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ABSTRACT

Objective: This paper examines the prosocial behaviour among Polish consumers of Generation Z.
The impact of cause-related marketing (CRM) campaigns on the purchase intention of Genera-
tion Z is studied within the framework of attribution theory and social identity theory.

Research Design & Methods: The research involved 407 individuals who participated in
a between-subjects experiment. The experiment had a 2x2x4 design, with factors including
product type (hedonic, utilitarian), donation magnitude (small, large) and cause category
(environment, health, human-being, animal-welfare). Nonparametric tests were employed to test
hypotheses.

Findings: The author finds empirical evidence that Polish Gen Z consumers are willing to
buy products linked with social causes. The study further demonstrates the positive effect of
consumer personality (attitude toward CRM, attitude toward helping and cause involvement) on
CRM participation. The result of this study also shows that there is no direct causal relationship
between the product type, cause category and donation size and the purchase intention of Gen Z.
Implications/Recommendations: Marketers should develop CRM campaigns linked with
causes that are preferred by Gen Z consumers. In relation to marketing communication,
successfully convincing them to purchase cause-related products involves a blend of authenticity
and transparency, tangible impact of CRM efforts, social media engagement, and collaboration
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with influencers who align with the cause and the values of Generation Z. It can strengthen their
altruistic motivation and favourable attitudes toward socially responsible initiatives.
Contribution: Little is known about the prosocial behaviour of Polish Gen Z consumers. This
study is intended to reduce this gap. The findings provide an understanding of the importance
of consumer-cause identification and attitudes in cause-related marketing campaigns targeting
Z consumers.

Article type: original article.
Keywords: Generation Z, cause-related marketing, purchase intention, prosocial behaviour.
JEL Classification: D01, D64, M31.

1. Introduction

Cause-related marketing (CRM) is a crucial strategic marketing tool, one that
allows a company to signal its social responsibility and to achieve economic objec-
tives through the participation of consumers in donations. Vrontis et al. (2020,
p- 594) state that CRM “is the business partnership of a for-profit company with
a nonprofit organisation to promote the former’s products and services and, at the
same time, raise funds for a worthy cause”. It links company charitable giving with
a consumer purchase of cause-related products to help a social cause. Buying such
products is a type of prosocial behaviour.

This article analyses the prosocial behaviour of Generation Z (those born
between 1995 and 2010). Casalegno, Candelo, and Santoro (2022, p. 1010) argue
that Gen Z is more concerned with environmental and social issues than previous
generations. Most studies on corporate social responsibility, including cause-related
marketing research, focus on the prosocial behaviour of Generation Y (born in the
years 1981-1995). However, little is known about how cause-related marketing
campaigns affect Generation Z’s purchase intentions, particularly in Poland. Thus,
this paper is intended to fill the gap.

The goal of the study is to determine the impact of CRM campaign elements
and the personality of Polish Gen Z consumers on their purchase intentions. To help
accomplish this goal, the following research questions were posed.

RQI: Do consumers of Gen Z show prosocial behaviour in the context of
a cause-related marketing campaign?

RQ2: Do CRM campaign characteristics — product type, donation size and
cause type — determine the willingness of Gen Z consumers to buy cause-related
products?

RQ3: Do Gen Z consumers’ psychographic characteristics — attitudes toward
CRM campaigns and toward helping others, as well as cause involvement — deter-
mine their willingness to buy cause-related products?
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The fundamental assumption of the study was that companies bear the cost of
donations to social causes. This is the case of costless CRM strategy: in purchasing
cause-related products, the buyer incurs no additional costs, expressed in the higher
price of such products.

2. Conceptual Background and Hypotheses
2.1. Theoretical Framework

To understand Gen Z consumers’ decision-making process regarding cause-
-related products, this study relies on attribution theory (AT) and social identity
theory (SIT). Attribution theory focuses on the question of how individuals explain
what they do. Attribution is defined as a psychological, cognitive process used to
identify the cause of a certain behaviour (Moharam, Elsamadicy & Negm, 2020,
p. 21). In the context of cause-related marketing, attribution theory provides
a conceptual basis for examining the attributions made by consumers to CRM
campaigns based on both internal (consumer characteristic) and external factors
(CRM campaign characteristics) to better understand consumers’ responses to
a CRM campaign (Kureshi & Thomas 2020, p. 500; Moharam, Elsamadicy &
Negm, 2020, p. 21). It is assumed that in the case of positive motivational attribution,
there will be a positive behavioural response to CRM initiatives.

Social identity theory holds that individuals identify themselves as a member
of a distinct social group, i.e. they place themselves in the same social environ-
ment (Tajfel & Tuner, 2004, p. 59; Moharam, Elsamadicy & Negm, 2020, p. 20).
Wong (2021, p. 391) argues that CSR initiatives influence the buying behaviour of
Z consumers, which results from their profile characteristics. Generation Z members
are socially aware and want to express their identity and belonging. Companies may
help them define themselves through socially responsible actions (Narayanan, 2022,
p- 907). Gen Z consumers share the values of corporate social responsibility and
are sensitive to environmental and social issues (Casalegno, Candelo & Santoro,
2022, p. 1011). As a result, they identify themselves with socially responsible organ-
isations and build their social identity by participating in cause-related marketing
campaigns.

2.2. Purchase Intention

Regarding the financial outcomes of cause-related marketing, purchase inten-
tions (PI) have been the focus of at least two studies (Lafferty & Edmondson, 2014;
Zhang et al., 2020). PI is defined as a willingness to buy a given product in the
future under certain conditions (Parengkuan, 2017, p. 11). It is expected that the
greater the purchase intention, the greater the likelihood the purchase will be made.
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Previous studies have presented a variety of independent variables that can
impact the effects of cause-related marketing on PI (Zhang et al., 2020; Fan
et al., 2022). Since Gen Z is environmentally and socially conscious, they are
concerned with the internal and external CSR practices of the firms (Stec-
-Rusiecka & Warminska, 2022, p. 72) from which they purchase goods. In this
context, it becomes important to determine whether Polish Gen Z consumers are
willing to buy a cause-related product. The following null hypothesis is proposed:

H1: Generation Z customers who were “likely” and who were “not likely” to
purchase cause-related products occur with probabilities of 0.500.

2.3. Product Type

An important consideration in cause-related marketing is the product. Various
products evoke different emotions, which accompany their purchase and use.
Hedonic products are related to pleasure-oriented consumption and are not
perceived in terms of “good choice” and *“value for money”. Utilitarian products, on
the other hand, are purchased for their functional characteristics to fill consumers’
functional, basic needs; and they are related to goal-oriented consumption (Strahi-
levitz & Myers, 1998, p. 436; Goldsmith & Yimin, 2014, p. 80).

Some studies suggested that charitable giving works better for hedonic products.
Linking such products with a charitable campaign is more effective due to the lower
price flexibility of hedonic products, pleasure, and the guilt of buying them, and
the “warm glow feeling” that comes with being prosocial (Strahilevitz & Myers,
1998; Strahilevitz, 1999; Chang & Chu, 2020). Other studies have recommended the
use of utilitarian products for cause-related campaigns. These can be linked with
monetary promotions and eastern culture, in which individuals prefer utilitarian to
hedonic products in CRM campaigns (Chandon, Wansink & Laurant, 2000; Fan
et al.,2022). It follows that the impact of the type of product on the effectiveness
of a cause-related marketing campaign is not unambiguous. Based on this, the
following null hypothesis is proposed:

H2: Product type does not significantly differentiate the purchasing intentions of
Gen Z consumers in relation to cause-related products.

2.4. Donation Magnitude

In a CRM campaign, donation size is defined as the amount of money a company
pays to support a social cause. Some research shows that it does not matter
how large the donation is to support the social cause (Vaidyanathan & Aggarwal,
2005; Barone, Norman & Miyazaki, 2007). One explanation for the lack of dona-
tion effects is the small difference between a low and high CRM donation amount
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(Bergkvist & Zhou, 2019). On the other hand, Moosmayer and Fulian (2010)
and Strahilevitz (1999) argue that larger donations suggest more favourable atti-
tudes towards a cause-related campaign than smaller ones, resulting in higher
consumer willingness to buy a product. A large donation is not always beneficial
and could have a negative impact on the consumer response to a CRM campaign.
This is mainly explained by consumer skepticism, resulting from the assessment
of the companies’ motives to engage in charitable actions (Tsiros & Irmak, 2020;
Chaabouni, Jridi & Bakini, 2021).

To summarise, studies show null, positive, and negative effects of increasing the
donation amount on the effectiveness of a CRM campaign. This leads us to propose
the following null hypothesis:

H3: Donation size does not significantly differentiate the purchasing intentions
of Gen Z consumers in relation to cause-related products.

2.5. Cause Type and Cause Involvement

In a cause-related marketing campaign, the social cause may stimulate
consumers to buy one brand, if it is valuable to them, instead of another. Most CRM
campaigns refer to environmental, health, human-being and animal-welfare-related
causes (Zhang et al., 2020, pp. 5-9). The relationship between the social cause cate-
gory and consumer behaviour is not unequivocal. Lafferty and Edmondson (2014,
p. 1458) found that the cause category does not differentiate consumers’” willingness
to buy cause-related products. However, Fan et al. (2022, p. 353) argued that a CRM
campaign should be linked with humanitarian rather than animal or environmental
causes.

Assuming the definition of Zaichkowsky’s (1985, p. 342) involvement, cause
involvement is defined as the level of importance a person attaches to the cause,
shaped by individual inherent needs, values, and interests. Given the personal nature
of social causes, consumers may perceive their causes differently, thereby differen-
tiating purchase intentions. Since most studies have confirmed that the greater the
consumer involvement with the cause, the greater the effectiveness of a cause-related
marketing campaign (Bester & Jere, 2012; Lafferty & Edmondson, 2014; Moharam,
Elsamadicy & Negm, 2020, p. 21), the following null hypotheses are proposed:

H4: Cause type does not significantly differentiate the purchasing intentions of
Gen Z consumers in relation to cause-related products.

HS5: Cause involvement does not significantly differentiate the purchasing inten-
tions of Gen Z consumers in relation to cause-related products.
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2.6. Attitude towards CRM Campaigns and Attitude towards Helping
Others

In cause-related marketing, attitudes are used as both an antecedent factor
and a consequence. In this study, they were placed as an antecedent and affective
construct. In affective understanding, attitude was defined as positive or negative
emotions toward cause-related marketing campaigns and charitable behaviour.

In general, consumer attitudes towards corporate social responsibility are posi-
tive (Boccia, Malgeri & Covino, 2019, pp. 98—103). Therefore, consumers’ favour-
able attitudes towards CRM and their positive impact on economic outcomes are
expected. This validates findings in the literature (Natarajan, Balasubramaniam
& Jublee, 2016; Rego & Hamilton, 2021). Both egoistic and altruistic values may
affect consumers’ willingness to buy cause-related products. Most studies confirm
that people who accept altruistic, self-transcendence values are more engaged in
prosocial behaviour expressed as the willingness to buy cause-related products than
individuals who value self-enhancement, self-interest value (Lee & Kim, 2016; Baek
et al., 2020). The following null hypotheses were tested:

H7: Attitudes towards the CRM campaign do not significantly differentiate the
purchasing intentions of Gen Z consumers.

HS: Attitudes towards helping others/a cause do not significantly differentiate
the purchasing intentions of Gen Z consumers.

3. Methodology

An explanatory study was utilised. It presents an experimental design related
to the intention to purchase a particular cause-related product. The study used
a scheme 2 x 2 x 4 (product type x donation size x cause type) control variable.
Two low-involvement and low-price items were selected. Chocolate praline was
chosen as a hedonic (frivolous) product, and toilet cleaner as a utilitarian (practical)
product. To determine the amount of the donation, the approach used by Vaidyana-
than and Aggarwal (2005) was followed. The small donation size and large donation
size were set at 6.3% and 12.5% of the regular price of both products, respectively.
The social causes selected for this research represent all categories of social issues
mentioned by Lafferty and Edmondson (2014). They were fitted with utilitarian
and hedonic products based on functional compliance with the selected products
(Table 1).

The target group of respondents were all members of Generation Z (age: 18-25).
A non-probability sampling procedure with a chain referral technique called
“the snowball” was applied. First, 40 university students in Poland completed ques-
tionnaires. They were then asked to distribute them among other students, relatives,
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acquaintances, or friends, all of whom belonged to Generation Z. As a result of
this procedure, 408 survey questionnaires were collected. After eliminating ques-
tionnaires that revealed dubious response patterns, 371 responses were included in
the present study. 67% of respondents were female, 54% were employed and 94%
of respondents had donated to charity in the previous year.

Table 1. Experiment Scheme

No. Ques- Product Product Product Donation Social Product
tionnaire Type Category Price Size Cause Cause Fit

1 0.70 natural

2 1.40 environment high

utilitarian | toilet cleaner 61?09 ? SIZ)erljln preservation

3 pert. 0.70 people with

4 1.40 diabetes low

5 1.30 hungry hich

. lg
6 . chocolate | 20.99 PLN 2.60 children
hedonic .
7 praline per 200 g 1.30 battered
8 230 animals low

Source: the author.

Each of the respondents received, at random, one of the eight questionnaires with
the scenario of the fictitious CRM campaign linked with a printed, product-oriented
advertisement and a set of questions. Fictitious brands were created to eliminate
respondents’ past and present experiences with a particular company and social
cause, which could have had an impact on the results. The participants in the study
were asked to provide their opinion on several statements. These concerned the
purchase intention of advertised cause-related products, the importance of the social
cause specified in the advertisement, the attitude toward cause-related marketing
and helping a cause, as well as the consumer’s experience of Generation Z in making
charitable contributions.

The various measures were compiled into a questionnaire. A five-item, seven-
-point Likert scale was used to measure purchase intention, based on Hou, Du and Li
(2008), and Vaidyanathan and Aggarwal (2005). Attitudes toward CRM campaigns
and toward helping were measured using a four/five-item, seven-point Likert scale
applied by Kropp, Holden and Levack (1999) and Webb, Green and Brashear (2000),
respectively. A five-item, seven-point, bipolar adjectival scale was used to measure
cause involvement (Grau & Folse, 2007).
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Table 2. Validity and Reliability of Measures

Factor | Loading

Factor Item . a CR AVE KMO
Loading | Average
Purchase purchase 1 0.717 0.837 0.893 0922 0.704 0.859
Intention purchase 2 0.831

purchase 3 0.876
purchase 4 0.872
purchase 5 0.888
Attitude toward |  attitude 1 0.848 0.837 0.856 0.954 0.805 0.892
CrM campaign | aiiude 2 | 0.835
attitude 3 0.889
attitude 4 0.777

Cause involvement 1 0.899 0.897 0.939 0.904 0.703 0.810
involvement

involvement 2 | 0916

involvement 3 | 0.896

involvement 4 | 0.920

involvement 5 |  0.855
Attitude toward | attitude H1 0.882 0.892 0912 0.939 0.795 0.854
helping others | 4itude H2 | 0.896
attitude H3 0.895
attitude H4 0.893

Notes: o — Cronbacha’s alpha, CR — composite reliability, AVE — average extracted variance,
KMO - Kaiser-Meyer-Olkin test for sampling adequacy; significance < 0.001.

Source: the author.

Data were analysed using SPSS software. The analysis procedures took place
in three stages. The first included an assessment of reliability and validity meas-
ures as well as sampling adequacy of the four constructs. Table 2 shows that all
the model variables exceeded the recommended minimum values (Shrestha, 2021,
pp. 5-6). Subsequently, the data were transformed for variables measured on
a semantic differential scale and a Likert-type scale. In this case, responses were
converted into nominal scales: declared favourable attitudes toward CRM (no/yes)
and cause importance (low/high). The median value was used to classify respond-
ents into these categories. The ultimate step was to examine the impact of CRM
campaign characteristics and the consumer’s personality on the purchase intention
of cause-related products. A series of non-parametric tests (NPT) was performed
to test null hypotheses. The NPT were selected based on the results of the Shapiro-
-Wilk normality test. In each case, the p-value for the independent variable is less
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than 0.001, indicating substantial evidence to reject the null hypothesis that the vari-
able adheres to a normal distribution.

4. Results and Discussion

A one-sample binomial test was conducted to assess the occurrence probabilities
of two categories within Generation Z: potential customers who are “likely” or “not
likely” to purchase cause-related products. The probability for both categories was
set at 0.500. The results of the test revealed a p-value of less than 0.001, leading
to the rejection of the null hypothesis (as indicated in Table 3). It was found that
cause-related marketing is an effective CSR tactic that resonates with Generation Z,
a fact that aligns with previous studies (Mall, 2022; Choudhary & Suresh, 2023).
The frequency distributions depicted in Figure 1 illustrate the percentage of cases
falling into each category of the variable. It is evident that among Generation Z
customers in Poland, 66% demonstrate a willingness to purchase cause-related
products. In comparison to findings from other studies, it is noteworthy that 89%
of Australian (Premack, 2018) and 92% of American Gen-Zers (Cone Communica-
tions, 2017) express a preference for buying from companies that support social and
environmental causes.

Table 3. Results of the One-sample Test

Categories of Gen Z Consumers n POr (ljls)f)rr\t/ieocil Pro;l)‘f)ittion Exaczfgﬁigance
Group 1 (purchase intention < 4) 126 0.34 0.50 <0.001
Group 2 (purchase intention > 4) 245 0.66
Total 371 1.00 - -

Source: the author.

The inclination towards prosocial behaviour among Generation Z aligns with the
social psychological perspective encapsulated by social identity theory, which holds
that individuals engage in such behaviour not only to maintain positive self-percep-
tions but also to establish their affiliation with distinct social groups.

The present study also examined the effect of design elements of CRM
campaigns on Gen Z consumer buying behaviour. Mann-Whitney U tests were
conducted to determine the impact of product type and donation size on the
purchase intention of cause-related products. The summary of the results for
the H2 and H3 hypothesis tests is presented in Table 4. The results show a non-
-significant difference between both the purchase intention of hedonic and utili-
tarian products (Z = 0.457, p = 0.648) and the purchase intention of cause-related
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products linked with a low and high donation (Z = -1.680, p = 0.093). The null
hypotheses are supported at a 5% significance level.

30.0
25.6
250 ]
216 22.1
20.0 183
% 15.0 —
10.0 —
67
50 4.3 .
1.3
0.0 T T T T T T
1 —1I strongly 2 3 4 5 6 7 —1 strongly
disagree agree

Fig. 1. Willingness to Buy Cause-related Product
Source: the author.

In other studies, some researchers recommend the use of utilitarian products,
while others state that cause-related marketing campaigns related to hedonic prod-
ucts are more effective (e.g. Strahilevitz, 1999; Chandon, Wansink & Laurant, 2000;
Chang & Chu, 2020; Fan et al., 2022; Patel, Thomas & Bhatt, 2023; Schamp et al.,
2023). In contrast to that research, the result of this study provides evidence that
there is no direct causal relationship between the type of product used in a campaign
and the purchase intentions of Gen Z. My findings are in line with research by
Silva et al. (2021), which shows that both frivolous and practical products impact the
purchase intention of cause-related products.

Table 4. Results of the Mann-Whitney U Test on the Effect of Product Type and Donation
Size on Purchase Intentions of Cause-related Products

Dependent Independent Mean Sum of Mann-
Variable Variable Rank Ranks |-Whitney U

Purchase product | utilitarian 182 188.54 |34,313.50| 16,737.50 | 0.457 0.648
intention tPe | hedonic | 189 | 183.53 [34,692.50
donation |  low 188 | 17698 [33.271.50| 15,50550 | —1.68 | 0.093
size high 183 | 19527 [35734.50

Source: the author.
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Studies have also explored the effect of donation size. Conventional wisdom
suggests that donation magnitude is one of the critical factors in a consumer’s
decision to buy a cause-related product (Strahilevitz, 1999; Hajjat, 2003; Kureshi
& Thomas, 2020). This study found that donation magnitude does not affect the
purchase intentions of Gen Z, contradicting the findings of Patel, Thomas and Bhatt
(2023). They revealed that smaller donation size (combined with vague donation
message-framing) would not appeal to Generation Z while buying CRM-linked
hedonic and utilitarian products.

The result of my research are also inconsistent with the findings of researchers
such as Gerhardsson, Bergh and Thongpitaks (2021), as well as Barone, Norman,
and Miyazaki (2007) and Vaidyanathan and Aggarwal (2005). A key explanation
for the lack of impact of both variables on purchase intentions is the strong environ-
mental and social sensitivity of Generation Z (Casalegno, Candelo & Santoro, 2022,
p. 1011). Its interest and commitment to social causes contribute to the demonstra-
tion of pro-social behaviour through the purchase of cause-related products, regard-
less of the donation or product associated with the CRM campaign.

Table 5 shows that the results of the study supported hypothesis 4. A Kruskal-
-Wallis H tested whether the category of the cause (environment, health, human-
-being and animal-welfare) influenced purchase intention. It revealed that there
is not a statistically significant difference in the dependent variable between the
different causes (y*(3) = 0.367, p = 0.9470). These results are consistent with the
studies of Lafferty and Edmondson (2014), who found that consumers considered
the cause category irrelevant when purchasing cause-related products.

Table 5. Results of Kruskal-Wallis H Test Differences in Purchase Intentions Related
to the Cause Category

Dependent Independent " Sumof | Average 5 daf
Variable Grouping Variable Ranks Rank x p
Purchase Cause: 371 - - 0.367 3 0.9470
Intention —natural environment | 99 18,685.00 188.74
preservation

— people with diabetes | 83 15,628.50 | 188.30

— hungry children 88 16,438.00 | 186.80

— battered animals 101 18,254.50 180.74

Source: the author.

To evaluate the effect of the Gen Z consumer’s personalities on purchase inten-
tion, Mann-Whitney U tests were utilised. The results indicate a significant differ-
ence in prosocial behaviour between group consumers who differ in their attitudes
towards cause-related marketing (Z = —7.888, p = 0.409), willingness to help others
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(Z=4916, p <0.001) and the importance of the social cause exposed in the CRM
campaign (Z = —6.963, p < 0.001). Because the p-value is less than the significance
level of 0.05, the null hypotheses (H6, H7 and HS) can be rejected, and the alter-
native hypotheses accepted. There is evidence of differences in purchase intention
between the groups compared. As Table 6 shows, consumers with a favourable
attitude towards CRM had a higher average rank of purchase intentions (216.24)
than consumers with unfavourable attitudes (125.02), as did consumers who accept
altruistic values (201.59) than consumers who do not (140.06) and consumers for
whom the social cause exposed in a CRM campaign is more important (218.11) than
less important (141.25).

Table 6. Results of the Mann-Whitney U Test on the Effect of Consumer Personality on Purchase
Intentions of Cause-related Products

Independent Variable Sumof | Average Mann-

Variable Group " Ranks Rank |-Whitney U z P
Declared favourable no 123 15,378.00 | 125.02 7,752.00 —7.888 0.000
attitude toward CRM | yeq 248 | 53,62800 | 216.24
Favourable attitudes no 94 13,166.00 | 140.06 | 8,701.00 4916 <0.001
toward helping others | o 277 | 55,840.00 | 201.59
Cause importance low 155 21,894.50 | 141.25 9,804.50 —-6.963 <0.001

high 216 | 47,111.50 | 218.11

Source: the author.

The results of this study were consistent with similar research: favourable atti-
tudes toward CSR, including CRM initiatives, lead to greater purchase intentions
among Gen Z consumers (Pandey, Chawla & Puri, 2020; Thomas, Bhatt & Patel,
2024). Studies also show that if customers are high in altruistic motivation, they
are more likely to give to charity for a cause. These findings also concurred with
other studies: consumer altruism is a key factor behind a CRM campaign’s success
(Wallace, Buil & Chernatony, 2017; Fan ef al., 2022).

Cause involvement is another factor that explains the purchase of cause-related
products. This result confirms the finding of Maceli and Zafuta (2022) and Shin,
Eastman and Li (2021) that Generation Z consumers are willing to buy products that
embody their values and are personally relevant to them. Other studies also suggest
that consumer response to a CRM campaign is more positive when the cause is
important to them (e.g. Gerhardsson, Bergh & Thongpitaks, 2021). According to the
social identity theory, to reinforce their self-concept, people will tend to be more
participative in CRM campaigns and have a more favourable opinion of the social
cause with which they identify. They may identify with different causes, so different
CRM campaigns can also evoke different behavioural attitudes (Silva et al., 2021).
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Lafferty and Edmondson (2014, p. 1455) argue that cause involvement is often
not the reason to donate to a worthy cause. In cause-related marketing campaigns,
the consumer focuses on the product, while the social cause may stimulate
a consumer to switch brands if it is worthy, but often the cause is not personally
relevant to the consumer. When there is no cause-brand alliance, the personal
importance of a cause plays a vital role in determining which cause will receive
a donation. An incongruent match between cause and brand can stimulate negative
associations and directly affect the evaluation of the alliance (Lafferty, Goldsmith
& Hult, 2004, p. 514). For my research here, fictitious brands were created to elim-
inate a respondent’s past and present experiences with a particular company. This
may explain the positive impact of cause involvement on Gen Z purchase intention.

5. Conclusions

This study makes an important contribution to the existing literature on the
impact of cause-related marketing on Gen Z buying behaviour in Poland.

The paper answers two main questions: first, whether Z consumers adopt proso-
cial attitudes and, second, how the design elements of a CRM campaign and the
personality traits of Gen Z differ in their impact on purchase intentions. Studies
have found that individuals belonging to this cohort value CSR activities and reward
responsible companies. Gen Z consumers in Poland want to engage in charitable
marketing initiatives by purchasing products from socially responsible companies.
The results suggest that neither the cause of the social cause nor the size of the dona-
tion had an impact on consumers’ purchasing intentions, providing a new perspec-
tive on the role of product type in cause-related marketing. It has been proven that
there is no direct causal relationship between the type of product used in a campaign
and the purchase intention of Gen Z. Studies also show that if the Z customers are
high on altruism and connected with the cause, and have a positive attitude toward
CRM initiatives, they are more likely to donate to a given cause.

Moharam, Elsamadicy and Negm (2020) argue that understanding target
customers is a crucial factor in a CRM strategy’s success. Members of Genera-
tion Z are increasingly considering their impact on society and the environment
when making decisions (Narayanan, 2022, p. 905; MiSOT Akademia, 2023). Thus,
cause-related marketing, which involves a company aligning with social and envi-
ronmental causes, stands as a compelling strategy for businesses targeting Gen Z
consumers. To effectively convince them to purchase products linked with a cause,
companies should adopt a purpose-driven approach, integrating CSR values with
Marketing 5.0 strategy, which meets the values of Z consumers. This strategy can
help build a strong image of a socially responsible brand, increase trust among
Generation Z and build a lasting connection as well as loyalty with this group of
socially responsible consumers.
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Gen Z is looking for brands that contribute positively to society and align with
their core values. Z consumers value authenticity and transparency in marketing
communication and measurable outcomes of a company’s activities (Reif ef al.,
2019; MiSOT Akademia, 2023; Neufeld-Wall, 2023, pp. 1, 41). Meeting these
expectations can effectively motivate Gen Z to participate in a CRM campaign.
In terms of attitudes toward a CRM campaign and altruistic motivation, previous
studies show that consumers can be skeptical about the true motives of companies
engaging in cause-related marketing (e.g., Chaabouni, Jridi & Bakini, 2021). Thus,
to overcome skepticism and effectively engage Gen Z in cause-related marketing,
marketers must assure the target market that their commitment to the given cause
is not merely superficial or opportunistic marketing ploys, but an integral part of
the charity embodied in their CSR strategy. Reaching consumers more successfully
requires the development of cause-related marketing campaigns linked with social
causes Gen Z consumers prefer. Educational campaigns that provide in-depth infor-
mation about a cause could be a good way to strengthen Gen Z’s altruistic motiva-
tion and favourable attitudes toward CRM as well as foster empathy and a deeper
connection to the cause.

Marketers should also highlight prosocial actions using clear communication
about supporting the cause, detailing their initiatives, and showcasing genuine
changes resulting from their CRM efforts and the participation of Gen Z, the digital
generation (Ismail, Nugroho & Rohayati, 2023, p. 123). It is the first to have grown
up with global connectivity, facilitated by smartphones, tablets, smartwatches
and heavy reliance on social media, which comes to us with powerful tools for
Marketing 5.0. These media constitute an integral part of Gen Z’s digital life along
with Internet connectivity (Maceli, 2022, p. 46; Dutt, 2023, p. 1339). Therefore, the
company should communicate with Gen Z through a social media platform, using
generated content that showcases its commitment to a cause and interactive proso-
cial campaign, and engaging influencers who espouse the values of Generation Z
and actively promote altruistic attitudes. This should enhance the reach and relia-
bility of CRM messages and create a sense of community around the common good
to make the world a better place.

The present study has limitations that should be considered in future studies.
Firstly, low-value and low-engagement products were used. Because product type
can impact CRM effectiveness, similar studies should be conducted with various
products to see their impact on Gen Z’s prosocial behaviour. Secondly, the results of
this study might be influenced by selected causes. When the cause is well known or
is of high importance to consumers, they have highly favourable attitudes towards
the CRM campaign, which can lead to the purchase of products supporting a social
cause. Thus, future research should consider other social issues. Another limitation
is the sample, which comes from a single country, potentially influencing the results.
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Other studies have shown that affective, volitional, and behavioural attitudes
toward CSR, including CRM practices, can differ from country to country. In this
case the collectivist nature of Poland may have influenced Generation Z consumers’
reactions to cause-related marketing campaigns. It would therefore be reasonable to
repeat these studies in other countries. Future studies could also compare different
cultures and contrast the effect of the design elements of a CRM campaign on Gen Z
purchase intentions. Finally, the results of the study could be influenced by donation
size. In this study, there were no significant differences in donation sizes linked
with the product used in a CRM campaign (6.3% vs. 12.5% of product prices).
Gerhardsson, Bergh, and Thongpitaks (2020) examined different donation levels
(0.13-32%; 1.88—67.5%; 2.5—40% of the price). They found that greater donation
amounts lead to more positive CRM participation intentions.
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