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Effect of Corporate Social Responsibility Activities on Consumers’
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Abstract Consumer demands for social responsibility and simple profit creation are getting stronger in
the business community of companies. However, the consumers' evaluation of CSR is old, and the
company activities are evaluated as undertakings aimed at renewing their own profit or improving
negative images. This study focuses on the authenticity of CSR as a medium through which consumers
who negatively view CSR activities are able to perceive CSR positively. For empirical analysis, 239 copies
of data collected by conducting an online survey for the general public were used for data analysis. The
structural equation model was verified using SmartPLS 3.0. Results of the empirical analysis revealed that
economic, legal, ethical, and philanthropic responsibility activities have a positive effect on corporate
attitude. It was further verified that only philanthropic and ethically responsible activities positively
affected CSR authenticity. The mediation effect analysis determined that CSR sincerity is associated with

ethical and philanthropic responsibility activities and corporate attitudes.
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Fig. 1. Research Model
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Table 1. Reliability & Convergent Validity Analysis

TS A . Cronbach’
o] AN AT, ‘Axx T B3l IE Y, AYE Variable r?ﬁpﬁ: s CR AVE
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Act. Alhouti(2016)}2 S "7l Ak8l7L 875 Responstbilities
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7} =02 A5 CSREE] tjgt AAFA Ax, A
Philanthropic 0.755 0845 | 0578
Zve ZAmolgkar A5t irH17]. CSRAAA-Z Price Responsibilities ‘ ‘ :
et al.(1995)0] fdst AT S B Jo] oA =4 ¢ CSR Authenticity 0.765 0.864 0.679
wolatlom 23], ‘TAoA AAS 7|9, ‘AlslRAL Corporate Attitude 0.828 0.897 0.744
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Table 2. Discriminant Validity Analysis Result

Variable 1 2 3 4 5 6
1. Economic Responsibilities 0.762
2. Legal Responsibilities 0.612 0.772
3. Fthical Responsibilities 0.565 0.743 0.758
4. Philanthropic Responsibilities 0.604 0.692 0.687 0.760
5. CSR Authenticity 0.460 0.630 0.713 0.656 0.824
6. Corporate Attitude 0.625 0.732 0.704 0.685 0.637 0.863

The average variance extracted value in parentheses shown on the diagonal.
Values other than the diagonal are squared correlation coefficients.
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Table 4. Mediated Effect Analysis Result
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