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Abstract 
In order to explore the factors that influence consumers' purchase intention in cause-
oriented marketing, this paper introduces the variables such as categorization double-
process model, hypocritical perception, cognitive demand and information 
transparency.This paper designed three experiments, the experiment proved a 
consumer similarity have higher purchase intention of the subject matter, the results 
prove that the hypocrisy of perception intermediary role, the experiment proved three 
high NFC level of hypocrisy in classification/theme similarity but there was no difference 
in the perception and purchase intention, and low level of NFC in the classification of 
similarity have stronger hypocrisy, lead to weaker willingness to buy, the higher the 
information transparency, hypocritical perception is weak, the stronger the purchase 
intention.This paper expands the theoretical literature on cause-friendly marketing and 
provides some management Suggestions for enterprises. 
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1. Introduction 

Cause marketing is a business activity jointly initiated by enterprises and non-profit 
organizations to form a mutually beneficial partnership for the purpose of marketing a certain 
image, product or service. Cause marketing has now become a means for companies to fulfill 
their social responsibilities. American Express is a typical example. In 1983, the company 
launched a famous campaign to raise funds for the restoration of the Statue of Liberty and Ellis 
Island. American Express donated one cent for each transaction, raising a total of 1.7 million 
U.S. dollars, and the use of cause marketing has been on the rise. Cooperation between 
enterprises and public welfare organizations can increase the company's revenue generation, 
improve the company's image and increase brand equity (Hoeffler & Keller, 2002; Lafferty & 
Goldsmith, 2005; Rim, Yang, & Lee, 2016). Although consumers will perceive that companies 
attach importance to corporate responsibility to a certain extent, the opportunity for 
companies to do charity triggers consumer speculation and affects consumers’ perceived 
sincerity. (Drumwright, 1996; Ellen, Mohr, & Webb, 2000) This will affect the success of cause 
marketing. Previous studies have shown that the corporate-charity fit can bring benefits, it can 
improve the evaluation of companies and nonprofit organizations (Ellen, Webb & Mohr, 2006; 
Pracejus & Olsen, 2004) but it can also be harmful, it will Affect consumers' perceived sincerity. 
(Cuypers, Koh, & Wang 2016) Therefore, these conflicting studies show that the fit between the 
company and the public welfare organization and consumers' perception of the sincerity of 
their motivations, that is, whether the company is hypocritical is worthy of in-depth research, 
and this perception of hypocrisy will ultimately Affect consumers' willingness to buy. 
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This study defines fit into two aspects: classification similarity based on classification features 
and topic similarity based on topic relationships (Estes, Gibbert, Guest, & Mazursky, 2012). 
Classification similarity means that products have common characteristics (for example, 
airplanes and helicopters belong to the same category); subject similarity refers to items that 
interact in the same context (such as airplanes and luggage) (Estes et al. , 2012; Golonka & Estes, 
2009). The expected result of this study is that the similarity of classification will bring about a 
higher degree of hypocritical perception, and ultimately reduce consumers' willingness to buy. 
This research also emphasizes the moderating effect of NFC level and information transparency 
between classification/topic similarity and perception of hypocrisy, classification/topic 
similarity and consumer purchase intention. This research expands the literature related to 
cause marketing, and at the same time expands the relevant literatures such as cognitive needs 
and perception of hypocrisy. At the same time, it can give companies some management 
enlightenment worthy of reference. How to do cause marketing to stimulate consumers' 
purchase intention To get better results? 

2. Literature Review and Research Hypothesessection Headings 

2.1. Classification Dual-Process Model in Cause Marketing 
The fit of corporations and charities can increase the overall evaluation of corporations and 
charities (Ellen et al., 2006; Pracejus & Olsen, 2004), but the degree of fit may also trigger 
skepticism (Barone et al., 2007; Samu & Wymer, 2009). The classification two-process model 
distinguishes feature-based classification similarity and topic similarity based on topic 
relations (Estes et al., 2012; Wisniewski & Bassok, 1999). Classification similarity refers to 
things that have common characteristics. For example, motorcycles and bicycles have similar 
characteristics. They have wheels and frames, and they are both vehicles. But subject similarity 
is based on the spatial, temporal or functional interaction between items in a given scene (Estes 
et al., 2012). For example, motorcycles and helmets are used in the same scene. Recent 
psychological and neuroscience evidence consistently shows that classification similarity and 
subject similarity are different, and they activate different neural circuits of consumers (Sachs, 
Weis, Krings, Huber, & Kircher, 2008). The classification dual-process model is applied to cause 
marketing. The classification similarity refers to the relationship between companies and 
charities based on categories and characteristics, such as: Puma (sports shoes brand) and 
Soles4Souls (translated as "shoes for souls" ", is a charity organization in the United States, 
charitable behavior is to donate shoes to the poor) cooperation; and the theme similarity 
emphasizes the relationship between corporate brand and charity in terms of image, mission 
or core values. For example, Avon (a cosmetics company) bills itself as a "female company" and 
one of its main goals is to improve women's lives. It created its own foundation to support the 
prevention of domestic violence. There is a thematic fit between the two. 

2.2. Corporate Hypocrisy 
This study draws on the definition of corporate hypocrisy by Wagner et al. 2009, that is, 
"corporate hypocrisy refers to the gap between what a company says and what it does." 
Consumers can infer whether the company’s motivation is sincere by considering the amount 
of donation, the type of activity, and the fit between the company and the charity (Cuypers, Koh, 
& Wang 2016). The perceived sincerity of the company’s potential motives for participating in 
charitable behavior contributes to the success of cause marketing (Cuypers, Koh, & Wang 2016). 
On the contrary, if consumers feel more hypocritical perceptions, their attitudes will become 
negative, hindering the success of the company's good cause marketing. Consumers’ attribution 
of corporate good-cause marketing motives has two forms: one is external, that is, consumers 
believe that the company is trying to increase profits; the other is internal, that is, consumers 
believe that the company is out of right Take action for real concern for social issues (Du, 
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Bhattacharya, & Sen, 2007; Ellen et al., 2006; Forehand & Grier, 2003). The stronger the 
intrinsic motivation attribute, the more positive the consumer’s response and the weaker the 
consumer’s perception of hypocrisy; the stronger the extrinsic motivation attribute, the more 
negative the consumer’s response and the stronger the consumer’s perception of hypocrisy. 
Several studies have shown that when the fit is high, consumers believe that the brand’s 
motivation is driven by self-interest (Barone, Miyazaki, & Kimberly, 2000; Drumwright, 1996; 
Ellen etal., 2000). . The literature on categorical fit and theme fit shows that the performance of 
categorical fit is "more fit" because they are well established in consumer memory, which is not 
so surprising and directly leads to a higher perception of fit; on the contrary, theme fit" Then 
fit, because they are usually specially created, and therefore more surprising, leading to a lower 
perception of fit (Poynor & Wood, 2010). Therefore, this research hypothesizes: 
H1: Consumers have a stronger perception of hypocrisy on classification similarity 
relationships (compared to topic similarity relationships). 

2.3. Cognitive Needs (NFC Level) 
Cognitive needs, namely "need for cognition", is a kind of personal character traits. Individuals 
have different intrinsic motivations for processing information (Petty & Cacioppo, 1986), so 
they have different perceptions of distribution. This individual difference in distribution 
cognition is conceptualized as "cognitive needs". This personal characteristic may affect 
consumers' perception of the company's good-cause marketing motives, and subsequently 
affect consumers' willingness to buy. Existing literature has extensively studied the influence 
of consumers' NFC level on information evaluation and persuasion. (Cacioppo, Petty, & Morris, 
1983; (Kao, Chuang, Wang, & Zhang, 2013). The current research has not applied this 
personality trait to the field of cause-cause marketing. When exposed to advertising, it was 
found that the ratio of NFC individuals was high. Individuals with low NFC can process 
advertising information more thoroughly, and these individuals with high NFC are more 
susceptible to the influence of the information itself, rather than the influence of peripheral 
clues (such as: stories, emotions, etc.) (Cacioppo et al., 1983). High NFC Individuals prefer 
information-oriented media. On the other hand, low-NFC individuals are more susceptible to 
external clues and avoid information processing and thinking; their attitudes are not based on 
information content, but based on the emotional value of advertising. 
In summary, individuals with high NFC process information more thoroughly than individuals 
with low NFC, and are more susceptible to the influence of the information itself (Cacioppo et 
al., 1983). Individuals with high NFC have a better cognitive structure, can infer visual cues 
embedded in advertisements, explain and understand brand information more vividly, and 
experience higher-level image generation (Childers, 1986; Putrevu et al, 2004) . In the 
classification dual-process model, the amount of information displayed by classification 
similarity and topic similarity is different, and the focus of the displayed information is also 
different. Consumers of different NFC levels have different levels of understanding. Therefore, 
this research hypothesizes that NFC level plays a moderating role between classification/topic 
similarity and perception of hypocrisy. Specifically, people with high NFC levels (compared to 
low NFC) can more clearly perceive the similarity of the theme between the company and the 
charity and the relationship between the two, so the perception fit is higher; at the same time, 
due to Classification similarity itself is based on features and classification, and it is easy to be 
considered as having a high degree of perceptual fit. People with low NFC can only perceive 
more fit for classification similarity. Therefore, this research hypothesizes: 
H2: NFC level plays a moderating role between classification/topic similarity and perception of 
hypocrisy, and between classification/topic similarity and purchase intention. 
H2a: People with high NFC level have no difference in hypocritical perception and purchase 
intention in classification/topic similarity. 
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H2b: People with a low level of NFC have a stronger perception of hypocrisy in classification 
similarity, and a weaker willingness to buy. 

2.4. Information Transparency 
The higher the transparency of information, the more customers will perceive the authenticity 
and altruism of corporate cause marketing activities (Groza et al. 2011). Studies have confirmed 
that corporate social responsibility information plays an important role in consumers' ethical 
purchasing decisions (Bray et al. 2011; Walker & Kent 2013). Consumers’ perceptions of 
corporate social responsibility behaviors are positively correlated with their attitudes and 
purchasing decisions (Pomering & Dolnicar 2009; Tian et al. 2011). Therefore, we introduce 
the concept of information transparency, which is defined as "the completeness of information 
about its business activities provided by each company to the market" (Vaccaro & Madsen 2006) 
Compared with traditional media (Wanderley et al. 2008), the Internet can help Enterprises 
release more detailed and up-to-date related cause marketing information to consumers, such 
as cooperative non-profit organizations, accumulated donation amount, specific use of 
donations, etc. 
Combined with the research in the Chinese context, the organization and implementation of 
good-cause marketing activities are the most important factors that affect consumers’ 
perceptions of good-causes. Four important dimensions are widely mentioned by consumers, 
including promotion of activities, destination of donations, and assistance. Targets and 
cooperative charity organizations, among which the most frequently mentioned and consumers 
believe that the most important thing is the implementation of good cause marketing activities, 
that is, where the donations go. It is the most important point in the influencing factors of good 
cause activities, and it is also the focus of consumers' attention. 
Therefore, this research hypothesizes: 
H3a: Information transparency plays a moderating role between classification similarity/topic 
similarity and perception of hypocrisy. The higher the transparency of information, the weaker 
the perception of hypocrisy. 
H3b: Information transparency plays a moderating role between classification similarity/topic 
similarity and consumers' purchasing intention. The higher the information transparency, the 
stronger the consumer's purchasing intention. 

3. Research Methods and Research Design 

3.1. Research Methods 
(1) Literature analysis method. Read a lot of literature, refer to the experimental design of 
related literature, consider the relevant covariates of the experimental design, and be 
comprehensive and rigorous. 
(2) Questionnaire survey method. The questionnaire is designed according to the mature scales 
at home and abroad, and the scales are improved according to the situation of this article. Send 
out a part of the scale for pre-test. The formal experiment will be carried out later. 
(3) Spss data analysis method. This study is expected to use spss25 for data analysis. Including 
reliability and validity analysis, analysis of variance, correlation analysis, regression analysis, 
etc. 
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3.2. Research Design 
3.2.1. Experiment 1: Study the Relationship between Classification Similarity 

Relationship/Topic Similarity Relationship and Purchase Intention 
a. The choice of stimulus: choose real brand Tiffiny and virtual charity activities. Classification 
similarity: "Maintain a safe diamond mine"-link Tiffiny and "diamonds". Thematic similarity: 
"Restore the Statue of Liberty"-linking Tiffiny to the image of the city of New York. 
b. Pre-test: recruit a part of the subjects to measure the fit perception of these two stimuli is 
different. Adopt: Estes et al. (2012) scale "fitness with the parent company brand"; "good for 
the parent brand"; "logical for the parent company brand"; adopt Likert scale, 1=" Strongly 
disagree", 7="Strongly agree". 
c. Formal experiment: Adopt a single factor experiment and recruit a group of university 
undergraduates as subjects. Describe the brand to them, and then divide them into 
categories/topic similarities. Then test their willingness to buy. Use the question "how willing 
are you to buy the product" and so on, and use the Likert scale to measure it. (Chang & Cheng 
2015; Robinson et al. 2012). At the same time, the participants' brand familiarity and the degree 
of brand preference were measured as covariates, and descriptive variables such as age and 
gender of the participants were counted. 
3.2.2. Experiment 2: Study the Mediating Role of Hypocritical Perception 
a. Change a stimulus: choose real brand Beats and virtual charity activities. Classification 
similarity: donating headphones in an orphanage-linking Beats with "headphones". Theme 
similarity: Promoting the diversity of American universities-connected with Beats' theme "that 
without the diversity that music brings us our world would be nothing". 
b. The general experimental method is as shown in Experiment 1. After briefly describing the 
Beats brand to the subjects, the subjects were divided into two groups. One group was similar 
in classification and the other was similar in theme. Measure the participants' perception of 
hypocrisy and willingness to buy. Among them, the perception of corporate hypocrisy adopts 
the scale proposed by Wagner et al. in 2009. The specific questions include "corporate 
charitable behavior is hypocritical", "corporate behavior and propaganda do not match at all", 
"corporate disguise its own image", and "corporate charitable behavior is hypocritical". 
"Untrustworthy" "Enterprises' words and deeds are inconsistent." The brand familiarity of 
participants is also measured, and the degree of brand preference is used as a covariate, and 
descriptive variables such as age and gender of the participants are counted. 
3.2.3. Experiment 3: Study the Moderating Effect of NFC Level and Information 

Transparency 
Formal experiment: In an inter-group experiment where participants are divided into 2 (high 
information transparency; low information transparency)*2 (high NFC level; low NFC level), 
the participants' perception of hypocrisy and willingness to buy are measured. Measure 
participants’ perception of hypocrisy and willingness to buy. Do an operational check on 
information transparency and measure covariates. Finally, the participants’ NFC level was 
measured, and the scale designed by Bu Zhong et al. in 2011 was used. The question items 
included "I prefer complicated questions", "I think I am more obligated to deal with problems 
that need to be considered", and "Think about me." Think it's not interesting" "I'm more willing 
to do things that require less thinking" "I only think when I have to think" and so on. Finally, 
collect gender and age for descriptive statistics. 

3.3.  Research Plan Timeline 
2020.3.10-2020.4.01 Determine the model. 
2020.4.02-2020.4.03 design questionnaire. 
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2020.4.04-2020.4.07 Questionnaire issued. 
2020.4.08-2020.4.20 analysis data. 
2020.4.20-2020.5.10 Complete the first draft. 
2020.5.11-2020.6.10 Revise the first draft and complete the final draft. 
2020.6.11 Contributions. 
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