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Abstract: This study examines the effect of consumers’ perceptions of corporate social responsibility
(CSR) on their anti-consumer awareness. Specifically, this study aims to uncover the mechanisms
through which the consumer’s CSR perception relates to their formation of anti-consumer awareness.
A survey design was adopted to test this study’s hypotheses. We collected data from 310 consumers
in South Korea and used path analysis and bootstrapping to test the hypotheses. Our results showed
that consumers” CSR perception is negatively related to their anti-consumer awareness. Notably,
consumers’ perception of CSR activities is positively related to their perceptions of compassion toward
organizations, which, in turn, is also positively associated with their perception of CSR authenticity.
Furthermore, compassion and CSR authenticity serially mediate the negative relationship between
CSR perception and anti-consumer awareness. Our findings shed light on the importance of engaging
in CSR activities from consumers’ perspectives. Specifically, our findings suggest that organizations
need to proactively engage in CSR activities with authenticity to maintain and even further their
reputation among consumers. Furthermore, by demonstrating the psychological processes of how
CSR activities translate into consumers’ attitudes toward the organizations, our study provides
fruitful avenues for future research.

Keywords: corporate social responsibility (CSR); CSR perception; compassion; CSR authenticity;

anti-consumer awareness

1. Introduction

Active participation in social contribution activities is crucial for the survival and
development of a company [1]. In particular, consumers, as an important company stake-
holder who can reward or punish a specific company through actions like purchasing,
promote the fulfillment of corporate social responsibility (CSR), which refers to the way
that corporations show their concerns and commitment to society [2], more than ever by
expecting the company to fulfill its social responsibility and by showing a favorable attitude
toward companies that faithfully fulfill their social responsibility [3,4]. Furthermore, a
company’s CSR activities can turn a negative attitude that consumers may hold toward the
company into a positive one, even when the company is confronted with malicious rumors
or adverse events [5]. Therefore, companies must understand how consumers’ perceptions
of CSR activities affect their perceptions of these companies.

Past studies have focused on the positive roles of CSR activities, such as increasing
consumers’ positive attitudes (e.g., loyalty) towards organizations and purchase inten-
tion [3,6,7]. However, the possibility that consumers may question the authenticity of
CSR activities (i.e., the degree of an individual’s belief in the authenticity of CSR activities
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carried out by a company) cannot be ruled out. Therefore, consumers might interpret
CSR activities as instrumental means to build a favorable corporate image. Hence, it is
important to explore the roles played by CSR authenticity [8] in explaining the mechanisms
through which consumers” CSR perceptions shape their attitudes towards companies.

This study examines the relationship between consumers’ CSR perception and anti-
consumer awareness, which refers to a consumer’s perception that a company engages in
unjust business practices in ethical or legal terms [9]. Consumers’ perception of CSR activi-
ties is important in consumer behavior because it affects their purchase intention as well as
attitudes toward organizations [10-12]. In other words, consumers’ negative perception
of CSR activities can be harmful for organizations. Specifically, anti-consumer awareness
can be detrimental for organizations because consumers holding negative perceptions of
an organization (i.e., anti-consumer awareness) can pertain to the loss of organizational
legitimacy, which is one of the key resources for organizational sustainability [13-15].

In addition, we explore the roles of CSR authenticity and compassion in the relation-
ship between consumers” CSR perception and anti-consumer awareness. Compassion
means “an interpersonal process involving the noticing, feeling, sensemaking, and acting
that alleviates the suffering of another person” (p. 277) [16]. In other words, compassion
is a “... feeling that arises in witnessing another’s suffering which motivates a subse-
quent desire to help” (p. 352) [17]. In our study context, consumers can also experience
compassion toward companies. That is, consumers can experience an emotional state
desiring to assist the company while enduring the pain of the company [18]. Past studies
on compassion in organizational contexts demonstrate its positive effects on work [16].
For example, regarding the relationship between compassion and CSR authenticity, Ko
and Choi [19] showed that there is a positive relationship between the experiences of
compassion at work and perceived CSR authenticity. However, our knowledge of the
roles of compassion from the consumer’s perspective is still nascent. Fortunately, a few
studies have attempted to explore the roles of compassion from the consumer’s perspective.
For example, Bae et al. [20] showed that compassion mediates the positive relationship
between CSR perception and purchase intention for online game items. Meyer et al. [18]
demonstrated that when companies go through negative events for which they are fully
responsible, consumers experience compassion for the company, which, in turn, increases
their purchasing behaviors. In addition, Ko et al. [21] demonstrated that the compassion
experienced by customers using low-cost airlines increases consumers positive attitudes
towards the brand. Hence, grounded on past findings, we expect that consumers” CSR
perception helps them form compassion toward organizations, which, in turn, allows them
to perceive the authenticity of CSR activities. Notably, even when companies face unfavor-
able situations (e.g., when suffering from rumors or scandals), it is likely that consumers
who perceive CSR authenticity still hold positive attitudes toward organizations. Thus, we
expect that they are likely to show less anti-consumer awareness.

This study contributes to the current literature by empirically examining the effect of
CSR perception from the consumer’s perspective. Compassion, which is one form of moral
emotions, has rarely been explored in the consumer behavior literature, although, as part
of human nature, it is pertinent to consumer behaviors [17,18]. Unlike Meyer et al. [18],
who focused on the effect of consumer compassion in negative events, we examine not
only the outcome but also the antecedent of consumer compassion. More specifically, we
examine the serial mediation effect of compassion and CSR authenticity in the relationship
between CSR perception and anti-consumer awareness. By so doing, our results illuminate
the important roles played by CSR activities from the consumer’s perspective, providing
fruitful areas of research for future studies. Essentially, our findings provide companies
with implications they need to authentically and proactively engage in CSR activities to
help consumers form and hold positive attitudes toward them.
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2. Theoretical Background and Hypothesis Development

Past studies focusing on the effect of CSR perception in organizational contexts showed
that employees with high CSR perception are more likely to experience compassion at
work, which, in turn, increases their positive attitudes and behaviors at work [21-24]. In
a similar vein, drawing upon social identity theory, Peterson [25] demonstrated that CSR
perception helps employees perceive high levels of self-esteem by experiencing positive
emotions at work.

By extending past studies, this study proposes that customers with high CSR per-
ceptions towards certain companies are more likely to display compassionate reactions
toward these companies. CSR activities can induce positive emotions in consumers and
reduce various risk factors that companies can experience by helping consumers build
trust in companies [26]. In particular, CSR perception leads to consumers having positive
attitudes and behavioral intentions [3]. Therefore, it is possible to predict that when a
company with a favorable CSR perception experiences a difficult problem, consumers will
display a compassionate response, as if sharing in the company’s suffering, showing an
active intention to purchase more of the company’s product [18,27]. Thus, we hypothesize
the following:

H1. CSR perception is positively related to compassion.

Prior studies have defined compassion as empathizing with the recognition and suf-
fering of others’ pain and showing affection and kindness in various ways for alleviating
such pain [28-30]. Solomon [31] argued that compassion could occur in human relation-
ships; that is, emotional elements such as a bond between oneself and others or interest in
others could have a deep relationship with compassion, and compassion is shown through
sadness as a response to the pain experienced when others are in a difficult situation.

Past studies on compassion within organizational settings have demonstrated its
positive effects on work. For example, while demonstrating that compassion triggers
positive emotions, Lilius et al. [27] suggested that compassionate actions could strengthen
authenticity. Compassion can be a relational process that pays attention to and empathizes
with the suffering of others and induces authentic behavior that could alleviate this suffer-
ing [29]. Miller [32] regarded compassion as emotional work with authenticity that occurs
naturally in the heart, not as an emotion generated by artificial effort. In other words,
the compassionate response that consumers demonstrate when a company performing
CSR activities undergoes pain can further strengthen the consumer—company bond [33]
and have consumers perceive the company’s CSR activities as being authentic. Thus, we
hypothesize the following:

H2. Compassion is positively related to CSR authenticity.

CSR authenticity not only means the consumer’s actual trust in CSR activities [34]
but is also an important factor influencing the evaluation of CSR activities [35,36]. In
particular, authenticity is a critical factor for stakeholders in evaluating CSR activities [35].
For example, customers could easily lose their trust toward companies lacking authenticity
in their CSR activities [37]. Hence, CSR authenticity could serve as an important factor
affecting customers’ attitudes and behaviors towards companies. Likewise, past studies
emphasize the importance of brand authenticity in developing and maintaining the positive
reputation of companies [38].

When consumers feel a sense of authenticity in a brand, they perceive the product
or service they consume as differentiated, thus having a more positive evaluation of the
brand [39]. Therefore, authenticity can prove an important factor in evaluating various
corporate activities [35].

When consumers feel a sense of authenticity regarding a company’s CSR activities,
distrust in the company is reduced. Authenticity can be viewed as trust in an actual
object [34], and this trust induces “trust transfer” in consumers to make a qualitative
evaluation of the product [40]. Therefore, actions without authenticity are less likely
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to elicit positive responses than actions with authenticity, even if the action itself is not
criticized [41]. Therefore, the authenticity of CSR activities can reduce a negative perception
of the company’s activities among consumers and even lead to a positive evaluation of the
company. Hence, we hypothesize the following:

H3. CSR authenticity is positively related to anti-consumer awareness.

Perceptions of CSR activities can have positive effects (e.g., improving corporate image
and strengthening competitiveness) [3,42-44]. In particular, consumers’” awareness of CSR
through communications that foster agreement between stakeholders” expectations about
corporate responsibility and CSR agendas [45] improves consumers” emotional immersion
in the company by increasing their awareness of social problems and interest in social
causes [46].

Consumers positively evaluate the image of a company that engages in CSR activities,
leading to a high intention to purchase the company’s product [47]. Prior studies reveal that
when a company experiences a crisis, the corporate reputation or image formed through
CSR activities can help protect the company against negative factors [5,48]. Thus, it can be
predicted that consumers’ negative perceptions of companies that authentically engage in
CSR activities will decrease.

H4. CSR perception is negatively related to anti-consumer awareness.

The positive relationship between CSR activities and organizational performance is
well established in the field [49-51]. CSR activities encourage consumers to form positive
attitudes toward and maintain their interest in a company. However, the direct relationship
between CSR perception and consumer response is unclear and debated in most studies [52,53].
Therefore, the influence of the companies that directly interact with consumers on CSR
activities is not always clear and may vary depending on other factors [54,55].

Consumers view CSR activities as positive virtues. Such virtuous actions elicit positive
emotions such as love, compassion, and passion [56]. For example, employees who have
experienced virtuous actions, like social responsibility activities, will experience compas-
sion. They will display compassion for each other and gratitude for the organization
based on the positive emotions formed from experiencing compassion [57]. Such behavior
accompanies an emotion developed through feeling and experiencing the pain of others
as well as one’s own pain [58], and this kind of empathy can reflect an emotional state by
expressing a warm heart or goodwill and kindness [59]. Therefore, it can be predicted that
consumers who have experienced compassionate responses can accept CSR activities as
being more authentic.

Authenticity is ‘intrinsically truthful’, reflecting whether the other party’s specific
behavior is recognized as an act that comes from a heart that sincerely cares for the other
party rather than a sense of duty or responsibility [8]. CSR authenticity, a concept that
applies authenticity like the former to CSR activities, means that CSR activities go beyond
legal requirements, and the company’s beliefs for society are expressed in more genuine
actions [60]. Therefore, when social responsibility activities are recognized as pure and
sincere corporate activities, they positively affect corporate attitudes [42,61], and CSR
authenticity can serve as a critical factor in the evaluation (e.g., positive perception about the
activity) [35]. Therefore, as consumers who recognize CSR activities experience compassion,
they can feel CSR authenticity and have less anti-consumer awareness. Therefore, we
hypothesize that there is a double mediation effect of compassion and CSR authenticity on
the negative relationship between CSR perception and anti-consumer awareness.

H5. Compassion and CSR authenticity serially mediate the negative relationship between CSR
perception and anti-consumer awareness.

Figure 1 depicts our research model.
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Figure 1. Research model.

3. Methods
3.1. Study Participants and Procedure

A professional research company with more than 1.5 million panelists was employed
to survey general consumers who could respond to a questionnaire about CSR activities.
The survey was conducted online in March 2021. The professional research company
restricted the samples to only consumers who had experiences of purchasing products or
services from large domestic companies. Participants were asked to voluntarily participate
in this study, and compensation was provided in the form of a gift card worth USD 5.

The survey questionnaires were distributed to 320 people in their 20s and older who
live in metropolitan areas. A total of 310 questionnaires were used for statistical data
analysis, with 10 excluded due to a centralization tendency or incomplete answers. The
respondents consisted of 157 men (50.6%) and 153 women (49.9%), with 80 respondents
(25.8%) each in their 20s, 30s, and 40s, and 48 respondents being high school graduates
(15.5%), 53 two-year community college graduates (17.1%), and 164 four-year college
graduates (52.9%).

To test our research model, first, we conducted frequency analysis, correlation analysis,
descriptive statistics, and reliability analysis using SPSS 23.0. In addition, we used AMOS
24.0 for CFA analysis, CMV analysis, and path analysis. Lastly, we used bootstrapping for
testing our dual mediation hypothesis.

3.2. Measures

The research model used in this study is composed of four constructs: CSR perception,
compassion, CSR authenticity, and anti-consumer awareness. A five-point Likert scale
ranging from ‘strongly disagree’ (coded as “1’) through ‘strongly agree’ (coded as ‘5") was
used to measure each question item. Table 1 summarizes the measurements we used in
this study.

Table 1. Measurements.

Variable Source o3 Sample Items

- I think the company has a comprehensive code
Maienan and of ethics guidelines.
CSR perception & 0.953 - I think the company is following the standards
Ferrell [12] . .
of professional ethics.
- I'want to spend my time helping the company

Meyer et al. [18] in crisis or difficulty.

Compassion 17 0.899 - I think the company is a system that can
Lilius etal. [27] maintain a work-life balance I think I have.

- I believe that the company’s social
Price et al. [8] responsibility activities are sincere.

.. Schaefer and - I believe the company’s social responsibili

CSR authenticity Pettijohn [62] 0.946 activities seem topgenyuinely care flz)r memthrs
Kim [63] of society.
- I think large corporations in Korea lack a sense
of social responsibility.
Anti-consumer Barksdale and 0.830 - I think that large corporations in Korea are
awareness Darden [64] ’ conducting unethical management practices,

like accounting fraud.

Note: « denotes Cronbach'’s alpha.
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4. Results
4.1. Confirmatory Factor Analysis

After removing one item for CSR perception (due to its low factor loading), we
conducted confirmatory factor analysis (CFA) using AMOS 24.0 to determine the goodness
of fit of our research model. The results are as follows: x? = 647.987 (df = 347, p = 0.000),
CFI = 0.959, TLI = 0.952, NFI = 0.917, RMSEA = 0.053, RMR = 0.033, indicating that the
overall goodness of fit exceeds the fit criteria. Next, the internal consistency of latent
variables was determined with the coefficient of Cronbach’s alpha. In this regard, all
coefficients were greater than 0.8, demonstrating no problems with the internal consistency
since the coefficients were greater than 0.7 [65]. Furthermore, the average variance extracted
(AVE) values were all greater than 0.6, indicating that they meet the traditional criteria.

4.2. Hypotheses Testing

This study used the Pearson correlation coefficient to examine multicollinearity. The
results show the coefficients between —0.314 and 0.585 (p < 0.01), demonstrating that
multicollinearity was not a serious issue in this study. This study also examined convergent
validity to assess the correlation between observed variables and discriminant validity,
examining the correlation between latent variables [66].

As shown in Table 2, the values of the standardized lambda, AVE, and conceptual
reliability of all measurement items satisfied the conventional criteria. Therefore, it can
be concluded that the measurement items for the latent variables used in this study have
secured convergent and discriminant validity.

Table 2. Construct means, standard deviations, and correlations.

Mean SD 1 2 3 4
1. CSR perception 3.287 0.649 0.844
2. Compassion 2.613 0.947 0.559 ** 0.939
3. CSR authenticity 3.034 0.916 0.585 ** 0.539 ** 0.945

4. Anti-consumer awareness 3.757 0.750 —0.281* —0.314* —0.340* 0.844

Note: N = 310; ** p < 0.01. The numbers along the diagonal are the square root of the averaged variance
extracted (AVE).

We used path analysis to test our hypotheses. Path analysis is one form of structural
equational modeling (SEM) applied when all the variables can be quantified with no latent
variables [67-69]. Accordingly, AMOS 24.0 was used to test the hypotheses, and the results
are as follows. The path coefficient between CSR perception and compassion was 3 = 0.962
(t=15.399, p < 0.001), supporting Hypothesis 1; the path coefficient between compassion
and CSR authenticity was 3 = 0.715 (t = 19.297, p < 0.001), supporting Hypothesis 2; the
path coefficient between CSR authenticity and anti-consumer awareness was 3 = —0.175
(t = —2.377, p < 0.01), supporting Hypothesis 3; and the path coefficient between CSR
perception and anti-consumer awareness was 3= —0.123 (t = —1.970, p < 0.01), supporting
Hypothesis 4. The path analysis results are presented in Table 3.

Table 3. Path analysis results.

Hypothesis Path Estimate S.E. C.R. p

H1 CSR perception — 0.962 0.062 15.399 <0.001
Compassion

H2 Compassion — CSR 0.715 0.037 19.297 <0.001
authenticity

H3 CSR authenticity — ~0.175 0.074 2377 <0.01
Antl—consumer awareness

H4 CSR perception — ~0.123 0.062 ~1.970 <0.01

Anti-consumer awareness
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A bootstrapping estimate was used to test Hypothesis 5, regarding the dual mediation
effect of compassion and CSR authenticity [70]. As shown in Table 4, the bootstrap estimate
of the indirect effect between CSR perception and anti-consumer awareness was found
to be significant (LL95CI = —0.1293, UL95CI = —0.0011), supporting Hypothesis 5 that
compassion and CSR authenticity serially mediate the negative relationship between CSR
perception and anti-consumer awareness.

Table 4. Indirect effects for the double-mediation effects.

Hypothesis Effect LLCI95% ULCI95% BootSE
Total indirect effect —0.3083 —0.4595 —0.1540 0.0775
CSR perception — Compassion — ACA —0.1295 —0.2606 —0.0020 0.0673
CSR perception — CSR authenticity — ACA —0.1160 —0.2345 —0.0020 0.0585
CSR perception — Compassion —0.0628 —0.1293 —0.0011 0.0322

Note: ACA = anti-consumer awareness. Bootstrap confidence intervals (Cls) were constructed using 5000 resamples.

4.3. Common Method Variance

This study used self-reported data, leaving room for possible common method bias
that may affect the validity of the study’s results [71,72]. The common method bias was
examined by controlling for the effects of a latent methods factor. This technique examines
changes in the significance of the structural parameters between the cases with and without
the latent methods factor in the model (e.g., the x? difference according to the change in
degrees of freedom, the change in the model fit, and the estimate and significance of path
coefficients) [71,73]. If the changes are significant, a common method bias exists. The results
are presented in Table 5.

Table 5. Analysis of common method bias.

X2 df P X2/df RMSEA CFI NFI TLI
Measurement Model (M.M.) 647.987 347 <0.001 1.86 0.053 0.959 0.917 0.952
Controlled Model (C.M.) 567.557 318 <0.001 1.78 0.050 0.966 0.927 0.957
Stepwise Analysis Ax? Adf Accepted Model
MM.-CM. 80.43 29 >0.05 Measurement Model

The model fit indices were x* = 647.987 (df = 347, p = 0.000), CFI = 0.959, TLI = 0.952,
NFI = 0.917, RMSEA = 0.053, RMR = 0.033 before controlling for the effects of a latent
methods factor and x? = 567.557 (df = 318, p = 0.000), CFI = 0.966, TLI = 0.957, NFI = 0.927,
RMSEA = 0.050, RMR = 0.052 after controlling. The difference in the Ax? value (80.41)
according to the change in degrees of freedom (df = 29) between the cases with and without
controlling for the latent methods factor turned out to be insignificant (p > 0.05), indicating
a potentially low common method bias. Furthermore, the absolute value of the A-CMYV,
which is the difference between the A values before and after controlling for the latent
methods factor, did not exceed 0.2, also indicating a low possibility of a common method
bias in this research model [71,74]. A model that does not control for the effect of the latent
methods factor was used for hypothesis testing [73].

5. Discussion
5.1. General Discussion

The present study aimed to investigate the relationship between consumers’ perception
of CSR activities and anti-consumer awareness, while exploring the mediating roles of
compassion and CSR authenticity. Our results indicate that consumers’ perception of CSR is
negatively related to their anti-consumer awareness via the increases in their experiences of
compassion followed by their perception of CSR authenticity, providing valuable insights
into the roles of CSR perception in the formation of consumers’ attitudes toward companies.
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Overall, our findings are consistent with the past studies on CSR demonstrating the
positive effects of CSR activities from consumers’ perspectives [3,6,7,10-12]. First, consis-
tent with previous studies, our results demonstrate a positive relationship between CSR
perception and compassion. Consumers who perceive a company as actively engaged in
CSR activities are more likely to experience compassion towards that company [18]. This
finding aligns with the notion that CSR activities can evoke positive emotions in consumers,
leading to increased empathy and a desire to support the company [19,25]. Second, our
study reveals a positive relationship between compassion and CSR authenticity. Consumers
who feel compassion towards a company are more likely to perceive its CSR activities as
genuine and sincere [27,32], suggesting that compassionate responses from consumers
can reinforce the authenticity of CSR initiatives, creating a stronger bond between con-
sumers and the company. Third, our findings indicate a negative relationship between
CSR authenticity and anti-consumer awareness. Consumers who perceive a company’s
CSR activities as authentic are less likely to exhibit anti-consumer awareness, suggesting
that authenticity plays a crucial role in the formation of consumers’ attitudes toward the
company. Fourth, our study demonstrates a negative relationship between CSR perception
and anti-consumer awareness. That is, consumers who hold positive perceptions of a com-
pany’s CSR activities are less likely to exhibit anti-consumer awareness, emphasizing the
importance of CSR perception in shaping consumers” attitudes towards companies. Finally,
our study investigates the serial mediation effect of compassion and CSR authenticity on the
relationship between CSR perception and anti-consumer awareness. The results support
this hypothesis, indicating that compassion and CSR authenticity sequentially mediate
the negative relationship between CSR perception and anti-consumer awareness. That is,
consumers who perceive CSR activities positively are more likely to experience compassion,
which, in turn, leads to perceiving the CSR activities as more authentic. Accordingly, this
perception of CSR authenticity reduces their anti-consumer awareness.

5.2. Theoretical and Practical Implications

The theoretical implications of this study are as follows: first, this study revealed the
relationship between consumers’ perceptions of CSR and anti-consumer awareness. CSR
is receiving increasing attention in consumer behavior (and, more broadly, in marketing)
as it treats consumers as one of the stakeholders of an organization [75]. From consumers’
perspectives, past studies on CSR in marketing have mainly focused on its positive ef-
fects [76], such as consumers’ positive evaluation of companies and even their products
and services [77,78]. Extending the previous studies, our study focused on the roles of CSR
in diminishing consumers’ negative attitudes. Specifically, our findings demonstrated the
negative relationship between consumers’ perception of CSR and anti-consumer awareness.
Therefore, our findings contribute to the current literature with insights that CSR activities
are not only beneficial for energizing consumers’ positive attitudes but also lessen their
negative attitudes towards companies engaging in CSR activities.

Second, this study empirically examined a dual mediation effect of compassion and
CSR authenticity on the negative relationship between CSR perception and anti-consumer
awareness, providing another theoretical implication. Consumers’ experiences of com-
passion can not only help them develop positive attitudes towards companies but also
trigger their behaviors to help companies even when they experience negative events [18].
Similarly, our findings showed that consumers perceiving CSR activities are more likely to
experience compassion and, thus, conclude that CSR activities are authentic which, in turn,
lessens their anti-consumer awareness. It is noteworthy that, unlike previous studies exam-
ining the relationship between CSR perception and CSR authenticity [79,80], we further
showed the roles of compassion in this link. Therefore, our findings provide a psycho-
logical mechanism through which consumers’ CSR perception plays out in the context of
marketing. In addition, extending the current literature on compassion in consumer behav-
ior [18,20,21], this study provides additional evidence highlighting the roles of compassion,
which enriches our understanding of the roles of compassion in consumer behavior.
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Our findings also provide organizations with practical implications. First, this study
found that CSR perception can be an important antecedent factor in reducing anti-consumer
awareness. Unlike previous studies focused on perceptions within the organization, this
study showed how CSR activities induce positive psychological emotions in consumers
and reduce anti-consumer awareness about companies, suggesting a practical implication
for preventing negative perceptions of companies.

Second, this study shows that when consumers perceive compassion for a company in
crisis and CSR authenticity about a company engaging in CSR activities, their antipathy
toward the company (i.e., anti-consumer awareness) is reduced. In the case of a company
that has experienced an adverse event, often, the negative perception cannot be overcome
despite the company’s various efforts, like making an apology statement to consumers.
However, in the case of a company that has been consistently carrying out CSR activities,
the CSR activities induce consumers’ compassionate acts to feel and experience the others’
pain (i.e., the company in crisis in this case), leading consumers to recognize the authenticity
of the company’s CSR activities. A practical implication here is that having consumers
recognize CSR activities can induce their positive responses, such as increased compassion
and CSR authenticity and reduced anti-consumer awareness.

Third, this study shows that when a company engaged in CSR activities suffers from
a crisis, like worsening business difficulties or decreased sales, consumers perceiving the
authenticity of CSR activities have less anti-consumer awareness about the company. A
practical implication from this finding is apparent: companies that have not received
empathy from consumers while conducting inauthentic CSR can gain empathy from these
consumers through authentic CSR activities in the future.

5.3. Limitations and Future Research Directions

Our study is not without limitations. First, it may be difficult to generalize the findings
from this study to all companies and consumers since the study involved only Korean
companies and consumers. In particular, the survey respondents were consumers living
in specific areas of Seoul, Gyeonggi, and Incheon in South Korea. Residence may be
divided to maintain one’s socio-economic status [81]. Therefore, future research warrants
consideration of possible significant differences in the overall region. It is necessary to
research various countries and consumers or carry out comparative studies on companies
and consumers between the Republic of Korea and other countries.

Second, the outcome variable affected by consumers’ CRS perception, compassion,
and CSR authenticity is limited to anti-consumer awareness in this study. However, vari-
ous consumer behavior-related variables such as repurchase intention, forgiveness, and
regret can be considered outcome variables. Therefore, future research is warranted to
include different outcome variables and empirically test their relationships with various
mediating variables.

Third, while our research model offers a valuable framework for examining the
relationships between consumers’ perception of CSR, compassion, CSR authenticity, and
anti-consumer awareness, we acknowledge that these relationships may be influenced by
additional factors and non-linear dynamics. In other words, this simplification may limit
our understanding of the full complexity of the phenomena. Nevertheless, it is important to
note that this linear representation also facilitates a better understanding of the phenomena
by presenting a simplified framework for investigating the relationships between our
study variables. Hence, future research could benefit from exploring alternative modeling
approaches, such as nonlinear models, to gain a deeper understanding of the intricacies
and interdependencies among our study variables.

5.4. Conclusions

This study empirically examined the relationships between CSR perception, com-
passion, and CSR authenticity in the formation of anti-consumer awareness. The results
reveal a positive relationship between CSR perception and compassion and between com-
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passion and CSR authenticity and a negative relationship between CSR perception and
anti-consumer awareness. These results reveal that the experience of compassion through
the recognition of CSR activities can be a mechanism to increase the authenticity of CSR
activities. Furthermore, the results show that when consumers sense the CSR authenticity
of a company, anti-consumer awareness about the company decreases. Therefore, the
stronger the CSR authenticity, the higher the positive attitude toward the brand, as shown
in prior studies [82]. This study also identified a more concrete mechanism by testing the
dual mediation effect of compassion and CSR authenticity on the relationship between CSR
perception and anti-consumer awareness.
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