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Beyond the animal-testing label: The impact of CSR internal-external congruence on consumer responses 

Abstract 

When it comes to corporate social responsibility (CSR), animal testing is a controversial 

topic, as the regulatory frameworks vary between countries, and some loopholes in the testing 

procedures of cosmetics products and labeling remain. This situation allows companies to have 

inconsistent CSR efforts, such as using public statements about non-animal testing conduct without 

truly adhering to the promise. Previous studies have identified four CSR positions addressing the 

combination of situations whether or not a company has a public CSR statement, and whether or not 

they are engaged in taking actions relating to a social concern. The positions are categorized as 

follows: (1) uniform - where actions align with public statements, (2) washing - where actions do not 

meet public statements, (3) discreet - when actions are executed without public statements and (4) 

apathetic - where neither actions nor public statements are made. Based on the four positions, this 

research aims to shed light on the impact of CSR internal-external congruence of a company on a 

series of consumer responses, namely brand trustworthiness, brand attractiveness, brand attitude and 

purchase intention, using the hierarchy of effects framework. 

The research specifically focused on animal-testing practices in the cosmetics industry. A 2x2 

between-subjects experimental design was conducted with 163 participants. Their responses were 

analysed by conducting ANOVA tests and regression analyses using the SPSS software. The results 

revealed that a company failing to operate according to its promise (washing position) faces 

significant disadvantages compared to the remaining positions, particularly in promoting brand 

trustworthiness and brand attitude. Conversely, those who perform CSR actions according to their 

claims (uniform position) or out of altruism without “shouting aloud” (discreet position) will drive the 

most desirable outcomes from consumers, particularly in terms of brand attractiveness and brand 

attitude. The results also indicated that the apathetic position had a less negative impact than expected. 

Additionally, positive relationships between consumer outcomes were also found, which occurred in a 

specific order going from cognitive to affective and ultimately action.  

The findings enrich the current streams of research about animal welfare. They emphasize the 

advantages of genuine CSR communication and the disadvantages of failing to deliver what has been 

promised and suggest future research directions. First, this research calls for further exploration into 

the apathetic position and whether they are significantly less competitive than those who are active in 

CSR. Second, another promising research direction would be to compare consumer behaviors across 

countries where animal testing is mandatory, banned, or not strictly regulated, and to compare groups 

with different perspectives on animal welfare. Lastly, future research should identify the gap in 

consumer awareness about animal testing regulation and suggest methods to improve this awareness. 

KEYWORDS: CSR communication, animal testing, CSR internal-external congruence, brand 

trustworthiness, brand attractiveness, brand attitude, purchase intention 
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1. Introduction 

Corporate social responsibility (CSR) is a prominent topic in the modern marketplace, as 

consumers are now becoming highly aware and interested in socially conscious companies (Clinton & 

Chatrath, 2022, p.58). According to PwC’s global CEO survey, 64% of the CEOs viewed CSR as an 

integral part of their businesses, and 37% of them believed that CSR could help to attract investments 

(PricewaterhouseCoopers, 2016, p.13). Although the report shows the importance of CSR in business 

operations, it raises the question of whether the CSR behavior of firms is primarily driven by profit 

maximization strategies or by genuine altruism and philanthropy. Previous research has shown that 

authenticity in CSR is one of the most influential aspects of the relationship between companies and 

stakeholders, including consumers (Skilton & Purdy, 2017, p.117). When a company's CSR claims 

are consistent with its actual practices, consumers are more likely to view the brand as authentic in its 

efforts to contribute positively to society (Fatma & Khan, 2022, p.67). On the other hand, CSR misfit, 

the difference between a company’s external image and its CSR activities, can lead consumers to 

perceive the brand as inauthentic (Pérez, 2019, p.342). Delivering products as promised in 

advertisement brochures, labels or websites, are crucial for increasing consumer trust and driving 

sales performance for companies (Chin et al., 2020, p.908). Conversely, brand inauthenticity and 

corporate wrongdoing can lead to potential brand betrayal, ultimately resulting in brand avoidance 

when consumers distance themselves from a brand they consider unethical (Ittefaq et al., 2024, p.1). 

In the realm of CSR, animal testing within the cosmetics industry has been a highly 

controversial topic. Guinea pigs, mice, rats, rabbits, and other animals are subjected to these tests, 

which aim to predict outcomes in humans (Radi, 2023). Approximately 350,000 animals suffer and 

die worldwide every year specifically due to cosmetics tests, although testing cosmetics on animals is 

unnecessary thanks to modern testing methods that are faster and more reliable, and companies can 

also use ingredients that have a history of safe use (The Humane Society of The United States, n.d.). 

Some argue that testing on animals is necessary to ensure the safety and efficacy of products for 

human use; however, some believe such a process is not necessary. In China, for example, all new 

cosmetic products intended for sale within the country, except for those produced domestically, were 

required by law to undergo government-mandated testing since 2014, which predominantly involved 

testing on animals (Humane Society International, n.d.). Meanwhile, many other countries, like those 

within the European Union, India, New Zealand, and South Korea, have banned animal testing for 

cosmetics, deeming it unnecessary and replaceable by alternative methods, given that cosmetics are 

considered not essential commodities (Sreedhar et al., 2020, p.113). Until now, 45 countries have full 

or partial bans on cosmetics animal testing (The Humane Society of The United States, n.d.). 

Many consumers around the world have recognized the importance of animal welfare and 

ethical practices, putting more pressure on companies and policymakers. It was recorded that 81% of 

Australians support a national prohibition on the sale of animal-tested cosmetics, leading to an official 

national ban in 2020 (Humane Society International Australia, 2023). The European citizen’s 
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initiative “Save Cruelty-free Cosmetics - Commit to a Europe without Animal Testing”, verified by 

1,217,916 statements of support by the Member State authorities, enacted the full ban on animal 

testing for cosmetics, which has been in place in the European Union since 2013 (European 

Commission, 2023). 

In response to this global consumer pressure, many cosmetics companies have been quick to 

publicize non-animal testing claims. However, the true extent of their commitment to this cause 

remains unclear. Companies may present an impression of ethical responsibility through labels, but 

the actual practices can be starkly different. An expert on animal testing has claimed that even 

products labeled as “not tested on animals” may contain some ingredients that are tested on animals 

(The Guardian, 2021). According to an analysis in 2021, hundreds of cosmetic products sold in the 

UK and Europe still contain ingredients that have been tested on animals, although animal testing has 

been banned in both products and ingredients in these regions (Knight et al., 2021, p.661). Despite the 

ban, according to PETA (2023), consumers still mistakenly think that all cosmetics sold in EU 

countries are animal test-free; however, products tested on animals in other countries such as China, 

can still be sold in the EU, as long as the animal test data are not used to confirm the product’s safety 

within the EU. These loopholes show the shortcomings in regulatory oversight and enforcement, 

influencing consumers who could be misled by misplaced CSR messages. 

 

1.1. Research question 

Consumers have shown a growing interest in choosing vegan cosmetics; to them, avoiding 

products tested on animals is an important notion of what they consider "clean beauty" (Lee & Kwon, 

2022, p.3198). They place high value on brands that do not conduct animal testing, showing the 

significance of animal welfare as a key CSR measure for consumers (Shabib and Ganguli, 2017, 

p.186). Building on the current animal testing situation and growing interest from consumers, this 

study aims to identify to what extent the alignment between companies’ internal CSR actions and 

external claims about animal testing can impact consumers’ responses. This alignment, referred to as 

CSR internal-external congruence by Ginder et al. (2021, p.357), is identified by four scenarios that 

examine whether a company makes CSR claims or not, and whether it has the corresponding CSR 

efforts or not. The scenarios are: (1) uniform, where CSR actions align with claims; (2) washing, 

where actions do not match claims; (3) discreet, where actions are carried out without claims; and (4) 

apathetic, where neither actions nor claims are made (Ginder et al., 2021, p.357). The study will 

contribute to CSR and consumer behavior research by exploring how consumers react to these 

different CSR scenarios.  

This research will utilize the hierarchy of effects (in short: HOE) approach to explore key 

stages of consumer behavior, including cognitive (thinking), affective (feeling), and behavioral 

(action), as first introduced by Lavidge and Steiner in 1961. This model offers a structured framework 

to understand the sequential process consumers undergo from initial awareness to eventual purchase 
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decision. Specifically, this study will examine the impact of the different CSR stances proposed by 

Ginder et al. (2021, p.357) on consumer responses based on this hierarchy, starting from the cognitive 

stage where consumers become aware of and comprehend CSR efforts, progressing to the affective 

level where emotional responses and attitudes towards the brand are formed, leading to the behavioral 

stage where these perceptions and feelings translate into purchase intention. The research question is 

thus: To what extent does CSR internal-external congruence concerning animal testing affect brand 

trustworthiness, brand attractiveness, brand attitude and purchase intention in the cosmetics 

industry? The four consumer aspects correspond to the stages of consumer responses in the HOE 

model. Specifically, brand trustworthiness refers to the perceived credibility of a brand by its 

customers based on its promised actions and behavior; brand likeability is the positive affection that 

consumers have toward a brand; brand attitude is the overall assessment of the brand, and purchase 

intention can be understood as the likelihood that a consumer will purchase a product (Bianchi et al., 

2019, p.211; Chaudhuri & Holbrook, 2001, pp.83-84; Quezado et al., 2022, p.4). Using an 

experimental survey and quantitative analysis with SPSS, this study aims to compare the impact of 

different CSR positions on consumers and analyze the relationship between consumer responses. 

 

1.2. Academic and social relevance 

1.2.1. Academic relevance 

This study can contribute to the current academic knowledge about CSR communication, with 

an emphasis on the alignment between actions and words. Current studies within this domain have 

paid attention to the effects of marketing claims and package labels (Grappe et al., 2021; Cornish et 

al., 2020), heading toward the public side of CSR. However, altruism coming from internal actions 

within a company is also important in business ethics (Kotek et al., 2018, pp.159-160). As consumers 

are becoming more aware of misleading CSR claims and demand great transparency, it is vital to 

study their responses to different scenarios of CSR examining both actions and claims from a 

comparative perspective. Therefore, this study will expand scholarly understanding of this rising 

internal-external consistency aspect, thereby contributing to the broader discourse on effective CSR 

communication. 

Furthermore, this study also contributes to the diverse topics surrounding CSR. Previous studies 

have focused on CSR messages related to certain domains, such as the environment (i.e., green-

washing), LGBTQ+ rights (i.e., rainbow-washing) and breast cancer awareness (i.e., pink-washing) 

(Sterbenk et al., 2022, p.494). A large number of studies have focused on the outcomes and 

effectiveness of environmental messages (Falchi et al., 2022; Romani et al., 2016; Chen & Chang, 

2013; Kwon & Ahn, 2020). Other streams of research zoomed in on the impact of rainbow-washing 

or advertising targeted at the LGBTQ+ community on the reception of consumers (Ginder & Byun, 

2015, p.834; Schopper et al., 2024). In pink-washing, breast cancer campaigns from companies have 

been critically investigated about their motivations and actual impacts on female consumers’ health 
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(Lubitow & Davis, 2011; Hall et al., 2024). With the growth in brand activism, there is a need to 

research beyond these well-studied domains to other pressing social issues (Pomering et al., 2013, 

p.258). Focusing on animal welfare would strengthen the current understanding of CSR 

communication on a specific domain, thereby enriching the existing body of literature with targeted 

insights. 

 

1.2.2. Social relevance 

With empirical data and theoretical insights, this research seeks to provide recommendations 

for businesses, policymakers and consumers to promote ethical consumption and corporate 

accountability in the realm of animal testing. Firstly, this study will offer insights about customer 

responses for cosmetics companies to identify a suitable CSR approach to maintain a positive and 

sustainable corporate reputation. Investing in effective CSR can enhance the company’s financial 

performance and competitive edge, as consumers tend to identify themselves with the brand they use 

(Zhang & Admand, 2022). However, having a deceptive CSR stance can have a negative impact on 

consumers’ perception of the brand (Hawlitschek et al., 2018, p.10). As such, this study identifies the 

possible advantages and disadvantages that companies may face if they succeed or fail to deliver what 

has been promised. Overall, by examining brand trustworthiness, attractiveness, attitude, and purchase 

intention, this research also provides insights into the complex connections between consumer 

perceptions and actions. 

Furthermore, the findings also help policymakers in strengthening legislation related to 

animal testing practices, advocating for more transparent and ethically responsible business practices. 

As stated before, animal testing regulations vary between different parts of the world. For instance, 

when a self-proclaimed vegan brand expands its market to regions where animal testing is required, it 

raises concerns about the brand's true commitment to its vegan label. An example is Neutrogena; they 

launched a “Neutrogena Naturals” brand with the label “Not Tested on Animals”. However, the 

company still sold its product in China, which requires animal testing by law. The decision to expand 

the market and sell products in China was driven by the goal of maximizing profits by its parent 

company which tests on animals, Johnson & Johnson (Laughlin, 2021). Companies often face a 

dilemma like this in balancing profitability and ethical principles, a decision that can, for example, be 

swayed by the stance of the parent company and financial responsibilities. Insights from this study 

will guide the development of clearer regulatory standards. It helps policymakers to foster a more 

transparent cosmetics market, ensure healthy competitions among brands and thereby help consumers 

make more informed purchase decisions. 

Eventually, being aware of CSR internal-external congruence can help consumers make more 

conscious decisions by supporting authentic brands that truly align with their values. Cosmetics 

consumers should be more encouraged to stay educated about animal-testing conduct and seek out 

information beyond surface-level labeling. This includes understanding the complexity of animal 
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testing conducts, questioning the legitimacy of CSR claims, and critically evaluating marketing 

messages.  
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2. Theoretical background 

This research was conducted based on the hierarchy of effects framework proposed by 

Lavidge and Steiner (1961), applying to the context of animal-testing labels on cosmetics. In 

contemporary contexts, the framework still remains valuable in assessing and guiding CSR activities, 

according to Murray (2018, p.43). By providing a comprehensive understanding of the stakeholders 

exposed to CSR communication, it has been used in recent studies on CSR communication. For 

example, Pérez and De Los (2023, p.1) recenty used this framework in the hospitality and tourism 

industry to explore the impact of media channel choice on different consumer responses. Based on 

this framework, Hazel and Kang (2018, p.62) also developed a model assessing the impact of 

perceived CSR information substantiality on consumers’ reactions towards an apparel brand's CSR 

information. This proves that the framework is a valuable tool to explore consumer responses in CSR 

communication in today’s realities. 

Based on this model, hypotheses were formed and tested in this study. The following section 

will present a literature review of the relevant academic background building up to the hypotheses, 

including previous research into animal testing labels, CSR internal-external congruence and the HOE 

framework. In addition, consumers’ responses to brand messages, including brand trustworthiness, 

brand attractiveness, brand attitude, and purchase intention will also be discussed. 

 

2.1. Core concepts and theories 

2.1.1. Labeling for animals in the cosmetic industry 

 Previous research has shown that consumers are increasingly aware of animal cruelty; they 

support vegan beauty and ethical practices of companies, which could lead to boycott behaviors 

toward cosmetics using animal-tested ingredients (Hennigs et al., 2016, p.109; Varma & Ray, 2023, 

p.24). In response to this phenomenon, companies have greatly utilized labeling to showcase CSR 

efforts and generate desired responses from consumers; however, labels can be interpreted in different 

ways (Vachon, 2018, p.194). For instance, there is certain ambiguity surrounding the definition of 

“animal suffering”. What one person considers cruel might not necessarily be viewed as cruel by 

another (Vachon, 2018, p.197). Research by Sheehan and Lee (2014, p.1) found that the term 

"cruelty-free" is flawed, potentially leading consumers to mistakenly perceive certain products as 

ethically superior when they may not be any better than others. Another the example is that “vegan-

friendly” can be understood as free from animal testing, but in other cases, it only indicates the 

products do not have any animal ingredients or animal-derived ingredients (Vachon, 2018, p.196).  

There is no legally standardized list of accepted claims for cosmetics. According to the U.S. 

Food and Drug Administration (FDA) (2022), the law does not require cosmetics labeling to have 

FDA approval, and the FDA does not maintain a list of accepted claims for cosmetics. In the EU, 

cosmetics are regulated by the European Commission's Cosmetics Regulation (Regulation EC No 

1223/2009); however, it does not publicize a list of accepted claims for cosmetics (European Union, 
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2023). Instead, it offers general principles that cosmetic claims must adhere to, such as being 

transparent or not misleading consumers. However, the perception of transparency or truthfulness can 

vary, due to the fact that a term can be understood in different ways, as previously discussed. The 

absence of standardized claims in the current animal testing regulations creates ambiguity in labelling, 

potentially resulting in situations where companies’s actions and claims are not fully aligned.  

 

2.1.2. CSR internal-external congruence 

The inconsistency between CSR actions and claims has been referred to as CSR internal-

external congruence in academic research (Ginder et al., 2021, p.357). First, CSR refers to the 

practices when companies commit to benefiting society by reducing negative impacts and maximizing 

positive contributions. The strategic importance of CSR becomes clear as it fosters positive 

relationships between organizations and stakeholders, enhances corporate images, and promotes 

advocacy behavior among stakeholders (Du et al., 2010, p.8). Although CSR engagement holds 

strategic potential, its effective implementation often faces challenges due to public mistrust and 

skepticism regarding organizations' motives. A company might be truthful or untruthful about CSR 

communication. To capture this nuance, previous research by Ginder et al. (2021, p.357) identified 

four positions capturing the consistency and inconsistency between companies’ external claims and 

internal action surrounding CSR: (1) uniform, (2) washing, (3) discreet and (4) apathetic positions 

(see Figure 2.1.). This framework has been adopted by many studies about CSR communication. For 

example, Amores-Salvadó et al. (2023, p.434) have mapped the matrix consisting of environmental 

performance and disclosure, and based on quantitative analysis of ESG data in 222 firms, they found 

better market performance in firms that walk their talk compared to those who have an ignorant 

attitude or stay silent in sustainable efforts. Another study by Ginder and Byun (2022, p.1) applied the 

framework to predict consumer attitudes in apparel retail using an experimental survey, which 

revealed that CSR claims lacking transparency and clarity often result in consumers’ skepticism, 

ultimately undermining both the credibility of the message and trust in the retailer.  

 
Figure 2.1. CSR positions based on internal-external congruence (Ginder et al., 2021) 
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The following sessions will describe the four CSR positions in-depth. Firstly, the uniform 

position indicates when companies internally practice CSR and communicate their efforts to the 

public accordingly (Ginder et al., 2021, p.356). This is deemed as the most ideal position for brands 

because they execute the CSR efforts as promised. For instance, IKEA has consistently upheld 

sustainability as a core value and engaged in practical initiatives, such as utilizing LEDs exclusively 

and incorporating wind and solar power technologies into their production (Kowitt, 2015). When it 

comes to actions, companies have also recently pushed to move beyond corporate social responsibility 

to corporate activism, advocating for societal change by taking a stand in social, political, economic, 

and environmental issues, thereby influencing the attitudes and behaviors of stakeholders (Eilert & 

Nappier Cherup, 2020, p.463). This can be regarded as a powerful action from companies in the CSR-

uniform position, as they showcase their efforts to follow through on their promises and commit to 

meaningful changes. A prime example is Ben & Jerry's public statement against white supremacy 

showing support for the Black Lives Matter protests, and calling out the President and Congress to 

take action, which shows that companies can move beyond a statement to concrete action (Ben & 

Jerry’s, 2023). As shown in this example, employing the uniform position means companies “walk the 

talk”, taking practical actions toward a pressing social issue according to their claims, which is 

expected to result in noticeable changes.  

Conversely, the CSR-washing position is when companies fail to practice what they claim to 

the public (Ginder et al., 2021, p.356). When companies make false or exaggerated claims about the 

environmental or social benefits of a product, it can lead to accusations of "greenwashing" or "ethics-

washing". A classic case is Volkswagen promoting their environmentally friendly diesel cars, but it 

was later revealed that 500,000 of these cars had been installed defeat software to cheat emissions 

testing (Siano et al., 2017, p.30). Another example is pink-washing when companies claim to support 

breast cancer, even when their products may contain ingredients related to cancer (Lubitow & Davis, 

2011, p.139). In such cases, companies may engage in token initiatives to cultivate a positive public 

image without making meaningful changes to society. 

Meanwhile, some companies stay silent in their CSR actions, employing the discreet CSR 

approach for various reasons. It is possible that silent companies do not fully recognize the necessity 

of CSR reporting and that what they have achieved deserves to be communicated (Falchi et al., 2020, 

p.1941). In such cases, employing a discreet CSR approach may prevent consumers from fully 

understanding the company's commitment to CSR, leading to missed opportunities for brands to foster 

trust and loyalty among socially conscious consumers. In other cases, companies might prefer not to 

publicize or report their initiatives because it comes from their intrinsic motivations. In other words, 

they do good actions for themselves, without any prospect of gain (Falchi et al., 2020, p.1941). 

Meanwhile, some companies intentionally employ this approach because moral muteness protects 

them from potential criticism surrounding hypocritical CSR statements (Ginder et al., 2021, p.357). In 

some cases, corporate reputation can be negatively affected by CSR reporting, as it is generally 
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perceived by stakeholders as an impression management strategy (Miras-Rodríguez et al., 2020, 

p.1947). Therefore, greenhushing for example, an opposite position to greenwashing, has been found 

in the tourism industry in which companies purposefully under-publicize their sustainability initiatives 

to avoid being perceived as hypocritical (Font et al., 2017, p.1008). In some cultures, for example 

India, discreetly doing good deeds is perceived as more desirable than doing them for public 

recognition, therefore, companies in this country prefer to communicate their CSR initiatives secretly 

without “shouting aloud” (Amaladoss & Manohar, 2013, p.68 & 75). 

Meanwhile, in the apathetic position, companies do not engage in either internal CSR 

initiatives or external public statements. It is similar to the uniform position in the way that their 

communication and actions are consistently aligned. However, they neglect the importance of 

corporate social responsibility and do not pay attention to social responsibility. In a market marked by 

a growing number of socially conscious consumers, the absence of CSR claims and actions may put 

businesses in a disadvantaged position, as it was found that having CSR claims can positively 

influence consumers’ purchase intention and willingness to pay premium prices (Wei et al., 2018, 

p.186).  

 

2.1.3. The hierarchy of effects framework 

Companies need to assess their CSR communication practices to understand consumers’ 

comprehension and reaction to the advertising messages, which is the first step in creating meaningful 

CSR engagement with stakeholders (Murray, 2018, p.49). The hierarchy of effects framework (in 

short: HOE) has been recommended for advertising practitioners as a tool to assess and manage the 

impact of marketing strategies on consumer behaviors (Murray, 2018, p.48). According to this model, 

consumers react to communication messages in a particular order of steps: cognitive (thinking), 

affective (feeling) and conative (acting) (Lavidge & Steiner, 1961, p.60). After being exposed to 

advertising messages, consumers develop awareness or knowledge about the topic/ product being 

marketed. They then evaluate the information and form emotions toward the product. Consequently, 

their liking and preference impact their behavioral intentions, such as doing trials or purchasing the 

product. The model emphasizes the hierarchical nature of consumers’ responses: each stage in the 

consumer decision-making process (cognitive, affective, and conative) is dependent on a series of 

related events that occur in a specific order (Murray, 2018, p.48). Therefore, applying this framework 

approach to this study would be suitable to provide a more holistic understanding of consumer 

behaviors at an individual level. Following this model, some aspects of consumer behaviors will be 

analyzed in this study, including brand trustworthiness (cognitive), brand attractiveness (emotion), 

attitude towards the brand (emotion), and purchase intention (conative). The specific explanation of 

each aspect will be explained in the next section. 
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2.2. Hypotheses and conceptual model 

To measure the impact of CSR positions on consumer behaviors, this study used a 2 (External 

CSR claim: absent vs. present) by 2 (Internal CSR action: absent vs. present) between-subjects 

experimental design, based on the classification of the four CSR positions proposed by Ginder et al. 

(2021, p.357). The CSR positions were manipulated using a hypothetical brand, with scenarios of 

whether it made claims about animal testing or not (external CSR claim), and whether its ingredients 

are actually tested on animals or not based on a report by a third-party NGO (internal CSR action). 

The dependent variables in this study were brand trustworthiness, brand attractiveness, brand attitude, 

and purchase intention. 

 

2.2.1. Brand trustworthiness 

Trust is crucial for successful customer relationships and is defined as having confidence in 

the reliability and integrity of a person or entity (Palmatier, 2006, p.138). Building strong brand trust 

is essential for a company, showing that customers are confident about the reliability of its product or 

service. This study investigates consumers’ trust in brands, and brand trustworthiness is defined as the 

extent to which a consumer believes a company/ brand can fulfill its expected obligations (Chaudhuri 

& Holbrook, 2001, p.82). Formed by the accumulation of knowledge from consumers’ observations 

or exposure to brands’ reported information, trustworthiness is a cognitive response from consumers 

(Johnson & Grayson, 2005, p.501). It has been found in previous studies that when companies 

effectively and transparently communicate genuine CSR motives, people are more likely to trust and 

support them strongly (Kim & Lee, 2018, p.109 & 118; Kang & Hustvedt, 2014, p.253). In the 

context of animal testing, it means that if a cosmetics company claims to not engage in animal-testing 

practices and keep their promise which is proved to customers, their trust in the brand may be 

strengthened. Therefore, it is predicted that consumers would perceive a brand as more trustworthy 

when they observe the company consistently walk their talk, employing a uniform position. 

According to Romani et al. (2016, p.262), effectively managing consumer perceptions of a 

company's intrinsic motives can reduce skepticism, as consumers are more likely to see these actions 

as driven by altruism rather than solely by profit and acting loudly. As such, companies in the discreet 

position can be viewed as intrinsically motivated because they do not seek public recognition. 

However, without communication, doing good deeds in silence is not necessarily more favorable than 

adopting the uniform position. Credible CSR communication is key in the process of gaining 

legitimacy from stakeholders, because it deliberately highlights and tailors communication to fulfil 

consumers' preferences (Lock & Schulz-Knappe, 2018, p.13). Therefore, companies adopting a 

discreet position, silently contributing to social causes without seeking overt recognition, are 

predicted to receive a similarly high level of trust from consumers as in the uniform position. 

Meanwhile, those having overly promotional CSR messaging (washing position) may risk 

undermining consumer trust the most. Consumers are increasingly aware of and able to identify 
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washing behaviors, where environmental claims about green products are often neither true nor 

transparent (TerraChoice, 2009). Previous studies have found that CSR washing negatively influences 

trust among consumers, as the washing behaviors are associated with risk and deception (Chen & 

Chang, 2013, p.497; Hawlitschek et al., 2018, p.10). Similarly, according to Wagner et al. (2009, 

p.77), CSR messages can be counterproductive, if companies do not act to meet the stated standards. 

It is thus predicted that companies in the washing position have lower trust from customers than those 

in the uniform and discreet positions. 

Those who do not take any action or make any claim about animal testing (apathetic position) 

are viewed as indifferent in the eyes of consumers. Previous research by Chu et al. (2023, p.1037) 

showed that consumers nowadays prefer companies to take a stand on sociopolitical issues, known as 

brand activism, and truly align their practices and value to the marketing messages. By remaining 

neutral or silent, companies risk losing socially conscious consumers and their trust in the 

organization. Although remaining apathetic is not the most desirable CSR stand, it may not be as 

detrimental to consumer trust as washing behaviors because they do not aim to mislead consumers. 

Based on previous findings, the first group of hypotheses is the following: 

 

H1: Respondents in the uniform (C1) or discreet (C3) condition have the highest brand 

trustworthiness score, followed by those in the apathetic condition (C4) and then those in the washing 

condition (C2), hence: 

H1a: Respondents in the uniform condition (C1) have a similar score on brand trustworthiness 

as those in the discreet condition (C3). 

H1b: Respondents in the uniform condition (C1) have a higher score on brand trustworthiness 

than those in the apathetic condition (C4). 

H1c: Respondents in the uniform condition (C1) have a higher score on brand trustworthiness 

than those in the washing condition (C2). 

H1d: Respondents in the discreet condition (C3) have a higher score on brand trustworthiness 

than those in the apathetic condition (C4). 

H1e: Respondents in the discreet condition (C3) have a higher score on brand trustworthiness 

than those in the washing condition (C2). 

H1f: Respondents in the apathetic condition (C4) have a higher score on brand trustworthiness 

than those in the washing condition (C2).  
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2.2.2. Brand attractiveness 

After consumers have formed beliefs about a certain brand, they progress to the affection 

stage, where they start cultivating emotional connections (Lavidge & Steiner, 1961, p.60). To measure 

consumer emotional responses, the second dependent variable in this study is brand attractiveness. 

Several definitions of “attractiveness” or “attraction” exist in various contexts. From a psychological 

viewpoint, attractiveness is considered an overall predisposition toward a person/object, and it may be 

conceived as an evaluation based on several dimensions, including cognitive and affective elements 

(Caballero & Resnik, 1986, p.18). In business relationships, attraction is viewed as the initial spark of 

a connection, which is based on the expected values from the relationship coming from both partners 

(Wilkinson et al., 2005, p.673). According to scholars in marketing, brand attractiveness is determined 

by how much consumers can identify with the brand values. It measures how positively consumers 

view the brand's identity concerning how it helps them fulfil their self-definitional needs 

(Bhattacharya & Sen, 2003, p.79). It is also related to the extent to which individuals prefer, are 

drawn to, and support relationships with a company based on its enduring values (Ahearne et al., 

2005, p.575).  

The term “attractiveness” adheres to both the definition in marketing, as well as to Social 

Identity Theory. According to this theory, people are attracted to and support relationships with like-

minded others to reinforce their self-identity; likewise, if a brand holds similar values with consumers, 

they will be more likely to be attracted to that brand (Marin & Ruiz, 2007, p.254). Meanwhile, 

cosmetics consumption can shape and protect the definition of the self (Liu et al., 2012, p.89). So et al 

(2017, p.648) also found that using brands that are viewed as highly attractive helps customers 

develop a positive social identity. As such, using cosmetics that protect animal welfare is predicted to 

make consumers feel better about themselves, thereby increasing the attractiveness of the brand. 

Therefore, companies that remain truthful in their CSR practices, falling within the uniform position, 

or protecting animal welfare with sincerity in silence, falling within the discreet position, are 

projected to be perceived as the most attractive by consumers out of the four positions, as consumers 

want to shape a desirable perception of self-identity through the use of ethical brands.  

Conversely, engaging in practices that deviate from ethical norms leads to decreased 

attractiveness of the brand. A previous study by Sweetin et al. (2013, p.1822) discovered that 

consumers are likely to punish an irresponsible company by not being a customer of that brand. By 

neglecting CSR practices, brands in the apathetic position are expected to have low attractiveness. 

Even worse, because stakeholders often have limited comprehension of a firm's true commitment to 

CSR, companies can easily mislead them through overly promotional CSR messages, staying in the 

washing position (Dare, 2016, p.91). It is therefore unfavorable if customers discover they have been 

misled. Building on this, those in the washing position are expected to have the lowest level of brand 

attractiveness because they are seen as deceptive. It is thus hypothesized that: 
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H2: Respondents in the uniform (C1) or discreet (C3) condition have the highest brand attractiveness 

score, followed by those in the apathetic condition (C4) and then those in the washing condition (C2), 

and more specifically: 

H2a: Respondents in the uniform condition (C1) have a similar score on brand attractiveness as 

those in the discreet condition (C3). 

H2b: Respondents in the uniform condition (C1) have a higher score on brand attractiveness 

than those in the apathetic condition (C4). 

H2c: Respondents in the uniform condition (C1) have a higher score on brand attractiveness 

than those in the washing condition (C2). 

H2d: Respondents in the discreet condition (C3) have a higher score on brand attractiveness 

than those in the apathetic condition (C4). 

H2e: Respondents in the discreet condition (C3) have a higher score on brand attractiveness 

than those in the washing condition (C2). 

H2f: Respondents in the apathetic condition (C4) have a higher score on brand attractiveness 

than those in the washing condition (C2).  

2.2.3. Brand attitude 

The next variable covered in this study is brand attitude, which refers to consumers’ overall 

assessment of the brand, stemming from their beliefs and feelings about the brand’s characteristics 

and benefits (Quezado et al., 2022, p.4). In previous research, attitude is often associated with 

cognitive and emotional responses from consumers, such as brand love and brand image (Ramesh et 

al., 2019, p.380; Quezado et al., 2022, p.5). Brand attitude is thus a summary evaluation by customers, 

composed of their reactions and liking, and is useful to predict responses to marketing practices 

(Ramesh et al., 2019, p.379). It has been found by many researchers that brand attitude has a positive 

relationship with good CSR practices and business ethics. When customers feel that CSR is the 

correct thing to do and see an organization engaging in the intended way, they develop an overall 

favorable attitude (Ramesh et al., 2019, p.383). In animal welfare, when they have a positive 

perception of cosmetics, especially those related to being "not tested on animals," their attitude toward 

the cosmetic product was also found to increase (Grappe et al., 2021, p.1546). Building on this, 

companies in the uniform and discreet position would receive the highest brand attitude, considering 

customers will view their CSR practices as genuine.  

Meanwhile, CSR skepticism toward CSR messages can weaken a positive attitude toward the 

brand (Kwon & Ahn, 2020, p.59). Regardless of consumers’ prior knowledge or concern, false claims 
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can lead them to think of CSR initiatives as washing behaviors, which subsequently harms their 

attitudes toward the brand (Schmuck et al., 2018, p.127). Additionally, perceived hypocrisy can 

damage consumers’ brand attitudes by negatively affecting CSR beliefs (Wagner et al., 2009, p.77). 

Therefore, those in the washing position are predicted to receive the most negative brand attitude 

among the four positions, due to the lack of credibility from the inconsistent CSR practices. Similar to 

previous consumer responses, companies in the apathetic position will not be regarded as deceptive 

when compared to CSR-washing firms, as they only remain indifferent. Considering these previous 

researches, the next group of hypotheses is: 

 

H3: Respondents in the uniform (C1) or discreet (C3) condition have the most positive brand attitude, 

followed by those in the apathetic condition (C4) and then those in the washing condition (C2), more 

specifically: 

H3a: Respondents in the uniform condition (C1) have a similar score on brand attitude as those 

in the discreet condition (C3). 

H3b: Respondents in the uniform condition (C1) have a higher score on brand attitude than 

those in the apathetic condition (C4). 

H3c: Respondents in the uniform condition (C1) have a higher score on brand attitude than 

those in the washing condition (C2). 

H3d: Respondents in the discreet condition (C3) have a higher score on brand attitude than 

those in the apathetic condition (C4). 

H3e: Respondents in the discreet condition (C3) have a higher score on brand attitude than 

those in the washing condition (C2). 

H3f: Respondents in the apathetic condition (C4) have a higher score on brand attitude than 

those in the washing condition (C2).  

2.2.4. Purchase intention 

After cognitive and affective responses, the final stage proposed by the HOE framework is the 

conative stage, or in other words, action (Lavidge & Steiner, 1961, p.60). Regarding consumer action, 

purchase intention is a key success measurement for companies. In marketing, a purchase decision 

refers to the moment when consumers have done searching for information about the product and 

evaluating different alternatives (Standkevich, 2017, p.10). It is described by Bianchi et al. (2019) as 

the stage after consumers perceiving that a product meets their expectations. During this phase, 
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consumers are particularly susceptible to information, namely brand-related information provided by 

retailers, manufacturers, or third-party sources (Chen et al., 2016, p.467). 

Purchase intention can be enhanced when consumers perceive brand activism to be genuine or 

sincere (Chu et al., 2023, p.1037). They may process CSR information subconsciously and not 

remember the details, yet are more likely to consider the brand when needed if they have positive 

attitudes behind it (Ramesh et al., 2019, p.377). Truthful CSR communication or positive CSR image 

can also increase customers’ identification with the company, leading to a higher chance that they will 

buy the product (Chen et al., 2015, p. 33; Kim & Lee, 2018, p.118). Another study about package 

labels by Cornish et al. (2020, p.12) also revealed that the presence of additional information about 

animal welfare standards significantly increased purchase intention higher than conventional welfare 

products. Therefore, it is expected that companies maintaining a uniform or discreet CSR position will 

elicit the highest purchase intention compared to the other two positions. This is attributed to the 

perception of sincerity and intrinsic motivations (Ginder et al., 2021, p.365). Conversely, many 

greenwashing studies suggested that companies engaging in washing behaviors, not motivated by the 

desire to help others and perceived as egoistic, are likely to have lower purchase intentions (Akturan, 

2018, p.809; Ellen et al., 2006, p.154). Based on this, companies with an apathetic or washing 

position are likely to evoke lower purchase intentions due to perceived insincerity and/or ignorance of 

social responsibility. The apathetic position might result in higher purchase intent due to not being 

associated with egoistic as in washing behaviors. The third group of hypotheses is thus: 

 

H4: Respondents in the uniform (C1) or discreet (C3) condition have the highest purchase intention, 

followed by those in the apathetic condition (C4) and then those in the washing condition (C2), more 

specifically: 

H4a: Respondents in the uniform condition (C1) have a similar score on purchase intention as 

those in the discreet condition (C3). 

H4b: Respondents in the uniform condition (C1) have a higher score on purchase intention than 

those in the apathetic condition (C4). 

H4c: Respondents in the uniform condition (C1) have a higher score on purchase intention than 

those in the washing condition (C2). 

H4d: Respondents in the discreet condition (C3) have a higher score on purchase intention than 

those in the apathetic condition (C4). 

H4e: Respondents in the discreet condition (C3) have a higher score on purchase intention than 

those in the washing condition (C2). 
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H4f: Respondents in the apathetic condition (C4) have a higher score on purchase intention 

than those in the washing condition (C2).  

2.2.5. Relationship between consumers’ responses 

The HOE framework presents consumer responses to advertising messages in a stair-step 

model, suggesting that consumers go through the cognitive phase before the affective phase, and will 

reach the action phase if they already process their emotions in the affective phase (Lavidge & 

Steiner, 1961, p.61). Previous research has found a positive relationship between brand trust and its 

attractiveness. The more a brand is trusted, the greater its attractiveness to customers (Power et al., 

2008, p.593). Similarly, when consumers support a brand's CSR activities, they attribute greater value 

and fairness to the brand, which enhances its image and fosters emotional connections that lead to 

increased purchase intention (Ramesh et al., 2019, p.383). Beyond buying good products or services, 

consumers desire to associate higher values with the brand, and tend to commit more when they 

develop positive associations with it (Quezado et al., 2022, p.12). If a brand is perceived as likable, 

customers will be more willing to pay a premium price and accept the qualitative shortcomings of a 

product (Ohlwein and Bruno, 2022, p.295). Building upon these insights, it is also projected that: 

 

H5: Respondents’ score on brand trustworthiness is positively associated with their score on brand 

attractiveness.  

H6: Respondents’ score on brand attractiveness is positively associated with their score on brand 

attitude. 

H7: Respondents’ score on brand attitude is positively associated with their score on purchase 

intention. 

 

2.3. Conceptual model 

Based on the above hypotheses, figure 2.2. demonstrates the predicted relationships between 

the variables. 
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Figure 2.2. Conceptual model of the predicted relationships between variables  
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3. Methodology 

The following section will explain the research approach, which is an online experimental 

survey with a 2x2 between-subjects design. This will be followed by a comprehensive description of 

the data collection process, namely the sampling method, the survey procedure and research ethics. 

The operationalization of key concepts, including the stimulus materials, dependent variables relating 

to the four aspects of consumer responses, and opinions about CSR and animal welfare will be 

elaborated. Additionally, the section will also discuss the data analysis methods, as well as the validity 

and reliability of the study. 

 

3.1. Research design 

This research aims to measure the impact of CSR internal-external congruence on consumers’ 

behaviors; therefore, an online experimental survey was selected for several reasons. Firstly, this 

study demands a methodology to quantify consumer responses to compare different CSR conditions 

and explore causal relationships between customers’ responses. The quantitative research method is 

suitable for determining the predictive power of variables and testing the relationship between them 

(Creswell & Creswell, 2018, p.51). Secondly, experiments are well-suited to research issues with a 

narrow scope, such as individual psychological phenomena (Neuman, 2014, p.283). This research 

focuses on consumer behaviors, grounded on the hierarchy of effects framework, thus doing an 

experiment would be appropriate to measure variables on an individual level.  

The research was conducted using a 2 (External CSR claim about animal testing: 

present/absent) x 2 (Internal CSR action: not tested on animals/tested on animals) between-subjects 

experimental design. Four experimental scenarios were formed (see Table 3.1). The four scenarios 

were randomly assigned to participants, with the condition that the number of participants in each 

scenario was evenly distributed. Random assignment can facilitate between-group comparison by 

ensuring an unbiased and random distribution of participants across various experimental situations 

(Neuman, 2014, p.61).  

 

Table 3.1. Overview of experimental scenarios (N = 163) 

External CSR claim Internal CSR action 

Not tested on animals Tested on animals 

Present Uniform (C1) (n = 39) Washing (C2) (n = 41) 

Absent Discreet (C3) (n = 44) Apathetic (C4) (n = 39) 
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3.2. Data collection 

3.2.1. Sampling method & sample characteristics 

The target population of this research was consumers who were above 18 years old. Firstly, 

this research used convenience sampling, reaching those who are conveniently available. Recruitment 

of participants took place via Reddit and LinkedIn. A drawback of convenience sampling is a non-

representative sample, which hinders the generalizability of findings only to the social circle of the 

researcher (Neuman, 2014, p.248). To address this, the study combined it with purposive sampling, 

targeting Reddit communities that already have many discussions surrounding animal welfare and 

veganism with people having various viewpoints. This facilitated data collection within a short period 

of time because it helped reach people who might be interested in the topic. The combination of these 

two sampling methods could minimize the bias coming from convenience sampling and ensure a 

more representative sample.  

In total, there were 250 responses to the survey, among which n = 163 were used for the 

analysis. The excluded responses were from 78 participants who did not reach the end of the survey 

and 9 participants who were under the age of 18 due to research ethics. Of all valid respondents, 

70.6% were female, 23.9% were male, and 5.6% were non-binary, third gender, or not specified. The 

average age of participants was 30.31 (SD = 9.21), with the youngest participant being 18 and the 

oldest 59. Most of the participants have obtained or are currently completing a Bachelor’s degree 

(41.7%) or a Master’s degree (36.2%), showing that the educational level of the sample is relatively 

high.  

As explained above, animal testing laws can vary across different countries. These legal 

differences can impact respondents' attitudes and perceptions towards animal testing; thus, 

information about the country of residence was crucial to understanding the sample. Regarding 

whether animal testing for cosmetics was mandatory in the participants’ country of residence, the 

majority of respondents (54.6%) stated that they did not know about it, 35.6% stated that it was not 

mandatory, and 9.8% indicated that it was mandatory. In general, the sample of this study placed high 

importance on animal welfare and the CSR of businesses. Most participants (73.7%) show a higher-

than-midpoint concern for animal welfare, indicating they care about animal rights. Additionally, the 

majority of participants (97.6%) also demonstrated a higher-than-midpoint belief that it was crucial 

that businesses operate along with social responsibility.  

 

3.2.2. Survey procedure 

The online experiment was conducted through Qualtrics, an online survey management tool. 

Four versions of the same survey were created, with the mere difference being the stimulus material 

respondents were exposed to – each representing a CSR condition that this study investigates (see 

Appendix A for the full survey and Appendix B for the stimulus materials). Randomization was 

automatically done by the Qualtrics randomization feature. First, participants were asked to fill in a 
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consent form, which provided information about the voluntary nature of participation, the possibility 

of quitting the survey at any time, the guaranteed anonymity of the answers, and the researcher’s 

contact information. Participants were required to confirm that they understood the above information 

and agree with the consent form in order to proceed with the survey.  

Next, participants were asked to provide their ages to ensure that only participants above 18 

years old could participate in the research due to ethical reasons. Those who did not give consent or 

were under 18 years old were forwarded directly to the end of the survey, thus being excluded from 

the analysis. Then, participants who met the age inclusion criteria were shown one of the two versions 

of a commercial made by HairLive, a fictitious shampoo brand, and one of the two versions of a 

report describing HairLive’s animal-testing practice, made by a fictitious non-profit organization 

(NGO) named Business Ethics Organization. The commercial and the report together operationalized 

the independent variable (i.e., each combination representing one of the four conditions). Details 

about the stimulus materials will be presented in the next section. Then, participants were asked a set 

of questionnaires about their thoughts on HairLive to measure the dependent variables. A 

manipulation check was included in the survey, asking respondents what they previously saw in the 

commercial and the NGO’s report. This part was then followed by questions asking about their 

awareness of animal testing regulations in their country of residence, their concerns about animal 

welfare, and the importance they place on the social responsibility of businesses to gather data about 

the sample knowledge and opinion about the topic. The survey ended by asking demographic 

questions, including gender and educational level, and any other comments or questions participants 

may have.  

 

3.3. Operationalization 

3.3.1. Stimulus materials 

 The independent variable, CSR internal-external congruence, was operationalized across four 

experimental conditions. Each condition consisted of the advertisement made by the fictitious 

shampoo brand HairLive and the report by the fictitious NGO Business Ethics Organization. The 

advertisement presented the CSR claim of the shampoo brand, and the NGO’s report demonstrated 

that brand’s internal CSR action. Shampoo was selected because it is a universal product suitable for 

use by any gender or age group. This can help to minimize bias by ensuring that the questions can be 

applicable across different demographic backgrounds. Furthermore, research conducted by Brown and 

Dacin (1997, p.68) demonstrates that prior knowledge and associations can impact people’s attitudes 

and beliefs about an organization. Therefore, this study used the fictitious brand and organization (i.e., 

HairLive and Business Ethics Organization) to eliminate potential company-related biases, thereby 

improving the internal validity of the research. All of the stimulus materials are presented in 

Appendix B.  
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The first stimulus was a commercial made by the shampoo brand HairLive which either 

included or did not include animal-testing claims. Respondents in the uniform and washing conditions 

were shown the advertisement containing the statement “Not tested on animals” and an extra promise 

“HairLive products are never tested on animals. Join us in our mission for a cruelty-free future”. The 

advertisement in the discreet and apathetic conditions included a generic statement “Detox shampoo” 

and did not have any extra promise. With the commercial, the CSR external claim was 

operationalized. Afterward, a second stimulus was shown to participants, which was a report made by 

the fictitious third-party NGO (i.e., the Business Ethics Organization). Supposedly, this organization 

conducted an independent investigation and reported on the source of HairLive's ingredients. In 

uniform and discreet conditions, the report indicated that HairLive sourced ingredients from suppliers 

that do not test on animals. In the washing and apathetic conditions, it stated that the ingredients were 

sourced from suppliers that conduct animal testing to ensure the safety of the product. When a CSR 

effort is endorsed by a third party, according to Zerbini (2017, p.10), it may be regarded as a signal of 

ethics, indicating that the CSR initiative is value-driven. Therefore, the information in the NGO’s 

report could serve as a trustworthy source to reflect the brand’s internal CSR action.  

 

3.3.2. Dependent variables: Brand trustworthiness, attractiveness, attitude and purchase intention 

 To measure brand trustworthiness, the previously validated scale by Newell and Goldsmith 

(2001, p.237) was used. In the previous study by Newell and Goldsmith (2001), the scale had a 

Cronbach’s alpha of α = .92, meaning it is a reliable measurement of this concept. It was used in 

various studies about consumers before such as by Martínez et al. (2020, p.1486) and Ye et al. (2019, 

p.5). The scale contained four 5-point Likert-scale items (1 = strongly disagree and 5 = strongly 

agree), and respondents were asked to what extent they agreed or disagreed with some statements. An 

example item was “I trust HairLive”. The last item “I do not believe what HairLive tells me” was 

reverse-coded to ensure that a higher score indicated more trust from consumers. To determine 

whether the items loaded on one uniform factor, the four items were entered into an exploratory factor 

analysis using Principal Components extraction with Direct Oblimin rotation based on Eigenvalues (> 

1.00), KMO = .75, χ2 (N = 163, 6) = 356.09, p < .001. The resultant model explained 64.9% of the 

variance in brand trustworthiness. The factor loadings of individual items are presented in Appendix 

C1. There was one factor found; however, the fourth item was removed to improve the reliability of 

the scale from a Cronbach’s alpha of α = .76 to α = .92. Brand trustworthiness was then determined by 

the mean of the remaining three items. In this study, the brand trustworthiness scores ranged from 

1.00 to 5.00 (M = 3.00, SD = 0.97), which showed that on average, brand trustworthiness was neither 

favorable or unfavorable, although the score leaned slightly toward the favorable side. 

Brand attractiveness was operationalized with a scale developed by Elbedweihy et al. (2016, 

p.2905), which was formed based on the notion of attractiveness from the research of Bhattacharya 

and Sen (2003) and Currás-Pérez et al. (2009). The scale was reliable and had a Cronbach’s alpha of α 
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= .73 in Elbedweihy et al.’s study in 2016. It consisted of four 7-point Likert scale items (1 = strongly 

disagree and 7 = strongly agree). A higher score reflected higher brand attractiveness. The name of 

the brand, HairLive, was included in the items as proposed by Elbedweihy et al. (2016). Some 

examples of items were “I like what HairLive stands for” and “HairLive is an attractive brand”. To 

estimate whether the scale was composed of one single factor, the four items were entered into an 

exploratory factor analysis using Principal Components extraction with Direct Oblimin rotation based 

on Eigenvalues (> 1.00), KMO = .81, χ2 (N = 163, 6) = 672.26, p < .001. The resultant model 

explained 86.2% of the variance in brand attractiveness. Factor loadings of individual items onto the 

one factor found are presented in Appendix C2. Brand attractiveness in this study received a 

Cronbach’s alpha of α = .95, showing high reliability. The score was then determined by taking the 

mean of the four items, which ranged from 1.00 to 7.00 (M = 4.14, SD = 1.60). On average, the brand 

attractiveness score was neutral, indicating neither a favorable nor unfavorable situation, although it 

seemed that it stayed slightly toward the positive end. 

 Brand attitude was measured with a five-point bipolar scale across four dimensions: 

unfavorable/ favorable, bad/ good, unpleasant/ pleasant, and negative/ positive, with 1 = unfavorable/  

bad/ unpleasant/ negative and 5 = favorable/ good/ pleasant/ positive. The scale was proposed by 

Wagner et al. (2009, p.90) based on the work of Homer (1995) and later has been used by many CSR 

researchers such as Quezado et al. (2022, p.15) about the impact of CSR and business ethics on brand 

fidelity. In Quezado et al.’s (2016) research, the brand attitude scale had a Cronbach’s alpha of α = 

.90, which was very reliable. In this study, to estimate whether the scale was composed of different 

factors, the four items were entered into an exploratory factor analysis using Principal Components 

extraction with Direct Oblimin rotation based on Eigenvalues (> 1.00), KMO = .84, χ2 (N = 163, 6) = 

684.51, p < .001. The resultant model explained 87.4% of the variance in brand attitude. The factor 

loadings of individual items onto the one factor found are presented in Appendix C3. Brand attitude in 

this study received a Cronbach’s alpha of α = .95, showing a high reliability. The score was then 

determined by taking the mean of the four items, with a higher score indicating a more positive brand 

attitude. In this study, it ranged from 1.00 to 5.00 (M = 3.13, SD = 1.11), showing that brand attitude 

was neutral without clear favorability or unfavorability, although it was slightly closer to the positive 

end. 

 To measure purchase intention, a scale containing three Likert-scale items was used, which 

was proposed by Putrevu and Lord (1994, p.83) with a Cronbach’s alpha of .91, showing that the 

scale was reliable. The scale has been widely used in CSR communication research with high 

reliability, for instance, about the influence of consumers’ perceived CSR on purchase intention 

(Bianchi et al., 2019, p.212) and about relationships between CSR image, consumer-company 

identification, brand prestige and purchase intention (Chen et al., 2015, p.35). In this study, 

respondents were asked to what extent they agreed or disagreed with the statements, assuming that 

they encountered HairLive in store, on a scale from 1 to 7 (1 = strongly disagree and 7 = strongly 
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agree). A higher score indicated more intention of purchasing the product when consumers saw it in 

stores. Some example items were “It is very likely that I will buy HairLive” and “I will purchase 

HairLive the next time I need a shampoo”. To estimate whether the scale was composed of different 

factors, the three items were entered into an exploratory factor analysis using Principal Components 

extraction with Direct Oblimin rotation based on Eigenvalues (> 1.00), KMO = .76, χ2 (N = 163, 3) = 

484.71, p < .001. The resultant model explained 90.8% of the variance in purchase intention. The 

factor loadings of individual items onto the one factor found are presented in Appendix C4. Purchase 

intention in this study received a Cronbach’s alpha of α = .95, showing a high reliability. The 

purchase intention score was then determined by taking the mean of the three items, which ranged 

from 1.00 to 7.00 (M = 3.48, SD = 1.77). This indicated that purchase intention in this study was 

neutral, reflecting neither a positive or negative evaluation. 

 

3.3.3. Other variables 

Concerns with animal welfare was measured using a 5-point Likert scale (1 = strongly 

disagree, 5 = strongly agree). The scale contained three items, which was used by Grappe et al. in 

2020 (p.1540) in a study related to animal testing labels, based on the original work of Herzog et al. 

(1991). Two items were reverse coded, so a higher score indicated that consumers were more 

concerned about animal welfare. Some example items were “Basically, humans have the right to use 

animals as we see fit” and “Much of the scientific research done with animals for cosmetic products is 

unnecessary and cruel”. To estimate whether the scale was composed of one or multiple factors, the 

three items were entered into an exploratory factor analysis using Principal Components extraction 

with Direct Oblimin rotation based on Eigenvalues (> 1.00), KMO = .57, χ2 (N = 163, 3) = 109.90, p < 

.001. The resultant model explained 61.5% of the variance in concerns with animal welfare. The 

factor loadings of individual items onto the one factor found are presented in Appendix C5. The 

second item “Much of the scientific research done with animals for cosmetic products is unnecessary 

and cruel” was removed, because deleting it improved the Cronbach’s alpha from α = .68 to α = .80. 

The score for concerns with animal welfare was then determined by taking the mean of the remaining 

two items, which ranged from 1.00 to 5.00 (M = 3.60, SD = 1.12). This indicated that on average, 

participants were somewhat concerned about animal welfare. 

Lastly, to measure consumers’ attitude toward the social responsibility of business, a 

previously validated scale by Kolodinsky et al. (2010, p.174) was used, which consisted of six 5-point 

Likert scale items (1 = strongly disagree and 5 = strongly agree). The first item was reverse-coded, so 

that a higher score meant consumers believed it was highly important for businesses to take social 

responsibility seriously in addition to profit maximization. Some examples of items were “The most 

important concern for a firm is making a profit, even if it means bending or breaking the rules” and 

“Good ethics is often good business”. To estimate whether the scale was composed of one factor, its 

six items were entered into an exploratory factor analysis using Principal Components extraction with 
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Direct Oblimin rotation based on Eigenvalues (> 1.00), KMO = .76, χ2 (N = 163, 15) = 193.46, p < 

.001. The resultant model explained 42.3% of the variance in attitude toward social responsibility of 

business. The factor loadings of individual items onto the two factors found are presented in 

Appendix C6. The first item “The most important concern for a firm is making a profit, even if it 

means bending or breaking the rules” was removed, because deleting it improved the Cronbach’s 

alpha for the first factor from α = .60 to α = .75 and it had a much lower factor loading than other 

items. With that, the scale had one factor in the end (i.e., as the deleted item was the only one loading 

on a second component). The attitude toward social responsibility of business score was calculated by 

taking the mean of the remaining five items, ranging from 1.00 to 5.00 (M = 3.91, SD = 0.66). This 

showed that on average, respondents attributed moderately high importance on CSR.  

 

3.4. Data analysis 

The data were analyzed with the statistics software SPSS. Prior to the main analysis, data 

cleaning steps were conducted, including removing the ineligible responses from those who did not 

complete the survey and those under 18 years old. The demographic of the sample was then explored 

using descriptive tests to look at age, gender, educational level and opinions or awareness about CSR 

and animal testing. Next, the reliability of the scales was examined by conducting factor analysis and 

reliability analysis. To test if the manipulations in the experiment were successful, a Chi-square Test 

of Independence was used to analyse each of the two manipulation check questions.  

 Hypothesis groups H1, H2, H3 and H4 were examined using the analysis of variance 

(ANOVA) test to examine whether there was a significant difference between the consumer responses 

within each CSR condition. To test hypotheses H4, H5 and H6, the simple regression analysis was 

used to examine whether there is a significant relationship between the consumer responses in the 

order as suggested by Lavidge and Steiner (1961, p.60) in the HOE model.  

 

3.5. Validity and reliability 

 The scales being used in this study had good reliability, which demonstrated high consistency 

of the results. Only validated and multi-item scales from previously published research were used to 

measure the main concepts in this study. Cronbach’s alpha was calculated for each scale of this 

research, all of which remained above .70 in the end, showing the high reliability of the scales 

(Pallant, 2020, p.105). 

To ensure high validity, the manipulation checks for the experimental stimuli were included 

in the final part of the survey. These checks were designed to confirm to what extent the stimuli 

accurately measured the concept of CSR internal-external congruence and to examine respondents’ 

ability to recall information relating to the animal-testing messages (Neuman, 2014, p.304). Random 

assignment of participants into groups helped to ensure good internal validity, minimizing any 

coverage error. It strengthened that the differences found between groups can be attributed to 
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experimental manipulation rather than external factors (Neuman, 2014, p.299). To filter out the 

chance that participants may have known the brand and NGO before, the names in this study were 

fictitious, supporting the internal validity of the study. This is because a high level of brand familiarity 

can make consumers’ responses more desirable, as it can increase confidence in the purchase (Tam, 

2008, p.9). 
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4. Results 

The following section will demonstrate the results of the two manipulation checks about the 

external claim (operationalized in the shampoo commercial) and internal action (operationalized in the 

NGO’s report). Next, four ANOVA tests and three simple regression analyses will be presented with 

the four dependent variables, along with an overview of the hypothesis testing results in Table 4.1. 

 

4.1. Manipulation check 

 To test whether participants across the four conditions recall the experimental stimuli 

correctly and to see if their understanding was related to their assigned condition, two multiple-choice 

manipulation check questions were included after questions about dependent variables. In the first 

question, participants were asked to indicate whether they were exposed to a commercial with or 

without claims about animal testing, with the answer options being ‘with,’ ‘without,’ or ‘I don’t 

know.’ A new variable was created to indicate whether people passed the manipulation check, based 

on whether or not they gave the correct answer given the condition they were in (0 = no; 1 = yes). 

Regarding the manipulation check for the external CSR claim, the Chi-Square test of independence 

showed that there was a relationship between the CSR condition and whether participants answered 

the first manipulation check correctly, χ2 (3, N = 163) = 10.19, p = .017. Nevertheless, more people 

passed the manipulation check than those who did not. In the uniform condition (C1), washing 

condition (C2), discreet condition (C3), and apathetic condition (C4), the number of people who 

answered what they saw in the commercial correctly was 30 out of 39 (76.9%), 34 out of 41 (82.9%), 

27 out of 44 (61.4%), and 21 out of 39 (53.8%) respectively. 

 Respondents were also asked to choose the answer that correctly described the information 

they saw in the NGO’s report, specifically whether or not HairLive’s ingredients were tested on 

animals. The answer options were ‘tested on animals’, ‘not tested on animals’ and ‘I don’t know’. 

Again, a new variable was created on which respondents received a score of 1 if they had given the 

right answer given the condition they were in, and a score of 0 if they did not. To check the 

manipulation for the internal CSR claim, the Chi-Square test of independence revealed that there was 

no relationship between the CSR condition and whether participants answered the second 

manipulation check correctly, χ2 (3, N = 163) = 5.34, p = .148, showing that the manipulation check 

was successful. More people passed the second manipulation check than those who failed it. In the 

uniform condition (C1), washing condition (C2), discreet condition (C3), and apathetic condition 

(C4), the number of people who answered what they saw in the NGO’s report correctly were 32 out of 

39 (82.1%), 29 out of 41 (70.7%), 27 out of 44 (61.4%), and 24 out of 39 (61.5%) respectively.  

 

4.2. ANOVAs 

This paragraph presents the results for the hypothesis group H1. It has been predicted that 

respondents in the uniform (C1) or discreet (C3) condition would have the highest brand 



32 
 

trustworthiness score, followed by those in the apathetic condition (C4) and then those in the washing 

condition (C2) (for reminder of sub-hypotheses, please consult Table 4.1 ahead). An ANOVA was 

conducted with CSR internal-external congruence as the independent variable and brand 

trustworthiness as the dependent variable. The ANOVA test revealed a significant, large main effect 

for CSR internal-external congruence on brand trustworthiness, F(3, 159) = 11.36, p < .001, partial η2 

= .18. Tukey post-hoc comparisons revealed that participants in the washing condition (C2) had 

significantly lower brand trustworthiness (M = 2.35, SD = 1.23) than those in the uniform condition 

(C1, M = 3.45, SD = 0.73, p < .001), discreet condition (C3, M = 3.18, SD = 0.64, p < .001), and 

apathetic condition (C4, M = 3.02, SD = 0.84, p = .005). Therefore, H1c, H1e and H1f were accepted. 

No other comparisons reached significant (C1 <> C3, p = .507; C1 <> C4, p = .136; C3 <> C4, p = 

.833). Hence, H1a was accepted; H1b and H1d were rejected. 

In H2 it was hypothesized that respondents in the uniform (C1) or discreet (C3) condition 

would have the highest brand attractiveness score, followed by those in the apathetic condition (C4) 

and then those in the washing condition (C2). An ANOVA was conducted with CSR internal-external 

congruence as the independent variable and brand attractiveness as the dependent variable. The 

ANOVA test revealed a significant, large main effect for CSR internal-external congruence on brand 

attractiveness, F(3, 159) = 11.33, p < .001, partial η2 = .18. Tukey post-hoc comparisons revealed that 

participants in the uniform condition (C1) were significantly more attracted to the HairLive brand (M 

= 5.01, SD = 1.14) than those in the washing condition (C2, M = 3.32, SD = 1.77, p <.001), and those 

in the apathetic condition (C4, M = 3.67, SD = 1.64, p < .001). It also showed that participants in the 

discreet condition (C3) were significantly more attracted to the brand (M = 4.56, SD = 1.23) than 

those in the washing condition (C2, M = 3.32, SD = 1.77, p = .001) and those in the apathetic 

condition (C4, M = 3.67, SD = 1.64, p = .032). Therefore, H2b, H2c, H2d and H2e were accepted. 

There was no significant difference between other comparisons (C1 <> C3, p = .505; C2 <> C4, p = 

.722). Therefore, H2a was accepted; H2f was rejected. 

 H3 predicted that respondents in the uniform (C1) or discreet (C3) condition would have the 

highest brand attitude, followed by those in the apathetic condition (C4) and then those in the washing 

condition (C2). An ANOVA was conducted with CSR internal-external congruence as the 

independent variable and brand attitude as the dependent variable. The ANOVA test revealed a 

significant, large main effect for CSR internal-external congruence on brand attitude, F(3, 159) = 

11.90, p < .001, partial η2 = .18. Tukey post-hoc comparisons revealed that participants in the washing 

condition (C2) had significantly lower brand attitude (M = 2.40, SD = 1.23) than those in the uniform 

(C1, M = 3.61, SD = 0.86, p < .001), discreet (C3, M = 3.48, SD = 0.76, p < .001), and apathetic 

condition (C4, M = 3.01, SD = 1.16, p = .037). There was a marginally significant difference in brand 

attitude between participants in the uniform (C1, M = 3.61, SD = 0.86) and apathetic condition (C4, M 

= 3.01, SD = 1.16, p = .051), where those in the uniform condition had the higher score. Therefore, 
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H3b, H3c, H3e and H3f were accepted. No other comparisons reached significant (C1 <> C3, p = 

.935; C3 <> C4, p = .165). Hence, H3a was accepted, and H3d was rejected. 

In H4, it was hypothesized that respondents in the uniform (C1) or discreet (C3) condition 

have the highest purchase intention, followed by those in the apathetic condition (C4) and then those 

in the washing condition (C2). An ANOVA was conducted with CSR internal-external congruence as 

the independent variable and purchase intention as the dependent variable. The ANOVA test showed 

a significant, moderate main effect for CSR internal-external congruence on purchase intention, F(3, 

159) = 6.90, p < .001, partial η2 = .12. Tukey post-hoc comparisons revealed that participants in the 

washing condition (C2) had significantly lower purchase intention (M = 2.60, SD = 1.84) than those in 

the uniform (C1, M = 4.15, SD = 1.61, p < .001) and discreet conditions (C3, M = 3.90, SD = 1.42, p = 

.003). Therefore, H4c and H4e were accepted. No other comparisons reached significance (C1 <> C3, 

p = .904; C1 <> C4, p = .094; C2 <> C4, p = .305; C3 <> C4, p = .314). Hence, H4a was accepted; 

H4b, H4d and H4f were rejected. 

 

4.3. Regression analyses 

It was predicted in H5 that higher brand trustworthiness would be associated with higher 

brand attractiveness. A simple linear regression with brand attractiveness as the dependent variable 

and brand trustworthiness as the predictor was conducted. The model was found to be significant, F(1, 

161) = 276.20, p < .001, R2 = .63. It revealed that brand trustworthiness had a positive significant 

influence on brand attractiveness, with a large effect size (β = .80, B = 1.31, p < .001). Therefore, H5 

was accepted. 

Previously, H6 stated that higher brand attractiveness would be associated with higher brand 

attitude. With brand attitude as the dependent variable and brand attractiveness as the predictor, a 

simple linear regression was conducted. The model was found to be significant, F(1, 161) = 342.32, p 

< .001, R2 = .68. This showed that brand attractiveness had a positive significant influence on brand 

attitude with a large effect size (β = .83, B = 0.57, p < .001). Therefore, H6 was accepted. 

It was predicted in H7 that a higher brand attitude would be associated with higher purchase 

intention. Using purchase intention as the dependent variable and brand attitude as the predictor, a 

simple linear regression was conducted. The model was found to be significant, F(1, 161) = 200.27, p 

< .001, R2 = .55. Brand attitude had a large, positive significant influence on purchase intention (β = 

.75, B = 1.18, p < .001). Therefore, H7 was accepted. 
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Table 4.1. Sub-hypotheses and overview of hypothesis testing results 
 

Hypotheses Accepted/ rejected 

H1a: Respondents in the uniform condition (C1) have a similar score on brand 

trustworthiness as those in the discreet condition (C3). Accepted 

H1b: Respondents in the uniform condition (C1) have a higher score on brand 

trustworthiness than those in the apathetic condition (C4). Rejected 

H1c: Respondents in the uniform condition (C1) have a higher score on brand 

trustworthiness than those in the washing condition (C2). Accepted 

H1d: Respondents in the discreet condition (C3) have a higher score on brand 

trustworthiness than those in the apathetic condition (C4). Rejected 

H1e: Respondents in the discreet condition (C3) have a higher score on brand 

trustworthiness than those in the washing condition (C2). Accepted 

H1f: Respondents in the apathetic condition (C4) have a higher score on brand 

trustworthiness than those in the washing condition (C2). Accepted 

H2a: Respondents in the uniform condition (C1) have a similar score on brand 

attractiveness as those in the discreet condition (C3). Accepted 

H2b: Respondents in the uniform condition (C1) have a higher score on brand 

attractiveness than those in the apathetic condition (C4). Accepted 

H2c: Respondents in the uniform condition (C1) have a higher score on brand 

attractiveness than those in the washing condition (C2). Accepted 

H2d: Respondents in the discreet condition (C3) have a higher score on brand 

attractiveness than those in the apathetic condition (C4). Accepted 

H2e: Respondents in the discreet condition (C3) have a higher score on brand 

attractiveness than those in the washing condition (C2). Accepted 

H2f: Respondents in the apathetic condition (C4) have a higher score on brand 

attractiveness than those in the washing condition (C2).  Rejected 

H3a: Respondents in the uniform condition (C1) have a similar score on brand 

attitude as those in the discreet condition (C3). Accepted 

H3b: Respondents in the uniform condition (C1) have a higher score on brand 

attitude than those in the apathetic condition (C4). Marginally accepted 
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H3c: Respondents in the uniform condition (C1) have a higher score on brand 

attitude than those in the washing condition (C2). Accepted 

H3d: Respondents in the discreet condition (C3) have a higher score on brand 

attitude than those in the apathetic condition (C4). Rejected 

H3e: Respondents in the discreet condition (C3) have a higher score on brand 

attitude than those in the washing condition (C2). Accepted 

H3f: Respondents in the apathetic condition (C4) have a higher score on brand 

attitude than those in the washing condition (C2).  Accepted 

H4a: Respondents in the uniform condition (C1) have a similar score on 

purchase intention as those in the discreet condition (C3). Accepted 

H4b: Respondents in the uniform condition (C1) have a higher score on purchase 

intention than those in the apathetic condition (C4). Rejected 

H4c: Respondents in the uniform condition (C1) have a higher score on purchase 

intention than those in the washing condition (C2). Accepted 

H4d: Respondents in the discreet condition (C3) have a higher score on purchase 

intention than those in the apathetic condition (C4). Rejected 

H4e: Respondents in the discreet condition (C3) have a higher score on purchase 

intention than those in the washing condition (C2). Accepted 

H4f: Respondents in the apathetic condition (C4) have a higher score on 

purchase intention than those in the washing condition (C2) Rejected 

H5: Respondents’ score on brand trustworthiness is positively associated with 

their score on brand attractiveness. Accepted 

H6: Respondents’ score on brand attractiveness is positively associated with 

their score on brand attitude. Accepted 

H7: Respondents’ score on brand attitude is positively associated with their score 

on purchase intention. Accepted 
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5. Conclusion & discussion 

This research aimed to study the impact of CSR internal-external congruence on brand 

trustworthiness, brand attractiveness, brand attitude and purchase intention in the realm of animal 

welfare, as well as the relationships between these consumer responses. It is based on the HOE model 

which proposed that consumers respond to brand messages in a specific order of steps including 

cognitive, affective and conative stages (Lavidge & Steiner, 1961, p.60). Using a 2x2 between-

subjects experimental design, the following research question was examined: “To what extent does 

CSR internal-external congruence concerning animal testing affect brand trustworthiness, brand 

attractiveness, brand attitude and purchase intention in the cosmetics industry?”. The research was 

based on a sample of consumers who predominantly supported animal welfare and placed importance 

on CSR in corporate practices.  

Based on the hypothesis testing results, it can be concluded that businesses that do not walk 

their talk face major disadvantages in generating positive consumer outcomes, whereas those who 

perform CSR actions according to their promises or without any public claim will drive more 

desirable outcomes. However, altruistic and value-driven CSR practices, as shown in the uniform and 

discreet CSR positions, can predominantly bring advantages to businesses in the affective stages of 

consumers’ reactions (i.e., brand attractiveness and brand attitude), but not the cognitive stage (i.e., 

brand trustworthiness) and conative stage (i.e., purchase intention) when compared to the ignorant 

companies. Furthermore, the study also confirmed the hierarchical relationships between consumer 

outcomes. The more a consumer trusts the brand and its message, the more attractive that brand 

becomes, which leads to a more positive attitude and increased purchase intention. Lastly, it is 

important to note that all of these effects may happen without conscious recall from consumers about 

what they previously saw about the brand, showing the impact of subliminal messages on consumers. 

 

5.1. Theoretical implications 

In the upcoming section, the findings of this study are discussed in more detail and linked to 

the literature. Firstly, the results showed that washing is the least desirable scenario across the four 

CSR positions, with companies failing to execute what they have promised about protecting animal 

welfare. In this study, the washing position was the most detrimental to brand trustworthiness and 

brand attitude when compared to other scenarios. This finding supported previous studies by Akturan 

(2018, p.809), Ellen et al. (2006, p.154), and Wagner et al. (2009, p.77), following the line of 

argument that when there is a mismatch between a company's CSR claims and its actions, especially 

when the actions fall short of the promises, consumers perceive this as hypocrisy and choose not to 

believe in or have a favorable attitude toward the brand. In such scenarios, a company may face 

significant disadvantages compared to its competitors, even if the competitors remain indifferent to 

CSR and operate with an apathetic approach. In this way, CSR communication efforts in the washing 

condition prove to be counterproductive to promote trust and positive attitude among consumers. 
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 Secondly, as predicted, companies operating in the uniform and discreet conditions receive 

desirable reactions from consumers. The findings revealed that companies taking actions to protect 

animal welfare were highly trusted, attractive, and positively valued by consumers, eventually 

resulting in higher purchase intentions, in both cases when they decide to communicate their CSR 

efforts publicly and when they do not. This is aligned with previous research by Romani et al. (2016, 

p.262) and Ginder et al. (2021, p.365) about the importance of intrinsic motivations and sincerity in 

CSR practices. Authentic CSR efforts are essential to drive favorable outcomes. 

Nevertheless, an unexpected finding is that when companies adopt an apathetic stance by 

neither executing nor publicizing their CSR efforts, the impact on consumer outcomes was not as 

negative as previously anticipated. In all four consumer responses, those in the apathetic condition did 

not necessarily receive more negative outcomes than those in the uniform and discreet positions. In 

particular, a company walking their talk (uniform condition) did not receive a difference in brand 

trustworthiness and purchase intention compared to the one doing nothing at all (apathetic condition). 

This result contradicts but enriches previous research by Chu et al. (2023, p.1037) and Cornish et al. 

(2020, p.12), which previously addressed that advocating social issues or promoting business ethics 

can improve brand image and purchase intention. In this study, such CSR efforts can give companies 

an advantage in enhancing affective responses such as brand attractiveness and brand attitude, but 

might not be enough to create significant advantages in trustworthiness and purchase intention. 

Therefore, it can be concluded that having CSR efforts does not necessarily bring businesses 

economic advantage, as shown in the results for purchase intention. A possible explanation is that 

participants were only exposed to CSR communication once in this experiment, whereas repetitive 

exposure is needed to strengthen consumers’ memory and further increase the effectiveness of the 

advertising message (Schmidt & Eisend, 2015, p.426). Trust and purchase decisions need to be 

cultivated with a sustained and strategic effort over time, rather than being expected to develop 

immediately following a single exposure to brand messages. 

Furthermore, this study confirms the hierarchical relationship between consumer responses. 

This is similar to previous research by (Ramesh et al., 2019, p.383) which proposed that when a 

consumer believes in the value of CSR and when they observe an organization involved in their 

intended way, they are more likely to have a favorable attitude, thus fostering purchase intention. In 

this study, it was observed that the majority of respondents placed high importance on animal welfare 

protection and the social responsibility of businesses. These characteristics could make them relate 

more to the brand in the scenario where it supported animal welfare, leading to a series of favorable 

responses as observed in the results. Conversely, if the sample had a lower level of concern about 

animal welfare and CSR, the findings could have been different. In such a case, the participants may 

not attribute as much significance to pro-social efforts; therefore, CSR initiatives might have been less 

impactful in creating positive consumer responses than indicated by the results of this study. 
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It is also important to note that one of the two manipulation checks was not successful, which 

was related to claims in the shampoo commercial. This showed that the chance of correctly recalling 

the HairLive’s advertisement differed across the CSR conditions. Specifically, the washing condition 

had the highest number of correct answers to the manipulation check, followed by the uniform 

condition, then the discreet condition, and the fewest correct answers was in the apathetic condition. 

Nevertheless, some significant differences were found between the consumer responses across the 

four conditions. This showed that although respondents did not remember correctly what they had 

seen, they might still be influenced by the brand’s CSR position. Previous research showed that 

subliminal message, which is latent information in advertisements that usually bypass the consumer’s 

conscious mechanism, can affect buying behaviors (Sofi et al., 2018, p.1597). Ramesh et al. (2019, 

p.377) also previously emphasized that customers process CSR details unconsciously and may not 

recall the specific information, but they are more likely to consider the brand when making a decision 

as it is “evoked by positive attitudes trailing behind”. The findings of this study confirmed this 

phenomenon.  

All in all, this study strengthens the current streams of research about CSR in the realm of 

animal welfare, which should receive more attention due to the complexity of animal-testing laws in 

different regions of the world. Comparing the four CSR internal-external congruence scenarios, the 

results confirmed the undesirable outcomes of CSR-washing firms as suggested by previous studies 

(see for example Chen & Chang, 2013, p.497; Hawlitschek et al., 2018, p.10). On the contrary, 

companies that do not test on animals can receive more favorable levels of brand attractiveness and 

brand attitude, which is also similar to previous research (see for example Grappe et al., 2021, p.1546; 

Chen et al., 2015, p.33; Kim & Lee, 2018, p.118). However, CSR positions do not affect every 

consumer response equally, which contradicts some of the pre-existing findings. In this study, CSR 

efforts did not make cosmetics businesses superior in building trust or increasing purchase intention, 

compared to their indifferent competitors. This result added a critical view to CSR and animal testing 

research by highlighting the dynamic interplay between internal-external congruence positions and 

consumer responses. Moreover, the study also confirmed the application of the HOE model in CSR 

communication research. As consumers are exposed to advertising messages, they undergo several 

stages to make decisions sequentially. This study proves the relationship between consumer stages, 

showing that this model remains a useful tool to assess consumer behaviors in CSR research. 

 

5.2. Practical implications 

Building on these theoretical implications, the study provides several practical implications 

for businesses and policymakers. It shows that CSR activities can affect consumer outcomes; 

however, this effect depends on the consistency between a firm’s external claim and internal action. 

The findings suggest that the most desirable scenarios are the uniform and discreet positions, followed 

by the apathetic position. However, the uniform and discreet approaches may not provide much 
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competitive advantage over the apathetic approach in enhancing brand trustworthiness and purchase 

intention. Meanwhile, the washing condition is the least favorable out of the four conditions and is 

strongly discouraged. This insight provides businesses with more detailed guidance on strategic and 

ethical CSR implementation for sustainable success. In the most desirable scenario, as argued by 

Ramesh et al. (2019, p.383), if a company walks their talk, it remains favorable in the eyes of 

consumers. However, in worst cases, if using over-promising CSR messages, such as claiming “not 

tested on animals” while utilizing third-party suppliers who engage in animal testing, companies risk 

losing their reputation and negatively impacting consumer outcomes. Therefore, businesses must 

prioritize authentic CSR activities that align with their core values to achieve sustainable success and 

positive consumer perceptions. It is also recommended that businesses avoid using over-promising 

claims. 

This study also revealed that CSR activities, both external claims and internal actions, seem to 

be not so powerful if firms want to boost consumer trust or purchase intention. Since CSR efforts 

alone seem to not increase purchase intention and can backfire when being perceived as ingenuine, 

focusing on other aspects that can influence buying decisions (i.e., pricing) would be a better 

alternative than forcing a superficial and misleading CSR campaign. On a more practical side, 

according to Kotek et al. (2018, p.166), companies should find the optimal level of prosocial 

behaviors “without disregarding the financial obligations towards shareholders”. To balance between 

social responsibility and profit maximization, businesses must navigate these complexities carefully 

with a thorough understanding of their consumers and their possible reactions toward CSR stances, in 

order to come up with a suitable CSR strategy.  

The result of this study also provides insights for policymakers to strengthen regulatory 

frameworks. In the realm of animal testing, information provided by the brand might be misleading 

for consumers which is made possible due to loopholes in the animal testing law. For example, as 

previously discussed in the introduction, a global brand might claim its products to be cruelty-free but 

this is not true across all countries where their products are being sold, such as in China where animal 

testing is mandated by law (Laughlin, 2021). Meanwhile, consumers are becoming increasingly 

sensitive to CSR statements and can show different reactions to different CSR positions. In response 

to these loopholes in existing legislation about cosmetics labels and animal testing, policymakers can 

enhance transparency in advertising messages and reduce the incidence of misleading statements if 

they understand how the mismatch between claims and actions can impact consumers. This, in turn, 

will not only benefit consumers but also contribute to more ethical and accountable business practices, 

ensuring healthy competition.  

 

5.3. Limitations & strengths of the study 

Despite the above results and contributions, this study has several limitations. Firstly, the 

generalizability of the study was limited to the fictitious brand mentioned in the survey and the 
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artificiality of the experiment. Although fictitious names prevent any existing knowledge that 

participants may have about actual brands, thereby increasing internal validity, the study’s external 

validity could be improved to generalize the results to real-life brands. Moreover, this is an artificially 

created environment, so results might differ in natural settings such as when participants come across 

a commercial in real life. It has been termed by researchers as naturalistic generalization (Neuman, 

2014, p.306). By reading the questionnaire, respondents might be anchored to answer in a certain 

direction. For example, self-reported surveys, especially in studies about ethical matters, are very 

susceptible to the problem of socially desirable responses, when respondents have a tendency to select 

answers that make them appear to be more altruistic and social-oriented than their actual self (Randall 

& Fernandes, 1991, pp. 805-806). Due to social desirability bias, the consumer responses in this study 

may not reflect how they will react to animal welfare in real-life situations. 

 Secondly, it should also be considered that the participants in this study have unique 

characteristics related to animal welfare. They had quite a high concern for animal welfare protection. 

These characteristics may limit the generalizability of the results because animal welfare concerns 

have been found to influence consumer attitudes toward vegan personal care products (Reeh et al., 

2023). Therefore, the findings of this study might be limited to such as population and not be true for 

other people who hold contrasting beliefs, such as those who do not place high importance on 

protecting animals, or those who are aware that their residential countries make animal testing 

mandatory. Although these factors technically could have been controlled in the analyses, it is 

important to note that the latter group (i.e., those believing animal-testing is mandatory in their 

country) was too small to allow for an accurate comparison. 

 Thirdly, the manipulation check for the external CSR claim showed that participants were 

more likely to recall what they had seen in the commercial if they were assigned to certain conditions 

over others. Although consumers can still be affected by subliminal messages, this shows that the 

operationalization of the independent variable, CSR internal-external congruence, can be improved in 

future research to ensure a more valid effect of different CSR positions on consumer outcomes. 

 Despite these limitations, this study succeeded in identifying the differences in consumer 

responses between CSR scenarios that businesses are operating in, providing a multi-faceted 

understanding of CSR communication. The operationalization of the key concepts was reliable, 

ensuring accurate measurement of consumer responses. Moreover, the study also provided a good 

description of the sample in relation to the research topic, such as attitude toward animal welfare and 

the social responsibility of businesses. This detailed sample characterization enhances the 

interpretability of the results and provides relevant context for future research. Furthermore, most of 

the hypotheses were accepted. This shows that the results of this study can make a strong case for 

animal testing in the broad area of CSR, adding to the current research about CSR communication and 

consumer behaviors. 
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5.4. Suggestions for future research 

Despite the limitations, the findings of this study open up some opportunities for future 

research. It may seem obvious now that companies who act according to their promises would receive 

the most desirable consumer outcomes, and those who do not keep the promise would risk having 

more negative impacts on consumers. However, CSR efforts of companies might not always lead to a 

more favorable consumer outcome than those who maintain an ignorant attitude (apathetic position). 

Therefore, future research should continue to explore this area, specifically surrounding firms that 

adopt the apathetic approach who do not make CSR claims nor have internal actions, and whether 

they hold a significantly less competitive edge with the ones that are active in CSR.  

Also, as previously mentioned, the sample in this study is limited to a specific demographic 

characterized by distinct opinions on animal welfare and CSR. This suggests that the findings may not 

be generalizable to the broader population. To improve the generalizability of the research, a more 

diverse sample should be recruited, consisting of people from different viewpoints about CSR and 

levels of concern about animal welfare. Future research should also take into consideration the context 

of the regulatory framework in their research, given that the existing animal testing regulations vary 

across the world. Comparisons (1) between countries having animal testing mandatory, banned and 

not strictly regulated, or (2) between groups of people who hold contrasting views about animal 

welfare, would be a promising research area to see if such a difference can have an impact on 

consumers.  

Lastly, a limitation of this research was that most people in the sample did not know whether 

animal testing in cosmetics is legally prohibited in their residential countries or not. It is thus essential 

to look into ways to educate consumers more so that they can make better-informed purchase 

decisions. In regions where animal testing is banned, consumers might want to identify and support 

brands that adhere to these regulations. Meanwhile, in other regions where animal testing is either not 

mandatory or explicitly banned, claims of abstaining from animal testing might be more powerful, as 

such actions can be viewed as altruistic and voluntary instead of being merely compliant with legal 

requirements. Based on this, future research can focus on identifying the gap in consumer awareness 

about animal welfare and suggesting methods to improve this awareness. 

 

 

 

  



42 
 

References 

Ahearne, M., Bhattacharya, C. B., & Gruen, T. (2005). Antecedents and consequences of customer-

company identification: Expanding the role of relationship marketing. Journal of Applied 

Psychology, 90(3), 574–585. https://doi.org/10.1037/0021-9010.90.3.574 

Akturan, U. (2018). How does greenwashing affect green branding equity and purchase intention? An 

empirical research. Marketing Intelligence & Planning, 36(7), 809-824. 

https://doi.org/10.1108/MIP-12-2017-0339 

Amaladoss, M. X., & Manohar, H. L. (2013). Communicating corporate social responsibility - A case 

of CSR communication in emerging economies. Corporate Social Responsibility and 

Environmental Management, 20(2), 65–80. https://doi.org/10.1002/csr.287 

Amores-Salvadó, J., Martin-de Castro, G., & Albertini, E. (2023). Walking the talk, but above all, 

talking the walk: Looking green for market stakeholder engagement. Corporate Social 

Responsibility and Environmental Management, 30(1), 431–442. 

https://doi.org/10.1002/csr.2364 

Ben & Jerry’s. (2023, May 26). Silence is not an option: Ben & Jerry’s. 

https://www.benjerry.com/about-us/media-center/dismantle-white-supremacy 

Bhattacharya, C. B., & Sen, S. (2003). Consumer-company identification: A framework for 

understanding consumers’ relationships with companies. Journal of Marketing, 67(2), 76–88. 

https://doi.org/10.1509/jmkg.67.2.76.18609 

Bianchi, E., Bruno, J. M., & Sarabia-Sanchez, F. J. (2019). The impact of perceived CSR on corporate 

reputation and purchase intention. European Journal of Management and Business 

Economics, 28(3), 206–221. https://doi.org/10.1108/EJMBE-12-2017-0068 

Bobalca, C., Gatej, C., & Ciobanu, O. (2012). Developing a scale to measure customer loyalty. 

Procedia Economics and Finance, 3, 623–628. https://doi.org/10.1016/s2212-5671(12)00205-

5 

Brown, T. J., & Dacin, P. A. (1997). The company and the product: Corporate associations and 

consumer product responses, Journal of Marketing, 61(1), 68–84. 

https://doi.org/10.1177/002224299706100106 

Caballero, M., & Resnik, A. J. (1986). The attraction paradigm in dyadic exchange. Psychology & 

Marketing, 3(1), 17–34. https://doi.org/10.1002/mar.4220030103 

Chahal, H., & Bala, M. (2010). Confirmatory study on brand equity and brand loyalty: A special look 

at the impact of attitudinal and behavioural loyalty. Vision: The Journal of Business 

Perspective, 14(1–2), 1–12. https://doi.org/10.1177/097226291001400101 

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust and brand affect to 

brand performance: The role of brand loyalty. Journal of Marketing, 65(2), 81–93. 

https://doi.org/10.1509/jmkg.65.2.81.18255 

https://doi.org/10.1037/0021-9010.90.3.574
https://doi.org/10.1037/0021-9010.90.3.574
https://doi.org/10.1108/MIP-12-2017-0339
https://doi.org/10.1002/csr.287
https://doi.org/10.1002/csr.2364
https://doi.org/10.1002/csr.2364
https://doi.org/10.1002/csr.2364
https://www.benjerry.com/about-us/media-center/dismantle-white-supremacy
https://www.benjerry.com/about-us/media-center/dismantle-white-supremacy
https://www.benjerry.com/about-us/media-center/dismantle-white-supremacy
https://doi.org/10.1509/jmkg.67.2.76.18609
https://doi.org/10.1108/EJMBE-12-2017-0068
https://doi.org/10.1108/EJMBE-12-2017-0068
https://doi.org/10.1016/s2212-5671(12)00205-5
https://doi.org/10.1016/s2212-5671(12)00205-5
https://doi.org/10.1016/s2212-5671(12)00205-5
https://doi.org/10.1177/002224299706100106
https://doi.org/10.1002/mar.4220030103
https://doi.org/10.1002/mar.4220030103
https://doi.org/10.1177/097226291001400101
https://doi.org/10.1177/097226291001400101
https://doi.org/10.1509/jmkg.65.2.81.18255
https://doi.org/10.1509/jmkg.65.2.81.18255
https://doi.org/10.1509/jmkg.65.2.81.18255


43 
 

Chen, J., Teng, L., Yu, Y., & Yu, X. (2016). The effect of online information sources on purchase 

intentions between consumers with high and low susceptibility to informational influence. 

Journal of Business Research, 69(2), 467-475. https://doi.org/10.1016/j.jbusres.2015.05.003 

Chen, M. H., Tai, P. N., & Chen, B. H. (2015). The relationship among corporate social 

responsibility, consumer-company identification, brand prestige, and purchase intention. 

International Journal of Marketing Studies, 7(5), 33–40. 

https://doi.org/10.5539/ijms.v7n5p33 

Chen, Y. S., & Chang, C. H. (2013). Greenwash and green trust: The mediation effects of green 

consumer confusion and green perceived risk. Journal of Business Ethics, 114(3), 489–500. 

https://doi.org/10.1007/s10551-012-1360-0 

Chin, P. N., Isa, S. M., & Alodin, Y. (2020). The impact of endorser and brand credibility on 

consumers’ purchase intention: The mediating effect of attitude towards brand and brand 

credibility. Journal of Marketing Communications, 26(8), 896–912. 

https://doi.org/10.1080/13527266.2019.1604561 

Chu, S. C., Kim, H., & Kim, Y. (2023). When brands get real: The role of authenticity and electronic 

word-of-mouth in shaping consumer response to brands taking a stand. International Journal 

of Advertising, 42(6), 1037–1064. https://doi.org/10.1080/02650487.2022.2138057 

Clinton, C., & Chatrath, S. K. (2022). The value of consumer awareness and corporate social 

responsibility in marketing: An overview. In K. Ogunyemi & V. Burgal (Eds.), Products for 

conscious consumers: Developing, marketing and selling ethical products (pp. 49–63). 

Emerald Group Publishing Ltd. https://doi.org/10.1108/978-1-80262-837-120221004 

Cornish, A. R., Briley, D., Wilson, B. J., Raubenheimer, D., Schlosberg, D., & McGreevy, P. D. 

(2020). The price of good welfare: Does informing consumers about what on-package labels 

mean for animal welfare influence their purchase intentions? Appetite, 148, 104577. 

https://doi.org/10.1016/j.appet.2019.104577 

Creswell, J. W., & Creswell, J. D. (2018). Research design: Qualitative, quantitative, and mixed 

methods approaches (5th ed.). SAGE Publications.  

Currás-Pérez, R., Bigné-Alcañiz, E., & Alvarado-Herrera, A. (2009). The role of self-definitional 

principles in consumer identification with a socially responsible company. Journal of 

Business Ethics, 89(4), 547–564. https://doi.org/10.1007/s10551-008-0016-6 

Dare, J. (2016). Will the truth set us free? An exploration of CSR motive and commitment. Business 

and Society Review, 121(1), 85–122. https://doi.org/10.1111/basr.12082 

Du, S., Bhattacharya, C. B., & Sen, S. (2010). Maximizing business returns to corporate social 

responsibility (CSR): The role of CSR communication. International Journal of Management 

Reviews, 12(1), 8–19. https://doi.org/10.1111/j.1468-2370.2009.00276.x 

https://doi.org/10.1016/j.jbusres.2015.05.003
https://doi.org/10.1007/s10551-012-1360-0
https://doi.org/10.1080/13527266.2019.1604561
https://doi.org/10.1080/13527266.2019.1604561
https://doi.org/10.1080/13527266.2019.1604561
https://doi.org/10.1080/02650487.2022.2138057
https://doi.org/10.1080/02650487.2022.2138057
https://doi.org/10.1108/978-1-80262-837-120221004
https://doi.org/10.1108/978-1-80262-837-120221004
about:blank
about:blank
https://doi.org/10.1016/j.appet.2019.104577
https://doi.org/10.1007/s10551-008-0016-6
https://doi.org/10.1111/basr.12082
https://doi.org/10.1111/basr.12082
https://doi.org/10.1111/j.1468-2370.2009.00276.x
https://doi.org/10.1111/j.1468-2370.2009.00276.x


44 
 

Eilert, M., & Nappier Cherup, A. (2020). The activist company: Examining a company’s pursuit of 

societal change through corporate activism using an institutional theoretical lens. Journal of 

Public Policy and Marketing, 39(4), 461–476. https://doi.org/10.1177/0743915620947408 

Elbedweihy, A. M., Jayawardhena, C., Elsharnouby, M. H., & Elsharnouby, T. H. (2016). Customer 

relationship building: The role of brand attractiveness and consumer-brand identification. 

Journal of Business Research, 69(8), 2901–2910. 

https://doi.org/10.1016/j.jbusres.2015.12.059 

Ellen, P. S., Webb, D. J., & Mohr, L. A. (2006). Building corporate associations: Consumer 

attributions for corporate socially responsible programs. Journal of the Academy of Marketing 

Science, 34(2), 147–157. https://doi.org/10.1177/0092070305284976 

European Commission. (2023, July 25). Commission acts to accelerate phasing out of animal testing 

in response to a European citizens’ initiative. EC Europa. 

https://ec.europa.eu/commission/presscorner/detail/en/ip_23_3993 

European Union (2023). Regulation (EC) No 1223/2009 of the European parliament and of the 

Council on cosmetic products. EUR-flex. Retrieved March 24, 2024 from https://eur-

lex.europa.eu/legal-content/EN/TXT/?uri=CELEX%3A02009R1223-20190813 

Falchi, A., Grolleau, G., & Mzoughi, N. (2022). Why companies might under‐communicate their 

efforts for sustainable development and what can be done?. Business Strategy and the 

Environment, 31(5), 1938–1946. https://doi.org/10.1002/bse.2991 

Fatma, M., & Khan, I. (2022). An investigation of consumer evaluation of authenticity of their 

company’s CSR engagement. Total Quality Management and Business Excellence, 33(1–2), 

55–72. https://doi.org/10.1080/14783363.2020.1791068 

Ferrell, O. C., Harrison, D. E., Ferrell, L., & Hair, J. F. (2019). Business ethics, corporate social 

responsibility, and brand attitudes: An exploratory study. Journal of Business Research, 95, 

491–501. https://doi.org/10.1016/j.jbusres.2018.07.039 

Font, X., Elgammal, I., & Lamond, I. (2017). Greenhushing: The deliberate under communicating of 

sustainability practices by tourism businesses. Journal of Sustainable Tourism, 25(7), 1007–

1023. https://doi.org/10.1080/09669582.2016.1158829 

Ginder, W., & Byun, S. E. (2015). Past, present, and future of gay and lesbian consumer research: 

Critical review of the quest for the Queer Dollar. Psychology and Marketing, 32(8), 821–841. 

https://doi.org/10.1002/mar.20821 

Ginder, W., & Byun, S. E. (2022). To trust or not to trust? The interplay between labor-related CSR 

claim type and prior CSR reputation of apparel retailers. Journal of Retailing and Consumer 

Services, 65, 102875. https://doi.org/10.1016/j.jretconser.2021.102875 

Ginder, W., Kwon, W. S., & Byun, S. E. (2021). Effects of internal–external congruence-based CSR 

positioning: An attribution theory approach. Journal of Business Ethics, 169(2), 355–369. 

https://doi.org/10.1007/s10551-019-04282-w 

https://doi.org/10.1177/0743915620947408
https://doi.org/10.1177/0743915620947408
https://doi.org/10.1016/j.jbusres.2015.12.059
https://doi.org/10.1016/j.jbusres.2015.12.059
https://doi.org/10.1016/j.jbusres.2015.12.059
https://doi.org/10.1177/0092070305284976
https://ec.europa.eu/commission/presscorner/detail/en/ip_23_3993
https://ec.europa.eu/commission/presscorner/detail/en/ip_23_3993
https://ec.europa.eu/commission/presscorner/detail/en/ip_23_3993
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=CELEX%3A02009R1223-20190813
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=CELEX%3A02009R1223-20190813
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=CELEX%3A02009R1223-20190813
https://doi.org/10.1002/bse.2991
https://doi.org/10.1002/bse.2991
https://doi.org/10.1080/14783363.2020.1791068
https://doi.org/10.1080/14783363.2020.1791068
https://doi.org/10.1016/j.jbusres.2018.07.039
https://doi.org/10.1016/j.jbusres.2018.07.039
https://doi.org/10.1080/09669582.2016.1158829
https://doi.org/10.1002/mar.20821
https://doi.org/10.1002/mar.20821
https://doi.org/10.1002/mar.20821
about:blank
https://doi.org/10.1016/j.jretconser.2021.102875
https://doi.org/10.1007/s10551-019-04282-w
https://doi.org/10.1007/s10551-019-04282-w
https://doi.org/10.1007/s10551-019-04282-w


45 
 

Grappe, C. G., Lombart, C., Louis, D., & Durif, F. (2021). “Not tested on animals”: How consumers 

react to cruelty-free cosmetics proposed by manufacturers and retailers? International Journal 

of Retail and Distribution Management, 49(11), 1532–1553. https://doi.org/10.1108/IJRDM-

12-2020-0489 

Hall, M. G., Lee, C. J. Y., Jernigan, D. H., Ruggles, P., Cox, M., Whitesell, C., & Grummon, A. H. 

(2024). The impact of “pinkwashed” alcohol advertisements on attitudes and beliefs: A 

randomized experiment with US adults. Addictive Behaviors, 152, 107960. 

https://doi.org/10.1016/j.addbeh.2024.107960 

Hawlitschek, F., Stofberg, N., Teubner, T., Tu, P., & Weinhardt, C. (2018). How corporate 

sharewashing practices undermine consumer trust. Sustainability, 10(8), 2638. 

https://doi.org/10.3390/su10082638 

Hazel, D., & Kang, J. (2018). The contributions of perceived CSR information substantiality toward 

consumers’ cognitive, affective, and conative responses: The hierarchy of effects model 

approach. Clothing and Textiles Research Journal, 36(2), 62–77. 

https://doi.org/10.1177/0887302X17750747 

Hennigs, N., Karampournioti, E., & Wiedmann, K. P. (2016). Do as you would be done by: The 

importance of animal welfare in the global beauty care industry. In S. S. Muthu & M. A. 

Gardetti (Eds.), Green fashion. Environmental footprints and eco-design of products and 

processes (pp. 109–125). Springer. https://doi.org/10.1007/978-981-10-0111-6_5 

Herzog, H. A., Betchart, N. S., & Pittman, R. B. (1991). Gender, sex role orientation, and attitudes 

toward animals. Anthrozoös, 4(3), 184–191. https://doi.org/10.2752/089279391787057170 

Homer, P. M. (1995). Ad size as an indicator of perceived advertising costs and effort: The effects on 

memory and perceptions. Journal of Advertising, 24(4), 1–12. 

https://doi.org/10.1080/00913367.1995.10673485 

Humane Society International Australia. (2023). Animals in cosmetics testing. HSI Australia. 

https://hsi.org.au/animal-welfare/animals-in-cosmetics-testing/ 

Humane Society International. (n.d.). China & cosmetics animal testing FAQ. HSI. 

https://www.hsi.org/wp-content/uploads/assets/pdfs/bcf_china_faqs.pdf 

Hur, W. M., Ahn, K. H., & Kim, M. (2011). Building brand loyalty through managing brand 

community commitment. Management Decision, 49(7), 1194–1213. 

https://doi.org/10.1108/00251741111151217 

Ittefaq, H., Akhtar, N., Siddiqi, U. I., Islam, T., & Kuzior, A. (2024). The betrayal puzzle: Unraveling 

the connection between inauthenticity, corporate wrongdoing and brand betrayal with 

avoidance and reparation. Journal of Retailing and Consumer Services, 76, 103597. 

https://doi.org/10.1016/j.jretconser.2023.103597 

Johnson, D., & Grayson, K. (2005). Cognitive and affective trust in service relationships. Journal of 

Business Research, 58(4), 500–507. https://doi.org/10.1016/S0148-2963(03)00140-1 

https://doi.org/10.1108/IJRDM-12-2020-0489
https://doi.org/10.1108/IJRDM-12-2020-0489
https://doi.org/10.1108/IJRDM-12-2020-0489
https://doi.org/10.1016/j.addbeh.2024.107960
about:blank
about:blank
https://doi.org/10.3390/su10082638
https://doi.org/10.1177/0887302X17750747
https://doi.org/10.1007/978-981-10-0111-6_5
https://doi.org/10.1007/978-981-10-0111-6_5
https://doi.org/10.2752/089279391787057170
https://doi.org/10.1080/00913367.1995.10673485
https://doi.org/10.1080/00913367.1995.10673485
https://doi.org/10.1080/00913367.1995.10673485
https://hsi.org.au/animal-welfare/animals-in-cosmetics-testing/
https://hsi.org.au/animal-welfare/animals-in-cosmetics-testing/
https://hsi.org.au/animal-welfare/animals-in-cosmetics-testing/
https://www.hsi.org/wp-content/uploads/assets/pdfs/bcf_china_faqs.pdf
https://www.hsi.org/wp-content/uploads/assets/pdfs/bcf_china_faqs.pdf
https://www.hsi.org/wp-content/uploads/assets/pdfs/bcf_china_faqs.pdf
https://doi.org/10.1016/S0148-2963(03)00140-1


46 
 

Kang, J., & Hustvedt, G. (2014). Building trust between consumers and corporations: The role of 

consumer perceptions of transparency and social responsibility. Journal of Business Ethics, 

125(2), 253–265. https://doi.org/10.1007/s10551-013-1916-7 

Kim, H., & Lee, T. H. (2018). Strategic CSR communication: A moderating role of transparency in 

trust building. International Journal of Strategic Communication, 12(2), 107–124. 

https://doi.org/10.1080/1553118X.2018.1425692 

Knight, J., Rovida, C., Kreiling, R., Zhu, C., Knudsen, M., & Hartung, T. (2021). Continuing animal 

tests on cosmetic ingredients for REACH in the EU. Alternatives to Animal Experimentation, 

38(4), 653–668. https://doi.org/10.14573/altex.2104221 

Kolodinsky, R. W., Madden, T. M., Zisk, D. S., & Henkel, E. T. (2010). Attitudes about corporate 

social responsibility: Business student predictors. Journal of Business Ethics, 91(2), 167–181. 

https://doi.org/10.1007/s10551-009-0075-3 

Kotek, K., Schoenberg, A. M., & Schwand, C. (2018). CSR behavior: Between altruism and profit 

maximization. In R. Altenburger (Ed.), Innovation management and corporate social 

responsibility. CSR, sustainability, ethics and governance (pp. 159–169). Springer Nature. 

https://doi.org/10.1007/978-3-319-93629-1_8 

Kowitt, B. (2015, March 10). Can IKEA turn its blonde world green? Fortune. 

http://fortune.com/2015/03/10/can- ikea-turn-green/ 

Kwon, J., & Ahn, J. (2020). The effect of green CSR skepticism on positive attitude, reactance, and 

behavioral intention. Journal of Hospitality and Tourism Insights, 4(1), 59–76. 

https://doi.org/10.1108/JHTI-05-2020-0074 

Lau, G. T., & Lee, S. H. (1999). Consumers’ trust in a brand and the link to brand loyalty. Journal of 

Market-Focused Management, 4(4), 341–370. https://doi.org/10.1023/A:1009886520142 

Laughlin, A. (2021, February 6). Neutrogena claims not to test on animals, sells products in China. 

Cruelty-Free Kitty. https://www.crueltyfreekitty.com/%20news/is-neutrogena-cruelty-free/ 

Lavidge, R. J., & Steiner, G. A. (1961). A model for predictive measurements of advertising 

effectiveness. Journal of Marketing, 25(6), 59–62. https://doi.org/10.2307/1248516 

Lee, J., & Kwon, K. H. (2022). Good ingredients from foods to vegan cosmetics after COVID-19 

pandemic. Journal of Cosmetic Dermatology, 21(8), 3190–3199. 

https://doi.org/10.1111/jocd.15028 

Liu, C., Keeling, D., & Hogg, M. (2012). The unspoken truth: A phenomenological study of changes 

in women’s sense of self and the intimate relationship with cosmetics consumption. Research 

in Consumer Behavior, 14, 89–107. https://doi.org/10.1108/S0885-2111(2012)0000014009 

Lock, I., & Schulz-Knappe, C. (2018). Credible corporate social responsibility (CSR) communication 

predicts legitimacy: Evidence from an experimental study. Corporate Communications: An 

International Journal, 24(1), 2-20. https://doi.org/10.1108/CCIJ-07-2018-0071 

https://doi.org/10.1007/s10551-013-1916-7
https://doi.org/10.1007/s10551-013-1916-7
https://doi.org/10.1080/1553118X.2018.1425692
https://doi.org/10.1080/1553118X.2018.1425692
https://doi.org/10.1080/1553118X.2018.1425692
https://doi.org/10.14573/altex.2104221
https://doi.org/10.14573/altex.2104221
https://doi.org/10.1007/s10551-009-0075-3
https://doi.org/10.1007/978-3-319-93629-1_8
https://doi.org/10.1007/978-3-319-93629-1_8
https://doi.org/10.1007/978-3-319-93629-1_8
https://doi.org/10.1108/JHTI-05-2020-0074
https://doi.org/10.1108/JHTI-05-2020-0074
https://doi.org/10.1108/JHTI-05-2020-0074
https://doi.org/10.1111/jocd.15028
https://doi.org/10.1111/jocd.15028
https://doi.org/10.1111/jocd.15028
https://doi.org/10.1108/S0885-2111(2012)0000014009
https://doi.org/10.1108/S0885-2111(2012)0000014009
https://doi.org/10.1108/CCIJ-07-2018-0071


47 
 

Lubitow, A., & Davis, M. (2011). Pastel injustice: The corporate use of pinkwashing for profit. 

Environmental Justice, 4(2), 139–144. https://doi.org/10.1089/env.2010.0026 

Marin, L., & Ruiz, S. (2007). “I need you too!” Corporate identity attractiveness for consumers and 

the role of social responsibility. Journal of Business Ethics, 71(3), 245–260. 

https://doi.org/10.1007/s10551-006-9137-y 

Martínez, P., Herrero, Á., & García-de los Salmones, M. del M. (2020). Determinants of eWOM on 

hospitality CSR issues. In Facebook we trust? Journal of Sustainable Tourism, 28(10), 1479–

1497. https://doi.org/10.1080/09669582.2020.1742133 

Miras-Rodríguez, M. del M., Bravo-Urquiza, F., & Escobar-Pérez, B. (2020). Does corporate social 

responsibility reporting actually destroy firm reputation? Corporate Social Responsibility and 

Environmental Management, 27(4), 1947–1957. https://doi.org/10.1002/csr.1938 

Moravcikova, K., Stefanikova, L., & Rypakova, M. (2015). CSR reporting as an important tool of 

CSR communication. Procedia Economics and Finance, 26, 332–338. 

https://doi.org/10.1016/s2212-5671(15)00861-8 

Murray, K. B. (2018). Why a hierarchy-of-effects model is still the best approach to managing and 

optimizing the impact of corporate social responsibility strategies. Journal of Global Scholars 

of Marketing Science: Bridging Asia and the World, 28(1), 42–51. 

https://doi.org/10.1080/21639159.2017.1410775 

Nam, J., Ekinci, Y., & Whyatt, G. (2011). Brand equity, brand loyalty and consumer satisfaction. 

Annals of Tourism Research, 38(3), 1009–1030. https://doi.org/10.1016/j.annals.2011.01.015 

Neuman, W. L. (2014). Social research methods (7th ed.). Pearson Education. 

Newell, S. J., & Goldsmith, R. E. (2001). The development of a scale to measure perceived corporate 

credibility. Journal of Business Research, 52(3), 235–247. https://doi.org/10.1016/S0148-

2963(99)00104-6 

Nguyen, B., Choudhury, M. M., & Melewar, T. C. (2015). An integrated model of firms’ brand 

likeability: antecedents and consequences. Journal of Strategic Marketing, 23(2), 122–140. 

https://doi.org/10.1080/0965254X.2014.914071 

Ohlwein, M., & Bruno, P. (2022). A brand like a friend—How brand likeability influences brand 

perception. International Journal of Market Research, 64(3), 295–305. 

https://doi.org/10.1177/14707853211039190 

Pallant, J. (2020). SPSS survival manual a step by step guide to data analysis using IBM SPSS (7th 

ed.). Routledge. https://doi.org/10.4324/9781003117452 

Palmatier, R. W., Dant, R. P., Grewal, D., & Evans, K. R. (2006). Factors influencing the 

effectiveness of relationship marketing: A meta-analysis. Journal of Marketing, 70(4), 136–

153. https://doi.org/10.1509/jmkg.70.4.136 

Pérez, A. (2019). Building a theoretical framework of message authenticity in CSR communication. 

Corporate Communications, 24(2), 334–350. https://doi.org/10.1108/CCIJ-04-2018-0051 

https://doi.org/10.1089/env.2010.0026
https://doi.org/10.1089/env.2010.0026
https://doi.org/10.1007/s10551-006-9137-y
https://doi.org/10.1007/s10551-006-9137-y
https://doi.org/10.1007/s10551-006-9137-y
https://doi.org/10.1080/09669582.2020.1742133
https://doi.org/10.1080/09669582.2020.1742133
https://doi.org/10.1002/csr.1938
https://doi.org/10.1016/s2212-5671(15)00861-8
https://doi.org/10.1016/s2212-5671(15)00861-8
https://doi.org/10.1016/s2212-5671(15)00861-8
https://doi.org/10.1080/21639159.2017.1410775
https://doi.org/10.1080/21639159.2017.1410775
https://doi.org/10.1080/21639159.2017.1410775
https://doi.org/10.1016/S0148-2963(99)00104-6
https://doi.org/10.1016/S0148-2963(99)00104-6
https://doi.org/10.1016/S0148-2963(99)00104-6
https://doi.org/10.1080/0965254X.2014.914071
https://doi.org/10.1080/0965254X.2014.914071
https://doi.org/10.1080/0965254X.2014.914071
https://doi.org/10.1177/14707853211039190
https://doi.org/10.1177/14707853211039190
https://doi.org/10.1177/14707853211039190
https://doi.org/10.4324/9781003117452
https://doi.org/10.1509/jmkg.70.4.136
https://doi.org/10.1509/jmkg.70.4.136
https://doi.org/10.1108/CCIJ-04-2018-0051
https://doi.org/10.1108/CCIJ-04-2018-0051


48 
 

Pérez, A., & De Los, M. D. M. G. (2023). CSR communication and media channel choice in the 

hospitality and tourism industry. Tourism Management Perspectives, 45. 

https://doi.org/10.1016/j.tmp.2022.101066 

PETA (2023, February 24). PETA’s “global beauty without bunnies” program. PETA. 

https://www.peta.org/living/personal-care-fashion/beauty-without-bunnies/  

Pomering, A., Johnson, L. W., & Noble, G. (2013). Advertising corporate social responsibility: 

Results from an experimental manipulation of key message variables. Corporate 

Communications, 18(2), 249–263. https://doi.org/10.1108/13563281311319517 

Pope, S., & Wæraas, A. (2016,). CSR-washing is rare: A conceptual framework, literature review, and 

critique. Journal of Business Ethics, 137, 173–193. https://doi.org/10.1007/s10551-015-2546-

z 

Power, J., Whelan, S., & Davies, G. (2008). The attractiveness and connectedness of ruthless brands: 

The role of trust. European Journal of Marketing, 42(5–6), 586–602. 

https://doi.org/10.1108/03090560810862525 

PricewaterhouseCoopers. (2016). Redefining business success in a changing world. 

https://www.pwc.com/gx/en/ceo-survey/2016/landing-page/pwc-19th-annual-global-ceo-

survey.pdf 

Putrevu, S., & Lord, K. I. (1994). Comparative and noncomparative advertising: Attitudinal effects 

under cognitive and affective involvement conditions. Journal of Advertising, 23(2), 77–91. 

https://doi.org/10.1080/00913367.1994.10673443 

Quezado, T. C. C., Fortes, N., & Cavalcante, W. Q. F. (2022). The influence of corporate social 

responsibility and business ethics on brand fidelity: The importance of brand love and brand 

attitude. Sustainability, 14(5), 2962. https://doi.org/10.3390/su14052962 

Radi, S. (2023). Public awareness of the impact of animal testing in the cosmetic industry. In M. 

Radenkovic (Ed.), Ethics - Scientific research, ethical issues, artificial intelligence and 

education. IntechOpen. https://doi.org/10.5772/intechopen.1001088 

Ramesh, K., Saha, R., Goswami, S., Sekar, & Dahiya, R. (2019). Consumer’s response to CSR 

activities: Mediating role of brand image and brand attitude. Corporate Social Responsibility 

and Environmental Management, 26(2), 377–387. https://doi.org/10.1002/csr.1689 

Randall, D. M., & Fernandes, M. F. (1991). The social desirability response bias in ethics research. 

Journal of Business Ethics, 10(11), 805–817. https://doi.org/10.1007/BF00383696 

Reeh, A., Walter, N., Sander, F., & Cleff, T. (2023). Shopping for a worthy cause – The theory of 

planned behaviour for vegan personal care products with a special focus on animal welfare. 

International Journal of Business Environment, 14(4), 488–526. 

https://doi.org/10.1504/IJBE.2023.133921 

https://doi.org/10.1016/j.tmp.2022.101066
https://doi.org/10.1007/s10551-015-2546-z
https://doi.org/10.1007/s10551-015-2546-z
https://doi.org/10.1007/s10551-015-2546-z
https://doi.org/10.1108/03090560810862525
https://www.pwc.com/gx/en/ceo-survey/2016/landing-page/pwc-19th-annual-global-ceo-survey.pdf
https://www.pwc.com/gx/en/ceo-survey/2016/landing-page/pwc-19th-annual-global-ceo-survey.pdf
https://doi.org/10.1080/00913367.1994.10673443
https://doi.org/10.1080/00913367.1994.10673443
https://doi.org/10.1080/00913367.1994.10673443
https://doi.org/10.3390/su14052962
https://doi.org/10.3390/su14052962
https://doi.org/10.5772/intechopen.1001088
https://doi.org/10.5772/intechopen.1001088
https://doi.org/10.1002/csr.1689
https://doi.org/10.1002/csr.1689
https://doi.org/10.1007/BF00383696
https://doi.org/10.1504/IJBE.2023.133921
https://doi.org/10.1504/IJBE.2023.133921
https://doi.org/10.1504/IJBE.2023.133921


49 
 

Romani, S., Grappi, S., & Bagozzi, R. P. (2016). Corporate socially responsible initiatives and their 

effects on consumption of green products. Journal of Business Ethics, 135(2), 253–264. 

https://doi.org/10.1007/s10551-014-2485-0 

 Schmidt, S., & Eisend, M. (2015). Advertising repetition: A meta-analysis on effective frequency in 

advertising. Journal of Advertising, 44(4), 415–428. 

https://doi.org/10.1080/00913367.2015.1018460 

Schmuck, D., Matthes, J., & Naderer, B. (2018). Misleading consumers with green advertising? An 

affect–reason–involvement account of greenwashing effects in environmental advertising. 

Journal of Advertising, 47(2), 127–145. https://doi.org/10.1080/00913367.2018.1452652 

Schopper, T., Berbers, A., & Vogelgsang, L. (2024). Pride or rainbow-washing? Exploring LGBTQ+ 

advertising from the vested stakeholder perspective. Journal of Advertising, 1-18. 

https://doi.org/10.1080/00913367.2024.2317147 

Shabib, F., & Ganguli, S. (2017). Impact of CSR on consumer behavior of Bahraini women in the 

cosmetics industry. World Journal of Entrepreneurship, Management and Sustainable 

Development, 13(3), 174–203. https://doi.org/10.1108/wjemsd-08-2016-0041 

Sheehan, K. B., & Lee, J. (2014). What’s cruel about cruelty free: An exploration of consumers, 

moral heuristics, and public policy. Journal of Animal Ethics, 4(2), 1–15. 

https://doi.org/10.5406/janimalethics.4.2.0001 

Siano, A., Vollero, A., Conte, F., & Amabile, S. (2017). “More than words”: Expanding the taxonomy 

of greenwashing after the Volkswagen scandal. Journal of Business Research, 71, 27–37. 

https://doi.org/10.1016/j.jbusres.2016.11.002 

Singh, J. J., Iglesias, O., & Batista-Foguet, J. M. (2012). Does having an ethical brand matter? The 

influence of consumer perceived ethicality on trust, affect and loyalty. Journal of Business 

Ethics, 111(4), 541–549. https://doi.org/10.1007/s10551-012-1216-7 

Skilton, P. F., & Purdy, J. M. (2017). Authenticity, power, and pluralism: A framework for 

understanding stakeholder evaluations of corporate social responsibility activities. Business 

Ethics Quarterly, 27(1), 99–123. https://doi.org/10.1017/beq.2016.60 

So, K. K. F., King, C., Hudson, S., & Meng, F. (2017). The missing link in building customer brand 

identification: The role of brand attractiveness. Tourism Management, 59, 640–651. 

https://doi.org/10.1016/j.tourman.2016.09.013 

Sofi, S. A., Nika, F. A., Shah, M. S., & Zarger, A. S. (2018). Impact of subliminal advertising on 

consumer buying behaviour: An empirical study on young Indian consumers. Global Business 

Review, 19(6), 1580–1601. https://doi.org/10.1177/0972150918791378 

Sreedhar, D., Manjula, N., Pise, A., Pise, S., & Ligade, V. S. (2020). Ban of cosmetic testing on 

animals: A brief overview. International Journal of Current Research and Review, 12(14), 

113–116. https://doi.org/10.31782/IJCRR.2020.121424 

https://doi.org/10.1007/s10551-014-2485-0
https://doi.org/10.1007/s10551-014-2485-0
https://doi.org/10.1007/s10551-014-2485-0
https://doi.org/10.1080/00913367.2015.1018460
https://doi.org/10.1080/00913367.2018.1452652
https://doi.org/10.1080/00913367.2024.2317147
https://doi.org/10.1108/wjemsd-08-2016-0041
https://doi.org/10.1108/wjemsd-08-2016-0041
https://doi.org/10.5406/janimalethics.4.2.0001
https://doi.org/10.5406/janimalethics.4.2.0001
https://doi.org/10.5406/janimalethics.4.2.0001
https://doi.org/10.1016/j.jbusres.2016.11.002
https://doi.org/10.1016/j.jbusres.2016.11.002
https://doi.org/10.1016/j.jbusres.2016.11.002
https://doi.org/10.1007/s10551-012-1216-7
https://doi.org/10.1007/s10551-012-1216-7
https://doi.org/10.1017/beq.2016.60
https://doi.org/10.1017/beq.2016.60
https://doi.org/10.1016/j.tourman.2016.09.013
https://doi.org/10.1016/j.tourman.2016.09.013
https://doi.org/10.1016/j.tourman.2016.09.013
https://doi.org/10.1177/0972150918791378
https://doi.org/10.1177/0972150918791378


50 
 

Stankevich, A. (2017). Explaining the consumer decision-making process: Critical literature review. 

Journal of International Business Research and Marketing, 2(6), 7–14. 

https://doi.org/10.18775/jibrm.1849-8558.2015.26.3001 

Sterbenk, Y., Champlin, S., Windels, K., & Shelton, S. (2022). Is femvertising the new 

greenwashing? Examining corporate commitment to gender equality. Journal of Business 

Ethics, 177(3), 491–505. https://doi.org/10.1007/s10551-021-04755-x 

Sweetin, V. H., Knowles, L. L., Summey, J. H., & McQueen, K. S. (2013). Willingness-to-punish the 

corporate brand for corporate social irresponsibility. Journal of Business Research, 66(10), 

1822–1830. https://doi.org/10.1016/j.jbusres.2013.02.003 

Tam, J. L. (2008). Brand familiarity: Its effects on satisfaction evaluations. Journal of Services 

Marketing, 22(1), 3–12. https://doi.org/10.1108/08876040810851914 

TerraChoice. (2009). Sins of greenwashing. UL Solutions. https://www.ul.com/insights/sins-

greenwashing 

The Guardian. (2021, August 19). Hundreds of UK and EU cosmetics products contain ingredients 

tested on animals. The Guardian. 

https://www.theguardian.com/environment/2021/aug/19/hundreds-of-uk-and-eu-cosmetics-

products-contain-ingredients-tested-on-animals 

The Humane Society of The United States. (n.d.) Ending cosmetics animal testing. Humane Society. 

https://www.humanesociety.org/all-our-fights/ending-cosmetics-animal-testing 

Tran, T. P., Wen, C., & Gugenishvili, I. (2023). Exploring the relationship between trusts, likability, 

brand loyalty, and revisit intentions in the context of Airbnb. Journal of Hospitality and 

Tourism Technology, 14(4), 540–556. https://doi.org/10.1108/JHTT-09-2021-0270 

U.S. Food and Drug Administration (2022). Cosmetics labeling claims. 

https://www.fda.gov/cosmetics/cosmetics-labeling/cosmetics-labeling-claims 

Vachon, C. J. (2018). Crocodile Tears: How businesses use animal testing labeling as propaganda to 

increase profit. Journal of Animal & Natural Resource Law, 14, 179–202. 

Varma, A., & Ray, S. (2023). Revolutionizing the Indian market through eco-friendly sustainable 

products: The rise of vegan beauty inspired by nature. International Journal of Research in 

Marketing Management and Sales, 5(2), 18-26. 

https://doi.org/10.33545/26633329.2023.v5.i2a.128 

Wagner, T., Lutz, R. J., & Weitz, B. A. (2009). Corporate hypocrisy: Overcoming the threat of 

inconsistent corporate social responsibility perceptions. Journal of Marketing, 73(6), 77–91. 

https://doi.org/10.1509/jmkg.73.6.77 

Wei, W., Kim, G., Miao, L., Behnke, C., & Almanza, B. (2018). Consumer inferences of corporate 

social responsibility (CSR) claims on packaged foods. Journal of Business Research, 83, 

186–201. https://doi.org/10.1016/j.jbusres.2017.10.046 

https://doi.org/10.18775/jibrm.1849-8558.2015.26.3001
https://doi.org/10.1007/s10551-021-04755-x
https://doi.org/10.1007/s10551-021-04755-x
https://doi.org/10.1016/j.jbusres.2013.02.003
https://doi.org/10.1016/j.jbusres.2013.02.003
https://doi.org/10.1108/08876040810851914
https://www.ul.com/insights/sins-greenwashing
https://www.ul.com/insights/sins-greenwashing
https://www.ul.com/insights/sins-greenwashing
https://www.theguardian.com/environment/2021/aug/19/hundreds-of-uk-and-eu-cosmetics-products-contain-ingredients-tested-on-animals
https://www.theguardian.com/environment/2021/aug/19/hundreds-of-uk-and-eu-cosmetics-products-contain-ingredients-tested-on-animals
https://www.theguardian.com/environment/2021/aug/19/hundreds-of-uk-and-eu-cosmetics-products-contain-ingredients-tested-on-animals
https://www.theguardian.com/environment/2021/aug/19/hundreds-of-uk-and-eu-cosmetics-products-contain-ingredients-tested-on-animals
https://www.humanesociety.org/all-our-fights/ending-cosmetics-animal-testing
https://www.humanesociety.org/all-our-fights/ending-cosmetics-animal-testing
https://www.humanesociety.org/all-our-fights/ending-cosmetics-animal-testing
https://doi.org/10.1108/JHTT-09-2021-0270
https://www.fda.gov/cosmetics/cosmetics-labeling/cosmetics-labeling-claims
https://www.fda.gov/cosmetics/cosmetics-labeling/cosmetics-labeling-claims
https://www.fda.gov/cosmetics/cosmetics-labeling/cosmetics-labeling-claims
https://doi.org/10.33545/26633329.2023.v5.i2a.128
https://doi.org/10.1509/jmkg.73.6.77
https://doi.org/10.1016/j.jbusres.2017.10.046
https://doi.org/10.1016/j.jbusres.2017.10.046


51 
 

Wilkinson, I., Young, L., & Freytag, P. V. (2005). Business mating: Who chooses and who gets 

chosen? Industrial Marketing Management, 34(7), 669–680. 

https://doi.org/10.1016/j.indmarman.2005.06.003 

Ye, S., Ying, T., Zhou, L., & Wang, T. (2019). Enhancing customer trust in peer-to-peer 

accommodation: A “soft” strategy via social presence. International Journal of Hospitality 

Management, 79, 1–10. https://doi.org/10.1016/j.ijhm.2018.11.017 

Zerbini, F. (2017). CSR initiatives as market signals: A review and research agenda. Journal of 

Business Ethics, 146(1), 1–23. https://doi.org/10.1007/s10551-015-2922-8 

Zhang, Q., & Ahmad, S. (2022). Linking corporate social responsibility, consumer identification and 

purchasing intention. Sustainability, 14(19), 12552. https://doi.org/10.3390/su141912552 

 

 

 
 
  

https://doi.org/10.1016/j.indmarman.2005.06.003
https://doi.org/10.1016/j.indmarman.2005.06.003
https://doi.org/10.1016/j.indmarman.2005.06.003
https://doi.org/10.1016/j.ijhm.2018.11.017
https://doi.org/10.1016/j.ijhm.2018.11.017
https://doi.org/10.1007/s10551-015-2922-8
https://doi.org/10.1007/s10551-015-2922-8
https://doi.org/10.3390/su141912552
https://doi.org/10.3390/su141912552


52 
 

Appendix A – Survey procedure 

 
Block 1: Introduction 
Dear participant, 
 
Thank you for your interest in participating in this research project. This research is part of a Master 
thesis project within the Media and Business programme at Erasmus University Rotterdam. The 
survey consists of questions relating to your experience with brand communication about animal 
testing in the cosmetics industry. The result of this survey will provide insight into the impact of 
brand communication on consumers attitudes and behaviors. 
 
This survey will take approximately 7-10 minutes to fill out. Please be aware that your participation is 
completely voluntarily, meaning that you can quit at any time during your participation. Furthermore, 
your personal information will be kept strictly confidential, and the findings of this survey will be 
used solely for research purposes. Therefore, your anonymity is guaranteed. 
 
If you have any comments or questions about the study, you can contact me at 
dung.vng1003@gmail.com. 
 
By clicking on "Agree", you understand the above and agree on participating in this research. 

o Agree 

 
Block 2: Age 
What is your age? (In number, for example: 20) 
(Open box answer)      

↳ Skip to End of Survey if the answer is less than 18  

 

— Start randomization –  

Block 3: Conditions  

In this first part of the survey, you will see an advertisement and a report about a shampoo brand. 
Please look at them carefully. After that you will be asked about your thoughts about this brand.  

– Page break –  

First, please look carefully at this advertisement used by HairLive, a haircare company. Pay attention 
to what they advertise about the product. 

The “Next” button will appear after 3 seconds.  

(Show HairLive commercial according to Appendix B) 

– Page break –  
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Now, we will show you an excerpt of a report produced by a reputable non-profit organization. This 
organization independently investigated and reports HairLive's source of ingredients. 

Please read it carefully. The “Next” button will appear after 3 seconds. 

(Show NGO’s report according to Appendix B) 

Block 4: Questions 

Please choose the option that best describes your thoughts about the shampoo brand (HairLive). 
 

  Strongly 
disagree 

Disagree Neutral Agree Strongly 
agree 

I trust HairLive o   o   o   o   o   

HairLive makes 
truthful claims 

o   o   o   o   o   

HairLive is honest o   o   o   o   o   

I do not believe what 
HairLive tells me 

o   o   o   o   o   

  
 
Please choose the option that best describes your thoughts about the shampoo brand (HairLive). 
 

  Strongly 
disagree 

Disagree Slightly 
disagree 

Neutral  Slightly 
agree 

Agree Strongly 
agree 

I like what HairLive 
stands for o   o   o   o   o   o   o   

HairLive is an 
attractive brand o   o   o   o   o   o   o   

I like what HairLive 
represents o   o   o   o   o   o   o   

HairLive is a 
favorable brand o   o   o   o   o   o   o   

– Page break –  

 
Please choose the option that best describes your thoughts 
"In general, my feelings toward HairLive are..." 
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  1 2 3 4 5   

Unfavorable o   o   o   o   o   Favorable 

Bad o   o   o   o   o   Good 

Unpleasant o   o   o   o   o   Pleasant 

Negative o   o   o   o   o   Positive 

 
 
Please choose the option that best describes your thoughts, assuming you encounter HairLive in 
store. 
 

  Strongly 
disagree 

Disagree Slightly 
disagree 

Neutral Slightly 
agree 

Agree Strongly 
agree 

It is very likely 
that I will buy 
HairLive 

o   o   o   o   o   o   o   

I will purchase 
HairLive the next 
time I need a 
shampoo 

o   o   o   o   o   o   o   

I will definitely 
try HairLive o   o   o   o   o   o   o   

– Page break –  

Which of the following options correctly describes the advertisement you saw previously? 

o HairLive makes claims about animal-testing in the product commercial 

o HairLive does not make any claims about animal-testing in the product commercial 

o I don't know 

 
Which of the following options correctly describes the report you saw previously? 

o The NGO claimed that HairLive’s ingredients are NOT tested on animals 

o The NGO claimed that HairLive’s ingredients are tested on animals to ensure the product’s 
safety 

o I don't know 

– Page break –  
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Is animal testing for cosmetics mandatory in the country that you are currently residing in? 

o Yes 

o No 

o I don't know 

 
Please choose the option that best describes your opinion about animal welfare 

  Strongly 
disagree 

Disagree Neutral Agree Strongly 
agree 

Basically, humans have the 
right to use animal as we see fit o   o   o   o   o   

Much of the scientific research 
done with animals for cosmetic 
products is unnecessary and 
cruel 

o   o   o   o   o   

Too much fuss is made over the 
welfare of animals these days 
when there are many human 
problems that need to be solved 

o   o   o   o   o   

 
 
Please choose the option that best describes your opinion (what you think companies SHOULD 
be acting based on) 
 

  Strongly 
disagree 

Disagree Neutral Agree Strongly 
agree 

The most important concern for a 
firm is making a profit, even if it 
means bending or breaking the 
rules 

o   o   o   o   o   

The overall effectiveness of a 
business can be determined to a 
great extent by the degree to which 
it is ethical and socially responsible 

o   o   o   o   o   

Social responsibility and 
profitability can be compatible o   o   o   o   o   

Business ethics and social 
responsibility are critical to the 
survival of a business enterprise 

o   o   o   o   o   

Business has a social responsibility 
beyond making profits o   o   o   o   o   
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Good ethics is often good business o   o   o   o   o   

 

 

Block 5: Demographic & end 

What gender do you identify as? 

o Male 

o Female 

o Non-binary / third gender 

o Prefer not to say 

 
Please indicate your highest level of education you have completed or are currently completing 

o Pre-university/ Foundation degree (Secondary School, High School, etc.) 

o Vocational training or similar 

o Bachelor’s degree (BA, BSc, HBO, etc.) 

o Master’s degree (MA, MSc, MBA, etc.) 

o PhD’s degree 

 

Do you have any questions/ comments about the study?  If you have any question, please also 
leave your email address below. 

* Please click on 'Next' to submit your answer. 
 
(Open box answer) 
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Appendix B – Stimulus materials 

 
All conditions consisted of a commercial made by HairLive, a fictitious shampoo brand, and a report 

made by Business Ethics Organization, a fictitious NGO. 

 

Condition 1: Uniform - include A1 and A3 

Condition 2: Washing - include A1 and A4 

Condition 3: Discreet - include A2 and A3 

Condition 4: Apathetic - include A2 and A4 

 

 
Appendix A1. HairLive’s commercial - with animal-testing claim. 
 

 
Appendix A2. HairLive’s commercial - without animal-testing claim. 
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Appendix A3. NGO’s report - address non-animal testing conduct. 
 

 
Appendix A4. NGO’s report - address animal testing conduct. 
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Appendix C – Factor loadings, explained variance and reliability of scales 

 
Appendix C1 

Factor loadings, explained variance and reliability of the one factor found for the scale ‘brand 

trustworthiness’. 

Item Component 1 

I trust HairLive .92 

HairLive makes truthful claims .92 

HairLive is honest .94 

I do not believe what HairLive tells me* .15 

R2 .65 

Cronbach’s α .92 

Note. The fourth item (*) was removed. Cronbach's alpha was calculated without this item. 

 

Appendix C2 

Factor loadings, explained variance and reliability of the one factor found for the scale ‘brand 

attractiveness’. 

Item Component 1 

I like what HairLive stands for .92 

HairLive is an attractive brand .92 

I like what HairLive represents .97 

HairLive is a favorable brand .91 

R2 .86 

Cronbach’s α .95 

 

 

  



60 
 

Appendix C3 

Factor loadings, explained variance and reliability of the one factor found for the scale ‘brand 

attitude’. 

Item Component 1 

In general, my feelings toward HairLive are …  
… unfavorable/ favorable .91 

… bad/ good .95 

… unpleasant/ pleasant .94 

… negative/positive .94 

R2 .87 

Cronbach’s α .95 

 

 

Appendix C4 

Factor loadings, explained variance and reliability of the one factor found for the scale ‘purchase 

intention’. 

Item Component 1 

It is very likely that I will buy HairLive .95 

I will purchase HairLive the next time I need a shampoo .96 

I will definitely try HairLive .94 

R2 .91 

Cronbach’s α .95 
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Appendix C5 

Factor loadings, explained variance and reliability of the one factor found for the scale ‘concerns 

with animal welfare’. 

Item Component 1 

Basically, humans have the right to use animal as we see fit .86 

Much of the scientific research done with animals for cosmetic 
products is unnecessary and cruel* .57 

Too much fuss is made over the welfare of animals these days 
when there are many human problems that need to be solved .88 

R2 .61 

Cronbach’s α .80 

Note. The second item (*) was removed. Cronbach's alpha was calculated without this item. 

 

Appendix C6 
Factor loadings, explained variance and reliability of the two factors found for the scale ‘attitude 

toward social responsibility of business’. 

Item Component 1 Component 2 

The most important concern for a firm is making a profit, even if it 
means bending or breaking the rules* .10 .91 

The overall effectiveness of a business can be determined to a 
great extent by the degree to which it is ethical and socially 
responsible 

.69 .22 

Social responsibility and profitability can be compatible .59 -.37 

Business ethics and social responsibility are critical to the survival 
of a business enterprise .84 .01 

Business has a social responsibility beyond making profits .55 -.32 

Good ethics is often good business .81 .14 

R2 .42 .18 

Cronbach’s α .75  

Note. The first item (*) was removed. Cronbach's alpha was calculated without this item. 


