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1. CSR and CSR communication 

 Corporate Social Responsibility:  

„A concept whereby companies integrate social and 

environmental concerns in their business operations and 

in their interaction with their stakeholders on a voluntary 

basis.” (European Commission 2001, p. 8) 

 

 CSR communication: 

can be understood as an entire process, which connects 

the various stakeholders and steps of doing business by 

using appropriate communication tools, providing 

information and distribution. 
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1. Corporate Social Responsibility 
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CSR-Pyramid  

according to Carroll (1991) 



1. Corporate Social Responsibility 
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Hansen/Schrader (2005),  

translated 



1. Communication of CSR 

 Classic communication paradigm: 

Who says what in which channel to whom with what effect? 

(Lasswell 1948) 

 What is not communicated, does not exist in society. (Luhmann 

1971) 

 CSR activities are part of a sustainable communication mix which 

consists of company’s means of communication. (Balderjahn 2004) 
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1. Communication of CSR 

 Mass communication on TV and in print – above the line vs. below 

the line (Balderjahn 2004; Schweiger/Schrattenecker 2009) 

 The medium is the message. (McLuhan 1964) 

 Negative information about CSR is more effective than positive 

information about CSR. (Sen/Bhattacharya 2001; Mayerhofer et al. 

2008) 
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2. Research Objective and       
    Questions 

 Research Objective:  
Is there an influence of CSR communication on the 
attitude and behaviour intention of consumers?  

 

 Research Questions:   

1. Is there an influence of CSR communication on attitude 
toward brand?   

2. Is this influence moderated by CSR reference and the 
credibility of the medium?  

3. Will this influence be changed through industry (retail, 
banking)? 

4. Will this influence be changed by the perceived fit between 
for-profit (Hofer, Spar and Raiffeisen, Bank Austria) and non-
profit organization (SOS Children Villages)? 
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Type of 

Communication 

CSR 

reference 

Attitude toward 

ad 

AAd 

Demo-

graphic 

variables 

Buying 

behaviour 

Information 

behaviour 

Psycho-

graphic 

variables 

Attitude toward 

brand 

AB 

Purchase 

intention 

Brand 

preference 

Word-of-

mouth 

Behaviour 

intention  

I 

3. Model following theory 
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AAd ... Attitude toward ad 
AB ... Attitude toward brand 

I... Intention 



3. Experimental design 
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monadic design  reduced to 8 experimental groups due to limitation 

of sample size  



3. Study design 
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Group 

Colour 

A 

white 

B 

yellow 

C 

orange 

D 

red 

E 

violet 

F 

blue 

G 

green 

H 

black 

P

A

R

T

 

1

 

1. Filler 1 Filler 1 Filler 1 Filler 1 Filler 1 Filler 1 Filler 1 Filler 1 

2. Filler 2 Filler 2 Filler 2 Filler 2 Filler 2 Filler 2 Filler 2 Filler 2 

3. Test ad 1 Test ad 1 Test ad 1 Test ad 1 Test ad 1 Test ad 1 Test ad 1 Test ad 1 

4. Filler 3 Filler 3 Filler 3 Filler 3 Filler 3 Filler 3 Filler 3 Filler 3 

5. Filler 4 Filler 4 Filler 4 Filler 4 Filler 4 Filler 4 Filler 4 Filler 4 

6. Test ad 2 Test ad 2 Test ad 2 Test ad 2 Test ad 2 Test ad 2 Test ad 2 Test ad 2 

7. Filler 5 Filler 5 Filler 5 Filler 5 Filler 5 Filler 5 Filler 5 Filler 5 

8. Filler 6 Filler 6 Filler 6 Filler 6 Filler 6 Filler 6 Filler 6 Filler 6 



3. Study design 
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Group 

Colour 

A 

white 

B 

yellow 

C 

orange 

D 

red 

E 

violet 

F 

blue 

G 

green 

H 

black 

P

A

R

T

 

2

 

9. Filler 7 Filler 7 Filler 7 Filler 7 Filler 7 Filler 7 Filler 7 Filler 7 

10. Filler 8 Filler 8 Filler 8 Filler 8 Filler 8 Filler 8 Filler 8 Filler 8 

11. Test ad 3 Test ad 3 Test ad 3 Test ad 3 Test ad 3 Test ad 3 Test ad 3 Test ad 3 

12. Filler 9 Filler 9 Filler 9 Filler 9 Filler 9 Filler 9 Filler 9 Filler 9 

13. Filler 10 Filler 10 Filler 10 Filler 10 Filler 10 Filler 10 Filler 10 Filler 10 

14. Filler 11 Filler 11 Filler 11 Filler 11 Filler 11 Filler 11 Filler 11 Filler 11 

15. Test ad 4 Test ad 4 Test ad 4 Test ad 4 Test ad 4 Test ad 4 Test ad 4 Test ad 4 

16. Filler 12 Filler 12 Filler 12 Filler 12 Filler 12 Filler 12 Filler 12 Filler 12 



3. Study design 

Bank Austria Advertorial with CSR 

Hofer Ad with CSR 

Raiffeisen Ad with CSR 

Spar Advertorial with CSR 
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 4 test ads per experimental group (here: group A) 

12 filler ads 

 Test ads at position 3, 6, 11, 15 

 Systematic variation 

Detailed assessment 
using items 

Overall assessment by 
scale of school marks 



4. Key data of main study 

 Survey period: 15.12.2011 – 05.01.2012 

 Sample: 480 persons living in Austria, quoted by 

 sex: 50/50 

 age: 18 - 30 years: 30%, 31 - 50 years: 40%, 50+ years: 30% 

 education: 50/50 (with/without final examination) 

 

 

 

 

 

 Face-to-face interviews by students (interviewer manual) 
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4. Descriptive findings 

 Majority of respondents are 

 employees 

 in a relationship/marriage living, 

 childless and 

 in two persons household 

 in Vienna.  

 „I have often been made aware to new products through 

advertising.“ agreement 4.83 (6 point scale) 

 Role stereotypes still maintain? 

 Women buy food. 

 Both, men and women handle private financial business.  

 Number of "sustainable buyer" (typology) is the lowest 
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4. Descriptive findings 

 "We Feed the World" is the 

best-known consumption-

critical movie (CSR movie). 

 

 

 25% of respondents have 

already browsed through a 

sustainability report or read 

this type of company report. 

Water is a food like 
any other and should 
have a market value. 
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4. Descriptive findings 

 „AMA seal of quality“:  

Awareness of 99%, about 

82% of respondents think the 

seal is credible. 

 

 BP was the most boycotted 

company because of the  

recent oil spill (Deepwater 

Horizon in Gulf of Mexico). 
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5. Hypothesis 1 

 The attitude toward ad influences the attitude toward brand 

positively.  

 Theoretical background: 

 Theory of advertising impact (paths of advertising impact) (Kroeber-

Riel et al. 2009) 

 Attitude toward ad  Attitude toward brand 

(Brown  and  Stayman  1992;  Gardner  1985;  Kroeber-Riel et al.  

2009, MacKenzie and Lutz  1989;  MacKenzie  et  al.  1986) 

 Theory of attitudes: Changes in a persons attitude can be directly traced 

back to information presented in communication. (Kroeber-Riel et al. 2009) 
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5. Hypothesis 1 

 AAdg: overall assessment (1=very good to 5=poorly) 

 AAdd: 15/16 items (1=strongly agree to 6=strongly disagree) 

  summarized to a score (15/16  90/96) 

 AB: 16 items (1=strongly agree to 6=strongly disagree) 

  summarized to a score (16  96) 

 Analysis method: Regression analysis 

AAdg 
AB 

AAdd 

+ 

+ 



5. Hypothesis 2 

 The influence of the attitude toward ad to the attitude toward 

brand is positively moderated by the type of communication 

(Ad vs. Advertorial).  

 H 2: An advertorial (with CSR reference) leads to better 

attitude toward brand than an ad with CSR reference.  

 Theoretical background: 

 Different credibility of source 

(Stroebe  1980  quoted  by  Felser,  2001,  S. 364; see also Winkler 1999) 

 ELM - Elaboration Likelihood Model (Petty and Cacioppo 1983, 1986) 

 Different information processing: 

 central route: advertorial 

 peripheral route: ad 
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5. Hypothesis 2 

 

 Analysis method: Regression analysis (comparison of two regression 

coefficients: b2>b1; see Mayerhofer/Grusch/Mertzbach 2008, Sachs 

1997), moderator analysis according to Baron und Kenny 1986 using 

Smart PLS 

 Also interaction effects possible 
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Ad 

AB 

Advertorial 

+ b2  

+ b1 

AAdg 

AAdg 

AAdd 

AAdd 



5. Descriptive findings for H2 

PAGE 22 p<0,05:  attractive, arouse interest, noticeable, modern 





5. Hypothesis 3 

 The influence of the attitude toward ad to the attitude 

toward brand is emphasized by the CSR reference of the ad. 

 

 Theoretical background: 

 

 Schema Theory: Schemes help us to process new information more 

quickly and connect with already existing information. (Jonas et al. 2007) 

 

 Schema incongruent information can increase the attention and / or 

perception. (Rojahn und Pettigrew 1992 quoted by Kroeber-Riel et al. 2009) 
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5. Hypothesis 3 

 Analysis method: Regression analysis (comparison of two 

regression coefficients; see Mayerhofer/Grusch/Mertzbach 2008, 

Sachs 1997), moderator analysis according to Baron und Kenny 1986 

using Smart PLS 

 

AAd AB 
+ 

CSR 

reference 
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5. Descriptive findings for H3 

PAGE 26 p<0,10:  coherent, noticeable 



5. Hypothesis 4 

 The attitude toward brand positively influences the dependent 

variables. 

 H 4.1: Brand preference (BP) 

 H 4.2: Purchase intention (PI) 

 H 4.3: Word-of-mouth (WOM) 

 Theoretical background: 

 Attitude-Behaviour-Hypothesis (Kroeber-Riel et al. 2009) 

 CSR Literature (Chomvilailuk and Butcher 2010, Lacey and Kennett-Hensel 2010, Mohr and Webb 

2005) 

 Consumer-Behaviour-Literature (Esch et al. 2011, Foscht and Swoboda 2011, Trommsdorff 

and Teichert 2011) 
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5. Hypothesis 4 

 Analysis method: Regression analysis, Smart PLS 

 

AB 

WOM 

PI 

BP 
+ 

+ 

+ 
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5. Model 

 Verification of complete model using Regression 

analysis, structural equation modelling 
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Type of 

Communication 

CSR 

reference 

Attitude toward 

ad 

AAd 
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graphic 
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6. Outlook 

 Reporting of descriptive findings by students 
(Bachelor and Master thesis) 

 Analysis using multivariate methods und higher 
order methods of analysis in Autumn 2012 

 Publication 
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Appendix 

Material of an experimental group 



Folder A (white): Part 1, ad 3 and 6  



Folder A (white): Part 2, ad 3 und 7  


