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EFFECTS OF SKEPTICISM ABOUT CORPORATE SOCIAL
RESPONSIBILITY ADVERTISING ON CONSUMER ATTITUDE
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Ming Chi University of Technology
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Chung Yuan Christian University

We adopted a 2 x 2 mixed experimental design to control for form of corporate social
responsibility (CSR), advertising message claims (single message vs. multiple message), and
levels of advertising skepticism (high vs. low), to elucidate how these influence advertising
preferences and advertising credibility. On the basis of data collected from 320 participants
(152 men and 168 women), 4 significant findings were obtained: (a) The form of message
claims in CSR advertisements affects advertising preference and advertising credibility, (b)
levels of advertising skepticism affect advertising preference and advertising credibility,
(c) consumers with high advertising skepticism exhibit advertising skepticism toward CSR
advertisements with single-message claims, (d) consumers with low advertising skepticism
exhibit preference for CSR advertisements with multiple-message claims. Our findings
suggest that enterprises should plan advertisement content carefully when promoting their
CSR activities because exaggerated or understated content triggers doubt in consumers’
minds.

Keywords: message claims, advertising skepticism, advertising preferences, advertising
credibility, corporate social responsibility, consumer attitude.

Along with increasing consumer awareness and the emergence of nonprofit
organizations like public interest and environmental protection groups, enterprises
are expected not only to sell goods or render services, but also to fulfill social and
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environmental responsibilities (Du, Bhattacharya, & Sen, 2010). This expectation
has shifted enterprises’ advertising endeavors from conventional commercial
advertising to putting effort into fulfilling social and environmental responsi-
bilities, which is known as corporate social responsibility (CSR) advertising
(Rossiter & Bellman, 2005). CSR advertising aids enterprises in promoting their
sustainable development endeavors, and in defining brand value by creating
product and service identification (McEnally & de Chernatony, 1999). Further,
CSR advertising is an important factor in triggering the purchase behaviors of
consumers (Erdem & Swait, 1998). Thus, this is the first area we focused on in
the present study.

According to the PricewaterhouseCoopers global survey of chief executive
officers (2016) 64% of them believe that CSR is core to their business, and are
increasing investment in CSR activities. Because enterprises in Asian countries
actively arrange events focused on CSR activities, related advertisements are
extremely common in Asia (Cheung, Tan, Ahn, & Zhang, 2010). Marin and
Ruiz (2007) asserted that because today’s consumption market is intensely
competitive, gaining a competitive advantage using conventional marketing
methods is extremely difficult; therefore, enterprises should endeavor to create a
brand with powerful symbolic value. As such, numerous mathematicians believe
that promoting and implementing CSR activities is an effective propaganda
strategy for establishing brand distinction and creating product value (Du,
Bhattacharya, & Sen, 2007). Therefore, this is the second area we focused on in
the present study.

Pieters and Wedel (2004) asserted that because consumers often question the
authenticity of advertisements, they are typically defensive when accepting
advertising claims. Speed and Thompson (2000) indicated that a number of
enterprises engage in social or environmental protection activities primarily out
of egoistic motivation; thus, consumers generally exhibit a disbelieving attitude
when receiving advertising messages (Foreh & Grier, 2003). Alcaiiiz, Céaceres,
and Pérez (2010) maintained that the majority of readers and listeners dislike
enterprises manipulating their personal consumption activities and oppose
enterprises associating their marketing activities with social issues of interest to
consumers. The preceding arguments suggest that consumers tend to evaluate
the authenticity of messages portrayed in CSR advertisements carefully and to
hold a skeptical attitude toward the advertising content they receive (Skarmeas &
Leonidou, 2013). Thus, this is the third area we focused on in the present study.

The goal of advertisements is to persuade consumers to make purchases.
For example, Pomering, Johnson, and Noble (2013) identified two variables
associated with message claims that can effectively improve the persuasiveness
of advertisements: a) the extent to which social-topic information might put
into context a firm’s CSR advertising claims; and b) the extent to which CSR
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commitment information might substantiate the firm’s CSR advertising claims.
Furthermore, the communication effectiveness of advertisement messages is
affected by consumer awareness and attitude (Lutz, McKenzie, & Belch, 1983).
Mehta (2000) asserted that consumers’ preference for an advertisement is the
optimal indicator for measuring its communication effectiveness. Obermiller and
Spangenberg (2000) claimed that most of the content disclosed in advertisements
has questionable elements and raises a certain level of doubt in consumers’
minds. To avoid being persuaded by advertisements, consumers generally
adopt a skeptical attitude when interpreting information disseminated by the
advertisements. As such, advertising skepticism is a critical tool consumers use
to avoid being persuaded by advertisement messages (Obermiller, Spangenberg,
& MacLachlan, 2005). Therefore, this is the fourth area we focused on in the
present study. On the basis of the preceding discussion, we developed the
following three research objectives:
a. To elucidate whether or not the differences in message claims characterized
in corporate social responsibility advertisements affect consumer attitudes.
b. To elucidate whether or not different levels of corporate social responsibility
advertisement skepticism affect consumer attitudes.
c. To elucidate differences in the patterns of message claims and levels of
advertising skepticism toward corporate social responsibility advertisements
and their integrative influence on consumer attitudes.

Theoretical Background and Hypotheses Development

Corporate Social Responsibility Advertising and Image

The World Business Council for Sustainable Development defines CSR as “the
commitment of business to contribute to sustainable economic development,
working with employees, their families, the local community and society at
large to improve their quality of life” (Pomering et al., 2013, p. 250). Rossiter
and Bellman (2005) asserted that modern CSR advertising is a derivative of
corporate image advertising, which was a popular form of advertising among
enterprises in the past. Modern CSR advertising content is broader and more
practical than corporate image advertising, and advertisers are more inclined
toward expounding on the efforts of enterprises in the public domain that do
not involve sales or profit. Pomering and Dolnicar (2009) indicated that in the
past enterprises frequently used to propagate CSR by publishing their annual
statements online; however, this approach is regarded as a softer promotional
vehicle with limited conveyance efficiency (Bortree, Ahern, Smith, & Dou,
2013). Therefore, there has been an exponential increase in the forms of CSR
advertisements in recent years, a trend that is associated with enhancing the
message effectiveness of advertisements.
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In addition, Becker-Olsen, Cudmore, and Hill (2006) found that public
distrust increased concurrently with the number of CSR advertising activities
organized by multinational enterprises. Lange and Washburn (2012) contended
that the root cause of this inverted message effect is associated with enterprises’
motivations in investing in CSR activities. The majority of readers and listeners
exhibit a preconceived skepticism that leads them to believe that organizations
engage in CSR activities for personal interest. Morsing (2006) further elaborated
that the value consumers attach to CSR issues is related to the concern that
society shows toward public issues. Awad (2011) examined consumers’ concern
over environmental protection issues and indicated that an increasing global
awareness of environmental protection has resulted in a change in the public’s
consumption habits and behavioral models, which are topics that are also covered
in CSR studies.

CSR studies can be categorized into two groups: CSR communication and
CSR advertising. The first of these is focused on the different approaches
enterprises employ to propagate the outcomes in fulfilling their economic,
social, and environmental responsibilities (Ihlen, Bartlett, & May, 2011). The
second is focused on the text, symbols, and image designs used in the media
and advertisements that enterprises employ to implicitly or explicitly propagate
the fruition of their efforts to fulfill their social, environmental, and community
responsibilities to gain consumer acknowledgement (Perks, Farache, Shukla,
& Berry, 2013). Elving (2013) stated that CSR delivery patterns are associated
with source credibility and that patterns of CSR advertisements are related to
skepticism toward advertising. Moreover, Wang and Nelson (2006) characterized
message claims into single-message and multiple-message types. Each of
these two forms of advertising stimulates different attitudes and tendencies in
consumers (Karunamoorthy & Mutharasu, 2012). On the basis of the preceding
discussion, we proposed the following hypotheses:

Hypothesis 1a: The type of corporate social responsibility message claim will
affect consumers’ corporate social responsibility advertising preferences, in
that a multiple-message claim will have a more positive effect on advertising
preferences than will a single-message claim.

Hypothesis 1b: The type of corporate social responsibility message claim will
affect consumers’ corporate social responsibility advertising credibility, in that
a single-message claim will have a more positive effect than will a multiple-
message claim on perception of advertising credibility.

Effect of Advertising Skepticism

Advertising skepticism is defined as “the tendency to disbelieve the
informational claims of advertising” (Obermiller & Spangenberg, 1998, p. 160).
Numerous scholars have stated that understanding the effects of advertising
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skepticism facilitates the formulation of advertising operational strategies in
consumer markets (see, e.g., Obermiller & Spangenberg, 2000). Cases of false
advertising and deception have been common. Cleland, Gross, Koss, Daynard,
and Muoio (2002) examined online, radio, television, newspaper, magazine,
and mail advertisements, and found that at least one advertisement in 40% of
the samples contained a false claim and 55% contained an unverified claim.
These results explain why consumers often maintain a defensive attitude when
receiving advertisement messages (Pieters & Wedel, 2004).

Researchers have shown that consumers with a high, vs. low, degree of
skepticism have less preference for, are less reliant on, and are less attentive
to, advertisements (see, e.g., Obermiller et al., 2005). Rhodes and Wood (1992)
found that advertising skepticism is correlated with self-esteem, whereby
consumers who exhibit higher self-esteem than others do are less submissive
toward, and more doubtful about, advertisements (Prendergast, Liu, & Poon,
2009). This group of consumers has also been found to be less likely than others
are to be persuaded by advertisements (Rhodes & Wood, 1992). Prendergast
et al. (2009) further elaborated that self-esteem is positively correlated with
advertising skepticism, whereby consumers with high self-esteem have strongly
held personal beliefs and values. This group of consumers is less submissive
toward advertisements than other consumers are, so that they tend to seek flaws
in, and refute, claims made in advertisements (Boush, Friestad, & Rose, 1994).

Friestad and Wright (1994) indicated that advertising skepticism is a
psychological tool employed by consumers to prevent or resist persuasion.
Obermiller and Spangenberg (2000) elaborated on how advertising skepticism is
a characteristic that is extremely common among consumers, and that skepticism
controls the consumer’s response to advertisement messages. To some extent,
consumers begin to doubt CSR claims when enterprises are dishonest in their
advertisements, and become skeptical about advertisement claims when they
feel that enterprises arrange CSR activities for self-interest (Elving, 2013).
MacKenzie and Lutz (1989) also maintained that the significance of advertising
skepticism is consistent with advertisement credibility, which implicitly affects
message credibility. On the basis of the preceding discussion, we proposed the
following hypotheses:

Hypothesis 2a: Consumers’ level of advertising skepticism will affect their
corporate social responsibility advertising preferences in that when consumers
have a low level of skepticism this will have a more positive effect on their
preference.

Hypothesis 2b: Consumers’ level of advertising skepticism will affect their
perception of corporate social responsibility advertising credibility, in that when
consumers have a high level of skepticism this will have a more negative effect
on their perception of credibility of the advertising.
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Advertising Skepticism in Corporate Social Responsibility Communication

Consumers evaluate the trustworthiness of all advertisements, regardless of
the type of advertising adopted by the enterprise to persuade their consumers
(Obermiller et al., 2005). Scholars have reported that consumers are more likely
to generate positive responses toward advertisements concerning CSR issues than
they are toward advertisements on non-CSR issues, and these positive responses
consequently influence their purchase intention (see e.g., Sen & Bhattacharya,
2001). MacKenzie and Lutz (1989) further maintained that the significance of
advertising skepticism is consistent with perception of advertisement credibility.

Alcaiiz et al. (2010) asserted that CSR propaganda facilitates establishing a
positive corporate reputation and deactivates tension between enterprises and
consumers. In other words, consumers judge and evaluate the credibility of
claims based on the credibility of the enterprise, and subsequently deliberate
on whether or not to deactivate their doubts toward the claims (Lafferty &
Goldsmith, 2004). Goldsmith, Lafferty, and Newell (2000) elaborated on this by
stating that enterprise credibility is a key factor that increases customer awareness
of advertisement messages. This factor involves managing an enterprise’s
reputation (Brown & Dacin, 1997), which affects not only firm credibility but
also the consumers’ attitude toward the advertisement and their brand awareness
(Lafferty & Goldsmith, 2004).

Ellen, Webb, and Mohr (2006) indicated that when consumers evaluate CSR
advertising, they are primarily concerned with whether or not the enterprise’s
CSR efforts are truly for the good of society or the environment, rather than
with the quantity of social-welfare or environmental activities the enterprise has
arranged. That is, consumers are more concerned with the motivations of the
enterprise, which causes skepticism and affects consumers’ subsequent message
attitude. This is a consumer behavioral effect that it is essential for modern
enterprises to take into account (Becker-Olsen et al., 2006) because the degree of
skepticism held by consumers varies, and each individual maintains a different
degree of message skepticism (Obermiller et al., 2005). Consumers with a high
degree of skepticism are more doubtful about advertisement claims and more
likely to reject these messages, whereas the opposite is true of those with a low
degree of skepticism (Hardesty, Carlson, & Bearden, 2002). On the basis of the
preceding discussion, we formed the following hypotheses:

Hypothesis 3a: Consumers with a high level of skepticism will prefer corporate
social responsibility advertisements with a single-message claim over those with
a multiple-message claim.
Hypothesis 3b: Consumers with a high level of skepticism will trust corporate
social responsibility advertisements with a single-message claim over those with
a multiple-message claim.
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Hypothesis 4a: Consumers with a high level of skepticism will prefer corporate
social responsibility advertisements with a multiple-message claim over those
with a single-message claim.
Hypothesis 4b: Consumers with a high level of skepticism will trust corporate
social responsibility advertisements with a multiple-message claim over those
with a single-message claim.

Method

Study Design and Stimuli

We adopted a 2 x 2 mixed experimental design to control the form of message
claim (single-message vs. multiple-message) and level of advertising skepticism
(high vs. low) in relation to CSR advertising. To develop the experiment stimuli,
we first collected CSR-related advertisement videorecordings. The message
claims of the recordings were then defined based on the operational definitions.
Three experts were invited to select four CSR advertisements (see Appendix
for details) as the experiment stimuli (Condition A/single-message claim:
Coca-Cola; Condition B/single-message claim: Samsung; Condition C/multiple-
message claim: Starbucks; Condition D/multiple-message claim: Nike).

Pretest Survey

We used a 7-point Likert response scale to assess advertising skepticism
(AS), with 1 representing strongly disagree and 7 representing strongly agree.
A 6-point semantic differential scale was used to assess advertising preferences
(AP), comprising five pairs of opposing adjectives: good/bad, like/dislike,
pleasant/unpleasant, favorable/unfavorable, and interesting/boring (Yang &
Hsu, 2015). Finally, we used a 6-point semantic differential scale to assess
advertising credibility (AC), comprising nine pairs of antonymous adjectives:
reliable/unreliable, informative/uninformative, intelligent/unintelligent, valuable/
worthless, expert/inexpert, honest/dishonest, friendly/unfriendly, pleasant/
unpleasant, and nice/awful (Yang, 2015).

We pretested the scale with a sample of 40 university students. A Cronbach’s
o test revealed that the pretest internal consistency reliability values for AS, AP,
and AC were as follows: .872, .893, and .863, respectively.

Participants

A purposive sampling method was adopted to recruit undergraduate and
graduate students studying at Ming Chi University of Technology, Chung Yuan
Christian University, Wenzao Ursuline University of Languages, and National
Penghu University of Science and Technology, all of which are located in
Taiwan, to participate in this study. The four CSR advertisements were presented
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as four experimental conditions (A to D). Each scenario was tested twice, with
40 recipients allocated to each round, and 320 valid survey forms were returned
from 152 male and 168 female participants. The recipients were between the ages
of 20 and 27 years (M = 24.8, SD = 5.18), 77 were students in applied language
departments (24.1%), 83 were in business administration departments (25.9%),
82 were in industrial design departments (25.6%), and 78 were in visual design
departments (24.4%).

Advertising Skepticism Samples

After summing AS scores, the postclustering method proposed by Meyers-Levy
and Malaviya (1999) was adopted to categorize the samples into high- and
low-AS groups, using a median of 34.2 as the reference value (Obermiller &
Spangenberg, 2000). Data analysis results showed that the high- and low-AS
groups comprised 166 (51.8%) and 154 (48.2%) participants, respectively.

Data Analysis

First, an independent samples ¢ test was performed to compare the effects
of the two independent variables on the dependent variables, and we tested
whether or not Hypotheses 1a, 1b, 2a, and 2b were supported. Next, a two-way
analysis of variance (ANOVA) was conducted to evaluate the effect of the
independent variables on the dependent variables to determine whether or not
interaction effects existed; if there were interaction effects, a simple main effects
significance test would be conducted to analyze the effect of the internal factors
associated with the two independent variables on the dependent variables, as well
as to test whether or not Hypotheses 3a, 3b, 4a, and 4b were supported.

Results

The results of independent samples ¢ tests showed that AP was significantly
influenced by both the form of the message claim in the CSR advertising (M,,,,ipie
message = 3:82, SD = 1.08, M s1e message = 3-603, SD = 1.23; ¢ =-2.01, p < .05, d =
0.16) and by AS (M4, gepticism = 3-84, SD = 1.26, Mg, geepicism = 3.60, SD = 1.18;
t =-2.55, p < .05, d = 0.20). Further, AC was significantly influenced by both
the form of message claim in the CSR advertising (M,gie message = 3-64, SD =
1.05, M, yiipie message = 3-46, SD = 1.29; t = 1.99, p < .05, d = 0.15) and by AS
(Mo skepticism = 3-70, SD = 1.16; Myiop, septicim = 3-41, SD = 1.01; r = -3.20, p < .01,
d = 0.27). The results of a two-way ANOVA showed that there were significant
interactive effects (A x B) between the two independent variables and the two
dependent variables (AP: F' = 20.29, p < .001; AC: F = 20.29, p < .001). These
results confirmed that the interactive influence between recipients’ AP and AC
was affected by the two independent variables of message claim type and level
of skepticism.
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The results of a simple main effects significance test confirmed that the form
of the message claim in the CSR advertising significantly influenced the AP of
recipients in both the high-AS group, F(1, 152) = 4.80, p < .05, n2 = .11, and
the low-AS group, F(1, 164) = 23.46, p < .001, n2 = .19. Further, the AP of
recipients in the high-AS group who were stimulated by a single-message claim
was stronger than that of participants in this group who were stimulated by a
multiple-message claim (M,ge message = 3-72 > Mutiiple message = 3-48), and the AP
of the recipients in the low-AS group who were stimulated by a multiple-message
claim was stronger than that of participants in this group who were stimulated by
a single-message claim (M, yipie message = 413 > Mgingie message = 3-56). In addition,
the form of message claim in the CSR advertising significantly influenced the
AC perception of recipients in the high-AS group, F(1, 152) = 21.93, p < .001,
n? = .17. The results also indicated that the AC perception of the recipients in
the high-AS group who were stimulated by a single-message claim was superior
to that of participants in this group who were stimulated by a multiple-message
claim (Mgge message = 3-69 > M ipte message = 3-14). Finally, the form of CSR
advertising message claim was not a significant influence on the AC perception
of the recipients in the low-AS group, F(1, 164) = 1.93, p > .05, n2 =.02.

Discussion

Effects of Message Claim in Corporate Social Responsibility Advertising

In this study, we investigated whether or not the form of message claim in
CSR advertising affects consumers’ CSR-related AP and AC. Results indicated
that in the CSR advertising context, the form of message claim used influenced
recipients’ AP and perception of AC; thus, Hypotheses 1a and 1b were supported.
An analysis of the experiment results showed that the recipients’ showed a
stronger preference when stimulated by a multiple-message claim, compared to
a single-message claim. However, recipients’ perception of message credibility
was superior when stimulated by a single-message claim, compared to a mul-
tiple-message claim. Therefore, the two variables had inverted outcomes in our
experiment.

Our results also confirmed that the form of message claim in the CSR
advertising affected perception of AC, whereby consumers exhibited a perception
of greater AC toward single-message, compared to multiple-message, claims.
We contend that consumers’ perception of the credibility of CSR advertising is
correlated with the underlying motivation of the advertising. The single-message
CSR advertisements we used in this study were descriptions of CSR activities
previously undertaken by the enterprises and were presented in the form of a story,
in which the people, events, time, place, and objects associated with the activities
were clearly portrayed. The use of this approach enabled consumers to focus on
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a single event, thereby lowering their guard against the advertising message and
enhancing the belief that the enterprises had truly helped underprivileged groups.
We labeled the advertising effect of such single-message advertisements the CSR
soft-communication effect. By contrast, the CSR advertisements with multiple-
message claims were advertisements in which several CSR activities undertaken
by an enterprise were presented collectively, typically through a descriptive,
rather than a story-telling, approach. This latter approach lacks warmth and is
less effective in actuating consumers to focus on a single event; we labeled it
the CSR hard-communication effect. Participants’ perception of the credibility of
this latter type of advertisement was less favorable than was the perception of the
participants of CSR advertisements with a single-message claim.

Effects of Advertising Skepticism in Corporate Social Responsibility
Advertising

We also investigated whether or not the level of AS influenced consumers’
CSR-related AP and AC. Results indicated that in a CSR advertising context, the
level of AS influenced recipients’ AP and AC; thus, Hypotheses 2a and 2b were
supported. An analysis of the experiment results revealed that the recipients in
the low-AS group exhibited more favorable AP and AC than those in the high-AS
group did.

Posting annual CSR efforts on websites of the enterprises was found to be
a passive and ineffective mode of communication (Bortree et al., 2013), so
that enterprises have gradually adopted active forms of advertising to disclose
their CSR efforts to the public (Pomering & Dolnicar, 2009); however, such
advertising was sometimes counterproductive. The characteristics of AS are
similar to cynicism (Mohr, Eroglu, & Ellen, 1998). Cynical individuals typically
believe that others act out of egoistic motives, and this belief generates dislike of
the other person in the cynic (Obermiller et al., 2005). Calfee and Ringold (1994)
found that 70% of consumers in the US are skeptical about advertisement claims,
even when the advertisements seem to carry valuable messages. In summary,
we suggest that enterprises should refrain from overmanipulating advertisement
content when they engage in CSR advertising because consumers will become
skeptical if they suspect that enterprises have created CSR advertisements for the
personal interest of the firm rather than for social or environmental improvement,
or if the firm appears to engage in CSR activities only with the aim of changing
consumers’ perception of the corporate image of the enterprise.

Interaction Effects Between Message Claim and Advertising Skepticism

In this study, we set the form of message claim and the level of AS as the
independent variables. Our results showed that the independent variables
exerted an interactive influence on AP and AC. Participants in the high-AS
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group preferred advertisements with a single-message claim to those with a
multiple-message claim, whereas participants in the low-AS group preferred
advertisements with a multiple-message claim to those with a single-message
claim. The results of the survey responses on AP indicate that the internal
factors of each of the two independent variables coincidentally exerted an
inverted influence on the dependent variables; thus, Hypotheses 3a and 4a were
supported. In addition, recipients in the high-AS group trusted advertisements
with a single-message claim more than they trusted those with a multiple-
message claim; however, the form of message claim did not influence the AC of
recipients in the low-AS group. Thus, the results indicate that Hypothesis 3b was
supported but Hypothesis 4b was not supported.

We found that the high-AS group had a stronger preference for, and had a
greater belief in the credibility of, CSR advertisements with a single-message
claim than they did for those with a multiple-message claim, which may be
because the participants in the high-AS group exhibited stronger cynicism char-
acteristics. This rationalization-through-disbelief mentality is more evident in the
context of CSR advertisements with a multiple-message claim that collectively
present several CSR activities undertaken by an enterprise and that are used to
create a favorable corporate image. In other words, enterprises attempt to use the
CSR halo effect (Klein & Dawar, 2004) to change consumer attitudes. However,
when these advertisements are viewed by consumers who have a high degree of
skepticism, the cynical characteristics of these consumers leads to the inverting
of the positive halo effect into a negative halo effect, causing the consumers to
respond to the advertising with dislike or distrust. CSR advertisements primarily
adopt a story-telling approach to present a single CSR event, allowing for the
conveyance of a simple, unexaggerated message. When consumers with a high
degree of skepticism view these advertisements, the elaborate storyline reduces
their resistance toward, and rejection of, advertising persuasion, thereby changing
their mentality. Thus, our results can serve as a reference for future advertisers.

Study Limitations and Directions for Future Research

This study has several limitations. First, all participants were students and
although the sample size was relatively large, the sample does not represent
all consumer segments. Therefore, the findings obtained in this study cannot
be generalized to the wider population. In future studies, research participants
should be drawn from various age levels for increased representativeness of
the general population and to provide strong support for the generalizability of
the results. Second, the stimuli used in this study were four video recordings of
advertisements containing CSR messages. These advertisements did not cover
all types of CSR message claims; therefore, the findings of this study cannot be
generalized to all CSR advertisements. We recommend that future researchers
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first allow participants to select their preferred company that performs CSR
activities and then the researchers should classify the participants to determine
the experimental stimuli; subsequently, the experimental procedure we have set
out should be implemented to obtain valid results. In future studies, the framing
of CSR advertisement messages and participants’ level of self-esteem should be
included as variables, and the effects of informational and emotional appeals
on advertising preferences and perception of advertising credibility should be
compared to establish a model of factors for consumer attitude.
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Appendix

Content of corporate social responsibility videos

Coca-Cola’s CSR advertisement. This video is a description of how every day thousands of
South Asian laborers travel far away from their homes to Dubai seeking work so that they can provide
a better life for their families. They are often unable to pay for expensive telephone fees and lose
contact with their families. To fulfill its CSR, Coca-Cola designed a public telephone booth that uses
Coke bottle caps as currency. Using this telephone booth, the laborers are able to connect with their
family members without having to pay a fee and receive a moment of happiness.

Samsung’s CSR advertisement. This video is a description of how many villages in Ethiopia
have not yet received electricity because of the country’s poor economy where there is widespread
poverty. These villagers have never used an electric light. When the sun sets, the homes become dark
and the villagers cannot do anything except wait for the dawn. To fulfil its CSR, Samsung designed
solar lanterns and donated them to the villagers. Using these solar lanterns, the villagers were able
to continue producing traditional handcrafts at night to increase their family income, improve their
quality of life, and provide a better education for their children.

Starbucks’ CSR advertisement. This video is a description of how Starbucks is fulfilling its
CSR by showing concern about the growing environment for Arabica coffee beans and is forming
partnerships with coffee farmers. Through ethical sourcing, Starbucks plans to give back to local
communities by establishing medical facilities in these communities and providing a complete
learning environment for the children. In addition, Starbucks also adopts a discount approach to
encourage customers to use their own reusable cups when purchasing a drink, thereby reducing
environmental pollution. Starbucks stores are also equipped with light emitting diode devices for
lighting, which saves roughly 30% on energy use per year. The company further advocates water
conservation by recycling rainwater, uses coffee grounds as fertilizer, and encourages each staff
member to participate in no less than eight hours of environmental volunteer work per year.

Nike’s CSR advertisement. In this video there is a description of how Nike discovered that
over a quarter of the forests in South Asian countries have been cut down illegally to manufacture
sport shoes. Nike also found that the workers in a number of factories were allowed only one day
of leave per week, with 50% working over 60 hours each week. Some families even allowed their
underage children to work in the factories. To fulfill its CSR, Nike decided to implement a project
to improve production. Through the implementation of its CSR project, the relationships among
customers, suppliers, investors, and competitors gradually changed. These changes effectively
reduced the hours worked by the South Asian employees, alleviated the problem of underage labor,
illiteracy problems, and fulfilled the company’s green environment responsibilities.
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