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Abstract

Purpose: In modern corporate management, the establishment of a crisis management system that minimizes damage through measures
used to respond to corporate crises is no longer an option. The importance of corporate reputation and brand asset management in
modern enterprise management cannot be overemphasized and negative events that might arise from a number of different causes can
cause brand crises. Research design, data and methodology: More than half of the questionnaire respondents were female (252 or
53%). More than a fourth of the respondents were aged 20 (122 or 26%) and the number of married participants was 196 (41%). Of
the participants, 32% (153) had graduated from college. Only 18% (87) were employees and the monthly household income was 121.
In this study, we conducted factor analysis in order to extract the variables that may enhance the explanation capability of each variable.
For the method of factor extraction, an Eigen value of at least 1 was used as was factor loading. An analysis was performed using the
Cronbach's alpha coefficient to verify the reliability of the measurement scale. Results: First, the analysis of the impact of the social
responsibility activities on brand image revealed that the social, economic, philanthropic, ethical, and environmental responsibility
activities significantly affected brand image, but legal responsibility activities were not statistically significant. Second, the analysis of
the impact of brand image on loyalty showed that brand image had a significant impact on loyalty. Third, the analysis of the impact of
social responsibility activities on loyalty showed that they had a significant impact on loyalty. Conclusions: The pro-social enterprise
image is not only a brand asset that can be shared, but also a heavy proposition followed by a corresponding social responsibility, it
will have to practice transparent corporate management based on clear principles through the establishment of various systems and the
implementation of a strict code of conduct within the enterprise.
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Children's Foundation to expand the scope of the program in
an effort to further protect the safety of children. Research
has shown that this program has decreased drivers’ speeds,
on average, by 13 km and increased the company’s sales.
This study explores the various effects that successful
proactive corporate social responsibility (CSR) activities
could have on adverse events or information-induced

1. Introduction

The DB insurance company’s annual Yellow Carpet
campaign attempts to bring the fact that the majority of
children who are killed in traffic accidents are waiting at
lights. This campaign installs yellow carpets in front of
crosswalks. The company has joined with the Green Usan
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corporate crises. Typically, an organization's crisis is defined
as a sudden event that contains time pressure demands and is
likely to threaten the organization's future growth, profits, or
survival (Sigurthorsson, 2012). The importance of corporate
reputation and brand asset management in modern enterprise
management cannot be overemphasized and negative events
that might arise from a number of different causes can cause
brand crises. Therefore, an enterprise must not only strive to
build a strong brand, but also devise various
countermeasures to preserve its value from decreasing in the
event of a possible future corporate crisis (Zhou etal., 2018).

Several prior studies have identified the effectiveness of
various CSR activity variables related to corporate crises as
well as how to best use them. are relatively scarce on the
subject of the liability of the adverse events that caused the
crisis, namely. Two recent corporate crises, a diesel-powered
operation by the Volkswagen Group and a major failure in
control of the Middle East Respiratory Syndrome (MERS)

by Samsung Medical Center, have also occurred in the future.

Therefore, while this study is focused on whether a company
intends to conduct positive CSR activities in order to negate
possible negative future events, the assessment of the
positive effects of a company's activities is reduced.
Specifically, effective CSR communications and limitations
were identified via the interactions that occurred as
consumers' attitudes to attribution changes and consumers'
perceptions of the hypocrisy of an entity is discriminatory.

2. Theoretical Background

2.1 Effect of Leading CSR Activities

A Crisis Management System (CMS) is an important part
of corporate management and has been the focus of many
practitioners and researchers (Solelhac, 2009). Studies that
suggest a point-in-time response model based on the timing
of a crisis have mainly focused on journalism, while Zhao et
al. (2014) presented three stages of pre-, event- and post-
stage models. This study discusses the first (i.e., proactive)
CSR effects implemented before negative events occur. The
reputation of an enterprise can be defined as a holistic
assessment that reflects whether people view an enterprise as
skeptical or unconscionable (Sanchez & Benito-Hernandez,
2015). If a firm has a positive reputation, then it acts as
defensively to minimize the damage to its image due to a
negative event (Goala, 2007). This means that whether the
entity has made a sincere effort to build good relationships
with its consumers and stakeholders in the day before the
event (Vanhamme et al., 2015) can affect its ability to secure
justification in the event of a crisis.

One of the most utilized methods for building corporate
legitimacy is the strategic use of CSR activities. Most prior

studies have shown that the halo effect of conducting a
proactive CSR activity can prevent corporate image damage
in times of crises. Andreu et al. (2015) showed that if
consumers accept a firm's CSR activities in a positive light,
then the company will support them by applying external
incentives that the cause of the crisis would be external. A
study on the positive impact of CSO activities on a
company's incentives (Kim, 2014), but only the suitability of
the company's core business areas and CSR activities. This
study focuses on whether a company intends to commit to a
negative event, reaffirming the halo effect of prior CSR
activities in the context of a corporate crisis, and identifies
the adverse effects. In other words, companies that obtain
pro-social corporate images through prior CSR activities
suffer greater image damage than companies subject to the
underlying effects of corporate hypocrisy in a crisis.

2.2. Cognitive discord and the noble

Consumers exposed to information about their CSR
activities will assess whether the enterprise is actually
performing its social responsibilities well and form a belief
related to the firm’s suitability as a pro-social entity
(Mazereeuw-van et al., 2014). Consumers who encounter
negative information resulting from a company's negligence
experience a sense of disjunction due to differences in their
existing social beliefs and the realities of the entity, which
can be explained by the cognitive dissonance theory.
According to Tezer et al. (2014), in the cognitive dissonance
theory, people are motivated by psychological discomfort
when faced with conflicting situations with their existing
attitudes. When this cognitive dissonance is triggered, people
try to resolve it in a variety of ways, including by showing a
process of cognitive dissonance and reducing the importance
of the cognitive dissonance that has caused it (Murillo &
Lozano, 2006). As such, when studying the impact of
perceived incompatibility on corporate evaluations, the
concept that consumers should be considered as one of the
most important aspects of people. "Attributions" refer to the
process of inferring the causes of a phenomenon. Angus-
Leppan et al. (2010) used their own logical and analytical
methods to deduce the fundamental causes of the
consequences of a situation or action, which are considered
to be more external and environmental factors than an
inherent problem. In addition, according to Rangan et al.
(2015), other people's destructive behaviors negatively
influence relationships. When deranged, the affected party
showed that its response was discriminatory according to the
incentive of the action and that its response varied depending
on where to return the root cause of destructive behavior
among the other, themselves and external environmental
factors. A number of prior studies have been conducted to
express the relationship between cerumen aspects and a
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firm’s CSR activities. When considering this attribution
theory in conjunction with a company’s crisis situation, only
a company that has accumulated pro-social images through
active CSR activities are likely to minimize the damage to its
corporate image. However, the justification process for such
consumers is limited to cases in which the company has a
low level of responsibility for the negative event. When the
company’s level of responsibility is high, the image is more
likely to cause cognitive disintegration. As such. this study
identifies a concept of organization called ‘corporate
hypocrisy’ as a key factor for this phenomenon, shows the
effect of a company's intention on the occurrence of a
business crisis, and makes an interaction with a priori CSR.

2.3. Perceived hypocrisy and event intent

Perception of a person's hypocrisy usually occurs when a
discrepancy exists between what he claims for himself and
what is actually seen. The concept of brand personality (i.e.,
the concept of a company or brand established as an
important trend in marketing research) is widely accepted in
terms of the perception of the business and its brand, which
also defines the company's hierarchy. A study by Buhmann
(2016) showed that companies implementing proactive CSR
strategies have seen a decline in consumer confidence in
corporate hypocrisy, which, in turn, led to a fall in consumer
confidence. This study suggests that this perception of
'corporate hypocrisy' may be differentiated by the intention
of the entity in the process of the occurrence of the adverse
events. Little research exists on the variables related to an
entity's intent related to a negative event despite being
important to the management of a crisis. This study defines
the existence of an entity's intention as a mistake in different
areas and expects it to represent different aspects of the
attribution. According to Lim et al. (2017), people show
negativity biases, biases, and biases. In other words, for
information related to the morality of a particular subject, the
diagnostic gender of negative information is higher than
positive information, and for ability and ability-related
information, positive information is given a higher
diagnostic quality. This difference in diagnoses can also be
attributed to the scarcity of information. For example, when
recalling friends from school, information related to friends
who were not often good or altruistic was more likely to be
negative. This is highly diagnostic because each information
is scarcity in the moral and competence areas as most people
are more likely to be good than bad, and more than half of
the people are categorized in areas where grades and motor
skills were poor. In regard to this study, if a negative event
occurs without the permission of the entity, then the crisis is
regarded as a matter of ability, such as failing to have control
or neglect of care, rather than a moral problem. This does not
significantly change the existing image of the entity as it is
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not subject to highly diagnostic information, and the decline
in the assessment of the entity is relatively low as the external
incentives of the consumers are applied to entities that obtain
pro-social reputations through CSR activities. On the other
hand, if a negative event occurs with the permission of the
entity, then the crisis is considered to be a moral issue and
perceived by consumers to be highly diagnostic information.
Thus, in the case of intentional negligence, consumers who
fail to resolve the cognitive dissonance are expected to apply
internal incentives to the entity, and those that have a pro-
social reputation are expected to have a larger adverse effect
due to perceived hypocrisy.

3. Research Method

The purpose of this study is to explain the phenomenon
of CSR activities in which the image as a pro-social
enterprise of the effect that can occur when a CSR occurs can
be more counterproductive to a decline in the valuation of a
company. Explore the interaction in which the pattern of
consumer behavior changes according to the company's
judgment on the negative event.

Table 1: Regression Analysis

Sum of Mean
Source DF Squares | Square F Value Pr>F
Model 8 3188.67 398.58 55.72 <.0001
Error 15 107.29 7.15
Corrected 23 3295.96
Total
R-Square Coeff Var Root MSE SALES Mean
0.97 2.25 2.67 118.79
Source | DF | TypelSS Mean F Value Pr>F
Square
R 5 21.21 4.24 0.59 0.7058
ADS 3 3167.46 1055.82 147.61 <.0001
Table 2: ANOVA Analysis
Source DF Sum of Mean F Pr>F
Squares Square | Value
Model 13 8.46 0.65 6.30 | <.0001
Error 36 3.72 0.10
Corrected
Total 49 12.18
R-Square Coeff Var Root MSE Y Mean
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Source DF Sum of Mean F Pr>F
Squares Square | Value
0.69 55.42 0.32 0.58
Source | DF Anova SS Mean F Pr>F
Square Value
R 9 2.58 0.29 2.77 | 0.0141
ITEM 4 5.88 1.47 14.23 | <.0001
Table 3.: ANOVA Analysis
Source DF Sum of Mean F Pr>
Squares | Square | Value F
Model 19 | 464000 | 24421 | 12.21 <'?°°
Error 20 400.00 20.00
Corrected 39 5040.00
Total
R-Square Coeff Var Root MSE anxiety Mean
0.92 4.47 4.47 100.00
Type | Mean
Source DF 3S Square F Value | Pr>F
Order 4 3200.00 800.00 40.00 <'?OO
Adm 3 | 120000 | 40000 | 2000 | <9%
Order'Adm | 12 | 240.00 20.00 1.00 O";SZ
4. Research Hypotheses

Hypothesis 1 of'this study identifies the positive effect on
consumers of pro-social enterprise images formed through
prior CSR activities in the case of general circumstances in
prior studies.

H1: In the case of an assessment of an enterprise in general
circumstances, there will be a higher corporate assessment
than those that have implemented pro-social CSR activities.
H2: In the case of an assessment of an entity in a particular
situation, a lower enterprise assessment will appear
compared to an unintended one.

H3: In the case of an assessment of an enterprise in general
circumstances, a higher enterprise assessment will appear
compared to the conditions under which the pro-social CSR
activity information is presented.

5. Conclusions

The corporate reputation gained through the
establishment of a pro-social image confirmed the possibility
that it could serve as a defense against the decline in
corporate valuation in special circumstances. With regard to
the effectiveness of CSR activities, this study looked at the
various effects that pro-social enterprise images formed
through preceding CSR activities could have in the event of
a corporate crisis. It can be assessed that the intent of an
entity is an original part of this study that differentiates itself
from existing studies that have expanded the flow of that
research by suggesting that each issue of morality and
competence is perceived by consumers and that differences
in the diagnostic nature of information may result in different
aspects. These results provide an indication that they can be
akey part of an effective CSR practice in general and special
circumstances related to an enterprise, with an understanding
of the constitutive concepts that have not been addressed
much in previous CSR-related prior studies. The pro-social
enterprise image is not only a brand asset that can be shared,
but also a heavy proposition followed by a corresponding
social responsibility, it will have to practice transparent
corporate management based on clear principles through the
establishment of various systems and the implementation of
a strict code of conduct within the enterprise.
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