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    ABSTRACT
The authors propose that decisions regarding the duration of cause-related marketing campaigns should depend on the combination of cause type and product type. Results from three studies show that a long duration works when a utilitarian product is paired with a primary cause, such as life necessities, or a hedonic product with a secondary cause, such as quality of life. A short duration is advantageous for a hedonic product paired with a primary cause. Consumers favored these combinations because they attributed positive motives to the company for launching cause-related marketing campaigns. Companies can maximize the success of their cause-related marketing by choosing the duration that best suits their product–cause bundle.

MANAGEMENT SLANT
	Companies can leverage their cause-related marketing campaigns by choosing either a long or short duration, subject to their product–cause bundles.

	If a company decides to implement tactical cause-related marketing on a short-term basis, it should pair a hedonic product with a primary cause, such as a lifesaving need.

	When considering a long-term strategic cause-related marketing promotion, a company can choose either a primary cause for a utilitarian product or a secondary cause, such as quality of life, for a hedonic product.

	Companies should monitor consumers' motive attributions regarding a cause-related marketing campaign to ensure that the attribution is positive.



INTRODUCTION
The time is always right to do what is right
— Martin Luther King, Jr.

Increasing public concern over social and environmental matters has induced companies to affiliate their products with a range of popular causes linked to social and ecological issues. Cause-related marketing is a common form of such activity that involves a company's promise to donate a certain amount of money to a nonprofit organization or a social cause when customers purchase its products or services (Varadarajan and Menon, 1988).
Observations from practice show a wide range of time durations for cause-related marketing campaigns. Some companies choose to be devoted to a given cause for a longer period of time (i.e., a long time duration). For each Frosty sold between mid-November 2016 and the end of 2017, for example, Wendy's donated 50 cents to the Dave Thomas Foundation for Adoption to help children in foster care find families.
In contrast, some companies have chosen to support causes over a shorter period of time (i.e., a short time duration). For every bottle of Génifique Youth Activating Concentration sold on only one specific day—October 22, 2010—Lancôme donated $7 to support research and treatment at St. Jude Children's Research Hospital. Starting in 2013, Imbibe magazine and Campari began presenting Negroni Week in June. During the week of June 5–11, 2017, the campaign raised $537,439 for a list of charity partners chosen by 7,700 participating bars and restaurants around the world (Beefeater London, 2018). The emergence of short-term cause-related marketing campaigns inspired the authors to examine how those campaigns differ from long-term campaigns in terms of consumers' product evaluations and perceptions of the company.
Research based on construal level theory has suggested that consumers might respond differently toward temporally framed campaign messages (Joireman, Strathman, and Balliet, 2006; Lasane and Jones, 2000; Tangari, Folse, Burton, and Kees, 2010). Construal level theory (Trope and Liberman, 2003) is one of the social-psychology theories that addresses how individuals make decisions on the basis of the information that can be construed at either an abstract high level, or a concrete low level.
These earlier studies, however, focused on individual differences in consumers' orientation toward the present and the future. The current study contributes to the evolving stream of temporal framing research and focuses on how time duration affects cause-related marketing. One critical issue for marketers is how long the company should support a cause via a cause-related marketing campaign. Will a long-running campaign always be more effective at touching consumers' heartstrings than the same campaign run for a shorter period of time?
Evidence from practice and research appears to be inconsistent. Researchers have suggested that a cause-related marketing campaign that promotes a cause for a longer period of time increases spending on a product or service (Brink, Odekeren-Schröder, and Pauwels, 2006; Drumwright, 1996; Varadarajan and Menon, 1988; Webb and Mohr, 1998). Do campaigns with different time durations—short versus long—achieve the same results, or can short-term campaigns be more persuasive under certain circumstances?
Information about both the product and the cause is essential in a cause-related marketing message. Will different cause and product types for a cause-related marketing campaign moderate the impact of the time duration on consumer attributions regarding the company's motives for donating (i.e., attributed company motives)? Because cause-related marketing is a form of product–cause association (e.g., Bigné, Currás-Pérez, Ruiz-Mafé, and Sanz-Blas, 2012; Polonsky and Speed, 2001), what combination of time duration and product–cause bundle will provide congruent cues that induce consumers to evaluate the company's motive as altruistic? This article addresses these questions.
The authors proposed that the type of cause being promoted acts as a moderator. A cause can support primary needs, such as life necessities, or secondary needs, such as quality of life (Vanhamme, Lindgreen, Reast, and Popering, 2012). Causes that address primary needs support such things as community health, safety, and other basic human needs and desires, whereas causes dealing with secondary needs focus on community service, the environment, employment, and economic development (Kotler and Lee, 2005).
Compared with secondary causes, primary causes are considered to be of higher priority (Cone, 2002), more important (Demetriou, Papasolomou, and Vrontis, 2010), more influential (Cornwell and Coote, 2005), and more favorable (Berger, Cunningham, and Kozinets, 1999). Consumers might consider primary causes to be more proximal and thus want to know how quickly the cause-related marketing campaign can make a difference. Secondary causes, conversely, are related to life improvements and enhancements (Vanhamme et al., 2012). Consumers expect such changes to be made gradually and steadily over time. The authors thus expected consumers to perceive time differently when encountering a primary or secondary cause. They also proposed that the effects of time duration in cause-related marketing campaigns would be contingent on the type of cause chosen.
The second moderator proposed in this research is product type. Hedonic and utilitarian products have been compared in previous cause-related marketing studies (Chang, 2008, 2012; Chang and Chen, 2017; Chang and Liu, 2012; Strahilevitz, 1999; Strahilevitz and Myers, 1998). Hedonic products, such as ice cream, are purchased for fun, enjoyment, sensory gratification, and the fulfillment of affective desires (Ahtola, 1985; Babin, Darden, and Griffin, 1994; Okada, 2005). In contrast, utilitarian products, such as toilet paper, appeal to a consumer's rational side and are purchased and used primarily to satisfy practical or functional needs (Dhar and Wertenbroch, 2000; Strahilevitz and Myers, 1998).
Cause-related marketing has been shown to be more effective when promoting hedonic products, as opposed to utilitarian products, because of affect-based complementarity (Strahilevitz and Myers, 1998), in which the guilt emotions stimulated by hedonic products are countered or complemented by the feelings induced by donating to charity. A primary cause induces a greater affective reaction from consumers than does a cause that addresses secondary needs (i.e., “secondary cause”). The guilt associated with hedonic consumption might augment consumers' affective responses to a primary cause.
The current study examined how different combinations of time duration and cause type affect promotions of utilitarian and hedonic products. Although marketers can choose a different product, they also can take advantage of the variable of product type by highlighting a given product's hedonic or utilitarian attributes. Nowadays, marketers have the ability to position a product as hedonic or utilitarian (Chang, 2012; Chang, Chen, Chu, Kung, et al., 2018; Leclerc, Schmitt, and Dubé-Rioux, 1994). Shampoo can be promoted successfully as either hedonic—making hair look beautiful and smell good—or utilitarian—containing multivitamins to keep hair healthy and strong (Chang et al., 2018; Dhar and Wertenbroch, 2000; Roggeveen, Grewal, Townsend, and Krishnan, 2015). Marketers designing cause-related marketing campaigns will benefit from the current research by framing the product appropriately when considering time duration and cause type.
This research makes three contributions to existing relevant theory. First, this study makes important contributions to the extant cause-related marketing literature by considering the time factor. Previous cause-related marketing research has been devoted mostly to money-related factors, such as the donation magnitude and donation framing (Chang, 2008; Grau, Garretson, and Pirsch, 2007; Strahilevitz, 1999). Time-related factors have received much less cause-related marketing research attention. Drawing from the construal level theory and the congruency theory, the authors present a new conceptualization of time duration in the cause-related marketing context: short versus long. They posit that the decision between short and long durations should take cause type and product type into consideration as important boundary conditions.
Second, this study also contributes to the literature on sponsorship, cobranding, and brand associations between parties. A strategic alliance between a company and a nonprofit can create a win–win situation based on the right combination of time duration, product type, and cause type. Different from previous research (Vanhamme et al., 2012) that has examined how the effects of cause type are contingent on the attributes of the cause, the authors investigated how cause type should influence the time duration of cause-related marketing campaigns. Third, they provide evidence of the underlying psychological mechanism that explains how consumers perceive different combinations of the above.
This research also makes significant practical contributions. The results of this examination of time duration and cause type, and their relationships to product type, should help campaign developers maximize the value of their marketing expenditure. The findings will provide specific guidelines to help companies maximize the success of their cause-related marketing by choosing the long or short time duration that best suits their product–cause bundle. The current research can aid companies developing sponsorship strategies in choosing the most effective time duration for a promoted product with a sponsored issue.

CONCEPTUAL DEVELOPMENTS AND HYPOTHESES
Time Duration in Cause-Related Marketing Advertising
Previous research has suggested that cause-related marketing can be classified as strategic or tactical (Brink et al., 2006; Till and Nowak, 2000; Varadarajan and Menon, 1988). One important dimension of this classification is the time duration of the cause-related marketing campaign—long versus short. Previous studies have shown that for long-duration cause-related marketing campaigns, consumers show a stronger purchase intention (Cui, Trent, Sullivan, and Matiru, 2003), a higher level of brand loyalty (Brink et al., 2006), and a more favorable attitude toward brands associated with a cause (Chéron, Kohlbacher, and Kusuma, 2012; Cui et al., 2003).
Previous research, however, has not achieved consensus regarding the actual length of time that qualifies as long duration for a cause-related marketing campaign. Five years was considered sufficiently long term by three studies (Brink et al., 2006; Chéron et al., 2012; Cui et al., 2003). Whereas a fourth (Drumwright, 1996) simply indicated “years,” still another (Mullen, 1997) suggested that a cause-related marketing campaign lasting between three and five years should be considered “long.”
In practice, cause-related marketing campaigns lasting longer than a year usually are not just for promoting a product with a cause. Yoplait's “Lids for Lives” has continued for more than 10 years, with each campaign lasting three to four months in each year. A survey found that more than 80 percent of consumers agreed with the time duration of that particular campaign; a typical comment was, “It has to have a deadline… You can't have people mailing in lids five years from now expecting money to go to the cause” (Grau et al., 2007).
In practice, cause-related marketing campaigns usually last for several days or months. Red Nose Day promotes the charity for a total of 24 hours. Negroni Week raises money over a one-week period. Pink ribbons are seen most commonly during Breast Cancer Awareness Month, October in the United States. In reality, cause-related marketing campaigns lasting longer than a year are rare. The current study therefore focuses on cause-related marketing campaigns that begin and end within one year and distinguishes time durations into long and short within a year.
The effects of time duration can be related to the construal level theory (Liberman and Trope, 1998; Trope and Liberman, 2003), which suggests that the mental representation of an event changes as the event moves closer in time. In the cause-related marketing context, a long-term campaign sets a more distant deadline and therefore extends the temporal distance between now and when the charitable benefits are realized fully. Construal level theory suggests that consumers have a more abstract review of distant events, but as the event comes closer in time, the mental construal becomes more concrete.
A high-level construal brings emphasis to the campaign's superordinate goal, the “why” aspect of the campaign, whereas a low-level construal focuses more on the strategy for achieving the campaign's goal, the “how” aspect of the campaign. The long time duration of a cause-related marketing campaign induces consumers to construe the activity as abstract. A long duration is associated with desirability concerns that refer to the value of the donation goal, the “why” aspect. Consumers construe a cause-related marketing campaign with a short time duration as being more concrete, with feasibility concerns regarding the ease or difficulty with which the donation goal is achieved, the “how” aspect.
The psychological effects of using a short time duration in a cause-related marketing campaign also can be related to the scarcity appeal in marketing. “Scarcity” refers to a heuristic cue that signals premium quality (Lynn, 1991) and invokes the desire to gain social status via consumption (Gierl and Huettl, 2010). Consumers may value the exclusivity of possessing a product whose rarity emphasizes its uniqueness and enhances its value (Gierl and Huettl, 2010; Snyder, 1992).
The psychological effects of a short-duration cause-related marketing campaign thus might be related to the psychological effects of the scarcity appeal in product promotions. In contrast with a long time duration for a cause-related marketing campaign, a short time duration may decrease consumer procrastination and prompt consumer action, because that short time duration may induce consumers to take more notice of the deadline (Grau et al., 2007). If a company offers lifesaving help immediately and effectively, consumers will appreciate the company more and more likely will consider its motives to be altruistic (Ellen, Mohr, and Webb, 2000).
Besides time duration, the other important piece of information garnering consumer attention is cause type. A cause must give consumers a good feeling (Grau et al., 2007). Before forming hypotheses based on the interaction effects among the researched variables, one first must discuss how cause types influence consumer perceptions.

Influence of Cause Type
Compared with people with secondary (life-enhancing) needs, people with primary (lifesaving) needs are more vulnerable, and their need for assistance is more urgent (Vanhamme et al., 2012). Victims of natural disasters, such as earthquakes, tsunamis, or floods, need food, shelter, and medical care, all of which are primary needs. Causes addressing primary needs can attract more attention (Vanhamme et al., 2012).
Researchers have suggested that consumers evaluate a cause-related marketing campaign more positively on the basis of its importance (Cui et al., 2003; Ellen et al., 2000; Hou, Du, and Li, 2008; Vanhamme et al., 2012). Companies sponsoring campaigns that serve primary needs, such as relieving poverty and hunger, generally evoke higher levels of identification (Demetriou et al., 2010). This strong identification allows consumers to imagine the cause more easily (Vanhamme et al., 2012). Consumers then may get the sense that a cause that satisfies primary needs is more concrete and proximal. This kind of cause-related marketing also presents a more favorable image of the company to consumers (Williams and Barrett, 2000). A cause-related marketing campaign with a short time duration may signal that the primary cause being supported addresses needs that must be satisfied immediately.
When a company chooses a cause supporting secondary needs (i.e., secondary causes), however, consumers expect the time duration to be long. People realize that improving quality of life takes time. Postdisaster reconstruction and museum restoration are appropriate examples. Long-term aid usually is needed for such endeavors. Consumers therefore expect the company to show a longer commitment to the sponsored cause. The current article summarizes the differences between primary and secondary causes and shows related examples (See Table 1).
Although consumers may expect primary needs to be satisfied in a short time period and secondary ones in a long period, such expectations may not remain constant always. Consumer purchase decisions are context based and depend heavily on product type (Chang, 2008, 2012; Chang and Chen, 2017; Chang and Liu, 2012; Strahilevitz, 1999; Strahilevitz and Myers, 1998). Because cause-related marketing is considered to be a form of “impure altruism” (Andreoni, 1989; Giebelhausen, Lawrence, Chun, and Hsu, 2017), consumers may prioritize product benefits over the cause-related marketing campaign. Consumers then may evaluate how the cause fits with the product image.
Product type is expected to moderate the interactive effects of cause type and time duration on consumer perceptions regarding the cause-related marketing campaign. Detailed arguments therefore will be developed on the basis of conditions that involve different product types.
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Table 1 Comparisons between Primary and Secondary Causes




Interrelationships among Time Duration, Product Type, and Cause Type
The current study is not concerned with the isolated effects of time duration and cause type on consumer perceptions. The authors proposed that consumer responses to a product with a cause rely on three cues: time duration, product type, and cause type. How consumers evaluate the company's engagement in cause-related marketing via these three cues was expected to affect their product evaluation.Researchers drawing from attribution theory (Bettman, 1979; Folkes, 1984) have suggested that consumers believe that some enterprises engage in corporate social responsibility activities because they actually care about society (i.e., they have altruistic motives) and that other enterprises are involved in corporate social responsibility initiatives for their own profit (i.e., egoistic motives; Ellen et al., 2000; Menon and Kahn, 2003). Consumers thus can use attributed company motives to determine whether to participate in a cause-related marketing campaign.

Cause-Related Marketing Advertising for Utilitarian Products
Consumers purchase utilitarian products to satisfy functional or practical needs (Dhar and Wertenbroch, 2000; Strahilevitz and Myers, 1998). Utilitarian consumption is rational and is motivated by goal-oriented utilization (Dhar and Wertenbroch, 2000; Strahilevitz and Myers, 1998).
To elaborate the information in a cause-related marketing advertisement, consumers tend to look for cognitive cues regarding the company's perceived motives. Utilitarian products are perceived to be associated with sincerity and competence (Ang and Lim, 2006). Compared with a secondary cause, a primary cause is perceived as more salient and important (Vanhamme et al., 2012). Supporting a primary cause is expected to go well with the image of competence and sincerity associated with a utilitarian product.
A long time duration invokes a high-level construal, which helps consumers successfully process the “why” aspect of the campaign. A company's long-duration devotion to a primary cause therefore provides consumers with a more convincing cue as to the company's rationale than does a short-term devotion to the same cause. The longer duration frames the company's motives as more altruistic. Consumer attributions of altruistic motives then will produce a more favorable response to the campaign (Ellen et al., 2000). The consumer's attitude toward the brand consequently will be enhanced, and the intention to purchase will increase.
Unlike a primary cause, a secondary cause is incongruent with the images of competence that generally are associated with a utilitarian product. The lower level of importance associated with a secondary cause makes it difficult for consumers to comprehend why the company is sponsoring such a cause via this particular product. Consumers will become skeptical regarding the company's motives.
Skepticism regarding the chosen cause will lower consumers' perceptions of the legitimacy of the cause-related marketing campaign (Chang and Cheng, 2015), increasing consumers' reluctance to process the advertising information further. When consumers become suspicious of the true motives behind a cause-related marketing activity, they consider the company's efforts to be insincere (Chang and Cheng, 2015). This is contradictory to the sincere image of the utilitarian product.
This kind of cause-related marketing activity not only is inefficient but actually will backfire, possibly leaving the company with a more negative image than would have resulted without the cause-related marketing activity. Attitude toward the brand will suffer, and, subsequently, purchase intention will decrease. Under these circumstances, consumers will not be interested in the campaign. Information regarding the time duration will have little impact on consumers' perceptions of the cause-related marketing campaign.
	H1a: When a company launching a utilitarian product with cause-related marketing chooses to sponsor a primary cause, consumers will show a more favorable brand attitude and higher purchase intention when the time duration is long rather than short.

	H1b: When a company launching a utilitarian product with cause-related marketing chooses to sponsor a secondary cause, consumers will show similar levels of brand attitude and purchase intention, regardless of whether the time duration is long or short.



Cause-Related Marketing Advertising for Hedonic Products
Hedonic products are pleasure oriented, and consumption of such products is motivated primarily by the desire for sensual gratification, indulgence, fun, and enjoyment (Ahtola, 1985; Babin et al., 1994; Okada, 2005). Terms such as “frivolous” or “decadent” can be used to describe those products and behaviors (Strahilevitz and Myers, 1998). Hedonic products also can cause consumers to experience a sense of guilt before, during, and after purchase (Kivetz and Simonson, 2002; Strahilevitz and Myers, 1998). Cause-related marketing appears to be more effective when implemented in conjunction with hedonic products rather than utilitarian products, because donating to a cause can help offset the guilty feelings consumers associate with the purchase. This phenomenon is referred to as “affect-based complementarity” (Strahilevitz, 1999; Strahilevitz and Myers, 1998).
Compared with a secondary cause, a primary cause can evoke stronger affective responses because a primary cause is seen as more important (Demetriou et al., 2010). A primary cause also can compensate effectively for the guilt feelings induced by hedonic consumption, because it can allow consumers to legitimize their purchase behavior easily.
A short time duration also evokes a low construal level, leading consumers to process the cause-related marketing message from the “how” aspects. Consumers thus will be concerned about how this campaign can reach the goal, which can reduce the sense of guilt associated with hedonic consumption. A short time duration can give the impression that “it will be too late if I don't help!” and that “if I can help, I won't feel so guilty about my hedonic purchase!” The perception that the guilt can be removed quickly might increase product sales. Compared with a short time duration, a long time duration less likely will trigger affect-based complementarity, resulting in a less favorable brand attitude and a weaker purchase intention.
The motivation behind hedonic consumption is affect oriented (Dhar and Wertenbroch, 2000; Okada, 2005). Such consumption can pair well with a secondary cause if the company connects the enhancement of quality of life and well-being to the pleasure gained from a product purchase. This is different from the combination of utilitarian consumption and a secondary cause, which can induce consumer skepticism. The congruent promotion focus offers a fit with the product's hedonic attributes (Chernev, 2004). Consumers tend to pursue positive consequences and might sense that “more is better”—that is, a company involved with cause-related marketing should do more.
The authors expected a short time duration to inhibit consumers' ability to infer that the company's motives are altruistic, giving rise to consumer skepticism, which naturally reduces cause-related marketing effectiveness. In contrast, a long time duration can provide a more convincing cue that the company will do better. The authors expected a long time duration to enhance consumers' brand attitude and purchase intention regarding the company when a hedonic product is promoted with a secondary cause.
	H2a: When a company launching a hedonic product with cause-related marketing chooses to sponsor a primary cause, consumers will show a more favorable brand attitude and a stronger purchase intention when the time duration is short rather than long.

	H2b: When a company launching a hedonic product with cause-related marketing chooses to sponsor a secondary cause, consumers will show a more favorable brand attitude and a stronger purchase intention when the time duration is long rather than short.



Attributed Company Motives
The authors proposed consumer attributions regarding the company's motives for donating (i.e., attributed company motives) as the underlying mechanism to explain why consumers respond to a cause-related marketing campaign more favorably in particular combinations of time duration, product type, and cause type. “Attributed company motives” are defined as the inferences consumers make about the reasons behind the company's donation, such as supporting a cause that helps society (Koschate-Fischer, Stefan, and Hoyer, 2012).
When consumers are skeptical of the company's motives regarding a cause-related marketing initiative, their skepticism encourages attributions of such self-serving motivations as selfishness and reactivity (Kuo and Rice, 2015). In contrast, a low level of skepticism facilitates attributions of altruistic motivations by enhancing the credibility of the sponsoring company (Rifon, Choi, Trimble, and Li, 2004). The formation of a favorable attitude by the consumer is seen as a prerequisite of advertising effectiveness (Chang, 2012).
A marketing strategy that induces consumers to attribute positive motives to the company also can prompt them to purchase the product with a cause. This motive attribution influences the consumer's behavior toward the company (Becker-Olsen, Cudmore, and Hill, 2006). The more likely the consumer is to attribute positive motives to the company, the more favorable the consumer should feel about the company and the promoted brand.
Marketers promoting a utilitarian product should support a primary cause with a long time duration (Hypothesis 1a). Marketers promoting a hedonic product should sponsor a primary cause with a short time duration (H2a) or sponsor a secondary cause with a long time duration (H2b). On the basis of congruency theory (e.g., Chang, 2012; Kuo and Rice, 2015; Rifon et al., 2004), the persuasion power of a cause-related marketing message can be enhanced when the content focus is congruent with consumer-attributed company motives.
When consumers perceive the time duration as appropriate on the basis of the product–cause bundle, such a message induces consumers to evaluate the company positively. Under these circumstances, consumers tend to attribute more positive motives to the company and become willing to pay a higher price for the promoted product. The authors proposed attributed company motives as a mediator (i.e., the mechanism underlying consumer purchase behavior).
	H3: Attributed company motives mediate the moderating roles of cause type and product type on the time duration effect.




EXPERIMENTAL OVERVIEW
In Studies 1 and 2, the authors conducted experiments with brand attitude and purchase intention as dependent measures. These are followed by Study 3, which used participants' actual purchase behavior as the dependent measure. Study 3 further explored the mechanism underlying consumer purchase behavior. Basing these studies on different experimental designs and dependent measures enhanced the robustness of the findings.

STUDY 1: PRODUCTS FROM DIFFERENT CATEGORIES RATED UTILITARIAN OR HEDONIC BY SURVEY RESPONDENTS
Method
Study 1 had a 2 (time duration: short versus long) × 2 (product type: utilitarian versus hedonic) × 2 (cause type: primary versus secondary) between-subjects design.
Advertising Manipulations. Participants were presented with a single advertisement for a product with the fictitious brand name “Highland.” A vitamin supplement and chocolate ice cream were selected to represent utilitarian and hedonic products, respectively. Each of the advertisements indicated that the company would donate 1 percent of the product's sales price to a cause. One year and two weeks were used to represent the long and short time durations of a cause-related marketing campaign, respectively. The Emergency Senior Shelter Program and the Senior Citizen Adult Education Program served as the primary and secondary causes, respectively. Except for the three manipulations already mentioned, all other aspects of the advertisement stimuli were invariant (See Appendix B).
Measures. To avoid learning effects, the authors assessed manipulation checks of product type and cause type before advertisement viewing. Respondents were asked to rate either the vitamin supplement or the chocolate ice cream on a 7-point semantic differential scale from “hedonic” (1) to “utilitarian” (7; Chang, 2008, 2012; Strahilevitz and Myers, 1998). To assess the manipulation check of cause type, the authors asked participants to imagine that a company was sponsoring a cause related to either the Emergency Senior Shelter Program or the Senior Citizen Adult Education Program and to rate the cause on the basis of a four-item, seven-point scale (i.e., “not serious issue at all”–“very serious,” “not important at all”–“very important,” “should not be a high priority”–“should be a high priority,” and “the needs are not basic”–“the needs are basic”; α = 0.88).
To consider some effects that were not relevant to the current research but might confound the experiments' results, the authors assessed product–cause fit and cause involvement before participants saw the advertisement stimuli. Participants indicated the perceived fit between the product and cause using a 3-item 7-point scale (from Rifon et al., 2004) consisting of “congruent,” “compatible,” and “a good fit” (α = 0.94). Cause involvement was assessed via a 3-item 7-point semantic differential scale consisting of “undesirable”–“desirable,” “irrelevant”–“relevant,” and “unfamiliar”–“familiar” (Hajjat, 2003; α = 0.83).
After advertisement viewing, the authors assessed two dependent variables. Using 7-point Likert scales, the authors measured brand attitude via three adjective pairs: “negative”–“positive,” “unfavorable”–“favorable,” and “bad”–“good” (Lafferty and Goldsmith, 2005; α = 0.94). The purchase intention variable was measured with a 3-item 7-point Likert scale: “I will be willing to pay more for this product,” “If my friend needs one, I will recommend this product to him/her,” and “I will consider this product for my purchase decision” (Hou et al., 2008; α = 0.92). After the dependent measures, participants were asked to evaluate the time duration of the cause-related marketing campaign, from very short to very long. Demographics were assessed last.
Sample and Procedure. A total of 280 foreign adults (143 women) who were studying Chinese were recruited from language training centers in Taiwan. Fifteen answer booklets were discarded because of an excess of missing data. The final valid sample consisted of 265 adults (138 women) ranging in age from 18 to 67 years (M = 33.89, SD = 12.35). Less than one fifth of the participants (18.87 percent) identified themselves as foreign students studying in universities in Taiwan, which suggests that the majority of the sample was composed of nonstudents, in the traditional sense.
With the permission of the lecturers, one of the researchers conducted the experiment at the beginning of class. The participants were told that the purpose of the study was to evaluate an advertisement intended for use in a forthcoming campaign. They also were asked to view the advertisement as they normally would view an advertisement in a magazine. Participants received a booklet including the stimuli and measures and were instructed to take as much time as they needed. They did not interact throughout the procedure and were debriefed after the booklets were collected. The experiment lasted about 15 minutes.

Results
Manipulation Checks. To assess the effectiveness of the time duration manipulation, the authors performed an analysis of variance (ANOVA). The results indicate that participants who viewed the cause-related marketing campaign with a longer time duration (M = 5.59) rated the period of time as longer than did those who viewed the cause-related marketing campaign with a shorter time duration (M = 2.93), F(1, 263) = 285.43, p < 0.001. Participants in the utilitarian product condition (M = 5.78) provided higher ratings (more utilitarian) than did those in the hedonic product condition (M = 2.88), F(1, 263) = 427.75, p < 0.001. Participants exposed to the primary cause provided higher ratings (M = 5.33) than did their counterparts who were exposed to the secondary cause (M = 4.37), F(1, 263) = 52.13, p < 0.001, which suggests that participants perceived the primary cause as more serious, more important, of higher priority, and associated with more basic needs. All manipulations were successful.
Hypothesis Tests. In the preliminary data analysis, the authors found no interaction or correlations between any of the demographic variables and the independent variables. Because product–cause fit was found to have significant influence on both dependent measures, however, product–cause fit was considered as a covariate in subsequent analyses. The authors then conducted a multivariate analysis of covariance (MANCOVA) with univariate follow-up tests of simple effects.
The variables of brand attitude and purchase intention were confirmed to be highly correlated (r = 0.77, p < 0.01). Multivariate results indicated a three-way interaction (Wilks's λ = 0.87), F(2, 255) = 18.37, p < 0.001. The univariate results are shown (See Table 2), as are the mean and standard deviation of each experimental condition (See Appendix A).
Through analysis of covariance (ANCOVA), the authors found a three-way interaction among time duration, product type, and cause type: brand attitude, F(1, 256) = 36.87, p < 0.001; purchase intention, F(1, 256) = 19.82, p < 0.001. When the product was utilitarian, participants indicated a more positive brand attitude after viewing the cause-related marketing advertisement with a primary cause and a long time duration (M = 5.41) than after viewing the same advertisement with a short time duration (M = 4.81), F(1, 63) = 7.08, p < 0.01. H1a thus was supported. When participants faced the same utilitarian product with a secondary cause, the effects of time duration became insignificant, F(1, 65) = 1.31, p > 0.10, which supports H1b.
When the product was hedonic, participants indicated a more positive brand attitude after viewing the cause-related marketing advertisement with a primary cause and a short time duration (M = 5.42) than after viewing the same advertisement with a long time duration (M = 4.37), F(1, 62) = 21.83, p < 0.001. H2a thus was supported. The opposite results were found when respondents faced the same hedonic product with a secondary cause (Mlong time duration = 5.52 versus Mshort time duration = 4.55), F(1, 67) = 13.32, p < 0.001. H2b thus was supported.
The results for purchase intention were similar to those for brand attitude. When facing a utilitarian product, participants indicated a stronger purchase intention after viewing the advertisement with a primary cause and a long time duration (M = 5.00) than after viewing the same advertisement with a short time duration (M = 4.26), F(1, 63) = 6.56, p < 0.05, which supports H1a. No such difference was observed when participants faced the same utilitarian product with a secondary cause, F(1, 65) = 0.08, p > 0.10, which supports H1b.
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When facing a hedonic product, participants showed stronger purchase intention after viewing a cause-related marketing advertisement with a primary cause and a short time duration (M = 4.93) than after viewing the same advertisement with a long time duration (M = 4.19), F(1, 62) = 6.94, p < 0.05. H2a was supported. Participants conversely showed a stronger purchase intention after viewing an advertisement for the same hedonic product with a secondary cause in a cause-related marketing campaign with a long time duration (M = 5.16) than after viewing the same campaign with a short time duration (M = 4.25), F(1, 67) = 9.74, p < 0.01. H2b thus was supported.

Discussion
These results suggest that a long duration works under two conditions:

	when a utilitarian product is paired with a primary cause, and

	when a hedonic product is paired with a secondary cause.



In contrast, a short time duration becomes more effective when a hedonic product is paired with a primary cause. A major limitation of Study 1 was that products of different categories were selected to represent hedonic and utilitarian products. The other limitation was that no nonprofit was identified by name in the advertisements. Study 2 was conducted to overcome these limitations with different manipulations of time duration, cause type, and product type to increase the robustness of the results.


STUDY 2: PRODUCTS FROM THE SAME CATEGORY RATED UTILITARIAN OR HEDONIC BY SURVEY RESPONDENTS
Method
Similar to Study 1, Study 2 had a 2 (time duration: short versus long) × 2 (product type: utilitarian versus hedonic) × 2 (cause type: primary versus secondary) between-subjects design.
Pretest. To develop the proposed manipulation of product type, the authors conducted a survey of 55 (26 women) part-time undergraduate students, people who worked during the day and studied in the evening, at a university in Taiwan. Ages ranged from 19 to 66 years (Mage = 30.09, SD = 12.85). Participants received a list of six drinks—sparkling juice, soda water, fresh juice, sports drinks, mineral water, and green tea—that were being considered for the experiment, along with the definitions of hedonic and utilitarian products derived from previous literature (Okada, 2005; Strahilevitz, 1999; Strahilevitz and Myers, 1998).
The participants rated each listed product on a 7-point semantic differential scale ranging from “hedonic” to “utilitarian.” In addition to determining which drinks could serve appropriately as a utilitarian or hedonic product, the authors needed to ensure that the two selected drinks carried similar levels of familiarity and favorability. The results showed that sparkling juice was rated as most hedonic (M = 2.24) and mineral water was rated as most utilitarian (M = 5.38), t(54) = 10.39, p < .001. These two drinks did not differ in familiarity, t(54) = 0.95, p = 0.35, or favorability, t(54) = 0.86, p = 0.39.
Advertising Manipulations. Participants were presented with a single advertisement for a drink with the fictitious brand name “PESCO.” Mineral water and sparkling juice were selected to represent utilitarian and hedonic products, respectively. The authors had set 1 percent as the donation magnitude in Study 1, but for Study 2 they set the amount donated to the cause at 5 percent of the product's sales price, across conditions. Four months and one week were used to represent the long and short time durations of a cause-related marketing campaign, respectively. Child hunger and children's talent development were used as the primary and secondary cause, respectively, with a fictitious nonprofit organization called “HOPE.” (Appendix C presents examples of the experimental stimuli.)
Measures. To avoid learning effects, the authors assessed manipulation checks of product type and cause type (α = 0.86) before advertisement viewing. The authors also assessed perceived fit between the product and cause (α = 0.89) and cause involvement (α = 0.73). After advertisement viewing, they assessed two dependent variables: brand attitude (α = 0.92) and purchase intention (α = 0.87). After the dependent measures, participants were asked to evaluate the time duration of the cause-related marketing campaign from very short to very long. Demographics were collected last. The above measures were the same as those in Study 1.
Sample and Procedure. A total of 321 adults (169 women) were recruited at the main entrance of a shopping mall over a one-week period in a metropolitan city in Taiwan. Ages ranged from 18 to 64 years (M = 30.48, SD = 11.54). The study was conducted by two research assistants who were blind to the hypotheses and served as confederates who were playing the role of salespersons from PESCO.
Participants were told to evaluate a forthcoming marketing campaign and were asked to assume that they were making the decision for themselves. The questionnaire was self-administered to eliminate any interview evaluation apprehension. After the booklets were collected, participants were debriefed. Participants were thanked with a convenience store shopping voucher in the amount of NT$100 (approximately $3.25 USD). The experiment lasted about 15 minutes.

Results
Manipulation Checks. ANOVA was used to assess the effectiveness of the time duration manipulation. The results indicated that participants who viewed the cause-related marketing campaign with a longer time duration (M = 4.46) rated the period of time as longer than did those who viewed the cause-related marketing campaign with a shorter time duration (M = 2.40), F(1, 319) = 190.62, p < 0.001. Participants in the utilitarian product condition (M = 6.17) provided higher ratings (more utilitarian) than did those in the hedonic product condition (M = 2.85), F(1, 319) = 426.34, p < 0.001. Participants exposed to the primary cause provided higher ratings (M = 5.03) than did their counterparts who were exposed to the secondary cause (M = 4.00), F(1, 319) = 71.17, p < 0.001, which suggests that participants perceived the primary cause as more serious, more important, of higher priority, and relating to more basic needs. All manipulations were successful.
Hypothesis Tests. In the preliminary data analysis, none of demographic variables interacted with or was correlated with the independent variables. Because product–cause fit and cause involvement were found to have significant influences on both dependent measures, however, both variables were considered as covariates in subsequent analyses. The authors then conducted a MANCOVA with univariate follow-up tests of simple effects.
The variables of brand attitude and purchase intention were confirmed to be highly correlated (r = 0.64, p < 0.01). Multivariate results suggested a three-way interaction (Wilks's λ = 0.82), F(2, 310) = 34.26, p < 0.001. The univariate results are presented (See Table 2). The mean and standard deviation of each experimental condition are shown as well (See Appendix B).
Results of ANCOVA with product–cause fit and cause involvement as covariates showed a three-way interaction among time duration, product type, and cause type: brand attitude, F(1, 311) = 67.53, p < 0.001; purchase intention, F(1, 311) = 26.47, p < 0.001. When the product was utilitarian, participants had a more positive brand attitude after viewing the cause-related marketing advertisement with a primary cause and a long time duration (M = 6.05) than after viewing the same advertisement with a short time duration (M = 4.78), F(1, 82) = 46.23, p < 0.001. H1a thus was supported. When participants faced the same utilitarian product with a secondary cause, the effects of time duration became insignificant, F(1, 77) = 0.89, p > 0.10, which supports H1b.
When the product was hedonic, participants had a more positive brand attitude after viewing the cause-related marketing advertisement with a primary cause and a short time duration (M = 5.42) than after viewing the same advertisement with a long time duration (M = 4.18), F(1, 79) = 27.40, p < 0.001. H2a thus was supported. The opposite results were found when respondents faced the same hedonic product with a secondary cause (Mlong time duration = 5.65 versus Mshort time duration = 4.29), F(1, 75) = 34.64, p < .001. H2b thus was supported.
The results for purchase intention were similar to those for brand attitude. When participants faced a utilitarian product, their purchase intentions were stronger after they viewed the cause-related marketing advertisement with a primary cause and a long time duration (M = 5.66) than after they viewed the advertisement with a short time duration (M = 4.73), F(1, 82) = 30.47, p < 0.001, which supports H1a. No such difference was observed when participants faced the same utilitarian product with a secondary cause, F(1, 77) = 1.25, p > 0.10, which supports H1b.
When facing a hedonic product, participants showed a stronger purchase intention after viewing the cause-related marketing advertisement with a primary cause and a short time duration (M = 5.22) than after viewing the same advertisement with a long time duration (M = 3.76), F(1, 79) = 32.80, p < 0.001. H2a thus was supported. Conversely, participants showed a stronger purchase intention after viewing the same hedonic product with a secondary cause in a cause-related marketing campaign with a long time duration (M = 4.85) than after viewing the same campaign with a short time duration (M = 3.93), F(1, 75) = 14.83, p < 0.001. H2b thus was supported.

Discussion
The results based on products in the same food category (i.e., drinks) replicated those of Study 1 in that the effectiveness of the selected time duration depended on product type and cause type. A major limitation of Studies 1 and 2, however, was that different products were selected to represent utilitarian and hedonic products. Even with similar levels of familiarity and favorability, the influence of the product selection itself could not be ruled out entirely. It is important to address this limitation by using a single product that can be framed differently (Choi, Paek, and King, 2012).
Studies 1 and 2 also did not test the mechanism behind the proposed hypotheses: the specific combination of time duration and cause type that would lead to attributed company motives. The dependent measures in Studies 1 and 2 were limited to attitudinal and behavioral ratings. The authors incorporated participants' actual purchase behavior in the next study, which disclosed the name of a real nonprofit that served as the beneficiary.


STUDY 3: THE SAME PRODUCT FRAMED AS UTILITARIAN OR HEDONIC
Method
Similar to Studies 1 and 2, Study 3 had a 2 (time duration: short versus long) × 2 (product type: utilitarian versus hedonic) × 2 (cause type: primary versus secondary) between-subjects design.
Advertising Manipulations. To avoid different perceptions from numbers, the authors used six months and six days to serve as the long and short time durations of a cause-related marketing campaign, respectively. As in Study 2, the authors used a donation magnitude of 5 percent across conditions. To eliminate product selection bias, they tested only one product.
Researchers have suggested that product type can be manipulated through the use of different framing for the same product (Chang, 2012 [shampoo]; Dhar and Wertenbroch, 2000 [shampoo]; Kim and Hwang, 2012 [mobile phone]; Leclerc et al., 1994 [shampoo, toothpaste, deodorant, and body lotion]; Roggeveen et al., 2015 [shampoo]). In this study, hand wash was chosen to be framed as either a hedonic or utilitarian product, with the fictitious brand name “Trenna.” The tagline was “Turn a Hand Wash into a Donation.”
In the hedonic condition, the authors used the following descriptions: “Trenna contains a pH-balanced formula that soothes dryness while cleaning hands” and “The natural fragrance leaves your hands smelling great.” In the utilitarian condition, the description said that “Trenna hand wash contains a pH-balanced formula to remove dirt and germs” and “The natural ingredients in Trenna hand wash keep your hands clean.” The authors used “supporting flood victims” to frame the cause as satisfying primary needs and used “supporting folk art village reconstruction after floods” to frame the cause as satisfying secondary needs (Vanhamme et al., 2012). The authors used the name of a real, credible, international nonprofit, United Way, to increase participants' attention to the message (Bendapudi, Singh, and Bendapudi, 1996; see Appendix D).
Sample and Procedure. Participants consisted of 304 adults (170 women). Ages ranged from 18 to 52 years (M = 24.67, SD = 6.33). Prior to the experiment, the treatment booklets were randomized. The experiment was conducted in a public library over a two-week period during opening hours. Participants were recruited and invited to complete the experiment in an individual cubicle.
To disguise the research purpose, participants were told that they would complete two unrelated questionnaires: one on mobile phone usage, and the other evaluating a new hand wash. They were given an envelope with a payment of NT$150 ($4 USD) in the form of 15 NT$10 coins. The authors used the payment to ensure that participants had money to purchase the product (Chiou and Cheng, 2013; Lee, Chang, and Chen, 2017).
After the survey regarding mobile phone usage, participants received a booklet containing a cause-related marketing advertisement and a questionnaire. After completing the questionnaire, participants were asked to purchase this new hand wash (300 ml) with their compensation. The hand wash and its logo were custom ordered from a manufacturing company.
To eliminate the social desirability, the authors asked participants to seal the envelope containing their chosen purchase amount and deposit it into an opaque box with the logos of the fictitious sponsored brand beside the survey response box. The participants walked away with the rest of the compensation and the hand wash. The money spent on the hand wash was between NT$0 (one person) and NT$150 (six persons). The participants finally were debriefed and thanked. Numbers on the back of the questionnaire and inside the envelope allowed researchers to match each questionnaire with its corresponding envelope. The study took most participants 15 minutes to complete.
Measures. After advertisement viewing, participants indicated their inferences about the company (i.e., attributed company motives) via a three-item Likert scale: “The company is taking advantage of the nonprofit organization to help its own business,” “The company wants to get publicity,” and “The company is taking advantage of the cause to help its own business” (adopted from Ellen et al., 2000; α = 0.83). High ratings indicated that participants perceived the company's motives to be egoistic and profit based. The actual amount of money the participant paid for the hand wash was assessed as the dependent measure. This number ranged from NT$0 and NT$150 in increments of NT$10 (M = 92.73, SD = 22.71). The rest of the measures were identical to those in Study 1: product–cause fit (α = 0.89), cause involvement (α = 0.77), and manipulation check on cause type (α = 0.85).

Results
Manipulation Checks. The manipulation of time duration was successful. The results indicated that participants who viewed the cause-related marketing campaign with a longer time duration (M = 4.70) rated the period of time as longer than did those who viewed the campaign with a shorter time duration (M = 2.85), F(1, 302) = 123.94, p < 0.001. Participants in the utilitarian framing condition (M = 5.44) rated the product as more utilitarian than did those in the hedonic framing condition (M = 4.68), F(1, 302) = 20.48, p < 0.001. The manipulation of product type was confirmed. Participants exposed to the primary cause (M = 4.94) provided higher ratings in the manipulation check of cause type than did their counterparts exposed to the secondary cause (M = 4.29), F(1, 302) = 24.37, p < 0.001. The manipulation of cause type was successful.
Hypothesis Tests. Preliminary analyses showed that the demographic variables had no moderating effect on the actual purchase amount. ANCOVA with cause involvement as a covariate showed a significant interaction among time duration, product type, and cause type, F(1, 294) = 39.34, p < 0.001 (See Table 2). The mean and standard deviation of each experimental condition are shown (See Appendix A).
Participants were willing to pay more for the sponsored utilitarian product after viewing the cause-related marketing advertisement with a primary cause and a long time duration (M = 107.71) than after viewing the same advertisement with a short time duration (M = 85.15), F(1, 66) = 24.35, p < 0.001. H1a thus was supported. When participants faced the same utilitarian product with a secondary cause, no such differences were found, F(1, 77) = 1.34, p > 0.10, which supports H1b.
Participants paid more for the promoted hedonic product after viewing the cause-related marketing advertisement with a primary cause and a short time duration (M = 95.38) than after viewing the same advertisement with a long time duration (M = 80.00), F(1, 75) = 10.49, p < 0.01, which supports H2a. The opposite results were found when participants faced the same hedonic product with a secondary cause (Mlong time duration = 99.00 versus Mshort time duration = 81.75), F(1, 78) = 19.39, p < 0.001. H2b thus was supported.
Mediated Moderation Analysis. To determine whether the attributed company motives accounted for participants' actual purchase behavior, the authors conducted a mediated moderation analysis (Zhao, Lynch, and Chen, 2010). Attributed company motives were expected to mediate the relationship among product type (coded 0 = utilitarian, 1 = hedonic), time duration (coded 0 = short, 1 = long), and cause type (coded 0 = primary cause, 1 = secondary cause). The authors tested this using a bootstrapping mediation method with 5,000 resamples (Preacher, Rucker, and Hayes, 2007). The authors used PROCESS Model 12 (Hayes, 2013), which allows for mediated moderation.
The results indicate that the attributed company motives were predicted by the three-way interaction of product type, time duration, and cause type in the mediator model (β = −1.98), t = −4.09, p < 0.001. In the dependent-variable model, the attributed company motives predicted the actual purchase amount (β = −2.87), t = −2.51, p < 0.05, and the three-way interaction was significant (β = 55.44), t = 5.56, p < 0.001. The indirect effect of the three-way interaction via the attributed company motives was also found to be significant (β = 5.67; 95 percent confidence interval = 0.94, 13.06). H3 thus was supported. (The details of the results are shown in Figure 1.)

Discussion
Study 3 used the same test product framed differently in a field setting. Consumers were provided with an opportunity to buy a hand wash associated with a cause. With actual money spending on the promoted product used as the dependent measure, the results replicated those of Studies 1 and 2. Attributed company motives were tested as the mechanism behind the proposed hypotheses. Study 3 enhanced the validity and reliability of the interaction effects of time duration, product type, and cause type.


GENERAL DISCUSSION
The authors' findings provide insight into which time duration of a cause-related marketing campaign, shorter or longer, is more effective under certain conditions. Results from three studies suggest that the time duration matters in regard to brand attitude, purchase intention, and actual purchase amount. Three major findings are noteworthy.
First, a long time duration has an advantage over a short time duration under the following conditions:

	when a utilitarian product is promoted with a primary cause, and

	when a hedonic product is promoted with a secondary cause.



Consumers expect a utilitarian product to have down-to-earth benefits. Because a cause that addresses primary needs is rated highly (Vanhamme et al., 2012), its importance echoes consumer notions regarding utilitarian consumption: People cannot live without these things. When consumers integrate the time information of a cause-related marketing campaign into their original attitude, a long time duration more likely than a short time duration will indicate that the company is competent.
Such an expectation is also consistent with the image of a utilitarian product, which enhances consumers' impression that the company is a “good citizen” because of its cause-related marketing efforts. The high-level construal evoked by a long time duration focuses consumers' attention on the “why” aspect of the campaign. Because consumers interpret the cause-related marketing efforts as being congruent with the company's altruistic motives, the message is persuasive.
Different reasons nevertheless are required to explain why a hedonic product with a secondary cause could work in a long-term cause-related marketing campaign. The hedonic principle of approaching pleasure underlines the concept of promotion regulatory focus (Chernev, 2004). A secondary cause can create a fit with a hedonic product, because both are associated with life enhancement. A long time duration may convince consumers that the concept of “more is better” can be integrated.
Second, a short time duration can work when a company is promoting a hedonic product with a primary cause. Cause-related marketing helps eliminate the guilty feelings consumers associate with the hedonic purchase (Strahilevitz, 1999; Strahilevitz and Myers, 1998). Compared with a primary cause, a secondary cause is not

so important and does not call for immediate attention. The guilt reduction that results from supporting a secondary cause might be less than the guilt reduction experienced when supporting a primary cause. A short time duration evokes a low construal level and prompts consumers to focus on the “how” aspects. This concrete thinking process also causes consumers to see how the campaign might reach the donation goals, which effectively reduces their guilt.
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Figure 1 Attributed Company Motives Served as The Underlying Mechanism in Study 3



Third, the attributed company motives provide a direct, process-level explanation as to why people favor certain combinations of time duration, product type, and cause type. This may be explained through the congruent perceptions of the altruistic reasons why the company launched the campaign. When a company is perceived as altruistic, its cause-related marketing campaigns are more persuasive, because consumers can see that what the company does is congruent with its motives. When consumers perceive the company's motives as altruistic, they form a more positive attitude toward the brand and a stronger purchase intention. Their actual purchase behavior also reflects similar patterns. The findings are consistent with the notion that attributed company motives play an important role in a cause-related marketing campaign (Ellen et al., 2000; Menon and Kahn, 2003).
Theoretical Contributions
The insights from this research make important contributions to theory. The findings contribute to the literature on temporal perceptions in cause-related marketing. Different from previous researchers (Tangari et al., 2010) who focused on consumers' temporal orientation, the authors examined how marketers should determine the most effective time duration for a cause-related marketing campaign.
Although researchers have suggested that strategic and tactical cause-related marketing can be related to time duration (e.g., Brink et al., 2006; Pracejus and Olsen, 2004), very few studies have compared the differences in consumer perceptions on the basis of time duration with a product–cause bundle. One study suggested that a longer duration and a high product–cause fit are needed if the cause-related marketing is to be perceived as credible (Chéron et al., 2012); this conclusion might be oversimplified. The present authors integrated research streams related to construal level theory (Liberman and Trope, 1998; Trope and Liberman, 2003) when considering time duration in a cause-related marketing campaign.
Going beyond simple demonstrations of how short and long durations affect cause-related marketing effectiveness, this research clarifies the conditions under which each time duration likely will be effective. The authors did so by considering two factors that influence cause-related marketing success: product type and cause type. These two marketing variables have been examined in cause-related marketing literature (product type: Chang, 2008, 2012; Chang and Chen, 2017; Strahilevitz, 1999; Strahilevitz and Myers, 1998; cause type: Hou et al., 2008; Vanhamme et al., 2012). Limited research has been conducted to consider how consumer behavior is affected by these two factors in concert.
The authors also tested and confirmed the attributed company motives as the mechanism underlying consumer purchase behavior. The findings echo the notion that attributed company motives are a key to the success of cause-related marketing activities (e.g., Becker-Olsen et al., 2006; Koschate-Fischer et al., 2012). The authors also drew on congruency theory and attribution theory (Bettman, 1979; Folkes, 1984) to demonstrate that consumer responses to a cause-related marketing campaign depend on whether consumers feel the campaign is congruent with their perceptions of the product and the cause, and whether the attributed company motives are altruistic.
The current research also adds to the literature on sponsorship and cobranding. Cause-related marketing has been considered as a sponsorship strategy (Polonsky and Speed, 2001; Rifon et al., 2004; Varadarajan and Menon, 1988). Cause-related marketing also is perceived as a brand–cause strategic alliance (Lafferty and Goldsmith, 2005) or cobranding between for-profit and nonprofit entities (Huertas-García, Lengler, and Consolación-Segura, 2017). The current study's results confirm the importance of cause selection in a company's cause-related marketing strategy.
Nowadays, many nonprofits address both primary and secondary needs. The United Way, for example, provides hunger relief programs (primary needs) and elder welfare programs (secondary needs). Companies can choose the right cause type and time duration on the basis of their products. When a company is viewed as sponsoring a cause, consumers view such activity as either charitable giving or self-promotion. Consumers' causal inferences are dependent on how long the company sustains the campaign, which cause is being supported, and what product is being promoted. This examination of cause type and time duration adds to the understanding of sponsorship effects when a product is positioned as utilitarian or hedonic.

Managerial Implications
This research has important managerial implications for marketers. Companies planning to engage in cause-related marketing may choose the time duration of a campaign. If a company decides to implement tactical cause-related marketing on a short-term basis, the company should pair a hedonic product with a primary cause.
A product might be perceived as hedonic because it provides hedonic benefits by nature, such as chocolates, perfume, or movie tickets. Alternatively, the company can frame the product as hedonic through advertising communication or add a new value-added ingredient to enhance consumers' perception that the product is hedonic. Starbucks demonstrated a cause-related marketing example on World AIDS Day by committing to donate 10 cents to the Global Fund to Fight AIDS for every handcrafted beverage sold in U.S. and Canadian stores.
When considering a strategic cause-related marketing campaign that is long term, a company can choose either a primary or a secondary cause for a utilitarian or hedonic product, respectively. A successful example is IKEA's “Soft Toy for Education” campaign, which donated €1 to Save the Children and the United Nations Children's Fund for every soft toy or children's book sold. A good example of a cause-related marketing promotion with a utilitarian product (LEDARE light bulb) is IKEA's “Brighter Lives for Refugees” campaign, which donated $1 to the UNHCR for every light bulb sold. These examples show that the same company can leverage its “Soft Toys for Education” campaign by choosing the appropriate product–cause bundle with a long time duration.
Marketers can benefit from the authors' findings if their brand already is engaged in a long-term cause-related marketing operation. Showing a long-term commitment to a cause can be appropriate as long as the appropriate product–cause bundle is chosen. Companies should highlight the utilitarian side of a product that is associated with a primary cause or the hedonic nature of a product that is associated with a secondary cause. Transforming a product with perceived utilitarian value into one with clear hedonic value, or the other way around, can be an important repositioning strategy for a company using cause-related marketing to promote the product successfully with a cause.
The results indicate that attributed company motives mediate the moderating impacts of cause type and product type on the relationship between time duration and consumers' willingness to pay for the product with a cause. Companies should monitor consumers' motive attributions in a cause-related marketing campaign to ensure that the attribution is positive. If the attribution is negative, the company must alter these perceptions by choosing a more appropriate time duration and cause, once it positions the product as utilitarian or hedonic.
The nonprofit sector and social marketers also can benefit from this research. A nonprofit should evaluate whether a partnership with a certain product is appropriate on the basis of perceived product value. The nonprofit should work with the for-profit company to determine the appropriate time duration. The results suggest that a campaign with a longer time duration is not necessarily more effective than the same campaign with a short time duration. A nonprofit also may distinguish the beneficiary's need as either primary or secondary and then look for different products or brands to form the most effective cause–brand alliance. The findings provide specific guidelines to help nonprofits maximize the impacts of cause–brand alliances, on the basis of time duration, product type, and cause type.

Limitations and Directions for Future Research
This article has two limitations that must be addressed. First, the findings in each study were based on a one-time exposure to a single experimental condition, which might have limited the breadth of the perceptions elicited and influenced participants' reactions to the advertisements. Because brand loyalty serves as an indicator of strategic cause-related marketing (Brink et al., 2006), it will be worth-while to explore the long-term marketing effects of the researched variables. Second, the payment for participation was employed in Study 3 to ensure that participants had money to purchase the product. Future research may address the difference between spending money that is out of the participant's pocket, and being given money and then asked to make a purchase with these funds that were not originally available to the participant, as in the artificial setting here.
This work opens interesting avenues for future inquiries. The effects of time duration also can be important in social marketing. Researchers may examine the effects of time duration from the perspective of nonprofits. How long should a charitable campaign last when the supported issue is perceived differently (i.e., primary needs versus secondary needs)? A green issue, for example, can be health focused or environment focused. Health communication is considered as more proximal than communication about the environment (Chang, 2012; Lucke and Koenigstorfer, 2018), because healthy activities have direct and palpable effects on individuals. Studying the impact of these different foci on the intention to give to the charity will be an interesting research direction.
Future research may explore more cause-related factors. Various factors, such as cause proximity (local versus global; Grau and Folse, 2007; Nan and Heo, 2007) and cause acuteness (Cui et al., 2003; Ellen et al., 2000; Hou et al., 2008), might be considered as potential moderators. An earlier study distinguished these cause factors and empirically tested the effects of each factor in an experiment (Vanhamme et al., 2012). Future research can make good use of conjoint analysis to include all the researched variables with cause-related factors in a single study and then compare the magnitude of each factor's main or interaction effects.
One factor outside the scope of this present research is the potential impact of donation magnitude on cause-related marketing. This research considered only low donation magnitudes. Future work might compare the impact of different levels of donation magnitude (Chang, 2008; Müller, Fries, and Gedenk, 2014; Strahilevitz, 1999).
One study suggested that consumers might experience more of that “warm glow” when the donation magnitude increases (Müller et al., 2014). When a short duration is used in a cause-related marketing campaign, a high donation magnitude may suggest that the sponsored company is altruistic, because the company needs to sacrifice more of its sales revenue. A high donation magnitude may not always be appreciated, however, and it may backfire in a cause-related marketing campaign that lasts a long time.
Because consumers hold the common assumption that a company is profit oriented (Steffens, Davidsson, and Fitzsimmons, 2009), a great sacrifice of the company's sales revenue will seem incongruous. Consumers may become skeptical about the company's motives. It also will be interesting to consider the effects of donation magnitude as nonlinear (e.g., an inverted U-shaped effect), because such effects can be examined over a wide range and in small increments (Müller et al., 2014).

Coda
The results from the current research indicate that companies must walk a fine line when implementing cause-related marketing campaigns. The results not only shed light on how consumers process cause-related marketing information but also suggest a number of ways that companies interested in using cause-related marketing best may communicate to enhance its effects. The findings from the current research provide formulas that can help marketers implement their cause-related marketing campaigns more effectively. Is longer always better? The answer could be no. It depends on the nature of the product and the cause being selected.
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