rd and honour students included
the population and
number of partici-
panta/items
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Target group sam-  Puposve | ©  Rangom [ C  Srowbal [e]
a"w". Corvenert | X svathea | € Cenmus _
(No under 18's or vul- Explain selection process Once permission from the IIE s granted | will approach lectures to
mm‘ S&N ACCOSS 10 their Casses 10 gach my 1arget group
Ewes
Documentation sub-  Gatoxeopers lomor (rstitutional consent) 0
B Completed Annexure E # you concuct resaarch on IE stes/students/stall x
Instrument(s) (interview schedule or questionnaire) x '
Particpant of responcent consent form x ‘
Audio-visual consent form (4 applicable) x

0 Accepted as i and provide letter

O  Accepled with provisions: Nature of provision: & ¢ Instrument 8 not sufficent | included and need 1o be signed off by
e SUPerVisor

o Mm;mmmmmm AZHONS 10 be taken: Cick or tap hare 10 anjer text

Supervisor signature

2 -

= 15 July 2021.

Co-supervisor/Campus ethics panel member signature

; 15 July 2021.
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Annexure Z: Honours Ethical Clearance Letter

=" [HEINDEPENDENT
aam INSTITUTEOF
BB EDUCATION

Date: 15 June 2021

Student name: Zahraa Mall
Student number:
Campus: Vega La Lucia

Re: Approval of RESEB419 Proposal and Ethics Clearance

HONOURS ETHICAL CLEARANCE LETTER
Your research proposal and the ethical implications of your proposed research topic were re-
viewed by your supervisor and the campus research panel, a subcommittee of The Indepen-
dent Institute of Education’s Research and Postgraduate Studies Committee.
Your research proposal posed no significant ethical concerns and your supporting documents
and instruments are in order to proceed. We hereby provide you with permission to proceed
with your research.
In the event of you deciding to change your research methodology in any way, kindly consult
your supervisor to ensure all ethical considerations are adhered to and pose no risk to any
participant or party involved. A revised ethical clearance letter will be issued.

We wish you all the best with your research!

GENERAL CONDITIONS TO BE FULFILLED IN RELATION TO RESEARCH

(301 7/



Permission is granted to proceed with the above study subject to the conditions
listed below being met and may be withdrawn should any of these conditions be
flouted.

Please note: The panel has not considered the merits, accuracy or ethical
soundness of the research. The only merits examined are the use of The IIE as a

sample.
Permission is granted subject to the following conditions:

1. The researcher(s) will need to obtain informed consent in writing from all of
the participants in his/ her sample if the study Is not anonymous.

2. The researcher(s) may only use the data collected for research purposes and
in no other way.

3. Photographs of human subjects may only be taken if relevant to the research,
informed consent was obtained, and even with informed consent, the pho-
tographs may not be published on any online platforms.

4. The researcher is responsible for supplying and utilising his/her own research
resources, such as stationery, photocopies, transport, faxes and telephones
and should not depend on the goodwill of the institutions and/or the offices
visited for supplying such resources.

5. No names or identifying information of participants may be used within the
research and the research must be voluntary.

6. Please make it clear that the information will not be used punitively in any
way and participants may in no way be counselled/advised based on this.

Supervisor name: Sarah Freestone

Signature: -

Campus Postgraduate Coordinator (CPC) name: Carclanda du Toit

Signature:
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Originality Report

Research Report

Zahraa Mall
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Final Research Report Summary Document Table

The purpose is
to determine
the cause
related
marketing tactic
builds brand
resonance
amongst
Generation Z,
and if so what
benefits are
associated with
brand
resonance?

Traditional
brand
communication
s is no longer
effective as
Generation Z
are demanding
brands to take
a stance in
society
therefore is
CRM and
effective
method to build
brand
resonance ?

Authentic CRM
campaigns that
make a
difference
resonate and
build brand
equity for
Generation Z

What are the
tangible and
intangible
benefits for
brands using
cause-
related
marketing as
a tactic to
resonate
with the Gen
Z audience
in Durban?

* What is
the role of
cause-
related
marketing?
What is
the criteria
for a brand
that wants

to
resonate
with the
Gen Z
target
audience?

Thereis a
shift in what
brands need
to incorporate
in their
strategy to
build
relationships
with
consumers
within the next
decade,
therefore the
research
wants to
understand
the
importance of
the cause
related
strategy.

Generation Z

Emotional
Branding
Social Good
Cause-
Related
marketing
Meaningful
Brands
The digital
age

Brand
purpose
Brand
resonance

(Campbell, K.
2016)

(Kim, YK,
Sullivan, P.
2019)

We Good
Brands
Framework
Meaningful
Brands
Criteria
Commitmen
tand
Consistency

Theme 1
Cause-related
Marketing

Theme 2
Meaningful
brands

Theme 3
Brand
Resonance

Theme 4
Social good

Theme 5
Savlon VS
Pepsi

Theme 6
Emotional
Branding

Gen Z
between 18
and 24 years
of age
Durban and
Gauteng

Interpretivism

Epistemology-
Subjective
opinions and
perceptions
about CRM
resonating
with Gen Z
and why?

Onotogly:Exa
mines the
social reality
of Gen Z

Approach
Qualitative

Non
probability

Sampling
Convenience
Sampling

37
participants

One on one
interviews

Qualitative
Questionnaire

Thematic
analysis

Participants
confidentiality

Covid
regulations

Credible
sources

Unbiased
analysis

Small sample
size

Only one
example of a
CRM
campaign
used to gather
feedback

CRM does
build brand
resonance for
Gen Z, if they
care about the
cause and its
creates
tangible
change.

Benefits
include
building brand
equity

CRM must
relate to the
values of the
company to
be mutually
beneficial as it
is not a profit
centred
stratery.
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