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Abstract: This study examined consumer evaluation of corporate social responsibility (CSR) activities
with a focus on the authenticity and fit of CSR activities and analyzed the influence of consumers’
individual perception based on CSR involvement. We carried out an empirical survey to test the
hypotheses presented by a scenario test using a questionnaire of 315 college students. The results
showed that higher CSR fit has a positive effect on CSR authenticity and brand attitude. As a result of
verifying the moderating effect of CSR involvement, the higher the CSR involvement is, the lower the
impact of CSR fit on CSR authenticity. Therefore, consumers with high CSR involvement are less
affected by CSR fit in evaluating the authenticity of CSR.
Keywords: CSR authenticity; CSR fit; CSR involvement; brand attitude

1. Introduction
Corporate social responsibility (CSR) activities not only involve corporate social contributions
but also are considered strategic elements of the company’s sustainable growth and are recognized
as essential for corporate management activities. Consumers also perceive factors related to CSR
activities beyond financial performance in evaluating a company, and such factors not only affect their
attitude toward products but also their recommendations and purchases [1–3]. In addition, corporate
CSR activities have played a role in positively shifting consumer awareness in the context of corporate
crises [4].
As such, consumers’ awareness of corporate CSR activities and their participation in CSR have
continued to increase, but some previous studies have shown that consumer evaluations of corporate
CSR activities are not positive [5–7]. This is because many consumers perceive CSR as a marketing
activity to improve a company’s image, and they doubt whether it truly contributes to society. In other
words, when consumers perceive that a company is carrying out CSR activities for strategic gain,
they are skeptical of the company’s CSR activities and, as a result, negatively evaluate the CSR activities.
To study the effects of CSR activities, previous studies have mainly addressed factors such as
‘CSR sustainability’, whether CSR activities are performed consistently [8]; ‘CSR purity’, the degree
of commercial motivation for the purpose of CSR activities [8,9]; ‘CSR consistency’, whether the
company’s CSR activities have lasted a long time; ‘CSR fit’, or ‘CSR suitability’, the degree to which
a company’s stakeholders recognize the relationship between the company and CSR activities [10];
and ‘CSR authenticity’, indicating that consumers believe in corporate CSR behavior and believe that
a company is truly conducting CSR activities for the benefit of society [11]. Most previous studies
have been conducted in a way that verifies the effectiveness of these individual factors, whereas
the causal relationship between the elements has not been addressed. In addition, a few studies
suggest the influence of individual consumer perception in verifying this effectiveness. Therefore,
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empirical research is needed to focus on the results of various CSR activities through results focused
on consumers and to provide clear and specific directions for companies to carry out effective CSR
communication strategies.
Therefore, this study aims to achieve the following objectives. First, this study explores how
differences in consumer perceptions of CSR activities affect their acceptance of CSR activities. In addition,
we empirically examine how the difference in consumers’ perceptions of CSR affect their brand attitude.
Currently, many companies are participating in CSR activities, but in order to induce more active
and continuous CSR activities, it is important to understand how these activities are linked to the
marketing activities of the company to enhance the image of the company’s brand or consumer
purchases. Specifically, to examine consumer perceptions, we investigate the impact of the authenticity
and fit of CSR and assume that these differences affect brand attitudes.
Second, we investigate how the evaluation of CSR activities depends on the difference in consumers’
involvement in CSR activities. This study explores consumer involvement in CSR centering on cause
involvement [12–14], which indicates the level of association with oneself or personal interest. Smith,
Menon, and Sivakumar [13] examined the impact of task involvement, showing that the level of personal
perception of the task influences decision making regarding online product purchase. In particular,
Kim et al. [14] showed that consumers with high levels of CSR involvement have a high level of
personal interest in the company’s CSR activities and have a greater impact on CSR in evaluating
companies. Based on the results of these previous studies, we assume that CSR involvement acts as a
moderator of the effect of CSR fit on CSR authenticity.
Through the above discussions, this study examines consumer evaluation of CSR activities with
a focus on the factors of CSR authenticity and fit and analyzes the effects of CSR involvement on
these processes. In addition, through this, we comprehensively and structurally identify the factors
influencing the evaluation of CSR activities, and suggest practical implications through discussion of
consumer judgments and evaluation criteria for CSR activities.
2. Literature Review
2.1. CSR Fit and CSR Authenticity
Authenticity means recognizing and believing that an act is derived from sincerely caring for
others rather than deriving from duty or responsibility [11]. CSR authenticity refers to consumers’
actual trust in CSR behavior [15] and is considered an important factor influencing the evaluation of
CSR activities [16,17]. In other words, consumers’ high appreciation of the company’s CSR authenticity
refers to the fact that the company’s CSR activities are not a part of the pursuit of corporate profits, but
rather a genuine act of consideration and concern for various stakeholders.
Most previous studies on CSR authenticity have shown that the evaluation of CSR activities
depends on how consumers perceive the authenticity of those activities and have treated it as an
important variable, especially with regard to negative perceptions such as commercial intentions [6,18].
A study by Foreh and Grier [6] found that in a situation where consumers can easily judge that CSR
activities are beneficial for the company, the effect of CSR activities is lower when consumers negatively
evaluate the authenticity of the company. Yoon, Gürhan-Canli, and Schwarz [19] showed that when a
company directly promotes CSR strategies, consumers perceive the motives as pure, but when they find
that they spend a lot on CSR activities themselves, negative perceptions of consumers are significantly
lowered. Moreover, a study by Beckman et al. [16] examined the differences between countries in
terms of authenticity awareness, and the authors claimed that in developing countries such as Chile,
CSR authenticity is more important as a determinant of the success and failure of CSR activities than it
is in developed countries.
In consumer behavior research, authenticity assessment involves a very complex perceptual
process. When assessing the degree of authenticity of CSR, consumers comprehensively observe various
factors provided by the company and subjectively judge them according to their own experiences
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and situations [20]. In other words, exploring these antecedents is a very important process because
consumers need certain conditions or evidence to recognize the sincerity of CSR activities. O’Connora
et al. [17] suggests that since the authenticity of corporate CSR activities consists of factors such as
honesty, sincerity, and personality, it is difficult for consumers to actually evaluate these abstract
elements of the company and thus, it is interpreted through other specific clues that can be judged.
This study examines the fit of CSR activities by firms among the determinants of CSR authenticity.
High CSR fit indicates a clear relationship between a company’s core areas of activity and its CSR
activities [9]. For example, Nike’s sponsoring of sneakers for athletes is suitable, but its sponsoring
of historians’ publication is less suitable. This suitability acts as a heuristic that makes it easier for
consumers to process information [21] and affects their evaluation of CSR activities.
Most previous studies have shown that consumers have a more positive assessment when CSR fit
is high [9,22,23]. The stronger the association between the company and its CSR activities, the more
positive aspects of the activity are recognized in consumers’ evaluation of the company. Menon and
Kahn [23] found that consumers showed a positive attitude toward CSR activities when the content
of corporate CSR was related to the corporate brand or business area. In the case of low perceived
fit, negative assessment occurs because the consumer infers that there is an ulterior motive if the
expectations and actual CSR activities are inconsistent with existing CSR activities, perhaps because
consumers have questions about the fit of the activities. Taken together, the results from previous
studies suggest that CSR fit varies widely according to the criteria and degree, and it is necessary to
conduct in-depth studies in terms of consumer awareness. Therefore, this study assumes that the
higher the fit of CSR activities recognized by consumers, the more authentic CSR is, which affects
brand evaluation. Based on this theoretical discussion, we establish the following hypothesis.
Hypothesis 1 (H1). CSR fit has a positive impact on CSR authenticity.
Hypothesis 2 (H2). CSR fit has a positive impact on brand attitudes.
Hypothesis 3 (H3). CSR authenticity has a positive impact on brand attitudes.

2.2. CSR Involvement
Some studies on CSR fit have shown negative results depending on the level of conformity.
Drumwright [5] found that if the relationship between a company’s business and socially responsible
activities is too close, it is easy for consumers to think cynically about those CSR activities. Forehand
and Grier [6] also noted that when the fit between company characteristics and CSR activities is
very high, consumers perceive the company as conducting CSR activities solely to pursue their own
interests, and thus, they make unfavorable evaluations of the company’s CSR activities. We found
that these results could be due to individual differences as well as differences in the level of fit. Most
of the previous studies focused only on differences in the nature and targets of CSR activities of
the companies, and in-depth analysis of the individual characteristics of consumers was insufficient.
Therefore, we explore how consumers perceive and judge various stimuli of CSR activities based on
their individual characteristics.
Consumers reinterpret external stimuli according to their personal desires, wishes, or interests,
resulting in different assessments of individuals with the same stimulus. This perceptual interpretation
may lead to different perceptions of CSR activity [24]. Involvement, a representative concept
representing such individual differences, refers to the internal state of an individual who expresses
interest in or arousal from a specific stimulus or situation [25]. Previous studies of involvement
are mainly focused on cognitive and emotional involvement [26], situational and continuous
involvement [27], and self-involvement [28]. Recently, many studies have been conducted on
‘cause involvement’ [12–14]. Cause involvement refers to the extent to which consumers find a cause
that is personally relevant to them, which is an important factor in recognizing individual differences
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in marketing effects [14]. This study attempts to address the CSR involvement of consumers as one
type of cause involvement. In other words, when a consumer has a high level of personal interest in a
company’s CSR activities and when CSR has a strong influence on the evaluation of the company, CSR
involvement is high, and vice versa.
In particular, Petty and Cacioppo [29] found that the relationship between attitude and behavior is
strong when involvement is high and that the relationship between attitude and behavior is relatively
weak when involvement is low. These relationships are found because in the case of high involvement,
there is more confidence in attitudes and more resistance to other forms of persuasion. Based on
these results, this study assumes that the impact of CSR fit on CSR authenticity vary according to
CSR involvement. Moreover, a study by Smith, Menon, and Sivakumar [13] showed that consumers
influence the recommender’s influence and decision about purchasing a product based on their
involvement in the task. Based on this, we predict that the interpretation and evaluation of CSR will
vary depending on how important and meaningfully consumers perceive CSR activities of companies.
To specify, it is assumed that consumers with high involvement in CSR activities doubt the purity
of the company’s motives in cases of high CSR fit and recognize that such a company uses CSR as a
strategic means. Therefore, the following hypothesis is established.
Hypothesis 4 (H4). CSR involvement moderates the relationship between CSR fit and CSR authenticity.

3. Materials and Methods
3.1. Data Collection and Participant Characteristics
This study carried out an empirical survey to test the hypothesis presented by the scenario
test method using the questionnaire. This scenario test was conducted by participants taking an
opportunity to first contact and evaluate CSR activities conducted by the brand, and then measure
the variables used in the study. In addition, this method has the advantage of increasing realism
in evaluating the situation of study participants [30]. This method is used because it is suitable for
hypothesis testing. The experiment was conducted in April 2019 for 315 college students located
in Seoul, Gyeonggi, and Daejeon. Participants responded to the recognition of various concepts of
CSR activities to be examined in this study. First, respondents looked at the CSR activities performed
by Korean Air, Korea’s representative airline brand, and then responded to the questionnaire on
the concept used in this study. Specifically, respondents were asked to evaluate their CSR activities
when Korean Air sponsored an airplane ticket to an athlete or a difficult neighbor (high CSR fit) and
when they sponsor a massage chair (low CSR fit). After evaluating the CSR scenario, respondents
were exposed to high and low levels of brand and CSR fit, which was conducted as an experiment.
The survey was conducted on different respondents in each situation and the research model was
verified by this experimental method. Of the survey respondents, 53.3% were males (168) and 46.7%
were females (147). Respondents were all in their 20s, and 70.2% (221) were under 25 years old.
This study aimed to verify the causal relationship between variables and the moderating effect of
CSR involvement using PROCESS v.3.1 of the SPSS program [31]. The PROCESS is proper to test the
hypotheses of this study because it provides bootstrap confidence interval (CIs) and conditional direct
and indirect effects [32]. Many researchers noted that it is better to a use bootstrapping procedure
method through PROCESS [33] than other analytical methods such as Sobel test [34].
3.2. Measurement Scales
For the purpose of this study, we aimed to test the hypothesis by using measurement items whose
reliability and validity have been verified in prior studies. However, the details of the measurement
items were modified for use in this study. The following CSR-related measurement variables were
used in this study. CSR fit defines the concepts used in Berens et al. [31] as follows: ‘CSR activity fits
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into this company’, ‘CSR activity fits well with its industry characteristics’, and ‘CSR activity is related
to the company’s industry characteristics’.
CSR authenticity, defined based on the research by Schaefer and Pettijohn [35], was modified
to reflect the context of the research: ‘This company is committed to social welfare through social
responsibility activities’, ‘I think that the company’s social contribution activities are artificial ‘ (reverse
item), and ‘The company’s social responsibility activities are genuine’. Brand attitude was defined as a
consumer’s attitude toward a brand and was adjusted according to the study context: ‘The service of
this company will be of good overall quality’, ‘I like this company’s service’, ‘I like the service of this
company,’ and ‘I trust the service of this industry’. Last, CSR involvement was defined as the interest
or importance that individuals give to CSR based on Zaichkowsky’s [36] study, and it was measured
with two items: ‘I am usually interested in corporate sponsorship’ and ‘Social entrepreneurial activity
is important for evaluating companies’. All items were measured on a 7-point Likert scale (1 point, not
at all; 7 points, very much).
4. Results
4.1. Reliability, Validity, and Common Method Bias
We tested the measurement model using confirmatory factor analysis. We used four constructs
in this study. Table 1 provides the results of correlation analysis and Cronbach’s alpha, composite
reliability, and average variance extracted (AVE) values. All values indicate proper convergent validity
and reliability. In particular, all Cronbach’s alpha and composite reliability values are higher than 0.70.
These results meet the thresholds recommended by Bagozzi and Yi [37]. All AVE values are greater
than 0.50 [38]. We conducted an analysis of the discriminant validity of the constructs by using Fornell
and Larcker’s [38] method. The results show that all AVE values exceed the squared correlations for
each pair of constructs, providing sufficient evidence of discriminant validity. In addition, the results
of confirmatory factor analysis (CFA) suggest a proper fit to the data (X2 = 168.830/d.f. = 38, p = 0.000,
CFI = 0.914, GFI = 0.912, IFI = 0.915, RMSEA = 0.07).
Table 1. Construct evaluation.
Constructs

1

2

3

4

Correlation
CSR fit

1

CSR authenticity

0.357 **

1

CSR involvement

0.207 **

0.099

1

Brand attitude

0.287 **

0.374 **

0.081

1

M

4.37

3.99

4.61

4.54

SD

1.26

0.97

1.17

1.23

Cronbach’s alpha

0.824

0.736

0.775

0.898

Composite
reliability

0.846

0.740

0.794

0.898

AVE

0.658

0.588

0.660

0.688

** p < 0.01.

In this study, we tested for common method variance (CMV) with Harman’s single-factor test [39].
As a result of an unrotated factor analysis for all variables used, more than one factor was extracted,
and the factor that explained the most variance accounted for 37.524%, a substantial portion of the total
variance (under 50%) explained in this study [40]. Therefore, we considered that there was no concern
regarding the risk of CMV in this study. Second, we conducted a CFA using a common latent factor,
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which was added to the CFA model, and then the standardized regression weights of that model were
compared with those of the model without a common latent factor. The results showed that all the
differences were less than 0.2. These results suggest that CMV does not pose a threat of bias in the
interrelationships among the constructs used in this study [41].
4.2. Hypothesis Testing
The hypothesized relationships were tested using PROCESS v.3.1. We expected that CSR fit
might have a positive effect on CSR authenticity, and this effect could differ depending on CSR
involvement. This means that CSR involvement plays a role of moderator in the CSR fit–CSR
authenticity relationship. We also expected that CSR fit could have a positive effect on brand attitude.
Thus, in this study, moderating effect analysis using Process model 7 presented by Hayes [32] was
performed. The confidence interval was set at the 95% level and 5000 boost-samples were performed
using bootstrapping. The test results are shown in Table 2 and Figure 1.
Table 2. Results of hypothesis testing.
Hypotheses

Coeff.

p-Value

Acceptance

H1

CSR fit → CSR
authenticity

0.7098

0.000 ***

Accepted

H2

CSR fit → Brand
attitude

0.1707

0.0016 **

Accepted

CSR authenticity
→ Brand attitude

0.3927

0.000 ***

Accepted
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The study results are as follows. Higher CSR fit has a positive effect on CSR authenticity (H1),
Table 2. Results of hypothesis testing.
and CSR fit has a positive effect on brand attitude (H2). In addition, CSR authenticity was found to
have a positive effect on brand
attitudes (H3). As a result of Coeff.
verifyingp-Value
the moderating
effect of CSR
Hypotheses
Acceptance
involvement,
the
results
indicate
that
the
higher
the
CSR
involvement
is,
the
lower
the
effect of CSR
H1
CSR fit → CSR authenticity
0.7098 0.000 ***
Accepted
conformity
suggests that consumers
high
involvement are
H2 on CSR authenticity
CSR fit →(H4).
BrandThis
attitude
0.1707 with
0.0016
** CSRAccepted
less affected
by
CSR
fit
in
evaluating
the
authenticity
of
CSR.
H3
CSR authenticity → Brand attitude
0.3927 0.000 ***
Accepted
In this study, the Sobel test was performed through sequential
in accordance
−0.0933regression
0.0035 **analysis
Accepted
H4
CSR
fit*CSR
involvement
→
CSR
authenticity
with the method proposed by Baron and Kenny [34] to confirm theCI
mediating
role−0.0310]
of CSR authenticity.
= [−0.1557,
As a result, the ZNote:
value
was
larger
than
the
absolute
value
of
1.96
(Sobel
test
CI = 95% confidence level (bootstrapping), ** p < 0.01, *** p < 0.001 statistics = 4.31).
Accordingly, the authenticity of CSR was found to play a significant role in the relationship between
CSR The
fit and
brand
attitude.
study
results
are as follows. Higher CSR fit has a positive effect on CSR authenticity (H1),

and CSR fit has a positive effect on brand attitude (H2). In addition, CSR authenticity was found to
have a positive effect on brand attitudes (H3). As a result of verifying the moderating effect of CSR
involvement, the results indicate that the higher the CSR involvement is, the lower the effect of CSR
conformity on CSR authenticity (H4). This suggests that consumers with high CSR involvement are
less affected by CSR fit in evaluating the authenticity of CSR.
In this study, the Sobel test was performed through sequential regression analysis in accordance
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5. Conclusions
Analyzing the factors that influence a consumer’s assessment of a company’s CSR activities and
examining the relationships among them is a very important process for demonstrating the effectiveness
and sustainability of a company’s CSR activities. This study refines the results of previous studies
by examining the CSR communication strategies of companies, by focusing on consumer behavior,
and by suggesting psychological mechanisms of the influence of these activities on consumers’ brand
evaluation. More specifically, we investigated consumer evaluations of CSR activities by focusing on
the authenticity and fit of CSR activities and analyzed the impact of consumers’ individual perceptions
via the impact of CSR involvement.
In this study, we focused on figuring out the relationships between CSR fit, CSR authenticity,
and brand attitude. Furthermore, we suggested that CSR involvement might have an influence on the
relationship between CSR fit and authenticity [12–14]. This study explores whether high CSR fit that
means a clear relationship between a company’s core areas of activity and its CSR activities [9] shows
enough impact on CSR authenticity and brand attitude through empirical research.
As a result, CSR fit was found to have a positive effect on both CSR authenticity and brand
attitude. In other words, it can be seen that the consumer’s judgment that CSR activities are closely
linked to the core activities of the company has a significant impact on both the CSR’s authenticity and
brand attitude. Companies can therefore derive the importance of designing CSR activities that are
relevant to their core activities. In addition, it was found that CSR fit can have a significant impact
on CSR-related corporate performance depending on how interested consumers are in CSR. In other
words, in order to induce a good brand attitude to consumers through CSR activities, it is important to
properly target consumers who are interested in CSR activities.
5.1. Implications
The implications of this study are as follows. First, we have shown a causal relationship between
each of the factors that consumers consider in evaluating a company’s CSR activities. The results of
this study confirm the results of previous studies that the suitability of CSR activities is an important
variable affecting the evaluation of CSR activities and the recognition of authenticity. Consumers
perceived CSR authenticity positively as the level of CSR fit increased, and CSR authenticity had a
positive effect on brand attitude. In addition, CSR fit had a positive impact on brand attitudes by itself.
More specifically, companies are perceived as more genuine when they conduct CSR activities that
match or relate to their industry or product characteristics, and a greater sense of authenticity also
affects consumers’ brand attitudes.
Second, we showed that differences in consumers’ individual perceptions of a company’s CSR
activities are relevant in evaluating CSR activities. In general, consumers with low involvement in CSR
perceive high authenticity when the level of CSR-related advertisements is high, whereas high CSR
involvement has a low impact on customers’ evaluation of corporate suitability. In particular, contrary
to previous studies that showed negative results with regard to CSR conformance, mainly focusing on
the level of conformity [5,23], our study showed that CSR activity is assessed differently according to
the degree of consumer involvement in the CSR activity.
The managerial implications of this study are as follows. First, CSR activities are actively
conducted in the recent marketing environment. In this activity, the company’s original activities and
the importance of the fit of CSR activities can be identified and introduced into the marketing strategy.
Therefore, in this study, we practically suggested that CSR activities and CSR-related advertisements
fit the company’s activities. Specifically, companies should strive to increase the relevance between
corporate or product image, and CSR activities when conducting CSR strategies. Moreover, they
should adopt a strategy of more strategic positioning in consideration of the psychological mechanisms
of consumers in selecting the targets and types of CSR activities.
Second, through this study, it was confirmed that fit affects CSR authenticity according to how
much consumers are usually involved in CSR activities. Based on this, we can suggest that consumer
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involvement in CSR should be considered when planning CSR-related marketing. Companies should
focus on the individual interests of consumers in carrying out CSR activities and carry out more
extensive CSR communication activities. More specifically, it is effective for companies to raise
awareness of consumers’ genuineness by communicating in a way that clearly shows that there is a
clear relationship between the company’s core activities and its CSR activities, targeting consumers
who are not usually interested in CSR activities.
5.2. Limitations and Future Research Directions
The purpose of this study was to investigate the relationship between the factors influencing the
evaluation of CSR activities in a three-dimensional manner by conducting experiments using scenario
techniques. Nevertheless, this study has the following limitations. First, in this study, brand attitude
was used as a dependent variable for consumers’ evaluation of CSR activities. In the future, it is
necessary to analyze the actual effects of CSR activities by looking at the effect on actual sales and
purchase points.
Subsequently, we need to expand our research on CSR fit and authenticity in various industries.
This research studied airlines, a service area, and examined how CSR fit and authenticity influence
brand attitudes in manufacturing and other service industries. A further examination may help to
generalize the findings of this study. Finally, this study limited the subjects to university students.
In future studies, it is necessary to generalize the study results by considering different age groups and
social backgrounds in measuring CSR involvement.
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the manuscript.
Funding: This work was supported by the Ministry of Education of the Republic of Korea and the National
Research Foundation of Korea (NRF-2018S1A3A2075175).
Conflicts of Interest: The authors declare no conflict of interest.

References
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.

Brown, T.J.; Dacin, P.A. The company and the product: Corporate associations and consumer product
responses. J. Mark. 1997, 61, 68–84. [CrossRef]
García-Conde, M.G.; Marín, L.; de Maya, S.R. The role of generativity in the effects of corporate social
responsibility on consumer behavior. Sustainability 2016, 8, 815. [CrossRef]
Yen, G.-F.; Yang, H.-T. Does consumer empathy influence consumer responses to strategic corporate social
responsibility? The dual mediation of moral identity. Sustainability 2018, 10, 1812. [CrossRef]
Dawar, N.; Pillutla, M.M. Impact of product-harm crises on brand equity: The moderating role of consumer
expectations. J. Mark. Res. 2000, 37, 215–226. [CrossRef]
Drumwright, M.E. Company advertising with a social dimension: The role of noneconomic criteria. J. Mark.
1996, 60, 71–87. [CrossRef]
Foreh, M.R.; Grier, S. When is honesty the best policy? The effect of stated company intent on consumer
skepticism. J. Consum. Psychol. 2003, 13, 349–356. [CrossRef]
Wagner, T.; Lutz, R.J.; Weitz, B.A. Corporate hypocrisy: Overcoming the threat of inconsistent corporate
social responsibility perceptions. J. Mark. 2009, 73, 77–91. [CrossRef]
Ellen, P.S.; Webb, D.J.; Mohr, L.A. Building corporate associations: Consumer attributions for corporate
socially responsible programs. J. Acad. Mark. Sci. 2006, 34, 147–157. [CrossRef]
Becker-Olsen, K.L.; Cudmore, B.A.; Hill, R.P. The impact of perceived corporate social responsibility on
consumer behavior. J. Bus. Res. 2006, 59, 46–53. [CrossRef]
Gupta, S.; Pirsch, J. The company-cause-customer fit decision in cause-related marketing. J. Consum. Mark.
2006, 23, 314–326. [CrossRef]

Sustainability 2020, 12, 275

11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.
26.
27.

28.
29.
30.
31.
32.
33.

34.
35.
36.

9 of 10

Price, L.L.; Arnould, E.J.; Tierney, P. Going to extremes: Managing service encounters and assessing provider
performance. J. Mark. 1995, 59, 83–97. [CrossRef]
Diamond, W.D.; Gooding-Williams, S. Using advertising constructs and methods to understand direct mail
fundraising appeals. Nonprofit Manag. Lead. 2002, 12, 225–242. [CrossRef]
Smith, D.; Menon, S.; Sivakumar, K. Online peer and editorial recommendations, trust, and choice in virtual
markets. J. Interact. Mark. 2005, 19, 15–37. [CrossRef]
Kim, J. The roles of cause involvement and cause acts in a social marketing campaign. J. Glob. Sch. Mark. Sci.
2014, 24, 426–440. [CrossRef]
Beverland, M. The ‘real thing’: Branding authenticity in the luxury wine trade. J. Bus. Res. 2006, 59, 251–258.
[CrossRef]
Beckman, T.; Colwell, A.; Cunningham, P.H. The emergence of corporate social responsibility in Chile:
The importance of authenticity and social networks. J. Bus. Eth. 2009, 86, 191. [CrossRef]
O’Connor, A.; Shumate, M.; Meister, M. Walk the line: Active moms define corporate social responsibility.
Pub. Relat. Rev. 2008, 34, 343–350. [CrossRef]
Williams, O.F. CSR: Will it change the world? Hope for the future: An emerging logic in business practice.
J. Corp. Citiz. 2014, 9–26. [CrossRef]
Yoon, Y.; Gürhan-Canli, Z.; Schwarz, N. The effect of corporate social responsibility (CSR) activities on
companies with bad reputations. J. Consum. Psychol. 2006, 16, 377–390. [CrossRef]
Belk, R.W.; Costa, J.A. The mountain man myth: A contemporary consuming fantasy. J. Consum. Res. 1998,
25, 218–240. [CrossRef]
Simon, C.J.; Becker-Olson, K.L. Achieving marketing objectives through social sponsorships. J. Mark. 2006,
70, 154–169. [CrossRef]
Speed, R.; Thompson, P. Determinants of sports sponsorship response. J. Acad. Mark. Sci. 2000, 28, 226–238.
[CrossRef]
Menon, S.; Kahn, B.E. Corporate sponsorships of philanthropic activities: When do they impact perception
of sponsor brand? J. Consum. Psychol. 2003, 13, 316–327. [CrossRef]
Argyriou, E.; Melewar, T.C. Consumer attitudes revisited: A review of attitude theory in marketing research.
Int. J. Manag. Rev. 2011, 13, 431–451. [CrossRef]
Mitchell, A.A. Involvement: A potentially important mediator of consumer behavior. ACR N. Am. Adv. 1979,
6, 191–196.
Park, C.W.; Young, S.M. Consumer response to television commercials: The impact of involvement and
background music on brand attitude formation. J. Mark. Res. 1986, 23, 11–24. [CrossRef]
Rothschild, M.L. Advertising Strategies for High and Low Involvement Situations. In Attitude Research Plays
for High Stakes; Maloney, J.C., Silverman, B., Eds.; American Marketing Association: Chicago, IL, USA, 1979;
pp. 74–93.
Park, C.W.; Mittal, B. A theory of involvement in consumer behavior: Problems and issues. In Research in
Consumer Behavior; Sheth, J.N., Ed.; JAI Press: Greenwich, CT, USA, 1985; pp. 201–231.
Petty, R.E.; Cacioppo, J.T. The effects of involvement on responses to argument quantity and quality: Central
and peripheral routes to persuasion. J. Pers. Soc. Psychol. 1984, 46, 69–81. [CrossRef]
Hair, J.; Black, B.; Babin, B.; Anderson, R.; Tatham, R. Multivariate Data Analysis, 6th ed.; Prentice-Hall: Upper
Saddle River, NJ, USA, 2006.
Berens, G.; van Riel, C.B.M.; van Bruggen, G.H. Corporate associations and consumer product responses:
The moderating role of corporate brand dominance. J. Mark. 2005, 69, 35–48. [CrossRef]
Hayes, A.F. Introduction to Mediation, Moderation, and Conditional Process Analysis: A Regression-Based Approach;
Guilford Publications: New York, NY, USA, 2017.
Kim, S. The process model of corporate social responsibility (CSR) communication: CSR communication and
its relationship with consumers’ CSR knowledge, trust, and corporate reputation perception. J. Bus. Eth.
2019, 154, 1143–1159. [CrossRef]
Baron, R.M.; Kenny, D.A. The moderator-mediator variable distinction in social psychological research:
Conceptual, strategic, and statistical considerations. J. Pers. Soc. Psychol. 1986, 51, 1173–1182. [CrossRef]
Schaefer, A.D.; Pettijohn, C.E. The relevance of authenticity in personal selling: Is genuineness an asset or
liability? J. Mark. Theory Pract. 2006, 14, 25–35. [CrossRef]
Zaichkowsky, J.L. Conceptualizing involvement. J. Advert. 1986, 15, 4–34. [CrossRef]

Sustainability 2020, 12, 275

37.
38.
39.
40.

41.

10 of 10

Bagozzi, R.P.; Yi, Y. On the evaluation of structural equation models. J. Acad. Mark. Sci. 1988, 16, 74–94.
[CrossRef]
Fornell, C.; Larcker, D.F. Structural equation models with unobservable variables and measurement error:
Algebra and statistics. J. Mark. Res. 1981, 18, 382–388. [CrossRef]
Podsakoff, P.M.; Organ, D.W. Self-reports in organizational research: Problems and prospects. J. Manag.
1986, 12, 531–544. [CrossRef]
Lance, E.; Josso, C.; Dietrich, D.; Ernst, B.; Paty, C.; Senger, F.; Bormans, M.; Gérard, C. Histopathology
and microcystin distribution in Lymnaea stagnalis (Gastropoda) following toxic cyanobacterial or dissolved
microcystin-LR exposure. Aquat. Toxicol. 2010, 98, 211–220. [CrossRef]
Podsakoff, P.M.; Todor, W.D.; Grover, R.A.; Huber, V.L. Situational moderators of leader reward and
punishment behaviors: Fact or fiction? Organ. Behav. Hum. Perform. 1984, 34, 21–63. [CrossRef]
© 2019 by the authors. Licensee MDPI, Basel, Switzerland. This article is an open access
article distributed under the terms and conditions of the Creative Commons Attribution
(CC BY) license (http://creativecommons.org/licenses/by/4.0/).

