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RESEEN REEE opd -yt ]
(Evaluation) (Trust) (Buy)

BHIA (N=24) 409 341 464

(Control)
HETHSTREEMNS

(N=49) (Fit) 480 426 >42
{82 (Fit-control ) 0.7020%* (0.017) 0.8495%** (0.003)  0.7741**(0.013)
HETAS IR
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3182 (Unfit-control ) 04327(0.138) 04536 (0.112) 0.6704%* (0,031)

FE 2.970%* (0.050) 4.693** (0.011) 3.420** (0.036)
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LIERINE 8 FiR.
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related EXREHS R
Marketing 1 (N=25) (Unfit) 430 436 >30
¥EE (Unfit- 0.6541*
control) 0.4087 (0.205) 01829 (0.538) (0.074)
EgTAEERER
T (N=24) (Fit) 472 424 546
{82 (Fit-control ) 0.6220*%(0.073)  0.8229%* {0.016) 0814rer
1EBIT A (0.026)
Donate BT S RICE
PHE (N=25) (Unfit)  *> 15 >33
#){EZ (Unfit- 0.6875%
control) 04576 (0.190) 0.7356** (0.032) 10.062)
4. INGE

JE T HIERULEE, S EBT NS KL E
XTiXFP CSR AT A SHE B HERBEMNZ AL RAEET —E
RIVETVEA . SCI LR X AR N R 3, 8
MBS R ILE RN CSRITH, 2 CSRITHE™
ShICECPE S B B, CSR A7 0% 1 %% & Gk U8R A
WNTRBTAPHERES A, NERHEATREEWRA
TR, Xt T BmiT A, WEEESERRNHEE.

H. 55T

1. #Ie TRk

AL LM, CSRITHAN HHESBEMEAIE
HWEBENEWIER, S RHERIT MBS NN
FETE A B MR B 5 A b 20 28 SEBRAT A & R T AN 89 R
WEAHANREE, BETHS ML MEXT T4k i
Z2REHTHSSEIFNZRMLRZEE B ENHETE
A, matFRETASRBENNIASEAAHE, &
XHE S RIHT R AT, KA CSR AT X4 7= AH
FKATH . DA EEAT RSN TBRAT A=, AW
BHASBITARTESFIEXNSEIT MR ER,
K CSR 47 5= WRUTE X CSR 47 0 5 & M TE#r &9
WAEH. X—EZHEXNHAPWRWEIEH, FEAEHR
LT A .

(1) FREGR NS IS RTITARFRMLT H
WX, EETRBEFEISHNE, I CSRIELSM

A A Ml ) — 15 B X T Aol 9 A R R T L B B 4R
H, RNEFEAE CSRATHXT e S EM R FE A
BEZER, Peloza % " XTHAPEE CSR M THR AT
BWZ)G, BIXTF CSR WP CSR T MR .
DNEMPERFAA=FRE, PEE, HEHAKEBHRTR
MRHAF M EWMERNHET. EHRIFNEL
FXF CSR XM MATHA S =F B AEB 1T,
RAX=FBIT AT TPV RERERAERHEEES
Mo BIAN, £l 38 4w & BT A PR R X R R S AR e AT S et
HREREIFHNRAEREIAR, HRES VR
BATH, WA AR BT AR IR R A —
EEA, HERARE., XFENTIIESS R A4k #Y CSR
1T AR R T HIK I, MBI AZEDIF CSR B
X CSRATAARX 437G 8 B #HE25, T2 E 0 E IS aE
WA FHMBEA NPT LI, HRE NS LR
ERENEREEEH T A GHIEEKE, FivH
BFaelrEE, HHREINIXEN CSRITHEINER
WA, Wi, H#RETA SRR, FEHE A
Ak B AR B VR RIBIR ™. R A e BT
H—EA R BT A &N IEEAKE, A L
W S S, B E B 3l 895 P 4 i 4
T, RN TR ETAW S EAEEE, ERE
INHEEMEFRHCIEEBEEASL. XTI
NREE, MBERIZMN AN AXFIT A EERL TH
MRS, WFFIEA LA B A EEAT, Hi R EN
ARVE M IR BE R T

(2) &F CSRITHES=R/ICEEWHREE I
EHHEIE, 1981 FXEEHEAFESEENBHEESP
FASAKBUVHEAWEHTX, AEHARWNERS
AdBmE AN, HF 1983 £ 170 FETBEA
maR, WEERAIFTHENAFEHEBRIF TR
. BB R CSR TN G LEHEXT CSRIT RS
BEIEN X FEEAERENANSER. ML EETHN
X FWEHRESHEIEMEE B EWRFAER, HEXFE
AereZaHmNENEm, XiEalE T CSR L
BB, A CaFEm AT, & EE A
& 5 rE B DL B M X F Aok CSR 4728 5 & MITE M B2 &
BAHSENRENER, 4 AEHREHPIEBY RN
ZE B A R EWILEL M, X PR BE R 45 B H
TR, YENEHNBEEXNR 5™ RILESE
BEad, HxHSEEMREE B EEM. AW, ke
B8 AT S W R A2 2138 W6 X 4 5 7 o DU T P Y R Y 4
F, R EEESTERASRAEMHCHE, HE
2 HR N M 7R AR R B SR R TE M. T TR A T B R

26

B EEFR 204F17% FOWE 19-29 M



BETTLARRRR X — R BE, Ml HEAT RSB, WP H
Aol T R R, R R 3 A
4, TR, RSN L P R AR VR
B4 $47 B E AR, IR EES RN ERR
AR EET, 2 A R I AT S 3R 58 4t T AR
B, R T HRERAR, D0 20 A I X 4
SR L GRS, T 0 3 DR AT S T A AR

2. R

(1) FRERRE—REEREATHEESN

Gl BB AT 2 FEAE 19 B B A0 R W Y 2
Lol R L B TR AT S SE, E Al B R AT IR
— BN R B RNT., KRN, 1AL B R
CSRATHMA, 7= i RAEAE s 8 500 20 B AR B 1Y
IRAT, 24l S 3 B8 2 4R (L R RO BL AP MR B, BB R
S Al B B 4 VAR, R B AT DL R B 1
WS R AR LA R BB . AT I, Al PR R
BREENHFNTHEE LM, RS ILEIT CSR
HIEE—B IR, M4l iR 7E W 250 B P 5 IR
B ST B, A M L R BRI, R S B LR ST
MR RO B S, R R R B R 4l RS
BF, R, (L H7= 545 4 e i fo F iR B X m,
BT LIRS A, 3 JLAE SR E R AR R R B
BB HESE T X — sk, B, XTFakdl, X
BERUEFRREROE LSRR WEMTE ST
EHE MR ERE,

(2) Aoy 26347 4 570 25 SC BRI e 5

18 25 40 Al 391 2 st A £ 20 25 0 K 34T 0 DI B
HHEBITH, ATRENRZHOEREE, S AE
XU CSRAFH—F HR AT IREEH FENSR, B—
5 T A TR R A RO EIR . ol 38 3 i B CSR 47
S B B 45 50 9 [ Rk 2 04025 Fi AR, XREEE BN L3R T
BEHEN, —~ERRBETFZ 0. A THPIRER LA
AP EHE CSR AT MR ML T o BRI B, Ml 238
1M LR 28 SEBRYE B, BT BB AL AT B & ) 4R T L BRI
fr, 5 BITE SRS AE T AR E R, K 4 Ml e
2 CSR SEMGET, 5% 5 R B 45 26 3 AT SR 4 4 e X
FEMTARFHA S IR A HIME R . Al 920 2% SEBRYE Bt B
BB AR ST, EERAER. A2, WA
HOBF ST R BLTT LA, 58T CSR A7 9T v 4 ok 10 4
Hifir, BT AOSRARYER= A =R, 4 IR A
XFAE, BTN, ABTRITH. T F HAE AT
DA X =R 2R AT A

(3) Rl BEBITH T RAERE

AXHR R, BEITHNTLLEEEENREHG

WA, EHEFELEEMZAGTEEREFEM. AEIHIR
ZEAT LA, A M E R AT VR LA B4l B 3 3R
FHEn AT, ERAVAERHBAKRT, W EE XM
BE AT, BREEFMVREAE, meREssln
SR, X S TCEE R B IR BT S TR
F R o (HR TR R AR R P2 75158 18 TR B0 48 W Xt
ROLZIEFE S DL SARUCAC AT, XA BB A& 5 X G R
U RRIHER s RZ, MRFNEHNEHET RS0
FEEAMICHED, W R T K&, XX T4k
9 CSR AT AWk Gl e R A MR X,

3. RFHFFETT I

(1) @A Tkt FEERKNREE, 423X
W T CSR AT X B— SRR R, RO 5T T LU
B0 A [ it R SE AL £ 4 b JB AT 412 BEAE X L Al Rt i) 3 1
EZR. BEEMENSYETESTRAVESTE, i
ExX—HEPR, AUSIIATRE DGR,

(2) THPELBINT RN, HREFE
FERVEMLF, ANFE T3 E 3T B BB,
XPE BB AT, WA A2 AR AR B EA
2 Fof A5 Bh A Y SEINA RO T R kA S FUETR B,
B8 F BE AT X B Y E FI R RN

Bk

(1) 20,857 . M T R BEIR 0. o E B IPE,
2005,(5): 41-43.

(2] %FE . AEML O E %R E SET
ZARRRISER . S, 2012,(12): 60-66.

(3] #aed, Wikl . M5B EIUCH & R E SR m .
MRAFETE | 2010,(1): 18-22.

[4] Mckinsey. How Companies Manage Sustainability: Mc-kinsey
Global Survey Results. 2010.

[5] Arora, N.,Henderson, T.. Embedded Premium Promotion:
Why It Works and How to Make It More Effective. Marketing
Science, 2007, 26(4): 514-531.

[6] Baghi, I, Rubaltelli, E.,Tedeschi, M.. A Strategy to Communicate
Corporate Social Responsibility: Cause Related Marketing and Its

EHTH

Dark Side. Corporate Social Responsibility and Environmental
Management, 2009, 16(1): 15-26.

[7] Paek, H.,Nelson, MR.. To Buy or Not to Buy: Determinants
of Socially Responsible Consumer Behavior and Consumer
Reactions to Cause-related and Boycotting ads. Journal of
Current Issues and Research in Advertising, 2009, 31(2): 75-90.

[8] Lee, H.,Park, T.,Moon, HK.,Yang, Y .,Kim, C.. Corporate
Philanthropy, Attitude Towards Corporations, and Purchase

Intentions: A South Korea Study. Journal of Business Research,

Nankai Business Review 2014, Vol. 17, No. 6, pp 1929

27



2009, 62(10): 939-946.

[9] Russell, DW. Russell, CA.. Here or There? Consumer Reactions
to Corporate Social Responsibility Initiatives: Egocentric
Tendencies and Their Moderators. Marketing Letters, 2010,
21(1): 65-81.

{10} Singh, S., Kristensen, L.,Villasenor, E.. Overcoming Skepticism
Towards Cause Related Claims: The Case of Norway. International
Marketing Review, 2009, 26(3): 312-326.

[11] Sen, S., Bhattacharya, CB.,Korschun, D.. The Role of
Corporate Social Responsibility in Strengthening Multiple
Stakeholder Relationships: A Field Experiment. Journal of the
Academy of Marketing Science, 2006, 34(2): 158-166.

[12] Peloza, J.,Shang, J.. How Can Corporate Social Responsibility
Activities Create Value for Stakeholders? A Systematic Review.
Journal of the Academy of Marketing Science, 2011, 39(1): 117-135,

[13] Sheldon, O.. The Social Responsibility of Management. London:
Sir Isaac Pitman and Sons, 1924.

[14] Bowen, HR.. Social Responsibilities of the Businessman. 2013:
University of lowa Press.

[15] Davis, K.. Can Business Afford to Ignore Social Responsibilities?
California Management Review, 1960, 2(3):70-76.

[16] Carroll, AB.. Corporate Social Responsibility Evolution of a
Dgﬁnitional Construct. Business and Society, 1999, 38(3): 268-295.

[17] Snider, J., Hill, RP.,Martin, D.. Corporate Social Responsibility
in the 21st Century: A View From the World’s Most Successful
Firms. Journal of Business Ethics, 2003, 48(2): 175-187.

[18] Albinger, HS.,Freeman, SJ.. Corporate Social Performance
and Attractiveness as an Employer to Different Job Seeking
Populations. Journal of Business Ethics, 2000, 28(3): 243-253.

[19] Sen, S.,Bhattacharya, CB.. Does Doing Good Always Lead
to Doing Better? Consumer Reactions to Corporate Social
Responsibility. Journal of Marketing Research, 2001, 38(2):
225-243.

[20] Matten, D., Crane, A.,Chapple, W.. Behind the Mask: Revealing
the True Face of Corporate Citizenship. Journal of Business
Ethics, 2003, 45(1-2): 109-120.

[21] Waddock, S.. Parallel Universes: Companies, Academics, and
the Progress of Corporate Citizenship. Business and Society
Review, 2004, 109(1): 5-42.

[22] Aaker, DA.. Managing Brand Equity. 2009: Simon and
Schuster.

[23] Dahlen, M.,Lange, F.. A Disaster is Contagious: How a Brand in
Crisis Affects Other Brands. Journal of Advertising Research,
2006, 46(4): 388-397.

[24] Osgood, CE.The Measurement of Meaning. 1957: University
of Illinois Press.

[25] Schiffman, L., O’Cass, A., Paladino, A.,Carlson, J.. Consumer

Behavior. 2013: Pearson Higher Education AU.

[26] Garcia, 1., Gibaja, JJ.,Mujika, A.. A Study on the Effect of
Cause-related Marketing on the Attitude Towards the Brand:
The Case of Pepsi in Spain. Journal of Nonprofit and Public
Sector Marketing, 2003, 11(1): 111-135.

[27] Du, S., Bhattacharya, CB.,Sen, S.. Reaping Relational Rewards
From Corporate Social Responsibility: The Role of Competitive
Positioning. International Journal of Research in Marketing,
2007, 24(3): 224-241.

[28] Callarisa Fiol, LJ., Bigne Alcaniz, E., Moliner Tena, MA. Garcia,
JS.. Customer Loyalty in Clusters: Perceived Value and Satisfaction
as Antecedents. Journal of Business-to-Business Marketing, 2009,
16(3): 276-316.

[29] Torelli, CJ,, Monga, AB. ,Kaikati, AM.. Doing Poorly by Doing
Good: Corporate Social Responsibility and Brand Concepts.
Journal of Consumer Research, 2012, 38(5): 948-963.

[30] Barnett, ML.. Stakeholder Influence Capacity and the Variability
of Financial Returns to Corporate Social Responsibility.
Academy of Management Review, 2007, 32(3): 794-816.

[31] Inoue, Y.,Lee, S.. Effects of Different Dimensions of Corporate
Social Responsibility on Corporate Financial Performance in
Tourism-related Industries. Tourism Management, 2011, 32(4):
790-804.

[32] 2R . VR THUE , FEPLR R 5 S IEREHIE . mLsr
3%, 2013,(12): 102-108.

[33] Pivato, S., Misani, N.,Tencati, A.. The Impact of Corporate
Social Responsibility on Consumer Trust: The Case of Organic
Food. Business Ethics: A European Review, 2008, 17(1): 3-12.

[34] R , REOE . A THEXE R E ML EIBAZW . 5
APARFST , 2012,(12): 33-39.

[35] Mohr, LA., Webb, DJ.,Harris, KE.. Do Consumers Expect Companies
to Be Socially Responsible? The Impact of Corporate Social
Responsibility on Buying Behavior. Journal of Consumer Affairs,
2001, 35(1): 45-72.

Bl RN, BB, HXE . LUt EFRETHEHERER
M—— HBREPAFER O RAES R . hE 25,
2008,(3):62-69.

[37] Trimble, CS.,Rifon, NJ.. Consumer Perceptions of Compatibility
in Cause-related Marketing Messages. International Journal of
Nonprofit and Voluntary Sector Marketing, 2006, 11(1): 29-47.

[38) LI, BRHHE, P . ARHE SR SREE RN - &
ARSI EAAIA SIS , 2009, (1): 84-89.

TR
O 2013411 A 12 H, PERF=EETN\EFREALE R 2K
SUGET (PP RET 2HFIRES TERAERIE ).

28

B IEITR 20145178, BOWHE 19-29 W



FEXE

EEBN B, BRILRFEFERFRIALE, #, LAER
EMHRFTREREHRRE LS, ARFQARREH, THMRE;
5k, BRILRFEFERFRMM,. B, HATEHLREH
ERpAARYE HAL, 2AFEFLARKRFHLSALLHA AR,
HE, HRFOARFELEE

The Impact of Corporate Social Responsibility Activities
on Brand Evaluation

Tian Min"?, Li Chungqing', Keng Siav’
1.School 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.
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