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Abstract
This study aims to investigate factors affecting customers’ trust, brand advocacy, and purchase intention in the
context of cause-related marketing (CM) campaigns. Drawing on the Elaboration Likelihood Model (ELM), the
study examines how central route factor, namely product knowledge and brand awareness, and peripheral route
factors including media richness, content aesthetic quality, and brand-cause fit, shape customer trust in product and
CM advertisements. Using data collected from 297 experienced e-commerce consumers and employing Partial Least
Squares Structural Equation Modeling (PLS-SEM), the findings reveal that central route factors positively enhance
trust in the product, whereas peripheral route factors significantly strengthen trust in CM advertisements.
Furthermore, both trust in CM advertisements and trust in the product exert strong positive effects on brand
advocacy and purchase intention.
Keywords: brand advocacy, cause-related marketing, purchase intention, elaboration likelihood model, trust
transfer.
CHIEN DICH TIEP THI NGUYEN NHAN: NIEM TIN CUA KHACH HANG, SU UNG
HOQ THUONG HIEU VA Y PINH MUA HANG PUQC HiNH THANH NHU THE NAO?
Tom tit
Nghién ciru nay diéu tra cdc yéu 16 anh hwong dén long tin cua khach hang, su ung ho thuong hiéu va y dinh mua
hang trong boi canh cdc chién dich tiép thi lién quan den muyc dich xa hoi (CM). Dya trén M6 hinh Kha nang Xur Iy
Thong tin (ELM), nghién ciru nay xem xét cdc yéu 16 tuyén dwong trung tam, cu thé la kién thirc vé san pham va
nhan thirc ve thuong hiéu, va cac Yéu 16 tuyén dwong ngoai vi bao gom dg phong phii ciia phirong tién truyén thong,
chdt heong tham my cua ngi dung va sy phic hop giita thuong hiéu va muc dich xa hoi, dinh hinh long tin cua khach
hang vao san pham va qudang cdo tiép thi lién quan dén muc dich xa hoi. Sir dung dit li¢u thu thap tir 297 nguoi tiéu
dung thuong mai dién tir c6 kinh nghiém va dp dung mo hinh phwong trinh cau triic binh phirong 161 thiéu ting phan
(PLS-SEM), ket qua cho thiy cdc yéu to tuyén xit Iy trung tam lam ting tich cyc long tin vao san phdm, trong khi
cde yéu té tuyén xit Iy ngogi vi cung cé dang ké long tin vao quang cdo tiép thi lién quan dén muc dich xd hi. Hon
nita, cd long tin vao qudng cdo tiép thi lién quan dén muc dich xa hdi va long tin vao san pham déu cé tac dong tich
cure manh mé dén sw ung ho thwong hiéu va y dinh mua hang.
Tiur khoa: iing hé thwong hiéu, tiép thi lién quan dén muc dich xa hoi, y dinh mua hang, mé hinh xdc sudt xit Iy théng
tin, chuyén giao niém tin.
JEL classification: M31, M14, D91.
DOI: 10.63767/TCKT.39.2026.41.52

1. Introduction

In the era of e-commerce, trust plays a decisive
role in facilitating customers’ brand attitudes and
purchase intention (Quaye et al., 2022). However,
insufficient physical interaction with products and
sellers in e-commerce shopping might cause low trust
problems, i.e., reducing consumer trust, increasing risk
perceptions, and promoting uncertain transactions (Liu
etal., 2017; Wu et al., 2020). Additionally, information
overload in online shopping also fuels the problem of
uncertainty, raising the time costs of purchase
decisions under limited rational conditions. In this
situation, the trend toward responsible consumption
has offered a marketing initiative, so-called cause-
related marketing (CM), helping customers prioritize
meaningful choices by shifting focus from product
attributes to a company’s social responsibility values
(Chang & Chu, 2020). Notably, when the quality and
price of a product are equivalent, 88% of customers
prefer products advertised by prosocial campaigns to
others with social-isolated campaigns (Townsend,
2021). Another problem is that customers are
increasingly skeptical about the true motives behind
these campaigns (Chang & Cheng, 2015). The
literature on CM has not investigated how trust can be
developed, especially, how trust can be transferred

from the advertisement to product and brand.
Especially in the digital era, where customer
interactions and responses mainly occur online and
without physical presence, building customer trust
becomes increasingly challenging.

Focusing on customers’ trust in the context of CM
advertisements, this study sets two key objectives.
First, this study identifies how different factors,
including brand, product, and advertisement factors,
influence customer trust (i.e., trust in CM
advertisement and trust in product) in online shopping.
Second, this study examines how different dimensions
of trust affect purchase intention and brand advocacy.

The findings of this research are expected to
provide valuable insights for businesses to understand
the process underlying customers’ trust formation and
transfer, thereby increasing purchase intention and
promoting brand advocacy. In other words, our
findings can assist brands in their CM campaign design
to enhance customers’ trust and engagement.
Additionally, this study also contributes to advancing
the body of knowledge in sustainable and responsible
business, which integrates  business  issues
(profitability, users’ engagement, and purchase
facilitation) and ESG issues (i.e., Environmental,
Social, and Governance).
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2. Literature Review
2.1. Cause-related Marketing Overview

Cause-related marketing (CM) refers to a
program/campaign/process driven by a commitment
from the company to donate or sponsor a target for a
designated cause when customers contribute to the
revenues that meet the company’s goals (Sindhu,
2022). This approach involves partnerships between
businesses and social organizations, allowing
consumers to contribute to the cause simply by
purchasing the product (Sindhu, 2022).

Through CM campaigns, various stakeholders,
such as the company/brand, customers, partners, and
even authorities, can contribute value. Over the past
thirty years, CM has steadily grown as a significant
aspect of marketing due to the increasing interest of
customers in brands that support social values
(Thomas, 2023). CM campaigns are mutually
beneficial to the company, the charity, and the
customer. For companies, CM can enhance the brand
image, foster a more favorable attitude toward the
brand and promote purchase intention (Barone et al.,
2007). For customers, CM provides the opportunity to
express personal identities aligned with social values
(Berger et al., 2006; Yoon et al., 2006). By purchasing
products through CM campaigns, customers not only
demonstrate altruism but also receive satisfaction and
happiness (Chang & Chu, 2020). For non-profit
organizations (NPOs) - the third parties in CM
campaigns - the most obvious benefit is achieving
financial returns, along with additional marketing
benefits in increasing brand awareness, public
attitudes, social causes awareness, and customer
support intentions. In short, a successful CM campaign
can achieve multiple objectives for different
stakeholders: the company can facilitate customer
engagement in its brand and strengthen its image and
reputation, individual customers can make social
contributions within their limited resources, and the
target can receive physical benefits from the company's
commitment. In other words, a CM campaign can
generate mutual benefits for all stakeholders.

The literature review of CM highlights important
gaps in understanding how consumer trust is formed and
sustained within CM initiatives. While prior studies
often examine general attitudes toward CM, limited
attention has been given to the roles of trust, especially
trust in the product and trust in CM advertising, in
shaping consumer responses. Little is known about how
product, brand, and advertisement features can jointly
build trust and subsequent behaviors. Addressing these
gaps would deepen understanding of trust development
in CM and offer clearer guidance for designing
effective, credible campaigns.

2.2. Elaboration Likelihood Model (ELM)

The Elaboration Likelihood Model (ELM),
developed by R. Petty and Cacioppo in 1981, analyzes
how the persuasion process affects individual attitude
change through two information processing pathways:
central and peripheral. The theory suggests that the
quality of the source’s argument represents the central
route, while credibility corresponds to the peripheral

42

route. Individuals with high reasoning ability invest
more cognitive effort in processing the message and
carefully evaluate the arguments and relevant
information through the central route to form an
opinion. In contrast, because of limited ability,
motivation, or time to engage deeply with the message,
individuals with lower capacity often rely on peripheral
cues, such as credibility or appeal.

ELM has been adopted widely in different contexts
of e-commerce and advertising. For example, ELM
helps investigate the impacts of visual features of social
media ads on customer engagement (Shin et al., 2020),
the impacts of live-streaming features on customers’
trust, purchase intention, and willingness to pay (Chen
etal., 2022), and the impacts of e-commerce advertising
features on attitudes toward products (Deng et al., 2022).
These applications show that ELM can provide an
effective framework to identify the effectiveness of
persuasive communication in a marketing campaign.
Specifically, in the central route, common factors are
product- and brand-relevant, e.g., product quality and
brand awareness (Chen et al., 2022). However,
peripheral factors are more diverse and dependent on
context. This study, based on the literature review,
suggests the roles of media richness (de Amorim et al.,
2022), ad social relevance (Geng et al., 2021), content
aesthetic quality (Bazi et al., 2020), and brand-cause fit
(Choi, 2022). The detailed arguments are presented in
the hypothesis development.

Customer trust in e-commerce is more complex
and multidimensional than face-to-face shopping
because it often faces information asymmetry. The
desynchronization of time and space between
customers and sellers (and other relevant partners such
as banks, platforms, and delivery) can cause some
transactional risks and reduce trust (Lu et al., 2011).
Consequently, customers tend to rely on more credible
references such as reviews from other customers,
experts, and/or other trustworthy sources. In the
context of CM, customers can be persuaded by and
form trust from their perception and interpretation of
the meaning conveyed by advertisements related to a
trustworthy subject, which is considered an alternative
form of trust transfer. Trust transfer in the context of e-
commerce is crucial, as gaining trust can reduce fear,
anxiety, and hesitation (Lu et al., 2011). This study
extends these insights, proposing a framework with
two components: trust in product, which refers to
customers’ belief that the product will meet their
expectations, will appear and perform as advertised
(YYang et al., 2022); and trust in CM advertisement, or
an individual’s strong belief in a company’s promises
regarding its CSR efforts (Kim, 2019).

2.3. Hypothesis development
2.3.1. The central route to trust formation: product
knowledge and brand awareness

Product knowledge refers to the knowledge that
customers have acquired about a product, including
terminology, features/formula/ingredients,
characteristics, and usage (Brucks, 1985). Product
knowledge can be considered a component of customer
knowledge, which refers to the total actual or perceived
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information about a product category that customers
retain in their memory. Accordingly, product
knowledge affects customer purchasing behavior and
can be used to determine the value of the product and
the likelihood of risks occurring during the purchase
process. In other words, product knowledge can help
customers evaluate the product (its features, usage, and
suitability) and affect product trust. Past studies (e.g.,
Roh et al., 2022) affirmed that customers with high
product knowledge tend to have more positive
attitudes, confidence, and more favorable evaluations
of the product. In contrast, if customers have little
knowledge of a product, their trust in the product will
be decreased. Therefore, the proposed hypothesis is
represented as follows:

H1: Product knowledge is positively correlated
with trust in product.

Brand awareness refers to customers’ familiarity
and recognition of the brand (Kotler & Keller, 2016).
Most of the textbooks in brand management advocate
an association between brand awareness and product
trust (Kotler & Keller, 2016). More specifically, a
reputable brand can be a signal of the product quality
and the commitment from the manufacturers. Brand
awareness helps customers recognize brand identity
and its products in different situations. In practice,
consumers prefer to choose products with familiar
brands over unfamiliar brands. Therefore, the proposed
hypothesis is represented as follows:

H2: Brand awareness is positively correlated
with trust in product.

2.3.2 The peripheral route to trust formation: media
richness, ad social relevance, content aesthetic quality,
and brand-cause fit

Media richness refers to objective characteristics
that affect the ability of a medium to communicate rich
information, including feedback and communication
skills, language variation, and individual focus (de
Amorim et al., 2022). According to the media richness
theory, richer information can affect product trust,
especially in situations where customers are unable to
evaluate products based on physical interactions and
need more comprehensive, clear, and multiple-view
information about the product. In practice, customers
have to rely on descriptions of the website or
advertisements to evaluate these products, and more
information from others’ reviews and interactions. Thus,
we expect that CM advertisements with richer media,
which offer quick, clear, and varied information, can
build consumers’ trust in them. Therefore, the proposed
hypothesis is represented as follows:

H3: Media richness is positively correlated with
trust in CM advertisement.

Ad social relevance refers to the degree of
customers’ perception of the relevance of the
advertisement to their friends, reflected in the reactions
of these friends to this advertisement on social media
(such as likes or comments), though it indicates these
friends’ attention or response to the advertisement
(Geng et al., 2021). Specifically, individuals will have
a positive attitude toward advertisements if they
perceive the relevance of these advertisements to be

high. Additionally, previous studies (Chen et al., 2023;
Tan et al., 2021) also indicated that ad social relevance
positively influences customers’ attitudes. Therefore,
the proposed hypothesis is represented as follows:

H4: Ad social relevance is positively correlated
with trust in CM advertisement.

Content aesthetic quality is defined as the
perceived aesthetic quality and appeal of the visual
content (images or videos) posted on social media (Bazi
et al., 2020). In fact, the necessary requirement to create
an attractive CM advertisement is a coherent integration
of content and various aesthetic elements. At the
cognitive level, customers’ attention can be quickly
attracted by entertainment aesthetic content, making the
information conveyed through posts easier to process
(Akpinar & Berger, 2017). At the emotional level,
customers’ senses are enhanced by content that
integrates high-quality images, inspiring colors, graphic
design, icons, and sounds. At the activation level, the
aesthetically pleasing content is more likely to be liked,
shared, and commented on by customers if it is
entertaining. Accordingly, more companies decided to
emphasise social purpose information (content) and
images in CM advertisements to attract and gain
customers' trust in the advertisement. Therefore, the
proposed hypothesis is represented as follows:

H5: Content aesthetic quality is positively
correlated with trust in CM advertisement.

Brand cause-fit refers to the customer's perception

of the connection or linkage (Lafferty & Edmondson,
2009) between a cause and a brand in a specific CM
campaign. A "good fit" is measured by the level of
customers’ perception of the alliance as reasonable,
complementary, and appropriate. The better fit between
the brand and the cause, the more customers have
positive evaluations of CM strategies (Jublee et al.,
2023). According to Rifon et al. (2004), if the CM
campaign is consistent with the company's goals, the
customers’ evaluations of this campaign and the
brand’s motivation will be more positive, leading to
enhanced customer trust and favorable attitudes toward
the sponsoring company. However, if the level of brand
cause-fit is perceived as low, it may lead to customer
skepticism about motivation, which drives the brand to
create CM campaigns. Therefore, the proposed
hypothesis is represented as follows:

H6: Brand-cause fit is positively correlated with
trust in CM advertisement.

Based on the trust transfer theory, Stewart (2003)
suggested that trust in a familiar entity or context can
be transferred to an unknown target when the two
entities are related. For example, Yang et al. (2022)
discovered that customers’ trust in familiar
broadcasters can be transferred to unknown
agricultural products through the recommendations
made by these broadcasters, establishing a connection
between them. In the context of CM advertisements,
social causes or community benefits that customers
trust or feel positive about are important factors. These
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ads usually create emotional and cognitive connections
with customers by associating with meaningful social
causes. If these advertisements are associated with a
trusted social cause, customers will trust the CM ads,
and then this positive evaluation can be transferred to
the advertised product. Regarding the relationship
between trust in product and purchasing intention,
some prior research indicated that the more customers
trust in the quality and attributes of a product, the more
they intend to purchase it (Sung et al., 2023;
Wongkitrungrueng & Assarut, 2020). Similarly, trust
in CM advertisements also has a positive influence on
purchasing behavior. When comparing ads for the
same type of product, customers tend to purchase the
product that is introduced by the advertisements they
trust. Besides, customers who have been exposed to
CM advertisements tend to have higher purchase
intentions compared to those who have not been
exposed (Jublee et al., 2023). Therefore, the proposed
hypotheses are represented as follows:

H7: Trust in CM advertisement is positively
correlated with trust in the product.

H8: Trust in the product is positively correlated
with purchase intention.

H9: Trust in CM advertisement is positively
correlated with purchase intention.

Brand advocacy is defined as the act of customers
promoting or defending an organization, brand, or

Cues of trust

Central Route

Product Knowledge

Trust transfer

product to others, which represents the highest level of
endorsement in the customer-brand relationship
(Quaye et al, 2022). In fact, trust can foster
collaborative behaviors (e.g., sharing information and
recommending products to other customers) (Yeh &
Choi, 2011). Thus, this trust-based advocacy can be
considered as the most important regulator for the
effectiveness of relationship marketing, especially in
today's competitive market. Regarding trust in product,
it also plays an important part in influencing customer
behavior, especially in brand advocacy, as customers
typically advocate for brands they really trust and
believe meet their expectations (Fatma & Khan, 2023).
In the context of social media consumers, trust in
brand-generated CM advertisement posts significantly
influences the intention to share this content (Bigné et
al., 2023), and sharing it is also a way for consumers to
express their brand advocacy. Therefore, the proposed
hypotheses are represented as follows:

H10: Trust in product is positively correlated
with brand advocacy.

H11l: Trust in CM advertisement is positively
correlated with brand advocacy.
2.3.3. Proposed research model

All hypotheses are summarized and presented in
the research model below (Figure 1).

Outcome

Brand Awareness

Trust in product

Peripheral Route

Media Richness

Purchase Intention

(+)LH

Brand Advocacy

Ad Social Relevance

Trust in CM
advertisement

Content Aesthetic Quality

Brand-Cause Fit

|
|

3. Research methodology

This study adopted a two-stage research approach.
In the first stage, a pilot survey of 30 respondents was
conducted to refine the questionnaire. In the second
stage of the main survey, data were collected from 359
respondents and analyzed using Partial Least Squares
Structural Equation Modeling (PLS-SEM).
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Figure 1. Proposed research model

3.1. Measurements

The questionnaire consists of 10 constructs and
45 measurement items in total, adapted from previous
studies to suit the e-commerce context (see Table 1).
All items were measured on a 7-point Likert scale (1 =
strongly disagree to 7 = strongly agree).
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Table 1: Measurement Items

Measurement items

Product knowledge (Tzeng & Ho, 2022)

“I feel very knowledgeable about this product.”

“If a friend asked me about products from CM campaigns, I could give them advice about different brands.”

“I feel very confident about my ability to tell the difference in quality between products from CM campaigns and those

from other brands.”

“The level what I actually stored in my memory about information about products from CM campaigns.”

“The level what I can discriminate the difference of product from CM campaigns and brand of different product firms.”

Brand awareness (Ke et al., 2016)

“I know this brand.”

“I am familiar with this brand.”

“I can recognize this particular brand in comparison with the other competing brand.”

“Some characteristics of the particular brand come to my mind quickly.”

“I can quickly recall symbol or logo of the particular brand.”

Ad social relevance (Celsi & Olson, 1988)

“CM advertisement is related to my social network.”

“CM advertisement is related to my friends.”

“CM advertisement is related to my social relationships.”

“CM advertisement is related to my colleagues and people I know about.”

Media richness (Lai & Chang, 2011)

“Media enables me to get information/content about CM advertisements quickly.”

“Media enables me to get reliable information/content about CM advertisements.”

“Media enables me to get rich information/content about CM advertisements.”

“Media provides diverse types of information/content about CM advertisements such as voice and image.”

Content aesthetic quality (Bazi et al., 2023)

“Components of the advertisements (text, graphics, audio, etc.) are well harmonized.”

“The CM advertisements are artistic.”

“The CM advertisements are intriguing.”

“The CM advertisements are charming.”

“The CM advertisements are fascinating.”

Brand-cause fit (Myers et al., 2012)

s

“The brand and the cause are consistent with each other.’

“The brand and the cause represent each other well.”

“The brand and the cause complement each other.”

“The brand and the cause fit together well.”

“The brand and the cause together make sense.”

Trust in product (Wongkitrungrueng & Assarut, 2020)

“I consider the quality of the products sold through CM advertisement to be reliable.”

“I believe I will be very happy when I receive the product I ordered from the CM advertisement.”

“I think the products I order from the CM advertisement will be as I imagined.”

“I trust that the products I receive will be the same as those shown in the CM advertisement.”

Trust in CM ad (Soh et al., 2009)

“I perceive CM advertisements to be meaningful.”

“Information conveyed in CM advertisements is credible/reliable.”

“Information conveyed in CM advertisements is honest.”

“Information conveyed in CM advertisements is truthful.”

Purchase intention (Lafferty & Goldsmith, 1999)
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“I will try to purchase a product associated with a CM campaign.”

“I am likely to participate in a CM campaign by purchasing the product.”

“I would be willing to influence others to purchase this cause-related product.”

“I would be willing to purchase this cause- related product.”

Brand advocacy (Badenes-Rocha et al., 2022; Fatma & Khan, 2023)

“I seldom miss an opportunity to tell others good things about the CM-implementing business.”

“I would defend CM-implementing business to others if I heard someone speaking poorly about the business.”

“I would like to try new products/services introduced by the CM-implementing [brand].”

“I talk favorably about the CM-implementing [brand] to friends and family.”

“If the CM-implementing [brand] did something I didn’t like, I would be willing to give it another chance.”

3.2. Data collection

Survey data were collected from customers in
Vietham via an online questionnaire between
September 3 and 11, 2024. The sample size should be
225 respondents based on the five-time rule for
minimum sample size requirements (Hair et al., 2019).
There are a total of 359 participants. We provided
illustrations and examples of CM campaigns from
around the world and Vietnam, such as TOM’ “One
Day Without Shoes” and the “Sua KUN Cho Em”
campaign. After the filtering process (e.g., in your
opinion, why are the above campaigns considered

Source: Authors adapted from the literature review
Cause-related Marketing campaigns), 297 responses
remained. 62 responses were excluded because of the
screening question (i.e., “whether you have
experienced a cause marketing campaign or not?”’) and
a reversed question. Table 2 presents the descriptive
data analysis results. The descriptive data show some
imbalance across groups of gender, age, and income.
The results are reasonable when representing the key
characteristics of online shopping users in Vietnam,
i.e., young females with low-middle income are the
main customers of e-commerce.

Table 2: Descriptive statistics

Variables Frequency Percent
Gender Males 96 32.3%
Females 201 67.7%
18-25 250 84.2%
Age 26-35 34 11.4%
36 - 45 13 4.4%
Under 5 million VND 144 48.5%
5 - under 10 million VND 105 35.4%
Income 10 - under 20 million VND 30 10.1%
20 - under 40 million VND 15 5.0%
Over 40 million VND 3 1.0%
Source: Authors’ survey and analysis
4. Data analysis and results of 45 indicators have values higher than the

In this study, PLS-SEM is applied to identify the
path coefficients between the variables and validate the
research model. The PLS-SEM results can be
evaluated in two steps: measurement model and
structural model assessments.

4.1. Measurement model

Table 3 shows the results of Cronbach's alpha,
composite reliability (CR), and average variance
extracted (AVE), representing the reliability of each
construct. The initial analysis of the outer model
revealed that loadings from observed variables with 44

recommended threshold of 0.708 (Hair et al., 2019).
Only TA3 (“Information conveyed in CM
advertisements is honest”) reaches 0.478, thus we
decided to remove TA3. Subsequently, all Cronbach’s
alpha values exceed the recommended threshold of 0.7
(Hair et al., 2019), confirming the reliability of the
measurement instruments. Furthermore, Table 4 shows
that the maximum HTMT value is 0.882, lower than the
recommended threshold of 0.9 (Henseler et al., 2015),
providing evidence of sufficient discriminant validity.

Table 3: Reliability and convergent validity analysis

Construct Indicators Outer loadings Cronbach's alpha CR AVE
PK1 0.821
Product PK2 0.823
Knowledge PK3 0.769 0.870 0.905 0.657
PK4 0.816
PK5 0.821
BA1l 0.742
BA2 0.786
Brand Awareness BA3 0.782 0.825 0.877 0.588
BA4 0.728
BA5 0.794
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Construct Indicators Outer loadings Cronbach’s alpha CR AVE
MR1 0.792
N MR2 0.727
Media Richness MR3 0.784 0.758 0.844 0.576
MR4 0.730
ASR1 0.855
Ad Social ASR2 0.876
Relevance ASR3 0.878 0.882 0.919 0.738
ASR4 0.828
CAQ1 0.786
. CAQ2 0.815
CO”%‘E Eﬁiet;the“c CAQ3 0.845 0.863 0.901 0.647
CAQ4 0.783
CAQ5 0.790
BCF1 0.818
BCF2 0.814
Brand-Cause Fit BCF3 0.783 0.870 0.906 0.657
BCF4 0.823
BCF5 0.815
TP1 0.832
. TP2 0.861
Trust in Product TP3 0.869 0.872 0.912 0.722
TP4 0.836
Trustin TAL 0.782
; TA2 0.873 0.771 0.868 0.687
Advertisement TA4 0.829
PI1 0.848
Purchase P12 0.837
Intention PI3 0.831 0.859 0.904 0.703
P14 0.836
BAC1 0.736
BAC?2 0.870
Brand Advocacy BAC3 0.788 0.865 0.903 0.650
BAC4 0.823
BAC5 0.810
Source: Authors’ survey and analysis
Table 4: Heterotrait-monotrait ratio (HTMT)
PK BA MR ASR CAQ BCF TP TA Pl BAC
PK
BA 0.681
MR 0.596 0.797
ASR 0.501 0.494 0.532
CAQ 0.594 0.665 0.657 0.553
BCF 0.605 0.687 0.818 0.512 0.756
TP 0.623 0.638 0.601 0.439 0.688 0.680
TA 0.575 0.650 0.736 0.500 0.742 0.815 0.882
Pl 0.619 0.621 0.592 0.396 0.705 0.709 0.820 0.749
BAC 0.683 0.540 0.429 0.430 0.662 0.552 0.736 0.657 0.854

4.2. Structural Model

We evaluated the structural model through
multicollinearity, R2, and the statistical significance of
the structural relationships (Hair et al., 2019). Based on
the data shown in Table 5, all VVIF values ranged from
1.405 to 2.342, below the threshold of 5.0 (Hair et al.,
2019), indicating no multicollinearity issue. The
adjusted R-squared values were obtained for the four
endogenous variables: trust in product (0.593), trust in
advertisement (0.513), purchase intention (0.526), and
brand advocacy (0.426). In behavioral research, these
values are moderate and acceptable (Hair et al., 2019).

Source: Authors’ survey and analysis
The path coefficients (Table 5) show that all the
main effects, except the direct path from ad social
relevance to trust in advertisement, were statistically
significant at a level of 5% or above. Additionally, the
directions of the path coefficients aligned with our
expectations, confirming support for all hypotheses
except H4. For the size effect, 2 value below 0.02
indicates a negligible or trivial effect, values between
0.02 and 0.15 represent small effects, those between
0.15 and 0.35 denote medium effects, and values equal
to or greater than 0.35 signify large effects.
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Table 5: Structural model assessment

Hypothesis VIF Beta P Values | Supported | fsquare Effect
H1: Product Knowledge — Trust in Product | 1.636 0.204 0.001 Yes 0.063 Small
H2: Brand Awareness — Trust in Product 1.717 0.139 0.009 Yes 0.028 Small
H3: Media Richness — Trust in Ad. 1.949 0.170 0.008 Yes 0.030 Small
H4: Ad Social Relevance — Trust in Ad. 1.405 0.057 0.237 No 0.005 Neg.
'I;I\g: Content Aesthetic Quality — Trust in 1.968 0.250 0.000 Yes 0.065 Small
H6: Brand-Cause Fit — Trust in Ad. 2.342 0.360 0.000 Yes 0.113 Small
D st i Advertisement — Trust in | 4 475 | o555 0.000 Yes 0.514 Large
HS8: Trust in Product — Purchase Intention 2.119 0.563 0.000 Yes 0.316 Medium
H9: Trust in Ad. — Purchase Intention 2.119 0.204 0.002 Yes 0.042 Small
H10: Trust in Product — Brand Advocacy 2.119 0.520 0.000 Yes 0.222 Medium
H11: Trust in CM ad — Brand Advocacy 2.119 0.168 0.033 Yes 0.023 Small

Note: “* ** and *** indicate significance levels of 5%, 1%, and 0.1%, respectively; ns: “not significant”
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| Product Knowledge

Trust in product

R*=0.593

: | Brand Aswareness

Peripheral Route
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Purchase Intention
R*=0.526

0000

0000

Brand Advocacy
2=0.426

Ad Social Relevance

Content Aesthetic Quality

Trust in CM
advertisement

R*=0.513

Brand-Cause Fit

4.3. Discussion of findings

This study found that the central route factors
(product knowledge, brand awareness) have significant
impacts on trust in product, which is consistent with
previous studies (Chen et al., 2022). Although their
effects are small, both factors are important in building
trust in product. This is because when customers have
more information and product knowledge, they can
process information more comprehensively and
thereby they build trust based on their perceived quality
and value. Simultaneously, when customers have
higher brand awareness, they can link new information
to their existing brand knowledge, thereby processing
information in detail and increasing their trust in
product. Thus, both product knowledge and brand
awareness are significant in central route processing,
indicating the need for additional strategies to enhance
customer trust in a competitive online context.

In the peripheral route, media richness, content
aesthetic quality, and brand-cause fit positively
contribute to building trust in CM advertisement.
These results suggest that rich and interactive media
platforms, as well as content aesthetic quality,
contribute to enhancing customers’ trust (Bazi et al.,
2023). Additionally, several other studies, such as
Jublee et al. (2023) indicate that the higher the brand-
cause fit, the more positively the CM strategy is
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Figure 2: Results of path analysis

Source: Developed by the authors
evaluated. However, ad social relevance shows no
significant effect on trust due to weak, statistically
insignificant results with a negligible effect size.

There are a few possible reasons why H4 was not
supported in this study. First, respondents may not
perceive a strong connection between their social
networks and the advertised cause. Trust may depend
more on personal or cause-specific factors than on
social relationships. Secondly, cultural or demographic
differences may shift the focus from social to personal
judgment. Finally, with current CM ads, respondents
may perceive attempts to appeal to social connections
as insincere or manipulative, further reducing the
variable’s effect.

In addition, both trust in product and trust in CM
advertisement also influence purchase intention and brand
advocacy. However, trust in product has a stronger impact
than trust in CM advertisement, thus trust in product plays
a more direct role in enhancing customers’ purchase
intention. Therefore, ensuring and communicating
product quality remains a top priority in a business’s trust-
building  strategy.  Simultaneously,  cause-related
marketing is also important in promoting purchase
intention and encouraging brand advocacy behavior.

Notably, a key finding is the transfer effect, which
is statistically significant across all relationships tested,
emphasizing its importance in e-commerce. The
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findings demonstrate a strong correlation between trust
in CM advertisements and trust in products. CM
advertisement not only builds trust in itself but also
transfers that trust to the promoted product, especially
in e-commerce. As customers’ trust in CM
advertisements increases, so does their trust in products
promoted through these campaigns on e-commerce
platforms. By exploring this trust transfer effect, this
study provides a new perspective in CM research,
applies trust transfer theory in a new context (CM), and
suggests potential directions for future research in the
marketing field.

5. Contributions

5.1. Theoretical contributions

Numerous prior studies have examined factors
shaping customer attitudes toward CM, such as brand-
related factors (e.g., brand familiarity, brand
importance, brand association), brand motivation,
cause-related factors (e.g., cause-brand fit, cause
familiarity) and product-related factors (e.g., type of
product, product fit) (Jublee et al., 2023). In addition,
media-related elements such as aesthetics and media
richness have also been assessed (Bazi et al., 2023).
Overall, in-depth research in customer behavior toward
CM not only helps us comprehend how these behaviors
are created but also makes a substantial contribution to
the creation of an open and sustainable market. Despite
the growing interest in CM, there is still a lack of
research that comprehensively integrates these
variables to provide a comprehensive understanding.
This study fills that gap by offering a holistic
perspective on CM, and furthermore seeks to enrich the
knowledge of customers behavior toward CM by
examining aspects like cause, product and brand.

Furthermore, in order to guide more effective
investigations, a theoretical framework for evaluating
the factors impacting customers’ attitudes toward CM —
particularly trust - must be established. This field has
been guided by several theories, such as the functional
theory of attitudes (Manuel et al., 2014), self-
determination theory, social identity theory and
consumer-based brand equity theory (Jublee et al.,
2023). ELM has attracted particular attention among
these due to its dual-route approach, which explains how
customers perceive stimuli via the central and peripheral
routes. It is difficult to comprehend customers' behavior
in particular context, and a thorough examination of
these two distinct routes is necessary to completely
understand the psychological processes of the target
audience. Although ELM and trust transfer theory have
been combined in contexts such as augmented reality
(Lee & Cho, 2019) and impulsive buying in e-commerce
(Chen et al., 2022), empirical research on its application
to CM is still lacking, especially concerning trust in
product and CM advertisement.

In general, applying ELM to assess internal factors
such as customer awareness and knowledge of products
and brands (in the context of high-level information
processing) and external factors such as engaging
advertising features (in the context of low-level
information processing), can extend the theoretical basis
for understanding trust in e-commerce. When

combining ELM and trust transfer theory, this study can
gain a deeper understanding of the trust dynamics that
drive brand advocacy and purchase intention and
ultimately provide valuable new perspectives to the
theoretical framework. This integration enables the
study’s findings to deepen the understanding of trust,
purchase intention as well as brand advocacy, unveiling
new insights into the psychological process underlying
the effectiveness of CM.

5.2. Practical implications

This study provides meaningful insights for both
customers and businesses within the e-commerce context,
where customer trust struggles with information overload
and uncertainties about the reliability of their purchase.

The findings indicate that trust in CM
advertisements positively affects trust in product and
are reinforced by the central route factors (product
knowledge and brand awareness). For businesses, the
results suggest that managers should build trust
through central and peripheral routes to increase
purchase intention and brand advocacy. To build trust
in products, managers should emphasize transparent
communication about product quality and brand
awareness, as well as prioritize the dissemination of
comprehensive and accurate product information
through multiple channels. Internally, businesses
should invest in staff training and improving customer
communication. An important aspect in product
development and refinement is collecting customer
feedback after purchase because it enables businesses
to derive valuable insights to make necessary
adjustments to improve product quality. Additionally,
it is essential to increase brand presence on social
media by creating engaging content, regularly
interacting with customers and implementing creative
campaigns. Thus, businesses can increase visibility
while promoting customer engagement and value co-
creation, ultimately strengthening brand equity. These
strategies help build a strong foundation of customers'
trust in both the product and the brand.

The result of our study indicates that among the
factors affecting customer trust in product through the
central route (product knowledge and brand awareness),
trust in CM advertisement stands out as the most
impactful factor. This implies that higher customers'
trust in CM advertisement is correlated with higher trust
in product. Therefore, managers should prioritize
promoting customers' trust in CM advertisement by
enhancing peripheral factors such as media richness,
content aesthetic quality as well as brand-cause fit.
Specifically, managers can enhance media richness by
using a variety of media and creating interactive content.
For example, cultivating parasocial relationships with
social media celebrities to increase advertising
effectiveness (S. Chung & Cho, 2017) or analyzing and
using different types of media on Facebook for global
brands (D.-H. Kim et al., 2015). In terms of improving
content aesthetic quality, managers can focus on
attractive and emotional design, high-quality aesthetic
content. To align social causes with the brand’s core
values, managers should carefully select social causes
that align with the brand’s mission and values, clearly
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articulate the rationale behind the brand’s support for
these causes, and detail the specific actions the brand is
taking. Managers can enhance the effectiveness of CM
advertisement, increase customers' trust in their brands
and products, as well as have a positive impact on
society by  implementing  these  strategies
simultaneously. Additionally, the research results show
that although CM is impactful, it is not more important
than businesses building trust in products to increase
purchase intention and brand advocacy.
5.3. Limitations and future research

This study also has certain limitations. Firstly, the
data were collected from a particular demographic and
cultural setting, which may reduce the ability to detect
different cultural contexts and demographic groups.
Cross-cultural research could be conducted in future
research to examine how CM advertising affects
various social groups. On a bigger and global scale, this
can provide deeper insights into the effect of CM.

that they perceive as socially acceptable rather than
reflecting true opinions. This is particularly the case in
situations that highlight ethical and social issues, where
people may exaggerate their beliefs about CM
advertising or the product being promoted. To mitigate
this, future research could consider employing
laboratory or field experiments to have data on actual
consumer behavior. Experimental research methods
for example could include comparing CM ads with
static images and text to text and animation ads to
better understand their impact on consumer responses.

Finally, CM advertisements typically aim to
facilitate customers’ emotions and empathy (Bigné et
al., 2023). Accordingly, more social psychological
factors, such as altruism, should be included as
independent variables or moderators in future research
to elucidate the relationship between purchase
intention, brand advocacy, and trust (trust in product
and trust in CM advertisement).

Second, using surveys to collect data may lead to

response bias, as participants may respond in a manner
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