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Effect of the CSR Fit on the Perceived Product Performance
and the Moderating Effect of the CSR Information Source
and Consumer’s Expertise
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Abstract

Corporate Social Responsibility (CSR) activities are important tool in corporate management strategies.
However, the way that companies conduct CSR activities might bring different effect on consumers. The
purpose of this study is to verify the effect of CSR fit (similarity between the firm's CSR activities and
the firm’s core products or technologies) on the consumers’ evaluation on product performance. In addition
to the main effects of CSR fit on perceived product performance, and we also examined how this effect
changes when CSR information source and consumer expertise are involved as control variables.

Study 1 of this research was conducted with US consumers and study 2 was with Chinese consumers.
Experimental results show that consumers’ perceive product performance is better when the fit between
CSR activities and firm’s core products or technologies is low than the fit is high. When CSR information
sources are neutral sources, consumers perceive product performance to be better when the fit between
the firm's CSR activities and the firm’s core products or technologies is low than the fit is high. However
when CSR information was delivered by company’s source like nadvertisement, such difference disappears.
This study also show that the higher the customer's expertise, the better the product performance was
perceived for high-fit CSR activities. On the other hand, the lower the consumer’s expertise, the better
perceived product performancewas perceived for low-fit CSR activities.
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HH ol= AR 719 #Ikek 719 olnAE
3l AlE H7bell SAAQ TS A+ ATt
[Giirhan and Batra, 2004; Brown and Dacin,
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A7 7199 CSR 59 H3Ado] weed] o] Aes Wrtetr] el 1 ok AE A
7ol Aoy 3% AR FATE A5 gl 4= glojA 32 ZE A A(inferential proc—
A7 GEe F= A4 O el AnAtE esses)oll &% 7l5/do] A} Maheswaran,
o AF A5 BIEIA S mvE e 19H]. At A A o] F-ZHek an|bso] 719 AlE9
Bol= o vk 53], 719 AbsH A<l 2ol sS Wrret AL ot 71E9] A A 9 E3H]
a5 A AT} Aol §1E wf, F Al HUth= CSR &5 22 9F AH g Hojs}
WS ), RS0l A4 AlE el o FH = Aol Qith ) A F g HEdo] e
il =71 s AFetaat gk kA vk A< 22RO CSR 52 150 A% 455 3
AsS BT W &8 Ake] ARl aavt Y 7hebe HAY B TS & F Ak
nE g Ak B Aol e 1 WAA 84 T HAigo] vbe avjalse] AR & Qe F
St AHARE S Al tig AEAdSs T 2 XA s T g B FEoT B F
shal 1 FakE mpofetarat gk ol W29 AFe] 454 e ALY &
A st7s4] Ed(elaboration likelihood mod- Ao o8] BAME I Fte] AL T E &4
el)[Petty and Cacioppo, 1981, 1986]& A5 WA]A] o] deAHoR dddn nprtA R 7)1 9
£ APste 42E T4 7= (central route)$} FH A A AgAge] =2 CSR &5 < s3std
74 Z(peripheral) 2 T3t} A5 T 74 7 aH|AE0] HAA F2& U Wol s Hrh
& Z o A& AR A5 vAIAE AEet= SHAI Y W2 719 9] CSR &50] 159 4l
Lol mEhA] Aget A5 WA 7 gk 5 9l A A g o] gt Anabrh 14E AlE
il TS FAAEE AMSskeE ASe vl Aol FAARN g vA= B FES Y
7} s E A o8 MAIAE A atal vAA] &9 WAEta gAY T anrt EAsA
Fed s TN A5HE 495 Dot vk, [Newman et al., 2014]. B4 2291 Ao 9|
FH BAEE v AA A sYE ARESHA b vre A CSR &5 3T o £33
ool A WA A e o] T A whAjel] o]l A SR QI3 AHAES T AFS TS Y F
A5 AgsheE WS itk ujabEe] WAA| A B7ket= Aol
£ g o ojdl F2E AYTA = LAt T o] 24 wiA A d=stal ol ARt
HAA S 24 e o] 7] (motivation) 2t 5 o] iAo Arw olyst FE& WA A7+
(ability)& &3 A ¥ HPetty and Cacioppo, AL JEFS 7|Zh F AFol 3t dEA o
1986]. L HIAAIE A gstes 58 AnAEe] o AHAES E AP 3 FelA FES
THA AL e Aol et gk = s Aol Fol 317] ol iAol W& AHAEL o]
oh AujA7L A ek dEdo] wow 1 & 2k B FEo] dojue =& AP AF
H 2= 8 8 4(eg. CSR &, 714 5)oll <& 7F BAAFEo] A dojue v AP A
at= Aol B AA Zlola W, AnRke] A SR F4& o WA A4 slolt
Foll gt AEAo] wod AE Ass F7E 2RAEY AFE ok HEAde] EOoH Fof
W T2 T4 dReg AF 54, F4, 71E 9E A A S &8 F glojA F8 ZEA 2
SalA AES HrleA "ot o] &8 7hsAd o] Zrolzl tHMaheswaran, 1994].
AR ] Al tigh Aol WoH AlE o5 L A AAE AREate] AlFe FHolu



51
of s
A4

1

%
il

2

==

%

o] CSR Ax.

E

K

toh 223 719 ¢ CSR &% 9
4

hud

-
.

7tof o] %
3]
A

1

< THAJ A At

b s
ol

=
o

0

al =

ZH|AZE A2 Al Aol MAl
[¢}

A Qs

3

3 tHHong and Sternthal, 2010]. whe}A A 54 o]

A258 A4

S

N - MH S F KT W EET W
— 9] _— e e —
S E : PR T by g T E RN O
T £z TN wm oo o w Mo R
B £g %%:ﬂ%iwﬂﬂmﬂi_mw_b
o e o ~ X = Mo o o Q) X
X 2 _ S B s N - SO
Www 3 ﬂﬁrimm&%ﬁxr.iwm@mwm&%;u%
! = Am)A‘IO /l\ﬂ EO
i m tifayizianal
59 = I 7J|y0t ﬂrHﬂJH‘um ‘ﬂ O
ool |5y il g %%V%M@%ﬁﬂ%mwm
X WO s 58| = o ) mze el - o Mo o M g o
Mo = > o Zn e Mo 2w dy &8 T m KA
~ o e 75 B I R~ o=t = L
ﬂWJI =0 _l_l ﬂ.ﬂ Ml_.oioCme70mwoﬂ_Lﬂ
&y B < HR = roT o
u]ao -r K Wwwﬁamﬂ%xc,ﬁ%aﬁﬂm%ﬁﬂo
= ol o of 3 =~ g go o = o oo ™ oa-
T N T TN BT T R T =
o _A_o A_I ) TR oA o ymﬂu —~—
S o 3 A m g A TN e
wooR S %@%%Eﬁxﬂwﬂ%ﬂz%
iy < el T R TSRO < T S S Y
oo B O o Ne RO e Mo T M e WO W o N K PR
%ﬂa%%@ﬂ%@rmo%ﬂmog%1@ﬁmm R
N = 63 TR ogl R o o= R N RUC-¥ — X
wﬂkm%oﬁhmw%ﬂmr@%wﬂ@ww%mwﬂﬂ 4 o
TH g B L s XBchgel T35 T Ee N Sz aErT
£ WO TR Koo N E 55 b ) 2
T kT o g XX A §Eg e T 4
o g X o) Bm TG oo ® g Ay ﬁofo%
s ST Ve T w2 n 2o M e N & R
BN Ek g Ne S T O R TR
P R N e e P ST B -
THY s ek s PER e S BT AN X e
- 0 X —_ = ! = N o X 3 —_
T T2 ® L R ST R 38 % o % e o
mﬂﬂth o opp No = g N EC = M o & 4 = X w | = = Ak o
T g BT WM g w8 LW N I
L B At e - ) R
ﬁog%m@@ﬁ%ﬁﬂ%ﬁ%%ﬂ%ﬂ%%% Y5 xR RT
" 5 + T wr W T o Noo o % mh A TR R B &)
i Jﬂ. " T = ﬂJﬂ " mﬂ o = op O 3 ol mm_ oy @ o ]
T N e T M- B B O Tl (T SN
e KRN S Mo S T M T oW

bk 4l a

[

At A

o] 7IAE A|A|
+= Chernev and Blair[2015]¢] A}

z =

S

]

<

=
2o

2o

71%1¢] CSR &5

=S

-

s

4

o

o

Aol A

32 97 &2
=



52 JOURNAL OF INFORMATION TECHNOLOGY APPLICATIONS & MANAGEMENT
42 AE 1 2 MY ==t
2y 279 sk Ayl o= A8 AFH{Chernev

421 Ae M

(1) &gt 72&2
7Hd 1, 7WA 28 ASe7] 98 2(CSR &%
A3+ high vs. low)x2(CSR &5 AR ¥H:

Z1d8aL vs. THAYL AR L) 1 2

47 (between subjects design)E # &3}
Z 16299 vk AFAmazon Mturk 3] &=}
_]

o] A5 RAS W Ao Frtsida A
o

< 78 587 (35.8%),
R I

o173 104 (64.2%)

(Table 1) Sample Demographics in the Experiment 1

Freq. %
Female 104 64.2%
Gender

Male 58 35.8%

20 -~ 30 75 46.30 (o)

31~40 62 38.3%

Age

41~50 25 15.4%

51~60 above 0 0

Total 162 100%
A% 89leRE CSR %o AFA(/A)

Table 2> Groups for the Experiment 1

Groups CSR fit CSR info. Source
1 High AD
2 High Indep. Source
3 Low AD
4 Low Indep. Source

and Blair, 2015; Forehand and Grier, 2003]1 A
ARG A oF 3]Ate]l gk CSR &59] Alve] S
Abgate] 709 WS T FAH R
H@AEN A “FAale] Ko} mjw AFES At
ah= 3|ALe] aAfolghal A R A A Q. T 3]
A= o]dol5S Yo R AFA X3} us &
E(FE oA H ok S S A F5)s FHe
712 FUtt o] B E sty 3l o] A}
= R A A 2 uEE AEste] 7= 89
5k g o]fo] ofdolol A trstFHTHA =
9] GAIQl UNICEFS} 7Hd/d=9] ofH U &
I

rir

2L

: =9 44 7D B 20
Apgol ] ARHGE 2E FAFY 2 ALt
9] Wge g <Table 3>7 2t}

H 2]

high fit = 474 vs. B3 low fit =
301 t = 10943, p < .01). =3 =42l CSR
AR A FR0IY F dH vs. THAY
Aol s = AR Yol Ayl
OE Ve 1 ARG o] o] A9
WA A o7 A S XA = &
Utk AN 2 A7) g dE 2 R 9
of ool wheh Fref Ao G AETE S
gat7] SlefiA 2 A ol AAIE AR Al
S S0 22 dRoE S5 ‘Ut

9L 7|97 AHY ARE AFst} e “Urt
9L 7|9y BHEE ARE wety” 1 29 7)Y
Fu 9H 249 HYAEel THA 9H =4
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—1H o

2HIA HE M5 gololl olxe He 53

9 #@A R CSR AR sl A% w7} o wrfa
%3}“‘3}(3“3 719380 QA = 354 vs. AT
& =515, t = 432 p < .0D).

2 4709 A
o) % A we] 19, Qo8 a9 2
3 e 24 AAe AN AF FL A%
2 2487) 9191, CSR 25 AgAl et 4
2ol ST 5, NFAENA A5 A} AL
she EE A3t 39 spol =gl Ao ofn)A] F
g RelFT % Ao} olulAE wlw AF
ARG A olm| A BhE X|o} ofm| A= mlul A E
ARE- & ol A2kl A SHATHE S SHAR=
2 239 ARS v "}, <Photol> #H2).
o] Fof] A3 A Brown and Dacin, 1997; Chernev <Photo 1) Tooth Whitening Experiment
(Table 3> Scenario for Experiment 1
High fit CSR Low fit CSR
Imagine that you are a customer of a company | Imagine that you are a customer of a company that
that produces Teeth-whitening product. The |produces Teeth-whitening product. The company has
company has recently decided that it needs to take | recently decided that it needs to take a more active
CSR info a more active role in dental education of children. | role in women and children. To achieve this goal, the
Sotrce— AD To achieve this goal, the company have reached | company have engaged in socially responsible behavior
more than 850 million children in 80 countries by | that make sizable donations to UNICEF, a humanitarian
offering free dental screenings and education. The | organization and mothers in developing countries. The
information you received was an excerpt taken | information you receivedwas an excerpt taken from
from a recent company advertisement. a recent company advertisement.
ine th f .
Imagine that you are a ct.lstor.ner Ot @ company Imagine that you are a customer of a company that
that produces Teeth-whitening product. The ..
. . produces Teeth-whitening product. The company has
company has recently decided that it needs to take . . .
. . . . recently decided that it needs to take a more active
a more active role in dental education of children. role in women and children. To achieve this goal. the
CSR info. To achieve this goal, the company have reached ) £0d,

source —Indep.

source

more than 850 million children in 80 countries by
offering free dental screenings and education. The
information you received was an excerpt taken
from a recent news story on the company by an
independent news organization that monitors
corporate behavior.

company have engaged in socially responsible behavior
that make sizable donations to UNICEF, a humanitarian
organization and mothers in developing countries. The
information you received was an excerpt taken from
a recent news story on the company by an independent
news organization that monitors corporate behavior.
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gk 7 7 AR A ol p(FE A HH 1o] A& = et
FUAZ 7|7t 55 ToEE /M EA & 7Hd 201 M= anAREo] A 7Hg AlE A el
A3t7] S8l 7 Ae AR FES ALEste] S 9 A= CSR 59 4342 CSR 41
A3+ tHMenon and Kahn, 2003]. 23h= % 7} A7) 719 Fud Hrk TAHL AL o
A A A olqpe] FaAo]l BAHOE Aol AZE sl mA = QGgo]l 2 Aol 7MY
Holz] tht = -0.230, p = 0.818). ok FAH o FYAel 9 CSR AR Y
= CSR &5 Aol s B9 =2 29
422 M Z3} Hr} AHzbgo] N 7bek Al deel o 25 A
71999 CSR & AT Av|A7) A2k ojuf L AR AFo] 7Y Fad Aol A4
AE Qe dal 9 vE 4 A=A CSR ¥ o] v gloltt ghal ZpAsklth 2x2
ArAH weh ofE Zol7} J=A A58 Two-way ANOVA 4] 23}, CSR &5 9] A3}
31 M Two-way ANOVA ¥4& A 8sle] = A @3te} CSR &5 ARYA F39 4528
Helrel 2AWFe] A8 g8 AFn T SAA R wA S YERSTHE = 4483,
%t p < .00). CSR AR Aol 7|§] i ddd A+,
744 1oﬂA1 7190l CSR &5 & uf 7] 9] AvRbE o] A Zhgk Al %01 CSR A gl vt
A4 AF L 1@4 CSR &5 7+9] A3tAde] ot S W(FHt = 416)9F = w(Ht = 403) Zel7k
S o, Aol & wWEt LHAbEe] A7 gAdch whd, CSR ﬁi Ao FHAA 914
AE Aol  £& Aoleta o3t o] & A 789, CSR A37gdo] vh& w(3+ = 552)& CSR
Z317] Y84 CSR 52 434 (high vs. low) Aedo] =& w(FHt = 47)H T A RFEo] A
of w2 AH|A7F A7 AlE AJ5S Halskdt Zyek A% dsel o Eokth o= 7199 CSR
2x2 ANOVA Z3}(<Table 4>%%), 7141 9 AR AL F %Eﬁi Adgshd, CSR &
CSR &9 Ag4el = ax/t SAHCRE 5o A3 Aol AnREo] A 7hek AlE
9 &HA YEFSEHE = 8475, p < .05). &, 93} 5ol frAretthaL ks A & 4 vk v
52 CSR 2% Aol =& A$(F1 = 44) o, 7199e] CSR AR 93E& 719 Fa 930
B} oo HJ(H o = 49)0 2E0] Az A ofel FHAQl 7| AR U JeE AL
F Asol 9 Fvha Hrtsk Zlojth mebA 714 o, > CSR A4 Ae =2 CSR A4
of A4l AlE 2 7] Ade] e A & Aot 1oy Azbe A% dse] 9 Erhe s o
S @ Aol B2 S T uur} Lnjx T AAH<Figure 2> F3). webA] 7k 13} 7}
So] AFE Asol o =4 A7 Aol /M4 A28 BT AXEAG
(Table 4) Experiment 1 Result
SS df. MS F P
CSR Source(A) 44.428 1 44.428 49.804 0.000
CSR fit(B) 7.801 1 7.081 8.745 0.004
AxB 3.999 1 3.999 4483 0.036
Error 140.946 158 0.892
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<Figure 2> Perceived Product Quality Based on CSR Fit and
Information Sources

43 &g 2
431 &gl 4

< 94 71%(399% 04** 107wﬂ
(60.1%) 2.2 YERTH<Table 5>3%). 23 2
Qlo2= CSR &9 HAA (/A3 Auat
o] A& (a/A)e] o] &= At

<Table 5> Sample Demographics in the Experiment 2

Freq. %
Female 107 60.1%
Gender
Male 71 39.9%
20~30 105 59.0%
31~40 62 34.8%
Age
41~50 11 6.2%
51~60 Above 0 0
Total 178 100%
Q) Mg =
JPAEES CSR BF AF4o] ¥ v
S guoz W) s 24 A e A

St Ay e Ade vy npaa Wg ALk
st sgE FJALe Aol ~E AFESITE FHAH
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AN A=42 9GS Fs7|=Z dFU o
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5 ool 4F CSR BEL R AFAL o
F5e Fo APl HPan

7 AgE 2 ANE WES e Fol 4
22 AR NS 2 A o4 ok
A% 9% #2029 AdRzol A
3 A #5e] 498 NAAERT Y CSR
G50 A4l v wrha $Hstel, 250] A
g2 ¥ Aex et # high fit = 508

=
vs. H1F low fit = 287, t = 1274 p < 01).

avlA AFAE 2487 el 49 27
gl Al “w vpaa o o a
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2,

N

N
rlo
L Qo

of ole|A|g F g WAIFL olel i ol
v phos 9 AEL AFEE] A3 T
BelFE ARIOEA of -2 AFU A
o vhaz o Abg A ARIOE, e

AR1e mlw) nhaz B ALg Fof Abloler

e 5 N
o gy wE 0 R N
S @l oo fF ox

a1
2 7% ] WS A AEH= AL A
1olA AREE A 5de 7H A% AR B3 oR
24390k | F 7 A3 A o)t B5E S8
T2 7HEA BR1E] 98 7 AE AE Es
AHg-8le] 24319 tHMenon and Kahn, 2003]. 4

=

She F M A8 olrel Fa4dol BAA0.

tartar & 5 gkt = -0.153, p = .879).

A4S PRE CSR 59 AdAL AnAte
Aol wet zel7t & Aeolebar 76kl
ok 9714 HHE5Q CSRS A4S o4ty
ol 2AWMEl AnAl A A5y W
Folth, &Y WM E oligoR wte= WY
(median split)< AH&-3ke] o] diihi A& 48

AL ALY W 20 ARG A

TE A5y Hr=2
FA A ARAdS du] H5EE A st 3
AEA S AAsE T = 8o AnaE A
o] ol A 2H B} YA F Lv|F
Aol oA 9o Al JgFHo] F
sta ofuj gt AHQoll= Fag o] oFelx] 1 HY
= gol3l7] Y&t floodlightd4] WS A3
T}, Floodlight 4 W2 gk W] B4 7k
oA thE W] JES 45 W spot-
light ¥4 WHE StEH02 33t AIE

Floodlight 275 =2]3}7] o] del 3|74 9|
A7) Qe <Table 6> 235 B CSR
25 233 = -1.9965, t = -2.88%5, p < ODE
F ZHE foetgla Ana A8 = 0639,
t=-257%, p < 0 F A= Folsch =g
CSR A0 = vt A3, 1= %2 A3+
AR} Ao BB AE A FAHSE 9
m a3 = 04688, t = 3.1454, p < 0.01). o] 2] &
317 o] AFE £ ] AAE] e FE A
&9 A A8 dotr 7] flate] AT
Floodlight %4} ] A¥}7} <Table 7>l A= o]
it} o] Aol oJahd Anjat HEAo] = AHR}
Aol 31271 A MBIN = 05304, SE = 0.2687, p
= B)E A5 w(S g w)e, A3 W
AG7t BAHSE Fofnld &9 gk 7HA| AL o]
£ CSR &5 Aol vt FJeolA a7t
A 24 AE A5 o A A4S o] sio(st

, =S AL 12 ZYHA.
a2y AR A8 o] 510258 (BJN = 0.3957,
SE = 02005, p = 0):2tt & wj&, CSR &% A3
Aol AG7t BAM R frofn|et o] fhs 7HA|a
ol o] = Hutol A Anazt A7 A

w Aol U wrhe Ae orgith <Figure 3>

2 AL 0



A125¢ A4S CSR &89 2H|Z M E 45 gl ojx|= S8
A3 A gkl disl floodlight 45 :L%}_O_i 9] CSR &< e o A AE e
Uehd Ao g ARAe] 30 whel AF<] ol Frhal Jrhshs AR e o Al X
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= AlE A2le ol 7H &M e = sk wf 2745k Al el o Fvkal Bk
(Table 6> Reslts for the Experiment 2
Coeff Se t p
Constant 7.5005 1.1716 6.4021 0.0000
Consumer Experties(A) -0.6399 0.2486 -2.5736 0.0109
CSR Fit(B) -1.9965 0.6909 -2.839%5 0.0043
AxB 0.4688 0.1490 3.1454 0.0020
(Table 7> Floodlight Analysis
Expertise Effect SE T P LLCI ULCI
1.0000 -1.5276 0.5482 -2.7864 0.0059 -2.6097 -0.4456
1.3000 -1.387 0.5061 -2.7403 0.0068 -2.386 -0.388
1.6000 -1.2463 0.4645 -2.6829 0.008 -2.1632 -0.329%
1.9000 -1.1057 0.4236 -2.6104 0.0098 -1.9417 -0.2697
2.2000 -0.965 0.3834 -2.5168 0.0127 -1.7218 -0.2082
2.5000 -0.8244 0.3444 -2.3934 0.0178 -1.5042 -0.1446
2.8000 -0.6837 0.307 -2.2272 0.0272 -1.2897 -0.0778
3.1000 -0.5431 0.2718 -1.9983 0.0472 -1.0795 -0.0067
3.1271 -0.5304 0.2687 -1.9737 0.0500 -1.0608 0.0000
3.4000 -0.4025 0.2397 -1.6783 0.095 -0.8756 0.0707
3.7000 -0.2618 0.2123 -1.2331 0.2192 -0.6809 0.1573
4.0000 -0.1212 0.1915 -0.6326 0.5278 -0.4992 0.2569
4.3000 0.0195 0.1797 0.1084 0.9138 -0.3352 0.3742
4.6000 0.1601 0.1786 0.8965 0.3712 -0.1924 0.5126
4.9000 0.3008 0.18%4 1.5963 0.1122 -0.0711 0.6727
5.1025 0.3957 0.2005 1.9737 0.0500 0.0000 0.7914
5.2000 0.4414 0.2076 2.1261 0.0349 0.0316 0.8512
5.5000 0.5821 0.2339 2.4885 0.0138 0.1204 1.0437
5.8000 0.7227 0.2652 2.7256 0.0071 0.1994 1.2461
6.1000 0.8634 0.2998 2.8793 0.0045 0.2716 1.4552
6.4000 1.004 0.3369 2.9801 0.0033 0.3391 1.669
6.7000 1.1447 0.3756 3.0472 0.0027 0.4033 1.886
7.0000 1.2853 0.4156 3.0929 0.0023 0.4651 2.1055

Note) effect = high fit(Perceived Quality)-low fit(Perceived Quality).
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