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This study was conducted to develop a consumeernisgale for factors which
an effect on the tendency to participate in cawdated marketing campaigns.

After detailed analysis, a scale was developed fftldimensions. Scale asses

was donébased on a sample (h= 451) which was retained Inyenience samg
methodology. The analysis process is as followstaDanalysis and nor
distribution analysis for sample, explanatory facamalysis, reliability and vali
analysis for explanatoryactor analysis, confirmatory factor analysis, ity a
reliability analysis for confirmatory factor analigs and structural equa
modeling.
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JEL Codes:M31, M37, M38| according to the research, scale which was developentains factors as

follows: brand cause fit, masculinity / femininityncertainty avoidance,

: willingness to help others, individualism, causmilarity, brand image, brand
DOI: 10.15637/jlecon.240 | familiarity, and willingness to participate in camigns. This study aims to be a
base for future research related to the factorsolvhwere developed

1. INTRODUCTION

The aim of this study is to develop a scale by mieit@ng the factors that are
influential in terms of consumer purchasing behes/im the participating banking sector.
Cause Related Marketing (CM ) is closely relatecssnies such as consumer behavior, social
marketing, and consumer psychology. On the othedhsocial marketing activities are also
gaining importance for collecting such assistanod &ngaging the community. Social
marketing activities can have an important effecthe sense of awareness of the private
sector and individuals, and of promoting such @hpaigns. As mentioned by Stukas et al.
(2008: 959), it also contains many benefits thdtofo volunteerism. The increase in
volunteerism at the social level also leads toramease in social capital. In other words, the
increase of social capital contributes to the desseof crime rates, the decrease of loneliness,
the decrease of poverty, and the improvement aakpooblems. The increase in volunteer
activities can also benefit the environmental comityu In this study, a literature research
was carried out to form the basis for the scaleelbgment study, and an item pool was
established. Then, scale development work wasechout. Lastly, the results of the study
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were evaluated in terms of managerial effects, ténuf the study, and future research
opportunities.

2. LITERATURE REVIEW

According to Vardarajan and Menon (1988: 58), @at&elated Marketing (CM)
emerged as a new form of Corporate Social Respiitysibith the motivation to make profit-
oriented donations at the beginning of the 1980'ss generally known as the American
Express company's initiative (Liu, 2012: 243) ae fhist effective example of CM, with
regard to the statue of liberty in the United Staad the renovation of Ellis Island.Through
this program, American Express would spend 1 Agdity) for each credit card expense
transaction, and 1 dollar (US) for every creditdcaccount opened, to repair the island of
Ellis. As a result, 1.6 million US dollars were leated from this campaign. For this
campaign, the company also spent $ 6 million fongpotion.

2.1.Cause and Consumer I nteraction Dimensions

Cause awareness, like brand awareness, has besuabjeet of various researches in
terms of consumer involvement in CM activities. tBetn and Sujan (1987: 454) describe
awareness as the result of the knowledge that adetms in the consumer about a product or
cause over a certain period of time. Zdravkovialef2010: 151) state that the social problem
addressed in the CM activity which has been cardet] has a positive reputation in the
consumer.

2.2.Consumers Cultural Dimensions

The uncertainty avoidance variable relates to wdretin not a person feels confident
when faced with uncertain situations, and theseetgain situations are; original, unknown,
unexpected, and different compared to normal sdoatand should not be confused with risk
avoidance (Hofstede, 2011: 181). Individualism gedi to measure the extent to which
individuals are involved in the society. In soastiwhere the concept of individualism is
high, it can be said that individual interests godls are ahead of social interests and targets.
The fact that people feel themselves as either mbee of a group or as an individual,
constitutes the basic two extremes of the indexofdaing to Hofstede (2011), the variables
of Masculinity and Femininity are not individual thsocial variables. There is no difference
in social roles and emotional reactions in a sgcwhere femininity is heavily repressed.
Power Distance: It is about the acceptance of #®s lequitable distribution of power
(including the family) in a power-driven organizati and the extent to which it has an
expectation (www.asha.org). Long-term orientatiorshiort-term orientation focuses on
whether societies focus on the future with a pragnfacus, or with a traditional historical
approach to the past (www.Asha.org). A short-temermed society is focused on the past
and the present, keeping the tradition prelimin&lgwever, a long-term focused society is
more pragmatic and evaluates its relationshipsrdoogto the situation.

2

2.2.1. Consumers Psychographic Characteristics Dimensions

The sense of belonging is basically a matter ofas@sychology. The Alptekin (2011)
definition about the sense of belonging is briedly follows: "Belonging, which is a word
meaning 'relationship’, 'personality’, 'state dbbging’, is a concept that can be understood
by means of association. The direction of assariaten be any object, human, community,
ethnic group, or social categorization. The needcémnition is shown as a decisive factor in
the volunteer activities of people. The need famognition scale is a measure developed by
Cacioppo and Petty (1982) to determine the tendeh@eople to think about their level of
satisfaction. The concept of needing to know ankldan be considered as the enthusiasm and
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motivation that one hears about conceptual infoionatKerr and Das, 2013: 103; Cacioppo
et al.,, 1982: 116). The need for security is a &medntal aspect of Maslow's hierarchy of
needs. Maslow's hierarchy of needs theory is arghed human psychology that was
developed in 1943 by the American psychologist A Maslow and developed later
(Koltko-Riviera, 2006: 302). According to this haechy, mankind tries to meet the needs of a
higher level after meeting their basic needs. Masldiierarchy of needs requirements are
categorized as follows (Koltko-Riviera, 2006: 302):

Physiological needs (working to achieve essenfaléquirements),

Security needs (to provide security with orders anes),

Need for belonging, love, compassion (to estalgsbd relations with a group),
Need for prestige (recognition and achievement),

The need for self-fulfillment (realizing personaitential, giving an opinion).

gk

It is an inevitable fact that the tendency to helber people has an important
influence on volunteering activities. Whether ott tlee person's philanthropic tendency is
triggered, when, where, and in what circumstancas,be important elements in terms of the
tendency to participate in CM activities. In fattjs tendency, which is a topic of social
psychology, can also be a decisive factor in tesfifSM. According to Query (2006: 11), the
more people observe a social problem, the lespebple tend to help. In fact, when a person
feels good he becomes more inclined to help otffeedman et al., 1976). Thus, it can be
considered as a fact that cooperation and benefdeahaviors increase happiness.

2.2.2. Product Featur es Dimensions

Brand awareness is an important component conidpub the increase of brand
value by creating brand loyalty (Dlacic and Kezma@14: 121). Brand awareness can be3
defined as the ability of the consumer to recognoizéefine the brand (Fkin and Akat 2010:

2). A brand with high brand awareness has an impbmglace in creating a high brand image
(Keller, 1998: 299), as well as having a higherbatality of entering the consumer basket
during the purchasing phase than low brand awasefé®e brand image is basically related
to the personality of the brand, and it can be ipted that this perception of personality
created in the consumer in this frame, will affénet participation in the activities of the CM.
Brand personality can be defined as all of the huptaracteristics associated with the brand
(Aaker, 1997: 347). A brand is the customer expeegormed by the combination of images
and ideas in the consumer’'s mind; it is usuallyresged by a symbol consisting of a logo,
slogan, and design (www.AMA.org). The type of prodis handled differently, depending
on the purpose of the research in the various esudlucuk (2012: 127) describes it
according to consumption purposes and easily digtdhes four categories as convenience
goods, shopping goods, specialty goods, and unsaagds. While it is easy to meet the
basic needs of the convenience goods, it is negegsanake comparisons according to the
characteristics of the consumer products in th@ginmg goods.

2.2.3. Demographic Dimensions

In the study, it is desired to express how theddsmographic characteristics of the
consumer, dealt with by the title of demographi@relateristics, are related to consumer
participation. Age, gender, marital status, incdevel, and education level are considered as
main characteristics.
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3. ITEM GENERATION
3.1.Methodology

The research was conducted with explanatory relseaethodology. Churchill (1979)
has developed a well-recognized process in valid ezliable, multi-factorial studies
(Terblanche and Boshoff, 2006: 33). This procesasigollows: identifying the study area,
producing a questionnaire, conducting the experiaiesurvey, developing a scale-based
scale in the validity check and reliability assesstmand creating rules.

The entire population of the research is consuroees the age of 18 who have the
potential to use credit card or debit card productbanks. According to Yazicioglu and
Erdozan(2004), for a sample exceeding 10 million in96&6 confidence interval, 96 samples
with sampling error 0.10 and 384 samples with Gs@mpling error are sufficient. In the
study, the validity and reliability of the questiaire were checked with a pilot study of 105
people. Later on, in the 95% confidence interva, ¢ntire population of the survey was over
one million, so a survey of 451 people was madeidening a minimum of 384 people.

Data collection process was carried out by sendimgiestionnaire link prepared on
the internet. First of all, the questionnaire caned Kuwait Turk's campaign with KACUV
since April 2013 on April 23rd. In this campaignu¥eyt Turk donated a certain amount (1
TL, 0,5 TL) to KACUV as Kuveyt Tirk for each shoppi transaction made with Kuveyt
Turk Bank card and credit card for one week.

The survey method was used for convenience sampding people who reside in
Istanbul, over 18 years old, were surveyed. Survgtipnnaires were asked in the 5 Likert
scale, and a total of 92 survey questionnaires wangeted. In the research questions, the
following scale was given with the question: "5 vsry important, 1 is definitely not 4
important”, in the questions that ask: "5 compietgree, 1 absolutely disagree”.
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Table 3.1. Question Numbers and Dimensions

Dimension Question
Cause Awareness 5
Cause Importance 5
Tendency to Participate 5
Uncertainity Avoidance 5
Individualism 6
Masculinity 4

Power Distance

Sense of Belonging

5
4
Need for Cognition 4
4

Need for Security

Self Fulfilment 4

Having Good Relationships with| 4

Tendency to Help Others

Brand Awareness

Brand Cause fit

5

5
Brand Image 5
5
5

Product Type

Long Term / Short Term 6

Demographic Characteristics 6

Total Number 92

4. SCALE DEVELOPMENT

Firstly, the validity of the research structurendispensable for developing the scale.
According to Terblache and Boshoff (2006), Struagkiquation Modeling and Confirmatory
Factor Analysis are statistical measurement tdws flacilitate measurement of validity. The
Structural Equation Model, or shortly, SEM, prowsdan objective comparison of the
experimental model with a theoretical model. Acoogdto Terblache and Boshoff (2006),
SEM has two basic features: the first is to expras#ti-relational dependencies, the second
to describe the error measurement in the estimatiocess, and to represent the unobservable
situations in the relationship.

In this research, the scale development procesdbdms successfully carried out on
the basis of generally accepted scale developmdidators and processes.

4.1.Calculation

At this stage of the research, the statistical ymes necessary for scale development
was carried out with SPSS 22 and SPSS Amos agphsatThe data analysis and findings of
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the research were submitted under two main ph&sss.of all, data analysis and findings of
the preliminary study are shared after the dattyaisaand findings of the final study.

4.2.Preliminary Analysis Structure

A standard questionnaire of 102 persons remainted @iife removal of the items with
a standard deviation of "0" and no valid responsihé sample of 106 persons. The table with
the demographic information of the pilot study 62Ipersons is as follows.

When the sample of the pilot study was examinedp ®f the participants in the
sample of 102 persons were women and 43% were male.

In the second phase of the study, the kurtosisegahf the factor variables were
examined. With general acceptance, it is stateditlthere are small kurtosis values greater
than or equal to 1 or less than -2, they are vathas should not be followed by normal
distribution. Therefore, the related questions aoé clearly asked or are not explanatory
variables for research. Although there is no vabeve the criterion value of 10, these
records were monitored in the Explanatory Factoalpsis. After this study, Explanatory
Factor Analysis was carried out. Maximum Likelihoosas selected as the factor analysis
method, and the filter is set to take values greidtan 1 as the filter. As a rotation option,
Promax has been chosen because it is considereel #orelationship between them. KMO
and Bartlett sphericity were accepted as indicdtmrthe factorability test.

The KMO and Bartlett test result is as follows whka explanatory factor analysis is
run with all variables. As a result, no measuraigsult was obtained because the KMO
statistic was well below the 0.6 value. In thisesaboth the kurtosis and the correlation
coefficients are related to the variance of whatase by the variance looked at.

Table4.1. KMO ve Bartlett Sphericity Test Results

KMO Coefficient | ,419

Bartlett Chi Square 7723,294
Sphericity
Test Sd 3655

Sig ,000

According to Costello et al., The Communalities fioents are between 0.40 and
0.70 (2005). A value lower than 0.3 indicates tihat variable is probably not related to that
factor. The value of goodness fit in the first @laecas not significant.

In the pilot analysis study, after the removal afny variables, the KMO and Bartlett
test were found to give ultimately significant riksuFactor results were obtained with 32
variables in the final case. However, under thalfifactors, 8 question expressions were
added and re-added to provide at least 3 variabiés| Therefore, the questionnaire with 92
questions was reduced to 46 questions with 40 blagaand 6 demographic information
questions. As a result of the pilot study, religypibnd validity values were provided. KMO
and Bartlett test values are shown in the tablevoel
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Table 4.2. KMO ve Bartlett Sphericity Test Results

KMO 7124
Coefficient
Bartlett Chi Square| 2200,020
Sphericity Test
Sd 528
Sig ,000

On the other hand, the variance explained in &faatxceeded 60%, in total 9 factors
were formed. The alpha reliability values and loadlues for the factors are shown in the
following table. No cross load was observed. Theas no factor load below 0.3 for scale
validity (Convergent Validity). For the discrimintamalidity, which is the other criterion of
construct validity, the correlation matrix of facdois looked at. It was determined that all
relations were below 0.5 and there was no probksra result of the study, the questionnaire
was sent to a wider list of participants.

4.3.Factor Structure

After the removal of the items whose standard dmnavas equal to “0”, the surveys
of 364 people with valid responses remained. Thietaith the demographic information of
the study is as in Table 4.3.

Journal of Life Economics Cilt / Volume:5, Sayi / Issue:1, January 201841-



AKGUL & AKYOL / An Evaluation of Cause-Related Msakg and A Scale Development
Application

Table 4.3. Final Analysis Demografic Results

Statistics Number Percentage
Male 194 47%
Gender Female 170 53%
Grand Total 364 100%
Single 179 51%
Marital Status Married 185 49%
Grand Total 364 100%
19-24 93 25%
25-36 229 63%
Age
37-55 42 12%
Grand Total 364 100%
Elemantary 4 1%
Secondary 12 3%
Education Undergraduate 228 63%
Graduate 120 33%
Grand Total 364 100%
0-1000 59 16%
1001-3000 102 28%
3001-5000 105 29%
Net Personal Incomg¢
5001-10000 81 22%
10000 + 17 5%
Grand Total 364 100%
0-1000 7 2%
1001-3000 56 15%
Net Household 3001-5000 95 26%
Income 5001-10000 123 34%
10000 + 83 23%
Grand Total 364 100%

When the sample of the research was examined, 33%e garticipants in the 364-
person sample were male, and 47% were female.
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In the course of future research, the income vhrialill be divided into two separate
groups and the measurement invariance test wilpdréormed for factor analysis. In the
second phase of the study, the kurtosis valuesstamdiard deviations of the factor variables
were examined. Standard deviations vary from 0.t0ri the other hand, it is stated that the
general acceptance values greater than 1 or sntlaflar-2 should be monitored. However,
the kurtosis is accepted up to 10 (Hair et al.,030When if this case revealed, it means that
the related questions are not clearly asked onatrexplanatory variables for research.

It is seen that the variables of AO_3, AO_4, KEKE, 2, BK_1, BK_2, BK_3, YE_3,
YE_4, YE_5, MA_5, MI_1, MI_2 and MI_3 show the kosis properties. Although there is
no value above the criterion value of 10, thesendx will be followed in the Explanatory
Factor Analysis.

4.4.Explanatory Factor Analysis

Maximum Likelihood was selected as a factor analysethod, and the filter was set
to take eigen values larger than the value of LAtk et al., 2012: 266). As a rotation
option, Promax has been selected because theda®iconsidered to be interrelated. KMO
and Bartlett coefficients were accepted as indrsafor the factorability test. In addition,
correlation coefficients less than 0.3 were filter@ut in the first step due to the general
acceptance.

The KMO and Bartlett test result is as follows whba Explanatory Factor Analysis
is run with all variables. According to the resalte KMO was 0.898, well above 0.6. Since
the Bartlett test also yielded significant result®y problems were found in terms of
factorability. In this case, the results of KMO aBdrtlett sphericity test are in the following
table.
9

Table4.4. KMO ve Bartlett Sphericity Test Results

KMO ,898
Coefficient
Bartlett Chi Square 8627,940
Sphericity Test
Sd 780
Sig ,000

The Communalities coefficients are between 0.40 @a@, which is known as the
general acceptance, but the ratio of the totabwae to the common factors. For coherence, a
value less than 0.3 with the general acceptancieatas$ that the variable is probably not
related to that factor. Therefore, the Communaliiable has small values from 0.3. AB_2,
AO_5, AO_2 were found to be between 0.2 — 0.3. Hanethey have not been removed in
the first place since they are not on the listaairglings.

On the other hand, the variance explained in l@ofacexceeded 60%. In factor
analysis, the researcher chooses the number ohdiores that occur and goes to the number
of factors to reach a certain level of total expéal variance (Altugik et al., 2012: 266).
Thus, the variance explained in 10 factors was alibe accepted threshold of 60%. Table
4.5 shows the eigenvalues for the dimensions amdotial explanatory variance values. After
examining the described variance values, the fguattern matrix is looked at to see if the
factor loads have significant values and whethewy thave cross-correlations. As seen in
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Table 4.6, 10 factors were found to be well distidal apart from 3 variables. (KE_2, KE_1
and MA_2) were considered as variables to be exaanin

Table4.5. Eigen Values and Total Variance Explained

Initial Eigen
Values Extraction | Rotation
Factor Total % Variance | Cumulative% Total % Variance JCumulative % Total
1 11,207 28,017 28,017 5,810 14,526 14,526 7,709
2 3,660 9,149 37,166 5,845 14,613 29,139 7,673
3 2,673 6,684 43,849 3,334 8,334 37,473 5,302
4 2,166 5,416 49,265 2,082 5,205 42,678 7,113
5 1,685 4,214 53,479 1,235 3,089 45,766 3,258
6 1,607 4,017 57,496 1,772 4,429 50,195 3,408
7 1,368 3,421 60,917 1,147 2,866 53,062 4,697
8 1,257 3,143 64,060 1,119 2,797 55,859 3,690
9 1,186 2,966 67,026 1,164 2,909 58,768 3,217
10 1,059 2,647 69,673 , 792 1,981 60,748 5,637 10
11 ,884 2,210 71,883 ,581 1,453 62,201 5,080
12 ,813 2,033 73,916 ,317 ,793 62,994 4,532

Besides, MA 2 is removed as a variable because lgfi alone. When MA 2 was
removed and run again for model factor analysistha& indicators were observed to give
good results. However, it was seen that the KE @ lWBE_1 variables showed a distinct
pattern. For this reason, the KE_2 variable, wiiak a higher kurtosis and a lower value of
load, was introduced in the first place. Howevance the KE_1 variable was not found to
have any factor, the KE_1 variable was also remoR&er removal of these variables, there
was improvement in communality indicators and fadt@adings. The KMO coefficient was
0.890 and the Bartlett Test gave significant ressi#tnally, it is seen that the MA_5 variable
is loaded in the MI factor group and is below &86,it is removed from the variable group.
Then, the alpha reliability coefficients of the @nming variable groups were examined. In the
latter case, the resulting factor structure anthalgeliability coefficients are shown in Table
4.6 below.

As seen in Table 4.6, the alpha reliability valegseeded the 0.6 threshold. On the
other hand, under each factor, at least 3 variableditions were fulfilled for 9 factors.
Participation tendency factor was significant whvariables. It has been accepted as
exceptional because it has been found that therfé&madings of the Participation tendency
are close to 1 value. No factor load was foundwé@ for a total of 10 factors.
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Table4.6. Factor Pattern Matrix, Load Values and Alpha Ritiels

Cronbach’
Alfa

0,841

0,946

0,780

0,761

0,775

0,776

0,915

0,780

0,834

0,659

1

2

3

4

5

6

7

8

10

MB_2

,93(

MB_3

917

MB_5

,911

MB_1

,802

MB_4

, 767

AB_5

,90%

AB_4

728

AB_3

,66€

AB_2

A48

BH_6

779

BH_5

, 748

BH_2

,645

BH_1

,55¢

EK_3

EK_1

EK_2

EK_4

YE_4

YE_5

YE_3

BK_2

,891

BK_3

,646
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BK_1

AO 3

AO_4

,643

AO_5

,336

AO_2

,32(

MA_3

,956

MA_1

,636

MA_4

,625

KE_4

,989

KE_3

,813

After not having any problems with the reliabiliof the study, the scale validity
(Convergent Validity) and the discriminant validif§structural Validity), which are two
criteria of construction validity, were examinedrRhe validity of the scale, factor matrix
was checked for small factor load from 0.3, andprablems were found. For discriminant
validity, the inter-factorial relationships wereaemined after it was found that there were no
cross-overs. In the Factor Correlation Matrix Taplable 4.7), factor associations can be

seen.

Table4.7: Factor Correlation Matrix

IFaCtor 1 2 3 4 5 6 7 8 9 10

1 1,00( ,614 ,319 ,35] ,289 ,164 ,114 ,06% ATE ,514
2 ,614 1,00¢ ,194 ,394 ,299 ,337 ,143 ,14( ,584 ,50
3 ,314 ,196 1,00 ,24( ,079 ,067 ,119 ,194 ,161 ,199
4 ,35] ,399 ,24( 1,00( ,32( ,334 ,259 ,234 ,404 ,389
5 ,28¢ ,299 ,074 ,32( 1,00( ,219 ,129 ,044 ,281 ,263
6 ,164 ,333 ,061 ,338 ,219 1,00( ,385 ,514 ,454 274
7 ,11( ,147 ,119 ,2538 ,124 ,384 1,00( 423 ,25¢ 274
8 ,067 ,144 ,194 ,234 ,044 ,514 423 1,00( ,252 ,201
9 AT ,588 ,161 ,404 ,28] ,459 ,259 ,25 1,00( ,57(
10 ,51( ,504 ,199 ,38 ,26 274 271 ,20] ,57( 1,00

When the factor correlation matrix is examinedisitseen that the majority of the
relations among the factors are changed betweer 0.8. In this case, it follows the basic
threshold values sought in factor analysis (Akunet al., 2012: 266).
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4.5.Confirmatory Factor Analysis

In the final structure formed by Explanatory Fackaralysis, 10 factor groups were
formed. The Confirmatory Factor Analysis in thisidt was conducted as a result of
analyzing the 10-factor structure obtained in Emptary Factor Analysis by SPSS AMOS
application. Once the draft model has been gerdgrdtes run in the AMOS program for the
Confirmatory Factor Analysis test. After the neeegsstatistics for the analysis have been
selected, the minimization history, standardizetineges, and modification indices are
selected as output options. The modeled view ofstaedardized results is shown in Figure

4.1.
Figure 4.1. CFA Model Result
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It was observed that standardized estimates wemsistent with the Explanatory
Factor Analysis, and that the dimension relatiointhe variables were at or above 0.7 in the
mean.

When the covariance values for the inter-dimendioektions are examined, it is
determined that they are reasonable values beldw O.

In the next stage, model fit and other statistivaldel output for the indicators are
discussed. In the first place, it was observed ttheimodification indicators did not need any

change for covariance, variance, and regressiofifideats. The key indicators of the
Confirmatory Factor Analysis model fit are foundTiable 4.8 below.
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Table4.8. CFA Model Fit Indicators

Application

CMIN
Model NPAR CMIN DF P CMIN/DF
Default Model 152 743,484 514 0 1,446
Saturated Model 666 0 0
Independence model 36 7811,237 630 0 12,399
RMR, GFI
Model RMR GFlI AGFI PGFI
Default Model 0,043 0,901 0,872 0,696
Saturated Model 0 1
Independence model 0,309 0,272 0,23 0,257
Baseline Comparisons
Model NFI RFI IFI TLI
CFI
Default Model Deltal rhol Delta2 rho2
Saturated Model 0,905 0,883 0,969 0,961 0,968
Independence model 1 1 1
Model 0 0 0 0 0
Parsimony-Adjusted
M easur es
Model PRATIO PNFI PCFI
Default Model 0,816 0,738 0,79
Saturated Model 0 0 0
Independence model 1 0 0
NCP
Model NCP LO 90 HI 90
Default Model 229,484 160,898 306,073
Saturated Model 0 0 0
Independence model 7181,237 6899,65 7469,281
FMIN
Model FMIN FO LO 90 HI 90
Default Model 2,048 0,632 0,443 0,843
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Saturated Model 0 0 0 0
Independence model 21,519 19,783 19,007 20,577
RMSEA
Model RMSEA LO 90 HI 90 PCLOSE
Default Model 0,035 0,029 0,041 1
Independence model 0,177 0,174 0,181 0
AlC
Model AIC BCC BIC CAIC
Default Model 1047,484 1081,987 1639,852| 1791,852
Saturated Model 1332 1483,178 3927,504| 4593,504
Independence model 7883,237 7891,409 8023,535| 8059,535
ECVI
Model ECVI LO 90 HI 90 MECVI
Default Model 2,886 2,697 3,097 2,981
Saturated Model 3,669 3,669 3,669 4,086
Independence model 21,717 20,941 22,51 21,739
HOELTER

HOELTER HOELTER
Model

.05 .01

Model 278 289
Independence model 33 34

The CMIN / DF value is considered to be an accdetablue between 1 and 3. The
realized CMIN / DF value was 1.446. This test isnathod that makes the chi-square
dependent on the sample size, which is obtained free fraction of the chi-square's degree
of freedom.

It can be considered that the CFl (Comparativdrigiex) value is 0.95 or more. This
test compares the compatibility of the current nhadéh the correlation of latent variables
and the correspondence of the null hypothesis madeth ignores covariance. The realized
CFl value was 0.956.

It can be assumed that the Root Mean Square Ré$RIMSEA) value is below 0.06.
As this value approaches 0, it is understood thattested model shows better fit. The
realized RMSEA value was 0.035. On the other hahne,value of pclose should not be
significant. Taking a value of 1 has not becomaiicant.

Goodness of Fit Index (GFI) can be considered tover 0.9. The GFI shows the
general amount of covariance between the obseraedbles calculated in the default model.
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The realized GFI value was 0.901.The chi squaraevaf the model is over 0.5, which is
acceptable and meaningful as in Table 4.9.

Table4.9. CFA Model Chi Square Results

Minimum Was Achieved

Chi Square = 743,484

Df =514

PL =,000

On the other hand, the construct validity is lookédhe Convergent Validity values.
The results of the validity of the scale are saernhe Table 4.10. Correlation matrix and
regression weights are examined for scale validitlye importance, individualism, and
masculinity factors gave a high degree of validithile the average variance explained
values (AVE) gave a moderate validity result andecd over 0.5. On the other hand, the
combined reliability (CR) values exceeded 0.7. Thaximum shared squared Variance
(MSV) and the average shared variance (ASV) value® also found to be smaller than the
total variance explained. Another indicator to laikoefore the Structural Equation Model is
the multiple linearity indicator. It is acceptabbat the VIF values between dimensions in the
same factor group are smaller than 3. It was olesetivat all of the VIF values were smaller
than 3 in the study conducted.

16
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Table4.10: CFA Scale Validity Results

Uncer Partici
Brand | Brand | Brand | Cause | Indivi Tende | tainity | Cause | pation
_Caus | _Awar | Imag | _Awar | dualis | Mascu | ncy_to | _Avoi | _Impo | _Tend
CR | AVE MSV ASV e Fit enes e enes m linity _Help | dance | rtance | ency
Brand_C | 0,84
ause Fit 9 0,655 0,465 0,215 0,809
Brand_A | 0,94
wareness | 8 0,786 0,448 0,162 0,565 0,886
Brand_| 0,89
mage 4 0,680 | 0,465 | 0,186 | 0,682 | 0,669 | 0,825
Cause A | 0,79
wareness | 4 0,503 | 0,099 | 0,039 | 0,188 | 0,315 | 0,212 | 0,709
Individu | 0,78
alism 2 0,474 0,222 0,124 0,471 0,378 0,419 0,243 0,689
Masculin | 0,78
ity 2 0,476 0,110 0,059 0,318 0,280 0,297 0,095 0,332 0,690
Tendenc | 0,85
y_Help 6 0,671 | 0,333 | 0,222 | 0,458 | 0,165 | 0,321 | 0,059 | 0,307 | 0,216 | 0,819
Uncert_
Avoidan | 0,77
ce 1 0,530 0,250 0,086 0,313 0,098 0,151 0,097 0,273 0,136 0,445 0,728
Cause |
mportan | 0,70
ce 4 0,398 0,333 0,106 0,314 0,165 0,212 0,222 0,271 0,085 0,577 0,500 0,631
Participa
tion_Ten | 0,91
dency 6 0,845 0,389 0,167 0,624 0,552 0,531 0,208 0,403 0,268 0,290 0,301 0,267 0,919




4.6.Structural Equation Modelling

For the Structural Equation Model, the final da&t and the research model were
constructed in parallel with the control variablisthe first place, variables are related due to
the correlation between control variables. Aftenmmg the model, we looked at the
regression weights and found that gender affeetsrtbdel in terms of compliance, so it was
removed from the model. Later, hypotheses were ddrnm the framework of Structural
Equation Model. The generated hypotheses are shovwmigure 4.2. The details of these
hypotheses are as follows:

H1: Brand Cause Fit has an affect on the tendempgtticipate campaign.

H2: The Cause Importance has an affect on the teyde participate campaign.
H3: Uncertainty avoidance has an effect on thedraog to participate campaign.
H4: The tendency to help others has an affect enghdency to participate campaign.
H5: Masculinity has an affect on the tendency tdigipate campaign.

H6: Individualism has an affect on the tendencpadicipate campaign.

H7: Cause awareness has an affect on the tendepeyticipate campaign.

H8: The brand image has an affect on the tendenpwiticipate campaign.

H9: The brand awareness has an affect on the tepdemparticipate campaign.
H10: The level of education has an affect on tineléacy to participate campaign.
H11: Age level has an affect on the tendency ttigpate campaign.

H12: Marital status has an affect on the tendeagatticipate campaign.

Figure 4.2. SME for Participation Tendency

Brand Caus Fit

Cause Importance LB <

[ Uncertainity -l
LAvoidance | » Participation
™ | 2| Tendency

B e s

[ Tendency to |
Help Others J
]

"M.ascullmty

[ 0] _—— 7 |E12
Individualism - - P ) 1
) - L HS g f < [u: —|Marital Statu%

Cause Awareness _ 1 HS | > ) i

Brand Image }

:Educabon:

Brand Awareness |

As a result, the resulting Structural Equation Magl@s shown in Figure 4.3 below. It
was seen that the fit values of the model gavelés@&red results again.
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Figure 4.3. SME for Participation Tendency Results

The correlation coefficients and significance rgsirfior the model are given in Table
4.11 below. As seen in this Table, 4 factors seehave a significant regression coefficient.

Table4.11. SME Correlation Coefficients

Factor Explanation

Brand Cause Fit
Cause Importance
Uncgrtainity
Tendency to Help
Masculinity
Individualism
Cause Awareness
Brand Image
Brand Awareness
Marital Status
Age

Education

Std.Regressionp

Coefficient
0,621 0
-0,096 0,128
0,15 0,004
-0,012 0,841
0,137 0,006
0,052 0,296
0,04 0,919
-0,124 0,039
-0,057 0,292
-0,063 0,178
-0,013 0,783
0,01 0,807

Is

Dependent

Significant? = Variable

Yes

No

Yes

No

Yes

No

No

Yes

No

No

No

No

Participation
Tendency

19
Hipothesis Result

H1: Yes
H2: No
H3: Yes
H4: No
H5: Yes
H6: No
H7: No
H8: Yes
H9: No
H10: No
H11: No

H12: No

As seen in the figure, Brand Cause Fit (0,62), Mhasity (0,14), Uncertainty
Avoidance (0,15), and Brand Image (0,12) correfatioefficients are greater than 0.1 as an
absolute value. In other words, it can be said ithata moderate effect. However, as can be
seen from the table, it can only be said that braadse fit, uncertainty avoidance,
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masculinity, and brand image have a direct effecthe 95% confidence interval. The Ho
hypothesis was developed to show that there isifferehce between the groups for the test
of the measurement invariance as a result of thactbral Equation Model. For the
hypothesis Ho, the hypothesis "there is no sigaificdifference in the 95% confidence
interval between income groups for the factors éecg to participate relationship™ was
developed. As a result, the Ho hypothesis was ejetted. The results of the hypothesis test
are given in Table 4.12.

Table4.12. SEM Measurement Invariance Test Results

Low_Income High_Income

Estimation P| Estimation P z-stat
Participation_Tendency <+ Brand_Cause_[Fit 0,738,000 0,913 0,009 0,84y
Participation_Tendency <-+ Cause_lmportarnce -0,823,077 0,201| 0,556 1,358
Participation_Tendency <-+ Uncert_Avoidantce 0,320,000 0,024| 0,864 -1,765¢
Participation_Tendency <+ Tend_to_Help -0,008 40,9 -0,249| 0,205 -1,082
Participation_Tendency <+ Masculinity 0,109 0,041 0,257| 0,012 1,276
Participation_Tendency <+ Individualisin 0,074 @3] -0,064| 0,688 -0,788
Participation_Tendency <-+ Cause_Awarengss 0,0206620 -0,036| 0,596 -0,68%
Participation_Tendency <+ Brand_Image -0,240 6,01 -0,124| 0,496 0,55%

20

Participation_Tendency <-+ Brand_Awarengss -0,07@,205 -0,028| 0,774 0,40p
Participation_Tendency <+ Marital_Status -0,106 ,220 -0,080| 0,575 0,155
Participation_Tendency <+ Age -0,084 0,279 0,170,131 1,856*
Participation_Tendency <+ Educatign -0,0p0 0,761 0,161 | 0,164 1,355

5. DISCUSSION

In this study, a general evaluation of CM actigtibas been made, and a scale
development study has been carried out by detemgitiie effective factors in terms of
consumer purchasing behaviors. At the end of thdysta scale factor of 10 factors was
established. At the same time, a questionnaireprgsared on a 5 Likert Scale consisting of
36 questions. The factors that are the result efrésearch, play an important role in the
success of the campaign activities. Cause Awardmesemerged as a 4 variable factor. The
Cause Importance was the second factor obtainddamt variable structure. The Uncertainty
Avoidance was realized as the third factor withedable structure. The Individualism, which
is another from the cultural dimensions, emergedthas fourth factor with 4 variabled
structure. This result also shows that the rolé geople play in society has an important
place in CM campaigns. The Masculinity factor enedr@s the fifth factor of study with 4
variabled structures. The Tendency to Help Othenerged as the sixth factor, with 3
variabled structure. Brand Cause Fit has been ¢liensh factor obtained with 3 variabled
structure. Brand Awareness is the eighth factoaiakbt with 5 variabled structure. The Brand
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Image has been the ninth factor with 4 variabledcstire. The Tendency to Participate was
the last factor obtained with a 2 variable struetrthe study.

5.1. Research Limitations

In the CFA section of the study, only direct efleecn tendency to participate were
measured. As a result of this study, it has beemdothat Brand Cause fit, Uncertainty
Avoidance, and Masculinity factors are positive &ndnd Image has a negative direct effect.
Since the aim of this study was mainly to improwe tscale, no further studies were
conducted for indirect interactions.

One of the most important limitations of the reshas that a single campaign is taken
up at the same time and the sector is the banl@otpis Factors such as Cause Type and
Cause Geographical Scope could not be handled.handimitation of the study is that the
campaign being undertaken was carried out in thlkel fof participation banking. Similar
researches to be carried out in future periodsbeaconsidered in the retail, air transportation,
and technology sectors as well.

5.2.Future Resear ch Suggestions

As a result, a scale development study that ceshteethodically on the consumer in
this research has been completed successfully. ¥awebove limitations encountered
during the research have been elaborated; the#s fon further research mean new research
areas. On the other hand, the development of anctirssumer-centered scale to meet the
company / brand is also an important researchiarttee future. In other words, determining
what main factor the company should consider wrenymg out the CM activity, might be
another great research topic. In this way, an g¥fecmarketing strategy based on both
consumer and brand can be created. 21

5.3. Managerial Impacts

A detailed literature search at the beginning a ttudy showed that there is no
reliable and valid scale for CM. This study wasriear out in order to fill this gap and serve
as a basis for future work. It is also aimed to enakmanagerial contribution to the CM
activities, which is one of the most important ebmts of the value-based marketing
approach, also called marketing 3.0 recently. Bib#lh company and the consumer must
contribute to the transformation of the environme@he of these methods, in terms of
marketing, is the CM activities. CM considers tlensumer as an asset that is at the same
time a heart and soul, and must be integrated thieh society in which it is located.
Consumers will be actively involved in social triorsnation and positive environmental
change through communication channels such as aj@xgl technological facilities and
social media, as well as choosing products andcgerthat are reasonably suitable for their
needs and wants.

With the factors brought about by this study, itsveamed to increase the attraction of
CM activities by enhancing the efficiency of the Gtivities carried out. Therefore, from a
managerial point of view, the CM activity to beested must take these factors into account.
In particular, in order to create a synergy witke tause and brand interaction, it will be
necessary to increase awareness of the cause thamtlé¢o keep up with the brand cause fit.
On the other hand, the high correlation valuesrahth awareness and brand image attract
attention. In this case, it is necessary to havenkedge about the brand of the campaign.
Cause, importance factor has come to the foreaisrat dimension to be considered again. It is
also evident that it is important that the persoasdnot experience any personal experience or
interaction with the social problem or feel phyélicdistant from him.
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The cultural characteristics discussed in the rekeare also issues that should be
considered to provide reliable and valid resultsh@ ultimate analysis of the dimensions of
masculinity, individualism, and uncertainty avoidan A significant part of the cultural
dimensions is of great importance in terms of tiuel\sto give valid and reliable results as a
result of the research. In short, the desire tbdek-reliant, the role it plays in the societts i
contribution to society, its outlook, or its anfiation can be an important consumer insight
for the CM activities.

From the psychometric dimension in the survey,témelency to help others has also
become one of the dimensions that should be hamwdlida reliable and valid result in the
research. Naturally, appealing to the sense of Jmeece or triggering that emotion is an
important factor. However, most of the psychomepioperties did not yield valid and
reliable results, and gave a contrast to what wpscated.

22
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