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Abstract
This thesis was written as part of the Msc E-Business and Digital
Marketing Program at the International Hellenic University by Kornilia
Fafa, under the supervision of Dr. Katerina Tzafilkou.
This research aims to explain what “Social Marketing” is, understand the
successful practices of the organizations that apply it, particularly
Innocent Drinks, but also identify the restrictions and obstacles these
companies may face.
More specifically, at the first part of this study, there are general
information about the term “social marketing”, the definitions that exist
and some ways that the specific marketing technique could be
implemented. Moving on, we examine a socially responsible company
“Innocent Drinks Inc.” that is based in the UK.
For our research we have implemented two different campaigns and
questionnaires and gathered replies from 30 participants for each
campaign. Qualitative analysis was conducted to measure
participant’s i) purchase intention ii)brand engagement iii)enjoyment
iv)attention v)boredom and vi)excitement. Following, thematic analysis
was applied to the gathered data from our sixty (60) questionnaires.
Our purpose was to prove that we had higher levels of positive
emotions on the social marketing campaign rather than the traditional
campaign. Brand engagement, enjoyment and purchase intention
were noticed to have positive effects on the participants while
watching the social marketing campaign, compared to the ones of
the traditional one. Whereas we could not prove any significant
difference for the perception of attention, boredom, and excitement.
Overall, this study provides some very useful information about social
marketing and the way that is perceived from our communities.
Keywords: Social Marketing, charity, Cause Related Marketing
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1. Introduction
Cause Related Marketing (CRM) is increasingly earning ground in the
global marketing field. Campaigns that connect consumption by
individuals to promote social issues, are acceptable not only by the
audience but also by the companies that except earning profits, are
interested in helping the ones in need.
People nowadays are increasingly interested in engaging with socially
sensitive issues through everyday acts of expenditure, such as buying
fair trade products, supporting international “diy” markets and
proceeding in purchases at charity shops that support charity
organizations. So, we observe that slowly but steadily, more and more
people are becoming responsible consumers. These responsible
consumers are acting as the “saviors” for the world’s increasingly
problematic issues, either human related or environmental.
It could be defined as “profit motivated giving” that connects the sales
of the products to charitable donations [36], this technique of
“corporate social responsibility” gives the possibility to benefit the
organization, a cause, and finally the consumers. Recently, we have
seen numerous strategies so that managers to differentiate their
programs. Many companies now, are seeking for consumer’s active
participation in their social marketing campaigns. For example,
Innocent Drinks Inc. asks from their loyal consumers to try knitting. This
campaign was really successful, and the company runs it every year.
But, it remains cloudy how consumers respond to these kind of acts.
Some of them really want to donate their time and efforts in order to
participate, but on the other hand, someone could say that these kinds
of acts could impact the company’s image, when the motives are
unclear or not stated in the right way.
The basis of our study is the emotions of the consumers along with the
user experience and the consumer engagement from the company’s
point of view. To try to reach some conclusions, in the first part of our
study, we have researched relevant literature that provided us with
useful details and knowledge for the social marketing field.
On the second part, we have researched the Innocent Drinks Inc.
organization, that is operating in the UK in the beverage sector. This
company practices very successfully social marketing campaigns, and
they are known for their charitable acts. This gave us useful practical
insights for this complex issue, that many other companies tried to
follow.
Continuing to the third part, we have gathered some very useful user
generated data through a survey and interviews that we have
conducted. The participants were asked to watch two Innocent’s
marketing campaigns, a traditional and a social marketing, and reply
6

to the questions that we asked. The purpose of these questions is to
mostly understand the differences of the two campaigns, regarding
the emotions that each campaign generated to the participants.
On the fourth part of our paper, we try to examine the data gathered
form our participants, using qualitative and quantitative methods and
of course using statistical analysis. Finally, at the last part, we try to
present the findings of our research, based on our analysis.

2. Literature Review
In this chapter, we will explore the bibliography and various
publications of the subject that interest us. This will be about the social
marketing and the ways that people’s behavior can be influenced in
order to act in a pro-social way.
The concept of marketing has enlarged. Marketing is no longer used
only as a tool for the financial gain of the owners of a commercial
company, or making the business more recognizable to the public.
Even though social marketing has surpassed the skepticism and critics
regarding of using the marketing tools and practices in other fields
except business, it still faces several challenges. Regarding to
Andreasen [1], these days, many marketing specialists and researchers
see Social Marketing as a chapter that worth investing more research
time and efforts, teaching and practice. The same author [1], also
refers to the attention that marketing has gained in several social areas
such as healthcare and education marketing. He also shares that
various writers believe that marketing, as a medium, could play a huge
role on society‘s social issues and problems [1]. Nonetheless, this impact
will be greatly compromised if the specific technological tools are not
applied correctly or if they are not suitable for these practices that they
are implemented. Finally, Andreasen also says that it is very important
to determine exactly the areas that social marketing ideas, practices
and concepts should be responsible for, in order to evaluate its
efficiency [1][2].
Social marketing is a relatively recent developed technique that aims
to introduce tools and ideas mostly used for mercantile purposes,
especially by business specialists, to advance social achievements that
avail individuals and community in general [3]. The main force that
fuels the emergence of social marketing theory and tools in several
areas, for other reasons except financial profit, is that properly
addressing social needs, might and should include the use of financial
or business marketing tools. This will increase the possibility to immerge
social issues and attract the attention, financing, practices and tools
that provide different solutions to them [3][2]. However, this might also
7

present the main problem [3]: Do social needs attract the same
amount of attention as commercial products do? This will be one of the
issues that we will try to decrystallize in this thesis.

2.1 Social marketing
Social marketing aims to solve important social problems for society,
plan, formulate and stimulate new social products. It is an institutional,
state-driven policy that affects public processes, acts according to the
public interests [4]. Social marketing is more oriented on social values
rather than on targeted activity carried out by a specific company.
Social marketing was developed as a new approach to achieve great
changes in population and to have a positive impact on people`s
health and well-being [5]. Consumers are motivated to perceive social
problems and change behavior through social marketing [6].
Generally, we could say that social marketing is a part of marketing
that deals with, primarily, to attempts funneled on changing behaviors
that will prevent injuries, improve health, protect the environment, and
contribute to the good of the communities.
Another definition from Bill Smith [7] is that Social marketing is a process
for creating, exchange information and delivering benefits, that the
target audience needs. The result is an audience behavior that
benefits society, without any financial gain to the marketer.
To simplify the previous definitions, social marketing is about influencing
behavior of the crowd. It could help people to eat better, to care
about the environment, to care about the people in need, to care
about their well being and their good health and much more. It is
about getting people to do something.

2.2 Differences between commercial and social marketing
The most important difference among them, is the type of product
promoted. In the commercial marketing, we need to sell products or
services. Whereas, in the social marketing, we need to promote a
desired behavior.
In the traditional business marketing, the primary goal is the financial
profit. On the other hand, social marketing’s primary goal is the societal
gain. As their focus on financial profit, business marketers usually
choose their target market segments that will result to the greatest
sales, and of course this translates into profit. According to Kotler [8], in
social marketing, segments are selected based on other criteria, such
as acceptance of the social problem, ability to reach the audience, if
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the target market is ready for change. In both occasions, however,
marketers try to gain the greatest returns accordingly [8].
As we have already referred to, as traditional marketers that sell goods
and services, similarly the social marketers are selling behaviors. Social
marketers by definition like to influence their audience usually to do
one of four things: (1) adopt a new behavior (eg. Start recycling), (2)
toss an undesirable behavior (e.g. start smoking), (3) influence a
current behavior (e.g. increasing physical activity), or (4) quit an old
undesirable habit (e.g. talking on the phone while driving). It could be
the encouragement of a one-time behavior or the establishment of a
habit and the prompting of a repeated behavior [8].
In several ways, social marketing is more complicated than traditional
business marketing. We could consider the financial assets that the
companies spend, in order to make eating junk food look cool, or to
promote smoking etc. Then we have to consider the challenges that
we have to surpass when trying to influence people to do any of the
above:
• Abandon an addictive habit (stop smoking)
• Level down a comfortable lifestyle (reduce thermostats)
• change their way (take unused paint to a hazardous waste site)
• be uncomfortable (give blood)
• establish new good behaviors (exercise five days a week)
• buy more expensive products (buy recycled paper)
• Risk relationships (take the keys from a drunk driver)
• Abandon leisure time (volunteer)
Finally, we could say that there is a dramatic growth in the social
marketing field. A number of sophisticated marketing tools and
techniques, are being used to make good in this world. Social
marketing could (and maybe should) be applied to every problem
that people’s behavior can contribute or provide solutions [8].

2.3 kinds of social marketing and messages that exist
2.3.1 Sustainable Development Goals of UN
At this point we should refer to the global problem of Sustainable
Development Goals (SDG) adopted by the United Nations. This is the
world’s shared plan to contribute to major social issues such as to
determine high poverty, reduce inequalities, and protect the planet by
the year 2030.
Adopted by 193 countries in 2015, the SDGs emerged from the most
intense and comprehensive negotiations in UN history. These gave
inspiration to people from all areas, countries, and background.
Achieving the goals by 2030 will require huge and imaginative effort,
determination to learn about what is working, and agility to adapt to
new information and changing trends [9].

9

According to the United Nation’s website, the UN Foundation gives
focus on ideas and initiatives that contribute to larger impact,
advance the SDG imperative to “leave no one behind,” and are
backed by evidence, practical commitments, and action [9].

Figure 2.1 source: https://unfoundation.org/

In order to communicate these social issues, the UN uses various
marketing techniques and tools, so they could effect people to be
more sensitive with these, very important, social issues.
2.3.2 Major Social issues
According to Shaikh and McLarney [10] charity consists of four
important activities; the reduction of poverty, promotion of education,
promotion of religion, and promotion of all such practices that are
beneficial to society. Below we could find several serious social issues in
more depth.
No poverty
The UN’s research says that we could end poverty. In fact, extreme
poverty has dropped to 10% of the world’s population, and of course
this is not a small percentage. Extreme poverty declined from almost
36% of population to just 10% between 1990-2015. Progress is showing
after our actions, but we have to keep trying as still more than 700
million live on less than $1.90. This is an odd statistic that shouldn’t exist
in a world with so much wealth [9].
Stop Hunger
There is a huge problem with world hunger. In several cases, children,
that are the most vulnerable part of the population, go to bed without
having eaten. The evidence on world hunger is worrying for two
reasons: 1) Because around 1 in 9 people in the whole world are not
getting the nourishment they need, and 2) because hunger is rising for
the third year in a row after a period of big decline because the
impacts of climate change and conflict. Now is the time to make a
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change: There is enough food to feed the whole world; the solution is
to address the barriers that prevent people from getting the food they
need [9].
Healthy living
Creating a fertile environment for changing people’s behavior
regarding healthy food habits, still remains a problem. Unfortunately,
unhealthy foods have spread all over local markets, and additionally it
is cheaper than quality food. This means that people with low income
prefer the low quality food than the environmentally friendly and
healthy food. It is acknowledged that global health and social
wellbeing are not only defined by the factors in the health care system,
but it includes socioeconomic conditions, demographic and
environmental aspects, food consumption culture by the specificity of
different countries [6].
There should be proper awareness and knowledge of the consumers
about the importance of healthy nutrition, and this could be achieved
with the proper social marketing campaigns.

Environmental sensitivity
Climate change have became known in the hard way during the last
years. There is a global problem, that is running very fast and we should
all take it into serious consideration. According to UN SecretaryGeneral António Guterres, it’s still a race we can win, if we pay serious
attention to this matter. Greenhouse gas emissions reached a record
high in 2017 and are now 146% higher than pre-industrial levels [11].
Environmental education has become an importance. This could be
reached with the valuable contribution of social media to
communicate these issues to pupils or common people. Different
persons are using social media today to support recycling campaigns
and to link people locally and globally on minor to major
environmental issues. Similarly it grants common people with the
knowledge and resources to check the quality of the air, water,
climate around them, and then provide these data to others [12].

Equal Rights
Equal rights is not existing in any country nowadays, despite its
importance. All people, in any place deserves equal rights. But right
now, no country is close to achieve gender equality by 2030. This is the
challenge that the UN is faced to change. denial of girls and women
equal rights should not be acceptable in any geographical location.
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As the SDG report information, girls and women continue to face high
levels of violence, spend more time on unpaid jobs, and are
underrepresented in leadership positions. Each of us can advocate for
changes to policies and social norms that discriminate against women.
Studies have shown that countries with more equality, are more
organized and more peaceful to live in [11].

2.4 Social Enterprises
“Doing well by doing good” and trendy on-brand products
combination has worked very good for a lot of organizations,
particularly social enterprises (for-profit companies created with social
missions at their core)[13].Building knowledge about their organization
and its offerings is the structure in social Enterprise Marketing.
According to Singh (2015) target beneficiaries are often not aware of
the benefits of the proposed offerings [14]. A good marketing strategy
gives the opportunity the SEs to build awareness and to pass these
innovative solutions to the target audience [15][16]. Marketing
communication gives the opportunity to the SEs to emphasize to the
social impact of their offerings and cancels any negative emotion
among the stakeholders [17][18]. Therefore, a communication process
collimate toward the local culture of target markets makes it easier for
the people to follow and accept the SE offerings [14].
As we already know, Social Enterprises have both social and business
offerings and it makes it difficult to prioritize them, especially when
stakeholders demand more profits [19]. At times, they separate these
aspects and use different marketing approaches to meet them [20].
For instance, SEs with fair-trade organic products are likely to use one
type of marketing communications to connect with the producers and
another to try to attract the customers to buy their products. In other
instances, social enterprises tend to give more attention to the business
issues and “forget” about the social aspects as it is widely known that
the customers look for quality offerings [21]. Mission drift situation may
occur when giving more care to one aspect and ignoring the other
[22], therefore, a SE ignores its original social mission in the pursuit of
business profits and fame [20].

2.5 Collaboration between commercial business and non-profits
All types of organizations should struggle to be associated with words
like philanthropy, charity, kindness and generosity. Such “good rumors”
that talk about charity and giving some of the profits, could build
brand loyalty and increase sales in all the types of business whether a
one person business, a small family business or a large corporation.
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Cause Related Marketing (CRM) is the ideal way to connect the
organisation with charity and other similar causes [23].
Charities struggle to find sponsorships in order to reach their social
targets. In an era of huge competition for private consumer donations
[25] and not enough government funding, charities are eagerly looking
to the business sector for further support. We could say that there are
three basic ways of business support for social organizations .
Corporate philanthropy, aka donations, have been the usual source of
funding sourced from business. But, more models have emerged such
as sponsorship and co alignment deals (that is a commercial venture
among the two partners)[24].

Corporate Phylanthropy
For donations (corporate philanthropy), the main options that someone
could help is by direct payments or donations of goods in kind [26].
Some organizations could benefit from donating excess stocks or
equipment to charities as the can lower logistics costs, or have tax
benefits [27]. The donations to local charities could be made in order
for the company to gain acceptance [28]. Generally, benefits from
donations include public recognition [29] staff appreciation [30] or the
feeling of satisfaction about giving something back to the community.
Graham [31] has even noted that corporate charity should be
considered by businesses as a way to even reduce the promotional
budget. Finally, research by Milner [32] notices that older, more
recognized companies were more likely to make donations to charity.
This means that more experienced companies can realize the role of
the donations [24].
Sponsorship
Sponsorship are known mostly from sporting events. Businesses are
reportedly taking an integrated approach to their donations and
sporting sponsorships in order to gain the highest levels of crowd
recognition [33] for their support. The visible sponsorship needs to align
with the company’s philosophy [34] and with their market strategy
[35][24].
Coalignments
Coalignments are relationships among businesses and charities. This
relationship could benefit both parts of the alignment and recently was
called by the term cause related marketing (CRM), a term invented by
American Express in the 1980s according to Varadarajan and Menon
[36] These authors noted that CRM could have various tactical or
13

strategic targets, depending on the mix of profit and social goals and
the fit between the cause and customers [24].

2.6 Cause Related Marketing (CRM)
We use the term Cause-related marketing (CRM) in order to determine
marketing activities who give the opportunity to consumers to make
buying decisions for helpings the society, rather than personal benefit
(e.g., social, moral beliefs). CRM could be defined as ‘‘the process of
formulating and implementing marketing activities that are
characterized by an offer from the firm to contribute a specified
amount to a designated cause when consumers engage in revenueproviding exchanges that satisfy organizational and individual
objectives’’ [36].
Cause-related marketing campaigns should be in a central place of
the efforts of the companies that want to communicate their
corporate social responsibility agendas [37]. An organization might, eg,
give to charity $1 of the product’s price to a brand related, prosocial
cause. If people believe that the company is donating a high
percentage of its own profits in these campaigns, firms might benefit
from positive emotional outcomes, great consumer satisfaction, and
increased popularity [37][38].
Cause related marketing, which ties product sales with donating, is
increasingly becoming more dominant in the marketplace as
companies develop campaigns to improve their business image,
advertise their philanthropic efforts, improve consumer goodwill, and
increase sales. A recent research indicated that, all around the world,
over ten thousand people in major countries showed strong support for
corporate social responsibility (CSR) [39]. 93% of consumers said that
they wanted to know what exact actions, companies are executing in
order to help social or environmental causes, and the same number
(93%) showed that they would want to purchase a product that is
connected with a social issue. Moreover, sixty-five percent have
already purchased a product associated with a cause in the past year.
These results demonstrate that consumers are paying attention to
business social responsible activities and also punctuate how important
these activities are [23].
Cause related marketing can become a very important feature of a
company’s marketing plan. The cause-related marketing activities
should see as a very important part the company’s reputation among
the target market. Cause-related marketing could give a competitive
advantage to a specific company against their competitors and
provide more benefits, including increased sales, visibility, customer
loyalty, and positive company image and media coverage [23]
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By choosing a cause that the companies and shareholders are
passionate for, cause-related marketing is emotionally rewarding. It is a
way to connect the traditional way of doing business, by chasing the
profits, with the new way of doing business, the “passion center”. While
connecting them, a business could be built, that reflects your
shareholders values, beliefs and integrity. If the cause also aligns with
the views of the target market, business activities will blossom, and it
could generate huge media attention.
CRM is planning to communicate the company’s product or service
and to gain profits for the non-profit organizations. Three conditions
should be met for an effective cause-related campaign.
•The social issue should be known in the target market, in order to have
an effective communication.
• Secondly, there should exist a major a real or psychological
monopoly of the mass media, which suggests the absence of any
counter propaganda for the specific social cause.
• Thirdly, supplementation that is the attempt to follow up the
promotion with other contacts in the way that is craved.
Having in mind all the issues mentioned above, we could safely
conclude that CRM is a powerful tool for marketers [23].

2.7 Ethics in social marketing
As we know, social marketing‘s success, is described by the boost of
social good worldwide, and is handed over by policy makers or in
general by service providers, the concept and the theory involved are
certainly linked to specific ethical issues [2] .French [40] argues that the
“reason for being” for social marketer’s activity, the “raison d’etre”, is to
provide more to the general social good.
According to French [40], the government‘s contribution to secure the
public wellbeing and general good, and the aim to eliminate barriers
met by individuals so that they could reach the maximum level of their
opportunities of fulfilling their potential, are simultaneously seen
positively or with doubts. Both conclusions can be viewed as ethical or
decent in the face of it. However, simultaneously, both can be
accused of highly government intervention and also market restrictions
[2].
Three major areas of concern were included into a study of of social
[41][2]. Those include the following:
1- Social marketing is a two sided issue. It could have many benefits
for the public good, but it could cause ethical controversies also.
2- The liability of social marketers will be a huge social solicitousness,
but the start of professional licensing or governmental check of
such activity would be unwelcome.
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3- Criticizing the term social marketing with an ethically point of
view is not easy because of the barriers to separate the ethics of
practicing marketing techniques to social ideas, from the ethics
of the ideas themselves.
Donovan & Henley [42] funnel on a consequentialist vs
nonconsequentialist theory of ethics. The supporters of the
consequentialist theory pursue a utilitarian rapprochement. They
believe that the ethical selections should be made taking into
consideration the generation of the maximum good for the biggest
amount of people. Alternatively, non-consequentialist supporters do
not prefer the numerical outcomes to come up with the definition of
the productive beneficial and good. They follow the idea that some
actions are purely for social gain and good [2].
To conclude we could say that many ethical questions have been
raised for social marketing. Social marketing is normal to have ethical
dimensions and concerns, as it has a very sensitive nature. As social
marketing theory and practice evolves with choices in social wellbeing
and is mostly concerned in delivering socially beneficial outcomes,
ethical issues can’t be excluded as they naturally evolve when
practitioners and professionals are faced with various choices carrying
various risks, especially when individuals or groups interests within target
sections are reorganized or subordinated [2].

2.8 Consumer’s Motivation to fund
Within the field of marketing a huge variety of prosocial behaviors have
been spotted: charity lotteries [44], blood donation [43], financial
donations [47], volunteerism [45][46], and product purchasing during
cause‐related marketing campaigns [48]. Some of these behaviors
have a very specific nature (e.g., blood donation), others include
considerable personal efforts (e.g., volunteerism). However, many of
them include an element of financial support for a certain. Therefore,
they are similar in principle and objectives, though there are various
methods for achieving them [46].
In order to try to raise money through charity for disasters and
emergencies, it is very important to plan successful marketing
strategies. To do that, it is very important to understand the motivation
and intentions to donate. These charitable and philanthropic efforts
have been acknowledged in western as well as US settings [51]. It is
very noticeable that even people without any financial security, make
donations to charity, so that can help the needy [49][50].
16

If people take more serious action in contributing to a social cause, the
conflict of their attitude concerning the specific charity campaign, will
most certainly be enlarged [52]. In return, people will see the charity
campaigns more positively, and of course they will place more of their
financial resources to charitable giving [53].
Consumers understanding of personal roles in giving to a specific
cause, relegates to their trust that they are ‘meaningful agents’ in
helping the specific cause. Previous studies has shown how a feeling of
fit or fluency is generally linked to thoughts of self-efficacy (e.g.I can do
it). Song and Schwarz [54] also wrote in their research that consumers
concluded that a behavior would need less time and lower skill to
perform when they were presented with an easy-to-read cooking
recipe rather than when presented with the recipe in a difficult-to-read
font. This study reports that an emotion of fit or fluency will increase a
person’s belief in their own contribution for helping a cause [53].
When the cause marketing campaigns are more abstract, and have
less focus on details, according to the research of Strahilevitz [55],
consumers exhibit lower levels of sensitivity. Pracejus, Olsen, and Brown
[56] also found that most organizations use ambiguous terms when
they are describing their part in a Cause Marketing campaign, so they
are showing a more abstract cause-focused image in CM campaigns
in ways that encourage abstract thinking [57].
Previous research has shown that binding a private gain and a public
good will contribute to consumers’ perceptions of the seller and
purchase intentions [56][57]. However, research have provided little
reliable evidence connected to conscious consumerism.
Negative effects of Cause Related Marketing may occur if consumers
believe that the motivation underlying a company’s use of CRM is not
that honest [36][57].

2.9 role of emotion on consumer purchase intentions
Human’s actions, are mostly driven by our emotions. Most psychologists
argue that it is not possible to think or act without consider, consciously
or unconsciously, our emotions [58]. Recently, more and more
researchers have focused on the topic of emotion in Human Computer
Interaction [59].
Consumers have the opportunity to show their moral views in their
everyday decision-making regarding the purchase of goods [23].
In research regarding human’s moral decision-making, most of the
researchers have considered the role of emotion. So, we could
definitely say that it is very important to this process [60]. Some
researchers have recognised the contribution of moral feelings [61].
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Moral emotions are defined as ‘‘those emotions that are linked to the
interests or welfare either of society as a whole or at least of persons
other than the judge or agent’’ [62]. There is a difference among moral
emotions compared to basic emotions (e.g., joy, happiness, surprise).
The main difference is that moral emotions are connected to
something external to the individual such as the welfare of society and
others [13].
Nowadays, many researches discuss emotion metrics and their
application at a more theoretical level [63] or these metrics are
practiced in different fields than Human Computer Interaction [64]
such as ergonomics and aesthetics.
Reviewing the multidisciplinary literature, gives us the opportunity to
notice the significant impact emotion may have on issues concerning
the field of HCI community and to disciplines beyond HCI.
According to some studies, humans are more effective and creative
problem solvers when they feel happy [65][66].
Research also shows that emotion is heavily tied to user acceptance
and satisfaction, and may excessively influence purchase intention
[67], and often serves as a primary motivation for consumption
behavior [68]. These results of the studies are supported by de Martino's
[69] brain-imaging study, which concluded that specific brain parts
associated with emotion are in high alert when people make buying
decisions [69][66].
Moral emotions are necessary in humans, because they are used to
describe how individuals make decisions towards what behaviors are
good and what are bad [70].
Researchers have implicated that humans engage in moral behaviors
based on feelings of approval or disapproval which are connected to
moral emotions [70][71].
Also, in some studies, researchers tried to unfold the way that
individuals’ moral emotions, such as guilt and pride, could influence
their judgment and their behaviors about the way that people make
donations or volunteer. For example, Hoffman [72] wrote that some
humans donate their time to soften feelings of guilt for not donating
financially. Arnett et al. [74] also found something relevant. That some
people donate time, in order to feel proud or happy as a result of
backing up a worthy cause [73].
Stets & Carter [75] said that an individual's moral identity—wherever it
falls on the moral‐immoral continuum—could lead human behavior,
and people could experience not pleasant feelings, when identity
verification does not ensue. On the other side, willingness to reject
negative emotions, emerges intentions connected to moral behaviors,
and this works along with motivations that are linked with certain types
of behaviors [75][46].
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Also, Raies [23], have predicted that because of the linkage between
moral emotions and charitable behaviors, moral emotions affect
individuals’ intention to purchase social cause products that uses a
CRM campaign. This happens because of the support of the
connected social or ethical cause provikes these [23].
Τhe concept of self-construal is very important in order to understand
the role of moral emotions in the process of decision making within a
cross cultural context. Markus and Kitayama [77] researched about
self-construal as an individual difference variable and resulted it was a
major issue in understanding cultural differences between
individualistic and collectivistic cultures. The definition of self-construal
could be the following: ‘‘constellation of thoughts, feelings, and
actions concerning the relationship of the self to others and the self as
distinct from others’’[78]. Individuals can see themselves either as
individuated entities (independent self-construal) or they can see
themselves in relationship to others (interdependent self-construal). The
self-construal one takes is highly connected to one’s culture [77][13].
A persons’ relationship to their self may connect to the moral emotions
related with consumption, as self-construal emboldens the expression
of certain emotions [79][13].
Prior research have examined the way that global positive or negative
emotions can connect to consumers’ judgment and decision-making
[80]. Employing ‘‘Affect-as-Information’’ theory [81], these researchers
detected that people use their current positive or negative feelings as
the ground for judgments of target products, brand extensions and
advertisements. For example, participants’ positive emotions connect
with a positive assesment of a target product [71].
Futhermore, other researches started working with focus on the content
of different emotions, for example fear, joy, or shame, that customers
experience when they are involved in consumption acts [71]. These
various prominent emotions are the major reason for influenced
judgments and decision-making [82]. For example, Griskevicius et al.
[82] wrote that pride influenced judgments of the attractiveness of
public products (e.g., watches) and contentment influenced
judgments of the attractiveness of home products (e.g.,
dishwashers)[13].

2.10 Strategies to influence behavior
Social marketing instruments are mainly the driving force for guiding
behavioral change . Hayworth-Perman and Maila Kuehave [83],
named eight strategies that are used to trigger behavioral change,
including:
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1) Displaying the results of risky behavior
2) Displaying the results of risky behavior on others
3) Using the fame of celebrities and “influencers”
4) Encouraging people to take personal responsibility
5) Appealing to an intervener to affect the situation
6) Training kids to get more attention
7) Using alternative marketing tactics
8) Empowering partners, stakeholders and the main beneficiaries and
target-groups of social programs, to take part in the conversation [2].
Many researchers argue that social change, cannot be passed so fast,
as a traditional marketing message, targeting mostly people’s visual
and other senses. Social change campaigns demand also other parts
to provoke reflection, influencing behavioral change, in order to be
regarded as successful. Robinson [84] highlights on the way that titles
like “social marketing” and “community-based social marketing” have
become important and respected in the areas of health and
sustainability promotion, as were the magical portions that will provide
the solutions in all that serious matters [2].
Robinson [84] also points out that social marketing, is a totally different
approach than traditional marketing, as it is about persuading people
to do things they are uncomfortable with, don’t want to do, or need to
make an effort to do [2].
The same author also argues that difficult social, health and
environmental behaviors are steadily fixed in place by a powerful
matrix of institutional, technological and social factors. He suggests that
many people are not able to change their habits voluntarily. Therefore,
due to this reason, there should be placed effective laws and
regulations and penalties, would not leave a lot of space for personal
factors to affect behavior decisions [2].
Social awareness campaigns are often based on one of two
perspectives on behavior change. With the first, marketers assume that
by intensifying knowledge of an issue, such as global warming, and
motivating the development of attitudes that are supportive of an
activity, such as using mass media transit, behavior will change.
Unfortunately, according to several studies, we have demonstrated
that increasing knowledge and creating supportive attitudes usually
has little or no impact upon behavior [85][2].
Donating and buying cause‐related items have serious motivational
similarities. A major resemblance is at the end result of the operations.
both operations require that a contributor is willing to donate some
kind of support (mostly financial) fir the solution of a problem. Therefore,
the motivation to help others is the key factor that makes the two
behaviors similar. This similarity is supported by many others [46].
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Whether donating indirectly or directly, both of these actions require a
serious altruistic motivation and spending personal financial funds [86].
If the donation amount is small and a donor stays anonymous, as in
most cases, this creates the same status as spending for cause‐related
products. In both circumstances, the donor is not motivated by
external recognition since their name remains unknown. In both
instances, the donor/buyer is less affected by external emotions (e.g.,
pride or shame) but subjected to internal emotions, such as guilt and
empathy [87][46].
Usually, an advertisement emerges an emotion that invites people to
donate or purchase a cause‐related product. To encourage a specific
consumer behavior, charitable advertisements mirrors a series of social
problems. This could raise the awareness and increase the audience's
emotions and feelings such as responsibility, empathy, regret [88] or
guilt, and fear [89]. It has been noticed that negative emotional
appeals, in contrast to positive, produce a deeper analysis of the
advertising message [90]. Therefore, negative emotional appeals are
considered an effective way to excite specific consumer intentions [90]
and lead to a bigger intention to donate to charity, because they
provoke consumer motivation to remove or reduce negative feelings
[91][21].

3. Innocent Company Analysis
3.1 Company’s Background
Innocent Drinks is a UK based company, founded in 1998 in London by
three friends, Jon Wright, Adam Balon and Richard Reed. Their primary
business is producing high quality smoothies and juice that they sell in
supermarkets, coffee shops and many more retail points [96]. From
when the three Cambridge University students first launched their idea
from a music festival stall in London. The friends started with £500 of
fresh fruit and set up two bins, one with a ‘yes’ sign and the other with a
‘no’ sign. They also had another sign that asked customers ‘Should we
give up our jobs to make these drinks?’ By the end of the festival, the
‘yes’ bin was overflowing and innocent Ltd was born. The vision of its
founders was to be ‘Europe’s favorite little juice company’, and
innocent set about making products that contained 100 per cent pure,
fresh ingredients with no additives.
Of course, no dream can come true without any money. That’s why
Innocent founders in 1998, have sent a desperate email to everyone
they know, with the title “Does anyone know someone rich?”. This email
helped them find the investor Mr. Pinto, that allowed them to open and
grow the company. In the year 2000, the company made a trial deal
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with a very big supermarket in the UK “Waitrose”, that helped them
become successful.
Due to the fact that the company was very much interested in doing
charity and also the not well organized financial plan, in 2003 gave 46%
of the profits to charity, and this almost made the company
bankrupted. After that, the company decided to become more
organized financially, and also continue being ethical and doing
good. This is why they founded in 2004 the “Innocent Foundation”, that
is giving the 10% of the company’s profits to charity.

Figure 3.1: The history of Innocent, through their playful site.

In 2009, during the World’s financial crisis, the company lost
approximately 8.6 m pounds [92]. On 6 April 2009, Innocent Drinks
announced on its website an agreement to sell a stake of 10–20% to
The Coca-Cola Company for £30 million, with the three founders
continuing to retain operational control.[93] As a result of the takeover,
Ethical Consumer magazine reduced their ethical rating for the
company from 12.5/20 to 6.5/20.[94] In April 2010, Coca-Cola
increased its stake in the company to 58% from 18% for about £65
million [93]. In February 2013 Coca-Cola increased their stake to over
90%, leaving the three founders with a small minority holding [95].

3.2 Ethical Mission
The company, since the early days, focuses on environmental aspects
as well as endorsing sponsorships and donations to charities. The
company is a prototype of corporate social responsibility. Their primary
goal is to use ingredients from environmentally and socially sensitive
farms, and also try to remain sustainable and use recycled product
packaging. Right now, Innocent is on a mission to tackle climate
change by going completely carbon neutral by 2025, champion
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sustainable farming and create a truly circular economy for packaging
[96].

Figure 3.2: Innocent’s foundation contribution so far (source: innocent’s website)

Climate Change
Climate change is also a huge issue for the company. Due to these
extreme circumstances, every individual should do an effort, so that all
together to keep global warming below 1.5 degrees. In order to
achieve that, the company is building their own carbon neutral
factory, reducing carbon in every drink that they produce and are on
the path to being completely carbon neutral by 2025 [96].
Recycling
Furthermore, Innocent have been at the forefront of the recycling
movement since they started using recycled plastic in their bottles
back in 2003. The company is founding members of the UK Plastics Pact
and have big plans to make the bottles out of 100% renewable
material by 2025 onwards [96].

Figure 3.3: Innocent’s plastic bottle (source: https://www.innocentdrinks.co.uk/things-we-do-for-theplanet/recycling-activists)

Sustainable farming
Farming is a really tough job, that's why Innocent wants to do
everything in their power to understand the challenges that the farmers
face and figure out ways they can help. The company is working with
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their farmers to make sure their ingredients are grown in a way that’s
good for them and good for the planet they’re grown on [96].
Charity through Innocent Foundation

Innocent Drinks have been giving profits to charity for years. Back in
2003, as we already mentioned, the company gave 46% of the profits
to charity, and it nearly bankrupted in the process. Since then,
Innocent have donated more than £15 million along the way. Money
very well spent according to the company. Now, 10% of the profits
goes to the “Innocent Foundation”, a charity that Innocent set up in
2004 with the aim of helping the world's hungry. The foundation has two
main goals. The first is to stop children dying of hunger, and the second
is to help the poorest families feed themselves.

Figure 3.4: The website of Innocent Foundation

The Big Knit
The Big Knit started running in 2003. In this project, the smoothie bottles
were wearing little knitted hats, that were made by volunteers all over
the UK. For every “behatted” bottle sold, the company was donating
25p to Age UK (an organization that is helping elderly people).
Innocent’s incredible volunteers have knitted and, only last year, 1,5
million hats. This brings the total amount raised over the years just under
3 million for Age UK. The Big Knit is becoming more famous every year,
and the volunteers are really trying to knit more imaginative little hats.
This makes the project really interactive, and people are doing their
indirect charity, by donating their spare time.
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Figure 3.5: The Big Knit in Innocent’s website

3.3 Marketing Strategy
Nowadays, it is not simple for a company to stand out from the
competition, and providing an amazing product or service is no longer
enough to grow the business. A well executed marketing strategy
might give endless benefits to those who follow it. Innocent’s key for
success is the brand differentiation. Through the marketing strategy, the
company stands out from the competition, the brand is strong and
builds trust and loyalty to the customers. The ground elements for the
success of Innocent might be considered the name and the logo of
the brand, and of course the way that online presence is handled.
Innocent Drinks Inc. sees their accounts on social networks as an
opportunity to communicate the brand to the audience, and connect
with them. The social networks are really powerful, they can rank on the
search engines, so it is very helpful to know how perspective clients
search for the products.
Differentiation
Innocent interacts really successfully with their followers on the social
networks, with humorous and joyful way. We could say that it is their own
special way. For example, we could have a look on Innocent’s tweeter.
In the third line, they write what they do, and in a humorous way, they
write “Please buy them so we don’t get fired”. With this line the company
states their style of publications, that the most are humorous.
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Figure 3.6: Innocent’s Twitter page

Figure 3.7: Innocent’s announcements on Twitter

Intimate look into the business
Innocent Drinks is a company that tries to take their customers along on
their journey and share who they are. The team’s everyday routine is
exposed, and this makes the audience more connected. People do
want to engage with the brands they love. Providing your loyal followers
with an exclusive, inside peek at how your company operates is a
proven method to make them feel like they’re part of the team.
user-generated content
The company knows the value of User-generated content (UGC) and
they make very big efforts in order for the users to do that. In the
beginning, as in all companies, it was a challenge, but now we can see
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that it is huge part of their social media strategy. Any form of content
such as photo and video, created by consumers on social media and
publicly available is very valuable.

Figure 3.8: User generated content (source: Innocent’s Instagram)

Innocent “listens” for mentions
With the social networks emerged, the way of customer service have
changed dramatically. Nowadays people post positive or negative
reviews on social media with an intention to gain an immediate
reaction from the company they refer to. Innocent is monitoring social
media channels with tools like “mention” and tries to connect with
every single customer. This is very valuable for brand engagement. We
can see an example in the Figure below.

Figure 3.9: Engaging with clients in social media
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Build relationships
One more thing Innocent tries very hard, is their approach to being
personal with followers on social media. Innocent’s social media
managers, are replying to people and respond to someone’s questions
in real-time. This brings loyalty to the customers and of course brings
more customers and sales. We see more and more companies, even in
Greece that are adopting this kind of marketing plan.

Figure 3.10: Innocent’s replies in social media (source: https://mention.com/en/blog/innocent-drinks-socialmedia-strategy/)

4. Methodology
In this chapter, the hypotheses and the methodology that was used
are presented. We have separated the methodology in different
stages as below:
1. Building our Hypothesis
2. Design of the campaign
3. Description of the two campaigns
4. Survey design and data collection
5. Interview’s design and data collection

4.1 Hypotheses
At this point, after reviewing the literature review and our research aim
and objectives, we need to make the connection between them by
formulating our hypotheses. Our objective is to compare the two
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different marketing campaigns and find their differences in terms of
generated user emotions, experience and engagement.
To successfully address the research objective, we will gather the
feedback through a questionnaire survey and interviews, from a
sample of participants.
According to the theory of Kashif, Sharifuddin and Hassan [50], the
consumers are “touched” from the social marketing campaigns, and
usually want to give their donations (money or time), and that is
translated into higher purchase intention. According to recent studies
[38][53], social marketing campaigns tend to leverage higher levels of
purchase intent to the consumers, compared to traditional
advertisements. Similarly, brand engagement is expected to grow in
social media campaigns [23][97]. For this reason, we define the
following hypotheses:
H1: There are significant differences in Purchase Intention between the
two campaigns.
H2: There are significant differences in Brand engagement between
the two campaigns.
Another aspect that we want to check, is the feelings of enjoyment,
attention, boredom, excitement, and if they present any difference
between the two campaigns. According to recent studies
[50][23][56][39], consumers tend to engage more in social campaigns
than traditional ones. Also, they are more excited and feel enjoyment,
as they have more attention while watching the cause that the social
marketing campaign is promoting. This implies that people would feel
more boredom watching the traditional campaign compared to the
social marketing campaign. So, we proceed with four more
hypotheses as below.
H3: There are significant differences in Enjoyment between the two
campaigns.
H4: There are significant differences in Attention between the two
campaigns.
H5: There are significant differences in Boredom between the two
campaigns.
H6: There are significant differences in Excitement between the two
campaigns.
We continue our research by explaining our research methodology
and the design of the campaigns.

4.2 Design of the campaign
Our method is based on sharing two, already existing, tv
commercial marketing campaigns of “Innocent” juices company, that have
been presented at the UK television. One of the tv commercials contains a
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social message about a financial donation, part of the selling profit, that
“innocent” gives to the poor people of Africa. The other tv commercial is a
traditional one, without promoting any social purpose. Two links were sent to
the participants of our survey via email. Along with the links, our
questionnaires were sent also to the participants. There were two groups of
participants, some received the campaign A (Traditional campaign) and
the rest received the Campaign B (Social Marketing Campaign).
This was the base of our research. Four interviews were conducted to a
random sample of our participants. Afterwards, we have collected the
data and analyzed them. A quantitative analysis took place for the
questionnaire’s gathered data, and qualitative analysis for the interview
data. The results of our research can be found at the end of this chapter.
The reason why the questionnaires and the commercials were sent out by
email, is due to the emergency situation of COVID-19. The priority was to be
safe and minimize the risk of infection due to any contact.
This research started on the 1st of November, and we started to send out the
questionnaires on November 10th. Our target date to collect all the
feedback was on November the 30th.

4.3 Description of the tv campaigns
For our research, we chose to study two types of Campaigns, a
traditional marketing campaign and a social marketing campaign.
These two campaigns are for Innocent Drinks Inc. company. These two
tv commercials are about the same product, smoothies.
4.3.1 Campaign A – Traditional Campaign

For the traditional campaign, we chose a tv commercial that shows
the innocent smoothie, as the super hero that came to save people
from eating the unhealthy (a.k.a. evil) snacks.
The commercial starts with a hungry girl in a bus stop, that is jealous of
another woman eating a sandwich.

Figure 4.1: Frame of Campaign A

Suddenly, the superhero “Innocent smoothie” arrives from the air and
saves the girl from making the bad choice.
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Figure 4.2 Frame of Campaign A

After that, we see a hungry girl in an office, thinking about eating
biscuits, that she is also saved on time by our superhero.

Figure 4.3: Frames of Campaign A

This goes on with two more incidents, one on the train, and the other
by a bakery, that both people are also saved by our hero.

Figure 4.4: Frames of Campaign A

The video concludes by a scenery of grass and fresh fruit, with the line
“Here to save the peckish”.

Figure 4.5: Frame of Campaign A

The video is more attractive because of the song selected. It is a very
famous song by the Queen band, that is the perfect company for the
tv commercial. It surely makes people to notice this campaign.
4.3.2 Campaign B – Social Marketing Campaign

For the social marketing campaign, the company chose to show “the
chain of good”. That means that the product (smoothie) tastes good,
and also does good. Not only for your health, but also does good to
other people. So, everything starts with a guy, Mark, that even without
31

knowing, he starts the “chain of good” by buying an innocent
smoothie. The next scene shows the back of the smoothie, with the
promise of the company that gives 10% of profits to charity.

Figure 4.6: Frames from Campaign B

After that, we can see the journey of the chain of good, and exactly
the way that helps the people in Africa. Specifically, they give a cow to
a couple, the cow produces milk that makes children strong.

Figure 4.7: Frames from Campaign B

The cow fertilizes the soil that grows oranges for the couple, that with
the money from the oranges, can buy a bicycle to their son to go to
school and become an engineer.

Figure 4.8: Frames from Campaign B

After that, everyone is happy, and the commercial concludes with a
scene in the African ground, seeing four smoothies and the line “tastes
good, does good”.

4.4 Survey
According to Preston [100], questionnaires as a data collection
method, is a very trustworthy and accurate method. Additionally,
people feel safe and confident to participate.
For the purpose of this thesis, we have created two separate surveys in
Google forms, that can be found in Appendix. The two questionnaires
have a structured form, and they are identical, except from 2
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additional questions that exist in campaign B, that is the social
marketing campaign.
For the questionnaires, we have gathered answers from 60 participants,
30 answers in each campaign. All the questions were allocated to a
variable, and we have researched eight (8) variables for the social
marketing campaign, and seven (7) variables for the traditional
campaign. The variables are “enjoyment”, “purchase intention”,
“brand engagement”, “attention”, “boredom”, “excitement” and
finally, only for the social marketing campaign we have the “intention
to donate”.
Most of the questions that we have included, were based on a fivepoint Likert scale starting from 1=” Strongly Disagree” and concluding
to 5=” Strongly Agree”. In some of the questions, these were not the
exact answers, but generally, number 5 was the most positive answer,
and accordingly number 1 was the most negative answer. These
interventions were made so that the answers “made more sense” for
the participants.
In the introduction, after opening the survey email, the participants
could find the information about the purpose of the study and about
the time needed to complete the survey (around 4 minutes). Finally,
they were advised to open the YouTube link that could be also found
at the top of the questionnaire (and in the body of the email), before
completing the survey. As we found out, the instructions were clear to
the sample participants that we have asked.
At the end, there was a sub-note that was assuring the participants
that their information will be safe and used only for the purpose of this
study.
Questionnaire A, about the traditional campaign, was divided into two
parts and questionnaire B into three parts.
The first parts in both questionnaires, gather demographic information
of the participants. The second part, tries to gather information about
the campaigns in general, if they are liked by the audience, if they
grabbed their attention etc. At the third part, that is included only at
the Social marketing campaign, we collect data regarding the
willingness to donate. An early and very quick conclusion is that more
of the participants are open to donating after watching this campaign.
The fourth and final part is an open ended question, that was asking
the participants about the factors that made them willing to buy/taste
the product.
A small group of the participants (3) was gathered before the actual
release of the questionnaires in order to test them before the formal
release. This helped us investigate the effectiveness of the test, and
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also mistakes that may have occurred. After completing the test, some
corrections took place.

4.5 Data Collection
The questionnaires were created with Google forms, and Google Drive
was recruited to upload the questionnaire and share it by email and
via Facebook.
It is important to mention that some questionnaires were printed and
distributed as a hard copy to a group of four (4) people.
There were no prerequisites for someone to participate in the specific
study.
The survey was conducted during the period October 2021- November
2021. In total, 60 questionnaires were filled out and used for our
statistical analysis.
Below, we can find the exact form of our questionnaires.
Table 4.9: Questionnaire part 1

Part 1
No.
1

Type of Question
demographic

Question
Please specify your gender.

2

demographic

What is your age group?

3

demographic

What is your educational level?

4

General Interest

Do you like fresh juice/smoothies?

Table 4.10: Questionnaire part 2

Part 2
No.
5

Emotion
General Interest

Question
Do you drink juice/smoothies? How often?

6

Enjoyment

Did you enjoy watching the campaign?

7

Purchase Intention Is it possible to buy an innocent juice/smoothie?

8

Enjoyment

9

Brand Engagement Were you curious to know more about the brand?

10

Excitement

11

Brand engagement Is it possible to follow the brand on social media?

12

Attention

Did you like the whole concept of the campaign?

Do you feel you want a smoothie right now?

Were you focused the entire time?
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13

Boredom

Did you feel bored?

14

Boredom

Did you feel that the campaign was “too long”?

15
16

Boredom
Attention

Did you think of closing the campaign tab?
Did you feel the need to check your social media?

17

Attention

Did the video grab your attention?

18

Brand Engagement Did you feel touched from the campaign? (only in
Campaign B)

19

Intention to donate Do you consider to make a donation (charity of any
kind) at the near future? (only in Campaign B)
Table 4.11: Questionnaire part 3

Part 3
No.
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Type of Question
Open ended
question

Question
More information
What were the
The participant can answer in
elements in the
an open way, whatever they
campaign that
want.
made you willing to
buy/taste the
product?

Regarding the questions structured on the table above we could say that:
• The questions 18 and 19 were based on the research conducted in
citation [3,6,23,24,46].
• The question items 14 and 15 were developed by consulting the
research made in citation [89].
The rest of the questions were not based in a specific citation, but in the general
research, and they were selected in order to achieve our objectives.

4.6 Qualitative Analysis
4.6.1 Open-Ended Questions

As part of the survey questionnaire, we had an open-ended question,
that the participants were able to reply as they wanted. The question
was “What were the elements in the campaign that made you willing
to buy/taste the product?”. The participants replied, we have
conducted a thematic analysis and placed the most important
answers at the table below.
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Thematic Analysis for Campaign A
Table 4.12: Campaign A Thematic Analysis

Content Area – Code/Theme
Theme 1: Emotions and Concept
Boredom
Enjoyment

Concept

Theme 2: Product and Branding
Nutrition Properties

Product type

Packaging

Theme 3: User Experience
Music

Example
Nothing it was a bit boring
- It seemed childish to me
“It was enjoying”
-The commercial and the way they present it
as the "smoothie savior" arriving the right time
before the temptation. It creates high
expectations for the product.
The campaign wasn't clean-cut, wasn't too
perfect so that intrigued me to try the
products once at least.
- the idea of the flying smoothie was very
clever and it made me want to see this and
taste this smoothie
- the mood and appetite of the participants
- smart concept, nice cimetography
- I like smoothies, it is healthy. The way i
advertised won me over
-It is healthy
-It was promoted as something special that
came the right moment instead of eating
something unhealthy
- The need for a diet change
- A low calory choice for snack
-The smoothie itself not the brand
- In the first question "Do you drink
juice/smoothies? How often?" my actual
answer would be sth like "once every two
months".I wouldn't buy it because I rarely buy
juices packed in plastic. I prefer to bring my
own reusable cup and have the bartender
pour freshly squeezed juice/smoothie in my
cup. Even if I don't have a cup with me, I will
opt for a freshly squeezed juice/smoothie and
not a packaged one.
- i dont wat to buy it because i dont like
smoothies very much
- the contain of the product
-The flavours of the juice-smoothies
-Their colour
-It’s color, it’s label and the enthusiasm of
each person facing the product suddenly
next to them.
-looks tasty
-i liked the song!
-The song, I liked it
-The music from the Queen band
-music

From the thematic analysis of the Campaign A, we could extract some
valuable outcomes as follows.
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Emotions and Concept. The thematic data analysis revealed that the
concept of the advertisement plays an important role for the engagement
of the participants. Some of them were bored while watching the
commercial and others enjoyed it. Unfortunately, we did not receive any
further explanation about the parts that was boring so we could draw a
better conclusion. Most of the participants commented positively on the
general idea/concept. The
most frequently expressed attribute was that the concept was “clever” or
“smart”.
Product and Branding. Personal preferences are strongly linked in the
outcome for this study. If a person does not like the taste of a smoothie, it is
only logical that he will not be engaged with the advertisement. In the
comments, we can see that people replied that they would not buy the
product as they don’t like smoothies. Or that they would buy the product as
they like fruits and the specific selections. Interestingly, we observe that
people also think about the environment before making a purchase
decision. This is very positive, as we can see that the public’s attitude is
changing towards some very important social issues. We also observe that
many answers were about a healthy lifestyle and better choices. Finally, as
we have seen from the replies, branding and packaging are linked with the
purchasing decisions.
User Experience. We observe that we have received four (4) answers about
the music of the advertisement. This means that 13,33% of the total answers
mentioned the music. As previous studies have shown, music[101] brings out
certain emotions and intrigues to engage.
Table 4.13: Campaign B Thematic Analysis

Content Area – Code/Theme
Theme 1: Story/Concept
Charity

Example
-They help poor people
-The charity
-humour ,reference to charity , charity help
through a simple buy , indication of
examples
-I am not interested in the charity, but just
in the quality of the product. Generally, I
am opposite of those kind of
advertisements which contain charities.
When you want to offer to someone or
somewhere, you can do it quietly and
without noise. This is how you do when you
really care about the charity.
-The fact that it will help people improve
their lives
-giving to others
-Innocent does good.
- that helps other people
the charity part
- people are poor and innocent gives
them money
- Firstly the lovely packaging
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Concept

Theme 2: Emotions
Sadness/ sense of Pity

Fun/ sense of humor

Theme 2: Branding Elements
Packaging

design,secondly it’s several tastes and the
most important that it makes me really
happy knowing I’m helping others while
enjoying what I’m drinking!
- the packaging of the bottle in general
and its colors, the donation part of buying
just a smoothie and the good things that
this purchase can bring
-"ALL THINKS ARE CONNECTED..." " GOES TO
CHARITY..."
- the charity contend
-Nothing, it is not nice to use African
people for advertising. It was not nice.
- The idea behind the commercial; There
are tons of different juices/smoothies but if
you feel like you are being part of
something bigger feels good; however i
feel that the speaker behind the video
spoke too fast, i wouldn't mind if the
commercial is 10 20 sec longer but with a
slower pace
--I love smoothies, thus it triggered my
attention, and made me want to drink
something like this immediately
- The way it presents a simple purchase
can contribute to so many things and
people in a good way
- Simple, clear message, good flow of story
- the way the guy on the video drink the
last drop of the juice
-The campaign was very interesting
- the whole idea of the campaign was
very clever and it made me want a
smoothie
-Poor Africans
- The perspective for the Afican villagers
- people are poor and innocent gives them
money
-Humorous, and they help others
- humor ,reference to charity , charity help
through a simple buy , indication of examples
- NONE . THERE WAS A BAD SENSE OF HUMOR
AGAINST POOR AFRICANS
-As the bottles are made from plastic, I'd
probably not buy them, even if I like the
idea of the donations. I don't really trust
the concept, either.
- Firstly the lovely packaging
design,secondly it’s several tastes and the
most important that it makes me really
happy knowing I’m helping others while
enjoying what I’m drinking!
- Packaging, fruits 🍎 variety and csr
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- the packaging of the bottle in general
and its colors, the donation part of buying
just a smoothie and the good things that
this purchase can bring

Product
Theme 3: Personal Preferences
Lifestyle/Healthy habits

Seems like an honest product
- The flavours of the smoothies
- A careful selection of fruit
Are from natural products and with
thermal value. Help and balanced diet.

After the thematic analysis for Campaign B we observe the following.
Story/Concept Characteristics. About the story, most of the answers were
positive about the concept and the charity elements that contained.
About the concept, most answers were positive and were talking about
the “idea” and the way that it shows you that you contribute to
something bigger.
Emotions. Although, some participants said that they felt that “poor
Africans were used” for commercial purposes. Additionally, there is a reply
that observes that “charity should be made quietly”. We certainly do not
believe that, because the whole concept of social marketing campaigns
is to change the behavior of the crowd. In our case, “Innocent” need to
attract people to purchase the product in order to raise more money for
the charity. Finally, an important factor for the specific advertisement is
the humorous elements, as we observe three answers talking about this
specific attribute.
Brand Elements. Packaging, also in this campaign, is an element that the
participants noticed positively. “Innocent” gives a lot of attention to the
packaging of the products, not only the appearance but also the
sustainability. As we already seen, 50% are from recycled plastic, 15% are
from plant plastic, and is 100% recycled. However, there is a comment
saying that they don’t really trust the concept, without any further
explanations.
Personal Preferences. Although most of the comments were about the
charity part, there were a few comments about the value of the fruits and
healthy eating habits.

4.6.2 Interviews

The four (4) interviews were conducted via Skype, as there are restrictions
due to Covid-19 virus, and we need to ensure the safety of the participants.
Moreover, the two of the participants are not close to Thessaloniki, so there
was no other way of conducting the interviews.
The participants were separated into two groups. The first two participants
were asked to watch the traditional marketing campaign, and the other
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two to watch the social marketing campaign. The participants should reply
to some questions regarding their emotions and their experience in general.
It needs to be said that we followed a semi-structured interview type, since
we already asked our participants to reply to a questionnaire which by itself
is structured. Also, we believed that an unstructured type of interview will not
be helpful to achieve our goal, which is to find out what exactly our
participants think about the campaigns. The reason that focus groups type
of interview was not selected, is because we did not want any of the
participants to be influenced by someone else in the group. To conclude,
the participants were four and the duration of each interview was about 5-7
minutes.
About our interview structure in general, we used open and closed
questions. As there is a friendly relationship with the participants of the
interview, it is certain that there was no stress involved. In general, the
questions were followed. The main aim was to understand if the participants
liked the campaign, if they intend to buy the product, and for the social
marketing campaign, if they were touched from the social marketing
campaign. That means if they see themselves giving to charity in the near
future.

Our UX goals and the variables of those, were:
Table 4.13: UX goals

Emotion
Enjoyable
Attention
Brand Awareness
Intention to donate
Purchase Intention

Variables
Enjoyment
Attention
Brand Engagement
Intention to Donate
Purchase Intention

Our main structure for the interview was:
•

Introduction

the interviewee was informed about the goals of this interview.
•

Warm-up session
What is your age?
Are you working? In what field?
Are you married?

•

Main session
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Table 4.14: Main session

1.

2.
3.
4.

5.
6.

Questions
Emotions
Could you share with me the first 2 joy
feelings you had after the interaction
with the campaign?
What do you think is noticeable in attention
this campaign?
Would you share this campaign
Brand Engagement
with your friends?
After watching the campaign, is it Intention to donate (Only for
more certain that you are going to Campaign B)
make a donation of any kind?
After the campaign, did you think Intention to donate (Only for
about the acts that you could do, campaign B)
so you could help poor people?
Did you watch the campaign for
Joy
a second time?

Cooling off session
Table 4.15: Cooling off session

Questions
7. Were you curious to know where
to find these smoothies?
8. Is there something that you
would change in the
campaign?

•

Emotions
Intention to purchase
Attention

Closing session

The selection of the questions was not by chance, they were selected in
order to embrace our research objectives with more clues. Also, the
questions were selected according to the variables/emotions that we have
in our questionnaire. This means that each question was connected to a
specific emotion, as in our survey. This would help us collect more
information for our research.
For the answers presented below, we need to state that they are divided
into two groups regarding the campaign that are about. So, we have Group
A and also, we have Group B. The answers are quoted in the table below
and are a resume of the whole conversation as we try to keep less words but
the most meaningful.
Table 4.16: Campaign A interview answers

Question
1

2

Campaign A (traditional Campaign)
-“I was a bit bored and guilty because I am eating the bad
snacks!”
-“excitement and joy”
-“the music”
-“the song and the way that the smoothie is a superhero and
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comes from above.”
-“not really, but I would share the song”
-“maybe, I am not sure.”
-“No”
-“Yes, because I wanted to shazam the song!”
-“hmmm, I don’t know maybe. The packaging was nice”
-“Yes, they seem very healthy”
-“Maybe it should be shorter”
-“No, I enjoyed it”

3
6
7
8

Table 4.17: Campaign B interview answers

Question
1

2
3

4
5

6
7
8

Campaign B (Social Marketing Campaign)
-“I was happy and I enjoyed that someone is helping other
people”
-“Pitty and sad”
-“that everything is connected and there is a chain of good”
-“the poor people in Africa”
- “I would share the campaign because it does good to buy
the product”
-“Yes, because it is for a good cause”
-“Yes, I think that it is not that difficult to do charity”
-“Yes, especially when you just need to buy a smoothie”
-“Yes, I can do this kind of donation, to buy a product the
company to give a part of their profits to the poor.”
-“Yes, it is a very serious problem, especially when children are
involved.”
-“Yes, it was enjoyable”
-“No, because it made me a bit sad”
-“Yes, I love smoothies”
-“Yes, they are a healthy snack”
-“No, it was to the point”
-“Everything was nice”

We wanted to be sure that the participants were honest, that is why we
have asked them in the beginning to say exactly what they thought, without
thinking not to hurt us.
At the end, we thanked the participants, and closed the recording.

5. Data Collection and Analysis
On the previous chapters, we tried to show the theoretical background
of our research, along with our aim’s objectives and our formulated
hypotheses. In this chapter, we will try to analyze the results of the
survey and perform a statistical analysis on them through spss statistical
program.
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5.1 Survey- Demographic Characteristics
At the first part of the questionnaires, there were the sociodemographic questions. In the first question, the participants had to
specify their gender. Based on their replies (Table 5.1.1), the gender
findings are for the Campaign A, the 76,7% were female, and the 23,3%
were male. For the Campaign B, the 80% of the respondents were
female and the 20% were male. We notice that the percentages are
very similar.

Figure 5.1: Question 1 comparison

For the second question, we have asked the age group of the
respondents. Based on the replies that we can see below at the table
5.1.2, for Campaign A most of the participants, 53,3% were at the age
group of 25-34, 40% were at the group of 35-44, and the rest 6,7% were
older than 45. For Campaign B, 40% were at the group of 25-34,
following 40% were at the group of 35-44, 6,7% were older than 45 and
the rest 13,3% were at the group of 18-24.

Figure 5.2: Question 2 comparison

The following question involved the educational level of the
participants. As we can see at the chart 5.1.3, for campaign A, 70% of
the participants had a master’s degree, 26,7% had a bachelor’s
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degree, and the remaining 3,3% had a High school degree. For
campaign B, 66,7% have a master’s degree, 30% have a bachelor’s
degree, and just the 3,3% have a high school degree.

Figure 5.3: Question 3 comparison

The next question was a general interest question, about whether the
participants liked juice/smoothies. 100% of the participants, in both
campaigns, replied that they liked juice and smoothies.

5.2 Statistical Analysis
The statistical tests were performed in spss statistical program, in a trial
version for students, that lasts for 30 days. In order to proceed with the
tests, we needed to transform the data in order for them to be used for
statistical analysis. By this we mean that the Likert Scale values should
be transformed to values represented as 1 for the most negative
answer, 3 for the neutral, and 5 for the most positive answer.
5.2.1 Reliability Analysis

Cronbach's alpha is the most common measure of internal consistency
("reliability"). It is most used when you have multiple Likert questions in a
survey/questionnaire that form a scale and you wish to determine if the
scale is reliable.
We have created another spss data file, containing all the information
about our 6 (7 variables for B campaign) different variables. In this
sheet we will proceed with some testing. So, we have divided the
questions into groups relating the variables (emotions) that each
question represents. So, for example, for enjoyment, we have 2
questions that represent this emotion. What we did, is to find the mean
of the two questions, with the help of spss (with the “compute variable”
44

transaction in spss). This will take the replies of the two columns of
Campaign A (that are related with the separate emotions), find the
mean of these two questions and place it in a separate column, that
we have named it “EnjoymentMean”. We proceed in the same way for
all of the emotions (variables) that we have for our questionnaire. This
will give us 6 new columns for emotion means for Campaign A.
So, after completing all these transactions, we have prepared our
sample data for the reliability Test, of course through spss statistical
program.
From the reliability test for Campaign A, the data are reliable, we have
30 replies (n=30), and they are valid. This means that we can proceed
with the Cronbach Alpha calculation.
For Cronbach’s Alpha Reliability test for Campaign A, our result is 0,875.
This shows us that we have a reliable data set that we can use for
further testing. As we know, we can accept all the values that are
higher than 0,6.
For campaign B, we have done the same procedure as Campaign A,
we have calculated the means of the variables, and we have placed
them in different columns (with the new variables we are going to
calculate the Reliability test).
We have 30 replies (n=30) for Campaign B, and after conducting the
test, they are valid. This means that we can now continue to calculate
the Cronbach Alpha.
The result for Cronbach's alpha for Campaign B is 0.793, which
indicates a high level of internal consistency for our scale with this
specific sample. This shows us that we have a reliable data set that we
can use for further testing.
So, reaching this result for both campaigns and the specific variables
on the samples indicate a good level of internal consistency.
Now we can move forward for further testing for both our campaigns.

5.2.2 Cronbach alpha for every variable separately

At this point, we should calculate the Cronbach Alpha for all of the
variables combined. Now our replies will be the sum of the replies of
the two campaigns, n=60.
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Brand Engagement. The result for Brand Engagement is 0,733 and that
means that there is consistency in our data.
Enjoyment. For the enjoyment, the result from Cronbach Alpha is 0.873.
That means that there is consistency in the variable’s data.
Attention. The result is 0,619 and this means that there is consistency in
the data.
Boredom. The result is 0,911 and this means that there is a high
consistency in our data.

5.2.3 Descriptive Statistics

In order to test our hypotheses, we will have to measure the descriptive
statistics and check for normality. As we have already seen, our
questionnaires have questions that each one describes an emotion.
Specifically, we will have six variables, that will be “Enjoyment”,
“Purchase Intention”, “Brand Engagement”, “Attention”, “Boredom”,
“Excitement”, and finally, only for Campaign B, we will have the
“Intention to donate”.
Below, there are the descriptive statistics for both campaigns, so we
can use them for further testing.
Table5.4: Descriptive Statistics for both campaigns

Descriptive Statistics for Both Campaigns
Campaign A – Traditional Marketing Campaign
Variable
Mean
St. Error
St. Deviation
Purchase
3,5667
0,18372
1,00630
Intention
Brand
2,9167
0,18736
1,02624
Engagement
Enjoyment
3,7833
0,19723
1,08026
Attention
4,1333
0,14259
0,78100
Boredom
4,0333
0,20301
1,11193
Excitement
3,2333
0,22835
1,25075
Campaign B – Social Marketing Campaign
Purchase
4,2333
0,14920
0,81720
Intention
Brand
3,7778
0,17164
0,94010
Engagement
Enjoyment
4,3833
0,10636
0,58255
Attention
4,3556
0,12476
0,68332
Boredom
4,3444
0,17615
0,96484
Excitement
3,4333
0,21272
1,16511
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5.2.4 Normality Tests

So, in order to check for the distribution for Campaign A in Spss, we
proceed with the normality Test of Shapiro and Wilk.
Table 5.5: Shapiro-Wilk test for Normality for both campaigns

Variable
Purchase Intention
Brand Engagement
Enjoyment
Attention
Boredom
Excitement
Purchase Intention
Brand Engagement
Enjoyment
Attention
Boredom
Excitement
Intention to donate
(only in B)

Tests of Normality/ Shapiro-Wilk
Campaign A
Statistic
0,864
0,924
0,884
0,893
0,820
0,891
Campaign B
0,804
0,902
0,817
0,844
0,727
0,908
0,854

Sig.
0,001
0,033
0,003
0,006
<,001
0,005
<0,001
0,010
<0,001
<0,001
<0,001
0,013
<0,001

We can see that all the variables are less than p<0,05. That means that
all the variables are not normally distributed.

5.2.5 Campaign differences

After we have created the appropriate set of data in spss (a group
with the values 1 and 2 for the two different campaigns, and the given
values of the questionnaires for the variables), we can proceed to test
our data with a non parametric method (as p<0,05 our data have a
non parametric distribution). The test that is appropriate in these kind of
data is the Mann -Whitney test. We can find the results of each variable
below.
Purchase Intention

Now, we will proceed with the statistical tests for Purchase Intention.
According to the normality test, p<0,05 and there is no normal
distribution. This means that we will proceed with a non parametric test,
as below.
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Table 5.6: Mann Whitney test for Purchase Intention

Mann Whitney Non parametric Test
Null Hypothesis
Sig.
The distribution of Purchase Intention is the same
across categories of campaign

0,007

Decision
Reject the null
Hypothesis

Mann-Whitney U test Summary
Total N
60
Mann-Whitney U
621,000
Standard Error
63,493
Assymptotic Sig (2-sided test)
0,007

Looking at the results of Mann-Whitney U test, we can see that we
should reject the null hypothesis. So, the conclusion is that the Purchase
Intention is not the same between the two campaigns, hence we
accept the Hypothesis1. Having a look at the means of Purchase
Intention, we can see that the number for Campaign A is 3,5667, and
accordingly the value for Campaign B is 4,2333. That means that
People watching the Social marketing campaign are more likely to buy
an Innocent smoothie, than the ones that watched the traditional
campaign.

Brand Engagement

As we do not have a normal distribution (p<0,05), we should proceed
with the Mann-Whitney U test for non parametric distribution.
Table 5.7: Mann Whitney test for Brand Engagement

Mann Whitney Non parametric Test
Null Hypothesis
Sig.
The distribution of Brand Engagement is the same
across categories of campaign

Mann-Whitney U test Summary
Total N
Mann-Whitney U
Standard Error
Assymptotic Sig (2-sided test)

0,002

Decision
Reject the null
Hypothesis

60
662,000
66,922
0,002

Our null hypothesis is that the distribution of Brand Engagement is the
same between the two campaigns. With the result from the MannWhitney U test, we know that we should reject the null hypothesis. So,
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we accept the Hypothesis 2 for the engagement. Having a look at the
means, we can clearly see that the brand engagement is higher in the
social marketing campaign (Campaign B) with the value of 3,7778
instead of 2,9167 for the Campaign A.

Enjoyment

After we have checked for normality, we proceed with a non
parametric test.
Table 5.8: Mann Whitney test for Brand Enjoyment

Mann Whitney Non parametric Test
Null Hypothesis
Sig.
The distribution of Enjoyment is the same across
categories of campaign

Mann-Whitney U test Summary
Total N
Mann-Whitney U
Standard Error
Assymptotic Sig (2-sided test)

0,040

Decision
Reject the null
Hypothesis

60
584,500
65,602
0,040

As we can see from the results, p=0,040 and we can reject the null
hypothesis. That means that there is different distribution of enjoyment
in the two campaigns. Hence, Hypothesis 3 is confirmed.
Checking the descriptive statistics for enjoyment we could compare
the means for this variable. For campaign A, the mean is 3,7833, and
for Campaign B, the mean is 4,3833. We can clearly see that
enjoyment is higher in the Campaign B - Social Marketing Campaign
(as the higher numbers are closer to the “totally agree” in the Likert
scale).

Attention

From the test of normality Kolmogorov-Smirnov (n>50), we can see that
as p<0,05 there is not normal distribution.
In this case, for the variable Attention, we will proceed with the Non
parametric test Mann Whitney.
Table 5.9: Mann Whitney test for Brand Attention

Mann Whitney Non parametric Test
Null Hypothesis
Sig.
The distribution of Attention is the same across
categories of campaign

0,252

Decision
Retain the null
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Hypothesis
Mann-Whitney U test Summary
Total N
Mann-Whitney U
Standard Error
Assymptotic Sig (2-sided test)

60
526,000
66,290
0,252

From the results of our tests, our p>0,05 and we can see that we should
keep the null hypothesis. This means that the distribution of the variable
Attention is the same between the two campaigns, rejecting
Hypothesis H4. But, looking at the means of the variables of two
campaigns, we can see that there is a small difference. The mean of
the Attention in Campaign B is slightly higher. But this is not statistically
significant (because of the small difference).
Boredom

From our results for Normality, we see that we have a Non normal
distribution, so we will choose to proceed with the Mann Whitney Test.
Table 5.10: Mann Whitney test for Boredom

Mann Whitney Non parametric Test
Null Hypothesis
Sig.
The distribution of Boredom is the same across
categories of campaign

Mann-Whitney U test Summary
Total N
Mann-Whitney U
Standard Error
Assymptotic Sig (2-sided test)

0,152

Decision
Retain the null
Hypothesis

60
544,000
65,604
0,152

From the results of our test, we can see that the distribution of Boredom
is the same between the two campaigns, and we should keep the null
hypothesis. So, this means that we reject the Hypothesis 5. Although
from the means of this variable, we can see that in campaign B,
boredom is slightly smaller, but not statistically significant.

Excitement

As p<0,05, there is not a normal distribution in the data.
So, we will proceed with the Mann-Whitney U non parametric test in
order to check our hypothesis.
Table 5.11: Mann Whitney test for Excitement
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Mann Whitney Non parametric Test
Null Hypothesis
Sig.
The distribution of Excitement is the same across
categories of campaign

Mann-Whitney U test Summary
Total N
Mann-Whitney U
Standard Error
Assymptotic Sig (2-sided test)

0,603

Decision
Retain the null
Hypothesis

60
484,000
65,448
0,603

Our null hypothesis is that the excitement is the same between the two
campaigns. Mann-Whitney test informs us that we should retain the null
hypothesis.So, generally the distribution between the two campaigns is
the same, and we reject the Hypothesis 6. Having a look at the means
of excitement, we can understand that the excitement is slightly higher
in the social marketing campaign.

6. Discussion
At the previous chapters, we have seen the importance of social
marketing for the lives of people and the marketing strategies of
today’s companies. We have also seen what the marketeers should do
in a social marketing campaign, in order to affect people to adopt
better habits and become socially sensitive human beings.
Also, we have seen the evaluation of the two campaigns of Innocent
Drinks, the one was a traditional campaign and the other was a social
marketing campaign. We wanted to check if the social marketing
campaign was more touching and had stronger impact to the people
than traditional marketing campaign. We have gathered our
feedback from our questionnaires, the interviews and we have
completed our statistical analysis on the gathered data.
At this point, we need to present the results and exactly what they
represent. We could state that there is a positive effect from the social
marketing campaign compared to the traditional marketing
campaign, as supported from the literature. This means that people are
more engaged and also have a better user experience. Although we
have not proven all of our hypotheses, we can say that in general
there is a better engagement for the users.
We can find our results of our Hypotheses below on the table.
Table 6.1: Summary of the Hypotheses
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Hypothesis
H1: There are significant differences
in Purchase Intention between the
two campaigns.
H2:There are significant differences
in brand engagement between the
two campaigns.
H3: There are significant differences
in enjoyment between the two
campaigns.
H4: There are significant differences
in attention between the two
campaigns.
H5: There are significant differences
in boredom between the two
campaigns.
H6: There are significant differences
in Excitement between the two
campaigns.

Result
CONFIRMED
CONFIRMED

CONFIRMED

REJECTED
REJECTED

REJECTED

6.1 Interview results – Qualitative data
For our interviews, we have gathered our participant’s data and
performed a qualitative analysis, considering the field experience and
knowledge that we have gained in the field. We have seen the exact
form, the questions and answers in Chapter 4 of this research, and we
have concluded in a general point of view. As the data are qualitative
ones, the form of analysis that we are able to conduct is a narrative
and deductive approach in order to conclude the evaluations.
There were four (4) interviews conducted, right after the interaction
with the campaign that each of the participant were allocated. Two
participants were allocated to the traditional campaign, and the other
two to the social marketing campaign. There were six (6) questions for
the participants that watched the traditional campaign, and 8
questions for the people allocated to the social marketing campaign.
The two questions more that exist in the social marketing campaign,
are giving some information about the way that the participants are
touched from the campaign. All the interview answers are presented in
the data collection chapter, at the tables right after the questions.
We need to say that the participants for both campaigns were
informed for all the details, and about what exactly the campaigns
represent, in order to be prepared and to not give biased answers.
Also, the questions and related answers, were categorized during their
formulation.
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As for the answers of the interviewees, it was easily understood that
social marketing campaign was more engaging and enjoyable. For
the traditional campaign, the first thing that we notice is that people
loved the song that it contained (Queen-Flash). We see that many
answers give this information. So, we think that it plays a huge role for
the enjoyment and the attention that participants give to the
campaign.
While the traditional campaign had answers that were more neutral
and sometimes negative (“I was bored and guilty”, “I would not share
the campaign but I would share the music”, “hmmm I don’t know if I
would buy the product”)the answers for the social marketing
campaign were only positive and they has signs that there is
engagement with the brand and purchase intention (“I would share
the campaign because it does good to buy the product”, ”everything
is connected, there is a chain of good”)as well as willingness to donate
(“yes, it is for a good cause”, ”yes I love smoothies”, “yes, it’s a healthy
snack”).
For the enjoyment variable we notice that there is more enjoyment in
the social marketing campaign when we ask “what they would
change in the campaign”, the comments were that “I would not
change anything, it was to the point” and “everything was nice”.
Whereas in the traditional campaign the answers were that “maybe it
should be shorter” and “no, I enjoyed it”.
For the intention to purchase also we have two positive answers for the
social marketing campaign and one two positive answers also for the
traditional campaign. This is because the traditional campaign was so
“to the point” and wanted to present the smoothie as a superhero,
and a super healthy snack in order to save you from the unhealthy
choices. This shows that the traditional campaign was a very good
campaign, ready to overpass the challenges and make a great
impact to the consumers.

6.2

Survey Results

For the statistical analysis of the questionnaires and the interpretation of
our hypotheses, we should say that 3 out of 6 hypotheses were
confirmed, and specifically the hypothesis about enjoyment, purchase
intention and brand engagement. The statistical tests show that all
three variables have higher values in the social marketing campaign.
On the other hand, the three hypotheses that are not rejected are the
ones for attention, boredom and excitement. This means that these
53

values have almost the same consistency in both of the campaigns.
Although, examining the means of each variable into the separate
campaigns, we saw that the results for the social marketing campaign
are slightly higher.
As we have already mentioned, some of the results are contrary to our
expectations. The variables that show not a statistical significant
difference between the two campaigns, are the “attention”,
“boredom” and “excitement”. The reason why we think that we have
the same results between the two campaign in these variables, is
because the traditional campaign has some very good characteristics,
like the music and the very good concept and the connection with the
very good product. This was a reason for disappointment in the
beginning. But then, a quote by Thomas A. Edison reveals why
negative results are important:
“Negative results are just what I want. They’re just as valuable to me as
positive results. I can never find the thing that does the job best until I
find the ones that don’t.”
From this part, we can understand that traditional campaigns can be
as enjoyable and as exciting as some campaigns that are more
interesting by default (eg. Social marketing campaigns).

7. Conclusion
Observing the results of this study, we are certain that Social Marketing
could bring significant changes in the marketing field in general, and
specifically it could change people’s behaviors, as it is supposed to do.
Although some studies show that there might be some challenges
using social marketing techniques in other fields, the most research [1]
see social marketing as a promising tool that could make an impact in
many fields and highlight the need to invest more research efforts.
Nonetheless, this impact could be compromised if the technological
tools are not applied correctly [15]. This study shows that social
marketing could have significantly positive outcomes in the
engagement of the public.
We began this study by providing general information regarding the
current situation of the social marketing field and then we fully
developed the term “social marketing” and its definitions. Moving on,
we explained the importance of its implementation in many fields, and
also the ways that it could be implemented. Concluding on describing
a socially responsible company based in the UK, Innocent Drinks Inc.
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For the purpose of our research, we have organized two different
marketing campaigns, that were distributed to thirty participants for
each campaign, along with a questionnaire. Then we have gathered
and collected our data, and the final results were analyzed with the
help of statistical tools.
All the above research and analysis provides us with useful insights of
the participants inception of social marketing and it took place in order
to prove or reject our hypotheses. In general, positive effects could be
noticed in purchase intention, brand engagement and enjoyment
while watching the social marketing campaign, compared to the
traditional one. Whereas, we could not prove any significant
differences in the perception of attention, boredom and excitement.
Although out target was to prove more positive impact in all our
variables, we did not manage to do that.
Limitation for this research could be considered the small sample size
and future research should be considered on larger sample sizes.
To conclude, recognizing the way social marketing is affecting the
audience could be vital for the further development of the field and
even more importantly could help individuals and the whole
population.
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Appendix 1

Questions for the campaigns
The first question from this section was about the frequency that the
participants drink juice.

For the campaign A, 51,9% are drinking smoothies/juice twice every month.
Then 33,3% are drinking smoothies twice per week, 11,1% are drinking every
day, and the remaining 3,7% never drink juice. For the campaign B, 50% are
drinking twice per week, 40% are drinking twice per month, and the
remaining 10% every day.

For the next question we asked if the participants liked the campaign. From a
quick view, we can see that more people enjoyed the social marketing
campaign (Campaign B), whereas we have more negative answers and
some neutral in the answers for campaign A.

For the next question about whether it is possible to buy an innocent juice, we
have more positive answers in the Campaign B. Especially in the answer
“totally likely” we have 13 answers for campaign B, and 4 answers for
campaign A. This is a significant difference.
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The next questions was about the whole concept of the campaign, and if
people liked it. Also, here we can see that people preferred the campaign B,
as we see that there are no negative answers, and only 4 neutral, opposing
to the Campaign A, that had 5 negative answers and 7 neutrals.

After that, we have asked people if they were curious to learn more about
the brand. We can clearly see from the results, that we have more interest in
the social marketing campaign, whereas we can see more neutral answers in
the traditional campaign.
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Appendix 2

Open ended question replies
Campaign A
nope
It was enjoying
It is healthy
n/a
Nothing it was a bit boring
i liked the song!
The song, I liked it
The music from the Queen band
Their colour
The smoothie itself not the brand
It was promoted as something special that came the right moment instead of eating
something unhealthy
The commercial and the way they present it as the "smoothie savior" arriving the right
time before the temptation. It creates high expectations for the product.
Nothing
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In the first question "Do you drink juice/smoothies? How often?" my actual answer
would be sth like "once every two months"
I wouldn't buy it because I rarely buy juices packed in plastic. I prefer to bring my own
reusable cup and have the bartender pour freshly squeezed juice/smoothie in my cup.
Even if I don't have a cup with me, I will opt for a freshly squeezed juice/smoothie and
not a packaged one.
the fruits that screaming
The campaign wasn't clean-cut, wasn't too perfect so that intrigued me to try the
products once at least.
i dont wat to buy it because i dont like smoothies very much
Πολλα!!!
It’s color, it’s label and the enthusiasm of each person facing the product suddenly
next to them.
The need for a diet change
the contain of the product
n/a
the idea of the flying smoothie was very clever and it made me want to see this and
taste this smoothie
It seemed childish to me
the mood and appetite of the participants
The flavours of the juice-smoothies
smart concept, nice cimetography
I like smoothies, it is healthy. The way i advertised won me over.
A low calory choice for snack
music
looks tasty

Campaign B
They help poor people
Nothing, it is not nice to use African people for advertising. It was not nice.
The charity
Poor Africans
The idea behind the commercial; There are tons of different juices/smoothies but if you
feel like you are being part of something bigger feels good; however i feel that the
speaker behind the video spoke too fast, i wouldn't mind if the commercial is 10 20 sec
longer but with a slower pace. Good luck with your thesis, wish you all the best!
Humorous, and they help others
humour ,reference to charity , charity help through a simple buy , indication of
examples
I am not interested in the charity, but just in the quality of the product. Generally, I am
opposite of those kind of advertisements which contain charities. When you want to
offer to someone or somewhere, you can do it quietly and without noise. This is how
you do when you really care about the charity.
Nothing
-The fact that it will help people improve their lives
-I love smoothies, thus it triggered my attention, and made me want to drink something
like this immediately
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giving to others
I don't know
As the bottles are made from plastic, I'd probably not buy them, even if I like the idea
of the donations. I don't really trust the concept, either.
The way it presents a simple purchase can contribute to so many things and people in
a good way.
NONE . THERE WAS A BAD SENSE OF HUMOR AGAINST POOR AFRICANS
that helps other people
Seems like an honest product
Simple, clear message, good flow of story
The perspective for the Afican villagers
Innocent does good.
the charity part
the way the guy on the video drink the last drop of the juice
people are poor and innocent gives them money
The campaign was very interesting
Firstly the lovely packaging design,secondly it’s several tastes and the most important
that it makes me really happy knowing I’m helping others while enjoying what I’m
drinking!
Packaging, fruits 🍎 variety and csr
the whole idea of the campaign was very clever and it made me want a smoothie
the charity contend
I would buy the product because of the advertising
The flavours of the smoothies
graphics, the iconcept, the cause
Are from natural products and with thermal value. Help and balanced diet. Finally a
good percentage is for charity.
The concept and purpose of the brand.
A careful selection of fruit
"ALL THINKS ARE CONNECTED..." " GOES TO CHARITY..."
the packaging of the bottle in general and its colors, the donation part of buying just a
smoothie and the good things that this purchase can bring
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