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Effects of Cause-Related Marketing Message on Product Evaluation:
Moderating effects of Ad Appeals and regularly focus

Jayoung Choi Yun Sik Choi

School of Business, Soongsil University

In today's competitive market environment, many companies adopt cause-related marketing(CRM) as a strategic
marketing activity in order to increase sales profits and fulfill social responsibility activities. In addition, a lot of
efforts has been put into developing the effective CRM planning. Although this stream of research has contributed a
great deal of insight for companies to plan a CRM activity, there is still a limited understanding of how to develop
CRM campaigns or assess their impacts on both consumers and their organizations. Many previous studies have
showed positive aspects of which a CRM could influence consumers' beliefs and attitudes toward both products and
companies, however, the effects of CRM on sales of product or brand images are not consistent and seem to be
complicated. Much extant study showed that the effectiveness of a CRM could be affected by the nature of

consumers' psychological and context in which a CRM is presented. In this study, following hypotheses are tested
through a 2(types of advertising appeals: rational vs. emotional) X 2(types of regulatly focus: prevention-focused vs.
promotion-focused) X 2(CRM message present: (O vs. X) mixed factorial experiment. Hypothesis 1 is about the

interaction effects between CRM message and types of advertising appeals. It tests the effect of a CRM on consumers'
attitude formation will be more positive in emotional advertising appeal situation than in rational advertising appeals
due to the affect confirmation effects. Hypothesis 2 explores the interaction effects between CRM message and types
of regularly focus on a product evaluation. We assumed that there might be differences in the effect of a CRM
message on an attitude toward a product between prevention-focused and promotion-focused consumers. Finally,
Hypothesis 3 explores the three-ways interaction effects of a CRM message, types of regularly focus, and types of
advertising appeal. The results show that a CRM message has a positive effect on consumers' attitude only for
promotion-focused consumers not prevention-focused. When promotion-focused consumers see a CRM message on a
product ad, a CRM itself increases an attitude toward product. However, a CRM itself does not affect an attitude
and purchase intention when prevention-focused consumers are exposed to a CRM message. Additionally, a consumers'
attitude and purchase toward a hedonic product are more favorable in an emotional advertising appeal with a CRM
than a rational appeal with a CRM. This finding demonstrates three-ways interaction effects between CRM message,
types of regularly focus, and advertising appeals. This study shows that prevention-focused consumers are not affected
by a CRM message regarding their attitude formation, however, the effect of a CRM on consumers' attitude toward

products is positive only when promotion-focused consumers see a CRM message with emotional advertising appeal.

Based on the findings, the theoretical and managerial implication are then discussed.

Key words : Cause-Related Marketing(CRM), types of regularly focus, types of advertising appeal, attitude, purchase intention
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