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Abstract

Purpose: The research aims to investigate the effect of awareness
of the brand connection with a charity, trust in the charity,
charity's reputation, and consumers' perception of effectiveness in
improving the cause, on the behavioral intentions of buyers.
Method:The research was conducted using a quasi-experimental
method (a pre-test-post-test design) in two experimental groups
(Mahak and Imam Khomeini Relief Committee (RA)) in
cyberspace. First, the participants watched a 74-second
promotional video of Ehsan brand products (without mentioning
the charity and only focused on the variety and quality of the
products) and answered the questions related to the intention to
buy the brand and recommend it to others. Then, by showing a
printed ad, they learned about the brand's connection to one of the
charities. then, the willingness to buy and the intention to
recommend, as well as the participants' perception of effectiveness
in improving the cause, trust in the charity, and the charity's
reputation were measured again. Hypotheses were checked using
the mean comparison test of dependent pairs and structural
equation modeling.

Findings:Consumers' awareness of connecting the brand with
charity strengthens positive behaviors such as willingness to buy
and recommend the product to others. Also, when buyers feel that
they can influence the improvement of the cause, the tendency to
buy and recommend the brand increases. Not enough evidence was
found to confirm the influence of charity reputation and charity
trust on buyers' behaviors.

Conclusion: Using causal marketing for sales promotions can
increase product sales. If, when using this strategy, consumers
have a better understanding of how the purchase of the product
affects the improvement of the cause, the effectiveness of cause
marketing will be greater.

Keywords:branding related to charity,cause-related
marketing,causal marketing, charity reputation, trust in charity

129

oS

@ olesel W3l g s 4 Wy Jlasl 5l BT 8l ey Siagk Gus i
aolis e g 3 g 5l SIS Bpne Sl 5 4y S s
ol Ll )ls,

095 9 0 oeilim — oelote b b ehilejlans ey 4 gl tobe,
5 plol (gilre (slad yian (o)) wed plol dial dieS g S 4 p3) yialojl
@ o)Ll gs) sl 35 SV guazme 1 (Sl T Slals pldlizl Bauses s
bgiye &¥lgs 4y 5 203,5 edalia |) (Vgm0 CobeS 5 £95 2 5 oo La 5 4y s
&5 Sy Ghles b G 03 Foly (500 4 dpog aaB g p B b o
5y 4 bl la.\m ksl p> us allaskedy p3 51 (S 4 By Jlasl 5l g yuguas
slazel ccde 3gup 1 (39 Gisel GBS S 1 STl ppiman 5 dduogs Aad
295 xSols gl (pga3l 1 oalizel b Slus b A5 sdomi 4y pd Sy g 4 4
B85 gy (Lo SVl (giludie pbol g diunly gl

& Jles le o cla)lidy s 4y Wy Jlail I GBS G pne & bl
Oblup & Sloj Geoen WS (oo Cugl |y S0 & Jpaze doy g 5
By dog g b 4 Jlos asl HIS,b cde dgmp p wlge S el
2 ays dolaiel g 4y pd e L;)L\f).;b.\.)b Gy Bl b e ]38l
A5 odalidie )l B ola s,

el g he Shaal Syl e L S odlitl (S e
OB Spae plal cul j) oslatl plin 51390 Jpame (B958 Linl38l
izl sl awsl cle g p Jpae 203 (6)HS 86 0920 5l 5y S
R X W e 1

Sloie] ey yud 9y ammmw (Hb515L (e (U153 tsls glaojly
4y b dad o Sy g pd 4

J oo o g9 Jwod! 2 Email: Siyavooshi@hormozgan.ac.


mailto:Siyavooshi@hormozgan.ac.%20:%20نویسنده
mailto:Siyavooshi@hormozgan.ac.%20:%20نویسنده

Quarterly Journal of Advertising and sales management o930 9 Olald Co e cele dolilad
Vol 5, No 3, SEP-NOV, 2024, (129-143) (129-143) 1403 ;44 (99 k) 3 5 lowic 50,93

dodio

Oloje & Cunl (Ngamo by 3 4 (ST S pae cud b e @l bl jI (S albalss s Db)lik ol pas
sl 33 Slosd] eV guaze (59,8 JLid 4 & (5 1w oo by |y (ol @i6d aw g S (o0 Coles elotal (e
2 Bly o leie S8 wys w38 BB LA GaiSbae g cul Jlo plie Gl iy 4 & gl 3 lojls
') e olail 4y s 4 pasde Sl Aoy S 3 1) 098 g8l (el S (e $8lg5 0S5 allalss i L)L
@lye w4 S35 Cord 5 Sk p 9l alie Jpaze Su L oS Gl plyie wadiee (S5 (20205
poye yisu & SeS LB o oladely g 05lul o wilalgs s Gan S 0L @ |, OUT a8 A8 o bl |y (6 g o
5 " JUsS)udl ainly TS Wgyeed Jgeol 4l Jgl 42> 0 eSS oS dskine 5 0y Jgazme (g8 sk I anels
(2022 ) S

3 shby 4 gy oy g el Wil Gl e ys o ALl el (SaSas elen] 21T 43, L
Jocult (2024 7 > 5 5b) canl a5 I3 e byl @l g bl banlin gy Suej > SeadlST clidos
TS 1 g e oS s dlllas siile lllla I Sy oS b 0 ites Lailie e bl il 5l wldlas gl
(20245115 5 (ygisze dlllan )3 b g 3,1 K32 s 5 352 0 (Sl 2 (298 e 3B e b3 dmd o Lt (2024)
o pn S lgl )3 Ky 05 b g iy b oaS G pae bl iy bl 2 e ablil ) eslisel (g8 ()35 36
lSan o 50,00 adliae 15le) Mimd o Sl |, (SasS cute il s K05 Slllae I 5wl 48,5 15 b 390
aallba siike) Whod S 5,155 (555 pb b baspe s i 51 e bl posSee gl 5 Liie Bl > 3 9 (2014
oo 1556 b d s b Lo CBlanl b Jguao gy Jlail o ooy s i 1 5 (2017 )yl ¢ " Sils
Sp b Jyae adjelisdine (S ;500 gl B9d Joaze u3 4 ghlug bl Ll cel dlgie 48 wp L
gl 5 w30 plxl 3 lasip b)liL (ly (8 ladije o5 398 (pl 4 wrie S duhe g il S
b 395 s o 2l ol Cnl e 5 05 m y9 S e Cales ol S Tals o s an 51 4y 4 olaal
sladlo (b ord Ol dlie 344 gy, ond bl Slatunw j950 oplp ogMe (2019 45 5 Jlowwl o) 295 05all
e bl A 55 o ploul cldllas (el s o oLis o plul (2023) ° o Ken o Sl bawss 45 2020 5 1988
Uil sl 00 plol Sllllas 3 dnwss Jlo 55 cloysuiS ) 3] sldlo )3 an ST g o0 plowl atdly dnwgs (oS )
Kl S &y Gl (Smo JEAIS D pmn o855 5 Sl g e ol 0gdle 2yl 22y Slisios SIS i
S Jos Gglate 1503 5508 4 (5598 5l 9 A3l

1 Fan

2Kopalle

3Tao & Ji

4 Mobarak, Nassar & Omar Barakat
5 Minton & Cabano

6Andrews

7 Jung

8 Eastman, Smalley & Warren

9 Bhatti et al.

130



Quarterly Journal of Advertising and sales management o930 9 Olald Co e cele dolilad
Vol 5, No 3, SEP-NOV, 2024, (129-143) (129-143) 1403 ;44 (99 k) 3 5 lowic 50,93

Uod Ny laie a |y «oluah 6y ol ol Glgdde 5l coles Bua b (o)) ued pliel sliel &es” 1399 o
Blio GYsame plo & Uy ool b b o)l @ 9 osloy e 4 Sl paw 3 255 lgsdse lawgi oad Mg Bl
oot b glo s (coolSig s 0 1) Vg (pl padians ddye Sl 095 Coles Cod ligndde lawgl ol Wlgr s
ol e aw JBlas oS wiens Jals 3wl e ploul jemecde b b aike; p3 a8 Slallae Baec.cunl 03,5 walys ol
dow 3l (50 3l Cawl pols &S Cands S Wb S Byl Sl (b e 5 2l duwge S S b ) Ak 050
‘)ip Q’Y?M s ..\Jﬁélz- FLERVANY Ls.’l.’)uu.m ).ip Som )‘I 9 L8 SR> L;cla...»l)a..c :Lw.wyo S KoS ,_51).3 d9>
Ny Cod ol Ay GY guame o) ;0 (Jg S SaS olatil e duwge 4063 3 LB ALS (o)l 3 1) eS8 b e
898 0 Olgdde Cudbgo o Cunl (Buidgd ol (o5 4 255 (ol e 8,0 bl 3 )8 dg ady (i Gl
b ax ST ied plol sliel diaS” (00 (gow jl g Lidlaal 4 oliws j0 dluel &S Cutdge el Wilg o LisY guae
O\?.:.c 4, "j ‘Lay;.c Lol ol 0 sByre (g0 ye dxtiallple olejlw S Oly’..c & ol oA O] L;,Mw.» Sl 5las Igey
LI a8 ol dlius cpl (owyp pols imgh (el CGun oplply A5 i e I Jiame dlg pdye olislpe olojle
3500 (Sow 5l D95 0 By ol Cov Y guame hgyd Lol el el oS s 4 el Ky Jlasl ) b e a]
o il ) (gaaeia Jelge wmdon i sarpd b bdpe Sutip g o bk isosl b by Sldlbas )y
Sore 2 %92 el 5l STl sy slesel Jelge adlllas (ol Lulyd @ 425 b il (hnghy 53 457 05,15 ,80 (ol
Wlors gy 42y b baye Sty ol p s b g e

csi‘ =TT

Lo b 4y g S o ba o 408 S SaS &1y i B 29 o i o5 g 83501 L s (lgisdy o e )l
5 SHb eoil3) wims Lilil 1y GBS G puas cute STydl dons 3 5 a8 Jlos |y Jbo g sloin] ol 5 dad o 1y 1G] )
@ obyide Ol G0 b S o 4yt Ban o & 098 by (98 Jate b elanl sbylojle (2024
oo e b Je ULl Sy oy berd cphdiS jiiw |y 03 OVgame g Ll dilales pule S bl
JIS8) oyt 31 (S e b )5(2024 T g lgs 5 ol el 202471 s loga 5 chdgr D) 9 ontuel
il glanie I 45, (5SSke Sl i (e bk 5> @IS Al a8y 5:0ke 1SS and (b g canl ally 38!
olen 5 Tewls) casl SU)LL il SO gleie 4 e oblib ) ooliel 4 LSy sanld &M sams L &S cul
(2023

e S 9/ 513k (i P 9 e Jolgs
S 095 iy ) 4y b baye Sy g e Dblib il g e Jelse lpieeiadie ol oS sl gy

i yd diey (S i elain] Gy Sy @ dleiel (S Hlael 5 didn (awss Al Jolse Jsl 09,5 08T abdies
g el o Sligios )3 ga5 lgies) 290 15,0 o 3l el 3 o At (5 L agye o Mitn g S

1 Zhao, Park & Yoon

2 Terblanche, Boshoff & Human-Van Eck
3 Pandey, Bajpai & Tiwari

4Schamp

131



Quarterly Journal of Advertising and sales management o930 9 Olald Co e cele dolilad
Vol 5, No 3, SEP-NOV, 2024, (129-143) (129-143) 1403 ;44 (99 k) 3 5 lowic 50,93

Jolis oS w458 lojle b cle Ly Jolge cpgd diwd (ol osid o,Lil Ll 4 8388 () Ken o Slal4400
b slanlye lojln a4 a8 Wad o g sy 0]ty pud O y0d wde wldlyz 0ys wde coenl wle g5 o lolge
e gl ale laios )3 diged lgiedr) 298 Juate o @ 8y o b3k Al b abge (sl
2099 1 Son 5 5395 2009 e 2024 )ylan g sk 2022 o, Kan 5 by 2020 Vg o i sy 2024
(ol 05 01 Ll @yt 44402 o iSan g oISy 24400 o, Kat 5 oS B388 lylSan 5 lake

0l S Jaam o W] Cogr umin Wle olge &S Mg adiSBpas b iy Jolsep s dtwd.(lad,S 8wy
5 b s 2024 T8 5 0 2024 oliSan 5 o5l 20090 e 2024 o)Kan g gl sile ik > dged
ke J.a]?.c ZVRA IR 3F) (wl ol axsls Lqel 4, 4400 Ol)lio.m 9 L;"")'{ 4402 O\)KAA PYTICCENS 9397 (So
ot 33l yguin ¢ gus g g Cedlisie Jlo oS lise (meS lojte wile lalge Joli oS witan Je Sblib ueS b
5 5l 4400 )en g oo)S wle Slidss > diged lgieds) Wb oy iy 3Sped b dwglieo [ clde 5 S0
uif' Ll cpeeS b b e Jelge cul (3l Jlasl S (o)) (dued plol slael aaS 5 lus! By o Jlas] 4] ads il
)" L;‘ob);’.wfi;nb 9y 2 &S ol o> Ny S5 4ol.w;>1 Ly ol @ )Ja.s cd.ﬂ » 09)'19 ..A.Z)l.»' L;b)f)lf U9 u.;‘ 5
Sow s 4 930y90 Lidos (ol )0 58 Jaase b ladye Jolgs el odlaiwl LB ylgndse baws oud didle wdpluo
5 Ayt 395 o (SOSW pols jiaed die) 50 Cuwl (o)) (dwed plol dliel dieS 4 Blaie a5 lus] Wy Conle was gl K00
ORoR Cpl 3 e 853 L ladye & (LS Clidos )3 0ad ey Jelge byl culpls )16 2929 X cudy plojl
il )38 56 o piiailgiodr ()5 4 Wl 3 dnog dad 5 Ky cpl SV game 15 & bl s 4 Gl
o Olajls ©oped g 4y 4 dlatel 29 i Sl 51 048 e STyal 51 WIS e A8 )1 gy 3590 e L
ol ool 48,5 )5 toris 3,0 ole St b o il ol lsiees IS sl singsy 5 48] S5 5
9 b 2024 OH&er 5 sk 9.7 ohed 5 =)l; 4433 O3 g Slier olide Baiow wile)ay B (4 boled) Aad
by 4 ol Wil ol (2024 5)50n 5 o5 6123 oyKan 5 g 5asla) iy & Cams (5, S5(2020 Ko
9 ol b s Wle ) ())50d 4 dwogs) ol Slids 99397 o ea ¢ o)l; 2323 ,Kan 9 @My k)
A Aoyl dab g by A bl e 93 ols 5u850 dle) 4 dngi b a5 Wil 0(2020 o, Ken g 415 9 4433 ) Ken

1 Wei, Ang &Lio
2 Meijer

3 Schultz

4Dai &Gua

132



Quarterly Journal of Advertising and sales management o930 9 Olald Co e cele dolilad
Vol 5, No 3, SEP-NOV, 2024, (129-143) (129-143) 3701 ;b (99 2le) 3 5 lowic 50,93

& i 49 W g3 JLait 1 WSS pao AUST

Cdgfne dise) 1> S yd sacallélodls olis Slidss (2020 Kl 5 Sign o slus) cusl LalT 5 5b wlulus]
US|y EAIS o ymaty o sl 5 ol 1368l 8 1 oV guamn 5 N ) o GEAIS a5, ¢uelos]
4y 5 Jlail §) oS e al5Tols s (2022) St 5 5 g 005 plosl Lubools (2024 S 5 515) oo
TS 5 6yl o (g ) sl ol Ss 4 aog 4 les g U as aad g e byl ise sl 4
288 518 a0l 2)50 s b laspe Sk il p s & By Jlail I JEMIS B a1 ()5, 55 (2021)
wlodd Ly poi o) Cygods pod g Jgl (28 saans )b g Bios Jol ol anl b lalllas g0 ddagily cnlplu

el I35 4y | Ly (Kig s i 1 ey & ] 33y i3] S Gy l5Tz S sl s
sl 38535 5 cpl 3 4 bl bles ot 0 sl 5 sl ) 0SB e lST 2 Jgl 08 dnyb

NI 3B oS3 4 Ky 0y 4o 4 bl bl p s 4 sl Ky Jlasl I GERSGpan (2T ipg> (28 40y

Ll
Cds g (e g1 31 oS W8 o I 40
2 e (33 o) gl (50,8 SLobidl wsiine o Dlib 3 005858 (a3 &l i 1Sl ot 51 STy
oy ¢ 35yl eVl sl ) Sl &S SEAS G yas (2020 e 5 (g5) 2L S0 Lelas] gase
Mk Al anels it (U Wilgh o Ll W B3 Wadiee g WS o byl wliwgd £o5 g al,818 I) S iislain] Culgtine
g cadls dinlys Jpanme 4 Comsd (s poglhan (1555 Wbl ansh g8 Sl (BuSGyne o5 Sl (2024 155 5 (o)
ey Vo 035G pme Sl eoplily (2020 oiSan o B) simd o ol |y s esd (g blhy 5 Bl gy dund
PIAS Gy ) Oled b odd gilae e 4y dagi b gl eolisul cle b badye (2b)lil areS pd5 il ety
dyd b bye Saniy asugl p wle dpe 0 08 i puiseyl 5l GBS Gpae Sl ieg3 ol dnd b
38,50
e b by Jpame w5 4 bl p e dgu0 1 398 i85 (gl GBS Gae STl ipge (255 4ud)b
38,50
b by 2y 0 oy & bl bles e g0 )3 068 (i sl 5 SRS B pae STyl ipyle o5 Audyb
ol 38156 LS00 4 cle
& > & WSS pao Sloist
olgd Aib o jlame Lais Ciun oyl olgd) AUS 3¢5 Gan iy |y 3¢5 4 a5 Canl o)l Job s 3" Jguasme' a8 bl
s e oy sl gl el g dind e rgods ouiSlaal & Loits |y Jguasee 5 gloy 5355 4 S8
(2099 () )San g 355 2009 me) 39500 a5 (ot £9:550 4 e 4 Slatel il o>

1Tsai,Hung& Yang
2Shetty,Chaudhuri& Shetty

133



Quarterly Journal of Advertising and sales management o930 9 Olald Co e cele dolilad
Vol 5, No 3, SEP-NOV, 2024, (129-143) (129-143) 1403 ;44 (99 k) 3 5 lowic 50,93

el llbgly cuind baumd Jsub (a8 Jelge 5l g 2)1> )y duwshe o Cusgpie g jlie] s 3 (s (A Sloisl]

5 )5 2199 e 5 958) Casl s 5 ool Coa I okd il clacSeS LigliEl 5 ogas ISH 5 ik,

clo)ls ( Jbo clcSaS b a s il coles sl gl (o)ldy Jad il i 4 @ 3,8 S5 dlel 4 ,2.(9397 ) Ken

okt (9397) phiSan 5 (o)l Ltmos @(2099 (liSan 5 35d) cusl Sisgdeclolinl py 5o ol 5l glds b allbogh

D) o)bline 5 Cute 55U e Vgaze w4 ol bl g M g wpd Oluwde 4 (np dleieleS md e

Wlodds (i y25 5 Slus b cllllas jg 00 asdsgslis] plo

el JIS 5 a5 b laspe Sty ot Bl s 4 dlaiel sogm ool dnd y3

sl I8 13T 5 b apo Y o 15 & BloS 2 sty o EAS B pune slosiel sty (08 A b

I35 (1,50 4 3 b baye By 3 dogs 4 Ll bles b & A B dlaie] 1o 255 4
4 3 o jlu Oy

il slal ) o L3les ) el 1 lojles 300 53 L3l xes elacgliss 5l JSuie STyl ojles S eplojls 0
4 el Wlo) 655 o0 JSS ol el pas bulyd )3 &5 alacsySmeeas )3 (60007 58 5 pe il cunl
3 g dlazel slool (5 e i lojle ypad (Cawl Kl 293 CBan 4 o0l dx B a4y s A5 o5 33l e s b 4 SaS
5 Shyan I 3l (2099F cus g peS iy adlae (2099 o Kon o 5355) &5 o ] ()5 duolio (6,5 S5 4 domd
oS g 43 .05l o181 Slual jLd, 0 ene i s Oypd g Gl (gm0 At SS Cla sl o Oy baas
gy ) Ol Ollllas 50 dreeglilplty S3ged ik o I3k (it Aliy lsiea | G g (2022)
lods

sl IS8T 48 b laspo Sk sl 4y Soed ip)loy ol 4 8

sl I8 53T 45 b Laspo SV guazme by 3 &) SIS G pume bloS 2 s e il (255 4 b

a3 5B (00 0 b e pe B 5 Ao 4 NS e bled 2 b O el ()3 43

@ Jilod s 4 3y Jlail pogad > GBS B pan > (T slul b e sl Gl (o 0nd ol cobe 4 2y L
b ladye Koy pdsul 3 el a5 b QLB GBS Bpas ) (LS00 4 ol wp dog 5 Ly 0B
oS e g o 298 i 51 Il Sl g s & (A sltel g s D 39800 St e 298
g0 4 bl Gl el g ansl 35,80 48 b lasye Sobp odsol p Wiy e sl ol 4 ol JUd 4 4,5
ol 04 00 ioled 3uin egpie Jdo CJB (o (1) S5 50 Lailgy cpl bsd 5,500 4 duogs Juab

!Barnett, Jermier& Lafferty
2 Peng, S., Kim, M., &Deat

134



Quarterly Journal of Advertising and sales management o930 9 Olald Co e cele dolilad
Vol 5, No 3, SEP-NOV, 2024, (129-143) (121-143) 1003 ;b (99 k) 3 5 lowic 50,93

i3 ogtde Juo (1) S

i gl g 5

b Baiod Sy ayglaer Uig) S ) 5 @l due sl Gl Glmeh by ey (8,55 b sl e,
09,5 99 23 Gsoilim = gl Copodr sl JVazel 3S0) ) eolatl L g al S mbll ) & cusl ot
S (905l i Al e 5> danly (sl yuite o | s oyt 4 By Jlasl BT e § ol s sl Lilejl
- o ohie Cygo 4 g doliduy jl oslitel b o (slaodls 45 cunl oS Limgh <SG baodls o5 ki I imen (sl o
S U omer 4 id YU 4 bwge el dib o wdgle byt (ibgh (6yl] dmels ledd (g
dib in 45 ol ol Uit oS 03 Jloy) (o33l gl b o asliS STimal 4 lbog,S )3 e slodol jtasy
g a3 S b LS Vg8 8 b LS 0Bl alel wSle faiun YU 4 Lwgie (gl

3 odiS 8,5 40 2959 Ladine (1391:90) K g 45led (S35 )lo ¢ 020 Glikins 1> diges woe> 55l0] Logad o
Ol Solen (slaegS apsl Cuns 4 Jleinl Gl cnl g A8 o ol S5 wised Sy 1A el iileil 09)5 s
4 i opl 45 Bad aihaSS Jkd (Sowl 45 YL 4 ey U bdsliiny S pols gagh o 1L Wb
Ot (gl ool 3)90 (ladomis Doy uyied ) Cjgo b (§SHigel gy Ab 8 64 9 AT Xgei g3 4 ol
Pree 3855 i olaisl g 4y ©ed (2020) GhSen 5ip 35 o Gl STl g 5 waB gla it
2 oS (ol Gtalefl lal 5l 8 wns (olidl (2011) ge 5 2008 cmlegi B 51 o) )5ed &1 4o 9 (2009)
5 Tl Lo 3o 351 0.7 51 5L boojles solod el g 4 b dpusline ¥ lgus linyS Sl gy stale]]

13 005 s ye Cilisee Y guaes _bymo gl Sl i BT Canin 5 15 g 00h dsgd Slisls uSao b el cln] el
oS5 ) oad adys alise Y guaze Byo ] 0 45 A5 4w clasl 64 olisS ks ohd K (lus] clolKig s
5 0l dieS b gl (g )lidlo b a4y S jo 1y Baiod Glusd olan aS0) gl olbel oS & 45 (ol cunle ads gl
otabojl sl lgy 0 odlital ylen alejl 09,8 o lsisar sl il 3 4y (0555 &5 Some Db Sl 08 )

1Thomas,Fraedrich& Mullen

https://aparat.com/V/Fj7Tm wLé )2

135


https://aparat.com/v/Fj7Tm

Quarterly Journal of Advertising and sales management o930 9 Olald Co e cele dolilad
Vol 5, No 3, SEP-NOV, 2024, (129-143) (129-143) 1403 ;44 (99 k) 3 5 lowic 50,93

Sols wa b sl 50 od oxbuS & ys pb s g aimily alie Mols Gl & Gglate Aol yiuw y 9> a5 dgy Cjgo pl @
4 2959 3| bSOl ab wliS S1dl 4 gibre slad > Pl S g wad ahb Y ep cole > il
aiSade o sl By sigs & g2ly ads ple b (S50 Slasite SVl & 5 A ylinice
S35 SIS b b awlss Ll 1 g 505 lge (e plol dlial aiaS 0 ol Sl & 0,81 (9) Conl todplio Y g
2ad g b p 4 bl 4 byrpe OVueld (slaled Sl g 28 samlia ) 0398 53 oAb 4dje OV g (pld S
el &yaS)ay pi 4 o958 ol Jlail & 2]y Slredss (el (Sl ply 4 )0 g AD odemi S0 & Aoy
2 Oedred WLdd Zuwl K00 4 duogi 4 bled g b B3 dab b b pe Y liw 4y A diwlgs ol 81 5l dare g al edly (S
GilwdoM3 gl A sl 35 Cle y d)l;\fﬁjﬁb’ S Sl g s s dlasel s 3 G b ladye OV l5w dls o ol
3 oozl b (g)lidle &Yolee (g5l o g, 3l B Slus,d wyp (gl 9 SPSS JJ58le 5 27 aseis jl oy slaodls
A oslazwl PLS3 )58l 5

i slaasdl
Ban dnols 4 dvgi b ocawl ord 03 lis Lialejl 09,5 93 )5 BuSes s aslbcames o S 1 ojles Jgis 5
28 Yl 5 i s oSl i e 45,5 Jai

Cialojl 29,5 93 (BUS Cumen Sl Srg oy (1) Jgso

(2)) s ool lrol oS | Siomo g i o
25 47 O Coi
22 17 3y
15 28 JW 35 28520 s o3l
28 31 JUs 50 ) 25 535

3 4 Jb 80 5l ;25550
JLs 80 51 s
wled s
30 34 il
12 23 SV 5 el 35
47 64 u...»La)l 09; 3 ulf.\.ufuf).w 900

pSbe cdy o lanl a8 job lad ol ol 03> Ui g0l Als ye 93 10 aind claojle Hlmel il 5 uSile 2 Jods 4
09031 ot 9 09031 e Al 50 93 )3 Galidd (glaejlw Hlre Bl sl g (pSSle o 4it(2) Jgu

093l 093l jlw | 095

Jere Gl | ofile | Jlme il | Sl o
0/802 3/996 0/612 3/589 L5 lad
0/819 4/130 0/739 3/599 hSed 4 g b

0/616 3/781 EVSVESICINS Soxo
0/669 3/781 4 i & dlazel
0/750 41203 sl STl
0/699 3/920 0/735 3/617 L5 duab

136



Quarterly Journal of Advertising and sales management o930 9 Olald Co e cele dolilad

Vol 5, No 3, SEP-NOV, 2024, (129-143) (129-143) 1403 5,11, (99 _3s) 3 o kasic 55,5
1 ol 0/647 4/17 0/746 3/645 ) A S B
slis) 0/708 2/801 e ] P
0/855 2/794 & i 4y dleel
by 0/713 41042 st 31 S ol
by Il o dsly

alsyo 93y 53 baodly Wi astie (y90)] ol A deg b b ey g penl (9,5 9alsS yg05l 5l oaliel b Waodld 39
013 1) (3) Jgi > o (g5 4 0 oolisl s b b5yl sl oS8y g5l 31 el it Jlo

0S8y o905l (295 3Jg
090l o)lel ) (xSke ke
f Z 590 lie) Cude (glaas, ki) (i (saas)
Pl (oseslote 51 58 igolm e Ogilom
o9l b
0/000 | -6/31 28/61 45/84 Ol Ogeil i L5 b
0/000 | -6/853 23/50 36/75 G993l —Orgoil i o503 4 duogs

sl 028/61 cuto sl 45y :S0ke 5 45/84 iio slaas; (pSile b3 2By sl ¢ 3 o)lod Jgi> @S b
oSiigy ) 45 das 0/95 pliabl b S olyise sl ok ( SIL0/05) 1oys 5 5l a8 (g boline o oS ylo]
Sl 35 oS0 4 drog dad yite gl d)ludne Solds Ggeil ey dlape b Cud (oflmg Aoy )3 o
(SIB<0/05) 1o> 5 j1 oS syloline g 45 ol 1 cciunl 23/50 e slmas, (5Sibe 5 36/75 Lite sloas
ol Y5 gme glds (gl Jgl Al o dr o g0l s dls yo 43 35 1,500 4 duogs dad 0/95 lueb] LisS g5 oo !
sl aiBly (2l )S05 & drogi dad g 15 4 Bl (:S0le it 4 Glusl 25y Jlail LSl 26T L ke
Hgd o0 b Jol (ol dud )3 i 13 9 p9d 9 Sl (22 ©ls)d

wer gl b oolitl gylidbe Yol (gilode | piin U pgw (28 Clid)b g p)lea U pgd (ol ©ld ) ow)p Gl
03 ol e dge gl I Sl g s 4 slatel @ ps Grd sla e gl Al ye o e 4SS
PO 4 doy dad g wp 4 bSOl Bl g (Jitee ke gl lajute ol (30 Baa ddagil cidg,
3 G (slmorkiyglgan (gl oalitunly jsarabiiuoyy 5 (o Jdo (i) (sl b 485 )ai)> sl pssedlgioadsesl
2 otmgg slayte sl ol polie o w5 olil (AVE) gl S jlisl g (S5 bl @los)S Sl s (sl jline
ool 005 03 isles (4) o)l Jod>

(AVE) 21 Sod el 55 5 0l o153 5 Sl 5 4 Jpon

=55 bl 03l b il eSlee | EligS Gl gy o pb
5 wsllas 077 51 5YL ki) (AVE) o 077 51 53 lie)
(ol ollasb 076 51 500l | (ol s O/5 51 591 2lis) (ol gllas
0/868 0/939 0/935 455 & slexel
0/953 0/799 0/443 & g
0/925 0/757 0/999 cde 390 1 9wl 5l STl
0/807 0/512 0/292 2 y5 duab
0/117 0/787 0/865 OLSed & duogi duab

137



Quarterly Journal of Advertising and sales management o930 9 Olald Co e cele dolilad
Vol 5, No 3, SEP-NOV, 2024, (129-143) (129-143) 1403 ;44 (99 k) 3 5 lowic 50,93

e &y gligS Gl o s 4y aium Jlayssy sllae b I polie oled 3 0 A ojled Jgiz 0 &S ghailen
o ety s (017) o 4y rdans & (0355 slans 5 55YL (0/6) Jgid LB Jola 5 o i ) il &S 1y 5 B
S o Jae oss OIS 03151 & Ltimgss ol 5 3liel 3,90 (6503l sla el S o

~0als b ol S Ay Gl SOly (aniis el g pasiis jliel (iagk IRl bl sl eolitelsyge 1S03)kee
S sl ysloe slbol ] Eglite s yob 4 o3l Ky 45 sl ilie g mojlus b b ] by b duaslie )3 Lile
oib)ly dlie pgd Auly) 45 31 dtunets) 4y o)Ll &5 el S)Y 5 Bg)d Jlume Sl slinul sl jl g cnl (2l sty ]
5 ST UB & S5Y 5 Jigyd) a8l Sos slaosls b ol o (Staars 3lis 51 555 il o (AVE) ons o3l ¢,
slr dliie 9 col oygn (a paredd Jlisl Jl pSollul i) &S 55 ol Sile oad aslone olie (2008 sl
olps b ilb (g9, polie Cawl sud o3l lis 5 kil cdls )3 Hl58le 5 g )3 (1) S5 55 08 pladl gyl Jie b))
A3 o LS ) e

3 sl Al 3 (06803191 Jdo g pmns Jalodi Jta) g (6l s Joko (2) JSuh
bacds p oog Gl jl eaiSibae STl it e g calpd 05 ssalie Gl (2) US55 &5 jsbplen
4 dpogi dab g L5 dab s 4 olisl gt jree culps romen 5 (LR 4 drogi dab g b5 Al e
e (2) US55 ol o 11,500 & dpogs Muab g 5 MaaB b gt S peite mee culys Lol Ll Cute o),
3 peS T polie 31 o plis ) T polis lajils (g, sliel il oad o3l isles (g)bline <l o imgh (g ks Lo
o IO Smo 045 o i e 45 Canol oyl S5y 3L 9.96

138



Quarterly Journal of Advertising and sales management o930 9 Olald Co e cele dolilad
Vol 5, No 3, SEP-NOV, 2024, (129-143) (129-143) 1403 ;44 (99 k) 3 5 lowic 50,93

iz b 53 Jghy 6kl Jae.2 IS
loyite 2 g5l ol 0siS Brme STl 3 po )3 2 T plie 5,8 el Bl (oo (2) JSS 0 & jebolon
e 5y 4 Slozel (IS 36 cplpls sl 98 3)90 (s Sl oS b js ol )3 (S0 4 dpogi dab g 25 ab
SRMR=0/078) Jso [3jly b)) slapadl 8,55 5 aub 2)90 00 & dwoy Lab 5 L5 hab p 4y
5l Jte 45 wien ) Sl 56 (NFT=0/788 4 Chi-Square=436/421 d_G=0/726 d_ULD=1.400
el (ke 01 3y Dludyd dasi d do g L oS G )0y 0 (95 )2

Lolgiia 9 (& 5 40

OISR 4 s & dogi hab g wyd 4 bleS p aps Blial 4 S Ghgd Jlasl ;b wyp Baa b pols iagy
H STy aps 4 sletel ey pped Alo byt 5l (B0 U oo () )3 s olilojland 3800 Sy ploxil b g 45 plox]
g leil e 5 @ 0y Jlasl ] al8T ol L jle ingly @IS )S i oy 3590 S e 2910 3 (g
Ol S gl 1) )R 4 Jpaze )3 duogi g )3 4 e bl dlea I ol cute sla)ld) Sl o 4 s S
Gy e 4 oelply fcwl (2023) ¥ isds 5 Ll cpaeny (2017) o Sen 5 Il adlls gl b gean el
g dyd Bun 4 1) 095 Jlail & 39 0 duogl lusl By Glpde & ol 3y50 cpl 43 g9 (e SbHl5L 5l eolitul 4 KeddMe
Goso 31y el ) b e S35k 5" (o) (s plol ool atzaS loseono JUidl oy SaS" am ols 390 ol

i 5 o L]y bl gLl el 1y 31 cledbl 5 sy (B 1S G puas £M] 45 Giliseo (gladiles,
& dpog & Jles 5 Jpamme 15 4 Jlas e a9 5> gttt ) STl e (IS 8E ol imgly )3 siren
3 oisS Bpme Shal o (b 35 (2020) oliSan 5 55 o 55 85 1B al 390 Jpame 25 sl oS
(NS Sy dym 3l ol (2024155 5 (6 adlba.cd)S )8 20l y5e o byl 3 05 4 bles (29 s
@ EPEB ok unl HIIS 30 dnole Laylpd dgue )3 (e 2blil e asly 3 Wil w5 sla)ld) oS ST ules] iy
& Syt bled x5 S o I Canl (eloinl Blod I plcdptus <850 SO e Gl 3 5y e85 oSl
Ngm cle Sy 4 ) 55 Jpame 5w oo Sl o l)lil sl daliyy 53 LS5 4 Sloj nlpl Wl Jganme 5

1 Patel
2Homssi, Ali &Hashoush

139



Quarterly Journal of Advertising and sales management o930 9 Olald Co e cele dolilad
Vol 5, No 3, SEP-NOV, 2024, (129-143) (129-143) 1403 ;44 (99 k) 3 5 lowic 50,93

a8 i lid 095 (60 iy slrdeliyy g Clads )3 g WS S 400 GBSO pas bawgl i S uisu il dguy y b UG5 e
&S sl By 5550 0 ol Hob 4 S SeS cle dgup 4 Bl o o] oles gl )iy § GBS G pae clay B e
Cuwd yib oAb ddpe Y gae Sl p 48T L Aly (0 By cnl sl o398 (B )8 gy 3)90 pSl gh
Jgame oy by g5l upds 5 31 adgs > 53 Moy ligrade | spglal (ke 5 Cusl olel dieS” lgase
AGS g 1y 39 isu Sl s STl gbigsase Cand 40l (gl 5

@ a4 Jlod g s aoleel g 5 4 bled 5 s @ oliel Gle jree oy pOb agh )3 425 (riren
e Oligios ol b cilbs 4l phcd ) )3 anl 590 yuwe opl 6yl inst o)lel Jluie dpangil Jg 99 cue o),S00
“G e 4335 5 Kb sl Ko dltins ol il LY 5 Sy w3l Lt 45 el (2019) )Sen o 35 o (2009)
(Bly oS )l &) Cad Vgana (S B pmn il laply (clp LI slaozSl 5 Sous ply como & cuns EaiS
ool b lals 0 Cand 0055 9 S Culps 50 a8 dgu 0 dlul (STyal a0 g 0yld S cde b badpe Sb)L o eS8,
N8 6 cod ]y ablS el slajlidy 5 45 & bl Wiy w355 5 KB pl 9 (2017 ol)Sen 5 JLpogd (o s
Qi O GBS S 1 ol dleiel Wbl ol aws B pl Wb pas el cuwl (Ko &S (6,500 Jlaisl s L
a4 olesel 9 3.78 Somo s 4 FanSeS b sletel 15 )l 0 3 o5leds Jodn 15 a5 job jlad ] & S dinge
o3ly LS Olidss ol .l ol slexel e wliel (cateS 3)50 )3 039 4 yge 93 4D &S cawl 2.79 slsel daneS
Oleslw 4 dleiel g Cuwl pro 4 lojlu 4 dleiel oo 5 olatl e lojls 4 slaiel o2 ‘u,j" bl sledolp o a8 cul
~o Aoy plpls (2008 My 5 LuiBgy) ol e bl Al 5 005 85 JLadl g2 ABly 4 sloiel I piage s
o ol sleiel Llopw 3 Wlgny b A8 (5,400 Ll sloiel dgupe g bbbk slaxel s (gly uod plol dlsel dieS” 54
S oolaiwl 05 Cules ot bgzade Jidl polui cds 13 5 Glas! B Jog,8 il gl

op) Lol 30,138 8E Jpamo 3 4 ()S03 oy 4 e g 03 & Bl p b b Sy bl a0 S inen
OlSen 5 S 5 (1402) ))Sen 5 Sial o0 s b adl ol 8,85 )15 10l 3,00 p3b tingy > (5)i8,80
5 x> 4 SeS el GBS Bpas (o)l8) ST i (rag BB U s bl 5 cpd b Gl & (2019)
plol 3ol S’ § S dy b 09,5 93 13 ime Cjgo dy Slusjd oy 43,31 sl s 3 s o SbyliL js oS lie
s plol Dl aiaS 0309 &) ¢ gy 3)90 gloy 3 Cuple Wakine Gl Jg g 4ndy8 (nl anl pas Silo o e
opl pd ol (Sen il o (F9d plojle SO g a1y ol p3se dsle Lol canl (g3 st axiiall ple duwge S5 4,51 oS
soses dloiel oy L sl cpl g ogMe .l yidey Sladod piline gadae (pl wyp oS Abb asl ia o l38 50 pae
Sl g o) 390 slySaly g slaisl I v cpl JYs (alolid lp Sliios plxl . Casl (ol sl 4ieS & 5 &
5L

Sy g on gitte Jlo K8 Sl 4yt ol > Al 033 wBld 0 = 3 = 2y 0] S e e p e b
(2020 Sg 5 Siw) 53 395 4 Cus (298 el b )3 ES 58 > @ (BAS S a0 g it e |y 295 piga
S b 5wy glaglojle adl s Ky (593 p e U Sl wpd 4 wp Jlal b i Sl agh
ol imgss 4l (53 &y Y S oolitol Gdow ) (bl 5 Al e 1,0 1y e bl 5 ool auad a8 el
sl 55653 gl 5 ] p oSl S5kt S ol a3 ol lnrgaina b o singsy oled il

1Proenca& Pereira

140



Quarterly Journal of Advertising and sales management o930 9 Olald Co e cele dolilad
Vol 5, No 3, SEP-NOV, 2024, (129-143) (129-143) 1403 ;44 (99 k) 3 5 lowic 50,93

@ 2 ol (S0 & it ol piio | (Son b Lulyd (g aal g 0k gihe Jpaze dib b o g e |
g ol & a0 b agd g ol @ cusl p3Y oS B S5 18 ST L w090 il g ) g Wbl S ,SL Baioe
298 0 dog Sl o Sdnghs slp pj slaygome b Sliios plool (imgh slacusgion

e bl el (iso il g a4 oletel Gl gl o) 5le 5 by olubis ~

Jyazee &b b o)l 3 (65,0 aw (38,5 )i L ol Buios b alie Slisios posl -~

bao ) cbslis wl) diliseo (glacde & By Jlail 3l sy Bdn b il uins b alie Sliios plol -

cde b oatiS Gpan (630550 prbaw (58,5 13353 5 (o 5 )5 5365 & oS ensj
ol gle » abless LU Je ohb s o (2023) sy g (ol Sipisng e oSl

11-21 9 o)l

S saalllas 3y50) cpyd (5)18) (Glo STy 5 48 Slawse lilaly b3k S gy (1397) .0 ((Slo g g (b - =)l
16-1 ((12) (335 0y99) 25 ¢ 55,5L (slod pealy (e b o (e plel dlel

)té) Sldlao .Olf.\:.:fc_é)*m @»b 2 )97:9:4.1.9 U,l.s)l)b dl_asoﬁ.;.of d)l:c&l..» Jvcb.c u“"-‘ (1398) -z ‘da)’*ﬁ.gy.l 9.\ ‘@jlja)f £ cuil.blw
173-149 (2)6 w0135 b yuno

By b yide tdalllandyge) Ny 4 Coms bl gyloly ¢ o yuie paad p alale s bylL 56 (1403).¢ (lsig. oo kinde
158-139 (1)2 3 j50l g iy Slalllas (lgdiol o]

il Sladins ol )3 wlalgs s bk Caibse Jelse (oSl @yl (1400) p ccdeslls p 8 solell p o - snrsS
190-177 (4)11 5

O bl p25 9 ol
Alinaghian Jouzdani, N., & Yazdan, A. (2024). The Effect of Cause-Related Marketing on Customers'
Purchase Intention and Brand Loyalty (Case of study: customers of Esalat Isfahan Brand). Journal of
Endowment & Charity Studies, 2(1), 139-158. (in Persian)
Andrews, M., Luo, X., Fang, Z., &Aspara, J. (2014). Cause marketing effectiveness and the moderating
role of price discounts. Journal of Marketing, 78(6), 120-142.
Barnett, M. L., Ahangar Sole Boni,A.Nourbakhsh, S.K,Mirabi, V. &Khonsari, A. (2023). Designing and
Explaining the Cause-related marketing Model in the Dairy Foods industry, Journal of business
management, 15(59), 1-21.(in Persian)
AlinaghianJouzdani, N., &Yazdan, A. (2024). The Effect of Cause-Related Marketing Jermier, J. M., &
Lafferty, B. A. (2006). Corporate reputation: The definitional landscape. Corporate reputation review, 9,
26-38.
Eastman, J. K., Smalley, K. B., & Warren, J. C. (2019). The impact of cause-related marketing on
millennials’ product attitudes and purchase intentions. Journal of Promotion Management, 25(6), 799-
826.
Dai, L., & Guo, Y. (2024). Perceived CSR impact on purchase intention: The roles of perceived
effectiveness, altruistic attribution, and CSR-CA belief. Acta Psychologica, 248, 104414.

141



Quarterly Journal of Advertising and sales management o930 9 Olald Co e cele dolilad
Vol 5, No 3, SEP-NOV, 2024, (129-143) (129-143) 1403 ;44 (99 k) 3 5 lowic 50,93

Fan, X., Deng, N., Qian, Y., & Dong, X. (2020). Factors affecting the effectiveness of cause-related
marketing: A meta-analysis. Journal of Business Ethics, 1-22.

Festinger, D. Demanto, D. &Marczik, J. (2007). Principles of research design and methodology,
Translated by Marjaei, H. &Hatami, D. Tehran: Iran Information Science and Technology Research
Institute. (in Persian).

Haji Baklo, A., Hosseini, S.A. &SayarNejad, J. (2023). Factors affecting charitable marketing in sports
products, Management and organizational behavior in sports, 12 (9), 119-109. (in Persian)

Hanafi Zade, P. &ZareLavasan, A. (2013). The method of analayzing multi-level structures using SMART
PLS software, TehranTermeh. (in Persian).

Homssi, M. A., Ali, A. A., &Hashoush, K. H. (2023). The impact of cause-related marketing on brand
image, perceived quality, brand awareness, and purchase intention: the moderate role of customers
skepticism. Journal of Production, Operations Management and Economics, 3(1), 44-55.

Jung, M. H., Nelson, L. D., Gneezy, U., & Gneezy, A. (2017). Signaling virtue: Charitable behavior under
consumer elective pricing. Marketing Science, 36(2), 187-194.

Karimi, H., Bakhsham, M., Almasifard, M. R., &Yarahmadi, M. (2022). Presenting a Model of the
Success Factors of Cause-Related Marketing in Iran. New Marketing Research Journal, 11(4), 177-190.
(in Persian).

Kopalle, P. K., Krishna, A., Rajan, U., & Wang, Y. (2022). How does regulatory monitoring of cause
marketing affect firm behavior and donations to charity?. International Journal of Research in
Marketing, 39(3), 947-966.

Meijer, M. M. (2009). The effects of charity reputation on charitable giving. Corporate Reputation
Review, 12, 33-42.

Minton, E. A., & Cabano, F. G. (2024). Awareness marketing: cause-related marketing without direct
contribution. European Journal of Marketing, 58(6), 1493-1519.

Mobarak, N. M., Nassar, M. A., & Omar Barakat, M. (2024). Cause-related marketing and its impact on
brand image and loyalty: Evidence from international fast-food chains. Journal of Foodservice Business
Research, 27(4), 383-408.

Okazaki ,S.,Taylor,C.(2008).What is SMS advertising and why do multinationals adopt it? Answers from
an empirical study in European markets, Journal of Business Research,61,pp.4-12.

Pandey, P. K., Bajpai, N., & Tiwari, A. V. (2024). Enhancing customer purchase intention using cause-
related marketing: a study of the Indian pharmaceutical sector. Journal of Nonprofit & Public Sector
Marketing, 36(4), 544-575.

Patel, J. D., Gadhavi, D. D., & Shukla, Y. S. (2017). Consumers’ responses to cause related marketing:
moderating influence of cause involvement and skepticism on attitude and purchase
intention. International Review on Public and Nonprofit Marketing, 14, 1-18.

Peng, S., Kim, M., &Deat, F. (2019). The effects of nonprofit reputation on charitable giving: A survey
experiment. VOLUNTAS: International Journal of Voluntary and Nonprofit Organizations, 30, 811-827.
Proenca, J. F., & Pereira, 1.V.(2008). Exploring the consumption of charity-linked products. International
Review on Public and Nonprofit Marketing, 5, 53-69

Schamp, C., Heitmann, M., Bijmolt, T. H., & Katzenstein, R. (2023). The effectiveness of cause-related
marketing: A meta-analysis on consumer responses. Journal of Marketing Research, 60(1), 189-215.
Schultz, C., Einwiller, S., Seiffert-Brockmann, J., &Weitzl, W. (2019). When reputation influences trust in
nonprofit organizations. The role of value attachment as moderator. Corporate Reputation Review, 22,
159-170.

Shetty, S. J., Chaudhuri, M. S., & Shetty, A. (2021). The influence of cause-related marketing on
millennials' purchase intentions: Evidence of CSR from an emerging economy. Gadjah Mada
International Journal of Business, 23(2), 137-154.

142



Quarterly Journal of Advertising and sales management o930 9 Olald Co e cele dolilad
Vol 5, No 3, SEP-NOV, 2024, (129-143) (129-143) 1403 ;44 (99 k) 3 5 lowic 50,93

Soltanee, M., Kordnaeij, A., &AyoubiYazdi, H. (2020). The Role of Structural Factors of Cause related
Marketing Campaigns in Consumer Response. Consumer Behavior Studies Journal, 6(2), 149-173. (in
Persian).

Tao, W., & Ji, Y. G. (2024). Firm-determined or consumer-determined corporate social responsibility
(CSR)? Examining the effects of choice-of-cause in cause-related marketing. International Journal of
Business Communication, 61(2), 263-286.

Terblanche, N. S., Boshoff, C., & Human-Van Eck, D. (2023). The influence of cause-related marketing
campaign structural elements on consumers’ cognitive and affective attitudes and purchase
intention. International Review on Public and Nonprofit Marketing, 20(1), 193-223.

Thomas, M. L., Fraedrich, J. P., & Mullen, L. G. (2011). Successful cause-related marketing partnering as
a means to aligning corporate and philanthropic goals: An empirical study. Academy of Marketing Studies
Journal, 15(2), 113.

Tsai, J. M., Hung, S. W,, & Yang, T. T. (2020). In pursuit of goodwill? The cross-level effects of social
enterprise consumer behaviours. Journal of Business Research, 109, 350-361.

Wei, S., Ang, T., &Liou, R. S. (2020). Does the global vs. local scope matter? Contingencies of cause-
related marketing in a developed market. Journal of Business Research, 108, 201-212.

Zarei, A., Sharafi, V. &Maleki, F. (2019). Investigating the effects of relationship marketing of charitable
organizations on benefactors behavioral responses (case study: Imam Khomeini Relief committee of llam
City). Business Strategies, 25(12), 1-16. (in Persian).

Zhao, X., Park, Y. J., & Yoon, S. J. (2024). Effects of cause-related ads on ethical consumption: An
experimental approach. Nurture, 18(1), 161-177.

143



