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Cause-related marketing uniquely integrates business objectives with social causes, thus simultaneously satisfying usual
consumer needs and moral considerations to support social campaigns. As cause-related marketing (CRM) becomes more
prevalent, companies will need to be more effective and efficient in launching cause-related marketing campaigns. Simply
having a cause-related marketing campaign was once sufficient to distinguish a company; increasing competitiveness in this
arena means that campaigns have to be more distinctive and pertinent to successfully gain a position against competitors.
While numerous studies have identified factors that influence consumer intention to purchase cause-related products, just a
few of them have examined moderating influences. Therefore, this study sought to identify factors that moderated the
influence of personal characteristics on the intention to purchase cause-related products. Data were obtained via online
surveys from 393 English speaking Lithuanian students. Linear regression and moderating impact analysis were used in
order to test seven hypotheses. Results confirmed that altruism, materialism and individualism have positive direct
relationships with the intention to purchase cause-related products; product type and guilt did not have a moderating effect
on those relationships, but cause involvement is an important moderator. These findings contribute to the theory of causerelated marketing by identifying moderators as being a specific type of personal characteristic (e.g., cause-involvement)
and ruling out others (e.g., guilt), or product type. Furthermore, these findings provide insights to marketing managers for
planning and positioning cause-related marketing campaigns by showing what factors amplify the effects of altruism,
materialism and individualism in this context.
Keywords: Cause-Related Product, Materialism, Individualism, Altruism, Cause Involvement, Guilt, Product Type.

Introduction
Partnering businesses with charitable activities is
increasingly common, and numerous companies are trying
to implement cause-related marketing (CRM) strategies to
improve sales and maintain favourable brand image (Barone
et al., 2007), enhance brand awareness, and differentiate
their products (Cheron et al., 2012). Furthermore, it is an
effective way for a company to add to its social
responsibility activities, as CRM is a philanthropic activity
when the companies donate money to a social cause with
every purchase (Chang, 2008; Lii & Lee, 2012).
As the use of CRM increases, companies need to have
knowledge of potential determinants influencing
consumer’s intention to purchase cause-related products, in
addition to product related factors influencing purchase
intentions (Chang, 2008). Despite the large number of
studies about variables influencing consumer’s intention to
purchase cause-related products, there are few about how
the personal characteristics of a consumer influence the
intention to purchase cause-related products. This research
gap is reiterated by a number of authors (Hyllegard et al.,
2010, Goldsmith & Clark, 2012; Bennett, 2003; Gupta &

Pirsch, 2006). Therefore, this paper concentrates on the
research problem – how certain personal characteristics
affect intention to purchase cause-related products, and
what factors exert a moderating influence on this
relationship. The study aims to disclose influence of the
personal
characteristics
(altruism,
materialism,
individualism) on the intention to purchase cause-related
products, and especially – to analyze the variables that
might have moderating impact on the above mentioned
factors.

Consumer Characteristics That Influence
Intention to Purchase Cause-Related Product
Numerous authors agree that consumer-related
characteristics have the major influence on general
consumer attitudes, which in turn determines their
involvement in cause-related marketing campaigns (Ross et
al., 1992; Bennett, 2003; Proenca & Pereira, 2008).
Consumer demographics (Hyllegard et al., 2010; Bennett,
2003; Cheron et al., 2012), lifestyle (Bigne-Alcaniz et al.,
2010), value-related characteristics (altruistic, hedonic,
utilitarian), materialism (Goldsmith & Clark, 2012; Bennett,
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2003), individualism (Cornwell & Coote, 2003; Bennett,
2003), trust (Till & Nowak, 2000) have been found to have
an influence on the consumer’s intention to purchase causerelated products; however, the studies show rather diverse
results (Proenca & Pereira, 2008; Strahilevitz & Myers,
1998).
Consumer demographics (mainly – age and gender) are
found to have large influence on general consumer attitudes,
and on their willingness to be involved in the cause-related
marketing campaign (Ross et al., 1992; Cheron et al., 2012;
Hyllegard et al., 2010, Barnes, 1992, Moosmayer &
Fulijahn 2010; Proença & Pereira, 2008).
Along with the other factors, value related
characteristics (such as hedonism, utilitarianism and
altruism) can influence consumer attitudes and purchasing
behaviour in general (Strahilevitz & Myers, 1998; Proença
& Pereira, 2008; Okada, 2005; Chang & Chen, 2009). Those
characteristics might define the specific motivation of
consumers to support social causes and will affect
participation in cause-related marketing campaign, as the
main purchase incentive (Strahilevitz & Myers, 1998).
More specifically, consumption of hedonic products
activates feeling of guilt, which pushes consumers to take
part in cause-related marketing campaigns (Subrahmanyan,
2004). Therefore, even though hedonic consumption is
generally linked with the personal desire for pleasure,
hedonic consumers more likely have positive intention to
purchase cause-related products (Arnold & Reynolds,
2003). Likewise, Proença & Pereira (2008) emphasize that
hedonic shopping motivations influence consumer attitudes
to support CRM campaigns, and their desire for social
responsibility is enhanced.
Conversely, utilitarian shopping does not directly affect
purchase intent in CRM situations. Utilitarian motivation is
oriented towards more practical satisfying of needs, and it
does not necessarily influence consumer’s intention to
purchase cause-related products (Strahilevitz & Myers,
1998). Therefore, in comparison to utilitarian consumption,
hedonic consumption enhances altruistic feelings and the
intention to purchase cause-related products is expressed
more strongly (Strahilevitz & Myers, 1998; Okada, 2005).
Altruism is considered to be a core variable which
moves consumers to support social causes, increasing their
intention to be more socially responsible members of
society. Webb & Mohr (1998) emphasize that consumers
get double benefit while purchasing cause-related products,
as the product fulfils the functional needs for which they
bought the product, and the CRM campaign fulfils their
altruistic needs by helping a social cause. Strahilevitz &
Myers (1998) describe altruism as the consumption of a
“warm glow” and the process of buying internal satisfaction.
Whenever consumers are sure that a company has altruistic
desires while sponsoring a social cause, their desire to
support the social cause is much stronger and positive
attitudes arise in their mind regarding the sponsoring
organization (Gupta & Pirsch, 2006). Proença and Pereira
(2008) state that altruism is a pure source of motivation for
the consumers to be part of cause-related marketing
campaigns, as it makes them to feel psychologically
satisfied. According to Gupta & Pirsch (2006), when the
altruistic feelings are enhanced in consumer’s mind, they

make an individual more socially responsible, and they trust
the cause supporter (a company) more.
Trust has been considered as one of the most influential
factors in CRM and can have significant impact on the
individual’s intention to support the campaign (Webb &
Mohr, 1998). However, if the image of the sponsoring
company is negative, consumers might not trust company’s
pro-social behaviour to support the cause (Till & Nowak,
2000). According to Grau & Folse (2007), when consumers
are involved in the cause, they have better understanding of
the issues and it positively affects their trust level towards
the CRM campaign.
Numerous studies show that materialism is an important
personal characteristic that influences the consumer’s
consumption behaviour (Goldsmith & Clark, 2012).
Goldsmith & Clark (2012) describe materialism as a value
orientation to achieve material possessions and consequent
social acknowledgment. Likewise, Wymer & Samu (2009)
state that materialists consider their possessions and
acquisitions as being the most important assets in their life,
which makes them feel happy and satisfied. In addition,
Bennett (2003) states that materialists strive all the time to
accumulate products that have external symbolic value, so
they can enhance their social status. Therefore, the emphasis
on hedonic or utilitarian aspects in a CRM campaign (for
example, using products that are more of hedonic or of
utilitarian nature) might have the influence on a materialistic
consumer’s intention to participate in the cause-related
marketing campaign (Strahilevitz & Meyers, 1998).
Individuals with a high level of materialism have been found
to have positive attitudes towards the companies supporting
worthy social causes (Bennett, 2003). In addition,
materialists are considered to be more influenced and
attracted by the cause-related marketing campaign when the
brand is well-known, i.e. when they can relate their selfconcept with the brand image (Wymer & Samu, 2009).
Therefore materialists are expected to have higher level of
the positive response towards the cause-related marketing
campaign as they are looking for yet another way to impress
other society members (Bennett, 2003). Furthermore,
Wymer & Samu (2009) found that the individuals with
higher levels of the materialism respond to the cause-related
marketing campaign more positively than do individuals
with the lower levels of materialism. According to
Strahilevitz & Myers (1998), some materialistic people have
stronger feelings of guilt, which can affect their response to
the CRM campaign.
Individualism is understood as the core characteristic
influencing person’s general attitudes towards the society
and state that it shapes the self-concept of an individual
(Bennet, 2003). Individualists move forward according to
their own principles and they do not accept status quo, thus
people with the high level of individualism would have
positive attitudes towards the charities supporting personal
freedom of others. Bennet (2003) also points out that the
consumers with the high level of the individualism admire
cause-related campaigns that empower others to develop
different personal values and “make people to think”.
Whenever the main objective of a CRM campaign is clear,
and whenever it has a strong relationship with their personal
values, there will be higher response rate to the cause-
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related marketing campaign (Bennett, 2003). In addition,
Kim & Johnson (2013) state that people with high level of
individualism try to define themselves as unique members
of society with different mental attributes: values, traits,
motives, abilities and the motivation to be independent. If
these mental attributes match the aims of the CRM
campaign and/or values of the participating company,
individualists are likely to support the cause-related
marketing campaigns launched by this organization
(Cornwell & Coote, 2003). Hence, Kim & Johnson (2013)
clearly emphasize that the individualists have stronger
desire to support the CRM campaign when they are involved
in the social cause as it accentuates their feelings of
individuation.
However, while extant literature on consumer related
characteristics shows the importance of those characteristics
on consumer attitudes towards the cause-related marketing
campaigns, the influence of the altruism, materialism and
individualism on consumer’s intention to purchase causerelated products remains not fully explored (Goldsmith &
Clark, 2012; Bennett, 2003; Gupta & Pirsch, 2006).

Guilt, Cause Involvement and Product Type
Moral emotions influence consumer behaviour (Coulter
& Pinto, 1995; Cotte et al., 2005). In some cases, feeling of
the guilt (one of these moral emotions) is understood as a
cognitive variable that affects altruistic desire and enhances
willingness support cause-related marketing campaigns
(Proença & Pereira, 2008). There are various ways how the
feeling of guilt motivates people to be part of CRM
campaign. For example, Proença & Pereira (2008) consider
moral guilt as the result of not donating to charity and that
creates negative associations in consumer’s mind. Because
non-participation makes them feel that they are avoiding
social responsibility, this feeling of anticipated guilt makes
them respond to the CRM campaigns positively.
Consumption of hedonic products is also often followed by
the feeling of guilt, which motivates consumers to buy
cause-related products, in order to assuage the moral guilt
(Strahilevitz & Myers, 1998). Webb and Mohr (1998)
emphasize that consumers actively try to avoid negative
feelings/emotions (like guilt) after purchasing luxury
products. According to Proença & Pereira (2008) consumers
buy cause-related products more readily when they want to
overcome the feeling of guilt. Consequently, marketers may
develop their marketing message in a way that enhances
consumer feelings of guilt, and that increases sales (Burnett
& Lunsford, 1994). Kim & Johnson (2013) state that
individuals with the high level of guilt, have higher intention
to buy cause-related products, as they want to get rid of
guilt; in fact, guilt can be the key moral emotion influencing
consumer desire to be part of a cause-related marketing
campaign. In this sense, the influence of guilt is similar to
the influence of materialism, and this suggests that guilt and
materialism are highly correlated (Wymer & Samu, 2009).
Cause involvement also has been considered as the
important factor in CRM by influencing consumer attitudes
and purchasing decisions (Bigne-Alcaniz et al., 2010; Grau
& Folse, 2007; Hajjat, 2003; Trimble & Rifon, 2006).
Historically, personal involvement in the cause was
described as the degree to which personal interest was

awakened by the stimulus of a specific issue (Antil, 1984),
which is often based on personal interests and values
(Zaichkowsky, 1985). Whenever consumers are deeply
involved in a social cause, they have better understanding of
the issues and they process CRM messages more carefully,
which can enhance brand identity and image (Bigne-Alcaniz
et al., 2010). According to Grau & Folse (2007), consumers,
who are more involved with a social cause, are more likely
to participate in the cause-related marketing campaign. In
addition, highly cause involved individuals identify sponsor
brand much easier and their brand commitment is much
higher (Grau & Folse, 2007). Highly involved individuals
expect to make large donations to the social cause as it is
important to them (Hajjat, 2003). According to Grau &
Folse (2007) consumers more often donate to the social
causes connected to their personal lives and they consider
that connection as an important reason to donate. However,
consumers, who have low involvement in the social cause,
might support the CRM campaign if the partnering brand is
familiar to them, as they may want to enhance their
identification with the cause supporter brand (BigneAlcaniz et al., 2010). Companies understand the importance
of consumer involvement with the cause and they link their
CRM messaging with relevant partners in order to better
engage their target audience with the cause, and, through
that, with their brand.
The type of the product can also influence consumer
involvement in the cause-related marketing campaign
(Polonsky & Macdonalds, 1999; Chang, 2011; Chang &
Liu, 2012). Chang & Chen (2009) state that a CRM
campaign has more positive response from consumers when
the cause is linked with the luxury products, rather than with
the practical (necessity) products. A similar difference is
observed when products are categorised into hedonic and
utilitarian ones. Donation incentives are more efficient with
hedonic, frivolous, pleasure-oriented (luxury cars, cruises
and etc.) products than the practical and functional products
(refrigerators, vacuum cleaners, etc.) (Polonsky &
Macdonalds, 1999). Strahilevitz & Myers (1998) quantified
their observations regarding product types by noting that
around 51 % of the people participated in the survey stated
that they would prefer the brand supporting social causes,
while buying a “luxury” product. In contrast, only 36 % of
the respondents indicated a preference for the brand
promoting a charity while buying “practical” products. This
is reinforced by the observation that people are more likely
support a social cause when they are spending large sums of
money (Polonsky & Macdonalds, 1999). Similar differences
are seen in CRM participation when products are grouped
into conspicuous (ownership and consumption easily
noticed by public) and inconspicuous (ownership and
consumption not visible) (Wymer & Samu, 2009). Choices
of the conspicuous goods are more significantly influenced
by public or visible forces, while the choices of the
inconspicuous products influenced much less (Steenkamp et
al., 2003). This makes conspicuous products more suitable
for cause-related marketing campaigns as they enhance
social status and allow the buyers to be seen as socially
responsible members of society (Wymer & Samu, 2009). In
addition to that, Strahilevitz & Myers (1998) showed that
there is the bigger chance of consumers purchasing causerelated products when the product is purchased as a gift. In
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this case both the buyer of the charity-linked product and the
recipient of the gift feel accomplished by supporting the
social cause. According to Wymer & Samu (2009) causerelated product type and the price are two important
variables which can have a significant influence in CRM.
Chang & Liu (2012) determined that consumers are more
likely to choose a hedonic product offering a donation with
a complementary cause (fit). This differs from the
preference in case of a utilitarian product.
Summarising, the literature review suggest that guilt,
cause involvement and product type may have impact on
consumer behaviour in CRM. However, the way they
interact with other factors are not entirely clear, and that is
discussed next.

Research Methodology
Though studies on various aspects of altruism are
abundant, it has not been studied extensively in the context
of CRM campaigns, especially in the context of different
product types. However, product types were seen earlier to
generate different levels of participation in CRM campaigns
(Strahilevitz & Myers, 1998). The product type (e.g., luxury
and practical products) can moderate the link between the
altruism and purchase intention of a CRM product, because
the link is stronger for altruistic products. Therefore, these
hypotheses follow:
Hypothesis 1: The higher the consumer altruism the
higher the purchase intention towards cause-related
products.
Hypothesis 2: Altruism has stronger influence on
purchase intention toward cause-related products for
luxury products than for practical products.
Similarly, the literature review showed the underresearched link between materialism and intention to

purchase CRM products. As before, literature suggests a
moderating effect of materialism based on product types as
it outlined earlier (Strahilevitz & Myers, 1998; Goldsmith
& Clark, 2012). Materialism “works” in the context of the
CRM in conjunction with the guilt. Therefore, these
hypotheses follow:
Hypothesis 3: The higher the consumer materialism the
higher the purchase intention towards cause-related
products.
Hypothesis 4: The positive influence of consumer
materialism on the purchase intention towards causerelated products gets stronger with the increase of guilt.
Hypothesis 5: Materialism has stronger influence on
purchase intention towards cause-related products for
luxury products than for practical products.
Materialistic consumers are often considered to have
higher sense of individualism, as they strive to accumulate
things, which brings them personal satisfaction and they are
less influenced by circumstances (Goldsmith & Clark, 2012;
therefore, they are willing to base their behaviours on
personal principles and beliefs. Individualistic consumers
are likely to participate in cause-related marketing if it can
differentiate them from others; this should work
independent of product type. Therefore, these hypotheses
follow:
Hypothesis 6: The higher the consumer individualism
the higher the purchase intention towards cause-related
products.
Hypothesis 7: Individualism has a stronger positive
influence on purchase intention towards cause-related
products when consumers have higher cause involvement.
All these hypotheses are summarised in the research
model below (Figure 1).

Figure 1. Research model

Data was collected using an online survey and a nonprobability (i.e., convenience) sampling. The questionnaire
was sent to 742 Lithuanian students, 393 completed
questionnaires were collected and used for further analysis.
Non-response analysis showed no significant differences
between respondents and non-respondents.
The research questionnaire consisted of 6 main
constructs: altruism, materialism, individualism, guilt,

cause involvement and purchase intention. Altruism was
measured using 20-items Rushton et al. (1981) scale. 8items adapted Richins & Dawson (1992) scale was chosen
in order to measure materialism (Bakar et al., 2013).
Individualism was measured using 8-items Singelis et al.,
(1995) scale. Guilt was measured using 5-items Bakar et al.,
(2013) adapted guilt measurement scale from Steenhaut &
Van Kenhove (2006). In order to measure cause
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involvement, 4-items scale by Maheswaran & Meyers-Levy
(1990) was chosen. Grau & Folse (2007) adapted purchase
intention scale to make it more relevant for the buying
situation that involves cause-related marketing campaign.
Therefore, 3–item adapted scale by Grau & Folse (2007)
was used in research to measure consumer’s purchase
intention. In all instances, 7-point Likert scale was
employed.
In order to measure the product type, the statement “I
am more likely to support a cause-related marketing
campaign when I buy x” (Subrahmanyan, 2004), was
modified in a way that “x” indicated a choice between
luxury and necessity products.
All Cronbach alphas were higher than 0.6 (Downing,
2004), therefore all the constructs have been used for further
exploratory analysis (table 1).

Analysis
Linear regression was used to check the relationship and
variance between the main variables; the impact of
moderating variables was tested with PROCESS addition to
SPSS (Hayes & Preacher, 2014).
The linear regression was used to test H1, H3 and H6
hypothesis, in order to see the relationship between altruism,
materialism, individualism and intention to purchase causerelated products.
According the results of linear regression, F=70.609
and p=0.00 for ANOVA and R2 = 0.353, therefore model
was statistically significant. Furthermore, all variables
(altruism
(b=0.395)
materialism
(b=0.213)
and
individualism (b=0.115)) had positive significant impact on
the intention to purchase cause-related products. Results
showed that the impact of altruism was the strongest.
Therefore, H1, H3 and H6 hypothesis were supported.
In order to test H2, H4, H5 and H7 and to check the
moderator impact of the product type, cause involvement
and guilt on intention to purchase cause related products, the
PROCESS regression plug in was used (Hayes & Preacher,
2014).
First of all we tested the moderating impact of product
type on the relationship between altruism and intention to
purchase cause-related products. Moderation is shown up by
a significant interaction effect, and, according to the
PROCESS procedure, in this case the interaction was
insignificant, (b=-0.0489, 95 % CI [-0.3001, 0.2024], t=0.3826, p=0.7023). This means that the relationship
between altruism and intention to purchase cause-related
products is not moderated by the product type. Therefore,
H2 is rejected.
Next, H4 was tested to check for moderating impact of
guilt on the relationship between materialism and intention
to purchase cause-related products. Results show that the
interaction between guilt and materialism (b=0.0257, 95 %
CI [-0.0743, 0.1256], t=0.5054, p=0.6136) is not statistically
significant, indicating that the relationship between the
materialism and intention to purchase cause-related
products is not moderated by the guilt. H4 hypothesis was
rejected.
In addition to the above discussed results, the moderator
influence of the product type on the relationship between
materialism and intention to purchase cause-related

products was tested. Results show that the interaction
between product type and materialism (b=0.1496, 95 % CI
[-0.0834, 0.3827], t=1.2626, p=0.2075) is not statistically
significant, which means that the relationship between the
materialism and intention to purchase cause-related
products is not moderated by the product type. Therefore H5
hypothesis was rejected.
Finally, H7, checking the moderating influence of the
cause involvement on the relationship between
individualism and intention to purchase cause-related
products was tested. Results show that the interaction
between cause involvement and individualism (b=-0.1476,
95 % CI [-0.2767 -0.0184], t=-2.2465, p=0.0252) is
significant, which confirmed that individualism had positive
direct impact on the intention to purchase cause-related
products, when the moderating influence of the cause
involvement was considered. Therefore, H7 hypothesis was
confirmed. To interpret the moderation effect, conditional
effect analysis was performed. Results show that: 1) when
cause involvement is low, there is a significant positive
relationship between individualism and intention to
purchase cause-related products, b=0.3553, 95 % CI
[0.1433, 0.5672], t=3.2953, p=0.0011; 2) at the mean value
of cause involvement, there is a significant positive
relationship between individualism and intention to
purchase cause-related products, b=0.1927, 95 % CI
[0.0111, 0.3743], t=2.0867, p=0.0376; 3) when cause
involvement is high, there is a non-significant positive
relationship between individualism and intention to
purchase cause-related products, b=0.0302, 95 % CI [0.2178, 0.2782], t=0.2394, p=0.8109.
To sum up the testing of hypotheses, the statistical tests
allow confirming the hypotheses H1, H3, H6 and H7.
Table 1
Results of the Reliability Analysis
Variable

Cronbach’s alpha

Altruism
Materialism
Individualism
Product type
Cause involvement
Guilt

0.868
0.809
0.644
0.645
0.740

Note: N=393. Dependent variable: intention to purchase cause related
products.

Furthermore, altruism, individualism and materialism
had direct positive connection with consumer’s intention to
purchase cause-related products. Likewise, when altruism,
materialism and individualism were higher consumer’s
intention to purchase cause-related products was higher.
The moderating influence of cause involvement on the
relationship of the individualism and intention to purchase
cause-related products was confirmed. On the other hand,
H2, H4 and H5 hypotheses were rejected, as guilt and
product type did not impact the relationship of the
altruism/materialism and intention to purchase causerelated product

Discussion and Conclusions
The objective of this study was two-fold. First, the study
tested the influence of three personal characteristics
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(altruism, materialism, individualism) on intentions to
purchase cause-related products; of the three, only altruism
has received wider attention in research. The moderating
influence of these three personal variables on purchase
intentions has not been studied (Strahilevitz & Myers, 1998;
Goldsmith & Clark, 2012; Bennett, 2003; Proença &
Pereira; 2008). Second, literature suggested strong reasons
to expect product type, guilt and cause involvement to have
a moderating influence between the three characteristics and
purchase intention.
The first objective and related hypotheses were
confirmed; altruism, materialism and individualism have
positive influence on intention to purchase cause-related
products. The influence of the latter two is less strong than
in case of the altruism, but statistically significant. Together
the three factors explain more than one third of the total
variance, and this is the first important conclusion of this
study.
The analysis of moderation produced more conflicting
result. Rather surprisingly, the product type did not generate
its moderating influence on the two analysed relationships
(altruism → intention; and materialism → intention). This
requires further study as the literature review and
hypotheses development showed strong reasons to expect
these effects.
The moderating influence of guilt on the relation
between the materialism and intention was also not
significant. This is rather important observation regarding
the type of the relationship between the three factors, since
relation of guilt and materialism on intention to purchase
CRM products are confirmed by former studies (guilt) and
by both former and the current study (materialism). The

results of this study suggest looking for other type of
interaction between the variables.
The moderating influence of the cause involvement on
the relationship of individualism → intention was
confirmed, and this is a rather new insight on the studying
consumer behaviour in the CRM context, and can be used
in further studies as well as in developing managerial
insights. This can be considered as the second summarised
finding/conclusion of this study.
The contribution of this study towards CRM theory is
the exploration and partial confirmation of a variety of
moderation effects; in a field that primarily studied maineffects, this study shows a pathway that other disciplines
used to evolve towards interaction-effects based studies.
The contribution towards CRM management is that there
are specific person-based and product-type variables to
consider when designing campaigns. The pattern of
influence within the CRM context is as complex as, if not
more complex than, other consumption behaviours.
Therefore, campaign designs must move beyond an
expectation so simple.
This study has certain limitations. One of them is the
type (students) and scope (one country based) of the sample,
which does not allow broad generalizations. Another
limitation occurs from the design of the survey. Though it is
appropriate to get opinions of respondents without the
precisely describing the social cause, this may to some
extent impact results of the survey. It is likely that
respondents prefer concrete descriptions, and in future
studies spelling the specific characteristics of campaigns
will be suggested.
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