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The Impact of Corporate Social Responsibility Activities
on Brand Evaluation

Tian Min*?, Li Chunqing', Keng Siaw’
1.8chool of Economics and Management, Xi'an Technological Uni-
versity; 2. Business & Information Tech, Missouri University of
Science and Technology
Abstract Non-profit corporate social responsibility has to be taken
by modern enterprises in the pursuit of profit. Different activities
of corporate social responsibility will lead to different brand eval-
uations from customers. Therefore, it is necessary to study how
to choose proper corporate social responsibility activity to realize
the win-win between the corporate and society. First, the impact
of products responsibility, philanthropy and business practices on
brand evaluations are investigated experimentally. It shows that
products responsibility and philanthropy in CSR activities can
promote brand evaluations significantly. Especially, the products
responsibility is the most significantly, but among all of these three
activities, the business practices have little influence on customer
brand evaluation. Second, the experiment is designed to study the
moderating role of the fit between the CSR activity and the product.
It indicates that cause-marketing and donate have different mod-
erating roles. There are two theory innovation points in this paper.
Firstly, three kinds of corporate social responsibility activities are
studied, they are products responsibility, philanthropy and business
practices, all of these activities have different effects to the custom-
er brand evaluation, so the conclusion supports evidence on select-
ing the suitable corporate social responsibility activity to company.
Secondly, the moderating role of the fit between the CSR activity
and the product is analyzed in philanthropy, there are two kinds of
philanthropy activity, one is cause-marketing, another is donate, we
find that the moderating role of the fit between caused-marketing
activity and the product is significant, but the moderating role of the
fit between donate activity and the product is not significant. The
studies here provide useful suggestions on how to make decision
about corporate social responsibility, the suitable corporate social
responsibility activity can improve the customer brand evaluation.
So, the suggestions can help the company to obtain marketing per-
formance through the corporate social responsibility activity.
Key Words Corporate Social Responsibility(CSR); Products Re-
sponsibility; Philanthropy; Business Practices; Brand Evaluation
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Are Good Deeds to Be Sustained? A Study on the Change
of Consumers’ Attitudes towards Firms after They Quit
Social Responsibility

Zhu Huawei', Tu Rungting’, Jin Fei'
1. Economics and Management School of Wuhan University; 2. Col-
lege of Management, Shenzhen University
Abstract Corporate social responsibility has its pros and cons. On
the one hand, it can enhance consumers’ attitude to the firms. On
the other hand, it may be very costly as it requires a large amount
of money or time investment. Hence, it is possible for firms to ter-
minate social responsibility especially when they possess limited
resources. Thus far, the literature in this area mainly focuses on the
advantages of conducting social responsibility, with little attention
to the consequences of terminating it. To fill this gap, we extend the
research perspective from undertaking social responsibility to termi-
nating it, with special emphasis on the change of consumer attitude
to the firm. We conduct three studies to answer this question. In the
pilot study, we focus on three recently occurred earthquakes in Chi-
na, and collect consumer online comments on those firms who made
donations in the first or second earthquakes, but reduced or stopped
donation in later earthquakes. Through the content analysis of con-
sumer comments, we found significant change of their attitude to-
wards those firms who reduced or stopped donations. Based on that
preliminary finding, we conduct two empirical studies. Study one
investigated the impacts of quit manner on consumer attitude change
towards the firm that quit social responsibility. Inspired by the liter-
ature, we classify the quit manner into passive quit and active quit.
The results reveal that although consumers reduce their attitude
towards those firms who quit social responsibility in general, they
exhibit more favorable attitude towards those firms who quit pas-
sively than to those who quit actively. Therefore, the results of study
one confirm the importance of quit manner. Study two goes further
to examine one dominant of consumer perceptions of quit manner,
namely time duration of the firm taking on social responsibility. The
results indicate that the longer of time duration the firm took on so-
cial responsibility before quitting, the higher likelihood consumers
conceive the firm quit passively. The underlying reason is that long
time duration leads consumers to make altruistic motive attribution
for firms to undertake social responsibility, which in turn induces
passive quit perceptions. This research has significant implications
for firms to conduct and terminate social responsibility.
Key Words Corporate Social Responsibility; Quit Manner; Time
Duration; Motive Attribution
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