Lolady EYRYEN C)}’L..U :\7}:.5&5\ w.\.ﬁj‘ dasl> oo

Sl e Bils i)y By bl el asd BilaenaN1 5 (55 Bslomdl 3R ez W) w1 sl T U gl
eS| e 355

e ek bk 5T amd) sl o dos 1 ISTN !
https://political-encyclopedia.org/library/1779 :cqt Ly,

2025/05/05 08:52 +03  :313 zu¥! 7y

ot sl D g sl gzl s J o 1 e My U A5l 3l b sl 85l n & gl 5 sl
(Y e ) el LB s Bl 3 it Y1 ey el e e 5 g8l edell (s g

e Lol ¢Encyclopedla Political - bl 26 s sl Jym ol shaall e o 5ol
info@political-encyclopedia.org

Pl o1y by 5 Je laiilse a Encyclopedia Political - UM E P EF-SRE WP SN
https://political-encyclopedia.org/terms—of-use Sl o ama

MQ@OJJJJ‘UJWY‘)MJ‘}‘}“u}?r-vub')—\.ﬂ.é.“wv\.l“WL’"M@ywdw' \M&JM\
Lo Ul (s A oY) ¢ Lol dax ez y 1 Sl a8 Gaim by 5 b sts & ) 5 5o sl



https://journals.qou.edu/index.php/eqtsadia/index
https://journals.qou.edu/index.php/eqtsadia/index
https://political-encyclopedia.org/library/1779
mailto:info@political-encyclopedia.org
https://political-encyclopedia.org/terms-of-use
http://www.tcpdf.org

Journal of Al-Quds Open University for Administrative & Economic Research Aluaid¥lg duyls¥l digoel) dgiill Guadll dzols dlos

Vol. (6) - No. (16) - Desember 2021 £2021 Jg¥1 ooits - (16) sazdt - (6) st

B (529 s Lot | Allialt A ez ¥ | adigud| yi
hudady la 11 3 Aend Al
A9Su | 3 s 48 g () ok Agdfige sl
The Effect of the Social Motives, Collectivism and In-

dividualism, on the Response to Cause Related Mar-
keting Campaign:

Field Study on Syriatel Telecom Customers

Mohammad Jamil Ahmad Aljaafar yaand da IPCRPEY)
PhD. Student/ University of Aleppo/ Syria * i .t
Jamil2990@gmail.com L e dodis g ik
Suliman Saleem Ali 6 e iled
Professor/ University of Aleppo/ Syria ol e

Solma12@yahoo.com L g [l daals /) ¢3S0 A

Received: 26/ 11/ 2020, Accepted: 23/ 2/ 2021. 22021 /2 /23 :J 58 Fa 5 22020 /11 /26 ) f sl
DOI: 10.33977/1760-006-016-002 E-ISSN: 2410-3349
https: //journals.qou.edu/index.php/eqgtsadia P-ISSN: 2313-7592

25



22021 Jg¥1 0oits = (16) sadf = (6) sldt = dusluazd¥ly duyls¥! Gigomel) dmgidll puadll dzols dloe

factors.

Although the factors related to the campaign
itself play a role that cannot be overlooked, the social
motives of the recipients of this campaign are very
interesting and motivating to study.

This research mainly aims to know the impact of
social motives in response to cause-related marketing
and the nature of the relationship between these two
variables by adding two variables to the study: The
degree of participation as a modified variable and the
customer’s skepticism as intermediate variable.

The researchers reached many important results
by surveying the opinions of a purposive sample of
400 Syriatel Telecom customers in four major cities
exposed to the “Ward and Ghar” campaign launched
by Syriatel as a CRM campaign. The most notable
results were that collectivism influences the response
to cause-related marketing, skepticism mediates the
relationship between individualism and response, and
the degree of participation modifies the relationship
between collectivism and response, and in turn
mediates the relationship between individualism and
response.

The researchers recommended companies
wishing to implement cause-related marketing focus
on people who think with a collective mentality. Also,
to expand marketing campaigns related to different
and varied causes and establish programs to spread
and enhance awareness of the need for cooperation
and individualism by helping solve societal issues and
targeting customers with a unique mentality.

Keywords: Cause related marketing,
individualism, collectivism, skepticism, response.
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Abstract:

The customers’ responses to cause-related
marketing (CRM)I campaigns have changed. This
change has become one of the most important goals
that the company seeks by implementing any similar
campaign. It is an indicator of the campaign’s success
and a criterion for its efficiency, as a response
to marketing campaigns in general and CRM in
particular, which underlies several reasons and
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