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Th purspose of this study is to empirically compare the effects of CSR and
e CSV. In addition, we examined the moderating role of self-efficacy

and message involvment to explore the psychological mechanism of how corporate
campaigns enhance consumers' perceptions.

As expected, CSV activities as opposed to CSR activities produced higher corporate
reputaton, brand attitude, company-consumer identification, and authenticity. While the
CSV activities showed higher scores than the CSR activities in general, the differences
were significantly more prominent for the subjects in the high self-efficacy condition.
Message involvment, however, did not have a moderating effect on the effects of CSR
and CSV on the dependent variables.

While there is a plethora of studies on the effects of CSR activities, ther are not
many articles of the effects of CSV that is receiving a lot of attention both from the
professionals and academics. This study offers a rare empirical evidence of the effects of
CSV activities.

Keywords : CSR, CSV, Corporate reputation, Consumer engagement, Self-efficacy,
Company-consumer identification
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