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1 Introduction

Corporate Social 
Responsibility (CSR):

A company’s commitment 
to minimizing or eliminating 
any harmful effects on 
society and maximizing its 
long term beneficial impact.

– Mohr, Webb, and Harris 
2001

Corporate
Social

Responsibility

Corporate
Donations
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1    Introduction

Types of Donations

Unconditional
Donation not linked to revenue-producing transaction with the 
firm

Charity/CauseCompany
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1    Introduction

Canon (China) unconditional donation

Canon (China) gave 300000 yuan for the victims of the Magnitude 6.4
earthquake that hit Pu’er City, Yunnan Province, in southwestern
China, on June 3, 2007. 
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1    Introduction

Types of Donations

Conditional / Cause-related marketing (CRM)

A marketing program that strives to (1) improve corporate 
performance and (2) help worthy causes

by linking fund raising for the benefit of a cause to the 
purchase of the firm’s products and/or services

Non profitFor profit
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1    Introduction

Ito-en White Ribbon Alliance Donation Campaign
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1    Introduction

White Ribbon Alliance
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1    Introduction
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1    Introduction

McGill University Women Health Center Campaign

On Sep 29 and 30,
many of your favourite
Stores across Greater
Montreal will be
giving 5% of their
weekend sales to
the Women’s Health
Mission of MHUC
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1    Introduction

McGill University Women Health Center Campaign
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1    Introduction

Consumer Charity Choice
ÆON Happy Yellow Receipt Campaign

Once a month, ÆON donates a portion of the day’s receipts to shopper-designated
Japanese NGO and non-profit organizations.
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1 Research Question

How does allowing the consumer to play a part in 
choosing the cause in a CRM program compares to 
either a conditional and or an unconditional 
corporate donation for which the cause has been 
decided only by the firm?
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1    Research Question

More specifically
How does the type of charity donation system
influence how consumers regard the company, to 
what extent they consider the donation as motivated 
by the company’s self-interest and their perception 
of the company’s quality of management?
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2 Research Method

Pretest with Sophia students
Combini scenarios

Online survey with Singapore respondents
Supermarket scenarios
Each respondent was exposed to only one scenario

Follow-up online survey questionnaire
Convenience sampling and snowballing
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2    Research Method

One Time Donation Scenario (Sophia students)

Imagine that when shopping in your local combini
for a bento and a soft drink, you see an 
advertising banner saying that this chain of 
convenience stores will make a one-time 100 
million yen funding donation over one year to 
UNICEF, an international children’s charity.
近所のコンビニへお弁当や飲み物を買いに行
く事を想像して下さい。その店舗では、「年
間定額１億円をUNICEF（国連児童基金）に

寄付する」という義援活動の広告が掲示され
ています。
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2    Research Method

One Yen per Item Scenario (Sophia students)

Imagine that when shopping in your local combini
for a bento and a soft drink, you see an 
advertising banner saying that this chain of 
convenience stores will donate 1 yen for each 
item sold over one year to UNICEF an 
international children’s charity. The total amount 
donated varies according to the number of items 
sold; the more sold, the more the charity will 
receive.
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2    Research Method

Percent of Ballot Scenario (Sophia students)

Imagine that when shopping in your local combini
for a bento and a soft drink, you see an 
advertising banner saying that this chain of 
convenience stores is asking customers to vote 
during one year for a charitable donation of their 
choice by depositing their cash receipt in one of 
three boxes (UNICEF, an international children’s 
charity, the RED CROSS or help for 
EARTHQUAKE victims). The donation given to 
the selected charity is 1% of the amount of the 
receipts put in the box.
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2    Research Method

Survey Questionnaire (Sophia students)

Random distribution of scenarios to students
Questionnaire in English to FLA students and Japanese to others
One page questionnaire:

Introduction 
Scenario
Main questions:
1. Because of this donation you have a high regard for this company.

Strongly agree  5 4 3 2 1  Strongly disagree  9 Don’t know
2. This company is making this donation to increase sales.

Strongly agree  5 4 3 2 1  Strongly disagree  9 Don’t know
3. This donation is a good management decision.

Strongly agree  5 4 3 2 1  Strongly disagree  9 Don’t know
Last week visits to combini and spending, gender, faculty of study, field, year 
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2    Research Method

Profile of Sophia respondents
Language & 
Gender

One time 
donation

One yen 
per item

Percent 
of ballot Total

English 
Males

15 23 16 54

English 
Females

52 40 52 144

Japanese 
Males

22 26 26 74

Japanese 
Females

54 45 46 145

Total 143 134 140 417
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2    Research Method

Profile of Sophia respondents
C om b in i 
freq u en cy  
&  sp en d in g  

O n e tim e 
d on ation  

O n e 
y en  p er  
item  

P ercen t 
o f 
b a llo t 

F  &  p  
va lu es 

H ow  m an y  
tim es last 
w eek ?  

4 .07  4 .49  3 .99  .98 ; 
p = .38  

H ow  m u ch  
on  average  
last w eek ?  
(y en ) 

467 .28  404 .19  472 .25  1 .09; 
p = .34  

 

Gender 
difference 

Males Females  

Number 127 281  
How much on 
average last 
week? (yen) 

 
452.52

 
454.95 

T=.05; 
p=.96 
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Sophia results

2    Research Method

Component 1 (71%)

C
om

po
ne

nt
 2

 (2
9%

)

0.050.040.030.020.010.00-0.01-0.02-0.03-0.04

0.05

0.04

0.03

0.02

0.01

0.00

-0.01

-0.02

-0.03

-0.04

Socially conscious

Prepared to pay more

Products will cost more

Improves trust

Share donation objectives

Stakeholders interests

Renewed in future
Good Management

Sales Motive

High Regard

Women

Men

Japanese

English

Percent of ballot

One Yen per item

One time donation

Correspondence Analysis with Supplementary Points
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2    Research Method

One Time Donation Scenario
(Singapore respondents)

Imagine that when shopping in your usual 
supermarket for groceries, you see an advertising 
banner saying that this chain of supermarkets will 
make a yearly one-time S$1 million donation to 
UNICEF, an international children's charity.
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2    Research Method

One Percent of Sales Donation Scenario
(Singapore respondents)
Imagine that when shopping in your usual 
supermarket for groceries, you see an advertising 
banner saying that this chain of supermarkets will 
donate 1 cent for each dollar of sales revenue over 
one year to UNICEF, an international children’s 
charity. The amount varies according to the 
amount of sales – the more sales, the more the 
charity will receive.
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One Percent of Ballot Donation Scenario
(Singapore respondents)

2    Research Method

Imagine that when shopping in your usual 
supermarket for groceries, you see an advertising 
banner saying that this chain of supermarkets is 
asking customers to vote during one year for a 
charitable donation of their choice by depositing 
their cash receipt in one of three boxes (UNICEF, 
an international children’s charity, the RED 
CROSS or help for EARTHQUAKE victims). 
The donation given to the selected charity is 1% 
of the amount of the receipts put in the box.
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2    Research Method

Singapore Online Survey
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2    Research Method

Fictional instance of 
corporate donation

5-point Likert scale to 
measure constructs

Manipulation check 
(level of involvement)
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3 Data Analyses and Findings

Process

Preliminary
Analyses

Univariate
Analyses

Simple
Effects

Open-Qn
Analyses
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3    Data Analyses and Findings

Preliminary
Analyses

Univariate
Analyses

Simple
Effects

Open-Qn
Analyses

Data preparationData preparation
312 responses in total (100, 108, 104)
Coding
Compute indices
Lucky draw preferences (232 out of 312)

Men Women 
S$50 Borders Voucher: 33.8% 38.8%
S$50 HMV Voucher: 8.8% 15.8% 
S$50 Donation to UNICEF: 57.5% 45.4%

100.0%       100.0%
Chi-Square: 3.86, df = 2, p = .15 NS 
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3    Data Analyses and Findings

Preliminary
Analyses

Univariate
Analyses

Simple
Effects

Open-Qn
Analyses

Testing internal validityTesting internal validity

Q6: “Do you know the purpose of the survey?”
Profile of respondents across treatments
Control variables
Factor analysis
Reliability tests of constructs
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3    Data Analyses and Findings

Preliminary
Analyses

Univariate
Analyses

Simple
Effects

Open-Qn
Analyses

OneOne--way Analysesway Analyses

One time donation
1% of sales

1% of ballot

Treatment

Dot/Lines show Means

3.00 4.00 5.00

Degree of Agreement

Importance for respondent

Social consciousness

Involvement of consumers

Good business management

Commercial intention

Regard for the company

C
o
n
stru

c
ts

]
]
]

]
]

]

]
]

]

]
]

]

]
]
]

]
]

]

Error Bars show 95.0% Cl of Mean

Profiles of means for the three constructs of interest, the manipulated 
construct of involvement of consumers and control variables

Control variables

Manipulation check
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3    Data Analyses and Findings

TwoTwo--way Analysis of Varianceway Analysis of Variance
Significant interaction between type of donation program and 
gender type on consumer attributions

Preliminary
Analyses

Univariate
Analyses

Simple
Effects

Open-Qn
Analyses

Interaction Graphs
(Fixed Factors: Scenario, Gender)
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3    Data Analyses and Findings

Preliminary
Analyses

Univariate
Analyses

Simple
Effects

Open-Qn
Analyses

TwoTwo--way Analysis of Varianceway Analysis of Variance

Profiles of means for the various constructs

One time donation
1% of sales

1% of ballot

Treatment

Dot/Lines show Means
Error Bars show 95.0% Cl of Mean

2.00 3.00 4.00 5.00

Degree of Agreement

Importance for respondent

Social consciousness

Involvement of consumers

Good business management

Commercial intention

Regard for the company

C
o
n
stru

c
ts

]
]
]

]
]
]

]
]

]

]
]

]

]
]
]

]
]

]

MaleMale Respondents Only

3.00 4.00 5.00

Degree of Agreement

Importance for respondent

Social consciousness

Involvement of consumers

Good business management

Commercial intention

Regard for the company

C
o
n
stru

c
ts

]
]
]

]
]

]

]
]

]

]
]

]

]
]

]

]
]

]

FemaleFemale Respondents Only
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3    Data Analyses and Findings

Preliminary
Analyses

Univariate
Analyses

Simple
Effects

Open-Qn
Analyses

Only male respondents perceived a difference between an 
unconditional system compared to a conditional system.

For males only, an unconditional system leads to a higher 
perceived degree of regard toward the firm and a lower
perceived self-interest of the firm.

With respect to perceived management skills, further research
is needed. 
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3    Data Analyses and Findings

Preliminary
Analyses

Univariate
Analyses

Simple
Effects

Open-Qn
Analyses

“…“… why do you think companies why do you think companies organiseorganise
charity donation campaigns?charity donation campaigns?””

Rewards sought for the firm itself (n=99)
Rewards sought mostly for firm but partly for others (n=50) 
Rewards sought mostly for others but partly for firm (n=24)
Rewards sought solely for others (n=16)

(Not significantly different between men and women) 
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3    Data Analyses and Findings

Preliminary
Analyses

Univariate
Analyses

Simple
Effects

Open-Qn
Analyses

““To a certain extent, the objective of companies going 
into such campaigns is for the sake of publicitypublicity. Many 
even mark up the selling pricemark up the selling price slightly so that the profit 
margins wouldn’t be affected, while at the same time 
getting the desired publicity effect. The cost burden can 
be passed on to the unknowing customers. If the 
companies are sincere about donation campaigns, they they 
should organize it in such a way that it is not directly should organize it in such a way that it is not directly 
linked to their business activitieslinked to their business activities (such as x% of 
revenue etc). Publicity is something that should be 
given to companies who are sincere and upfront in 
helping the less fortunate.”

－ Male, 36
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4 Limitations
Respondents

Experiments cannot be projected to the entire population

Fictional situations
Real-life company situations are multidimensional

Number of dependent variables
Captures only a fraction of the possible changes in consumer 
reactions
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5 Managerial Implications

Results support Unconditional Donation Program

Target Market
Different approaches for males/females

To manage cause-related marketing better
Increase amount pledged to charity/cause
Demonstrate long-term commitment

Company Charity Choice > Consumer Charity Choice 
Donation Program

Less logistics involved
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5    Managerial Implications

5 Managerial Implications
““ On some occasions, the companies truly want to 
make charitable donations while also increasing 
their own reputation in their customer’s eyes as a 
morally upright company. In these cases, a much 
higher percentagehigher percentage of the donation (if not all) would 
go to the charity of choice. Otherwise, these Otherwise, these 
companies seem to be in it mostly for the money companies seem to be in it mostly for the money 
and publicity less so than to help.and publicity less so than to help.””

－ Female, 19
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5    Managerial Implications

5 Managerial Implications
““ …I’m not sure how much the charity (or even the 
company itself) will benefit. e.g. For each McDonald’s 
Happy Meal sold, I think 5 cents goes to a charity but 
because it is only 5 centsonly 5 cents, I will not purposely buy a 
Happy Meal so that the charity can get that 5 cents. 
Sometimes, I also think that McDonaldMcDonald’’s is s is ‘‘stingystingy’’ in in 
its donation, and yet still dares to its donation, and yet still dares to ‘‘advertiseadvertise’’ their their 
‘‘generositygenerosity’’. ””

－ Female, 25
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6 Directions for Future Research

Reactions to other corporate donation programs

Influence of the organiser of corporate donations

Too many steps in consumer charity choice donations
Backfires

Increasing consumer awareness
Effects on CSR strategies?
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6    Directions for Future Research

Do accusations of irresponsible acts hurt companies more 
when they promote themselves as being socially responsible?

Differences between men and women?

I am socially responsible…but do you remember me?

Extend research to different social, political, economic 
contexts (ie: Consumer perceptions of CSR in Korea)  
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MANAGEMENT OF CRM PROJECTS
BY NON PROFIT ORGANISATIONS

1. Understand your non-profit product/service and your value
2. Understand business and how it works
3. Follow classic account management principles (one contact 

person)
4. Best proposals happen without paper 
5. Learn a lot about potential partners and listen to them
6. Patience is required
7. Cause-related marketing is an agency-wide effort
8. Cause-related marketing is about relationships
9. Cause-related marketing is about delivering
10.Cause-related marketing is about becoming part of

the business strategy of a corporation
Kurt Aschermann,
Chief Marketing Officer and Managing Director, Boys & Girls Club of America
http://www.independentsector.org 
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POTENTIAL CONFLICT OF 
INTERESTS BETWEEN PROFIT AND

NON PROFIT ORGANISATIONS
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Thank you very much 
for your attention!
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JAPANESE RED CROSS COLLECTION BOXES
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Singapore Airlines A380 First Flight Charity

All
proceeds
will be
donated to 
charities.
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Singapore Airlines A380 First Flight Charity
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AIR FRANCE ECPAT CRM CAMPAIGN
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(PRODUCT)RED CAMPAIGN
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(PRODUCT)RED CAMPAIGN
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(PRODUCT)RED CAMPAIGN
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ONE LAPTOP PER CHILD (OLPC) PROJECT

Get 1 Give 1

Intel has withdrawn its funding
and technical help (Jan 2008)
Classmate vs. XO

OLPC is a non-profit organization set up by Professor Negroponte of MIT
to bring education to poor regions of the world
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SAVE ELLIS ISLAND PROJECT
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SAVE ELLIS ISLAND PROJECT
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Pink Ribbon Example

Yoplait

Save Lids to Save Lives
For every pink lid sent back to the companypink lid sent back to the company, 
Yoplait will donate 10 cents to the Susan G. 
Komen Foundation, with a minimum total donation 
of $500,000 and a maximum donation of $1.5 
million.

Price: $1
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Pink Ribbon Example



© Prof. Chéron (2008) 59

A dollar gift on a $200
purchase is less than one
percent-and Eureka caps
its annual contribution 
from the sales at $250000.
Is the company spending
more on its “Clean for 
Cure” ads than it’s
donating to the cause?
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Dozens of products of
the cosmetics industry
contain toxic ingredients
that may be linked to
breast cancer itself.
Is this philanthropy?
Or hypocrisy?
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