Abstract of thesis entitled (English):

This study explored how consumers form attributions on corporate social
responsibility (CSR) activities. First, this study proposed attribution as a mediator of
the relationship between CSR activities and consumer response, which was
operationalized as affective, cognitive and behavioral components. Specifically, it was
hypothesized that consumers who attribute a company’s CSR activity to
non-self-serving reasons will (a) have a higher level of trust towards the company [the
cognitive component]; (b) form more favorable attitude toward the company
[affective]; and (c) engage in more purchasing behaviors [behavioral]. Questionnaire
study results showed that attribution did affect level of trust and attitude towards the
organizations, but it did not increase purchasing behavior. Second, it was
hypothesized that consumer attributions would be affected by five factors, namely:
distinctiveness, consensus, consistency, amount of cost, and amount of promotion of
the CSR activities. It was found that only consistency, amount of cost and amount of
promotion affected CSR attributions, for which respondents were more likely to
attribute a CSR activity as altruistic when the company had a long history of CSR
[consistency], when the amount of resource invested is large [cost], and when the
amount of promotion associated with the CSR is small [promotion]. Theoretical

implication, managerial implication, and limitation of the study were discussed.
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Abstract of thesis entitled (Chinese):
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