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Abstract 
This article introduces two moderating variables: the perception of corporate warmth 
and the distance between beneficiaries of good-cause marketing and consumers. The 
cognition of the reaction of marketing events also further demonstrates that cause 
marketing should be linked to the mission of the organization to make it a long-term 
business.  
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1. Introduction 

The public survey on corporate social responsibility in China shows that rising income levels, 
higher education levels, and deepening of the market economy have significantly increased the 
Chinese public’s attention to corporate social responsibility (Corporate Social Responsibility, 
CSR) (Jin Pei, Li Gang, 2006). 
Inspired by a series of research results on the positive effects of CSR actions on companies and 
the CSR actions of foreign companies, Chinese companies have also fulfilled CSR. According to 
the "Charity Blue Book: China Philanthropy Development Report (2019)" jointly released in 
Chengdu by the Institute of Sociology of the Chinese Academy of Social Sciences and the Social 
Sciences Literature Press, the actual amount of social donations nationwide in 2016 was 145.8 
billion yuan, and the actual social donations in 2017 The total amount is 152.6 billion yuan, and 
the total amount of China's social donations in 2018 is estimated to be 112.8 billion yuan. 
As one of CSR performance, cause marketing involves profit giving and enables companies to 
contribute to non-profit organizations, and also increases their bottom line by linking these 
contributions to sales (Dean ,2004; Varadarajan and Menon,1988). Won the favor of many 
companies. The practice of advocating corporate social responsibility in marketing 
communication activities is usually called good cause marketing. Good cause marketing is 
defined as the process of formulating and implementing marketing activities, which is 
characterized by contributing a specific amount to designated non-profit activities, which in 
turn It also leads to customers participating in transactions that provide revenue (Mullen, 
1997). The survey shows that if the price is the same as the quality, most consumers are more 
likely to switch to brands related to cause marketing (RSW, 1993, 1996). 
As early as 1983, American Express donated funds to the Alice Island Foundation for the 
renovation of the Statue of Liberty. Every time a customer uses an American Express card, the 
company will donate 1 cent to the foundation; for each additional customer with an American 
Express card, the company will donate one dollar. Since then, cause marketing has been 
described differently as "strategic giving" (Mullen,1997) and "pragmatic altruism" (Buhl,1996). 
Nowadays, many companies are committed to the cause of marketing and have established 
mutually beneficial relationships with society. 
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2. Literature Review 

The positive impact of cause marketing on enterprises, consumers and society makes it a 
popular and valuable marketing tool. With the maturity of cause-cause marketing strategies, 
academic research on cause-cause marketing has made great progress, and the research is 
mainly conducted from the perspectives of consumers and enterprises (Lafferty, 
Lueth&Mccafferty, 2016; Koschate-Fischer, Stefan&Hoyer,2012) believe that cause marketing 
combines the donation of cause events and product sales, and its success depends on consumer 
attitudes. In recent years, research on the relationship between cause marketing and consumer 
attitudes has received increasing attention from the academic community. Some scholars have 
used relevant theories of social psychology, such as attribution theory, SOR theory, self-signal 
theory, and balance theory to influence consumption by cause marketing. The internal 
mechanism of consumer attitudes is explained. These studies provide powerful theoretical 
support for how cause-cause marketing affects consumer attitudes. 
Varadarajan and Menon (1988) proposed that companies use cause marketing for two main 
purposes: one is to support social charity; the other is to improve the company's marketing 
performance. At present, there are many documents confirming that cause marketing has a 
positive effect on consumer attitudes: cause marketing can improve consumers’ attitudes 
towards brands. In advertising, if a brand claims that it is supporting cause events, this 
information will make Consumers generate positive emotions (Huertas- García et al., 2017). 
Andrews (2014) and others pointed out that good cause events can provide consumers with a 
sense of self-satisfaction and positive emotions. Many studies (Koschate-Fischer et al., 2012; 
Baghi, Rubaltelli&Tedeschi, 2009; Mcwilliams& Siegel,2001) have shown that cause marketing 
has a positive impact on consumer attitudes. 
Therefore, companies are increasingly using cause marketing to increase consumer goodwill 
and improve corporate image (Koschate-Fischer et al., 2012; Rifon,2004) and others showed 
that higher corporate and cause-related events can positively affect consumers’ trust and 
attitudes towards sponsoring companies. Companies investing in corporate social 
responsibility are similar to building a well-intentioned reserve pool. Corporate social 
responsibility needs to be regarded as a long-term strategic investment. Making socially 
responsible investments in these brands may translate into long-term positive effects, such as 
loyalty and supportive behaviors. (Torelli, Monga& Kaikati,2012; Mcwilliams and Siegel,2001) 
believe that cause marketing can help companies establish a trustworthy image and improve 
consumers' perception of product quality. Matching corporate social responsibilities with 
marketing strategies, hoping to improve corporate and brand acceptance and reputation 
through the fulfillment of social responsibilities, is in line with the practice of cause marketing 
(Baghi et al., 2009). 
In general, cause marketing can not only provide consumers with basic product utility, but also 
can induce consumers to have a good sense of themselves. Therefore, under normal 
circumstances, good cause marketing will have a positive impact on consumers' attitudes. In 
the short term, this effect is mainly reflected in the increase of consumers' purchasing intention. 
From the perspective of long-term effects, consumers will have a more positive attitude 
towards companies that implement cause-related marketing activities, which will help improve 
the company's reputation and image. 
However, there is very little literature on the company’s warmth perception and the distance 
between CRM beneficiaries and consumers and how it affects the long-term and lasting impact 
of cause marketing on consumers. Therefore, this article introduces the company’s warmth 
perception and CRM beneficiaries and consumers The two moderating variables of the distance 
between the two indicate that good-cause marketing practice promotes consumers’ evaluation 
of the brand and further affects consumer behavior, expands the perception of consumers’ 
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responses to good-cause marketing events, and further shows that good-cause marketing It 
should be linked to the mission of the organization to make it a long-term business. 

3. Research Hypothesis 

3.1. The Relationship between CRM and Consumer Brand Evaluation 
CRM refers to a company's commitment to donate a certain amount of funds to non-profit 
organizations or social groups when consumers purchase its products/services (Nan and Heo, 
2007). There have been many studies measuring the impact of CRM on sponsored brands or 
company perceptions. For example, Smith ans Alcorn (1991) found that more than half (56%) 
of consumers believe that donating to charity is important, and 46% of consumers are willing 
to switch brands for support reasons. Studies have also confirmed that consumers’ overall 
response to CRM is positive (Webb and Mohr, 1998). 
Therefore, combined with previous research, this article proposes the following hypotheses: 
H1: CRM has a positive impact on consumer brand evaluation. 

3.2. The Role of CSR Warmth Perception in Regulating the Relationship 
between Cause Marketing and Consumer Brand Attitudes 

Godfrey (2005) believes that previous CSR records will help a company accumulate credibility 
among its stakeholders, prompting them to bring benefits to the company. Similarly, the moral 
permission theory believes that past good deeds can "make morally questionable behaviors 
appear to be not illegal at all" (Miller & Effron, 2010; Similarly, Lii and Lee,2002) investigated 
how the impact of three CSR actions (charity, sponsorship, and CRM) on the assessment of 
consumer attitudes differs depending on the company's previous CSR reputation. In their 
experiments, they found that when a company’s previous reputation is good, the company’s 
philanthropic behavior has a more positive impact on consumers’ evaluation of the company. 
Based on these studies, we can learn that the company’s previous good CSR Recording will 
trigger consumers' perceptions of the warmth of the company, and these perceptions influence 
consumers' altruistic attribution of the company's motives. 
The dimension of warmth perception includes characteristics such as honesty, kindness, and 
sincerity. "It represents a tendency to tolerate, and this tendency refers to more consideration 
of benefits to others." (Cuddy et al, 2008) Because corporate social responsibility activities tend 
to apply corporate resources to the improvement of social welfare by solving social or 
environmental problems, the CSR record of actively promoting social welfare promotes the 
inference of corporate warmth. As Cuddy, Glick, and Beninger (2011) pointed out, “warmth is 
inferred from behaviors that seem to serve their own interests but actually serve the interests 
of others” (Cuddy et al.,2011). A good record of contributions tends to promote warmth. 
Therefore, when applied to corporate evaluation, SCM shows that warmer companies often 
have good corporate social responsibility records. In fact, Shea and Hawn (2019) showed that 
individuals believe that companies’ participation in corporate social responsibility is warm, 
which in turn will affect their purchase intentions and/or their reputation judgments. This is 
supported by Gao and Mattila (2014), whose research shows that consumers are more likely to 
be satisfied with green (vs. non-green) hotels, partly because green hotels are considered 
warmer. 
Cuddy et al., (2011) believe that “the judgment of corporate warmth affects the degree to which 
we trust others, rather than doubting the motives of others”, that is to say, warmth plays a major 
role in evaluation. This has been confirmed in empirical studies. Gao&Mattila (2014) and 
Shea&Hawn (2019) show that the perception of corporate warmth regulates the judgment and 
behavioral intentions of individuals on evaluating companies. Therefore, the perception of 
corporate warmth will affect the individual’s perception of corporate motives. Furthermore, a 
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warmer perception will increase one’s inference that the company’s sincere concern for social 
welfare and actively carry out corporate social responsibility. 
Therefore, on this basis, this article proposes the following hypotheses: 
H2: The warmth perception of the company positively regulates the relationship between CRM 
and consumer brand evaluation. 

3.3. The Role of Psychological/Social/Physical Distance between Beneficiaries 
of Beneficiaries and Consumers in Moderating the Relationship between 
Beneficiaries of Beneficiaries and Consumers’ Brand Attitudes 

Based on the perspective of social psychology, social identity theory believes that groups will 
be combined around a cause or theme. They can use this cause or theme to identify and describe 
a group’s identity, leaving those who do not belong to that group in the group. Outside (Tajfel 
and Turner 1979). SIT is widely adopted in management literature, especially in the field of 
organizational psychology. Some people believe that personal identification with the 
organization is more likely to produce positive attitudes and behaviors toward the organization 
(Ashforth and Mael 1989; Zhu et al. 2017). The physical, social, and psychological proximity 
that a consumer experiences determines his/her degree of identification with the beneficiaries 
of the beneficiary marketing activities. For example, when a company takes socially responsible 
measures to persuade consumers to agree with the company, he/she will act in a way that is 
meaningful to society, rather than in a personal way. This is because the practice of social 
responsibility not only affects consumers' self-identity and evaluation of enterprises, but also 
affects their purchase intentions (Sen and Bhattacharya 2001; Mohr and Webb ,2005). 
When consumers feel close to the beneficiaries (physical, social or psychological) of the 
beneficiaries of the beneficiaries of the benefic Have a more positive brand attitude towards 
cause-related marketing activities. 
Proximity is defined as the "moral agent's (beneficial) feeling for the victim of evil (beneficial) 
behavior" (Jones,1991). Physical proximity refers to the geographic proximity between the 
person making a decision or action and the person threatened by the decision or action 
(Jones,1991); when examined in a moral and ethical context, physical proximity Proximity 
enhances helping behaviors (Grau and Folse 2007; Adamsand Raisborough 2008; Chang 2012). 
For example, the article by Stacy Landreth and Judith Anne Garretson Folse pointed out that the 
proximity of donations has an impact on those who are less concerned about the cause; 
compared with national cause activities, local cause activities receive more positive reviews. 
Therefore, this article proposes hypotheses: 
H3a: The physical distance between consumers and beneficiaries of cause marketing activities 
positively regulates the relationship between CRM and consumer brand evaluation. 
When people share social intimacy based on collective experience, social intimacy exists. This 
intimacy comes from intimacy in values, norms, customs, family, background, and beliefs 
(Boschma,2005; Ghorbani et al.,2013) It is believed that social proximity is an empowering 
factor in moral behavior, which divides social connections into strong and weak. It has been 
suggested that social identity increases with increasing commitment or familiarity to a group, 
which affects behavioral outcomes (Mencl and May 2009). In other words, consumers who have 
more understanding of the social and cultural characteristics of beneficiaries of good-cause 
marketing activities are more likely to be familiar with the values, norms, customs and beliefs 
of beneficiaries of good-cause marketing activities, and are more likely to identify with good 
cause marketing.  
Therefore, this article proposes hypotheses: 
H3b: The social distance between consumers and beneficiaries of cause marketing activities 
positively regulates the relationship between CRM and consumer brand evaluation. 
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Kreilkamp (1984) pointed out that all relationships between consumers and organizations 
have a certain degree of psychological distance. Psychological distance describes the lack of 
contact between consumers and the company (Kreilkap, 1984; Trope et al., 2007) or the feeling 
of weak psychological bonds between them (Hess, 2002). It creates obstacles and even triggers 
a sense of crisis in the self-defense mechanism. Therefore, psychological distance is a 
moderator for people to establish relationships with similar/different and familiar/unfamiliar 
people or organizations (Edward et al., 2009). Psychological distance is an important structure 
in interpersonal psychology, international trade and publicity research, because it has been 
found to influence/modulate people's cognition, decision-making and behavior. For example, 
psychological distance limits the credibility of retailers online (Edwars et al., 2009). People are 
unlikely to donate to charities that seem to be psychologically alienated (Small et al., 2007). If 
people feel that information is psychologically alienated, they will process the information in a 
more abstract way (Trope and Liberman, 2003; Trope et al.,2007). 
Psychological proximity is described as an emotional proximity or "high commitment" (Mencl 
and May,2009). This kind of commitment is aimed at those close to the decision makers, such 
as family members and close friends (Ghorbani et al., 2013). In this article, this psychological 
closeness is reflected in consumers' subjective feelings towards the beneficiaries of good-cause 
marketing. 
Therefore, this article proposes hypotheses: 
H3c: The psychological distance between consumers and beneficiaries of good cause marketing 
activities positively regulates the relationship between CRM and consumer brand evaluation. 

4. Theoretical and Practical Significance 

Based on the previous research on good-cause marketing and consumer perception and 
behavior, this article introduces the two moderating variables of corporate warmth perception 
and the distance between consumers and beneficiaries of good-cause marketing activities, 
enriching the consistency between consumers and enterprises. The study of values provides a 
new direction for thinking. 
Secondly, when companies consider the implementation of cause marketing, they should 
consider it from a strategic point of view. Cause marketing is not a simple calculation of costs 
and profits. It needs to consider the matching degree between the company’s brand and the 
beneficiaries of the cause marketing. The distance between consumers and beneficiaries of 
cause-cause marketing and the company’s previous corporate social responsibility records, etc., 
must combine cause-cause marketing with the mission of the company, so that cause-cause 
marketing can truly play its role. 
Considering the distance between consumers and cause marketing, companies should base 
themselves on the consumers they serve, consider the values of the target population, and 
choose public welfare undertakings that match the target population. Secondly, they can 
increase advertisements, product labels, and other products that accompany them. Information 
display to overcome the challenge of distance, and at the same time, companies can enhance 
the connection between potential consumers and beneficiaries of the cause marketing activities 
by showing the beneficiaries of the cause marketing activities, so as to obtain the good cause of 
consumers to the enterprise. Marketing approval. 
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