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[ Abstract] As a new strategic marketing mode, "cause-related marketing" effectively integrates the social
responsibility and business performance of enterprises, and promotes the development of enterprises and social
progress. However, Chinese enterprises often fail to achieve the expected results by adopting this strategy. This
paper selects four cause-related marketing factors as independent variables: enterprise credibility, the matching
degree between enterprises and public welfare matters, donation methods and public welfare publicity. Using SPSS
software to analyze, it is found that enterprise cause-related marketing has a significant positive impact on customer
participation and purchase intention, enterprise credibility, the matching degree between enterprises and public
welfare matters, donation methods and public welfare publicity have a significant positive impact on customer
participation intention, and customer participation intention has a significant positive impact on customer purchase
intention, so as to make suggestions for enterprise managers to formulate cause-related marketing and help
enterprises better implement cause-related marketing.
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