
491 European Advances in Consumer Research
Volume 8, © 2008

All Cause-Related Advertisements Are Not Created Equal: Influences of Product
Characteristics and Donation Framing on Consumer Purchase Decision

Chun-Tuan Chang, National Sun Yat-sen University, Taiwan
Yu-Kang Lee, National Sun Yat-sen University, Taiwan

EXTENDED ABSTRACT
Corporate social responsibility (CSR) has been prompted both

by companies that increasingly recognize it as a key to success and
by nonprofits that have increasing needs for resources and funding.
CSR initiatives include various forms of company involvement
with charitable causes and nonprofits that represent them
(Lichtenstein, Drumwright, and Braig, 2004). One dimension of
CSR is the partnering of a product with a cause, referred to
strategically cause-related marketing (CRM). It has become a
major corporate philanthropic activity to donate money to a charity
each time a consumer makes a purchase over a promotion period
(Varadarajan and Menon, 1988). Extended from previous research
(Strahilevitz and Myers, 1998; Strahilevitz, 1999; Subrahmanyan,
2004), the objective of present study is to investigate potential
influences associated with donation framing, donation magnitude,
product price, and product type on CRM effectiveness (i.e., the
effectiveness of using promised donations to charity as purchase
incentives) in advertising contexts.

An experiment was designed to test the relative effectiveness
of ad messages to promote products on CRM in a 2 (donation
framing: absolute dollar value vs. relative percentage of a sale
price) X 2 (product price: low vs. high) X 2 (product type: frivolous
vs. practical) X 2 (donation magnitude: low vs. high) mixed design.
Product type and donation framing were selected to be between-
subjects variables, and product price and donation/cash discount
magnitude were operationalized as within-subjects variables.
Participants consisted of 217 part-time undergraduate students (95
males and 122 females) from seven evening courses across a variety
of disciplines at four large universities in Taiwan. Participants were
randomly assigned to one of the four experimental conditions
above. In order to eliminate the effects of product-selection bias,
two products were chosen for each product type (frivolous vs.
practical) based on a pre-test. Shampoo, toilet paper, color ink jet
printer, and desktop computer were chosen as practical products
with the first two items as less expensive and the other two as more
expensive. Compact discs containing with classical music, and
movie tickets were used as frivolous lower-priced products. A
bedside stereo system and a DVD recorder/player were chosen as
frivolous higher-priced items. Eight scenarios were thus developed
with order counterbalanced, varying from two products with two
price levels (low vs. high) and two donation/cash discount
magnitudes (i.e., 5% vs. 25%). Low-priced items were set at
NT$129 and NT$190. High-priced items were set at NT$2,590 and
NT$3,490.The participants had to choose one preferred option out
of two alternatives (i.e., donation vs. cash discount) in each scenario.

After successful manipulation checks, a series of analysis of
variance were conducted to examine proposed hypotheses. A four-
way interaction effect of product type, donation magnitude, donation
framing and product price was not found on participants’ choices
with F<1. Likewise, three-way interaction effects were not found
over any combination of these four variables. However, four two-
way interaction effects and all four main effects were observed. In
line with previous studies, main effects of product type and donation
magnitude were found. The main effect of donation framing was
also found to be significant. Participants preferred donations framed
in absolute dollar terms to relative percentage of a sale price. Yet

interestingly, a two-way interaction between donation framing and
product type was observed. The effects of charity incentive in
absolute dollar terms were stronger in promoting frivolous products
than in promoting practical ones. Strahilevitz’s results (1999) are
held for the conditions of donation framed in absolute dollars, but
not for those conditions of donation presented in relative percentage
of a sale price. A significant two-way interaction also occurred
between donation framing and donation magnitude. To be specific,
when the donation magnitude was low, the amount framed in
absolute dollars was more effective than that in a relative percentage.
However, framing effects of donation amount were significant
when the magnitude appeared to be large. A significant main effect
of product price was found. Compared with high-priced items,
participants preferred a charity-linked product to a cash discount
when the product price was lower. More importantly, a two-way
interaction between product price and product type was significant.
Higher product price weakened the effects of product type on CRM
especially when the product was frivolous. Finally, a two-way
interaction between product price and donation magnitude was
revealed. Compared with products with a low magnitude of donation/
discount, those with a high magnitude of donation/discount
significantly reduced participants’ willingness to purchase the
product with a cause when the price increased.

The present study raises concerns over possible ineffective-
ness of CRM when bundled with products of certain types (i.e.,
frivolous products) and when offered at certain donation magni-
tudes (i.e., higher levels of magnitudes). Theoretical and practical
contributions to CRM, consumer purchase decision-making, and
marketing practice can be drawn. It is important to go beyond
simple demonstrations of the effects of product type and to clarify
when a particular cause-related promotion is likely to be observed,
reversed, or eliminated with considerations of factors from product
characteristics and donation framing. Marketers should present a
donation amount clearly in CRM campaigns. How the price effects
of a promoted product interacts with product type and donation
magnitude offer further useful implications for marketers who seek
to optimize the effectiveness of cause-related campaigns.
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