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A HE AN TIE S T 25 53 W 35 RE B 5 3 9 A
FERATEDLE] o PRI R 1 i e L3R IR) i, 2R e
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2 R S 20 T L RRURG 72 e 3 TR B A R
A SRR G EAE 5 YRR, H S
e AEFRE. ARs . e WA
‘& 4 (Zdravkovic, Magnusson, & Stanley, 2010;
Huertas- Garcia et al., 2017), X284 57 2 & %
il L B4 A5 {8 35 M 58 (Zdravkovic et al., 2010), 7E
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Dy, BRI 9 SR E IS OC R L 9
Z 5ENEHTENNTELIDIL. HREHDA
FERT o TH 23 530 R B 2 Y 06 AR R R A 2R
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o Al 9 285 B PR A 18T 43 A e RS A X T 2 A
B 1E TS ISR
ERZEAET, 2 FE <X &
SE R AE B A R e . BNl R Atk B L 23 AR
AR HbL 5 R 3 9% 25 A b B 38 B N L PE A (Barone,



740 O B R 2 it B

%27 %

et al., 2000; Moosmayer & Fuljahn, 2013), #[H &
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M S50 HE SR, T4
0 R B H BT A Y PR Bl AL L An 52 R R T
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ERSNHLCLL AN Sl S, A S H BT XE S L
(Mohr et al., 2001) 1§ 2% & X il ALY BT BE %
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M 914 2% 28 Xo7 8 By ot LA s N7, R T DR R e 1
ML & A BT 1) AL (Barone et al., 2000;
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LR R RN 25 R AT LAY T G2 R (Pharr &
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4\l (45 B (Youn & Kim, 2018), HLAn, 3% F FH
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(Rifon et al., 2004); 7E3&HEHH, BMHES
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5 BE T H U R
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SREEFRNT, 14 983 T RE 23 BB N, DT AR 15 1
SRR 77 A R XE(Winterich & Barone, 2011), 7E3%
K8 45 i WE 5T A, Guerreiro 25 A (2015)48 i, ML
5538 DR S0 A0 G 14 77 A Y T — AR Ak 1 B
X235 M B 2% 5 S AR R B, B A
AT AR A T 2% 3 7 A R A 1 45 (Andrews et al.,
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S BEAT U 1 81 1% (Kim & Johnson, 2013). SOR
FS A A B A T, TS E A R B &R
TR R T 2 8 Bl S W B2 A2 AR, R
Rt LI E A B S gat — RN T AL B L
A ARG BT IER, 1T S SO N A AT

3.3 HI(ESIEL (self-signaling theory)

W, 2NN 23 ] DU % b 345
T 7% 194 {H (Gneezy, Gneezy, Riener, & Nelson,
2012). AMITAE LS 5488 04T 23 5 46 0 Bt B ik
H A& 5 543, W Lacetera F1 Macis (2010)
16 AR FEAY TR BRI 2 AT S S B AR
MKIAIR . Griskevicius, Tybur 1 Van (2010)% B
AR AR S, DA i A T A A DGR A
S RLEOR R VAR U R (N K SR e e N = VA S a
2375 2, i 36 WY AT 2 T 4 AR 1) (Barclay,
2006), Savary ZEA(2015)%HFNME S 3P, 45
W T BRI S5 (B I 5 2R A 2347 W AHE R
RESULAARESHIEN, 235 280, 4
PR IR A, ARG SR E T 2
T E FL, R 3 FRAF S L T 4 R g
(1445 W4 5 I . Hanks %5 A (2016)%F L T 3 RS RS TG
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Z5(Savary et al., 2015), HIESHILEY, HH
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B B 6 Rl 2 — PR S R OC R . TH S H . k.
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The influence of cause-related marketing on consumers' attitude
and its theoretical explanation
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Abstract: Cause-related marketing is an important strategy to combine the fulfillment of corporate social
responsibility with the improvement of brand image. If a company engage in cause-related activities, the
consumers of the company will have the opportunities to participate in philanthropic events when
consumption. Base on the current state of knowledge regarding the domain of cause-related marketing, we
found that attribution theory, stimulus-organism-response (SOR) theory, self-signaling theory, and balance
theory can be used to explain the effects and mechanisms of cause-related marketing on consumer attitude.
Future research should further explore new independent variables from the perspective of cause-related
marketing that affects consumer attitude, the effect of cause-related marketing from consumer perspective,
and even new mechanisms that underlying cause-related marketing effect on consumers' attitude.

Key words: cause-related marketing; consumer attitude; corporate social responsibility





