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B BRI A R GRS Zead 20 ZAERYIIF ST AR E , CSR AH G ) J5E A4 FF 5 3% i DA T 4031 2%
BRI TRIT, IR Z2 5T & B CSR e BN A5 IR I 9% 5 B0 BT S o XUV R
LR FNZERE (2016) ) AL PR SRAT A9 A ML A B, AR5 PR3 B3 T S AT 23 B i 7 9% 2 6 i RS B 1Y
B, ARZEUY , T G IREER (2013) 'S RN HIAE 22475 45 (2014) B A BIRFSE T CSR X 2% 34 & T
WrBIREI , A28 LB CSR v] LAAE Bh Al 39 72 T 2 3 00 el s il s L s> (|
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STATTE SIS A2 0 T 9 o b RS B 7T L o 0 o) < R H O 7 [ 5 ) i RS R AR I R
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B A AT AL 2 T AT A A b RO 7= 5 B T A AR B AR R ) AT T BB S MR EE P S B B A
R BN R DL S AR ARG BC , ol 2 106, T 2% 8 S5 TA R AR Al i, BRI R YRR R R R
FATAN , 50 P B CA—CSR R R, I8 2% 8 A 0 st i B i 2= 4 v T J R 2 1) 2 B A1, i

ST 9 & XAl A PEA , $2 H H3 Al H4
H3:CA-CSR A T HirA&mak o8 P A~ B A 32 A04E A
H4:CA-CSR AY T BesmiR IR 09 P A2 0 B A F51LAE A

= Bl is iRk

(—)HEERSHEKE

ABIF T BRI R T AR i WSS I R T 1 M < A 25 = ™ o ARSERT L2y
£EEAE 2017 4F YA A SR E DU SR BT 200 TR AT EAES SR, AH 3.5 (Lt E S 5]
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RTERE I IR ZR AT 48 A T — A R sl A PR iR i K (R T 509 ), BRI AT A A7 A /™
MIERTr kw2 B RRMER T B RIS — A T 2 RER N 31.9% MR T 50% . K5 il
T WA ] (4 AR 56 R BOR AR SR 3 [R] 7 ik 22 , I ARAH G R &0k 0. 9 W'Jﬁf?ﬁﬂ%ﬁ% L2 Al
PAFE Y, A8 B (8] AR O R KA 8 X (ELTE 0. 08 ~0. 68 Z [6] , 5 XHE I /NT 0.9, X PIRIIT I Bk 1l
WA A2 LR T7 i 22 9 40

(M) fRiZ e

AHFFE BRI K 55 F) FH Hayes (2013)(42 2 119 Bootstrap 7 VESEAT H AR08 LA K B 8 75 4 v A 2k0n;
Rege . FEHEAT O AR B XS A AR i A5 FE A TR B . 43R 2 IR, T AT 22 59 Cronbach’ s Alpha ¥ it
0.7, LI 5% Eﬁﬁﬁﬁ?é’ﬂﬁ\]%ﬁ#ﬁl‘f .
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x2 WRMEIT ATEEMEXRY

# A 7 E ! 1 2 3 4 5 6
1. A& 5.82 0. 87 0. 82 —
2. A g, 4.75 0.95 0.71 0.08" —
3. 4 iF 4.97 1.36 0. 89 0.52* -0.10" —
4. CA-CSR 3.54 1. 00 0. 86 -0.16™ 0.18™ -0.16™ —
5. BsmiB g 5.70 0.94 0.81 0.68™ -0.06 0.47* -0.12" —
6. INER S AL 4.88 1.32 0.84 -0.17" 0.39* -0.24* 0.12* -0.27" —

#p<0. 05; ##p<0. 01 ; #x#p<0. 001

TEBAE D HTH  FeATHF bootstrap T4 BUREBEE N 5 000, B A5 X 18] (B A5 K E BB M 95% , 1EH A
BRI FRATTRE BRI AL 4 AT SR . AN 3 R FERE T T P B B Al AR Eh LS , CECSR F|
AV Y BT3RO AR T35 (b =0.79, SE=0.05, 95% CI =[0.68, 0.89]), “CECSR—Hr#&fins— 1>
PR BRI B2 (b=-0. 02, SE=0.01, 95% CI =[ -0.05, -0.005]) ., %34b,“ CECSR— A
B — A PR B TR R340 % S 25 (b=0. 172, SE=0.05, 95% CI =[0.078,0.280]) . %8 /b R S5
T H1-H2, 5] CECSR i 1 P 2% A% 52 0 11 2% 2 % Mk 9 PEAf . CECSR — ' T 308 Ao J8% 01 I B A [+ 5% i)
TH BB R G VEMY , 55— T THI I 2 BN AN A IR 672 1) 5% 1 9 28 2 %6 il (R P47

®3 FAYERBESR

%42 AR Boot SE BootLLCI BootULCI
CECSR— 4> db 3 4 ( H#5 5) 0.611 0.073 0. 468 1. 940
3%4% 1 CECSR—Hr4& hm it — 4> L 374 -0.021 0.011 -0. 044 -0. 003
3442 2. CECSR— B Jr 18 1E — 4> W 374 0.172 0. 052 0.078 0. 280
BSEE= 3 9k 0. 159 0. 053 0.051 0. 264

A4k S22 I8 Hayes (2013) 2l Bootstrap J7 &l AR 7 SE47 950855 69 h A 300 K5, X
H3 R T 25 R R FEAIR CA-CSR T, Mg In e i sh A 3808 A i 2 (b=-0.01, SE=0.01, 95% CI
=[-0.03,0.01]) ; 7EH14% CA-CSR M4, A& i i i A2l . 3 (b=-0.02, SE=0.02, 95% CI =
[-0.04, -0.003]); 7E/ CA-CSR T, Mra& I gy v A0 i 2% (b=-0.04, SE=0.02, 95% CI =
[-0.07, -0.01]), [tk H3 15380 3 HE, UhAH S0H 24 BN 2o T2 500t S TEE 55 1 4l 32
HEOLBT ™ S B BE T B T 28 25 A Al ™ AR i 1m0 , e 24 BOH 28 Xk I AT R

X Ha BRI 45 R R 7R CA-CSR T, JBANRBE Y h A0 i % (6=0.23, SE=0.05, 95% CI =
[0.13, 0.33]) ; 7EH1 % CA-CSR 200 T, BRANIRBR /9 P A R0 B % (b =0.23, SE=0.05, 95% CI =
[0.13,0.33]) ; 76/ CA-CSR T, BRI rh A 20W 2% (b=0.22, SE=0.06, 95% CI=[0.12,
0.34]) . Bl srprat B Ui Ze m FP R CA-CSR 214 T, JE1TRLIE () Hh A 35000 AT 28 Pk ) 22 93], 14
WA IR

.

(—)EBitEX
AT B B A, B CSR FEX—H R E S S5t & 53T, 581 & 3 CECSR i
T SRR R TS S R IR B TR 2% AR R ) T 2 B X AL A, 38 & B CA—CSR X B % N B 4545 ik

132



%34 gk AL R ERL S AL FTAEST A RIEN 0 H A

Ve, AR, AR ST LT =77 1 % 30U BSOSOk

(1) LIFESET CSR WM ZBUE R T E A HES S0 T RN BB Fars &
TR ES MRS TE S E R & RS il S E H S 5 N b At S ST A
SRR A B A 9T ST a, . ARG B T IH A IS 5t & 5T R HX T E 93 S
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PRI 0T R IE 2590 AN BE A A ] A< NG 55 EL 9 113 14 < B8 € 0. 2 25 30 H 32 3071 2 255 5 S8 R LA
FAT IERER AT LS , AR SO T 4518 4k Se R AR 1L T AR U A e, AR SCHR M T R 23 TR 71
XA A BR AR L B NANAR I AU I , CECSR — ' 17 388 38 8 R ek B2 1 1) 52 M V1 9 5 %oF
A A PEAR, F5— T 3 e A I 7 ) 5 T 9 % 2 A A TE MY, BRAR CECSR ANAXRE 2 = 71 2%
HH M Z AT T UK Bh Al B e T 9 0 B P R B (R RS A A O 2 B0 2
7 YRS IR S RRARR A R AR EAh , T CECSR BT Al 1) 5% i 7 22 B¢
AFIBFFE FERER , AR SCAOIF ST S50 1T LU AR R 2 B YR 5E CECSR 245 S0

(3) FELUIERIBIFFE 2438 R B CSR X 3 A A% BRI AT R e BT 5 AU i ) A ] A3
AL BT A E T B A AN (B R 45 Sk R RERR AR A A R gt AU ER
WFFEIH 38 S S A S TR B X AR SCIRF R4 T 5k S 4518t Y 4518, 78 CECSR
Hoe T, I 2 BN B CA-CSR R EE mil), BV 2 @O B4l R T2 5 4l 2 5 AEHI 55 T 4k 32
BEAR T SO BE T, LIRS S0 T (AN SE T Al A 7= i ) 23 BR300 A D 1o, I AEROGT £l G AR
WePEA . X EERFITSE MRS T CECSR 7EF-FP A5 0F T 24 Aty ke St S m , WA IS 33t L 4 s 1 < A €2 45
A7 N 2530 H 52 23 9% 5 e RS B R 51

(Z)EBREX

ARICHIBEFELSIEXT CECSR LB BAT — S0 )0 K 8 3, 58, e MR L AR R AT A 22 DA IF B 22 4l ¢
WAl A 22 BE AT, ]I CECSR, BT LU 934 1 B S ok i 8 1 ERR 2,
ASRARM A B AT CECSR 2 8 Aol A5 2 FIPEAN WU RE G 1 i CECSR SZIR AL WA B B A LT, R 1
A R BB X Al AP, Al 7 350 9% o T L B | A E T 2 R AR M s, K2 T
PH HIES S AL S TR 3, —J7 gz BIIE RE e, 55 —J7 11 23 A A Dok A 22 B4 A 3 i
MRS AT 9 o AV B IRl 7 B SR B s TR Al 2 B0k L3 2 O B ol A 2
Bt STHER AR 4G e, Bl IE AT A BIEE s A CE RS 5 A48, Tk
mZ5 NI AN, Al B RO ORI B B AR A AL 2 DTS S R A S, A% BUR &
WAL sl G T 2 B B AN A TE BN, Al LAAE 7= i b 28 520 w1 0% R0 sl L WA B 3 ) A4 P 60 35 Y
S TURINAS LB, A B X LE B AW FAE S DA 3, O 1 38I0H 2 35 TR B s A, 42 71 %
AL RBP4k R AE L CECSR 16 S P INAE Z HA AEREIICE o a0, ol RUE = i (5 ol
FEAA LI 52 2 2 1) OSSR MBI | TEAH 218 S B AT A Wy A Rl SR A9 T T A 23 B2, X ol
M A58 T 5 P AR R A W R T AR AT Al At 25 ST B A

Wik K BLIH 2 B I E CA-CSR FEEE ik, BIYH 28 OBl o 7 2 5 At 2 sHEHI 55 14
AR BEIL B A A RE ST, LR IS G | 2R T 2 208 il i BB AN B, X — 25 il i3t
i CECSR 77 (O MMGEAR I T B - el AE AT AL S DAL Bh I A SR B — 0 1, B PRI L B A 22
A BE A HE i B4 B AR e, PRI, Ak W B X CECSR 7™ iy 14 J5t 2 1, 0 £ G ot S5
CECSR 7= b5 P uE AR 0T AH e e o 42 1l A5 2 1) 7 i BB R S B, Al ads m] i 3 JHG 7= i
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TERMR A2 DL S B T5 T A ZRG U0F, DLIHCR- B 8 ks FSi OB o Bilan, Aisoll ml RAAE 7
Al ELAE ) S CECSR {1 sh % 358 A AR i, LA KAt 2x i STmk, TR, o B 32 1] 7 3% 35 /R
CECSR 7 ity 8 s st D38, 491 e ok e Ml A9 DA TR A §aC 23 SRR Gk B 7 it DG o , 3k ] LA AR T 2 Ak
AP A2 TS ShARFE Al AE 1 RN, T B S AR TR A R AN 2, bl B AR ATEAR B o

T JRIRPE S AR5 e 2

BIRASCBE TR T — 284 SR 458 (HR IR — SR R ST SE i . 1 0, AR SUR AR
RN A 5 DR B ST RS SO I AT AR ST, AR I 8 i DU R S — AR AR R R
AAEMER) CECSR, Bl TANIFEARREW M HAWE X CECSR, B Mt 458 I AMTBUE A Rt m . R
KWFFE AT LA FERE AR CECSR #4704 HL M sl 25 0, LAY KA FE AN . e, A F5E
L CECSR XAy A Y ELAEIAR 35 A7 AT REIS A W AE ) TP AL B BUAFAE AR R OB SE T AR IR ST —
FZ PR e, o T RS R R A ] AT AT S i R B A i R AT SR
AR BIBIFFE AT AR 2B A T 500 2 3 2 XAl 93P (AN 28353 ) RARBIFTE A A58 T IR .

Sk

[1] 4FF, A , ZR, 5. A TEFHARBEHAT LA RALSFAEBSFNARL[]]. FHF#,2020(1) :219-

234.
[2] 475,54 KB, 5 LA FTESALNE. THEEF NS MEEZROERE][]]. T2 ITEFIR, 2020
(2):11.

[3] BHATTACHARYA A, GOOD V, SARDASHTI H, et al. Beyond warm glow: The Risk-Mitigating effect of corporate social
responsibility (CSR) [J]. Journal of Business Ethics, 2020( August).

[4] X/ ZRSA. B 5L CSR 2003838 % # AR 69 Fraduhl AF 4 —— B KM AT R [ )], 885 ,2019(12) ;139
-144.

[5] FEmed 68 AR, 5 AR THRERL S LR TILED R EHEATRE S A B Y ati—i
TRy &9 P AR AR AR L ETER[]]. BRAE (I 2FT HKFFIR) ,2020(1) :142-156.

[6] #0b, \EL, KWA. R RAL TR CRE BTG HSEGY R[], FEFEI,2019(6) :883-895,
948.

[7] HABEL J. Warm glow or extra charge? The ambivalent effect of corporate social responsibility activities on customers’ per-
ceived price fairness[ J]. Journal of Marketing, 2016( 1) :84-105.

(8] Wi, EifE. SLALFIEEERBETHERERIESES E2
#23F#,2013(3) : 101-108.

(9] Wk, Fod KR A. SR TAEST A F R rmagal)]. @it e =ZiEi,2014(6) :19-29.

[10] CHTIOUI, TAWHID ,REBOLLEDO, et al. Corporate social responsibility disclosure and market value; Family versus nonfam-
ily firms[ J]. Journal of Business Research, 2017(1) :41-52.

Hea il R AH ARG AREAL[I]. BT E

[11] ELLEN P S, WEBB D J, MOHR L A. Building corporate associations: Consumer attributions for corporate socially responsi-
ble programs[ J]. Journal of the Academy of Marketing Science, 2006( 1) ;147-157.

[12] WAHEED A, ZHANG Q, RASHID Y et al. The impact of corporate social responsibility on buying tendencies from the perspec-
tive of stakeholder theory and practices|[J]. Corporate Social Responsibility and Environmental Management, 2020(3) ; 3-15.

[13] ARAMBURU I A,IRUNE GOMEZ PESCADOR. The effects of corporate social responsibility on customer loyalty : The medi-
ating effect of reputation in cooperative banks versus commercial banks in the Basque country[ J]. Springer Netherlands,

2019(3) :26-30.

134



1 FRe T ATAE A S L ST L6 ¥ea

[17]
[18]
[19]

[20]

[21]
[22]

(23]
[24]
[25]
[26]

[27]

(28]
[29]

[30]

[31]

[32]

[33]

[34]

[35]

[36]

DESSART L, VELOUTSOU C, MORGAN-THOMAS A. Consumer engagement in online brand communities; A social media
perspective[ J]. Journal of Product & Brand Management, 2014 (1) ;28-42
GIAKOUMAKI C, KREPAPA A. Brand engagement in self—concept and consumer engagement in social media: The role of
the source[ J]. Psychology & Marketing, 2019(3) :56-62.
OLIVERA S, KISTMANNI V, HEEMANN A, et al. Design of experience; Measuring the co—production with the consumer
engagement during the product development process| C]//International Conference of Design, User Experience, and Usabil-
ity, Springer, Berlin, Heidelberg, 2013.
DAVIS K, BLOMSTROM R L. Business and society ; Environment and responsibility[ M ]. McGraw—Hill, 1975.
Egd, GRE A THEMAE L LALTES SRNEX ZHART[)]. EEAS,2011(6) :29-37.
LUO X, BHATTACHARYA C B. The debate over doing good: Corporate social performance, strategic marketing levers
and firm—idiosyncratic risk[ J]. Journal of Marketing, 2009(1) ;198-213.
MCGUIRE J B, SUNDGREN A, SCHNEEWEIS T. Corporate social responsibility and firm financial performance[J]. A-
cademy of Management Journal, 1988( 1) ;854-872.
FOE, AL AA AL AL MMEGAE R AT R— R B P T LT AT M RIER[]]. FE T L ZF2006(2) :77-83.
ALBUQUERQUE R, KOSKINEN Y, ZHANG C. Corporate social responsibility and firm risk; Theory and empirical evi-
dence[ J]. Management Science, 2019(10) ; 4451-4469
JRE, REA, FAE. bk ARFAES ZAH R . NERFAER L A SISO Ya )], AR,
2017(4) ; 89-108

WL MR, T AR AT RN A EERATAR[]]. F SR ,2008(1)  110-117.
LR A AR A TR A FE R YR R[], F =R, 2011(5) :120-126
KUJUR F, SINGH S. Engaging customers through online participation in social networking sites[ J]. Asia Pacific Manage-
ment Review, 2017(1) :16-24.

B, Wik, TR, B GRMAL RMEe T Hm il f HF 8 4E . Sk BAFTERL]]. & EiFit,
2019 (6) : 3.
BLAU P M. Exchange and power in social life[l M]. New York: John Wiley and Sons, 1964.

XIE C, BAGOZZI R P, GRONHAUG K. The impact of corporate social responsibility on consumer brand advocacy: The
role of moral emotions, attitudes, and individual differences[ J]. Journal of Business Research, 2019( 1) ;514-530.

GAO Y L, MATTILA A S. Improving consumer satisfaction in green hotels: The roles of perceived warmth, perceived com-
petence, and CSR motive[ J]. International Journal of Hospitality Management, 2014( 1) :20-31.

KIRMANI A, RAO A R. No pain, no gain: A critical review of the literature on signaling unobservable product quality[ J].
Journal of Marketing, 2000(2) :66-79.

YOON Y, GURHAN-CANLI Z, SCHWARZ N. The effect of corporate social responsibility (CSR) activities on companies
with bad reputations[ J]. Journal of Consumer Psychology, 2006(4) :377-390.

KAHNEMAN D, KNETSCH J L., THALER R. Fairness as a constraint on profit seeking: Entitlements in the market[ J].
The American Economic Review, 1986(1) :728-741.

XIA L, MONROE K B, COX J L. The price is unfair! A conceptual framework of price fairness perceptions[ J]. Journal of
Marketing, 2004(4) :1-15.

HERRMANN A, XIA L, MONROE K B, et al. The influence of price fairness on customer satisfaction: An empirical test in
the context of automobile purchases[ J]. Journal of Product & Brand Management, 2007(1) ;973-5.

BEI L T, CHIAO Y C. An integrated model for the effects of perceived product, perceived service quality, and perceived
price fairness on consumer satisfaction and loyalty[ J]. Journal of Consumer Satisfaction, Dissatisfaction and Complaining
Behavior, 2001( 1) :125.

GONZALEZ-RODRIGUEZ M R, MARTIN-SAMPER R C,KOSEOGLU M A, et al. Hotels’ corporate social responsibility

135



TRIWKFFRERAFH) a2 %

practices, organizational culture, firm reputation, and performance[J]. Journal of Sustainable Tourism, 2019(1-3) ;398-
419.

[38] BRAONE M J, NORMAN A T, MIYAZAKI A D. Consumer response to retailer use of cause—related marketing; Is more fit
better? [J]. Journal of Retailing, 2007(4) :437-445.

[39] SEN S, BHATTACHARYA C B. Does doing good always lead to doing better? Consumer reactions to corporate social re-
sponsibility[ J]. Journal of Marketing Research, 2001(2) :225-243.

[40] BOLTON L E, MATTILA A S. How does corporate social responsibility affect consumer response to service failure in buyer
—seller relationships? [J]. Journal of Retailing, 2015(1) ;140-153.

[41] PODSAKOFF P M, MACKENZIE, et al. Common method biases in behavioral research; A critical review of the literature
and recommended remedies[ J|. Journal of Applied Psychology, 2003(5) :879-903.

[42] HAYES A F. Introduction to mediation, moderation, and conditional process analysis: A regression—based approach[ M ].
New York, NY: The Guilford Press, 2013.

[43] GIAKOUMAKI C, KREPAPA A. Brand engagement in self—concept and consumer engagement in social media: The role of
the source[ J]. Psychology & Marketing, 2019.

The Impact of Consumer Engagement in Corporate Social Responsibility on
Consumer Evaluations of Companies: Dual Pathways of Price
Markup and Perceived Warmth

LI Xiaofei, HE Chunxia

(College of Business Administration, Capital University of Economics and Business, Beijing 100070, China)

Abstract ; With the rise and widespread adoption of internet technology, consumers have gradually become
directly involved in corporate social responsibility (CSR) activities, known as consumer engagement in corpo-
rate social responsibility (CECSR). However, there is still a debate on how CECSR affects consumers’ attitu-
dinal perceptions of companies: some argue that it is positive to increase consumers’ favorability towards compa-
nies, while others believe that it represents a transfer of CSR costs from companies to consumers, thereby reduc-
ing consumers’ favorability. To explain the above phenomenon, this paper investigates how CECSR affects con-
sumer evaluations of companies in the context of Taobao’ s “Public Welfare Programme”. Through empirical re-
search, this paper identifies two pathways through which CECSR affects consumer evaluations of companies: one
is through perceived warmth, which positively influences consumer evaluations; the other is through perceived
price markup, which negatively influences consumer evaluations. Moreover, this paper finds that the relation-
ship between consumers’ perceived corporate participation in social responsibility activities and the companies’
ability to provide high-quality products strengthens the mediating effect of price markup.

Keywords ; consumer engagement in corporate social responsibility; consumer evaluations of companies;

price markup; perceived warmth
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