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Abstract 

With the growth of internet technology, cause-related marketing has become more diverse, 

therefore, it is of utmost importance to understand what kind of cause-related marketing 

campaigns consumers like. This study examines the impact of perceived benefits and privacy 

concerns on consumer participation in internet cause-related marketing. Through the 

questionnaire survey, 517 questionnaires have been divided into experienced groups and 

inexperienced groups. For those who have participated in internet cause-related marketing 

campaigns, the three types of perceived benefits (functional benefits, experiential benefits, 

symbolic benefits) can positively affect consumers ’ attitudes towards the campaign, then 

positively affect their participation. The privacy concerns have a significant negative 

moderating effect on the impact of functional benefits on attitudes and a significant positive 

moderating effect on the impact of symbolic benefits. For people who have not participated in 

internet cause-related marketing campaigns, only perceived symbolic benefits and 

experiential benefits can positively influence their attitudes towards the campaign. The 

privacy concerns have a significant positive moderating effect on the impact of symbolic 

benefits. 
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1. Introduction 

Cause-related marketing is a representative practical method of corporate social 

responsibility, whose characteristic is to combine socially responsible activities with business 

activities to carry out co-value creation with consumers [1]. Because it can create both social 

value and economic value, cause-related marketing always attracts the wide attention of 

companies and scholars. However, when we observe cases on cause-related marketing, we 

find that not all of them are successful cases. It is necessary to construct a cause-related 

marketing strategy, which can guide consumers to produce good attitudes. Especially under 

the condition that the forms become more plentiful and consumers have more choices after 

cause-related marketing is combined with internet technology.  
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Existing Chinese researches about cause-related marketing have found that brand-cause fit, 

information reliability, customer trust can be important factors to influence consumer's 

attitude [2][3][4]. But to provide companies with a more comprehensive direction of 

development, it's necessary to investigate the effect of perceived benefits. Meanwhile, 

although consumer's privacy concerns about internet services have been considered as an 

important criterion for customized services [5]. It hasn't been mentioned in relevant to cause-

related marketing. 

This research discusses the influence of perceived benefits (functional, experiential, and 

symbolic) of internet cause-related marketing on consumer attitude and consumer 

participation, and the moderating effect of consumers' privacy concerns in this process. These 

tries can enrich researches relevant to cause-related marketing, have a deeper understanding 

of consumers' motives in participating in all kinds of cause-related marketing activities, and 

put forward some suggestions for companies to carry out cause-related marketing more 

efficiently. 

 

2. Theoretical background 
 

2.1. Cause-related marketing 

According to the opinions of Varadarajan and Menon who are representative researchers of 

cause-related marketing, cause-related marketing refers to marketing activities of companies 

to donate a specified amount to a designated cause when consumers participate in companies' 

revenue-providing exchange activities [1].  

Chinese researches on cause-related marketing can date back to 2002. Based on researches 

by Varadarajan and Menon, Lu and Li first came up with the concept of cause-related 

marketing in China and defined it as marketing activities that combine product distribution 

with public welfare [6]. After then, Gao pointed out the importance of cause-related 

marketing for China [7].  

In 2012, China issued Charity Law, and then public welfare began to develop prosperously 

in China. In 2015, Premier Li Keqiang proposed the “Internet plus” strategy that all industries 

in China could actively combine internet technology [8]. Besides, up to June 2019, the 

number of Chinese netizens increased to 0.58 billion [9]. Meanwhile, young people are 

becoming new consumers in the Chinese public welfare industry [10]. So, a new type of 

cause-related marketing that can satisfy the needs of young people is necessary.  

Under this background, the new form like Ant Forest which combines internet technology 

further develops cause-related marketing, and efficiently enhances consumers' initiative, 

successfully attracts young consumers. At the same time, Ant Forest also arouses a wave in 

academic circles from the aspect of new propaganda methods, new types of public welfare 

activity, and new methods to improve consumers' participation willingness [11][12][13].  

This research aims to take benefits perceived by consumers in internet cause-related 

marketing as consumers’ dominant motive to investigate how these benefits influence 

consumer attitude and participation in cause-related marketing.  

 

2.2. Perceived benefits 

Benefits refer to interests that consumer get from products or services [14]. When 

consumers consume products or services, they will endow a series of attributes with 

individual meaning and produce some subjective requirements or expectations [15]. There are 

many dimensions of perceived benefits. This research-based on the three dimensions put 
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forward by Park, Jaworski, and MacInnis, investigates the relationship between perceived 

benefits and consumer attitude from functional, experiential, and symbolic benefits [16]. 

Functional benefits are defined as the benefits that help consumers solve or avoid problems 

they are faced with and they are the most essential benefits that consumers can get from 

products or services [14]. Experiential benefits not only conclude sensory satisfaction like 

happiness that consumers get when they consume products or services, but they also contain 

epistemic satisfaction with curiosity and thirst for knowledge [16]. Symbolic benefits refer to 

benefits that can satisfy consumers’ internal requirements to improve themselves, promote 

their social status or express themselves into the group that they yearn for [14].  

 

2.3. Privacy concerns 

Schoeman defines privacy as the control of individuals over the degree of their personal 

information and private life available to others [17]. In a long term, companies have worked 

to improve their products and services through collecting customer information. However, 

consumers' increasingly weakened control force over their personal information is regarded as 

one of the risks of the internet, and consumers' privacy concerns have aroused wide attention 

in the network environment [18]. 

According to a survey of Chinese netizens in 2018, 85% of Chinese netizens said that they 

were more alert to individual privacy than before. However, there are still 62% of 

interviewees who were willing to sell or provide their geographic position (53%), browsing 

history (50%), and other information for companies free of charge [19]. Therefore, it can be 

concluded that different degree of consumers' susceptibility to privacy will influence their 

attitudes towards internet cause-related marketing.  

 

3. Research model and hypothesis inference 

According to existing researches, it is much easier for convenient services to be used by 

consumers and this also makes it easier to improve consumers’ satisfaction [19]. Meanwhile, 

convenience and effectiveness perceived on the internet can have positive effects on 

consumers' perceived value and consumption intentions [13]. As a result, the conclusion of 

this research is as follows. 

H1: Perceived functional benefits of internet cause-related marketing will have a positive 

influence on consumers' attitudes towards internet cause-related marketing.  

According to existing researches, sensory satisfaction and epistemic satisfaction are 

regarded as important factors that influence consumers’ decisions as they can promote 

consumers to have good attitudes through arousing their positive emotions [20]. Therefore, 

the conclusion of this research is as follows. 
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Figure 1. Research model 

H2: Perceived experiential benefits of internet cause-related marketing will positively 

influence consumers’ attitudes towards internet cause-related marketing.  

The researches on green consumption and ethical fashion have shown that efficiently 

showing oneself and getting others' admiration can positively influence consumers' attitudes 

[21][22]. Therefore, the conclusion of this research is as follows.  

H3: Perceived symbolic benefits of internet cause-related marketing will positively 

influence consumers’ attitudes towards internet cause-related marketing.  

The researches in the field of consumer behaviors show that attitudes are closely related to 

purchasing intentions, purchasing behaviors, and recommendation intentions [23]. Therefore, 

this research concludes that the more positive attitudes consumers have, the stronger 

willingness and deeper participation they will have.  

H4: Consumers’ friendly attitude towards internet cause-related marketing will have a 

positive influence on their participation/ participation intentions to internet cause-related 

marketing.  

When people perceive the privacy risk of products or services, they will have negative 

emotions and reduce acceptability to the products [24]. Therefore, this research gets the 

conclusion that the positive influence of perceived benefits on attitudes will probably reduce 

because of privacy concerns.  

H5: Consumers’ privacy concerns will have a negative moderating influence on the 

relationship between perceived benefits of internet cause-related marketing and consumers’ 

attitudes.  

H5-1: Consumers’ privacy concerns will reduce the positive influence of perceived 

functional benefits on consumers’ attitudes.  

H5-2: Consumers’ privacy concerns will reduce the positive influence of perceived 

experiential benefits on consumers’ attitudes.  

H5-3: Consumers’ privacy concerns will reduce the positive influence of perceived 

symbolic benefits on consumers’ attitudes.  

 

4. Results 

In this research, we investigated consumers who have participated in and have not 

participated in internet cause-related marketing activities. The questionnaire includes 

questions to measure perceived benefits (functional, experiential, symbolic), privacy 

concerns, consumer attitude, and consumer participation, questions relevant to demographic 

statistics, and questions to master characteristics of consumers who participate in internet 

cause-related marketing activities.  

Through the online questionnaire survey, a total of 535 questionnaires have been collected 

in this study. After removing 18 invalid questionnaires, 517 questionnaires have finally been 

used for analysis. According to whether consumers have participated in online cause-related 

marketing campaigns, the questionnaire has been divided into experienced groups and 

inexperienced groups. The inspection results of the two groups are as follows.  

In the group of experienced interviewers, three perceived benefits all have a positive 

influence on consumers' attitudes and participation with statistical significance. Therefore, the 

hypothesis 1, 2, 3 and 4 are all supported [Table 1]. In the group of inexperienced 
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interviewees, hypothesis 1 is refused, and hypotheses 2, 3, and 4 are supported [Table 2]. 

Meanwhile, both the two groups find perceived experiential benefits are the most influential.  

Table 1. Result (experienced group) 

Independent variables Dependent variables Estimate S.E. C.R. P Result 

Functional benefits 

Attitude 

0.248 0.117 1.927 0.034 H1 support 

Experiential benefits 0.579 0.135 4.716 0.000 H2 support 

Symbolic benefits 0.136 0.026 5.121 0.000 H3 support 

Attitude Participation 1.034 0.087 11.854 0.000 H4 support 

Table 2. Result (inexperienced group) 

Independent variables Dependent variables Estimate S.E. C.R. P Result 

Functional benefits 

Attitude 

0.076 0.109 0.697 0.486 H1 refuse  

Experiential benefits 0.453 0.073 6.247 0.000 H2 support  

Symbolic benefits 0.218 0.071 3.072 0.002 H3 support  

Attitude Participate intention 0.243 0.066 3.668 0.000 H4 support  

The inspection results of privacy concerns’ moderating effects are as follows. In the 

experienced group, privacy concerns have a significant negative moderating effect on the 

impact of functional benefits on attitudes and a significant positive moderating effect on the 

impact of symbolic benefits on attitudes. That is, privacy concerns weaken the impact of 

perceived functional benefits, but strengthen the impact of perceived symbolic benefits on 

consumer attitudes. In the group of inexperienced interviewees, no obvious moderating effect 

on functional and experiential benefits is showed and the influence on symbolic benefits 

shows significant potentiation which is different from the hypothesis.  

 

5. Discussion 

To have a deeper understanding of consumers' participation in internet cause-related 

marketing, this research examined the influence of perceived benefits and privacy concerns 

on consumers' attitudes and participation/participation intentions.  

The theoretical significance of this study is as follows. Firstly, factors that influence 

Chinese consumer participation in internet cause-related marketing campaigns have been 

studied and related research on cause-related marketing has been enriched in this study. This 

study identifies three perceived benefits based on Park, Jaworski, and Mac Innis's perceived 

benefits theories and considers how these affect consumer attitudes and participation [16]. 

Secondly, the role of privacy concerns of Chinese consumers in internet cause-related 

marketing activities has been explored in this study. Although more and more companies 

attempt to implement a variety of personalized services, it’s important to consider whether 

consumers will accept such services. This study is meaningful in that it identifies the role of 

consumer privacy concerns in internet cause-related marketing.  

The practical significance of this research is as follows. First, companies can effectively 

promote consumers' participation by satisfying their functional, experiential, symbolic needs. 

In China, more and more young people show great interest in public welfare, hence, it is 

necessary to develop a new cause-related marketing campaign to attract young consumers. 

Second, when collecting the personal information of consumers, companies should pay 

attention to the issue of information leakage and improve consumer trust. 
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Here are the limitations of this study. Firstly, the questionnaire of this study has been 

implemented for Chinese consumers, so there are some shortcomings in the generality of the 

results. Secondly, the relationship between privacy concerns and perceived benefits is not 

clear enough and it's worth looking forward to some discoveries about it. 
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