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Consumer responses to sport organizations’ corporate social responsibility

initiatives: A focus on moral emotions
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[Purpose] Sport has become a popular platform for corporate social responsibility (CSR) campaigns.
Growing numbers of athletes, teams, and organizations are engaging in CSR campaigns to promote

awareness and behaviors to support CSR campaigns addressing pressing social issues (e.g., disease

prevention, health promotion, etc.). However, much of the previous work has focused on whether such

initiatives benefit the organization, but not the community. The present paper provides theoretical

explanations on the psychological mechanism that can demonstrate how consumers respond to CSR

campaigns initiated by a sport organization. [Method] In particular, existing literatures in moral

psychology and CSR have been reviewed to identify an explanatory mechanism that promote prosocial

behavior among sport consumers. [Results] The present paper posits that moral emotion is a central

processing mechanism explaining the link between CSR and socially responsible behaviors in consumers.

The paper also provides a theoretical account to explain how moral emotions are evoked in the CSR

context and how they can prompt prosocial behaviors. [Conclusion] This paper adds to the literature

by answering the call for the need to understand underlying mechanisms linking CSR with positive

social outcomes (cf. Aguinis & Glavas, 2012).
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A, A GA golua k. 2¥x 249 A9
B mE g9 8% A g anAse 7]
t= 2t (Roy & Graeff, 2003). CSR 50| 4t
93 au)AEe] AR Foldld el CSR 5L
Bl RIS £3 350k A FHAE AL 2
2 240 | o4 AeAge] ol shte] Bz

o ﬂ‘}i‘:‘ri’ = 7 U

AA R, oA galse] Axze AR 0R A9 e
G5& AHsrll oAl Foigta =g vk ot
(Babiak & Wolfe, 2009; Smith & Westerbeek,
2007). A, 2Ex2HEL WG, 2¥2 § ~¥2
Ao thet 2t HA A o2zt Dol 97l “Hzroﬂ 2
I2A 7 Agtete vAIAE U 45402 490
(Babiak & Wolfe, 2009).

Wonk ohyg}, g W B FEAlA JEE 5
A g e 2X2 jAe B2 AMEE °ﬂ7ﬂ CSR¥ #
He AR E B or dud 4 Aok (Smith &
Westerbeek, 2007). A4 3t &3} Algjgoz
A e Yol G&Fs v F de Wi YA
7F gledl, 2Xx2E E8te A% shuke] Wyl E
g = Aotk (Irwin et al., 2003; Kwak &
Cornwell, 2013: Roy & Graeff, 2003:
Spangenberg, 2013).

z249] CSRo| 9382 dAetet o] ~x2
7F 353 EAE AU dve Ae e 8 E
o] ZAsht(e.g., Babiak & Wolfe, 2009; Smith
& Westerbeek, 2007), CSR &0l AH|#}E0] vk
Sk = Anshe A el disixl= A7t &
W3] AP A= 29It} (Aguinis & Glavas, 2012).
Udntk 74 3 24 A FTHAAME AHRtEe] ofu g
Aed 7IAE 72 CSRell §Hgsh=A] AAIAQ] A
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7b §hgate AU S tig A5 At 22
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229 o|u|Au Y= JHAdd] wgtE o] 3l v (Kim
et al., 2010; Walker & Kent, 2009) o
23l 7|4 & B3 &H|AFEe] CSR| ¥h&-ate ] ] gt
A= mHlsiet.
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A 7]?3 AE T &5 =Tt she Ao] 79
T AEolth(d. Becker-Olsen et al., 2006;
Nan & Heo, 2007).

71&9] d747= CSR 50l Fofatd AlFe o
St {7tE =Eolal ) 9]%% 7yelgol ek 2o
Tgol E F e NS AR AA AR, A
P 7F QA AHRIZRE FG AR WS o] EoUl=
AL oplete AR Ho] F5u] Zrh(Skarmeas
& Leonidou, 2013). dl7d] g5 &v|zE0°] CSR
G55 sk 7199 IEE JAsAY BN FE
AL, AR T 7199 AE, Az disf Bl
< ¥4 % Jtf(Darke & Ritchie, 2007:
Ferguson et al., 2011: Klein et al., 2004). 7}¥
et AT TUS WEOE AFo| ol AJEd
Ao 7S stAY tARklE sk AT
CSR H%7F2 P3YJA (pinkwashing)* &
Al AE 28 (labelings) ol 2k v dated], 2
Z tjofel] 7]ofstE Aol o2l CSR Z2a7S B
o|5& FHolde " FHolgte Aot (Bahadur,
2014' King, 2006). v|= &2n]2&F(NFL) 7
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FUZAAMTE, A FUE, Aoy 9%, 7
]7‘} Ul vy & 33 B4R VM5, J3A gl
A2 AE g o] 5yt fkol AFAE o 7]
Aol BEHWA HES AYS W= ot et o
SO A Alkek As|Qlol g}t EAgE A AlEe] F2
FEoA] BeEtE AT HoFe At
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o[ A & ARl AAE vljshe AlFel| e
ko] Aol Ao g Tkl 38 3714 &

A TRsE B8, 49 A% /dHE.
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7178 238 eA AEIPHH2016). o5 AN
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MoR dtodgm A Ao R PFoles gt
AL B2 9tk (Hardy, 2006; Kim & Johnson,
2013: Romani et al., 2013). CSR =&l =5
ol nAE JEg 53] Fad, =94 g9, 9
AR B #AZE 7] el 1AA, PEA ¥
st Fagk Felo] 2 4 St
o volr}, 2o CSRel tigh &RjA; whg-E AT

& AFEL =Y o] 2u|AES CSR 2F Bl
A AAA dEs FPsitie AL

=i LA == EO%TﬁTjF
(Grappi et al., 2015: Kim & Johnson, 2013:
Kwak & Kwon, 2016: Romani et al., 2013). =

g ol tigt 72 e AlgEo] ERlY =94 g
Aol BMHeR RFsitte A= AAsta o
(Hardy, 2006: Tangney et al., 2007). o] wz},
CSR A o] fdate AFA7F A el gk 22}
o] ghgo] A= lojA Fadt FRE V)58 A
o7 B 4 JH(Schwarz, 2011).

al., 2013). 2]} o]xl¢] ﬂ-‘%-;—% E&*Zﬁ PEe o
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Aot} (Haidt, 2001). & 7ot A4 Hrke
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A9 =Y L HEE 5 gon, ol fuE =
g g4l B £ 4 —t—% g 9% 4 9

tH(Bagozzi & Moore, 1994). E=THA
7} kel okl ik Q14 ﬂ sl= CSR AH QS
AMettn Pl EA, Z2ade e 2o)xd

APYEL ol ZeadS PHFL, AFE 4%
=

O

5 U4 IAEI}F =& ARRES E88A WARAE
Agtt, agla AR E 93 A8 A1E 9T =
=< Aggtia s Auldael g 7fQlo] 7kA] 1
JE 284 AAY A ® FaskA T Sl 494
o7 3 E8A 1S Bo| we AL T A
T2l 7138 oA}t =S Aolga 2 & 9t}
o2 3t fsdo digk A4S Eol= CSR &%)
o] Aol A g%smw A1 YE AHEI 7IEEANA
ﬁﬂs’% Az J

*E]vxﬂi 434 78‘4@1
4 (empathy)2 AWidte ¥ Foo] 24std o =
g4 JiEAZgS ddvde d+Z22E (Cecchetto,
Korb, Rumiati, & Alello, 2017; Greene, 2013)°]
Al o9 Mg Zo] st gtk B & Qlrh AW
Well diaiA AAE Elle Ao] EYHoR Sk Al
dolu Q1A H ztzto] itk Xk AAl= A ¢l
el A 715 BAbeE 22 A E5A A ER S YEe
dele S84 74c] 9 F83 d3udolgtes As
AR5k A2 B 4 Sl

=1 —

|

olol e, B8 44 (44 W Alzdle] 7H92)
o] WA 41919 HES AE S ek B84 9
5

A8t} OSR #d HHo| B} ks uked oz
o s & 4 Slth(Haidt, 2003; Loewenstein &
O'Donoghue, 2007: Romani et al., 2013). &l
Me A8 AFE vl eE &Y 7 FollA A4,
T4k, A 1%, avkg 123 H At gl =esta
A @} olgdt ANEL 249 o4l CSR 5
#d e ez delAd W= slth(Basil et al.,
2008: Kim & Johnson, 2013). tolAE A% =
g o dlgt Helel o] dodl= 8917 Y54 &
& A E A 3

o)

RpAl

24 (pride) & Zbob A4 B8 g o Bieh
A7) B7F A& 9 (Tracy & Robins, 2007).
up~Z 2 (Mascolo) ¥ I A (Fischer) (1995)¢] w2

B, AR e Ao) Ao ) G e 33
Arks B, EE ARA0R 287 Agolehs A
o weh f0EE G412 HHTHp. 66). olele B

oA 2w, AR A AA KA Aslsh 0|8

Fg3E Yrol B8 Jus 2o] 1ol 24T 9

= AHE 75 wEl g9 "ol AgAd
t}t’; Tracy & Robins, 2007). o]< ##a], 711
A2 AR - AV o (Tracy &

Robins, 2007), AH#4& 7] & 53] gk A}
3|14 7)o Fgele dES Stk (Barrett, 1995).
dE& 50 dslolZ ks Fu ZRFo] offE Fof

AN FNAEC] oFFE B 2T S 9Ee] T 5
& 735 A4 AFsta Hgshe 4d9 A4
3k

g5 R, ]7“’ CS fl

K

7 (Empathy) & EFQ1S] a5 tigh =924 %A
o A9 Aotk (Haidt, 2001). I A+
44 (sympathy)olghe &0 & AHgst=d], <]
A BRI BAA e gl tigk
nE Aoz, guie Qla EdatAY At
Axets" gl (vicarious) FA WHEoZ Tt
(Eisenberg et al., 1991, p. 65). o9} nR7IA 2,
22l (Lazarus) (1991) & o] 7888 A%l (compassion)
ofgta st e, 1e el 1u%F
gt 7|3t} dutdo g AlREL
A EoH 7]Eo] VA | ERQle] 31
o] IAE uf olejdt 29 & (M) "éﬁo] et
vk 74 offlE AN &EE ke oY U
MrEs Aesta Adshr] $1g Z2aslo] Jlod &
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i" (Elevation)2 EQIS %‘%’3}% EE 31 78"101]
= Aoz ‘oA 2

ot 5314 N e P9 E
e 71%e] &= Aoz 7leHan $th(Haidt,
2001, p. 1). AERFELS 7P 1% ©AY ofH ¥
gl A3 = ERlE Sa‘r—’—Ft A& HHA vlgo]
1= (Haidt, 2001). ©] A4 E4

el o Y& Algo] Huxlsle &35 opy|dit) Al
oo}, olgdt A E e Al B R o gl TE A}
oo A ke E& 47 @vh(Haidt, 2003). 1%
e A PEs ke A O 7k 3AE Wod

& 4E 49 872 SUsE Aol

Sl

SR

kd
a
H

Pz el %‘%‘-ﬂﬂ}i —zrxo‘?'z}ﬂ‘r. %%*d#ﬂ 51

S ok o N

éx&u}irﬁmﬁr}zn{oom@

Olojuf A A3} 22 Adel] WS Y& AFES
el 715%e, g FUEL anke-S w2 Ho|t}
SHEA B anke] g 7] 54 AlEhRE, ©]
L % o]eMd (reciprocal altruism)ol] &3te
o8BS WS AOR sy 1 HHE 395
EZEE 5718 Ho3HEmmons & Crumpler,

2000: McCullough et al., 2001). zulst= AL
o] ZoF A T2 AMEES 98 WA Ao 9
T8 5718 Foshe Aot 2 3 AFelM e 22
Z 22| A 7|3 EFol [HAR st F 7] H
o FREITta WA sk ol gk A 7bE ampgo]
e 3 449 Aeg Y| E drh(Kwak &
Kwon, 2016). W2 H& 229 7|32 Q) &
H| 2} GARE 71 59] A AR 827 ofd ol = B+

ata unkgs A oM,
gt 71715 SJALE i"]{— 8-S = §ET/}. u2}hA]
A2 CSREEONA B3 o|efd& 2
34 P Fsks &Y Y9 iz & & o

2|z 2t

uprete 2 - A tolghs A Hek 719 AkEl A
Q) o7 AHRFEC] ﬁ%% -’F e =Y Holgks
AegPAFEo] 9t} (Basil et al., 2008; Huhmann
& Brotherton, 1997). ﬂl ]ﬁ“ﬂ A& A
gor A2y ot =S 8= she 2YAF
ofdols ARlely A2 Q) B

TS ¥8e 3

© FUE AR FF CSRO|Y 715491 A+ 5
At on|A|olH, o] & Fell T3l FHE AS aa
e B AF A8 4 vk =9 Al dFdA =
olgA TRt AN e Bk AFE] ARl
HAZHS fare = 9tk (Haidt, 2003) 2 i, o
d FdoM e FA o] FFAE 5 FHE e
A o]y s e A gvhe A e vk 3l
th(Haidt, 2003; Tangney et al., 2007). XAF3]4
] 1=

5] defor], AFAEL HAL] A7) NS F
At EBRlE 5 S FEsta(Hoffman,
1981), 71% A& 7#slsH (Basil et al., 2008),
o7 AhE AFe 7 FEF =AH(Kim
& Johnson, 2013). o|de =4 Ags A1+4%4E

AREE ZARA 3274 19F 3unke FAZdy 2o

o,
=Y 70| CSR A=y #4E vn & 4 9t} o

==

= @9 = 7t o] E(appraisal theory)< =23t
WAl CSRe Wetof|A] o]gjgl 7Fy o] dAst= oFAS:
FolH oz duetaa @t

ZIIE = 2

¥ 7}o] EAppraisal theory(Lazarus, 1991)< 7l
Qlo] ofuA A3 1S st A uig =
o]%@gi A ‘]—1:} ﬁﬂ7]-o]%_04 z‘sﬂ/ﬂx}xﬂ‘— E7§6]— /\}
Aolv 849 Aol & AME st Ao
ot AR B el i ZiQle] ek AlelA 57k
al4o] IS frdehthe Zlolth(Bagozzi et al., 1999:
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Johnson & Stewart, 2005). £<(Johnson) 3 2
T E(Stewart) (2005) = 7} appraisals) & MY
of Hxo #Hd JH Al 2 Ayt g ost=
b, o]8 g Hrte i3l gl A digt A v
A}, ol uwpet, FiQlo] Sk Ak diaE A
Aoz g 4 gl7] flsliA = "1 Rle] sl Akt
ol HAE 7HA ok & B 7t ofg} T AR e A
& Wyt A4l ol BAE FFAY GAls]of
3t} (Bagozzi et al., 1999; p. 185). whebr], ofd
48 T AR 2Ro] B glva A7tk 7fdle]
a4 edvka Azste QIR i A T AR
AMA oz B} oA wkeE oz o 4 Q)

w2hA Frlol 2o h2M, CSRe| 45HE FAY
CSREEE FHste 249 Ut wrt =2 AEE
EEJEWOH sl ”fﬂ o 7&@ %

|

g 1 ol vtk tgt A4S
delHA}, o} e e AAE
]_ o] JE-lx] ko /\}%}\é
ot Dy A FAstuA} st < gkl o 7
npR A 2, '3 2R & 7FsH F
= o] CSR &5< A4l ‘Jrﬁﬂ%‘c A
olgty ke Aolt}, ®lo tigt ofzto] 7
g9 CSR &&°] 2AH13 A4 &4 vk A
, o]E% ‘;_9] 75/\1;40] }ﬂ-%E "}Eﬁﬁii
Zlo|t}(Bigné-Alcaiiiz et al., 2010).
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>
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nE £
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N rsL'
e
SO
S flo & e o

n)
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Ol

< =Y o] oletAQl S fridete
Fettn 4S54 d7Es el 9
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