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Abstract 

Cause-related Marketing Programs and Emotions: A Cross-Cultural Analysis of Austrian 
and South Korean Consumers 

In today’s world, companies feel the urge to disguise from competitors1 and to connect 
emotionally with consumers in order to foster a meaningful and long-lasting relationship.2 
Simultaneously, stakeholders demand an increase of companies’ social responsibility.3 
Cause-related marketing (CRM) is a marketing tool that addresses the change in societal 
values and the rising expectations from stakeholder groups.4 The increasing number of 
companies that choose to partner with a non-profit organization highlights that linking a 
charitable cause to the company's brand is an effective marketing tool.5 Authors illustrate 
that CRM, as a form of showing corporate social responsibility, will become even more 
important in the future.6 This master thesis examines the relationship between CRM, emo-
tions, and culture. The research goal is to identify if CRM programs are effective in evoking 
emotions in consumers and if the cultural background of a consumer influences the evoca-
tion of certain emotions. The empirical findings outline that CRM programs are effective in 
evoking emotions. Other-focused emotions evoked by CRM programs are stronger experi-
enced by members of collectivistic countries than by members of individualistic countries. 
Likewise other-focused emotions evoked by CRM programs are stronger experienced by 
high interdependent selves than by low interdependent selves. 

Keywords: Cause-related Marketing, Cause Marketing, Emotions, Cross-cultural research 

  

                                                 
1 Cf. Varadarajan; Menon 1988, p. 59. 
2 Cf. Sigg 2009, p. 3–4. 
3 Cf. Jonker; Stark; Tewes 2011, p. 21–22. 
4 Cf. Stumpf; Teufl 2014, p. 3. 
5 Cf. Kotler; Hessekiel; Lee 2012, p. 109–110. 
6 Cf. Stumpf; Teufl 2014, p. 131. 
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Kurzreferat 

Cause-related Marketing Kampagnen und Emotionen: Eine interkulturelle Analyse von 
österreichischen und südkoreanischen Konsumenten.  

In der heutigen Zeit verspüren Unternehmen den Drang, sich von Mitbewerbern 
abzugrenzen7 und sich emotional mit den Konsumenten zu verbinden, um eine nachhaltige 
und langfristige Beziehung aufzubauen.8 Zeitgleich fordern verschiedene 
Anspruchsgruppen, dass Unternehmen mehr soziale Verantwortung übernehmen. 9 Cause-
related Marketing (CRM), als Marketinginstrument, entspricht dem gesellschaftlichen 
Wertewandel und den steigenden Erwartungen der Konsumenten.10 Immer mehr 
Unternehmen, entscheiden sich für eine Partnerschaft mit einer gemeinnützigen 
Organisation. Dies zeigt, dass die Verknüpfung eines wohltätigen Zwecks mit einem 
Produkt/einer Marke ein effektives Marketinginstrument ist.11 Studien zeigen, dass CRM, 
als Zeichen von verantwortungsbewusstem Handeln, in der Zukunft immer mehr im Fokus 
stehen wird.12 CRM, Emotionen und Kulturunterschiede werden im Rahmen dieser 
Masterarbeit untersucht. Analysiert wird, ob CRM-Kampagnen geeignet sind, um 
Emotionen bei Konsumenten hervorzurufen und, ob der kulturelle Hintergrund eines 
Konsumenten das Entstehen bestimmter Emotionen beeinflusst. Die empirischen 
Ergebnisse bestätigen, dass CRM-Kampagnen verschiedene Emotionen hervorrufen 
können. „Other-focused“ Emotionen, die durch CRM-Kampagnen hervorgerufen werden, 
werden von Mitgliedern kollektivistischer Länder stärker erlebt als von Mitgliedern 
individualistischer Länder. Ebenso werden „other-focused“ Emotionen, die durch CRM-
Kampagnen hervorgerufen werden, von Personen mit hohem interdependenten 
Selbstkonzept stärker erlebt als von Personen mit niedrigem interdependenten 
Selbstkonzept.  

Schlagwörter: Cause-related Marketing, Cause Marketing, Emotions, Cross-cultural re-
search   

                                                 
7 Cf. Varadarajan; Menon 1988, p. 59. 
8 Cf. Sigg 2009, p. 3–4. 
9 Cf. Jonker; Stark; Tewes 2011, p. 21–22. 
10 Cf. Stumpf; Teufl 2014, p. 3. 
11 Cf. Kotler; Hessekiel; Lee 2012, p. 109–110. 
12 Cf. Stumpf; Teufl 2014, p. 131. 
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1. Introduction 

The introduction chapter of the thesis shows a brief overview of the background of the thesis 
and the problem statement. Further, the research gap and the research question will be 
presented. Afterward, the research objectives and the work structure are outlined at the end 
of this chapter. 

1.1 Background and Problem Statement 

Increasingly, companies all over the world are feeling the global influence and change, 
which increases competition in the national market and at the same time offers the oppor-
tunity to establish themselves in other markets.13 Hence companies need to find a possibility 
to create awareness, differentiate from competitors14, and connect emotionally with con-
sumers in order to foster a meaningful and long-lasting relationship.15 

Simultaneously, companies are encouraged by society and their customers that their core 
job is not to “just make money”. Stakeholders now increasingly demand companies’ social 
responsibility, which is led by the change in societal values and rising expectations from 
stakeholder groups.16 The term Corporate Social Responsibility (CSR) expresses the need 
of a company to deal with its social responsibility.17 Kotler et al. also emphasize the state-
ment of Porter and Kramer that it should be the companies’ mindset to develop “economic 
value in a way that also creates value for society by addressing its needs and challenges”.18 
Many companies understand that marketing and corporate social initiatives could help them 
succeed and maximize their profit. However, many of them got criticized for creating poor 
CSR initiatives that failed due to vague concepts.19 Varadarajan and Menon mention that 
“corporate involvement in social well-being began as voluntary responses to social issues 
and problems, then evolved into a phase of mandated corporate involvement, and is now 
evolving into a phase in which social responsibility is viewed as an investment by corpora-
tions”.20  

The company's social behavior is becoming a decisive factor in purchasing since consum-
ers have become more socially and ecologically aware.21 But while consumers are increas-
ingly demanding social responsibility from companies, homogeneous products, saturated 
markets, and shorter product life cycles pose challenges for companies.22 Hence compa-
nies are increasingly focusing on building and maintaining brands, which are becoming an 
essential factor for corporate success. In this context, the additional benefit of a brand, 

                                                 
13 Cf. Köppel; Yan; Lüdicke 2007, p. 4. 
14 Cf. Varadarajan; Menon 1988, p. 59. 
15 Cf. Sigg 2009, p. 3–4. 
16 Cf. Jonker; Stark; Tewes 2011, p. 21–22. 
17 Cf. Baumgarth; Ceritoğlu; Schneider 2009, p. 109. 
18 Porter; Kramer 2011 in; Kotler; Hessekiel; Lee 2012, p. 3. 
19 Cf. Kotler; Hessekiel; Lee 2012, p. 3–4. 
20 Varadarajan; Menon 1988, p. 58. 
21 Cf. Stumpf; Teufl 2014, p. 1. 
22 Cf. Meffert; Holzberg 2009, p. 48. 
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which is the communicated through brand characteristics, is becoming more important, es-
pecially communication of emotions.23 A marketing initiative that enables the integration of 
CSR initiatives and emotionalization of a brand is Cause-related Marketing (CRM).24 

CRM has gained many followers in the last four decades.25 Several studies have revealed 
the significant impact of CRM campaigns on, e.g., corporate image, brand attitude, brand 
awareness, or purchase intention.26 Some authors suggest that if a company can create an 
intelligent social program, it can represent an enrichment for the company and for society, 
which results in a win-win scenario.27 Further, companies “realized that, for their survival 
and competitive advantage, they must evolve from doing good to doing better”.28 Therefore, 
it is crucial to create CRM programs that are emotionalized.  

Besides, emotions are given little importance in some companies’ marketing, even though 
the latest neuroscientific findings claim the high significance of emotions in people’s deci-
sion-making. 29 For example, a study from Kantar Millward Brown shows that the most suc-
cessful out of 160.000 ads30 are does that “are emotionally engaging, and build memorable 
and lasting impressions (...)”.31 Interestingly, an additional week-long analysis of TV, pre-
roll and social media ads showed that only 15% of the respective ads relied solely on the 
impact of easy-to-understand, emotional messages.32 Especially in saturated markets and 
given the interchangeability of various offers from the customer's perspective, a detailed 
examination of the phenomenon of emotions in marketing seems promising. Therefore, it is 
crucial for companies to better understand the consumer in their human decision behavior 
and develop and implement intelligent marketing strategies based on, e.g., emotional 
knowledge to establish a sustainable competitive advantage.33 

1.2 Research Gap and Research Question 

Generally, many researchers in the field of emotions in marketing focus on TV spots while 
analyzing emotions and advertisements.34 For instance, Edell and Chapman Burke explore 
emotions and TV ads, and they highlight that “feelings matter in assessing the effectiveness 
of advertising”.35 They also show that some feelings contribute differently to the effective-
ness of an ad than others. Furthermore, the authors also present factors that influence the 
contribution level, including the type of ad or other characteristics such as the environment 
of the ad or the mood of the viewer. In addition, they add that feeling are attributes of an 
individual, and judgments about an ad are properties of the ad. This indicates that feelings 

                                                 
23 Cf. Meffert et al. 2015, p. 113,388. 
24 Cf. Hünerberg; Töpfer 2009, p. 234. 
25 Cf. Kotler; Hessekiel; Lee 2012, p. 1. 
26 Cf. Kim; Hyun 2011; Patel; Gadhavi; Shukla 2017; Ross; Patterson; Stutts 1992. 
27 Cf. Stumpf; Teufl 2014, p. 9. 
28 Varadarajan; Menon 1988, p. 59. 
29 Cf. Sigg 2009, p. 3–4. 
30 Cf. Speck 2017. 
31 “Make a Meaningful Impression” 2017, p. 23. 
32 Cf. Speck 2017; “Make a Meaningful Impression” 2017, p. 3. 
33 Cf. Sigg 2009, p. 3–4. 
34 Cf. Batra; Holbrook 1990; Bagozzi; Gopinath; Nyer 1999; Edell; Chapman Burke 1987. 
35 Edell; Chapman Burke 1987, p. 430. 
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are dependent on the consumer.36 Batra and Holbrook also analyze the relationship be-
tween ads and emotions, and they create a valid emotion measure scale that indicates 12 
emotions induced by several TV spots. In general, they test the measure with 72 ads.37 

Only a few researchers focus on the relationship between CRM programs and emotions in 
the last years. For instance, Kim and Johnson investigate moral emotions and purchase 
intentions of CRM products.38 Other authors focus on the warm glow effect while purchasing 
CRM products. The warm glow effect refers to a positive feeling a person experiences while 
doing good. 39 Another research group studies moral elevation as a mediating role in CRM. 
They show that customers react with higher positive attitudes towards a brand if the CRM 
campaign uses a sudden disaster instead of an ongoing tragedy.40 As only a few research-
ers study CRM campaigns and emotions, it would be interesting to expand emotion re-
search in the CRM field.  

Several CRM studies focus on the US, and only a few studies examined cross-cultural as-
pects within the CRM research. Cross-cultural studies within CRM included North America, 
and Asian countries and a few studies are conducted in Europe.41 Interesting would be to 
further analyze the cross-cultural validity of the current findings.42 Bae raises “the question 
of whether the impact of linking products to social cause translates similarly across cultures 
is very important (…)”.43 Also, Markus and Kitayama mention in their paper that individuals 
are shaped by culture, leading to different perceptions of CRM appeals.44 Global media and 
advertising lead to the demand in marketing communications to create appeals that are 
effective for several cultures.45 However, Mooij indicates that global brands can donate to 
social causes, but global attitudes do not exist due to different cultural frameworks that 
socialize individuals and guide them.46 Further, other studies claim that further research 
should consider cultural differences and create comparisons with a cross-cultural analy-
sis.47 Overall, it is still unclear whether CRM campaigns evoke similar emotions globally; 
hence it makes sense to include a cross-cultural aspect within the master thesis. 

Based on the above-described points and considering the theoretical basis of the master 
thesis (see chapter two “Theoretical Foundation”), the research question is as follows: 

Are Cause-related Marketing programs effective in evoking emotions in consumers and how 
does the cultural background of the consumers influence their individual evocation of emo-
tions? 

                                                 
36 Cf. Edell; Chapman Burke 1987, p. 430. 
37 Cf. Batra; Holbrook 1990. 
38 Cf. Kim; Johnson 2013a. 
39 Cf. Chang; Chu 2020, p. 218. 
40 Cf. Zheng; Zhu; Jiang 2019. 
41 Cf. Nyilasy; Gangadharbatla; Paladino 2014; Kim; Johnson 2013a; Ballings; McCullough; Bharadwaj 2018. 
42 Cf. Bae 2017, p. 2. 
43 Bae 2017, p. 2. 
44 Cf. Markus; Kitayama 1991, p. 224. 
45 Cf. Bae 2017, p. 2. 
46 Cf. Mooij 2019. 
47 Cf. Kim; Johnson 2013a, p. 88. 
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1.3 Research Objectives and Method 

The research objective of this thesis is to determine if CRM programs are effective in evok-
ing emotions, e.g., which emotions appeared and to what extend did the consumer perceive 
perhaps certain emotions stronger than others. In addition, the objective is to identify any 
cultural differences between the results of the sample group. On the one hand, findings 
should show how individualistic and collectivistic countries react to different advertisements 
of CRM programs. On the other hand, the idea is to create valuable insights for companies 
which emotions appeared the strongest among the different countries. In general, the goal 
is to give companies helpful information on how they could design their advertising mes-
sages to enhance customer engagement for CRM campaigns by addressing culturally rel-
evant emotions. 

An extensive literature review and a quantitative study will be used to determine the different 
perspectives on CRM and emotions as well as to answer the research question. The quan-
titative study should show the views of potential customers that engage with CRM pro-
grams. To create a cross-cultural approach, Austrian and South Korean customers will be 
questioned. As a result, a convenience sample of university students from Austria and Ko-
rea will serve as the sample group (see chapter three “Research Design”). 

1.4 Thesis Structure 

The first main chapter introduces CSR and explains CRM and emotions in more detail, 
including relevant theoretical concepts and findings from various studies. In addition, the 
concept of culture will be addressed in more detail. At the end of this chapter, the state of 
research, which consists of the results of the comprehensive literature research and the 
derivation of the hypotheses will be outlined.  

The methodology will be explained in chapter three. This chapter gives a complete overview 
of the research method, research model, and sample group. Further, the respective ques-
tionnaire and research setting will be explained. 

The empirical results of the questionnaire, which include the description of the sample 
group, results of the different methods used, and the evaluations of the hypotheses formu-
lated in chapter two, will be outlined in chapter four. Then, the discussion of the result will 
be illustrated in chapter five. Further, the limitations and future research possibilities, and 
theoretical and practical implications are also explained in this chapter. Finally, the last 
chapter includes the conclusion of the thesis, which functions as the answer to the research 
question.  



- 5 - 

2. Theoretical Foundation 

In the following chapter, the terms Corporate Social Responsibility (CSR), Cause-related 
Marketing (CRM), emotions and culture are examined. Then, the focus is placed on the 
explanations of essential concepts and fundamental theories. Subsequently, the current 
state of research will be shown, and the literature review procedure as well as the result of 
the literature review, and the hypothesis generation are outlined at the end. 

2.1 Corporate Social Responsibility 

More and more companies emphasize their aspiration to take more responsibility for corpo-
rate social issues. Therefore, CSR research has gained many followers in the last few dec-
ades. CSR is about the company’s economic performance while taking social and ecologi-
cal factors into account. Typical topics include the careful use of natural resources, compli-
ance with labor and social regulations, protection of human rights, and corruption regula-
tions. CSR thus relates to the company's business activities and shapes operational pro-
cesses and structures along the value chain. 48  

The European Commission has recognized in 2011 that CSR is highly relevant for compa-
nies. Addressing CRM in the company’s strategy can help the company build long-lasting 
relationships with its employees and customers and to create a sustainable advantage. In 
addition, complying and enhancing social responsibility allows the company to react faster 
to new social expectations from stakeholders and the “changing operating conditions”.49 
Hence companies might find new opportunities to grow or foster attractive product develop-
ment options.50 The European Commission defined in their EU-Strategy (2011-14) CSR as 
“a concept whereby companies integrate social and environmental concerns in their busi-
ness”.51 This concept illustrates that for companies “to fully meet their corporate social re-
sponsibility, enterprises should have in place a process to integrate social, environmental, 
ethical, human rights and consumer concerns into their business operations and core strat-
egy in close collaboration with their stakeholders (…)”.52 

Further, CSR should be seen as an investment in the future that contributes to a company’s 
long-term success. The aim is to foster a win-win situation.53 Companies that invest in CSR 
can create benefits for themselves as well as for society. For example, CSR enables differ-
entiation advantages among competitors, drives new markets and products, and opens 
growth opportunities.54 Simultaneously, companies can also take care of social and envi-
ronmental goals by being socially responsible.55 

Furthermore, companies have to react fast concerning new developments and challenges 
of their business and social environment to survive. An option to go beyond a company’s 

                                                 
48 Cf. Backhaus-Maul et al. 2010, p. 22–24. 
49 European Commission 2011, p. 3. 
50 Cf. European Commission 2011, p. 3. 
51 European Commission 2011, p. 3. 
52 European Commission 2011, p. 6. 
53 Cf. Gazdar 2006, p. 4. 
54 Cf. Kotler; Hessekiel; Lee 2012, p. 12–14. 
55 Cf. Hansen; Schrader 2005, p. 374. 
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CSR is to engage in public welfare opportunities. There has been a steady increase in co-
operation between companies and NPO in the last years.56 Moreover, a company can there-
fore achieve both economic and social goals at the same.57 A study from the US stated that 
a strategic cooperation of a company and NPO was “(…) being used to build deeper rela-
tionships with customers (93%), to enhance corporate image and reputation (89%), to cre-
ate or maintain a compelling corporate purpose (59%), and to differentiate a product or 
service (51%)”.58 A successful CSR concept only works if a company also incorporates 
proper CSR measures in its actual business activities. Otherwise, customers will question 
the creditability of the company. Hence a creditable CSR measure is based on the com-
pany’s core competencies and is derived from the corporate strategy (see chapter 2.2.2 
“Success Factors of CRM”).59 

The literature offers different instruments, initiatives, or concepts that describe companies’ 
social and environmental commitment. For example, Kotler et al. describe in their book six 
social initiatives, which illustrate a wide range of major programs. The authors divide the 
initiatives into two categories: marketing-driven and corporate-driven initiatives. Where mar-
keting-driven initiatives are mostly lead and developed by the company’s marketing team, 
corporate-driven initiatives can be lead and managed by other teams, such as HR, founda-
tions, or community relations.60 Table 1 shows a brief overview of Kotler et al.’s six major 
social initiatives.61 

Consequently, all six initiatives offer different opportunities to show corporate social respon-
sibility. In today’s world, companies have to deal with the changing social expectations of 
the customers and the challenges of saturated markets, homogenous products, and shorter 
product lifestyles.62 Mainly companies in the consumer goods industry have to focus on 
building strong brands. Hence emotions are essential because they offer the opportunity to 
differentiate a company’s product from a competitor’s product.63 Therefore, companies try 
to connect their CSR measures with brand building. Cause-related Marketing (CRM) offers 
an excellent opportunity for companies to succeed in connecting CSR measures with brand-
ing. CRM is a marketing instrument that fits the change in social values and expectations 
of stakeholders, and it shows stakeholders that the company accepts their new demand. 
The idea is that the brand or product gets a perceived value upgrade through the CRM 
initiative.64  

 

  

                                                 
56 Cf. Wymer; Samu 2003, p. 3–5. 
57 Cf. Habisch; Wildner; Wenzel 2008, p. 3–4; Wymer; Samu 2003, p. 4–5. 
58 Ellen; Mohr; Webb 2000, p. 394. 
59 Cf. Habisch; Wildner; Wenzel 2008, p. 134–136. 
60 Cf. Kotler; Hessekiel; Lee 2012, p. 6. 
61 Cf. Kotler; Hessekiel; Lee 2012, p. 21–23. 
62 Cf. Kotler; Hessekiel; Lee 2012, p. 93–95; Sigg 2009, p. 3–4. 
63 Cf. Sigg 2009, p. 3–4; Meffert et al. 2015, p. 113. 
64 Cf. Stumpf; Teufl 2014, p. 3. 
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Initiatives Explanation  
Marketing-Driven Initiatives  
Cause Promotion “A corporation provides funds, in-kind contribu-

tions, or other corporate resources for promo-
tions to increase awareness and 
concern about a social cause or to support fund-
raising, participation, or volunteer recruitment for 
a cause. “ 

Cause-related Marketing “A corporation links monetary or in-kind 
donations to product sales or other consumer 
actions.” 

Corporate Social Marketing “A corporation supports the development 
and/or implementation of a behavior change 
campaign intended to improve public health, 
safety, the environment, or community wellbe-
ing.” 

Corporate-Driven Initiatives  
Corporate Philanthropy “A corporation makes a direct contribution to a 

charity or cause, most often in the form of cash 
grants, donations, and/or in-kind services.” 

Workforce Volunteering “A corporation supports and encourages 
employees, retail partners, and/or franchise 
members to volunteer at local community organ-
izations and causes.” 

Socially Responsible Business Practices “A corporation adapts and conducts discretion-
ary business practices and investments that 
support social causes to improve community 
well-being and protect the environment.” 

Table 1: Marketing-Driven and Corporate-Driven Initiatives  

Source: Own table based and directly cited on the six initiatives by Kotler et al.65 

2.2 Cause-related Marketing 

A well-known example of a CRM initiative is Procter & Gamble’s (Pampers®) cooperation 
with UNICEF, where one pack of diapers results in one vaccine donation. The campaign 
started in 2006, and since that day, UNICEF and Pampers® have achieved to eliminate the 
disease in 25 countries. So far, the “1 Pack = 1 Vaccine” initiative helped over 100 million 
mothers, and more than 300 million vaccines were distributed. The initiative aims to elimi-
nate maternal and neonatal tetanus worldwide, foster education programs for local medical 
workers, and enhance general health care in the affected countries.66 The project started 
as a small pilot project in Western Europe and expanded quite quickly due to the big enthu-
siasm of customers.67 Pampers® started the initiative because it tried to find a way to boost 

                                                 
65 Kotler; Hessekiel; Lee 2012, p. 22–23. 
66 Cf. “Pampers für UNICEF: eine Tetanus-Impfung pro Sekunde” 2019. 
67 Cf. Scott; Dolan; Johnstone-Louis 2011. 
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sales in a relatively mature disposal diapers market with a program that mothers connect 
emotionally with.68 Find more details in Appendix 10.  

The following paragraphs determine the theoretical foundations of CRM. First, the term 
CRM will be defined, and relevant sources and concepts will be presented. Second, CRM 
success factors and CRM implications on companies, NPO, and customers will be illus-
trated.  

2.2.1 Definition of Cause-related Marketing 

Since CRM got popular in 198869, many researchers created studies and theoretical con-
cepts in the last decades. However, this also resulted in different definitions and opinions 
of CRM.70  

One of the most cited definitions of CRM is written by Varadarajan and Menon in 1988. 
They define CRM as 

‘‘the process of formulating and implementing marketing activities that are characterised by an 
offer from the firm to contribute a specified amount to a designated cause when consumers 
engage in revenue-providing exchanges that satisfy organizational and individual objec-
tives’’.71 

According to their definition, customers donate to a charitable cause when they purchase 
the CRM product. Therefore, the customer’s cooperation is necessary for a donation to be 
made. Furthermore, the donation is transaction-based since the donation is always linked 
to an act of purchase.72 In their paper, the authors also mention that CRM is a mixture 
between “sales promotion, corporate philanthropy, corporate sponsorship, corporate good 
samaritan acts, and public relations”. 73 

Also, Kotler and Lee’s definition shows a transaction-based approach, and they highlight 
that “in cause-related marketing (CRM) campaigns, a corporation commits to making a con-
tribution or donating a percentage of revenues to a specific cause based on product 
sales”.74 Thus, the transaction is an obligatory part of the definition from Kotler and Lee, as 
the purchase of the product triggers the donation. 

Other authors include, besides the customer, also other stakeholders who are interacting 
with the company. Gupta and Pirsch define CRM as 

“the process of formulating and implementing marketing activities that are characterized by an 
offer from the firm to contribute a specified amount to a designated cause when customers 
engage in revenue-providing exchanges to induce favourable responses from all company 
stakeholders (e.g., investors, suppliers, employees and customers) which in turn satisfy or-
ganizational and individual objectives.”75 

                                                 
68 Cf. Kotler; Hessekiel; Lee 2012, p. 93–95. 
69 Cf. Stumpf; Teufl 2014, p. VI. 
70 Cf. Varadarajan; Menon 1988, p. 58–59. 
71 Varadarajan; Menon 1988, p. 60. 
72 Cf. Lettner 2014, p. 33. 
73 Varadarajan; Menon 1988, p. 60. 
74 Kotler; Lee 2011, p. 81. 
75 Gupta; Pirsch 2006, p. 39. 
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Hence, CRM should create positive reactions of all stakeholders, which might help achieve 
organizational and individual goals. 

All these definitions have in common that the customer is the center of the marketing instru-
ment since the company only donates when the customer purchases the product. Hence 
CRM is dependent on the customer’s behavior which is related to a transaction-based pro-
motion. Andreasen suggests that transaction-based promotion is the most frequently used 
CRM alliance. Another form of an alliance is joint venture promotions which refers to part-
nerships of companies and NPO to create awareness of societal malaise. Licensing is the 
third form he mentioned which offers the company the opportunity to use the name and logo 
of an NPO for product and communication purposes, and the NPO receives a license fee 
in return.76 

Moreover, other authors emphasize that the donation does not necessarily have to be linked 
to a previous transaction. Therefore, a company can also support a charitable cause without 
involving the consumer to engage. In addition, CRM should contribute to the achievement 
of the company's marketing objectives.77 Pringel and Thompson’s definition also illustrates 
that CRM is a marketing instrument that intends to create a mutual benefit for the company, 
brand, and charitable cause. They mention no connection between the donation and the 
behavior of the consumer and state, „Cause-related Marketing can be defined as a strategic 
positioning and marketing tool which links a company or a brand to a relevant social cause 
or issue, for mutual benefit”.78 Adkins defines CRM similarly and adds that CRM refers to 
“a commercial activity by which businesses and charities or causes form a partnership with 
each other to market an image, product or service for mutual benefit.”79 The authors also 
highlight the partnership characteristic of CRM between a company and charities / non-
profit purpose. Adkins also does not emphasize a requirement of a transaction from the 
consumer. Hence the connection of a donation to a product purchase has been neglected 
in this definition. Similar to the definition of Pringel and Thompson, Atkins also refers to the 
mutual benefit for both parties. 80   

The various definitions of CRM mentioned are intended to provide an overview of the wide 
range of explanations of the term CRM. However, as mentioned earlier, the definition of 
Varadarajan and Menon is frequently used in the CRM literature due to its greater precision 
regarding the functions of CRM and its clear differentiation from other marketing instru-
ments.81 Hence it offers the basis of the definition used in this thesis. In addition, CRM will 
be viewed as a dimension of CSR that empathizes that a CRM program is part of the com-
pany’s activities and not purely a voluntary engagement with NPO, which is separated from 
the company’s business purpose.82  

Considering all the mentioned aspects, CRM will be defined as follows: CRM is a marketing 
activity that creates an offer that puts the customer in the center of the marketing instrument 
since the company only donates to a specific cause when the customer engages with the 

                                                 
76 Cf. Andreasen 1996. 
77 cf. Barone; Miyazaki; Taylor 2000, p. 249. 
78 Pringle; Thompson 1999, p. 3. 
79 Adkins 1999, p. 11. 
80 Cf. Adkins 1999, p. 11; Pringle; Thompson 1999, p. 3. 
81 Cf. Lettner 2014, p. 37. 
82 Cf. Backhaus-Maul et al. 2010, p. 22–24. 
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CRM program.83 Further, CRM creates an added value for the consumer, benefits the com-
pany and NPO, and fosters a relationship between the NPO and the company.84 

2.2.2 Success Factors of Cause-related Marketing 

Trend figures show that the CRM spending of companies continuously increased during the 
last ten years.85 Figure 1 illustrates the spending trend of CRM programs in the US from 
2002-2018. Recent research from IEG showed that $2.15 billion was spent on cause spon-
sorship in 2018, whereas in 2014, the spending amounted to $1.84 billion. This steady in-
crease in CRM campaign spending is accompanied by the rise in acceptance of the mar-
keting instrument by companies.86 In addition, customers also critically analyze companies 
and demand CSR topics, resulting in an acceptance of intelligent CRM programs.87 In 1988, 
CRM achieved its breakthrough in marketing research, and one of the first successful CRM 
campaigns was from American Express. Since then, CRM has been used as a marketing 
instrument primarily in the US, Great Britain, and Australia. On the contrary, CRM programs 
in German-speaking countries started to gain popularity in 2002 with the Krombacher and 
WWF campaign to save the rainforest.88 Thus, the current activities of companies show that 
CRM can be an effective marketing instrument. 

 

Figure 1: Development of the CRM spending in the US (in billion $) 

Source: Own illustration based on Lettner89 and IEG90 

The figures show that companies invest in CRM programs, but which factors determine the 
success of CRM campaigns? The following section deals with the success factors of CRM 
programs from the company and NPO perspectives. The idea is to explore how to succeed, 
minimize risk and ensure reasonable use of CRM programs. Four possible success factors 
are also explained briefly in the Pampers® and UNICEF introduction case (see Appendix 
10). 

  

                                                 
83 Cf. Varadarajan; Menon 1988, p. 60. 
84 Cf. Adkins 1999, p. 11; Pringle; Thompson 1999, p. 3. 
85 Cf. Lettner 2014, p. 31. 
86 Cf. Varadarajan; Menon 1988, p. 71. 
87 Cf. Lettner 2014, p. 31. 
88 Cf. Stumpf; Teufl 2014, p. VI. 
89 Cf. Lettner 2014, p. 31. 
90 Cf.“Cause Sponsorship Spending” 2018. 

0.85 0.99
1.34 1.52 1.62 1.7 1.84

2.15

0

0.5

1

1.5

2

2.5

2002 2004 2006 2008 2010 2012 2014 2018



- 11 - 

Above all, a successful CRM campaign should be credible to trigger a positive buying atti-
tude among customers. The following factors influence the creditability:91 

- Brand-cause-fit 

- Choice of donation purpose 

- Transparent and open communication 

- Duration of the project 

- Donation amount 

- Integration of top management and stakeholders 

Several authors mention that the fit between the cause / NPO and the brand is critical to a 
successful CRM program.92 Langen et al. suggest that 

“the more the social cause and the brand / company relate to each other, the greater the 
credibility and consequently the consumer acceptance of the campaign. This influences pur-
chase intention and willingness to switch brands directly”.93 

However, there is no clear definition of what exactly “fit” means. Thus, reviews and deci-
sions on whether the partner organization is suitable or not are often based on a subjective 
assessment and experiences from the past. Nevertheless, the literature suggests that busi-
ness actors should pay attention, e.g., that the value of both partners is aligned.94 In addi-
tion, previous studies have identified that if consumers perceive similarities and compatibil-
ities between the cause and the company / brand, the CRM program will more likely lead to 
positive attitudes on the consumer side (see more in Appendix 10).95  

On the contrary, Hamiln and Wilson investigate in their paper also the brand “fit”. They 
suggest that theoretically, one could argue that the fit is not essential for a successful CRM 
program because it depends on which the researcher builds upon his/her research. Some 
researchers base their idea on rational consumers, who evaluate the brand in conjunction 
with the product. The other group of consumers is referred to as conditioned evaluators who 
link specific evaluations and attitudes that already exist on the market to a product or pur-
pose. Both groups make purchase decisions based on their attitudes. Accordingly, only the 
rational consumers respond to a good fit between NPO and company, as purpose and prod-
uct are considered in combination and evaluated cognitively. The conditioned consumer will 
pay attention to the impact of the product or goal rather than on the brand-cause-fit (see 
more in Appendix 10). Lafferty believes that the NPO’s and company’s compatibility de-
pends on the brand awareness and attitude of consumers towards the respective parties.96 
The different perspectives show that a good brand-cause-fit can support the CRM campaign 
to be successful97; however, it could also be that the consumer success of CRM campaigns 
depends on customer evaluations and attitudes towards the respective parties.98 The author 
                                                 
91 Cf. Varadarajan; Menon 1988, p. 70; Stumpf; Teufl 2014, p. 126. 
92 Cf. Langen; Grebitus; Hartmann 2013, p. 209; Stumpf; Teufl 2014, p. 120–121. 
93 Langen; Grebitus; Hartmann 2013, p. 209. 
94 Cf. Stumpf; Teufl 2014, p. 38, 121. 
95 Cf. Langen; Grebitus; Hartmann 2013, p. 209. 
96 Cf. Lafferty 2009, p. 370–371. 
97 Cf. Langen; Grebitus; Hartmann 2013, p. 209; Stumpf; Teufl 2014, p. 120–121. 
98 Cf. Lafferty 2009, p. 370–371. 
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assumes that a negative attitude towards the company or NPO and an odd brand-cause-fit 
can lead to an ineffective CRM program; hence both aspects are worth considering. 

Communication is another success factor. In general, both the company and NPO must be 
open and transparent with all stakeholders, which will help increase creditability. However, 
some authors mentioned that too much and too little communication have harmful effects 
on the success of CRM programs.99 Further, external communication should not only be 
limited to the advertising and marketing of the product. In addition, the disclosure and trans-
parency of all information about the project should be included to give the customer the 
chance to read up on background information.100  

Next, the choice of the donation purpose will be further explained. Stumpf and Teufl define 
in their book five success indicators of the selection of the donation purpose. Affinity with 
the customers indicates that companies should keep in mind the attitudes and priorities of 
customers in the choice of donation purpose. It might also be helpful to support a cause 
that has a particular attention level. Companies should also try to find a cause that is unique 
to create an exclusive partnership. In addition, the cause should serve the geographic mar-
ket (national vs. international cause).101  

Further, the duration and amount of CRM programs could influence the effectiveness of the 
program. Some literature indicates that long and sustainable CRM programs tend to lead 
to a higher success rate than shorter CRM programs.102 However, also another study high-
lights that there is no significant difference between strategic and tactic campaigns, which 
would imply that shorter and longer CRM campaigns could be equally successful. The same 
applies to the donation amount, where some authors suggest that the donation amount has 
no impact103, and others confirm the opposite104. For instance, Mimouni Chaabane and 
Parguel indicate that the donation size is crucial because it can be a key trigger factor for 
customers to purchase the CRM campaigned product and helps to produce the warm-glow 
effect.105 Therefore, if only a small amount of money per product sale is donated to an NPO, 
the consumer might question the meaningfulness and might assume that the company tries 
to greenwash its campaign.106  

The last two success factors include the planning and the evaluation of the campaign and 
the integration of the top management. An analysis of the initial situation helps clarify who 
should be reached with the help of the CRM project and which goals are prioritized.107 An 
important component in implementing a marketing campaign is the ongoing target monitor-
ing and final evaluation of the CRM program. Stumpf and Teufl emphasize that the top 
management level should support the company’s social commitment, and the campaign’s 
objectives should be defined and monitored by the top management team.108 Evaluation 
criteria include hard facts (i.e., product sales and revenue) and soft facts (i.e., customer and 

                                                 
99 Cf. Stumpf; Teufl 2014, p. 125. 
100 Cf. Adkins 1999, p. 230; Varadarajan; Menon 1988, p. 70; Stumpf; Teufl 2014, p. 125. 
101 Cf. Stumpf; Teufl 2014, p. 122–124. 
102 Cf. Drumwright 1996, p. 81. 
103 Cf. Stumpf; Teufl 2014, p. 124. 
104 Cf. Lafferty 2009, p. 365; Adkins 1999, p. 233; Langen 2010, p. 37; Stumpf; Teufl 2014, p. 124. 
105 Cf. Mimouni Chaabane; Parguel 2016, p. 608. 
106 Cf. Lafferty 2009, p. 365; Adkins 1999, p. 233; Langen 2010, p. 37; Stumpf; Teufl 2014, p. 124. 
107 Cf. Stumpf; Teufl 2014, p. 34, 127–128. 
108 Cf. Stumpf; Teufl 2014, p. 119. 



- 13 - 

employee satisfaction and image implications). More importantly, the top management team 
should also create a corporate culture in advance that reflects the philosophy of the CRM 
campaign to align the company with the cause.109 

All success factors mentioned are equally important to the NPO than to the company. Hence 
the NPO should also consider these factors. The author assumes that CRM programs are 
successful due to a combination of these mentioned success factors. An intelligent combi-
nation might help overcome shortcomings in, e.g., brand-cause-fit or enhance other suc-
cess factors. In addition, the success factors might be relevant in the discussion section of 
the master thesis because they might influence the effectiveness of the CRM campaigns 
used in the empirical part of this thesis and might help understand results better. 

2.2.3 Implications of Cause-related Marketing 

Although many researchers and marketers highlight many benefits of CRM programs, it 
also makes sense to discuss negative and skeptical opinions about CRM. 110 The following 
paragraphs illustrate positive implications for companies, consumers, and NPOs. In addi-
tion, drawbacks of CRM are highlighted.  

 Companies 

Polonsky and Wood mention in their paper that companies can reach monetary and non-
monetary goals through CRM.111 Financial benefits include, e.g., an increase in sales and 
market share as well as a decrease in operating costs.112 The reasons why sales or market 
shares increase are linked to consumer benefits. On the one hand, the consumers feel that 
they also support the community by purchasing the product. This might lead to a more pos-
itive perception of the purchase than any dissonance. On the other hand, the CRM initiatives 
might help consumers “distinguish between equal products” and decide which product is 
more worthy of buying. 113 A US consumer survey in 2011 presented the following results: 
94% of the respondent “were likely to switch brands, about equal in price and quantity, to 
one that supports a social cause”, and 92% mentioned that they would buy a CRM prod-
uct.114 

A second benefit is that CRM initiatives may help the company strengthen brand and image 
positioning and help change the corporate image. Polonsky and Wood suggested that this 
will also lead to additional sales from customers that appreciate the company’s efforts, and 
the product / brand might be seen as more valuable.115  

Another benefit for the company is that it may lead to additional publicity. CRM programs 
can help companies reach customer groups that would not have been accessible with tra-
ditional marketing activities.116 Further, it can help to attract and motivate employees, which 
                                                 
109 Cf. Varadarajan; Menon 1988, p. 69. 
110 Cf. Polonsky; Wood 2001, p. 6. 
111 Cf. Polonsky; Wood 2001, p. 12. 
112 Cf. Kotler; Hessekiel; Lee 2012, p. 12. 
113 Cf. Polonsky; Wood 2001, p. 12. 
114 Kotler; Hessekiel; Lee 2012, p. 12. 
115 Cf. Polonsky; Wood 2001, p. 12. 
116 Cf. Polonsky; Wood 2001, p. 13. 
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refers to internal marketing benefits.117 Further, other studies show that employees feel 
proud helping communities and knowing that their employer also embraces the program. In 
the long run, employees felt motivated, and their performance went up, which is also an 
essential win for the company.118 

 Consumers 

Some consumer benefits were already mentioned in the previous chapter. First, CRM pro-
grams provide customers with additional information.119 More and more customers demand 
CSR, and CRM may help distinguish between different companies because the CRM initi-
ative could indicate that the company is trying to improve societies’ well-being.120 Another 
benefit for the customer is that they feel having supported the community, which is consid-
ered an additional customer value. Krishna refers to the “warm glow” effect, which appears 
when the customer feels rewarded and happy for doing good.121 This benefit is influential 
when people buy products that might be “frivolous”, and CRM can justify the purchase and 
add some positive cognitive response.122 Eventually, this will lead to a greater willingness 
of the customer to purchase the CRM campaigned product.123 In addition, people are often 
asked for a donation from several charities, NPO, or local communities. Frequently, individ-
uals tend to get “donor fatigue” due to the high number of requests or “annoying” cause 
representatives on the street. This may lead to less or no donations from does affected 
people.124 Polonsky and Wood add that “individuals can feel more comfortable with CRM, 
donate more without changing their behavior, and feel that they are making a worthwhile 
contribution to a cause of their choosing.”125 

 Non-profit Organizations 

CRM programs offer many benefits for the NPO, such as a “legitimacy in the marketplace”. 
First, it provides the NPO with a certain status in the marketplace that shows the cause is 
a partner in “commercial venture and “not just as beggars pandering for the corporate dol-
lar”.126 Second, CRM programs provide the NPO with financial resources for the cause, 
which might also help the NPO to extend their support for those in need. Additionally, CRM 
may also increase their ability to be more effective due to the gained publicity in society. 
The increase in publicity might also help create more extensive awareness of specific issues 
promoted and help embrace NPO’s image. Further, higher awareness might also lead to 
more consumer-based donations and more volunteering helpers. CRM programs also lead 
to several non-financial benefits. The corporate partner might support the NPO also with 
expertise and know-how, which can help the NPO to attract new corporate donors. Another 

                                                 
117 Cf. Kotler; Hessekiel; Lee 2012, p. 15–16. 
118 Cf. Polonsky; Wood 2001, p. 13. 
119 Cf. Polonsky; Wood 2001, p. 13. 
120 Cf. Barone; Miyazaki; Taylor 2000, p. 249. 
121 Cf. Krishna 2011, p. 339–340. 
122 Cf. Polonsky; Wood 2001, p. 13. 
123 Cf. Mimouni Chaabane; Parguel 2016, p. 609. 
124 Cf. Polonsky; Wood 2001, p. 13. 
125 Polonsky; Wood 2001, p. 13. 
126 Polonsky; Wood 2001, p. 12. 
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significant advantage is that CRM allows the NPO to get donations from customers without 
reaching out to them directly.127 

 Drawbacks of Cause-related Marketing 

In general, the literature suggests that CRM has many positive benefits considering only 
the pure monetary aspect. However, several authors and studies show that CRM cam-
paigns can negatively affect the company and the NPO.128 The following paragraphs pro-
vide a brief overview of critical issues of CRM.  

Consumer skepticism is often linked to drawbacks of CRM. In general, consumers can be 
skeptical about different marketing initiatives, such as CSR initiatives, sales promotions, 
green promotions, and CRM.129 However, some authors also mention possible reasons for 
the consumers’ skepticism, which include “the disbelief regarding the claim, the perceived 
motives of the firm, the truth of the promised benefits and performance and the company’s 
sincerity”.130 

In addition, some CRM campaigns are unclear, try to hide their actual motive, and it is diffi-
cult to verify the company’s claims, leading to consumer skepticism.131 In addition, Klince-
wicz mentions that marketing activities (she refers to sponsorship) should consider the 
broader social responsibility to the society rather than only focusing on its success; other-
wise, it might be rated as unethical behavior. Typical unethical behavior includes exploiting 
and manipulating the partnership, only concentrate on financial engagement with false 
promises on both sides of the contract.132 Other authors add that some “charity” firms are 
also not focusing primarily on the well-being of particular groups; instead, they are inter-
ested in lobbying and public affairs of a certain industry. In that case, CRM becomes solely 
“self-serving” and does not fulfill its original purpose.133 

An alliance with a company and NPO or, in general, CRM programs can also incorporate 
risks for the NPO or the cause. First, a risk might be the waste of resources of the NPO 
because the building of partnerships is time and effort-intensive. Often NPOs are shorter 
on staff and have limited resources compared to companies. Another risk is the fear of 
reduced donations even though the CRM program might help to get additional revenue. 
Individuals might feel that they have already contributed enough to the NPO with the pur-
chase or might donate to another cause. Further, the cooperation company might also harm 
the NPO’s image and mission because the company’s business behavior might be tainted 
(e.g., child welfare NPO partners up with a company that uses child labor), or the marketing 
tactics might be unethical. An overwhelming success might also imply risks of not being 
able to process or use the additional donations due to administrative and personnel limita-
tions. Furthermore, successful campaigns might also lead to high dependencies on corpo-
rate donations and what happens when the company decides to support another NPO.134  

                                                 
127 Cf. Polonsky; Wood 2001, p. 12. 
128 Cf. Polonsky; Wood 2001, p. 13. 
129 Cf. Mimouni Chaabane; Parguel 2016, p. 610. 
130 Mimouni Chaabane; Parguel 2016, p. 610. 
131 Cf. Singh; Kristensen; Villaseñor 2009, p. 314. 
132 Cf. Klincewicz 1998, p. 1103–1104. 
133 Cf. Polonsky; Wood 2001, p. 14. 
134 Cf. Andreasen 1996, p. 47–50. 
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2.2.4 Cause-related Marketing Offers 

A company can support a cause and or an NPO in several ways. For example, it could be 
in the form of a cash donation, in-kind donation, promotional sponsorship, communication 
support (paid and earned media), know-how and expertise, or access to specific networks 
and distribution channels.135 

Typical CRM offers “include one or more products that the corporation will promote, a cause 
that will be supported, and a charity, charities, or corporate foundation that will benefit from 
the effort”.136 American Express launched the first successful CRM campaign in 1983 and 
it was a specific amount donation. They claimed to donate each time a customer uses their 
charge card a specific amount to the renovation fund of the Statue of Liberty. They donated 
during their campaign period US$ 1.7 million and achieved an increase of 28% in card us-
age.137 Another type of contribution is an in-kind donation, which means that, e.g., one sold 
item results in a donation of another item. 138 For instance, TOMS® has created its One-for-
One CRM initiative in 2011 (ended 2019). They donated a new pair of shoes for each pair 
of TOMs shoes sold.139 Another option is to contribute a percentage of sales (10% of sales 
of a specific product are donated) to a specific cause or charity.140 For instance, the Product 
(Red) refers to an organization (RED) founded to fight AIDS. The idea is that well-known 
brands (e.g., Apple, Beats, Vespa, or Montblanc) cooperate with (RED) and create red 
products. If customers buy that product, a certain percentage of the money contributed goes 
to the Global Fund to fight AIDS and since 2020 also to fight COVID-19.141 

  

                                                 
135 Cf. Kotler; Hessekiel; Lee 2012, p. 6. 
136 Kotler; Hessekiel; Lee 2012, p. 82. 
137 Cf. Demetriou; Papasolomou; Vrontis 2010, p. 267. 
138 Cf. Kotler; Hessekiel; Lee 2012, p. 82. 
139 Cf. Kotler; Hessekiel; Lee 2012, p. 86. 
140 Cf. Kotler; Hessekiel; Lee 2012, p. 82. 
141 “HOW (RED) WORKS” 2021. 
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2.3 Emotions 

Another important field for the master thesis is the field of emotion research. Despite the 
enormous importance of emotions in our daily lives, the emotion research has not reached 
its full potential yet. Especially in the brain research, emotions were a frowned upon a topic 
for a long time. Some researchers believe that the neural processes involved in developing 
emotions are too complex to be adequately analyzed and described. These observations 
are not only prominent in the field of psychology but also in social sciences and market 
research.142 

The following paragraphs highlight the theoretical foundations of emotions necessary for an 
application of emotions in marketing. First, the psychological construct of emotions will be 
analyzed by illustrating the evaluation of emotions and definition. Second, the author gives 
an overview of emotions within the marketing context.  

2.3.1 Definition of Emotions 

So far, there is no consistency regarding a common definition of emotions. Considering the 
large number of emotion theories, there are also many divergent definitions.143 Kraigher-
Krainer and Liebman highlight a citation from Wenger et al. (1962) which illustrates the 
difficulty to create a common definition of emotions: “Emotion ist ein seltsames Wort. Fast 
jeder denkt, er versteht, was es bedeutet, bis er versucht, es zu definieren”.144 The citation 
refers to the problem that emotion is a strange term, and almost everyone thinks they un-
derstand what it means until they try to define it. 145 Hence many different definitions are 
available, and only some definitions are mentioned within this master thesis.  

Winder describes the following four characteristics of emotions:146 

a) Emotions differ in quality and intensity 
b) Emotions differ according to the duration of their occurrence 
c) Emotions are usually object-directed 
d) Emotions lead to changes in the people affected 

Winder also gives a closer description of the characteristics of emotions. First, emotions are 
often divided into different groups and are primarily used to differentiate positive and nega-
tive emotions. Both positive and negative emotions can be divided by their quality (i.e., 
anger and happiness). Another option to distinguish between emotions is to analyze their 
intensity (e.g., The first time I was lovesick, it hurt, but for the second time, it was not so 
hurtful.). Hurt refers to the intensity of the emotion.147 

Second, another characteristic is that emotions differ according to the duration of their oc-
currence. Literature differentiates between emotional episodes and emotional dispositions. 
Emotional episodes refer to a relatively short-term period in which emotions occur and a 
                                                 
142 Cf. Bosch; Schiel; Winder 2007, p. 25. 
143 Cf. Bosch; Schiel; Winder 2007, p. 25. 
144 Kraigher-Krainer; Liebmann 2013, p. 3. 
145 Cf. Kraigher-Krainer; Liebmann 2013, p. 3. 
146 Cf. Bosch; Schiel; Winder 2007, p. 26–27. 
147 Cf. Bosch; Schiel; Winder 2007, p. 26–27. 
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disposition, on the other hand, is a fundamental readiness for the occurrence of specific 
emotions, which can vary in duration. Third, the object-directed character of emotions indi-
cates that in most cases, there is a concrete reason for the occurrence of emotion (e.g., a 
person is happy about a gift or angry about the ignorance of another person). It is critical to 
mention that the person’s interpretation is more essential than the event or object per se.148 

Fourth, emotions can lead to changes in the individuals affected, and the changes can be 
described by three components: emotional experience, physiological changes, and behav-
ioral aspects. Emotional experience often refers to the subjective part of emotions and is 
the feeling while experiencing the emotion. Physiological changes refer to physical reac-
tions of the individual (e.g., sweating or blushing), which are caused by the autonomic nerv-
ous system and are hardly controllable by the affected person. Finally, behavioral aspects 
often refer to facial expressions, gestures, and posture (e.g., flight behavior). 149 

In 1981, Kleinginna and Kleinginna Jr. tried to accumulate a list of emotion definitions to 
create a consensual definition that helps decrease the variety of definitions of emotions.150 
After comparing 90 definitions, they propose the following definition: 

“Emotion is a complex set of interactions among subjective and objective factors, mediated by 
neural/hormonal systems, which can (a) give rise to affective experiences such as feelings of 
arousal, pleasure/displeasure; (b) generate cognitive processes such as emotionally relevant 
perceptual effects, appraisals, labeling processes; (c) activate widespread physiological ad-
justments to the arousing conditions; and (d) lead to behavior that is often, but not always, 
expressive, goal-directed, and adaptive.”151 

Besides, Plutchik defines emotion as 

“an inferred complex sequence of reactions to a stimulus, and includes cognitive evaluations, 
subjective changes, autonomic and neural arousal, impulses to action, and behavior designed 
to have an effect upon the stimulus that initiated the complex sequence”.152 

Also, the field of marketing has created different definitions of emotions. For instance, Ba-
gozzi et al. define emotions in their marketing paper as:  

“a mental state of readiness that arises from cognitive appraisals of events or thoughts; has a 
phenomenological tone; is accompanied by physiological processes; is often expressed phys-
ically (e.g., in gestures, posture, facial features); and may result in specific actions to affirm or 
cope with the emotion, depending on its nature and meaning for the person having it.” 153 

The definitions mentioned highlight the complexity of emotions and that an individual reacts 
and interacts with a stimulus.154 Therefore, considering all the details about emotions, the 
following definition will be used for the master thesis: Emotions can evoke feelings of 
arousal, pleasure, and displeasure and can be experienced consciously and unconsciously. 
Further, emotions have a complex structure which includes physiological responses (e.g., 
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gestures, postures), cognitive processes (e.g., expectations, memories), behavioral re-
sponses (e.g., crying), and feelings (e.g., love).155   

2.3.2 Different Approaches on Emotion Theories  

Both in marketing and based on evolutionary theories, the satisfaction of human needs is 
one of the basic elements. Emotions only arise through the emergence, existence, and sat-
isfaction of needs. These emotions thus indirectly serve to enable humans to establish 
themselves in their environment by initiating corresponding actions and behaviors. This is 
especially true for the rapidly changing world of consumption, in which the individual has to 
find his/her way and prevail again and again. Thus, the marketing and evolutionary theory 
have the following two points in common, which could indicate why the evolutionary theory 
is relevant in marketing: satisfaction of (consumer) needs and survival of the species (in the 
world of consumption).156 

The evolutionary theory of emotions started with Charles Darwin. He suggests that emo-
tions are important for survival and reproduction; thus, all people and animals should be 
able to interpret others’ emotions correctly to avoid danger.157 Interestingly, he bases his 
evolutionary theories on anatomical structures (e.g., physical conditions) and on psycho-
logical characteristics. Hence intelligence, memory capacity, and emotions are a part of 
evolutionary history and contribute to the survival of the individual race. Within his research, 
Darwin focuses on the expressive behavior of animals and humans and especially on the 
observation of posture, gestures, and facial expressions. He believes that most (not all) 
expressions of emotions are unlearned (i.e., inherited at birth). Thus, on the one hand, he 
interprets emotional expressions as signals or preparations for specific actions and, on the 
other hand, as a way of communication. Hence, the emotion itself and the emotional ex-
pression serve a certain function and this influence survival.158 

Classical behavioral theories focus on observing behavior (reactions) and the environmen-
tal circumstances (stimuli) that trigger it instead of the experience of the emotion. This leads 
to the research focus on the behavior and physiological change in the body associated with 
individual emotions. During the assessment of the emotion, the subjective feeling plays only 
a minor role. Over the years, the classical behavioral theories lost significance due to ne-
glecting the explanations of the mental processes that produce the behavior and the expe-
rience of emotions.159 

Further, the James-Lange Theory claims “that emotions occur as a result of physiological 
reactions to events”.160 In 1890, William James had the prevailing opinion that physical re-
actions directly follow the perception of certain stimuli and that the feelings are only a result 
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of these reactions.161 He turns the connection between the perception of feelings and phys-
ical responses around.162 In 1980, Zajonc presented based on empirical studies that emo-
tions do not necessarily depend on cognitive processes. At least simple emotional reac-
tions, such as preferences, can arise without conscious registration of the stimuli.163  

The Cognitive Appraisal Theory suggests that “the sequence of events first involves a stim-
ulus, followed by the thought, which then leads to the simultaneous experience of a physi-
ological response and the emotion”.164 According to Winder, Plutchik and McDougall’s 
strongest opinion is that emotions have to be viewed within their evolutionary relationship.165 
However, the theory of Plutchik highly emphasizes the cognitive assessment in the origina-
tion of emotions. He describes emotions as complex, mixed, and difficult to divide.166 

Further, emotions consist of basic components that can also be observed in children or 
animals. Thus, emotions are not purely subjective experiences per se but must be seen as 
holistic theoretical constructs. Hence, emotions are more than just perceived emotional 
states, certain facial expressions, or displayed behavior.167 Noteworthy is that the cognitive 
evaluation of situations is often marked by learning and experiences. Like evolutionary the-
ories, Plutchik also mentions that individuals have to evaluate most situations correctly to 
survive.168  

The different theories demonstrate that there are several approaches to study emotions and 
their occurrents available. The author supports the Cognitive Appraisal Theory and the stim-
ulus, in that case, is the CRM campaign. Then the thought follows and this will lead to the 
customer experiencing certain emotions and physiological responses (see 2.3.4 Emotions 
in Marketing). After presenting an overview of the different emotion theories, the next sec-
tion will deal with basic emotions, which shows already the first links to the marketing field.  

2.3.3 Basic Emotions 

Another essential theoretical framework are the basic emotions (also known as primary 
emotions). Many emotion theorists agree that some emotions are more basic than others. 

169 More specifically, basic emotions “should be associated with distinctive universal non-
verbal expression, distinctive neural and physiological components, distinctive subjective 
experience, and distinctive regulatory and motivational properties”.170 According to Winder, 
all theories of basic emotions have two points in common: the biological and psychological 
basis. The biological basis refers to the assumption that basic emotions solve specific ad-
aptation problems in the evaluation and psychological foundation, which means that all 
other emotions can be derived from basic emotions.171 
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Nevertheless, most theorists cannot agree on which emotions fulfill the mentioned criteria. 
The number of basic emotions varies between theories due to different names of the “same” 
emotions. Another reason is the different criteria that decide if an emotion is a basic emo-
tion.172 Ekman and Friesen’s “Big Six” emotions are commonly used in research, and they 
found out that those emotions are universal for all human beings. The basic emotions in-
clude anger, disgust, fear, happiness, sadness, and surprise.173 Later on, Plutchik also cre-
ates a theoretical framework of basic emotions, consisting of eight primary emotions.174 

Plutchik presents three approaches to describe emotional states, which include subjective, 
behavioral, and functional language.175 First, Plutchik relates the naming of an emotional 
state by humans (subjective language), which occurs in the context of a function (functional 
language), to behavior in animals (behavioral language). Thus, he creates a connection 
between humans, animals, and the evolution-theoretical prototypes of emotions.176 Table 2 
shows all eight basic emotions (subjective language) and the connecting behavioral and 
functional language. 

Subjective language Behavioral language Functional language 

Fear, Terror Withdrawing; Escaping Protection 

Anger, Rage Attacking; Biting Destruction 
Joy, Ecstasy Mating, Possessing Reproduction 
Sadness, Grief Crying for Help Reintegration 
Acceptance, Trust Pair Bonding; Grooming Incorporation or Affiliation 
Disgust, Loathing Vomiting; Defecating Rejection 
Expectancy, Anticipation Examining; Mapping Exploration 
Surprise, Astonishment Stopping; Freezing Orientation 

Table 2: Three approaches to describe emotional states 

Source: Own table based on and directly cited of Plutchik177 

The definition of basic emotions raises the question of other conceptualizations which were 
not classified as primary. Those emotions are called secondary emotions. Read more about 
secondary emotions in Appendix 10.  

 Marketing context 

Yet what exactly is the connection between basic emotions and marketing?  

Looking closer at the functional language of Plutchik’s approach to describing emotional 
states. The dimension of incorporation (acceptance and trust) refers to accepting positive, 
external stimuli and is illustrated by the approval and trust towards other subjects or objects. 
Winder also mentions that acceptance is one of the core elements of a successful brand 
and refers to creating trust in customers to minimize the perceived risks (of the purchase). 
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Rejection presents the opposite behavior of incorporation and includes disgust and loath-
ing. In Marketing, disgust and hatred can refer to many dimensions of a brand or product. 
For instance, it could be the rejection of a particular advertising campaign or product cate-
gory (i.e., nuclear vs. green power).178  

Next, destruction relates to removing obstacles that prevent the satisfaction of needs, and 
it often results in hostility. Anger and rage are often experienced in the post-purchase phase 
(i.e., complaints) and product usage and experience. In contrast to the active destruction 
version of basic emotions, refers the protection dimension to the relatively passive behav-
ior, which includes fear and terror as emotions. Within the marketing context, anxiety can 
be divided into two points. On the one hand, fear and terror could be inherent in an industry 
(e.g., aviation, health care). Therefore, the goal may be to minimize fear as good as possible 
or strengthen confidence in the quality of the product. On the other hand, fear and terror 
could be used in advertising for prevention (e.g., cancer campaign) or deterrence (e.g., 
alcohol while driving).179 

Reproduction refers in the evolutionary theory to all dimensions of reproduction and can 
be described (overall) as joy and ecstasy. Joy refers in the marketing context to all activities 
beyond the acceptance phase, which demonstrates the transition from the passive to an 
active form of emotions. This could be the joy of using the product or the experience while 
purchasing a product. Reintegration is often expressed through the emotion’s sadness and 
grief indicates the loss of already accepted stimuli. In marketing, sadness and grief are often 
implemented similar to fear and terror. Thus, one can differentiate between misguided ac-
tions a brand made that led to sadness (e.g., the orientation of a brand) and the trial to 
reduce sadness / grief in a certain area (e.g., NPO).180 

The orientation dimension indicates a relatively short-time action and is typically caused 
by a confrontation with new or unusual circumstances and situations. After evaluating the 
orientation dimension, it is possible to decide if it was a positive or negative surprise or 
astonishment. Brands can be used as orientation functions to reduce a negative surprise, 
or brands and products can create a positive surprise to keep the product attractive. The 
exploration dimension refers to exploring the environment and is often linked with curiosity 
and games. Curiosity is also vital for the pre-purchase phase, and expectancy and antici-
pation are also relevant for brands and products.181  
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2.3.4 Emotions in Marketing 

Previous paragraphs have already highlighted some connections between emotions and 
marketing. The next section aims to give further insights into emotions in the marketing 
context. Thereby, the author illustrates different areas in marketing where emotions play an 
important role, and within this thesis, the focus will be placed on emotions in advertising. 

Not surprisingly, evolutionary theories build a basis for explaining why individuals respond 
to certain stimuli in a significant automatic and uniform way. The especially further devel-
oped research theories by Plutchik and Izard are certainly the most frequently cited and 
applied books and journals in the current marketing research.182 Zeitlin and Westwood rep-
resent the opinion that the emotional impact on advertisement can be limited to the basic 
emotions.183 Also, Holbrook and Westwood illustrate in their study that the eight basic emo-
tions can reflect the reaction to advertisements by Plutchnik.184 On the contrary, other au-
thors like Bagozzi et al. criticize the theory of evolutionary psychology of neglecting other 
emotions than the basic emotions. Some emotions that are felt in everyday life are also 
relevant in marketing, including love, shame, pride, embarrassment, hope, or guilt.185  

Further, specific behavioral theory approaches are relevant in marketing and provide clas-
sical conditioning attempts in the field of marketing. Classical conditioning in marketing re-
fers to a neutral stimulus (brand) that is changed by repeated and simultaneous presenta-
tion with a specific emotional stimulus (advertising). The idea is that the original emotionally 
meaningless brand gets elevated with a desired emotional concept.186 This method is es-
pecially used for low involvement products to create a differentiation advantage.187  

In addition, Watson and Spence suggest that the emotion research within the marketing 
field has developed “through three stages: the categories approach, the dimensions ap-
proach and the cognitive appraisals approach”.188 “The categories approach does not at-
tempt to determine the causes of emotions, but rather groups emotions based on their sim-
ilarities.” 189 The dimensions approach often uses valence (e.g., positive and negative va-
lence) and arousal (e.g., level from low to high) to distinguish between emotions. Further, 
the cognitive appraisal approach offers a good theoretical basis to study emotions within 
the marketing field because “it offers a more in-depth way to explain the subtle nuances of 
emotions. For instance, the winner and loser of a sporting event will probably have very 
different interpretations of, and emotional responses to, the same stimulus event”.190 Elliott 
adds that it is crucial to understand that the consumer is actively involved in creating the 
meaning of emotions. 191 For instance, pride is often associated with positive valence. If a 
team only won because one team member cheated, he/she might not be proud of his/her 
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achievement, and the win will not be seen as a positive outcome. He/she might feel guilt 
instead, and the event will be interpreted as undesirable.192 

 Emotions and Ads 

The research of the relationship between ads and emotions is probably the most researched 
area in marketing and have gained importance in marketing communications.193 Emotions 
can be divided into two groups: emotions “induced by advertising and those that occur dur-
ing consumption”. 194 In other words, emotions can be the results (i.e., phenomena that 
induce emotions) or a stimulus (i.e., phenomena that use emotions to generate a certain 
behavior).195 Further, these two starting groups should not be considered entirely sepa-
rately, as there are ongoing interactions between the two constructs.196 

First, emotions can be used as a stimulus and Bagozzi et al. categorize ads in thinking ads 
and feeling ads. The focus of thinking ads lies on the usage of the product or the factual 
arguments of the product, whereas the focus of thinking ads lies on emotions that evoke 
during consumption.197 Winder adds that not all researchers divide the ads into two groups 
but instead see the advantage in the combination of both ad types. Often consumers do not 
solely purchase products due to emotional reasons but also look for rational arguments to 
support their purchase decision. Therefore, especially in the post-purchase phase, the 
brand or product’s objective and functional features are important. In addition, emotional 
ads can also support the brand by creating positive influences by fostering internal images 
or classical conditioning.198  

Second, Friestad and Thoron focus in their study on reactions that were induced by emo-
tional ads. Both highlighted that the induced processes and experiences offer essential ex-
planations of emotional ads.199 

Three triggers200 can categorize emotional reactions: 

- Emotional reaction due to the product 
- Emotional reaction due to the advertisement 
- Emotional reaction due to the advertising environment  

Emotional reaction due to the product refers to the opinion that the illustration of a product 
in an ad induces emotional reactions. Zeitlin and Westwood note that the emotions trust 
and affection are often mentioned in this context, and these reactions usually last longer 
than the time spent looking at the advertisement.201 Further, the research on emotions in-
duced by advertisements tries to find out how and how strong do emotional ad stimuli influ-
ence the customer’s behavior.202 In contrast to the emotional reaction of the product, the 
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emotional reaction to the advertisement is often limited to the actions that happen during 
the viewing of the ad. Those reactions are often measured as attitudes towards the ad. 
Emotions play, in that case, the role of a mediator that accompanies the purchase decision 
or the attitude towards a brand.203 

The analyzed advertisements often refer to TV spots in the marketing and emotions re-
search – hence there is a large number of literature available.204 Zeitlin and Westwood focus 
on 54 different tv spots, and they mentioned that all kinds of advertisements could evoke 
emotions. For instance, solely informational ads often evoke anticipation and acceptance. 
In general, their results show that average tv spots often evoke joy, anticipation, and ac-
ceptance (three of Plutchik’s basic emotions).205 Richins mentions that emotions evoked by 
ads are often vicarious, which means that the emotions are not directly experienced. In that 
case, the emotions could be felt at a lower intensity. In addition, she also highlights that 
some advertisements could evoke a wide range of emotions due to “dramatic enact-
ments”.206 Find more information on measuring emotions in marketing in Appendix 10.  

The advertising environment can also influence emotional reactions. According to Winder, 
some researchers assume that a positively perceived environment transfers positively to 
advertising and the brands advertised.207 However, Murry et al. suggest that it is not only 
vital to create a positive advertising environment, but rather it is a combination of the inter-
ests of the consumer and the conveyed emotional status. Hence critical is the cognitive 
evaluation of the environment rather than the emotional orientation.208 Additionally, Winder 
highlights those negative reactions induced by the program environment are only meaning-
ful if the consumer thinks the reaction feels real or is relevant.209 This also shows the rele-
vancy of the statements mentioned by Murry et al. that cognitive evaluation is essential and 
the resulting influence on emotional reactions.210 

In addition, Stout and Leckenby divide emotional response into three types: descriptive, 
empathic, and experimental emotional response. 211 An emotional response is defined as 
“a response to some psychological important event, real or imagined, part or anticipated”.212 
The idea of the three types is that the level of the emotional response shows the degree to 
which the consumer has connected (self-relevant connection) with the advertising message. 
Descriptive emotional response (first level) indicates if the consumer can recognize the 
emotion expressed by others. This does not mean that the consumer has experienced the 
emotions by himself/herself. The second level refers to empathic emotional response and 
indicates that the consumer can “empathize or feel with the character” of the ad. Experi-
mental emotional response “is embraced by the self as self-relevant and not identified with 
a particular character, action or scene in the ad”. 213 The emotion is felt consciously.214  

                                                 
203 Cf. Bosch; Schiel; Winder 2007, p. 73–74; Zeitlin; Westwood 1986. 
204 Cf. Batra; Holbrook 1990; Bagozzi; Gopinath; Nyer 1999; Edell; Chapman Burke 1987. 
205 Cf. Zeitlin; Westwood 1986. 
206 Cf. Richins 1997, p. 129. 
207 Cf. Bosch; Schiel; Winder 2007, p. 76. 
208 Cf. Murry; Lastovicka; Singh 1992, p. 448–449. 
209 Cf. Bosch; Schiel; Winder 2007, p. 77. 
210 Cf. Murry; Lastovicka; Singh 1992, p. 448–449. 
211 Cf. Stout; Leckenby 1986, p. 36. 
212 Stout; Leckenby 1986, p. 36. 
213 Stout; Leckenby 1986, p. 36–37. 
214 Cf. Stout; Leckenby 1986, p. 36–37. 



- 26 - 

2.4 Cultural Aspects 

The theoretical basis of culture is built upon different theories and models in the international 
business field. Hofstede states that “culture is the collective programming of the mind that 
distinguishes the members of one group or category of people from others".215 In this master 
thesis, the well-known Hofstede’s Cultural Dimensions model to compare countries on cul-
tural similarities and differences will be used, as it serves as a simplified view on culture.216 
The model consists of the following six dimensions: Power Distance, Individualism / Collec-
tivism, Masculinity / Femininity, Uncertainty Avoidance, Long-term / Short-term Orientation, 
and Restraint / Indulgence, and countries can be ranked accordingly.217 Markus and 
Kitayama published in 1991 a paper about a cross-cultural study of Western and Eastern 
countries, which led to several studies in that area. They mainly put the focus on the com-
parison of the self in different cultures, and based on their study, other researchers focus 
on self-construal and the Individualism / Collectivism dimension in their studies.218 Hence, 
the focus in this master thesis will also be placed on the dimension Individualism / Collec-
tivism. 

Individualism refers “to societies in which the ties between individuals are loose: everyone 
is expected to look after himself or herself and his or her immediate family’’. In contrast, 
Collectivism refers “to societies in which people from birth onwards are integrated into 
strong, cohesive in-groups, which throughout people’s lifetime continue to protect them in 
exchange for unquestioning loyalty’’.219 Individualistic countries often refer to Western coun-
tries / cultures, including Western European countries and North America. In contrast, col-
lectivistic countries are in Eastern cultures common such as Korea, Japan, and China.220 
Besides, both individualistic and collectivistic countries have more independent / interde-
pendent controlled than others; however, the culture enhances one type of self-construal 
more than the other.221 Austria and South Korea were selected for the cross-cultural analy-
sis due to their contrasting cultural orientation. According to the Hofstede score, Austria 
(score 55) is a rather individualistic country, and South Korea (score 18) refers more to a 
collectivist country.222  

Other researchers mention that self-construal could be very “useful in understanding cul-
tural differences between individualistic and collectivistic cultures”.223 Markus and Kitayama 
define self-construal as “the relationship between the self and others and, especially, the 
degree to which they see themselves as separate from others or connected with others”. 224 
In addition, the researchers divide self-construal into two parts: independent and interde-
pendent self-construal. The independent self-construal is often visible in individualistic 
countries (e.g., Western countries), whereas the interdependent self-construal is more likely 
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to be visible in collectivistic countries (e.g., Asian countries).225 “The interpersonal and in-
tersubjective aspects of one’s emotional experience” refers to the interdependent self-con-
strual, whereas the independent self-construal follows the “personal and subjective part of 
one’s emotional experience”.226 

In addition to the Individualism / Collectivism and self-construal concept, primary and sec-
ondary socialization is another concept relevant to this master thesis because it can help 
understand the values of a cultural background better. Values serve to interpret and evalu-
ate the social environment and oneself. Further, they also structure action goals and related 
behavior. Cultural values are distinguished as specific behavior of individuals that is domi-
nant in a culture or society, and usually, it is seen as a generalized belief.227 

The literature distinguishes between two phases of socialization: primary and secondary 
socialization. Primary socialization refers to socialization in the first years of childhood, and 
elementary social rules and manners are learned. Additionally, fundamental structures of 
the personality in the areas of language, thinking, and feeling are formed, and the funda-
mental patterns of social behavior are developed. This process is predominantly embedded 
within the family framework and characterized by the relationship between children and 
parents. In the phase of secondary socialization are behavioral patterns formed during the 
primary socialization further developed and varied. The individual learns which behaviors 
are expected in a particular situation, are tolerable, or taboos. He/she is confronted with 
social conventions, norms, and values and is taught various social manners, rules, ways of 
thinking, and attitudes. 

Secondary socialization often occurs outside the family framework through school, educa-
tion, and communication with peer groups.228 Thus, an individuum learns the concept of 
self-construal within this socialization process, which determines the experiences of moti-
vations, emotions, and cognition with his/her culture. This then leads to the fact that the 
independent self is more highlighted in some cultures, whereas the interdependent self is 
the focus in other cultures.229  

Also, in advertising, culture is a vital element because it is a powerful force that shapes the 
consumers’ motivations and lifestyles and also provides guidelines on how individuals 
should behave in specific situations.230 Often advertisements relate to “a society’s values 
and that effective advertising and marketing are inseparably linked to the underlying culture 
of the group to which it is targeted”.231 Hence many researchers suggest using specific 
culture value appeals in advertising because it can support the marketing campaign to be 
understood more easily and evoke more favorable attitudes towards the ad / brand.232 In 
addition, the cultural background can also influence the evocation of emotions by advertis-
ing campaigns.  
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2.4.1 Culture and Emotions 

In chapter 2.3.3 “Basic Emotions”, the authors gave an overview of the concept of basic 
emotions, and even though there are universally equal emotions, cultural differences do 
exist. Triands highlights in his paper that 

“cross-cultural differences in emotions demonstrated that cross-cultural differences in emo-
tions were a result of systematic cultural variations in the concerns of individuals, which in turn 
arose from differences in self-construal”.233 

Cross-cultural research on emotions thus empathizes ego-focused and other-focused emo-
tions and determines “the degree to which specific emotions systematically vary in the ex-
tent to which they follow from, and also foster or reinforce, an independent versus interde-
pendent self”.234 Aaker and Williams state in their study that: 

 
“ego-focused emotions (…) tend to be associated with an individual’s internal state or attrib-
utes, to the exclusion of others, and consistent with the need for individual awareness, expe-
rience, expression. In contrast, other-focused emotions (…) tend to be associated with others 
in a social context or close to others (…) and are consistent with the need for unity, harmony, 
and the alignment of one’s actions with those of another.”235  

The primary reference point of ego-focused emotions is the individual himself/herself, in-
cluding his/her own goals, desires, or needs. Anger, frustration, and pride are examples of 
ego-focused emotions. In addition, due to the focus of the individual’s internal attributes, 
independent selves are more likely to experience ego-focused emotions than interdepend-
ent selves. On the contrary, other-focused emotions dominantly have another individual as 
a primary reference point and focus on taking another person’s perspective and fostering 
interdependence. Hence interdependent selves are more likely to experience and express 
the other-focused emotions than independent selves. Sympathy, guilt, and shame are ex-
amples of other-focused emotions. 236 Further, Markus and Kitayama mention that “other-
focused emotions (…) often discourage the autonomous expression of one’s internal attrib-
utes and may lead to inhibition and ambivalence.”237 These consequences are tolerated by 
the interdependent selves but seen as negative impacts for the independent selves.238 

Differentiating emotions by their primary reference point led to ego-focused and other-fo-
cused emotions.239 Another option to distinguish between emotions is to focus on the 
arousal levels. Arousal is a subjective experience and “refers to the perception of the phys-
iological activation level during affective experience”.240 High arousal emotions are helpful 
in situations where focused and straightforward decision-making is the center, and upbeat 
and energy is needed. Low arousal emotions work better where inaction and rest are 
needed. Hence high arousal emotions are related to Western countries and low arousal 
emotions more to Eastern countries. Individualistic and collectivistic cultures distinguish 
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these differences: an adjusting and conforming culture, such as the Eastern culture, is suc-
cessful with low arousal emotions (e.g., calm or relaxed). 

Table 3 shows an overview of different examples of ego-focused and other-focused emo-
tions. Further, it also highlights examples of high and low arousal emotions.  

Studies ego-focused emotions other-focused emotions 

Markus and Kitayama241 pride, anger, frustration guilt, shame, sympathy 

Van der Hooff et al.242 pride, happiness, anger empathy, peacefulness, in-
debtedness 

Aaker and Williams243 Pride, happiness, frustra-
tion, anger 

Empathy, peacefulness, in-
debtedness, shame 

Kim and Johnson244 Anger, pride, superiority, 
frustration  

Guilt, empathy, embarrass-
ment, shame, respect, eleva-
tion 

 high arousal emotions low arousal emotions 

Russell245 Afraid, alarmed, angry, an-
noyed, aroused, aston-
ished, delighted, distressed, 
excited, frustrated, glad, 
happy, tense 

At ease, bored, calm, con-
tented, depressed droopy, 
gloomy, miserable, pleased, 
relaxed, sad, satisfied, serene, 
sleepy, tired 

Tsai246 Elated, enthusiastic, ex-
cited, fearful, hostile, nerv-
ous 

Calm, dull, peaceful, relaxed, 
sleepy, sluggish 

Lim247 Afraid, enthusiastic, Irri-
tated, joyful, nervous, peppy 

Calm, Helpless, peaceful, re-
laxed, sleepy, tired 

Table 3: List of ego-focused, other-focused, high arousal and low arousal emotions 

Source: Own table. 

In comparison, a culture that emphasizes the individual and influencing other people is more 
successful with high arousal emotions (e.g., excited or happy). It is important that both types 
of arousal are equally good and bad – the ideal preference of the better arousal level is 
determined by the culture.248 Lu and Gilmour analyze happiness on a cross-cultural basis 
in their study, and they compare American and Chinese individuals. They illustrate that 
happiness refers to Americans to an upbeat and high arousal positive emotion, whereas 
happiness for Chinese people tends to be expressed with low arousal positive emotions.249 

Overall, within this thesis one assumes that in collectivistic countries, the other-focused 
emotions such as empathy, guilt, and shame are more dominant than in individualistic coun-
tries. Low arousal emotions such as calm, relaxed, and sad are also more prominent in 
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collectivistic countries (Eastern countries). Hence the focus of self-construal is placed on 
the interdependent self of a person. In contrast, in individualistic countries, ego-focused 
emotions such as happiness, pride, frustration, and anger are more prominent, and high 
arousal emotions that also relate to pride, happiness, and excitement. In that case, the 
independent self-construal is salient.250 

2.5 State of Research 

Overall, the main theoretical basis of the master thesis are already highlighted in the chap-
ters before. The following section provides an overview of the state of research on CRM 
and emotions in the marketing research field. Subsequently, the building of the hypotheses 
will be based on the literature review.  

2.5.1 Literature Research Process 

In order to find relevant literature, different databases were searched. The databases in-
cluded ScienceDirect, SAGE, SpringerLink, ProQuest, JSTOR, EBSCO, and Google 
Scholar. The literature search was conducted in three steps. In the first step, the keywords 
"Cause-related Marketing", "CRM", "Cause Marketing", "Corporate Social Responsibility", 
"Emotions", "Emotions AND Marketing", "Emotions AND Cause-related Marketing", "Emo-
tions AND Ads", “Emotions AND Culture” and "Emotion Theory" were used to search the 
databases systematically. In the second step, the sources found were analyzed according 
to their relevance. Journal articles, books, and collective works were evaluated based on 
their abstracts. In addition, the reference lists of the relevant sources were searched to find 
further informative and relevant sources. In the third step, the relevant sources were ana-
lyzed in detail, and essential information was extracted, which now serves as the basis for 
the literature research in the following paragraphs.  

2.5.2 Literature Research Results and Hypothesis  

Several CRM studies focus on CRM and the relationship with customer profitability251, con-
sumer choice252, Generation Y253, corporate image254, customer satisfaction and loyalty255, 
customer perception and reaction256, Brand-Cause-Fit257, brand value258, price discounts259, 
or emotions260. Also, companies start to enhance CRM to find a possibility to create aware-
ness, disguise from competitors261, and connect emotionally with consumers to foster a 
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meaningful and long-lasting relationship262. CRM and emotions are an interesting and chal-
lenging research field, as not many researchers contributed studies to that specific field.263 

Kim and Johnson examine in their study CRM programs, purchase intention, and moral 
emotion in a cross-cultural setting (US and Korea). Their goal is to identify why some people 
engage in CRM programs, and some people do not. In their study, the focus is placed on 
the following moral emotions: anger, pride, empathy, guilt, elevation. They highlight that 
ego-focused emotions (i.e., pride) influenced US participants more than Korean partici-
pants. Other-focused emotions (i.e., guilt) are experienced higher for high-interdependent 
selves than for low-interdependent selves. In general, they state that moral emotions influ-
ence the purchase intention of the CRM product.264  

Other researchers focus on skepticism and consumer attitudes within the CRM context. 
They highlight that consumer skepticism towards the CRM program is related to the per-
ceived motives that the company shows to the customer. For instance, the customer thinks 
the company is highly extrinsic motivated (e.g., increase brand awareness and profits). In 
that case, the customer might become more skeptical than if the company is perceived to 
have rather intrinsic motives (e.g., cares about the cause). In addition, the researchers men-
tion that companies should enhance methods to strengthen the evocation of the collective 
selves in consumers because that can reduce the skepticism of CRM claims.265  

Zheng et al.’s study is about CRM and elevation. In their study, the CRM program effectively 
evokes moral elevation. They show that, especially if the CRM includes a sudden cause, 
consumers react with more moral elevation than using, e.g., an ongoing strategy. They also 
highlight that more moral elevation also led to more positive attitudes towards the prod-
uct.266   

Coleman et al. analyze pride and guilt in CRM advertisements.267 The focus is placed on 
self-conscious emotions (e.g., pride and guilt) because those emotions are “(…) linked sig-
nificantly to motivation and influence behavior through attribution of responsibility to one-
self”.268 They chose guilt appeals because guilt can motivate customers to be willing to 
reduce the guilt, and therefore, they follow the opportunities shown in the CRM campaign. 
Pride is a positive emotion and can motivate the customer to behave a certain way, which 
helps them to achieve positive results and feel proud. The authors prove that evoking pride 
is effective in CRM campaigns because it functions as a motivating emotion. In addition, 
they also suggest that guilt worked as a successful emotion in the past, but it could now 
have negative implications for the advertisement campaign.269  

The “warm glow” feeling has also been mentioned in connection with CRM and emotions. 
According to Chang and Chu, the “warm glow” effect refers to a positive feeling a person 
experiences while doing good. In addition, the customer feels inner satisfaction while doing 
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good. CRM campaigns can support customers to feel this “warm-glow” effect.270 Ballings et 
al. report in their paper that through CRM campaigns, a company can build an emotional 
connection between the customer and the brand. This offers the company the chance to 
extend the product’s benefits by the emotional bond.271 Considering the mentioned articles 
and studies from Kim and Johnson, Zheng et al. and Coleman et al.272, this leads to the 
following hypothesis: 

H1: CRM programs are effective in evoking emotions in consumers. 

Another critical aspect of the master thesis is culture. As already illustrated in chapter 2.4 
“Cultural Aspects”, the cross-cultural background of a consumer can influence the evocation 
of certain emotions.273 Indeed, individuals are shaped by culture, leading to different per-
ceptions of CRM appeals or, in general for advertising appeals.274 Importantly, Mooij em-
phasizes that global attitudes do not exist due to different cultural frameworks that socialize 
individuals and guide them.275 Hence studies claim that further research should consider 
cultural differences within the CRM context.276 

Previously, researchers focused on Hofstede’s Individualism / Collectivism dimension while 
trying to understand cultural differences.277 Chapter 2.4 “Cultural Aspects” highlights the 
cultural concepts and mentions that individualistic countries often refer to North America 
and Western European countries. The core reference point is an individual’s uniqueness 
and well-being. 278 Instead, the collectivistic countries (e.g., Korea, Japan, or China) em-
phasize the group as the core reference point in society. The main task of an individual is 
to create harmony in society (the individual has to adjust).279 Markus and Kitayama present 
the concept of self-construal in their paper, which can be beneficial to reflect upon the con-
trast of cultural differences between collectivistic and individualistic countries.280 Within an 
individualistic country is often the independent self-construal dominant as the core focus 
lies on the individual him / herself (e.g., own values, traits, uniqueness). On the contrary, 
the interdependent selves are more often found in collectivistic countries as the focus is 
placed on the individual self in groups and relationships with others.281  

Along with the concept of emotions and culture, ego-focused and other-focused emotions 
are essential within this thesis (see chapter 2.4.1 “Culture and Emotions”). In brief, re-
searchers illustrate that ego-focused emotions tend to be experienced or expressed by in-
dividuals from individualistic countries, and other-focused emotions tend to be experienced 
or expressed by individuals from collectivistic countries.282 

Markus and Kitayama analyze the most emotional situation of a day of students from Japan 
and the US. They show that Japanese students experience other-focused emotions (e.g., 
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respect, empathy, and guilt), and US students experience ego-focused emotions (e.g., 
pride, frustration, and anger) stronger.283 In their study, Kim and Johnson try to find out if 
“cultural orientation moderates the influence of moral emotions on purchase intention for a 
social-cause product”.284 The researchers focus on US and Korean participants, and they 
report that the ego-focused emotion pride is significantly stronger linked to US participants 
than to the Korean participants. However, they cannot show any significant effects of the 
moderating role of other-focused emotions.285 

Aaker and William focus in their paper on the persuasive effect of empathy (other-focused 
emotion) and pride (ego-focused emotion) on individuals from individualistic and collec-
tivistic countries. Interestingly, they compare US and Chinese students and report in their 
first study that favorable attitudes derived from ego-focused emotional appeals are stronger 
for individuals from a collectivistic country (China) and favorable attitudes derived from 
other-focused emotional appeals are stronger for individuals from an individualistic country 
(US).286   

Considering the articles and studies from Kim and Johnson as well as Markus and 
Kitayama287, the following analogy will be created: members from individualistic countries 
(e.g., Austria) will strongly experience ego-focused emotions, and hence the evocation of 
ego-focused emotions by CRM programs will be more dominate by the respective members 
of individualistic countries than for the members of collectivistic countries.  Accordingly, 
members from collectivistic countries (e.g., South Korea) will strongly experience other-fo-
cused emotions. Hence the evocation of other-focused emotions by CRM programs will be 
more dominant by the respective members of collectivistic countries than for individualistic 
countries.  Based on these points, the following hypothesis was created. 

H2: The cultural background of a consumer influences the evocation of certain emotions by 
CRM programs. More specifically, (a) The evocation of ego-focused emotions by CRM pro-
grams is greater for members from individualistic countries than for members from collec-
tivistic countries. (b) The evocation of other-focused emotions by CRM programs is greater 
for members from collectivistic countries than for members from individualistic countries. 

In addition, Self-construal can be beneficial to reflect upon the contrast of cultural differ-
ences between collectivistic and individualistic countries.288 Markus and Kitayama mention 
that the egos expressed in Western countries (e.g., US, Western Europe) are typically self-
focused and independent from their environment. In contrast, Eastern countries tend to en-
hance their ego by emphasizing the group as the core reference point in society and placing 
more attention on the relationship with the group.289 Further, both individualistic and collec-
tivistic countries have more independent / interdependent controlled individuals than others; 
however the culture enhances one type of self-construal more than the other.290  Yang and 
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Yen add that “people’s behaviors are situational, and descriptions of individuals all involve 
the environment”, and emotions and motives are influenced by oneself and others.291 

In their study, Kim and Johnson also consider the concept of self-construal, and they report 
that the US participants have higher independent self-construal (61.7%) compared to high 
interdependent self-construal (50.6%). On the contrary, the Korean participants have higher 
interdependent self-construal (56.5%) than high independent self-construal (39.8%).292  

Expecting that ego-focused emotions are experienced greater in high independent selves 
whereas other-focused emotions are experienced greater in high interdependent selves, 
the following hypothesis will be presented: 

H3: The Consumer’s self-construal influences the evocation of certain emotions by CRM 
programs. More specifically, (a) The evocation of ego-focused emotions by CRM programs 
is greater for high independent than for low independent selves. (b) The evocation of other-
focused emotions by CRM programs is greater for high interdependent than for low inter-
dependent selves.   
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3. Research Design  

This chapter deals with the empirical part’s research design. Firstly, the measuring model 
as well as the research method used will be explained. Secondly, the development of the 
questionnaire and the composition of the sample group as well as the process of data col-
lection are illustrated in more detail.  

3.1 Measuring Model 

The measuring model is based on the literature review / the theoretical part of the thesis. 
The hypotheses mentioned in the chapter 2.6.2 “Literature Review Results and Hypothesis” 
were deducted from the measuring model and from a dimensional analysis. The measuring 
model should help to illustrate influencing variables and impacts on the core dimensions of 
the thesis. Typically, the measuring model builds a basis to deduct hypotheses but does not 
indicate how each dimension can be measured.293 The questionnaire is built upon the fol-
lowing measuring model (see Figure 2).  

 

 
Figure 2: Measuring Model 

Source: Own illustration. 

Almost all variables were already mentioned in the theoretical part of the thesis and there-
fore will not be repeated in this chapter. Age, gender, and course of studies are also influ-
encing variables that have been neglected before but can also be relevant for the empirical 
part of the thesis. Unsurprisingly, women and men tend to react differently to advertising 
appeals and they might experience emotions differently.294 For instance, women tend to 
have “(…) more favorable attitudes toward helping when exposed to sad emotional ap-
peals”.295 In terms of CRM and helping others, men tend to behave more in the direction of 
risk-taking and saving others from harm, while women tend to engage more in terms of 
caring and nurturing others. Both suggestions are built upon stereotypical gender roles, 
which are often manifested in an individual’s socialization.296  Also the age of a consumer 
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can influence the effectiveness of advertising appeals. Older adults tend to “remember emo-
tionally meaningful information” more likely than young adults.297 Additionally, young adults 
tend to recall rational ad appeals, whereas older adults tend to recall stronger emotional ad 
appeals.298 Furthermore, the course of studies might also influence the effectiveness of a 
CRM campaign and the evoking of emotions. For instance, a study by Cui et al. suggests 
that students enrolled for a social sciences program “(…) were found to be more positive 
towards the (CRM) offer than students majoring in the natural sciences.299 

3.2 Research Setting and Questionnaire Design 

In order to answer the research question and certain hypotheses, a combination of different 
pre-used and valid survey items has been used. The questionnaire was created with the 
online tool “UmfrageOnline” and distributed by email through the University of Applied Sci-
ences Vorarlberg. In South Korea, the survey has been distributed through SolBrigde Inter-
national School of Business teacher’s email distribution list to their students. The question-
naire was distributed both in German and English to the sample group. The survey took 
place during the following time frame: 23.03.2021 until 12.04.2021. 

The questionnaire has been sent to eight people in advance to test the questionnaire re-
garding spelling mistakes, comprehensibility, and functionality. These eight students had 
not seen the questionnaire before and were not familiar with the topic. After receiving feed-
back, the questionnaire has been adapted in order to guide the participants smoothly 
through the survey.  

The beginning of the questionnaire explains the aim of the empirical analysis. It was em-
phasized that the data would be analyzed anonymously and exclusively for the purpose of 
this master thesis. The first part of the questionnaire included socio-demographic questions 
such as the participant’s age, gender, nationality, country of permanent stay, the country 
where they grew up, and the field of studies. The second part included questions about the 
concept of Individualism / Collectivism and questions regarding the concept of self-con-
strual. The third part of the questionnaire focused on the CRM campaign and on emotions. 
The participants were shown four different CRM advertisements and a short description. 
After looking at the ads, the participants had to decide spontaneously which three emotions 
came to their minds. Subsequently, the participants indicated which ego-focused and other-
focused emotions they felt after looking at the advertisement and after reading the short 
description. At the end of the questionnaire, the participants had the chance to share any 
comments if they wanted to.  

The following paragraphs will explain the sample group and the different survey items in 
more detail. The full questionnaire items and the visuals can be found in the appendix.  
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3.2.1 Sample Group 

Regarding the sample group, a convenience sample of Austrian students was compared 
with South Korean students. Firstly, the student sample was chosen in order to guarantee 
a hopefully successful response rate. Also, previous studies that examined a CRM topic 
have mainly focused on student samples.300 As mentioned in the third chapter, “Cultural 
Aspects”, Austria can be considered a rather individualistic country, while South Korea can 
be seen as a rather collectivistic country.301 Thus, they were chosen in order to receive 
contrasting results. The author expects that people from collectivistic countries (i.e., South 
Korea) might feel different emotions in certain situations than people from individualistic 
countries (i.e., Austria). Thirdly, the ease of access was another criterion: Austria has been 
chosen as it is the home country of the author and South Korea because the University of 
Applied Sciences Vorarlberg already has a good network with four different South Korean 
partner universities. After contacting the partner universities, Prof. Taylan Urkmez from the 
SolBridge International School of Business in Daejeon agreed to distribute the survey. Be-
sides, the author also assumes that students often have limited funds; thus, they might be 
more price-sensitive and might need to think more critically if they would spend more money 
on a CRM product than they would pay for a regular product. 

3.2.2 Self-Construal and Individualism / Collectivism   

As mentioned in chapter 2.4.1 “Culture and Emotions”, the concept of self-construal and 
Individualism / Collectivism are essential concepts for the cross-cultural part of the master 
thesis. The self-construal concept was evaluated with the short version of the Self-Construal 
Scale (SCS) by D’Amico and Scrima and included ten items.302 The original version was 
based on Singelis’ 24-item Independent-Interdependent Scale, which included some items 
that do not apply to all individuals, such as “If my brother or sister fails, I feel responsible”.303 
This item would exclude a single child and was therefore one of the items that were ex-
cluded. Furthermore, the German version of the SCS was used from Roeder’s study.304 
Individualism / Collectivism was measured with six Individualism items and six Collectivism 
items from the study of Sivadas et al..305 All items were translated to German by the author. 
Both scales were measured with a 7-point Likert scale (1 = strongly disagree to 7 = strongly 
agree). 

3.2.3 Cause-related Marketing Campaigns 

The CRM part of the questionnaire consisted of visual stimuli advertising campaigns (im-
ages) and short descriptions (see Appendix 9). “In particular, visual attention has been con-
sidered central to decision making because it is the start of cognitive information processing 
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and a key route through which purchase decisions are made.”306 Hence, the decision was 
made that not only short text scenarios will be shown to the customer, but rather real CRM 
campaigns. In general, four global brands and their respective CRM campaign were chosen 
that are known in Austria and South Korea. Additionally, the participants were shown two 
advertising campaigns focusing on individualistic messages (i.e., protecting your environ-
ment; focusing on the benefit for oneself) and two advertising campaigns that focused more 
on collectivistic messages (i.e., selflessly helping others, focusing on the benefit for others). 
After each image, a short description was shown to explain the intention behind the CRM 
campaign briefly.  

First, Patagonia® was chosen because they have been very active in promoting diverse 
CRM campaigns over the last years. The respective campaign indicates quite clearly the 
individualistic character with the headline “Protect your playground”, which refers to the call 
of action of the customer to understand that he/she has the power to change the clothing 
industry by “demanding better practices” and buying sustainable brands.307 The company 
also donates 1% of its revenue to different environmental groups to protect the planet.308  

The second individualistic campaign was from Dove. Dove’s the “Real Beauty” campaign 
aims to highlight one’s own beauty. The idea is “to educate and inspire especially girls and 
women on a wider definition of beauty and to make them feel more confident about them-
selves”.309 For their campaigns, they use ordinary women instead of models to encourage 
the diversity of beauty, and in addition, they have supported 19.4 million young people in 
138 countries so far. The focus lies on strengthen one’s own self-esteem and the self-es-
teem of future generations.310  

The TOMs “One for One” initiative was chosen as the third CRM campaign for the master 
thesis. The “One for One” initiative works as follows: A purchase of a pair of TOMs shoes, 
leads to a donation of a pair of shoes to a person in need. This campaign has compared to 
the Patagonia® and Dove campaign a rather collectivistic message and gives the customer 
the opportunity to help someone else with the purchase of a specific product.311 The cam-
paign visual (see Appendix 9) also visualized the “helping others” characteristics of the 
campaign.  

The (RED) product campaigns are options for customers to contribute to fight AIDS and 
COVID-19. Typically, (RED) partners up with famous brands (e.g., Apple, Starbucks, etc.), 
and they then create together a red version of a product, and 100% of the money contrib-
uted goes to (RED). The idea is that when the customer buys a (RED) product or takes part 
in a (RED) experience, he/she helps to save lives.312 Similar to the TOMs campaign, the 
(RED) campaign also strives to enhance the collectivistic message to the customer and to 
convince the customer that he/she is a powerful force to support others.313   
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3.2.4 Emotions 

Another important section of the questionnaire was the part focusing on emotions. After 
each advertising campaign, the participant was asked to name spontaneously three emo-
tions that come to his/her mind when being confronted with the advertisement. The idea 
was to give the participant the chance to come up with free associations about the adver-
tisement. Consecutively, the participant got a list of emotions and was asked which of the 
following emotions he/she experienced while looking at the advertisement and reading the 
short description. 

As explained in chapters 2.4 “Cultural Aspects” and 2.6.2 “Literature Research Results and 
Hypothesis”, ego-focused and other-focused emotions are often used in cross-cultural anal-
ysis. Hence, the emotions in the survey will also align with these two variations. In total, 
three ego-focused and three other-focused emotion items from various scales were used 
for the option set. Each emotion item consisted of three emotions. The ego-focused emo-
tions included pride, anger, and joy and the other focused emotions included guilt, empathy, 
and gratitude. Guilt, empathy, anger, and pride were chosen because many researchers 
mentioned that all four emotions are prime examples of ego-focused or other-focused emo-
tions.314 Gratitude was selected as a rather new emotion that was examined within the con-
cept of CRM – prior research shows that gratitude can enhance the purchase likelihood of 
CRM products and is therefore an interesting emotion to examine.315 Joy was included be-
cause other research suggested investigating other discrete positive emotions such as love, 
enjoyment, and hope.316 For this part of the questionnaire, a 5 point scale ranging from 
“experienced “ 1 = not at all to 5 = extremely, was used. The following table shows the 
respective emotion items: 

Construct Items 
Ego-focused Emotions  

Pride Proud, confident, excited317 
Anger Enraged, angry, mad318 

     Joy Delighted, happy, joyful319 
Other-focused Emotions  

Guilt Repentant, guilty, blameworthy320 
Empathy Warm-hearted, moving, emotional321 
Gratitude Grateful, thankful, appreciative322 

Table 4: Questionnaire Emotion Items 

Source: Own table. 

                                                 
314 Cf. Aaker; Williams 1998, p. 244; Kim; Johnson 2013a, p. 83–84; Markus; Kitayama 1991, p. 235. 
315 Cf. Septianto; Garg 2021. 
316 Cf. Septianto 2017, p. 119. 
317 Cf. Kim; Johnson 2013a, p. 84; Aaker; Williams 1998, p. 245; German version: Brandenburg; Backhaus 

2015, p. 302. 
318 Cf. Izard 1977, p. 126; Richins 1997, p. 134; Kim; Johnson 2013a, p. 84; German version: Brandenburg; 

Backhaus 2015, p. 302. 
319 Cf. Richins 1997, p. 134; Izard 1977, p. 126; German version: Brandenburg; Backhaus 2015, p. 302. 
320 Cf. Kim; Johnson 2013a, p. 84; Izard 1977, p. 126; German version: Brandenburg; Backhaus 2015, p. 302; 

Renaud; Unz 2006, p. 71. 
321 Cf. Aaker; Williams 1998, p. 245; German Version: own translation. 
322 Cf. Batra; Holbrook 1990, p. 22; German version: Brandenburg; Backhaus 2015, p. 302. 
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3.3 Evaluation Method 

The data was analyzed using the IBM SPSS Statistic program (version 26). The raw data 
was transferred directly from the online survey portal "UmfrageOnline" to the SPSS analysis 
software. Afterward, the data has been cleansed, the individual variables were then labeled, 
and the transferred data was checked. 

Generally, all tests were selected based on the hypotheses and the situation of the data. All 
tests and measures will be explained in more detail in the chapter four “Results”. 

At the beginning of the evaluation, a factor analysis has been performed to test the reliability 
of the individual variables.323 The consistency of the variables was then determined using 
Cronbach's alpha. In order to answer the research question and to verify the hypotheses, 
the following methods were used: To analyze if there are any significant differences be-
tween individualistic and collectivistic countries, a t Test for independent samples or a 
Mann-Whitney-U was used. Furthermore, a graphical representation was used to evaluate 
the part focusing on emotion. In addition, a correlation test using the Kendall-Tau-b corre-
lation coefficient was used to assess the evocation of emotions within the concept of self-
construal. A correspondence analysis was performed to evaluate the free associations 
about emotions, and the chi-square test was computed via Excel to verify any significant 
relationships between the top three association categories and narrow participant groups.   

 

                                                 
323 Cf. Schecker 2014, p. 1. 
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4.  Results 

The next chapter illustrates the empirical results of this master thesis. After describing the 
sample group in more detail, it will be explained how the classification of the participants 
has been performed. Subsequently, a factor analysis and reliability test were initiated to 
guarantee a certain quality of the data. The core of this chapter builds the hypotheses test-
ing.  

4.1 Description of the Sample Group 

The sample group consists of a convenience sample of Austrian and South Korean stu-
dents. A total of 588 students from universities in Austria and South Korea participated in 
the questionnaire and among those, N = 369 students completed the survey and formed 
the basis of the evaluation.  

The evaluation of the questionnaire shows that 35 different nations were represented in the 
sample group. In general, most students (40%) were Austrians that grew up and lived in 
Austria. The second biggest group of students (>14%) were of South Korean nationality and 
lived or grew up in South Korea. These percentages were followed by students that had a 
German (>8%) or Chinese (>7%) nationality and grew up in Germany or China. Neverthe-
less, the evaluation illustrates that over 30% (33.3%) of the students lived in South Korea. 
Table 5 gives an overview of all nationalities within the sample group. Moreover, it indicates 
where the sample mainly grew up and where they live currently. 

Nationality Total % Grew Up 
Country 

Total % Country of 
Living 

Total % 

Austria 148 40.1 Austria 150 40.7 Austria 160 43.4 
South Korea 56 15.2 South Korea 52 14.1 South Korea 123 33.3 
Germany 33 8.9 Germany 32 8.7 China 22 6.0 
China 26 7.0 China 28 7.6 Germany 21 5.7 
Uzbekistan 22 6.0 Uzbekistan 23 6.2 Other324 43 11.6 

Vietnam 22 6.0 Vietnam 22 6.0    
Russia 10 2.7 Russia 9 2.4    
France 9 2.4 France 8 2.2    
Other325 43 11.7 Other326 45 12.1    
Total 369 100 Total 369 100 Total 369 100 

Table 5: Overview of Nationality, Grew Up Country, and Country Of Living 

Source: Own table based on the evaluation results. 

                                                 
324 Other includes the following countries: Switzerland, Liechtenstein, Uzbekistan, India, Indonesia, Vietnam, 

Kazakhstan, Japan, Thailand, Lithuania, Sweden, Singapore Portugal, Mexico, France, Russia, Spain, Neth-
erlands, Belgium 

325 Other includes the following nationalities: Switzerland, Liechtenstein, USA, Bulgaria, North Korea, Indonesia, 
Kazakhstan, Japan, Mongolia, Bangladesh, Thailand, India, Ukraine, Iran, Brazil, Kenya, Portugal, Mexico, 
Morocco, Spain, Netherlands, Belgium, El Salvador and Norway. 

326 Other includes the following countries: Switzerland, Liechtenstein, USA, Bulgaria, North Korea, Indonesia, 
Kazakhstan, Japan, Mongolia, Bangladesh, Thailand, India, Ukraine, Iran, Brazil, Kenya, Portugal, Mexico, 
Morocco, Spain, Netherlands, Belgium, El Salvador and Norway. 
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Furthermore, the evaluation shows that almost 70% (69.6%) of the students lived in their 
current residence country since they were born. 6.5% of the students indicated that they 
lived in their current country of residence for less than a year. The other 23.6% of students 
lived on average in their current country of residence for 16 years.  

In the course of chapter four “Results”, the categories Nationality, Country Of Living, and 
Grew Up Country will appear more often. The idea behind those categories was to show 
that culture / cultural values cannot only be portrayed within one category. Thus, it might be 
more interesting to know where the socialization of a person happened. The concept of 
primary and secondary socialization, explained in chapter 2.4 “Cultural Aspects”, might be 
a relevant concept to consider. In general, socialization includes learning, e.g., which be-
haviors are expected. Individuals are confronted within this process with social conventions, 
norms, and values and are taught a variety of social manners, rules, ways of thinking, and 
attitudes.327 Hence, the category Grew Up Country might give a very relevant insight about 
which culture most likely shaped the customer, when considering the concept of primary 
and secondary socialization.  

Field of Study Total % Type of Current Study 
Program 

Total % 

Economics / Business 270 73.2 Bachelor’s degree program 281 76.2 
Natural Science / Computer 
Science / Engineering 

36 9.8 Master’s degree program 
PhD. program 

84 
4 

22.8 
1.1 

Social Science / Social Work / 
Political Science 

25 6.8    

Intermedia / Design 16 4.3    
Medicine / Pharmacy / Nursing 15 4.1    
Education 4 1.1    
Law 2 0.5    
Linguistics and Language / 
Cultural Studies 

1 0.3    

Total 369 100 Total 369 100 
Table 6: Overview Study Field and Study Program Type 

Source: Own table based on the evaluation results. 

Looking closer at the sample group, the gender ratio indicates that 226 (61.2%) women, 
139 (37.7%) men and 4 (1.1%) students that indicated divers filled out the questionnaire. 
Moreover, the average age of the sample group was 24.2 years, whereas the youngest 
participant was 17 years old and the oldest participant was 58 years old. 

Of the N = 368 students, over 70% (73.2%) were enrolled in an Economics or Business 
study program. Almost 10% studied Natural Science, Computer Science or Engineering, 
and 6.8% Social Science, Social Work or Political Science. Over 4% of the students were 
enrolled either in an Intermedia / Design study or studied Medicine, Pharmacy or Nursing. 
The rest of the students were enrolled either in Law, Education or Linguistics, and Language 

                                                 
327 Cf. Vester 2009, p. 68–69; Cf. Trommsdorff 1989, p. 103–104. 
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or Cultural studies. In addition, most students (76.2%) attended a bachelor’s degree pro-
gram and over 20% (22.8%) of the students indicated to be enrolled in a master’s degree 
program. Only four students attended a PhD. program (see Table 6). 

As already mentioned in chapter 3.2.1 “Sample Group”, most of the students that took part 
in the survey were from the University of Applied Sciences Vorarlberg and the SolBridge 
International School of Business. The actual distribution in terms of nationality, gender, age, 
and field of study radio was determined to check the sample group’s representativity. The 
evaluation in Appendix 3 shows that the actual distribution and the sample group distribution 
differ; hence, the sample group is not representative. However, the author defined from the 
beginning that the sample group will serve as a convenient sample, and this will be kept in 
mind while evaluating the results. 

4.2 Classification of the Participants 

In order to answer the research questions as well as to verify the hypotheses, the partici-
pants had to be classified into groups. Hofstede’s Country Comparison Tool328 was used to 
identify if a certain country belongs to Group 1 or Group 2. As for an indicator, the “Individ-
ualism” Score within the Hofstede’s Country Comparison was looked at. It indicates “the 
degree of interdependence a society maintains among its members”.329 A score from 1 to 
100 can be reached (a higher score indicates a rather individualistic characteristic of a coun-
try)330. Within this master thesis, the decision was made that a score below 50 indicates a 
rather collectivistic country and a score starting from 50 indicates a rather individualistic 
country. Considering the big picture and all data, the following groups were created: Group 
1 includes rather individualistic countries / nationalities, such as Austria, Germany, Switzer-
land, Liechtenstein, and Group 2 includes rather collectivistic countries / nationalities, such 
as South Korea, China, or Vietnam. Please find in Appendix 3 the detailed and complete 
list of both groups with the Hofstede scores.  

As mentioned before, the sample group included many different nationalities, countries 
where the students grew up and currently lived in. In order to answer the research question, 
the author decided to narrow the groups down to two smaller groups that represent more 
closely the initially defined countries Austria and South Korea. The evaluation of the re-
search question and the verification of the hypotheses will be mainly based on the narrow 
groups. Table 7 shows the narrow groups within the three categories Nationality, Grew Up 
Country, and Country of Living. 

  

                                                 
328 Cf. “Hofstede Insights - Country Comparison” 2020. 
329 “Hofstede Insights - Country Comparison” 2020. 
330 Cf. “Hofstede Insights - Country Comparison” 2020. 
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Nationality Total % Grew Up 
Country 

Total % Country of 
Living 

Total % 

Group 1   Group 1   Group 1   
Austria  148 80.0 Austria 150 79.8 Austria 160 84.2 
Germany 33 17.8 Germany 32 17.0 Germany 21 11.0 
Switzerland 2 1.1 Switzerland 4 2.1 Switzerland 6 3.2 
Liechtenstein 2 1.1 Liechtenstein 2 1.1 Liechtenstein 3 1.6 

Total 185 100 Total 188 100 Total 190 100 

Group 2   Group 2   Group 2   

South Korea 57 51.8 South Korea 52 48.6 South Korea 123 80.4 

China 26 23.6 China 28 26.2 China 22 14.4 

Vietnam 22 20.0 Vietnam 22 20.6 Vietnam 6 4.0 

Indonesia 4 3.6 Indonesia 4 3.7 Indonesia 1 0.6 

Thailand 1 1.0 Thailand 1 0.9 Thailand 1 0.6 

Total 110 100 Total 107 100 Total 153 100 

Table 7: Overview Narrow Group 1 and Group 2 

Source: Own table based on the evaluation results. 

4.3 Factor Analysis and Reliability Test 

In the first step, the different items were tested with the factor analysis. This analysis aims 
to test if different items can be used as a measure / indicator of a specific latent variable. 
More specially, items that correlate significantly with each other are combined to a new 
factor. This helps to reduce the dimensions.331 Additionally, the factor analysis also helps 
to show “if the indicators measure one or more dimensions of the latent variable”.332 Sec-
ondly, the reliability of the different items / constructs were tested in order to guarantee a 
specific quality level of the evaluation. The Cronbach’s alpha (α) test was used to measure 
the internal consistency of the constructs.333 Literature indicates that values between .50 
and .70 are sufficient, and values above .70 are highly sufficient.334 Other authors, however, 
insist that only a reliability coefficient of .70 or higher is sufficient.335 All complete tables of 
the factor analysis and Cronbach’s alpha analysis are in Appendix 4 and 5. 

The factor analysis of the emotions per campaign demonstrates that it makes sense to 
evaluate each emotion separately as all of them are independent items. This means that 
within this master thesis, the emotions cannot be evaluated / combined as planned with / to 
the constructs “ego-focused” and “other-focused” emotions. Instead, the emotions will be 
either evaluated by each emotion dimension (e.g., guilt, joy, or anger) or each emotion item 
(e.g., guilt = guilty, repentant, blameworthy).  In addition, the Cronbach’s alpha analysis also 
confirmed that only the emotion dimensions showed sufficient reliability coefficients: ranging 
from α = .696 until α = .918. These findings align with other researcher’s approaches. They 
also categorized emotions in ego-focused and other-focused emotions but evaluated each 

                                                 
331 Cf. Mayer 2013, p. 171–172. 
332 Mayer 2013, p. 172. 
333 Cf. Schecker 2014, p. 1. 
334 Cf. Hedderich; Sachs 2012, p. 98–99. 
335 Cf. Nunnally 1978, p. 245. 
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emotion separately (partially for similar reasons).336 More details are in chapter 2.4.1 “Cul-
tural and Emotions”.  

The self-construal items (independent self and interdependent self) were also analyzed with 
the factor analysis. On the one hand, the analysis indicates that the independent self items 
can be explained with two factors: F1_Ind same person / being direct and F2_Ind independ-
ent self / no misunderstandings. In other words, one factors circles around being the same 
person at home as at university as well as being direct to others. The other factors focused 
on being an independent self and being someone that says rather “No” than being misun-
derstood. On the other hand, the analysis shows that the interdependent self items can also 
be reduced to two factors: F1_Inter sacrifice own interest and F2_Inter respect / harmony 
of the group. One factor focused on sacrificing his/her own interest for the group / family, 
and the other factor highlighted respecting others and maintaining the harmony of the group. 
All self-construal factors represent individuals who fit to the independent / interdependent 
concepts introduced in chapter 2.4 “Cultural Aspects”. Moreover, the Cronbach’s alpha 
analysis states the following results: F1_Ind same person / being direct (α = .692), F2_Ind 
independent self / no misunderstandings (α = .483), F1_Inter sacrifice own interest (α = 
.681) and F2_Inter respect / harmony of the group (α = .678). Only the dimension F2_Ind 
independent self / no misunderstandings (α = .483) shows insufficient results below α < .50, 
which needs to be considered during the evaluation and the interpretation of the results. 

Similar to the self-construal items, the Individualism / Collectivism items were also analyzed 
with the factor analysis. Results indicate that Individualism items can be explained with: 
F1_I Competition and F2_I Individual. Both factors, competition and focus on the individual, 
are very plausible for the dimension of Individualism – as Hofstede also highlighted both 
aspects concerning Individualism.337 The Collectivism items can also be explained by two 
factors, which include F1_C Family / Group and F2_C Fellow Students. The reduction of 
Collectivism is comprehensible as Family / Group and Fellow Students are two different 
groups that might be relevant in different ways to a person. Furthermore, the importance of 
family is in general very instinctive for Collectivism.338 The Cronbach’s alpha analysis shows 
the following results: F1_I Competition (α = .756), F2_I Individual (α = .579), F1_C Family / 
Group (α = .673) and F2_C Fellow Students (α = .598). 

4.4 Self-Construal and Individualism / Collectivism 

As a next step, the sample group was evaluated based on their self-construal concept and 
their own orientation based on the concept of Individualism / Collectivism. The t-test for 
independent samples has been used “to determine whether there is statistical evidence that 
the associated population means (m) are significantly different”.339 The participants were 
split into the two narrow Groups 1 and Group 2 (see Table 7), and a confidence interval of 
95% (value (p) below .05 are significant) was defined. Before the results were evaluated, 
the Levene’s test was conducted to analyze the homogeneity of the variance. If the 

                                                 
336 Cf. Markus; Kitayama 1991, p. 237–239; Van den Hooff; Schouten; Simonovski 2012, p. 151; Aaker; Williams 

1998, p. 241; Kim; Johnson 2013a, p. 83. 
337 Cf. Hofstede 2011, p. 11–12. 
338 Cf. Lim 2016, p. 106. 
339 Yeager 2021. 
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Levene’s test shows significant differences (significance level p ≤ .05), one has to read the 
lower row of the t Test and vice versa whether there are no significant differences.340 In 
general, a condition of the t Test is a normal distribution of the data.341However, this is not 
compulsory for N > 30342. Hence, the decision was made to use the t Test and only use the 
Mann-Whiney-U test for extreme cases. The factors were evaluated graphically if a normal 
distribution was excised. Based on the outcome, the decision was made to assess F2_Inter 
respect and harmony of the group, F2_I Individual and F2_C Fellow Students with the 
Mann-Whitney-U test as the distribution skewed to the left. Again, all initial results can be 
found in the Appendix 7.  

Table 8 above shows the results in the categories Nationality and Grew Up Country. In 
general, the evaluation shows in all categories similar results. Interestingly, the groups only 
responded in two out of four times as predicted in the literature (see chapter 2.4 “Cultural 
Aspects”).  

Nationality  N Mean Sig. 
F1_Ind same person / being direct Group 1 185 3.32 

.040** 
Group 2 110 3.09 

F2_Ind independent self / no misunderstand-
ings 

Group 1 185 3.41 
.000** 

Group 2 110 3.73 
F1_Inter sacrifice own interest Group 1 185 2.73 

.000** 
Group 2 110 3.27 

F2_Inter respect and harmony of group Group 1 185 4.23 
.323 

Group 2 110 4.09 
Grew Up Country  N Mean Sig. 
F1_Ind same person / being direct Group 1 185 3.33 

.034** 
Group 2 110 3.10 

F2_Ind independent self / no misunderstand-
ings 

Group 1 185 3.42 
.000** 

Group 2 110 3.72 
F1_Inter sacrifice own interest Group 1 185 2.72 

.000** 
Group 2 110 3.24 

F2_Inter respect and harmony of group Group 1 185 4.24 
.156* 

Group 2 110 4.07 
* = Mann-Whitney-U, ** = t Test 

Table 8: t Test and Mann-Whitney-U Results Self Construal 

Source: Own table based on the evaluation results. 

First, the factors of the independent self were analyzed in terms of the Country of Living (N1 
= 190, N2 = 153) criteria. The results show that the mean of Group 2 (M = 3.71) is higher 
than of Group 1 (M = 3.41) for F2_Ind independent self / no misunderstandings. This indi-
cates that Group 2 agrees stronger with F2_Ind than Group 1. The t Test also showed a 
significant difference (p = .000) between the groups. Interestingly, in the theoretical part of 
the thesis (chapter 2.4 “Cultural Aspects”) the statement was made that members from in-
dividualistic countries (Group 1) are more likely to agree stronger with the concept of the 

                                                 
340 Cf. Mayer 2013, p. 151–152. 
341 Cf. Mayer 2013, p. 151–152. 
342 Cf. Clauß; Finze; Partzsch 1999, p. 122; in Mayer 2013, p. 149. 
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Independent self than members from collectivistic countries. However, the results evidence 
that for the factor F2_Ind independent self / no misunderstandings, collectivistic countries 
(Group 2) agreed significantly stronger with one of the two independent factors. These find-
ings do not align with the research outcomes from Markus and Kitayama and Kim and John-
son.343 

On the contrary, Group 1 (M = 3.34) stronger agrees with F1_Ind same person / being direct 
than Group 2 (M = 3.07), which aligns with the literature.344 Furthermore, “people (in indi-
vidualistic countries) are encouraged to express their inner states or feelings, and to influ-
ence others”.345 Hence there is this tendency of wanting to be direct to others and confident 
in showing that he/she is the same person as at home. Moreover, the t Test shows a sig-
nificant difference (p = .008) between the two groups. 

Secondly, the factors of the interdependent self indicated the following results: Group 1 (M 
= 4.33) agrees more strongly with F2_Inter respect / harmony of the group than Group 2 (M 
= 4.13), which is contrary to the findings in prior literature stated in the theory part of the 
thesis346. However, looking closer at Group 1, most students in Group 1 are from Austria, 
and Austrians tend to be more harmony seeking than Koreans. Thus, the results are not 
surprising in terms of that perspective.347 The Mann-Whitney-U test indicated no significant 
difference (p = .603) between the groups in regard to F2_Inter. The results of F1_Inter sac-
rifice own interest clearly showed that Group 2 (M = 3.20) agrees more strongly with this 
factor than Group 1 (M = 2.74). The t Test also shows here a significant difference (p = 
.000) between the groups. The F1_Inter sacrifice own interest findings support the findings 
of interdependent selves and collectivistic countries named in chapter 2.4 “Cultural As-
pects”. Eastern countries tend to enhance their ego by emphasizing the group as the core 
reference point in society and by placing more attention on the relationship with the group.348 
Thus, sacrifice one’s one interest might be more common in those countries. 

Subsequently, the factors of Individualism / Collectivism are examined. Looking at the cat-
egory of Grew Up Country closer, the results showed that Group 2 (collectivistic countries) 
shows in all four factors of Individualism / Collectivism a higher mean than Group 1 (individ-
ualistic countries). Contrary to the findings in the literature349, the mean of Group 1 for the 
factors F1_I Competition indicates that Group 1 (M = 2.85) agrees not as strongly as Group 
2 (M = 3.48) with the statements of Individualism. The t Test results show significant differ-
ences between Group 1 and Group 2 in terms of F1_I Competition (p = .000). Interestingly, 
Group 1 mainly consists of Austrian students, and according to the Hofstede dimension 
Masculinity (Austria scored 76)350 is Austria, a country driven by competition that would 
predict that Group 1 agrees greater with F1_I Competition. However, the results show the 
opposite. Hence the assumptions could be made that Group 2 (collectivistic countries) is 
more individualistic than Group 1. The results of F2_1 Individual suggested that both groups 
almost responded the same way to the F2_1 Individual items (M1 = 3.75, M2 = 3.76). The 

                                                 
343 Cf. Markus; Kitayama 1991, p. 224; Kim; Johnson 2013b, p. 86–87. 
344 Cf. Markus; Kitayama 1991, p. 224. 
345 Lim 2016, p. 106. 
346 Cf. Markus; Kitayama 1991, p. 224. 
347 Cf. Bstieler; Hemmert 2008, p. 43. 
348 Cf. Markus; Kitayama 1991, p. 224. 
349 Cf. Markus; Kitayama 1991, p. 224. 
350 “Hofstede Insights - Country Comparison” 2020. 
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Mann-Whitney-U test also proves that there are no significant differences between Group 
1 and Group 2 related to F2_I Individual (p = .844). These results indicate that both groups 
think they are unique individuals. They like to do their own thing – which is surprising when 
focusing on the suggestion of Markus and Kitayama that having one-self as core reference 
is highly linked to individualistic countries.351 

Table 9 offers an overview of the results for Nationality and Country of Living categories 
and shows similar results as explained above. 

Nationality  N Mean Sig. 
F1_I Competition Group 1 185 2.83 

.000** 
Group 2 110 3.52 

F2_I Individual Group 1 185 3.74 
.552* 

Group 2 110 3.78 
F1_C Family / Group Group 1 185 2.70 

.000** 
Group 2 110 3.33 

F2_C Fellow Students Group 1 185 3.69 
.372* 

Group 2 110 3.75 
Country of Living  N Mean Sig. 
F1_I Competition Group 1 190 2.86 

.000** 
Group 2 153 3,51 

F2_I Individual Group 1 190 3.73 
.174* 

Group 2 153 3.85 
F1_C Family / Group Group 1 190 2.71 

.000** 
Group 2 153 3.26 

F2_C Fellow Students Group 1 190 3.68 
.319* 

Group 2 153 3.75 
* = Mann-Whitney-U, ** = t Test 

Table 9: t Test and Mann-Whitney-U Results Individualism / Collectivism 

Source: Own table based on the evaluation results. 

Finally, looking closer at the factors of Collectivism, Group 2 (M = 3.32) agrees stronger 
than Group 1 (M = 2.69) with the statements of F1_C Family / Group. Besides, the t Test 
results show significant differences between Group 1 and Group in terms of F1_C Family / 
Group (p = .000). These results support other studies (see chapter 2.6.2. “Literature Review 
Results and Hypothesis”) that focus on the concept of Individualism / Collectivism and state 
that collectivistic countries are very likely to place the focus on the individual self in the 
context of groups and relationships with others.352 Hence, the assumptions could be made 
that Group 2 would be more willing to sacrifice its own activities for the sake of the family.  

Moreover, the mean of F2_C Fellow Students showed that Group 2 (M = 3.71) stronger 
agrees with the statements of Collectivism than Group 1 (M = 3.68). However, the results 
are very similar. The Mann-Whitney-U test shows that there are no significant differences 
between Group 1 and Group 2 related to F2_C Fellow Students (p = .517). This result illus-
trated that for both groups, the well-being of a fellow student would be similarly important.  

                                                 
351 Cf. Kim; Johnson 2013a, p. 81. 
352 Cf. Kim; Johnson 2013a, p. 81. 
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4.5 Hypotheses Testing 

The following chapter offers insights and the results of the hypotheses testing. In more de-
tail, each CRM campaign has been analyzed separately as the participants felt different 
emotions for each CRM campaign. The main step includes the evaluation of the free asso-
ciations and the hypotheses testing. In the end, a summary of all hypotheses results will be 
given. Relevant theoretical insights from the theory part will be briefly related to the results. 
However, the comprehensive discussion of all results will be stated in chapter five “Discus-
sion”. 

4.5.1 Free Associations 

A part of the questionnaire included free associations. Each participant had the chance to 
enter three emotions that he/she spontaneously experienced while looking at each CRM 
campaign (see Appendix 9) and while reading the short description. Each campaign was 
separately evaluated, and for this case, a bigger group of participants was analyzed. Only 
the category Grew Up Country has been analyzed as the other categories showed similar 
results. Chapter 2.4 “Cultural Aspects” highlighted the concept of primary and secondary 
socialization, which might be crucial to understand customers’ underlying cultural values. 
More precisely, advertisements are often related to “a society’s values and that effective 
advertising and marketing are inseparably linked to the underlying culture of the group to 
which it is targeted”.353 Hence, the focus of the evaluation was placed on the category Grew 
Up Country. 

The six biggest nationalities / regions354 were chosen to visualize what the “major” groups 
within the participants associated with the campaigns. Even though the participants were 
asked to enter emotions, many of them entered any kind of association (e.g., emotions, 
memories, etc.). The correspondence analysis was used to visualize the relationship be-
tween the countries and the free associations. In general, the average profiles are situated 
at the origin of the coordinate system (0). Literature indicates that the further an observation 
is away from the origin, the more it differs from the average participant’s perception. Like-
wise, similar observations are closer together.355 The original correspondence tables are in 
the Appendix 8. 

Firstly, the Patagonia campaign was analyzed (see Appendix 9). All answers from the Pat-
agonia campaign were categorized into seven categories.356 All three biplots in Figure 3 
show that the group AT/DE/FL/CH is the average profile which makes sense as the majority 
of the participants within this analysis are from Austria (AT/DE/FL/CH) region.  Focusing on 
the participants first association of the Patagonia campaign, the biplot (i.e., Associations 1 

                                                 
353 Bae 2016, p. 4. 
354 1 = AT/DE/FL/CH (Austria, Germany, Liechtenstein, Switzerland; N = 180), 2 = CHN (China; N = 28), 3 = 

KOR (South Korea; N = 52), 4 = VTN (Vietnam; N = 22), 5 = RUS/ZU/KAZ (Russia, Uzbekistan, Kazakhstan; 
N = 39), 6 = FRA/BEL (France, Belgium; N = 11) 

355 Cf. Backhaus et al. 2016, p. 619–620. 
356 1 = Joy / Feeling Good, 2 = Skeptical / Irritated, 3 = Moved / Surprised / Astonished, 4 = Nature / Sustaina-

bility, 5 = Positive Feeling / Hopeful / Affection, 6 = Negative Feeling / Form of Rejection, 7 = Home / Nostalgia 
/ Free 
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in Figure 3) visualizes that the average answer of the participants was an association re-
garding the category Positive Feeling / Hopeful / Affection (e.g., beautiful, amazed, positive, 
magnificent, or inspired). In addition, the group AT/DE/FL/CH first association is closest to 
the categories Home / Nostalgia / Free (e.g., freedom or home), Joy / Feeling good (e.g., 
happy, joyful, or lucky), and Skeptical / Irritated (e.g., mistrust, unsure, or irritated). Interest-
ing is that KOR and CHN are the closest to each other, which would imply that their answers 
are similar. The same applies to the groups FRA/BEL, RUS/UZ/KAZ, and VMN. KOR and 
CHN’s first association is closest to Moved / Surprised / Astonished (e.g., excited, thought-
ful, or surprised) and RUS/UZ/KAZ and FRA/BEL positioned near the category Nature / 
Sustainability (e.g., nature, closeness to nature or interested). 

The average second association (i.e., Associations 2) that come to the participant’s mind is 
related to Home / Nostalgia / Free, Skeptical / Irritated, and Nature / Sustainability. The 
group RUS/UZ/KAZ is also close to the average profile of the participants. CHN is according 
to the biplot closest to Joy / Feeling good, and KOR again indicates an association related 
to the category Moved / Surprised.  

Figure 3: Correspondence Analysis Biplot Patagonia 

Source: SPSS 

The third associations (i.e., Associations 3) circle on average around the categories Nature 
/ Sustainability, Joy / Feeling good, Positive Feelings / Hopeful / Affection, and Skeptical / 
Irritated. Along with the groups KOR and RUS/UZ/KAZ, the group AT/DE/FL/CH is closest 
to the average profiles. CHN’s associations are situated in the category Negative Feeling / 
Form of Rejection (e.g., angry, sad, or boredom), and the group FRA/BEL is the most far 
away from the other groups.  

In addition, focusing on the frequency of all answers, all six groups’ top two most frequent 
associations are in the categories Positive Feelings / Hopeful / Affection and Nature / Sus-
tainability. The third most used category is Joy / Feeling good, but for group CHN it is Home 
/ Nostalgia. These findings are beneficial because they indicate that all groups thought of 
very similar associations while looking at the Patagonia CRM Campaign and reading the 
description. As mentioned in chapter 2.3.4.1 “Emotions and Ads”, other studies show that 
average (tv) advertisements often evoke joy, anticipation, and acceptance (three of 
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Plutchik’s basic emotions)357, which also fit the categories Positive Feelings / Hopeful / Af-
fection and Joy / Feeling good. Interestingly, group CHN’s top three association includes an 
association within the Negative Feeling / Form of Rejection category. AT/DE/FL/CH enters 
as well more frequently any association in regard to Negative Feeling / Form of Rejection 
or Skeptical / Irritated. Hence, this might indicate that group CHN and AT/DE/FL/CH are 
more critical while watching the CRM campaign. In chapter 2.2.3.4 “Drawback of Cause-
related Marketing” the reasons stated are “the disbelief regarding the claim, the perceived 
motives of the firm, the truth of the promised benefits and performance and the company’s 
sincerity”.358 

Next, the free associations of the Dove campaign were also categorized into seven catego-
ries.359 The correspondence analysis biplot in Figure 4 of the Dove campaign shows the 
following results: the average first association (i.e., Associations 1 in Figure 4) is related to 
the categories Positive Feeling (e.g., joy, happy, pride, beauty, or excited) and Confident 
(e.g., confident or related to campaign topic). The category Confident as being close to the 
average profile makes sense as the content of the Dove campaign is about building up 
confidence. The groups KOR and CHN are the closest together, which indicates that they 
are similar. VMN is closest to the association category Appreciation / Grateful (e.g., grateful, 
appreciative, moved, or touched). RUS/UZ/KAZ is the most far away group and closest to 
the category Females / Female Empowerment / Diversity (e.g., open to diversity, empow-
erment, or equality). AT/DE/FL/CH seems to be positioned closest to Confident, Neutral / 
Distanced (e.g., neutral or distanced to the topic), and Irritated / Skeptical (e.g., mistrust, 
irritated, or skeptical). 

As a second association (i.e., Associations 2) from the Dove campaign, KOR answers as-
sociations within the categories Positive Feeling and Confident. AT/DE/FL/CH seems to be 
closer to negative associations, including Angry / Mad / Form of Rejection (e.g., mad, dis-
like, or angry) and Irritated / Skeptical and towards the categories Positive Feeling and Con-
fident. RUS/UZ/KAZ is closest to Appreciation / Grateful and Females / Female Empower-
ment / Diversity. Also, CHN is closest to Females / Female Empowerment / Diversity and 
Positive Feeling. FRA/BEL and VNM are closest together but the most far away from the 
average profiles. Next, the third associations (i.e., Associations 3) were analyzed, and the 
biplot shows that the average participant associates a Positive Feeling, Appreciation / 
Grateful, and Confident with the Dove campaign. AT/DE/FL/CH are positioned closest to 
Neutral / Distanced, Angry / Mad / Form of Rejection. CHN is closest to the association 
category Confident and KOR to Appreciation / Grateful. FRA/BEL is the most faraway group 
from the others.  

Focusing on the frequency of all answers, all six groups’ most frequent associations are in 
the category Positive Feelings. The second most used category is Appreciation / Grateful 
for groups AT/DE/FL/CH, CHN, KOR, VMN, and for groups RUS/UZ/KAT and FRA/BEL, 
the second most frequent associations are in the category Females / Female Empowerment 
/ Diversity. The third most used category is Irritated / Skeptical for group AT/DE/FL/CH, 
Appreciation / Grateful for group RUS/UZ/KAT and FRA/BEL, and Confident for group CHN, 

                                                 
357 Cf. Zeitlin; Westwood 1986. 
358 Mimouni Chaabane; Parguel 2016, p. 610. 
359 1 = Females / Female Empowerment / Diversity, 2 = Confident, 3 = Neutral / Distanced, 4 = Positive Feeling, 

5 = Appreciation / Grateful, 6 = Irritated / Skeptical, 7 = Angry / Mad / Form of Rejection 
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KOR, and VMN. Compared to the Patagonia campaign, the results show that again the 
most frequent association Positive Feelings seems to be associated by all groups. Hence, 
the groups seem to be again very similar in terms of their most frequent association. How-
ever, it looks like that RUS/UZ/KAT and FRA/BEL as well as CHN, KOR, VMN formed sim-
ilar association patterns, and their associations mainly circulate around positive associa-
tions (e.g., Appreciation / Grateful, Females / Female Empowerment / Diversity, Confident). 
Similar to the Patagonia campaign, AT/DE/FL/CH more frequently mentions associations 
concerning the category Irritated / Skeptical. A possible reason could be that members of 
individualistic countries (here AT/DE/FL/CH) are more encouraged in their society to have 
different opinions and can question certain views / decisions360. Hence, they might feel more 
comfortable adding negative associations. 

Figure 4: Correspondence Analysis Biplot Dove 

Source: SPSS 

Focusing now on the TOMs campaign, the participants again entered many free associa-
tions, which were clustered into seven categories.361 As the first association (i.e., Associa-
tions 1 in Figure 5), the participants averagely answer within the categories Grateful / Warm-
hearted (e.g., warm-hearted, moved, appreciative, or grateful), Positive Feeling (e.g., 
happy, joy, excited, motivated, or pleased), Helping Others (e.g., supportive, or approval of 
campaign topic), and Irritated / Skeptical (e.g., mistrust, irritated, or skeptical). CHN is clos-
est to the category Sad / Guilt / Reflective (e.g., sad, guilty, pity, or reflective) and KOR and 
FRA/BEL to the category Grateful / Warm-hearted. AT/DE/FL/CH and VMN are closest to 
Helping Others and Positive Feeling. The group RUS/UZ/KAZ is closest to Interest in Prod-
uct / Curious (e.g., curious or interested in the product).  

Furthermore, the biplot of the second association (i.e., Associations 2) for the TOMs cam-
paigns shows that group AT/DE/FL/CH is closest to the categories Positive Feeling, Despite 
/ Form of Rejection (e.g., despite, bored, or not amused). VMN and RUS/UZ/KAZ are clos-
est to Interest in Product / Curious and Helping Others. FRA/BEL are close to the category 
Positive Feeling, and KOR and CHN are close to Grateful / Warm-hearted and Sad / Guilt / 
Reflective.  

                                                 
360 Cf. Hofstede 2011, p. 11–12. 
361 1 = Grateful / Warm-hearted, 2 = Positive Feeling, 3 = Helping Others, 4 = Interest in Product / Curious, 5 = 

Despite / Form of Rejection, 6 = Irritated / Skeptical, 7 = Sad / Guilt / Reflective 
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According to the correspondence analysis, the third associations of KOR and CHN are clos-
est to Positive Feeling and Grateful / Warm-hearted. RUS/UZ/KAZ and FRA/BEL are situ-
ated closest to the category Helping Others, whereas VMN answers more within the cate-
gory Interest in Product / Curious. Interestingly, the group AT/DE/FL/CH is again closer to 
the negative emotion / association categories, including Sad / Guilt / Reflective, Irritated / 
Skeptical, and Despite / Form of Rejection.   

Figure 5: Correspondence Analysis Biplot TOMs 

Source: SPSS 

Summing up, focusing on the frequency of all answers of the TOMs campaign, the first most 
frequent associations are in the category Grateful / Warm-hearted for groups CHN, KOR, 
FRA/BEL, and Positive Feeling for groups AT/DE/FL/CH, VMN and RUS/UZ/KAZ. The sec-
ond most used category is Grateful / Warm-hearted for groups AT/DE/FL/CH, VMN, and 
RUS/UZ/KAZ, and for groups CHN, KOR, and FRA/BEL the second most frequent associ-
ations can be found in the category Positive Feeling. The third most used category is Help-
ing Others for all groups.  Likewise, to the other campaigns, all groups think apparently of 
very similar associations while looking at TOMs campaign. Again, AT/DE/FL/CH thinks 
more often of associations within the category Irritated / Skeptical, Despite / Form of Rejec-
tion than group SK (see reasons Patagonia and Dove). In addition, groups SK and 
AT/DE/FL/CH enters associations in regard to Sad / Guilt / Reflective – in chapter 2.4 “Cul-
tural Aspects” the author briefly introduces high and low arousal emotions, and sad and 
guilt are both low arousal emotions, which are more likely to be prominent in collectivistic 
countries (i.e., SK).362 

The RED campaign was the last campaign examined with the correspondence analysis and 
included six association categories.363 According to the biplot of the Associations 1 in Figure 
6, the group AT/DE/FL/CH is closest to the categories Negative Feeling / Form of Rejection 
(e.g., angry, mad, bored, or sad) and Incredible / Irritated / Mistrustful (e.g., skeptical, irri-
tated, reflective, or mistrustful). The group RUS/UZ/KAZ is closest to the category Positive 
Feeling / Approval (e.g., positive, relaxed, fun, proud, curious, or surprised), and FRA/BEL 
was closest to Appreciation / Warm-hearted / Emotional (e.g., appreciative, optimistic, 
pleased, or emotional). CHN seems to be close to Appreciation / Warm-hearted and Product 
                                                 
362 Cf. Patrick; Hagtvedt 2009, p. 870; Lim 2016, p. 10; Markus; Kitayama 1991. 
363 1 = Grateful / Joy, 2 = Negative Feeling / Form of Rejection, 3 = Incredible / Irritated / Mistrustful, 4 = Positive 

Feeling / Approval, 5 = Appreciation / Warm-hearted / Emotional, 6 = Product / Dog / Man 
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/ Dog / Man (e.g., red, comments on the man on the campaign, cozy). KOR and CHN are 
close to each other and near the categories Product / Dog / Man and Grateful / Joy (e.g., 
joy, happy, or grateful).  

Looking at the second Association (i.e., Associations 2), group CHN is closest to the cate-
gory Grateful / Joy, and FRA/BEL is closest to Product / Dog / Man. KOR is between the 
categories Product / Dog / Man and Positive Feeling / Approval. Further, RUS/UZ/KAZ and 
VMN are close to the categories Positive Feeling / Approval and Appreciation / Warm-
hearted / Emotional. The association categories Incredible / Irritated / Mistrustful and Neg-
ative Feeling / Form of Rejection are the closest to the group AT/DE/FL/CH, which also is 
applicable for the third association (i.e., Associations 3). FRA/BEL is regarding the third 
association the most far away from the other groups and close to Appreciation / Warm-
hearted / Emotional. RUS/UZ/KAZ and CHN are close to Appreciation / Warm-hearted / 
Emotional and Positive Feeling / Approval. VNM and KOR are near Product / Dog / Man 
and Grateful / Joy.  

Figure 6: Correspondence Analysis Biplot RED 

Source: SPSS 

Summing up, focusing on the frequency of all answers of the RED campaign, the first most 
frequent associations are in category Appreciation / Warm-hearted / Emotional for groups 
AT/DE/FL/CH and FRA/BEL, category Positive Feeling / Approval for groups KOR, VMN, 
and RUS/UZ/KAZ and Grateful / Joy for the group CHN. The second most used category is 
Positive Feeling / Approval for group AT/DE/FL/CH and FRA/BEL, category Appreciation / 
Warm-hearted / Emotional for group CHN, and Grateful / Joy for groups KOR, VMN, and 
RUS/UZ/KAZ. The third most used category is Appreciation / Warm-hearted / Emotional for 
groups KOR, VMN, and RUS/UZ/KAZ, category Grateful / Joy for groups AT/DE/FL/CH and 
FRA/BEL, and Positive Feeling / Approval for group CHN. 

Interestingly, the evaluation of the RED campaign shows that three subordinated groups 
emerged: AT/DE/FL/CH and FRA/BEL, KOR, VMN, and RUS/UZ/KAZ, as well as CHN. 
Likewise, to the other campaigns, positive associations (e.g., Positive Feeling / Approval, 
or Appreciation / Warm-hearted / Emotional) are associated the most by all groups. As also 
mentioned by the other campaigns, Group AT/DE/FL/CH more frequently enters associa-
tions linked to the categories Negative Feeling / Form of Rejection and Incredible / Irritated 
/ Mistrustful. This shows that members from individualistic countries (AT/DE/FL/CH) tend to 
more frequently than members from collectivistic countries (SK, CHN, RUS/UZ/KA, or VMN) 
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associate negative feelings or skepticism towards a CRM campaign (more details in 2.2.3. 
“Implications of Cause-related Marketing”). These emotions are also often high arousal 
emotions which are more likely to be experienced by individualistic countries.364 

In addition to the visualization of the results, a chi-square test was used to show if there are 
any significant relationships between the three most frequent associations and the narrow 
groups (within the categories Nationality, Grew Up Country, and Country Of Living). The 
author chose to look at the narrow groups (Group 1 and Group 2) because it's more com-
parable to the other results used in the thesis. The test, computed via Excel, shows that all 
third associations in the categories Nationality (p = .002), Grew Up Country (p = .002), and 
Country Of Living (p = .000) for the RED campaign show significant results. Furthermore, 
the Patagonia campaign shows one significant result for the first association in the category 
Grew Up Country (p = .000). The test shows no significant results within the other categories 
of the Patagonia campaign and the whole Dove and TOMs campaign. Overall, the chi-
square test shows mixed results and a tendency that there is no significant relationship 
between the three most frequent associations and the narrow groups. 

4.5.2 Emotions and Individualism / Collectivism 

The focus within this subchapter is placed on testing the hypothesis H2. Firstly, the results 
of the four different CRM campaigns (see Appendix 9) will be shown graphically below. For 
each CRM campaign, the mean value (M) of Group 1 and Group 2 are collected and put 
together into a scale matrix. Subsequently, each dot will be then connected with a line in 
order to illustrate the graphical result. The graph will be created for each category (Nation-
ality, Grew Up Country, and Country Of Living). The results are very similar across the 
categories. 

Furthermore, the importance of socialization has been highlighted in the preceding chapter, 
thus only the category Grew Up Country (N1 = 188, N2 = 107)365 will be explained in more 
detail. The other figures are in Appendix 7. The number 1 to 5 on top of each gridline indi-
cates the scale used for this part of the questionnaire and shows how strong the participants 
experienced the emotion (1 = not at all to 5 = extremely). In addition, the t Test (see expla-
nation in chapter 4.4 “Self-Construal and Individualism / Collectivism”) evaluation of each 
CRM campaign indicates any possible significant differences (p ≤ .05) between the narrow 
Group 1 and Group 2. 

One of the two rather individualistic CRM campaigns is from Patagonia. Figure 7 shows the 
overall trend of each of the experienced emotions. The CRM campaign evoked (between 
moderately and quite a bit experienced) especially the following emotions: joy (M1= 3.07, 
M2 = 3.23), gratitude (M1 = 2.83, M2 = 3.40), pride (M1 = 2.23, M2 = 3.11) and empathy 
(M1 = 2.48, M2 = 3.17) considering only the highest mean values. Focusing on the evalua-
tion of the Grew Up Country, the mean evaluation indicates that Group 2 experienced all 18 
emotions more strongly than Group 1, with the exception of the emotion joyful (M1 = 3.09, 
M2 = 3.16) and delighted (M1 = 3.10, M2 = 3.23) where the answers were similar. The 

                                                 
364 Cf. Patrick; Hagtvedt 2009, p. 870; Lim 2016, p. 10; Markus; Kitayama 1991. 
365 N1 = size of Group 1, N2 = size of Group 2, M1 = mean Group 1, M2 = mean Group 2 
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emotions of guilt (including repentant, guilty and blameworthy) as well as anger (i.e., en-
raged, angry, and mad) are experienced between not at all or a little bit by Group 1 (guilt M 
= 1.61, anger M = 1.47) and Group 2 (guilt M = 2.23, anger M = 1.80). Surprisingly, Group 
2 feels significantly stronger about the ego-focused emotion anger. However, Group 1 
seems to be the group that indicated more often negative feelings when compared to the 
free associations results. 

Figure 7: Graphical Evaluation Patagonia 

Source: Own figure based on evaluation results. 

Emotions that are rather strongly experienced (between moderately till quite a bit experi-
enced) by Group 2 include especially warm-hearted (M = 3.40) and the emotions of grati-
tude (i.e., grateful, appreciative, and thankful; M = 3.40). These emotions are also experi-
enced by Group 1 – nevertheless, the mean answers are notably lower (warm-hearted M = 
2.67, gratitude M = 2.83). The t test shows that there are highly significant differences be-
tween the groups in terms of the emotions guilt (p = .000), empathy (p = .000), gratitude (p 
= .000), anger (p = .000), and pride (p = .005). Only the emotion joy has not been rated 
significantly different (p = .242), which is plausible as both groups experienced the emotion 
rather similarly (M1 = 3.09, M2 = 3.16). As expected, Group 2 felt more strongly than Group 
1 about the other-focused emotions guilt, empathy, and gratitude. This could be because 
Group 2 feels comfortable with other-focused emotions as collectivistic countries are sen-
sitized to those emotions.366 With the exception of Joy, Group 2 also experienced the ego-
focused emotions of pride and anger significantly stronger than Group 1. These results do 
not match the expectation argued in the theory part (see chapter 2.4.1 “Culture and Emo-
tions”), where the author expected that Group 1 would experience ego-focused emotions 
very strongly, as they primarily focus on the individual himself/herself.367 

                                                 
366 Cf. Markus; Kitayama 1991, p. 235. 
367 Cf. Aaker; Williams 1998, p. 242. 
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The second individualistic campaign is from Dove. Figure 8 shows the graphical evaluation 
of the Dove campaign. Based on the highest mean values from Group 2, the CRM campaign 
evoked (between moderately and quite a bit experienced) especially the following emotions: 
joy (M1= 2.91, M2 = 3.69), gratitude (M1 = 2.54, M2 = 3.51), pride (M1 = 2.21, M2 = 3.49) 
and empathy (M1 = 2.39, M2 = 3.17). Overall, the answers from Group 1 and Group 2 
followed almost the same patterns. Similar to the Patagonia campaign, Group 2 experi-
enced almost all emotions more strongly than Group 1, with the exception of angry (M1 = 
1.41, M2 = 1.39) and mad (M1 = 1.55, M2 = 1.49). Angry and mad are both ego-focused 
emotions, which focus on the individual’s internal attributes, and other studies also sug-
gested that individualistic countries are more likely to experience anger.368 Further, the anal-
ysis also shows that both groups reacted similarly to the emotion dimension anger (M1 = 
1.45, M2 = 1.47).  

Figure 8: Graphical Evaluation Dove 

Source: Own figure based on evaluation results. 

In addition, also the emotion of guilt (M1 = 1.16, M2 = 1.70) is experienced the lowest be-
tween not at all and a little bit. Focusing on the Dove campaign message of empowering 
beauty, it is plausible that the participants do not feel guilty as the campaign gives no incen-
tive in that direction. The answer pattern shows that the emotions excited and grateful are 
experienced notably stronger by Group 2 (excited M = 3.41, grateful M = 3.54) than by 
Group 1 (excited M = 1.60, grateful M = 2.36). The t Test confirms that the participants 
experienced the following emotions significantly differently: guilt (p = .000), empathy (p = 
.000), gratitude (p = .000), joy (p = .000), and pride (p = .000). The emotion anger is not 
experienced significantly differently (p = .854) by the groups. Likewise, to the results of the 
Patagonia campaign, Group 2 experienced the other focused stronger than Group 2, which 
also matches the expectation from the literature (see 2.4 “Cultural Aspects”). In addition, 
Group 1 has not been responding as expected in terms of ego-focused emotions. 

                                                 
368 Cf. Markus; Kitayama 1991, p. 235–236. 
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Consequently, the two collectivistic campaigns will be analyzed. The TOMs “One for One” 
campaign is graphically illustrated in Figure 9. Focusing on Group 2, the emotions warm-
hearted (M1 = 3.26, M2= 4.16), grateful (M1 = 3.02, M2 = 3.91), thankful (M1 = 3.11, M2 = 
4.02), appreciative (M1 = 3.17, M2 = 3.85), happy (M1 = 2.78, M2 = 3.72) and proud (M1 = 
2.29, M2 = 3.55) are experienced the strongest (between moderately and quite a bit expe-
rienced). Once again, other-focused emotions are very strongly experienced by Group 2, 
which confirms the statements of other researchers that other-focused emotions are often 
found in collectivistic countries, as the focus is placed on the individual self in the context of 
groups and relationships with others.369 

Figure 9: Graphical Evaluation TOMs 

Source: Own figure based on evaluation results. 

In contrast to the statements of the literature370, Group 1 experienced apart from joy (M = 
2.79), the strongest ranging between a little bit and moderately the following other-focused 
emotions: gratitude (M = 3.08) and empathy (M = 3.19). Aaker and Williams’ paper shows 
similar results as they also report in their first study that favorable attitudes derived from 
ego-focused emotional appeals are stronger for individuals from a collectivistic country371, 
which offers contrasting insights. Furthermore, the emotions guilt (M1 = 1.41, M2 = 1.87) 
and anger (M1 = 1.29, M2 = 1.53) are experienced less intensively than the other emotions 
by both groups. Comparing the graphical evaluation of the results with the t Test results, 
the analysis confirms the perception that the emotions guilt (p = .000), empathy (p = .000), 
gratitude (p = .000), joy (p = .000) and pride (p = .000) are experienced (highly) significantly 
differently by both groups. The emotion anger (p = .022) has been experienced very differ-
ently. The results are again very similar to the results of the other campaigns.   

The RED campaign is the second collectivistic campaign that has been shown to the par-
ticipants. Figure 10 shows the graphical results of the experienced emotions. Again, looking 
closer at Group 2 – they felt the strongest (between moderately and quite a bit experienced) 
                                                 
369 Cf. Kim; Johnson 2013a, p. 81. 
370 Cf. Kim; Johnson 2013a, p. 81; Markus; Kitayama 1991, p. 237. 
371 Cf. Aaker; Williams 1998, p. 317. 
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the following emotions: warm-hearted (M1 = 2.26, M2 = 3.50), grateful (M1 = 2.23, M2 = 
3.34), thankful (M1 = 2.39, M2 = 3.41), appreciative (M1 = 2.46, M2 = 3.48), delighted (M1 
= 2.34, M2 = 3.50), happy (M1 = 2.27, M2 = 3.65), joyful (M1 = 2.36, M2 = 3.56), proud (M1 
= 1.92, M2 = 3.13), confident (M1 = 2.02, M2 = 3.36) and excited (M1 = 1.74, M2 = 3.50). 
These results strongly indicate that other-focused emotions are prominently experienced by 
member of collectivistic countries (Group 2). However, also several ego-focused emotions 
(including happy, delighted, joyful, proud, confident, excited, and proud) have been experi-
enced, which also confirms the study results of Aaker and William. 372 

Although the results for Group 1 show a similar pattern, Group 1 experienced almost all 
emotions less intensively than Group 2. Only the emotions angry (M1 = 1.57, M2 = 1.43), 
mad (M1 = 1.76, M2 = 1.39) and enraged (M1 = 1.60, M2 = 1.53) have been experienced 
by the Group 1 more strongly than by Group 2. These results confirm the expectations 
stated in chapter 2.6.2 “Literature Research Results and Hypothesis”: Members of individ-
ualistic countries are more likely to experience ego-focused emotions (e.g., anger).373 Sim-
ilar to the other campaigns, guilt (M1 = 1.29, M2 = 1.68) and anger (M1 = 1.64, M2 = 1.45) 
are again experienced the weakest (between not at all and a little bit experienced) by both 
groups. The t Test confirms that the participants experienced guilt (p = .000), empathy (p = 
.000), gratitude (p = .000), joy (p = .000) and pride (p = .000) highly significantly differently. 
Only the emotion anger shows no significant difference (p = .098). 

Figure 10: Graphical Evaluation RED 

Source: Own figure based on evaluation results. 

In conclusion, all four CRM campaigns show slightly different results. All four campaigns 
demonstrate that anger (i.e., angry, enraged, and mad) is the weakest experienced emotion 
compared to the other five emotions. The second emotion that is not as strong as the others 
was guilt. In addition, it seemed like pride is an emotion more often experienced by Group 

                                                 
372 Cf. Aaker; Williams 1998, p. 317. 
373 Cf. Kim; Johnson 2013a, p. 82; Van den Hooff; Schouten; Simonovski 2012, p. 151. 
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2. Furthermore, Group 2 experienced in almost all campaigns the emotions stronger than 
Group 1. 

Interestingly, Group 1 has not reacted as predicted by the literature.374 Especially the ego-
focused emotions (i.e., pride, anger, and joy) have been expected to be more prominent for 
Group 1.375 Only the emotion anger has been experienced in the RED and Dove campaign 
stronger by Group 1 than by Group 2. Nevertheless, Group 2 did react to the other-focused 
emotions (i.e., guilt, gratitude, and empathy) stronger than Group 1, which has been ex-
pected in the theory part of the thesis.376 

Already the evaluation of the concepts of self-construal and Individualism / Collectivism (see 
chapter 4.4 “Self-Construal and Individualism / Collectivism”) have shown that Group 1 and 
Group 2 did not react as assumed in the theory part of the thesis377, which could be an 
indicator why the evaluation of the campaigns show different results as predicted. Find more 
details in chapter five “Discussion”.  

In general, the evaluation of the campaigns shows that Group 1 seems more to be in a 
subdued mood than Group 2. Group 2 shows the tendency to have used the potential range 
of the scale more than Group 1. Group 1 seems to stick more to extreme values 1 and 2. 
Interestingly, other studies found out that individualistic cultures tend to stick stronger to 
extreme values. In contrast, collectivistic cultures tend to stick to the middle when answering 
questions within a scale378, which seems to be also partially applicable to this empirical 
outcome. However, the answer pattern was not analyzed within this thesis because it was 
not part of the research question.  

The evaluation of the CRM campaigns illustrates that the cultural background of the partic-
ipant influenced the evocation of certain emotions, and in most of the cases, the t Test 
shows significant differences between the groups (individualistic / collectivistic countries). 
In more detail, the evaluation indicates that the evocation of other-focused emotions (i.e., 
guilt, empathy, and gratitude) by CRM programs is greater for members from collectivistic 
countries (Group 2) than for members of individualistic countries (Group 1), which verifies 
hypothesis H2(b). As Group 1 experienced almost all emotions weaker than Group 1 (ex-
pect from anger in the case of RED and Dove), H2(a) cannot be supported.   

  

                                                 
374 Cf. Aaker; Williams 1998, p. 258; Markus; Kitayama 1991, p. 237. 
375 Cf. Kim; Johnson 2013a, p. 82. 
376 Cf. Aaker; Williams 1998, p. 258; Markus; Kitayama 1991, p. 237. 
377 Cf. Aaker; Williams 1998, p. 258; Markus; Kitayama 1991, p. 237. 
378 Cf. Emrich 2014, p. 157. 
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4.5.3 Emotions and Self-Construal 

The following chapter focuses on hypothesis H3, which includes the possible influence of 
the consumer’s self-construal for evoking certain emotions. As mentioned in the theory part 
(see chapter 2.6.2 “Literature Review Results and Hypothesis”), the evocation of ego-fo-
cused emotions is expected to be greater for high independent selves, and the evocation 
of other-focused emotions is expected to greater for high interdependent selves.  

To test hypothesis H3, the t Test or Mann-Whitney-U test was used in order to see if there 
are any significant differences between the groups (see results in 4.3 “Self-Construal and 
Individualism / Collectivism”). F2_Inter respect and harmony of the group will not be pursued 
further as the Mann-Whitney-U test showed no significant result. Hence the focus was 
placed on F1_Ind same person / being direct, F2_Ind independent self / no misunderstand-
ings, and F1_Inter sacrifice own interest.  

As a next step, a bivariate correlation test was used to find out the strength of the relation-
ship between the different emotion dimensions and the self-construal factors for all N = 369 
participants. The Kendall’s Tau-b correlations coefficient was used as literature indicated 
that the Kendall’s Tau-b test should be favored when doing a significance test.379 In addition, 
as H3 is a directional hypothesis, the one-tailed significance test was applied. According to 
Cohen, a correlation coefficient (r) between .1-.3 is weak, .3-.5 moderate and >.5 strong.380 
All original results can be found in Appendix 6.  

Similar to the evaluation of the other hypotheses, all CRM campaigns (see Appendix 9) 
were separately evaluated. Firstly, the independent self-type F1_Ind same person / being 
direct was analyzed. The Kendall’s Tau-b test shows a weak, positive significant correlation 
between F1_Ind same person / being direct selves and the experience of the ego-focused 
emotions joy (r = .084, p = .014) and pride (r = .063, p = .048) evoked by the Patagonia 
campaign. The anger emotion dimension does not correlate significantly (r = -.001, p = .487) 
with F1_Ind selves. However, it shows a rather negative correlation tendency which would 
indicate that low F1_Ind selves would rather experience anger. According to the literature 
(chapter 2.4.1 “Culture and Emotions”)381 this would mean that collectivistic countries would 
rather experience anger while looking at the Patagonia campaign. F1_Ind direct does not 
significantly correlate with the ego-focused emotions joy (r = .043, p = .129), anger (r = -
.020, p = .315) and pride (r = .020, p = .295) evoked by the TOMs campaign. The results of 
the evaluation of the Dove campaign show a weak, positive significant correlation between 
F1_Ind selves and the ego-focused emotion anger (r = .090, p = .015). Joy (r = .041, p = 
.140) and pride (r = .012, p = .374) does not show any significant correlation with the F1_Ind. 
Joy (r = .031, p = .207), anger (r = .062, p = .066), and pride (r = -.005, p = .448) evoked by 
the RED campaign also shows no significant correlation with F1_Ind selves. 

The second factor of the independent self is the F2_Ind independent self / no misunder-
standings self. According to the Kendall’s Tau-b correlation test, there is a weak, positive 
significant correlation between high F2_Ind selves and the experiencing of the ego-focused 
emotion pride (r = .137, p = ,000) in regard to the Patagonia campaign. Joy (r = .004, p = 
                                                 
379 Cf. Röhr; Lohse; Ludwig 1983, p. 163; in Mayer 2013, p. 125. 
380 Cf. Cohen 1988, p. 79–81. 
381 Cf. Markus; Kitayama 1991, p. 229–230. 
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.456) and anger (r = .014, p = .363) do not significantly correlate with F2_Ind. The evaluation 
of the TOMs campaign shows that there is a weak, positive significant correlation between 
F2_Ind selves and the ego-focused emotions joy (r = .138, p = .000) and pride (r = .167, p 
= .000). In addition, the test shows a weak, negative significant correlation between F2_Ind 
selves and anger (r = -.079, p = .032). Next, The Kendall’s Tau-b test shows a weak, positive 
significant correlation between F2_Ind selves and joy (r = .162, p = .000) and pride (r = .171, 
.000) evoked by the Dove campaign. Again, the ego-focused emotion anger (r = -.041, p = 
.167) shows no significant correlation. The RED campaign showed similar outcomes: a pos-
itive, significant correlation between F2_Ind selves and joy (r = .128, p = .000) and pride (r 
= .158, p = .000) and no significant correlation with anger (r = -.024, p = .280).  

The results of the evaluation of the independent self factors (F1_Ind and F2_Ind) and ego-
focused emotions (joy, anger, and pride) show in most cases (i.e., TOMs, RED, partially 
Patagonia and Dove) completely different results than expected from the literature and other 
studies (see chapter 2.4 “Cultural Aspects”). Reasons could be that the author assumed in 
the theory part of the thesis that the ego expressed in Western countries is typically self-
focused and independent from the environment around them.382 However, the means (see 
4.4. “Self-Construal and Individualism / Collectivism”) show that only for the F1_Ind same 
person / being direct self this is applicable. The collectivistic countries (Group 2) agree 
greater with F2_Ind independent self / no misunderstandings self. Another study proves 
that favorable attitudes derived from ego-focused emotional appeals are stronger for indi-
viduals from a collectivistic country than for individualistic countries.383 Perhaps there could 
be a general disagreement between the empirical results and the theory within this thesis 
(more details in chapter five “Discussion”). Taking all results from the correlation analysis 
on F1_Ind same person / being direct and F2_Ind independent self / no misunderstandings 
in consideration, the results show a mixed outcome. Hence it is impossible to support H3(a).  

Lastly, the focus was placed on F1_Inter sacrifice own interest. According to the Kendall’s 
Tab-b test, there is a weak, positive significant correlation between F1_Inter and the other-
focused emotions guilt (r = .132, p = .000), empathy (r = .165, p = .000), and gratitude (r = 
.112, p = .002) in regard to the Patagonia campaign. Looking at TOMs, the correlation test 
shows a weak, positive significant correlation between F1_Inter and the other-focused emo-
tions guilt (r = .132, p = .000), empathy (r = .149, p = .000), and gratitude (r = .158, p = 
.000). Moreover, the evaluation of the Dove campaign shows similar results: F1_Inter cor-
relates weak, positive and significant with the other-focused emotions guilt (r = .131, p = 
.001), empathy (r = .114, p = .001), and gratitude (r = .114, p = .001). Again, the evaluation 
of the RED campaign shows similar results: a weak, positive significant correlation between 
F1_Inter and the other-focused emotions guilt (r = .074, p = .035), empathy (r = .165, p = 
.000), and gratitude (r = .156, p = .000). 

Solely focusing on F1_Inter sacrifice own interest and the other-focused emotions, the Ken-
dall’s Tau-b test results show that there is a positive and significant correlation between 
F1_Inter sacrifice own interest (Interdependent) selves and other-focused emotions for all 
four campaigns. As mentioned in chapter 2.4 “Cultural Aspects”, interdependent selves tend 
to enhance their ego by emphasizing the group as the core reference point in society and 

                                                 
382 Cf. Markus; Kitayama 1991, p. 224. 
383 Cf. Aaker; Williams 1998, p. 258. 
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by placing more attention on the relationship with the group.384 Thus, members of collec-
tivistic countries tend to be more responsive to the concept of the interdependent self.385 
These results support and verify H3(b).  

Furthermore, considering all results mentioned in the chapter 4.5 “Hypotheses Testing”, 
CRM programs are effective in evoking emotions in consumers. Especially, the emotions 
empathy, gratitude, and joy are the strongest experienced by both groups (ranging from a 
little bit to quite a bit) while analyzing the concepts of Individualism / Collectivism and emo-
tions. Likewise, the analysis of emotions and the concept of self-construal as well as the 
free association’s evaluation showed that CRM campaigns are effective in evoking emo-
tions in consumers. Hence, hypothesis H1 can be supported. 

4.5.4 Results of the Hypotheses Testing 

The evaluation of the hypotheses testing shows that the empirical part of this thesis can 
support H1, H2(b), H3(b). Table 10 offers an overview of the hypotheses testing results. 

Hypotheses  Result 

H1 CRM programs are effective in evoking emotions in consumers. Supported 

H2(a) The evocation of ego-focused emotions by CRM programs is greater 
for members from individualistic countries than for members of collectivistic 
countries. 

Not supported 

H2(b) The evocation of other-focused emotions by CRM programs is greater 
for members from collectivistic countries than for members of individualistic 
countries. 

Supported 

H3(a) The evocation of ego-focused emotions by CRM programs is greater 
for high independent than for low independent selves. 

Not supported 

H3(b) The evocation of other-focused emotions by CRM programs is greater 
for high interdependent than for low interdependent selves.   

Supported 

Table 10: Overview Results of the Hypotheses Testing 

Source: Own table. 

  

                                                 
384 Cf. Markus; Kitayama 1991, p. 224. 
385 Cf. Kim; Johnson 2013a, p. 81–82. 



- 64 - 

5. Discussion 

The goal of the master thesis is to determine if CRM programs are effective in evoking 
emotions and to identify any cultural differences between the results of the sample group. 
Hence, the research question can be described as follows: 

Are Cause-related Marketing programs effective in evoking emotions in consumers and how 
does the cultural background of the consumers influence their individual evocation of emo-
tions? 

In the theoretical part of the thesis, the assumption based on literature was made that CRM 
programs are effective in evoking emotions in consumers. Furthermore, the evocation of 
ego-focused (other-focused) emotions is assumingly greater for members of individualistic 
(collectivistic) countries than for members of collectivistic (individualistic) countries. The ev-
ocation of ego-focused (other-focused) emotions by CRM programs is assumingly greater 
for high independent (high interdependent) than for low independent (low interdependent) 
selves. 

The empirical part of the thesis provides evidence for the underlying propositions and as-
sumptions formulated as research hypotheses in the literature review of this thesis. As H1 
predicted, the results suggest that CRM programs are effective in evoking emotions in con-
sumers. 

The results of the empirical part of the thesis underlines other researcher’s results: Coleman 
et al. analyzed pride and guilt in CRM advertisements and primarily focused on self-con-
scious emotions. The authors show that evoking pride is effective in CRM campaigns be-
cause it functions as a motivating emotion. In addition, they suggest that guilt functioned as 
a successful emotion in the past, but it could now have negative implications for the adver-
tisement.386 Other authors focus on moral emotions and purchase intention of CRM prod-
ucts and observed a favorable effect of ego-focused emotions (i.e., pride) on the purchase 
intention of CRM products.387 Kemp et al. focus on emotions and gender within the context 
of charitable appeals, and they examined persuasive (CRM) appeals that evoked pride and 
sympathy by the participants.388 

“Often cross-country comparisons start with a presumption that differences are to be ex-
pected and that similarities will be the surprise.”389 This opinion is common due to the fact 
that many studies have noticed significant differences between countries.390 Other authors 
argue that the tendency could also be related to an assumption that “differences are easier 
to perceive than more subtle similarities”.391 

The findings of this master thesis demonstrate that the participant’s cultural background 
influenced the evocation of certain emotions. In more detail, the evaluation shows that the 
evocation of other-focused emotions (i.e., guilt, empathy, and gratitude) by CRM programs 

                                                 
386 Cf. Coleman; Royne (Stafford); Pounders 2020, p. 6,18. 
387 Cf. Kim; Johnson 2013a, p. 87. 
388 Cf. Kemp; Kennett-Hensel; Kees 2013, p. 76. 
389 Bstieler; Hemmert 2008, p. 42. 
390 Cf. Cheng 1994; Bstieler; Hemmert 2008, p. 42. 
391 Bstieler; Hemmert 2008, p. 42; Cf. Farley; Lehmann 1994. 
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is greater for members from collectivistic countries than for members of individualistic coun-
tries, which supports hypothesis H2(b). In general, various studies have also proven that 
members of collectivistic countries more strongly experience other-focused emotions than 
members of individualistic countries, such as Markus and Kitayama’s study.392 They have 
observed and analyzed the most emotional situation of a day of students from Japan and 
the US and observed that Japanese students experience other-focused emotions (e.g., re-
spect, empathy, guilt) stronger than US students.393 As mentioned in the chapter 2.4.1 “Cul-
ture and Emotions”, collectivistic countries (e.g., Korea, Japan, or China) emphasize the 
group as the core reference point in society, and the main task of an individual is to create 
harmony in society (the individual has to adjust).394 Thus, other-focused emotions tend to 
be more frequently experienced or expressed by individuals from collectivistic countries.395 
Kitayama et al. mentioned in their article a study that examines that Japanese people feel 
more frequently engaging emotions (i.e., other-focused emotions) compared to disengaging 
emotions (i.e., ego-focused emotions).396  

A study comparing the US and Korean participants tried to determine if “cultural orientation 
moderates the influence of moral emotions on purchase intention for a social-cause prod-
uct”.397 Kim and Johnson report that they could not show any significant effects of the mod-
erating role of other-focused emotions on purchase intention of CRM products.398 Aaker 
and William focus in their paper, amongst other emotions, on the persuasive effect of em-
pathy (other-focused emotion) on individuals from individualistic and collectivistic countries. 
They initially anticipated that other-focused emotions would positively affect members of 
collectivistic countries than members of individualistic countries. However, comparing the 
US and Chinese students, their results report that favorable attitudes derived from other-
focused emotional appeals are stronger for individuals from an individualistic country 
(US).399  

All articles / studies mentioned in regard to other-focused emotions have also observed and 
analyzed the relationship between ego-focused emotions and culture. Kim and Johnson 
report that the ego-focused emotion pride is significantly greater linked to US participants 
than to the Korean participants.400 Furthermore, Markus and Kitayama state that US stu-
dents experience ego-focused emotions (e.g., pride, frustration, and anger) more strongly 
within a day than Japanese students.401 Another study observed that Americans (US) more 
frequently feel disengaging emotions (i.e., ego-focused emotions) compared to engaging 
emotions (i.e., other-focused emotions).402 

However, the results of this master thesis state no significant proof that the evocation of 
ego-focused emotions by CRM programs is greater for members from individualistic coun-
tries than for members of collectivistic countries. Possible reasons could be that in most of 

                                                 
392 Cf. Markus; Kitayama 1991. 
393 Cf. Markus; Kitayama 1991. 
394 Cf. Lim 2016, p. 106. 
395 Cf. Markus; Kitayama 1991, p. 237. 
396 Cf. Kitayama; Mesquita; Karasawa 2006, p. 892. 
397 Kim; Johnson 2013a, p. 82. 
398 Cf. Kim; Johnson 2013a, p. 87. 
399 Cf. Aaker; Williams 1998, p. 258. 
400 Cf. Kim; Johnson 2013a, p. 87. 
401 Cf. Markus; Kitayama 1991. 
402 Cf. Kitayama; Mesquita; Karasawa 2006, p. 892. 
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the studies, US students represent the formation of individualistic countries. The US is one 
of the most individualistic countries according to the Hofstede score (91 points for Individu-
alism).403 In contrast, Austria has a Hofstede score of 55 points in the dimension Individu-
alism – which still counts as being an individualistic country but is not as strong as the US 
score.404 In addition, the results in chapter 4.4 “Self-Construal and Individualism / Collectiv-
ism” already indicate that the participants from individualistic countries do not agree as pre-
dicted by the literature with the items of Individualism. This might also be a reason or indi-
cator why H2(a) could not have been verified.  

As mentioned above, the study of Aaker and William shows opposite results also in regard 
to ego-focused emotions. They focused on pride (ego-focused emotion) and reported that 
favorable attitudes derived from ego-focused emotional appeals are stronger for individuals 
from a collectivistic country (China) than for individuals from an individualistic country.405 

The free association results also offer interesting insights. Only focusing on the German-
speaking countries as one group and the South Koreans as another group, the results show 
that both group’s top two associations can be found most of the time within the same cate-
gory (i.e., for the campaigns Patagonia, Dove and TOMs, except from the RED campaign). 
This demonstrates a tendency that both German-speaking countries and South Koreans 
thought of similar emotions / thoughts while looking at the campaigns. The most frequently 
used associations are positive (e.g., positive feelings, grateful, appreciative, and joy). Inter-
estingly, German-speaking countries more often (in terms of frequency) indicate rather neg-
ative associations (a form of rejection, skeptical, or irritated) compared to the South Kore-
ans, which might suggest that German-speaking countries (individualistic countries) are 
more skeptical compared to South Koreans (collectivistic country). In terms of consumer 
skepticism towards CRM campaigns, other studies have found out that consumers often do 
not necessarily mistrust the company’s activities, but this mistrust often results from insuffi-
cient awareness of the concept of CRM.406 Lavack and Kropp’s study shows that con-
sumer’s attitudes towards CRM differ depending on whether the concept was well estab-
lished within the country. Thus, more positive (negative) attitudes are observed in countries 
where CRM is well (less) established.407 For instance, CRM is not as well-known in Austria 
and in other German-speaking countries as in English-speaking countries, including the US, 
Canada, or United Kingdom.408 However, these tendencies / assumptions have not been 
further analyzed within the frame of this master thesis. 

Interestingly, Kim and Johnson provide the following explanation to why differences ap-
peared between their results regarding culture, moral emotions, and purchase intention and 
the literature they consulted: In their paper, the researchers claim that culture has a complex 
nature, and in order to closely understand why the participants react in a certain way, it is 
essential to consider several dimensions (incl. other Hofstede’s dimensions, e.g., Power 
Distance, Uncertainty Avoidance, Masculinity, Indulgence, and Long-term Orientation) of 
culture.409 Singelis added that it is crucial to unpack each element of a certain culture to see 
                                                 
403 Cf. “Hofestede’s Country Comparison US” 2021. 
404 Cf. “Hofstede Insights - Country Comparison” 2020. 
405 Cf. Aaker; Williams 1998, p. 258. 
406 Cf. Singh; Kristensen; Villaseñor 2009, p. 314. 
407 Cf. Lavack; Kropp 2003, p. 12–13. 
408 Cf. Lavack; Kropp 2003, p. 4. 
409 Cf. Kim; Johnson 2013a, p. 88. 
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why a person behaved a certain way, subsequently, be able to understand the different 
individual variations of certain group psychology better.410 Hence, one Hofstede dimension 
(Individualism / Collectivism) might not be sufficient to observe / understand individual be-
havior.  

Moreover, not all individuals of a culture act in any given situation as expected or as pre-
dicted by the literature. However, there is a potential (cultural affordances) in each culture 
that individuals tend to act a certain way due to being conditioned to engage with specific 
emotions.411 “Cultural affordances result from a biased pool of symbolic resources of culture 
that are brought to bear on the construction of concrete daily situations.”412 Consequently, 
daily situations (e.g., work, university, success, or failure) are then connected with those 
symbolic resources of culture. More importantly, it influenced nuances and physiological 
meanings associated with certain situations and events.413 Kitamaya et al. highlight that 
those meanings “(…) are derived or fostered by a pool of symbolic resources that are avail-
able in a given culture, they may be systematically biased over many situations and epi-
sodes in accordance with the specific, historically, crafted and accumulated contents of this 
pool”.414 For example, receiving an award for an outstanding master thesis would probably 
trigger positive, ego-focused emotions such as pride (disengaging emotion) in most cul-
tures. However, Kitayama et al. argue that collectivistic / interdependent cultures might 
more frequently experience the connected nuances of smiling parents (engaging / other-
focused emotion). As a result, this other-focused emotion element will be added “only” for 
those collectivistic / interdependent cultures, which adds a subtle but distinctive experience 
to an event. Cultural affordances are likely recurrent and are thus very powerful and influ-
encing.415 

Certainly, self-construal can be beneficial to reflect upon the contrast of cultural differences 
between collectivistic and individualistic countries416. Hence, H3(a) and H3(b) considered 
the aspects of self-construal. The Kendall’s Tau-b test results show that a positive and sig-
nificant correlation between F1_Inter sacrifices owns interest (interdependent) selves and 
other-focused emotions for all four campaigns. The second factor of the interdependent 
self-construct was excluded during the evaluation (see chapter 4.5.3 “Emotions and Self-
construal”). The results highlight that the evocation of other-focused emotions by CRM pro-
grams is greater for high interdependent than for low interdependent selves.  Hence, H3(b) 
has been verified by the results and provides a reason why most of the high interdependent 
selves were from collectivistic countries (Group 2) and why the evocation of other-focused 
emotions by CRM programs was greater for members from collectivistic countries than for 
members of individualistic countries (see H2(b)). Thus, it also makes sense that the evoca-
tion of other-focused emotions by CRM programs was greater for high interdependent 
selves.  

Furthermore, the evaluation of the independent self factors and ego-focused emotions (joy, 
anger, and pride) shows no significant relationship between ego-focused emotions and high 
                                                 
410 Cf. Singelis 2000, p. 83–84; Kim; Johnson 2013a, p. 88. 
411 Cf. Kitayama; Mesquita; Karasawa 2006, p. 891. 
412 Kitayama; Mesquita; Karasawa 2006, p. 891. 
413 Cf. Kitayama; Mesquita; Karasawa 2006, p. 891. 
414 Kitayama; Mesquita; Karasawa 2006, p. 891–892; Kitayama; Markus 1999. 
415 Cf. Kitayama; Mesquita; Karasawa 2006, p. 892. 
416 Cf. Yang; Yen 2018, p. 2108. 
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independent selves. That is why the H3(a) has not been supported. However, another study 
observed that their US participants had a higher independent self-construal (61.7%) com-
pared to high interdependent self-construal (50.6%). In contrast, the Korean participants 
had higher interdependent self-construal (56.5%) compared to high independent self-con-
strual (39.8%).417 

The evaluation of the self-construal variables illustrates that for some aspects of self-con-
strual Group 1 (individualistic countries) / Group 2 (collectivistic countries) agrees higher 
with the independent self and for other aspects with the interdependent self. This confirms 
the statement of Lim that both individualistic and collectivistic countries have more inde-
pendent / interdependent controlled individuals than others. However, culture enhances one 
type of self-construal more than the other.418 Yang and Yen added that “people’s behaviors 
are situational, and descriptions of individuals all involve the environment”, and emotions 
and motives are influenced by oneself and others.419   

Even though Markus and Kitayama present in their paper the concept of self-construal 
which can be beneficial to reflect upon the contrast of cultural differences between collec-
tivistic and individualistic countries,420 and the author assumed that also Austria and South 
Korea would react as expected, self-construal helped, in this case, to better observe poten-
tial similarities or irregularities of the concept transferred into reality. In addition, other au-
thors mentioned that gender might also play an important role while analyzing the concept 
of self-construal.421 They claim that “an awareness of and sensitivity to others is described 
as one of most significant features of the psychology of women”.422 Hence, researchers 
argue that a part of women’s self-evaluation is to care which aspects closely link to the 
interdependent selves often experienced and embedded in the theory of / in more Eastern 
/ collectivistic countries.423 Thus, there might be a divergence within the concept of self-
construal and the majority of the participants of this master thesis were females (over 60%), 
which might be why the evaluation of the concept of self-construal turned out the way it did. 

Furthermore, Markus and Kitayama claim in their article that due to globalization and blurred 
borders between countries, the strict concept of Individualism is not applicable anymore, 
and individuals have to adjust to each other.424 In other words, “even within highly individu-
alist Western culture, most people are still much less self-reliant, self-contained, or self-
sufficient than the prevailing cultural ideology suggests that they should be”.425 Hence, the 
results might have turned out the way they did, and it might make sense to address this 
issue in the future (see more in chapter 5.1 “Limitations and Future Research”).  

                                                 
417 Cf. Kim; Johnson 2013a, p. 86–87. 
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421 Cf. Markus; Kitayama 1991, p. 247. 
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5.1 Limitations and Future Research 

This master thesis and the empirical results should be considered within the context of their 
limitations. These limitations build the basis for future research. 

First of all, a convenient sample of Austrian and South Korean students was chosen; hence, 
the results and answers may not represent both countries’ main population / customers (see 
Appendix 3). In addition, research in other countries might lead to different results and in-
sights concerning CRM programs and emotions. As the questionnaire was sent in Austria 
through the University of Applied Science Vorarlberg email distribution list and to private 
student contacts as well as in South Korea through the SolBrigde International School of 
Business teacher’s email distribution list, the questionnaire sent out was already limited to 
only these specific students. This implies that only a particular group of students within a 
certain region of Austria and South Korea participated. A much broader and random sample 
of Austrians and South Koreans might lead to other or more accurate results in order to be 
able to generalize the results. 

Taking a closer look at the sample group, it can be stated that 73% of the students were 
enrolled in a Business / Economics study program which might have led to similar attitudes 
due to their prior education. In addition, most of the students (76%) attended a bachelor’s 
degree program. A more diverse sample group in terms of study program / study program 
type might incorporate more diversity to the answers and attitudes about the CRM cam-
paigns. The initial idea was to compare only Austrian with South Korean students. However, 
the questionnaire results showed that over 35 nations took part in the survey. The major 
group of participants came from Austria (~40%), and in contrast, depending on the category, 
between 14-33% of the participants were South Koreans or lived there. Future research 
should focus on observing a more balanced sample group.  

All CRM campaigns were pre-selected by the author, and the four CRM campaigns do not 
reflect all CRM campaigns, and other campaigns might also lead to different results. In 
addition, the focus was placed on global, well-known campaigns that fit into the category 
Individualism / Collectivism. Hence, other researchers should focus on testing a variety of 
different campaigns in order to receive more insights.  

Speaking of Individualism / Collectivism, the cultural aspects within this master thesis were 
built upon Hofstede’s concept of Individualism / Collectivism. However, it might also be in-
teresting to look at the other five cultural dimensions and see how they might affect certain 
consumer behavior. In addition, culture was mostly equated to country, and hence the pos-
sibility that a country might represent different cultures was neglected.  

The questionnaire included a pre-defined list of emotions, including ego-focused (i.e., joy, 
anger, and pride) and other-focused emotions (i.e., guilt, empathy, and gratitude). Apart 
from those six emotions, participants might also feel other emotions that were not included 
in the questionnaire but might have provided important knowledge for companies. In addi-
tion to the pre-defined emotions, some emotions might be perceived differently by different 
groups of people. For instance, the emotions excited within the dimension pride can be 
perceived as a positive excitement or negative excitement for the CRM campaign. Depend-
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ing on the perceived meaning of the participant, he/she will give a contrasting rating de-
pending on his/her perception. Interesting for future research would be to gather more in-
formation of what participants meant by experiencing those emotions and in order to under-
stand their thinking better. 

Nevertheless, the free association question gave the participants the chance to enter the 
three first emotions that came to their minds. Again, it would be interesting to know why 
they felt certain emotions and better understand their underlying thoughts. Another limita-
tion is that the author subjectively categorized the association categories. Other people 
might have clustered the associations differently, and in some cases, it was not clear what 
the participant meant with his/her answer. In that case, the answer was skipped. In addition, 
the results showed that CRM campaigns can evoke various emotions; however, in the fu-
ture, it would be interesting to know which emotions are more effective than others for a 
successful CRM program.  

Moreover, other factors that could have been affected the experience of the emotions were 
neglected in this master thesis. The current mood-setting might have affected the experi-
ence of certain emotions. For example, a study in Australia observed that “the participants' 
mood (…) had a strong influence on consecutive product-evoked emotion ratings (…)”.426 
In addition, other factors such as a prior opinion of the brands presented in the CRM cam-
paigns might have influenced the experience of the emotions.427 

The questionnaire itself incorporates limitations. It was composed of items from various 
studies and knowing that it would be interesting in the future to optimize or create a new 
questionnaire that specifically fit to the topic of CRM and emotions. Other than that, the 
original questionnaire was created in English. The German items were partially sourced 
from other studies, while some items had to be translated by the author herself. Even though 
the items were translated back and forth for various times to avoid any errors – misunder-
standings and misinterpretation could have happened. A further limitation is the issue of 
speech comprehensibility since the participants answer the questions in the way they un-
derstood and interpreted the questions. The German-speaking participants had the chance 
to read and answer the questionnaire in their native language. In contrast, South Korean 
and other non-German speaking participants had to use the English version. Future studies 
could provide optimized and native language questionnaires to rule out misunderstandings 
and create an equal research base.  

Anonymity also plays a significant role in data collection and the questionnaire process. 
Although it was explicitly stated on the first page of the questionnaire that the answers would 
be evaluated anonymously and exclusively for the course of this master thesis, it is still 
possible that participants did not fill in the questions truthfully. Some might fear that they 
could be recognized based on their answers. 

Another limitation is the reliability analysis using Cronbach's alpha (α). A reliability coeffi-
cient of .7 or higher is considered "acceptable" in most social science research situations.428 
The following items and the resulting results with the different evaluation methods should 
be viewed with caution as model condition may be violated (α < .7): Guilt within the RED 
                                                 
426 Danner et al. 2016, p. 264. 
427 Cf. Woo; Kim; Childs 2019, p. 676–677. 
428 Cf. Schecker 2014, p. 3. 
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campaign (α = .698), all self-construal factors (F1_Inter α = .681, F2_Inter α = .678, F1_Ind 
α = .692) as well as the following Individualism / Collectivism factors F2_I (α = .579), F1_C 
(α = .673) and F2_C (α = .598).  

5.2 Theoretical and Practical Implications 

Within the framework of this master thesis, findings were obtained that are significant for 
theory and practice. However, all results should be considered in the context of their limita-
tions. 

The results of the empirical study confirm the findings of other researchers. For instance, 
CRM campaigns are effective in evoking emotions, and in this case, ego-focused (i.e., pride, 
anger, and joy) and other-focused emotions (i.e., guilt, empathy, and gratitude). Addition-
ally, culture can influence the evocation of certain emotions. In other words, some cultures 
experience some emotions more intensively than members from other cultures.429 In addi-
tion, the literature research suggested that the majority of the cross-cultural CRM / emotion 
research compared the US with Asian countries (e.g., Korea, China, or Japan). Thus, this 
master thesis provides new empirical insights for the European market as well as the Ger-
man-speaking countries.  

As already mentioned in the chapter five “Discussion”, prior studies have often compared 
extreme cases of individualistic / collectivistic countries. However, there are many countries 
/ cultures that are in-between. The following master thesis’ results showed mixed outcomes 
where not all groups reacted as predicted by the literature. This offers the opportunity for 
other researchers to follow up on this and perhaps also rethink specific culture models and 
expectations. The master thesis primarily provides further impulses on the discussion of 
CRM, emotions, and cultures and creates a basis for other researchers to build upon.  

For companies and especially International Marketing Managers, the results offer relevant 
implications. As a conclusion for practice, it remains to be noted that breaking away from 
generally accepted knowledge often opens up a new perspective. In the present case, this 
means not declaring all statements on individualistic / collectivistic countries to be generally 
valid for all members of each country. The same applies to the concepts of independent / 
interdependent selves.  

A company’s interest could be that even though a company has a global CRM campaign, 
each customer will look differently at it and hence might experience different emotions. As 
a recommendation, the results showed that members of collectivistic countries greater ex-
perienced other-focused emotions, and high interdependent selves experienced other-fo-
cused emotions evoked by CRM programs. More specifically, members of collectivistic 
countries experienced guilt, empathy, gratitude, and pride significantly stronger than mem-
bers of individualistic countries. Only the results varied for the emotions joy and anger.  

An interesting aspect is also the evaluation of the free associations, and here the Interna-
tional Marketing Manager should be aware that individualistic countries (i.e., Austria, Ger-
many, Switzerland, and Liechtenstein) more frequently experienced negative emotions 
                                                 
429 Cf. Coleman; Royne (Stafford); Pounders 2020; Kemp; Kennett-Hensel; Kees 2013; Kim; Johnson 2013a; 

Markus; Kitayama 1991; Aaker; Williams 1998. 
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while looking at the CRM campaigns, e.g., feeling skeptical, mistrust, or irritated. However, 
these free associations were not analyzed in specific detail. Nevertheless, the results show 
a tendency that credible CRM campaigns might play a more critical role in individualistic 
countries than in collectivistic countries. In addition, collectivistic countries experienced 
more frequent emotions within the category of Positive Feelings than other association cat-
egories.  

Finally, International Marketing Managers will be confronted with various complex trends in 
the future, including the coexistence of fragmentation of consumer preference and conver-
gence of consumer behavior.430 In addition, the building of sub-cultures might lead to more 
complex concepts to understand cultural differences.431  

International Marketing Managers might consider these results and could especially focus 
on other-focused emotions appeals while targeting members of collectivistic countries. 
While targeting members of individualistic countries, International Marketing Manager 
should be more cautious and try out various appeals. Individualistic countries might also 
react better to other-focused emotions and not only as literature predicts to ego-focused 
emotions. Other researchers suggest that International Marketing Managers should keep in 
mind that countries differ in terms of how they react to CRM campaigns. Importantly, inter-
cultural research should be conducted to understand the target group, and in addition, pre-
launch test CRM campaigns could be started in order to observe how the target group re-
acts. As a result, misunderstandings and disappointing results could be avoided for both 
the company and the NPO.432    

                                                 
430 Cf. Schlegelmilch; Sinkovics 1998, p. 165. 
431 Cf. Keegan; Schlegelmilch 2001, p. 573–574. 
432 Cf. Lavack; Kropp 2003, p. 14. 
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6. Conclusion 

Within this scope of the master thesis, an in-depth investigation was started to analyze the 
relationship between CRM programs, emotions, and culture. For this purpose, a quantitative 
analysis was conducted to reach the research goal, which is to answer the following re-
search question: 

Are Cause-related Marketing programs effective in evoking emotions in consumers and how 
does the cultural background of the consumers influence their individual evocation of emo-
tions? 

The results of the empirical analysis highlighted that CRM programs are very effective in 
evoking various emotions in consumers. Not only do the specific emotion items show that 
CRM programs are efficient, but also the analysis of the free association illustrates that 
CRM programs are able to evoke emotions. In addition, the cultural background of a con-
sumer influences his/her individual evocation of emotions, in that way that some emotions 
are experienced stronger than others by different individuals. The three out of five verified 
hypotheses identified in the literature research confirmed significant results that support the 
research question. These findings show that the evocation of other-focused emotions by 
CRM programs is greater for members from collectivistic countries than for members of 
individualistic countries. 

The same applies to high interdependent selves as the evocation of other-focused emotions 
by CRM programs is greater for them than for low interdependent selves. In contrast to this, 
no significant results were conducted to confirm that the evocation of ego-focused emotions 
by CRM programs is greater for members from individualistic countries than for members 
of collectivistic countries and that the evocation of ego-focused emotions by CRM programs 
is greater for high independent than for low independent selves. 

The quantitative research results are important because they highlight the significance of 
understanding culture but also question uniform concepts that lump all cultures / countries 
together. Literature on cross-cultural research and emotions already suggested that there 
are differences between cultures while applying the concept of Individualism / Collectiv-
ism.433 This master thesis illustrated that the answers are partially correct. Still, for some 
cases (i.e., Austrians), the concept of Individualism did not seem to be the adequate cultural 
dimension that helped to explain the sample group. Hence, companies need to know how 
their target group will act and foster these insights in order to generate a beneficial outcome. 
In general, knowledge of culturally specific emotions is beneficial in order to create mean-
ingful and successful marketing strategies. A successful CRM program enables companies 
to gain sales in already (seemingly) saturated markets.434 

As already mentioned, CRM as a marketing tool will become even more important in the 
future as an expression of the company’s responsible behavior.435 Once again, it is crucial 
to understand that cross-country comparisons not only lead to different results but might 
also show that consumers of different countries might be more similar than anticipated by 

                                                 
433 Cf. Kim; Johnson 2013a, p. 80; Markus; Kitayama 1991. 
434 Cf. Kotler; Hessekiel; Lee 2012, p. 108. 
435 Cf. Stumpf; Teufl 2014, p. 131. 
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the literature or other studies. 436 Hence, it is essential for companies to embrace the CRM 
concept and to do comprehensive research to be able to address the relevant emotions 
and, as this might lead to success. 

  

                                                 
436 Bstieler; Hemmert 2008, p. 42. 
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Appendix 1: Questionnaire – English Version 

All questionnaire items are from pre-used studies. Please find the source in the respective 
headline. 

Individualism Scale437 (1 = strongly disagree / 7 = strongly agree) 

I01 I enjoy working in situations involving competition with others. 

I02/Ind05 I enjoy being unique and different from others in many ways. 

I03 I often “do my own thing”. 

I04 Competition is the law of nature. 

I05 I am a unique individual. 

I06 Without competition it is not possible to have a good society. 

 

Collectivism Scale438 (1 = strongly disagree / 7 = strongly agree) 

C01 My happiness depends very much on the happiness of those around me. 

C02/Inter02 I would do what would please my family, even if I detested that activity. 

C03/Inter03 I usually sacrifice my self-interest for the benefit of my group. 

C04 The well-being of my fellow students is important to me. 

C05 If a fellow student gets a prize, I would feel proud. 

C06 I would sacrifice an activity that I enjoy very much if my family did not approve of it. 

 

Self-construal / Interdependent439 (1 = strongly disagree / 7 = strongly agree) 

Inter01 It is important for me to maintain harmony within my group. 

C02/Inter02 I would do what would please my family, even if I detested that activity. 

C03/Inter03 I usually sacrifice my self-interest for the benefit of my group. 

Inter04 
I often have the feeling that my relationships with others are more important than my own 
accomplishments. 

Inter05 It is important to me to respect decisions made by the group. 

Inter06 I will stay in a group if they need me, even when I’m not happy with the group. 

 

  

                                                 
437 Sivadas; Bruvold; Nelson 2008, p. 203. 
438 Sivadas; Bruvold; Nelson 2008, p. 203. 
439 Combination between Singelis 1994, p. 585; and short version: D’Amico; Scrima 2016, p. 167–168. 
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Self-construal / Independent440 (1 = strongly disagree / 7 = strongly agree) 

Ind01 I’d rather say “No” directly, than risk being misunderstood. 

Ind02 I am the same person at home that I am at university. 

Ind03 I act the same way no matter who I am with. 

Ind04 I prefer to be direct and forthright when dealing with people I’ve just met. 

I02/Ind05 I enjoy being unique and different from others in many ways. 

Ind06 My personal identity independent of others, is very important to me. 

 

Other-focused Emotions441 (1 = not at all / 5 = extremely) 

Guilt01 Repentant 

Guilt02 Guilty 

Guilt03 Blameworthy 

Empathy01 Warm-hearted 

Empathy02 Moving  

Empathy03 Emotional 

Gratitude01 Grateful  

Gratitude02 Thankful 

Gratitude03 Appreciative  

 

Ego-focused Emotions442 (1 = not at all / 5 = extremely) 

Pride01 Proud 

Pride02 Confident 

Pride03 Excited 

Anger01 Enraged 

Anger02 Angry  

Anger03 Mad 

Joy01 Delighted 

Joy02 Happy 

Joy03 Joyful  

 

                                                 
440 Combination between Singelis 1994, p. 585; and short version: D’Amico; Scrima 2016, p. 167–168. 
441 Guilt items: Kim; Johnson 2013a, p. 84; and Izard 1977, p. 126; Empathy items: Aaker; Williams 1998, p. 

245; Gratitude items: Batra; Holbrook 1990, p. 22. 
442 Pride items: Kim; Johnson 2013a, p. 84; and Aaker; Williams 1998, p. 245; Anger and Joy items: Izard 1977, 

p. 126; and Richins 1997, p. 134. 
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Appendix 2: Questionnaire – German Version 

All questionnaire items are from pre-used studies. Please find the source in the respective 
headline. 

Individualismus443 (1 = stimme gar nicht zu / 7 = stimme voll zu) 

I01 Ich arbeite gerne in Situationen, in denen ich mit anderen konkurriere. 

I02/Ind05 Ich genieße es, in vielerlei Hinsicht einzigartig und anders als andere zu sein. 

I03 Ich mache oft „mein eigenes Ding“. 

I04 Der Wettbewerb ist das Gesetz der Natur. 

I05 Ich bin ein einzigartiges Individuum. 

I06 Ohne Wettbewerb ist eine gute Gesellschaft nicht möglich. 

 

Kollektivismus444 (1 = stimme gar nicht zu / 7 = stimme voll zu) 

C01 
Meine Zufriedenheit ist abhängig von der Zufriedenheit meiner Familie und meiner 
Freunde. 

C02/Inter02 
Ich würde tun, was meiner Familie gefallen würde, auch wenn ich diese Tätigkeit 
verabscheue.  

C03/Inter03 Normalerweise opfere ich mein Eigeninteresse zum Wohle meiner Gruppe. 

C04 Das Wohlbefinden meiner Mitstudenten ist mir wichtig. 

C05 Wenn ein Mitstudent einen Preis bekommt, würde ich mich stolz fühlen. 

C06 
Ich würde eine Aktivität opfern, die ich sehr genieße, wenn meine Familie sie nicht 
gutheißen würde. 

 

Self-construal / Interdependent445 (1 = stimme gar nicht zu / 7 = stimme voll zu) 

Inter01 Es ist mir wichtig, in der Gruppe, in der ich bin, die Harmonie aufrechtzuerhalten. 

C02/Inter02 
Ich würde tun, was meiner Familie gefallen würde, auch wenn ich diese Tätigkeit 
verabscheue. 

C03/Inter03 Normalerweise opfere ich mein Eigeninteresse zum Wohle meiner Gruppe. 

Inter04 Meine Beziehungen zu anderen sind mir wichtiger als mein eigenes Vorankommen. 

Inter05 Es ist mir wichtig, von der Gruppe getroffenen Entscheidungen zu respektieren. 

Inter06 
Ich werde in einer Gruppe bleiben, wenn sie mich braucht, auch wenn ich darin nicht 
glücklich bin. 

 

  

                                                 
443 Own german translation based on: Sivadas; Bruvold; Nelson 2008, p. 203. 
444 Own german translation based on: Sivadas; Bruvold; Nelson 2008, p. 203. 
445 Roeder 2003, p. 145. 
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Self-construal / Independent446 (1 = stimme gar nicht zu / 7 = stimme voll zu) 

Ind01 Ich sage lieber offen „Nein“, als zu riskieren, missverstanden zu werden. 

Ind02 Ich bin zu Hause und in der Universität dieselbe Person. 

Ind03 Ich verhalte mich immer gleich, egal mit wem ich zusammen bin. 

Ind04 Ich bin offen und ehrlich gegenüber Personen, die ich gerade kennengelernt habe. 

I02/Ind05 Ich mag es, einzigartig und in vielerlei Hinsicht von anderen verschieden zu sein. 

Ind06 Dass ich mich von anderen unterscheide, ist mir wichtig. 

 

Other-focused Emotionen447 (1 = überhaupt nicht / 5 = extrem) 

Guilt01 Reuevoll 

Guilt02 Schuldig 

Guilt03 Tadelnswert 

Empathy01 Warmherzig 

Empathy02 Rührend 

Empathy03 Emotional 

Gratitude01 Dankerfüllt  

Gratitude02 Dankbar 

Gratitude03 Anerkennend  

 

Ego-focused Emotionen448 (1 = überhaupt nicht / 5 = extrem) 

Pride01 Stolz 

Pride02 Selbstsicher 

Pride03 Aufgeregt 

Anger01 Gereizt 

Anger02 Verärgert 

Anger03 Genervt 

Joy01 Freudig 

Joy02 Fröhlich 

Joy03 Glücklich 

 

                                                 
446 Roeder 2003, p. 145. 
447 Guilt and Gratitude items: Brandenburg; Backhaus 2015, p. 302; and Renaud; Unz 2006, p. 71; Empathy 

items: own translation based on Aaker; Williams 1998, p. 245. 
448 Pride, Anger and Joy items: Brandenburg; Backhaus 2015, p. 302. 
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Appendix 3: Classification of Groups and Representativity of Sample Group 

Classification of Groups according to the Hofstede Score 

Group 1 Group 2 
Individualism (score ≥ 50) Hofstede 

Score 
Collectivism (score < 50) Hofstede 

Score Country / Nationality Country / Nationality 
Austria 55 South Korea 18 
Germany 67 North Korea N/A 
Switzerland 68 India 48 
Liechtenstein N/A China 20 
USA 91 Japan 44 
France 71 Uzbekistan N/A 
Norway 69 Indonesia 14 
Sweden 71 Vietnam 20 
Lithuania 60 Kazakhstan 20 
Spain 51 Philippines 32 
Australia 90 Mongolia N/A 
Netherlands 80 Bangladesh 20 
  Thailand 20 
  Singapore 20 
  Russia 39 
  Bulgaria 30 
  Brazil 38 
  Kenya 25 
  Portugal 27 
  Mexico 30 
  El Salvador 19 
  Morocco 46 
  Ukraine 25 
N/A = not available 

Table 11: Classification of Complete Sample Group 

Source: Own table based on Hofstede’s Country Comparison – Individualism Score.449 

 

 

 

 

 

 

 

                                                 
449 Cf. “Hofstede Insights - Country Comparison” 2020. 
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Sample Group Representativity Evaluation: 

Figure 11 (next page) shows the major universities’ demographic data in the sample group: 
SolBridge International School of Business and the University of Applied Sciences Vorarl-
berg (FH Vorarlberg). In addition, SPSS data is also included to create a comparison basis 
between the data from the universities and the data from the sample group. As the ques-
tionnaire did not include any measures to determine if the participant studies at FH Vorarl-
berg or SolBridge, it is impossible to separate all students in terms of their home university 
entirely. Hence the decision was made to only focus on nationality. As a result, the assump-
tion was made that those with Austrian nationality are enrolled at FH Vorarlberg, and par-
ticipants enrolled at SolBridge have South Korean nationality.  

The idea of this line-up is to check if the sample group is representative as most of the 
students who participated studied either at SolBridge or FH Vorarlberg. The gender ratio of 
the South Koran participants and the data from SolBridge are very similar (almost 50:50). 
In addition, the gender ratio of the Austrian participants indicates that more women partici-
pated (64%) compared to the actual distribution at FH Vorarlberg (females 48%, males 
52%), which shows a slightly different distribution. 

In terms of nationalities, the sample group is relatively representative if one only look Austria 
and South Korea. Not surprisingly, the evaluation of the study program shows that the dis-
tribution of South Korea matches the actual situation at the university, as all participants are 
enrolled in a Business / Economics program. Compared to that, the distribution of the Aus-
trian students is not equivalent to the actual distribution, as most of the participants pursue 
a Business / Economics program, and the actual distribution at the FH is more diverse. The 
share of students per study type is more or less similar to the existing distribution within 
both universities. However, a significant limitation of the South Korean sample is that only 
bachelor`s degree students received the survey and not all students at SolBridge. 

The average age of the Austrian and South Korean participants is very representative as 
both actual distributions are almost equal. Summing up, the comparison shows that the 
South Korean sample group is slightly more representative than the Austrian sample group. 
However, both groups are not optimal and do not represent the whole sample group used 
within this thesis. In addition, the author already determined in chapter 3.2.1 “Sample 
Group” that the sample group will only represent a convenient sample.  
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Figure 11: Demographic Data SolBridge and FH Vorarlberg 

Source: Own figure based on facts from SolBridge450, FH Vorarlberg451, and SPSS.  

                                                 
450 Data directly received from Prof. Dr. Taylan Urkmez; Data only from students from bachelor’s program be-

cause the survey was only sent to them. 
451 Cf. “Studierende an der FH Vorarlberg / Zahlen & Daten” 2020; Average Age of students in Austria from 

Bundesministerium für Bildung, Wissenschaft und Forschung 2020, p. 35. 
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Appendix 4: Cronbach’s alpha detailed Results 

Table 12: Cronbach’s Alpha Emotions per Campaign 

Source: Own table based on the evaluation results. 

 

Self-construal α 

F1_Inter Sacrifice own interest .681 

F2_Inter Respect / Harmony of the group .678 

F1_Ind Same person / being direct .692 

F2_Ind Independent self / no misunderstandings .483 

Table 13: Cronbach’s Alpha Self Construal 

Source: Own table based on the evaluation results. 

 

Individualism / Collectivism α 

F1_I Competition .756 

F2_I Individual .579 

F1_C Family / Group .673 

F2_C Fellow Students .598 

Table 14: Cronbach’s Alpha Individualism / Collectivism 

Source: Own table based on the evaluation results. 

 

 

 

 

 

 

 

 

Patagonia α TOMs α Dove α RED α 
Guilt .775 Guilt .772 Guilt .725 Guilt .698 
Empathy    .757 Empathy .778 Empathy .831 Empathy .852 
Gratitude .815 Gratitude .866 Gratitude .897 Gratitude .914 
Joy .875 Joy .883 Joy .919 Joy .918 
Anger .852 Anger .888 Anger .898 Anger .913 
Pride .728 Pride .802 Pride .828 Pride .828 
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Appendix 5: Factor Analysis detailed Results 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 12: Factor Analysis Interdependent Self 

Source: SPSS 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 13: Factor Analysis Independent Self 

Source: SPSS 

  

Factor 1: Sacrifice own interest 
Factor 2: Respect / Harmony of the group 

Factor 1: Same person / being direct 
Factor 2: Independent Self / no misun-
derstandings 



- 97 - 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 14: Factor Analysis Individualism 

Source: SPSS 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 15: Factor Analysis Collectivism 

Source: SPSS 

 

Factor 1: Family / Group 
Factor 2: Fellow Students 

Factor 1: Competition 
Factor 2: Individual 
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Appendix 6: Kendall’s-Tau-b Test detailed Results 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 16: Kendall’s Tau-b Ego-focused Emotions Patagonia and IndType_02 
Source: SPSS 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 17: Kendall’s Tau-b Ego-focused Emotions TOMs and IndType_02 

Source: SPSS 
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Figure 18: Kendall’s Tau-b Ego-focused Emotions Dove and IndType_02 

Source: SPSS 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 19: Kendall’s Tau-b Ego-focused Emotions RED and IndType_02 

Source: SPSS 
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Figure 20: Kendall’s Tau-b Ego-focused Emotions Patagonia and IndType_01 
Source: SPSS 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 21: Kendall’s Tau-b Ego-focused Emotions TOMs and IndType_01 

Source: SPSS  
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Figure 22: Kendall’s Tau-b Ego-focused Emotions Dove and IndType_01 

Source: SPSS 

Figure 23: Kendall’s Tau-b Ego-focused Emotions RED and IndType_01 

Source: SPSS 
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Figure 24: Kendall’s Tau-b Ego-focused Emotions Patagonia and InterType_02 

Source: SPSS 

 

 

Figure 25: Kendall’s Tau-b Ego-focused Emotions TOMs and InterType_02 

Source: SPSS 
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Figure 26: Kendall’s Tau-b Ego-focused Emotions Dove and InterType_02 
Source: SPSS 

 
Figure 27: Kendall’s Tau-b Ego-focused Emotions RED and InterType_02 

Source: SPSS 
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Appendix 7: t Test detailed Results 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 28: t Test Results Patagonia Emotions and Nationality 

Source: SPSS 
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Figure 29: t Test Results Patagonia Emotions and Country Of Living 

Source: SPSS 
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Figure 30: t Test Results Dove Emotions and Nationality 

Source: SPSS 
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Figure 31: t Test Results Dove Emotions and Country Of Living 

Source: SPSS 
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Figure 32: t Test Results TOMs Emotions and Country Of Living 

Source: SPSS 
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Figure 33: t Test Results TOMs Emotions and Nationality 

Source: SPSS  
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Figure 34: t Test Results RED Emotions and Country Of Living 

Source: SPSS 
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Figure 35: t Test Results RED Emotions and Nationality 

Source: SPSS 
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Appendix 8: Correspondence Tables Free Associations Results 
 

Figure 36: Correspondence Tables Free Associations Patagonia 

Source: SPSS 
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Figure 37: Correspondence Tables Free Associations Dove 

Source: SPSS 
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Figure 38: Correspondence Tables Free Associations TOMs 

Source: SPSS 
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Figure 39: Correspondence Tables Free Associations RED 

Source: SPSS 
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The Figure 15 below shows all four campaigns and the respective categories. The num-
bers illustrate how often each group mentioned an association within the respective asso-
ciation category. For instance, the DACH region mentioned 161x an association in regard 
to Positive Feeling / Hopeful while looking at the Patagonia CRM campaign. 

 

Table 15: Free Association Categories Frequency Overview 

Source: SPSS  
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Appendix 9: Advertisements (Visuals) 

 

 
 
 
 
 
 
 
 
 
 

 

 

 
 

Figure 40: Ad Visual Patagonia / Individualism  

Source: Creative Kuma452 

 

 

 

 

 

 

 

 

 

 
 
Figure 41: Ad Visual TOMs / Collectivism 

Source: Our Good Brands Website453 

                                                 
452 “Print Advertising Campaign - Patagonia” 2021. 
453 Ourgoodbrands 2018. 
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Figure 42: Ad Visual Dove / Individualism 

Source: Dove Website454 

 

 
Figure 43: Ad Visual (RED) / Collectivism 

Source: Behance Website455 

  

                                                 
454 “Discover the Dove differences” n. y. 
455 Behance 2019. 
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Appendix 10: Further details on CRM and Emotions 

More details on the Pampers® example (linking to chapter 2.2 “CRM”): 

Pampers® is one of the largest corporate donors of UNICEF, and it has achieved to show 
continues “year-to-year growth for Procter & Gamble’s brand even in its toughest mar-
kets”.456 According to Scott et al., the success of the CRM initiative is based on four factors. 
First, “the promise was simple, the messaging clear, and the outcome accountable”.457 Of-
ten consumers are skeptical if companies can achieve specific promises. They created the 
“1 pack = 1 vaccine” initiative, which seemed feasible and believable. It was a measure that 
was transparent to calculate. Second, UNICEF is a solid non-for-profit name that helped the 
CRM initiative automatically gain a better reputation. Research showed that UNICEF had a 
strong reputation similar to other global brands, and people worldwide demanded social 
qualities that UNICEF conveyed. Third, the cause-brand-fit also helped to boost the CRM 
program. In mature markets such as the disposable diaper market, it is often costly to inno-
vate products. Hence companies must create features that are difficult to imitate and stand 
out from the crowd.458 “Both Pampers and UNICEF are dedicated to the well-being of chil-
dren, so their brands were aligned in terms of core essence.”459 Four, they created a cam-
paign that fosters sympathy between the different groups, and both share similar experi-
ences – childbirth can include complications and risks. The overall goal is to keep the 
mother and the baby safe. Therefore, the customer can relate to the cause. Pampers® 

achieved to be socially responsible by “doing well by doing good” and had the advantage 
of growing sales and stable shareholder returns at the same time. 460 Further, the “increased 
sales from an improved competitive position covered the cost of the vaccine” – which re-
sulted in a win-win situation for both Pampers® and UNICEF.461 

More details on Brand-Cause-Fit (linking to chapter 2.2.2 “Success Factors of CRM”): 

Also, Lafferty mentions that if consumers perceive a high degree of similarity between prod-
uct and purpose, it will result in a high fit.462 In addition, Singh et al. mention that consumer 
skepticism level is higher when the brand-cause-fit does not fit. 463 Stumpf and Teufl suggest 
that a high cause-brand fit helps the company to achieve a successful CRM campaign; 
however, a “too” high brand-cause fit might also cause mistrust and lead to the assumption 
that the company is exploiting the NPO. Further, the brand-cause fit, the product, and its 
value concepts should align with the cause to increase the creditability of the campaign.464 

Low-involvement products such as fast-moving consumer goods (FMCG) are often a part 
of CRM campaigns and are also traditionally linked to conditioned consumers. FMCG are 
often used due to lower purchase risks and mass branding opportunities. Thus, many com-
panies focus on FMCG and consequently on conditioned consumers within their CRM cam-

                                                 
456 Scott; Dolan; Johnstone-Louis 2011. 
457 Scott; Dolan; Johnstone-Louis 2011. 
458 Cf. Scott; Dolan; Johnstone-Louis 2011. 
459 Scott; Dolan; Johnstone-Louis 2011. 
460 Cf. Scott; Dolan; Johnstone-Louis 2011. 
461 Scott; Dolan; Johnstone-Louis 2011. 
462 Cf. Lafferty 2009, p. 371. 
463 Cf. Singh; Kristensen; Villaseñor 2009, p. 314. 
464 Cf. Stumpf; Teufl 2014, p. 37–39. 
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paigns. Interestingly, this leads to the conclusion that the success of CRM campaigns de-
pends on customer evaluations and attitudes that are available on the market and are pri-
marily product-related.465 Hamiln and Wilson also mention that there might be some con-
traction “within both the academic and commercial CRM literature” regarding the relevance 
of the cause-brand-fit.466  

Secondary Emotions (linking to chapter 2.3.3 “Basic Emotions”): 

The definition of basic emotions (also known as primary emotions) raises the question of 
other conceptualizations which were not classified as primary – secondary emotions. 

Typical secondary emotions include love, disapproval, contempt, aggressiveness, or awe 
and are created if two basic emotions co-occur. Plutchik created a model (see Figure 44) 
to show how emotions are related to each other, and it works similarly to a color wheel. That 
means that the primary emotions can be mixed with one other emotion to create different 
emotions.467 In more detail, the “C” in Figure 44 indicates that parallel occurrence of primary 
emotions leads to a conflict. Primary emotions close to each other only create a minor con-
flict and are referred to as primary dyads. For instance, the secondary emotion love is a 
synthesis of the primary emotions love and acceptance.468 

Further, secondary dyads occur if two pri-
mary emotions are combined that are not 
directly beside each other and are sepa-
rated by one intervening emotion, such as 
anger and joy lead to pride. The third dyad 
is related to combining primary emotions 
with two emotions between them, such as 
fear and disgust leading to shame.469 Com-
bining two opposite emotions (e.g., joy and 
sadness) indicates a high conflict potential 
that does not lead to a combination of emo-
tions but rather to a weakening or neutrali-
zation of the emotions.470  

 
Figure 44: Plutchik’s Wheel of Emotions 

Source: Copy from Plutchik471 

  

                                                 
465 Cf. Hamiln; Wilson 2004, p. 666–667. 
466 Hamiln; Wilson 2004, p. 667. 
467 Cf. Plutchik 1982, p. 540. 
468 Cf. Meyer; Schuetzwohl; Reisenzein 2003, p. 154. 
469 Cf. Bosch; Schiel; Winder 2007, p. 61. 
470 Cf. Plutchik 1980, p. 163. 
471 Cf. Plutchik 1982, p. 540. 
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Measuring Emotions and Ads (linking to chapter 2.3.4.1 “Emotions and Ads”): 

Advertising response measures are often created for labs which are often not practical for 
a survey as they are usually very long.472 Nevertheless, several researchers have devel-
oped suitable measures, such as Batra and Holbrook. They created 12 affective response 
scales that are tested and achieved reliability and validity.473 The affective response scale 
includes the following types: “activation, skepticism, anger, restful, bored, fear, desire, so-
cial affection, gratitude, sadness, and irritation”.474 

Also, Edell and Burke created their own set of measures of the “underlying dimensions of 
emotions” and created a 52-item measure. Further, they defined the induced emotions as 
upbeat feelings (e.g., cheerful, happy, or pleased), negative feelings (e.g., angry, bored, or 
irritated), and warm feelings (e.g., kind, moved, or peaceful). 475 Besides, Izard mentioned 
in his book the Differential Emotions Scale (DES), which was initially created to assess an 
emotional state and offers the ability to determine an “individual’s experience of fundamen-
tal emotions or combinations (patterns) of emotions”.476 The DES consists of ten different 
emotions (interest, enjoyment, surprise, distress, anger, disgust, contempt, fear, shame, 
and guilt) and three items describe each emotion. The DES can also be used to rate the 
frequency of emotions.477  

Importantly, all measures suggest that their limitations, such as neglecting important emo-
tions (e.g., love), incorporate emotion names that are not familiar for most consumers (e.g., 
brooding or sheepish) or confusing. 478 In addition, all measures mentioned are based on 
survey response scales. There are also other measures available, e.g., physical measure-
ment tools that focus on heartbeat, sweat.479 

 

                                                 
472 Cf. Richins 1997, p. 129. 
473 Cf. Batra; Holbrook 1990, p. 22. 
474 Batra; Holbrook 1990, p. 22. 
475 Cf. Edell; Chapman Burke 1987, p. 424; Richins 1997, p. 129. 
476 Izard 1977, p. 124. 
477 Cf. Izard 1977, p. 124–126. 
478 Cf. Richins 1997, p. 129. 
479 Cf. Menard et al. 2016. 
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