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Table 2. Analysis of variance effects on sincerity attribution

Source Sum of df MS F
AR S-S CSR BES 7Yl sl squares
o] 71¢101 A(M =3.09)Et = ol uj Congruence (A) 60.38 1] 60.38 | 131.26**
COMM (B) 32.30 1 32.30 70.22**
Industry (C) 97.85 1] 97.85 | 212.72**
Table 1. The means and standard deviations A*B 461 1 161 10.02%*
COMM channel A*C 4.42 1 4.42 9.61**
industry | congruence
company neutral B*C 2.12 1 2.12 4.61*
high 3.60(1.05) | 4.05(1.03) A*B*C .61 1 61 1.33
non-sin
low 4.22 (0.98) 5.05 (1.29) error 89.13 | 192 46
) high 1.82(1.21) 2.41(1.12) total 2738.80 | 200
sin
low 2.79 (118) 4.20 (104) ** p< .01, * p<.05
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Figure 1. Two-way interaction of industry and congruence on sincerity attribution
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Figure 2. Two-way interaction of industry and COMM channel on sincerity attribution
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An Examination on Publics’ Attributions on CSR
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This study introduced publics’ perceived attribution about the sincerity of CSR purposes as the
main reason why publics react differently to companies that practice similar CSR activities.
The effects of congruence of CSR activities and the source of CSR-related information on
publics” attribution were examined using industry category a moderator in an experimental
setting. Overall, the study found that industry category moderated publics’ perceived
attributions on the sincerity of the CSR purposes. Sincere motives were more severely
downgraded when a company belonged to the sin industry engaged in a high-congruence CSR

activity and used a company source than when a company belonged to the non-sin industry did.
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