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Abstract

Recently, there has been an increase in the number of firms carrying a 

cause-related product. Most of these cause-related products represent 

one product among many carried in a portfolio -- Avon sells unique "pink 

ribbon" fundraising products to support cancer and Dancing Deer Bakers 

has a line of cookies to fight homelessness. In this paper, we focus on 

how linking one product in a product portfolio to a cause can increases 

sales of that product and of other products in the firm’s portfolio. We 

show how this comes about by the disparate actions of "behaviorally 

socially responsible" consumers and "armchair ethicists". We use our 

behavioral model in a competitive game to show that multiple equilibria 

may exist in the market. For instance, firms may link their best product 

with a cause, their less compelling product with a cause, or even link 

such an inferior product with a cause that few people buy it. We test 

the behavioral underpinnings and behavior implications of our model in a 

laboratory experiment. Our research demonstrates that by carrying cause 

related products, companies can not only improve their image in the 

public eye, but also increase profits. Additionally, our experiments are 

able to separate the behaviorally socially responsible consumers from 

the armchair ethicists.

