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Abstract

Several studies indicate that corporate social responsibility (CSR) has a positive impact on consumer
response. However, in spite of its effect can greatly vary, not all types of CSR have been equally
examined. The current study evaluates, for the first time, the impact of living wage (LW) on consumer
response through a comparative analysis with another CSR initiative, fair trade (FT), whose impact has
been the subject of wide research. The findings suggest that LW has a greater effect on the perceived
value of commercial proposals than FT within the segment of consumers that values CSR (prosocial).
Moreover, each initiative generates a high level of processing fluency among this group. However, the
main difference with LW is that it also exerts a positive impact on consumers that are averse to CSR
(non-prosocials). The findings are examined taking into consideration the beneficiary proximity.

Academic, methodological, business, and social implications are identified.
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1. INTRODUCTION

Corporate social responsibility (CSR) is becoming increasingly important in business management. Fortune
500 companies invest around 20 billion USD annually in this area (Meier & Cassar, 2018). Likewise, 80% of
the world's leading investors take CSR information into account when com- ing to decisions (McPherson,
2019). This growing relevance is driven in part by its potential impact on different areas of management
such as the relationship with stakeholders (Bridoux, Stofberg, & Den Hartog, 2016), finances (Brotons
& Sansalvador, 2020), human resources (Wisse, Van Eijbergen, Rietzschel, & Scheibe, 2018), and
marketing (Rahman, Angeles, & Lambkin, 2017).

In spite of the different studies in the field of marketing focusing consumer response to CSR messages
(Abid, Abid-Dupont, & Moulins, 2019; Li, Liu, & Huan, 2019), much remains to be explored in the field. In
this regard, not all CSR initiatives have been approached with the same intensity (Peloza & Shang,
2011; Tully & Winer, 2014). Certain initiatives such as living wage (LW) have yet to be scrutinized despite
their presence in the public domain (Werner & Lim, 2016).

Living wage is defined as a level of compensation for workers that is sufficient for them and their
dependents to maintain a decent standard of living (Anker, 2011; Bennett, 2014; Werner & Lim, 2017).
Attention to LW has recently risen among different social actors (Anker & Anker, 2017; Sosnaud, 2016;
Swarts & Vasi, 2011). This has led a series of companies to voluntarily implement LW as part of their
obligations toward the community. By doing so they have obtained the option of communicating this
differential attribute to their consumers (Living Wage Foundation, n.d.; Living Wage Canada, n.d.; Just
Economics, n.d.). This offers the opportunity to examine LW from the marketing standpoint.

This study therefore intends to evaluate the impact on the consumer response (in terms of
effectiveness) of communicating LW through an experimental approach. It has resorted to a
comparative analysis with another social cause, fair trade (FT), a notion widely addressed in the
specialized literature. This is a relevant comparison given the similarities between the two. The analysis
covers two key aspects of marketing captured through two means of measurement: (a) self-reports to
determine the effectiveness of these initiatives in increasing the perceived value of commercial proposals
and (b) an objective means to evaluate the processing fluency of the initiatives. In this regard, the
perceived value of the resources exchanged between companies and consumers leads to transaction
consolidation and encourages repetition (Peloza & Shang, 2011). Likewise, processing fluency of a mes-
sage is linked to favorable consumer responses such as credibility, preferences, and choice (Shapiro &
Nielsen, 2013; Song & Schwarz, 2008).

2. LITERATURE REVIEW



Classifying CSR initiatives

Actions by businesses, according to the Stakeholders theory, must not only attempt to secure welfare for
its shareholders, but assume responsibilities that contribute to the welfare of different groups of actors
that make up the environment where it operates (Parmar et al., 2010; Theodoulidis, Diaz, Crotto, &
Rancati, 2017). From this perspective, CSR is defined as “... context-specific organizational actions and
policies that take into account stakeholders' expectations and the triple bottom line of economic, social,
and environmental performance” (Aguinis & Glavas, 2012, p. 933). This definition covers a wide range of
initiatives through which businesses not only attempt to gain financial reward but take steps toward
social (e.g., bolstering projects to improve education, population quality of life) and environ- mental
welfare (e.g., use of renewable energy, reduction of air, and water pollution; Aguinis & Vaschetto,
2011). These therefore are steps in the direction of a sustainable perspective toward business
(Gallagher, Hrivnak, Valcea, Mahoney, & LaWong, 2018).

The causes of these initiatives focus on benefiting different stake- holders. Authors such as Kim, Kim,
and Kim (2014), Tully and Winer (2014), and Oberseder, Schlegelmilch, and Murphy (2013) classify
them according to the stakeholders they target. A comprehensive proposal of CSR classification is
depicted in Figure 1.

Corporate social responsibility initiatives on a first level are classified into two categories: those that
directly benefit the consumer (e.g., use of non-harmful raw materials) and those that benefit others
(e.g., support for needy sectors; Kim et al., 2014). Peloza and Shang (2011) suggest that consumers
are more responsive to initiatives that directly benefit them. Tully and Winer (2014), at a second level,
classify initiatives that benefit others into three subcategories: those that benefit people, animals, and the
environment. They suggest that initiatives that are good for people have a greater impact on consumer
response. Initiatives that benefit people at a third level are classified into two subcategories: those that
benefit stakeholders that participate directly in company operations, such as suppliers and workers
(henceforth direct stakeholders), and those that benefit stakeholders beyond the company's operations
such as neighboring towns or vulnerable populations (henceforth indirect stakeholders; Turker, 2009).
Pérez and Rodriguez del Bosque (2015) suggest that both groups have an impact on consumer
response.

LW and FT in the framework of CSR initiatives

Living wage implies remuneration for workers that covers the costs of social reproduction: food,
housing, health, and other basic needs in the context of each society (Anker, 2011; Linneker & Wills,
2015). LW, within the framework of RSC, seeks to contribute to social welfare. In this sense, it aims at
restoring the dignity of the worker, that is, recognize and accept worker value and vulnerability as a living
being (Hicks & Waddock, 2016). This initiative promotes that decisions by companies as to salaries should
not only consider organizational performance and value established by supply and demand, but also the
inherent value of the worker as a human being (Skiling & Tregidga, 2019). Therefore, it founds its monetary



calculation first on the premise of ensuring a decent subsistence for the labor force before that of
competitiveness, a notion that distances it from the concept of minimum wage (Anker, 2011; Anker &
Anker, 2017). Taking into account the origin of the demand of LW (United Kingdom and the United States),
this initiative mainly focuses on dependent workers who reside near urban areas (Werner & Lim, 2016,
2017).

FIGURE 1. CSR classification according to the stakeholders they target. CSR, corporate social
responsibility
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Fair trade, in turn, refers to an alternative commercial approach seeking to contribute to the sustainable
development of small producers. It focuses especially on producers in rural communities of developing
countries (De Pelsmacker, Driesen, & Rayp, 2005). FT within the framework of RSC seeks to contribute
to social and environmental well-being. In this regard, this initiative aims at reducing the market gaps of
traditionally marginalized sectors, as well as pro- mote social justice and environmentally friendly
productive practices (Mook & Overdevest, 2017). Its implementation implies establishing commercial
relationships allowing these producers to trade their products under favorable conditions. In addition, FT
organizations, with the support of companies that promote these causes among small producers bolster
democratic decision-making, the participation of women, child labor prevention, and reinvestment in
social projects. Finally, this also encourages putting into place productive practices such as waste
reduction, efficient use of natural resources, and avoidance of genetically modified organisms (Brunner,
2014; Mook & Overdevest, 2017).

Living wage and FT share similarities. On the one hand, each as CSR initiatives, aims at social welfare
before financial performance. On the other hand, according to the classification of CSR initiatives, LW



and FT belong to the same category. Both aim at benefiting actors that participate directly in company
operations: workers (LW) and suppliers (FT; De Pelsmacker et al., 2005; Linneker & Wills, 2015). The
roles of these actors are closely interrelated through the supply and production processes (Jacobs,
Chase, & Lumus, 2011). From the perspective of Management, these actors are considered key to com-
pany operation and hence special attention is given to any factor that might impair their performance
(Parmar et al., 2010). Management therefore affords a great amount of significance to these types of
CSR initiatives (Oberseder et al., 2013).

Effectiveness of LW and FT and their impact on perceived value

Since LW and FT form part of the same category of RSC initiatives, each has the potential to have an
impact on consumer response such as perceived value.

Perceived value is defined as the evaluation by the consumer as to the utility provided by a good
according to its benefits and its costs (Zeithaml, 1988). The relevance of this variable is linked to its role
in consumer and company transactions (Peloza & Shang, 2011), as well as in its predictive power in
the purchase decision process (Konuk, 2018; Zhang, Xiao, & Zhou, 2020). According to Peloza and
Shang (2011), a relation of exchange between a consumer and a company can be achieved and
consolidated over time only when each party perceives value in the transaction. Along these lines,
several authors indicate that a greater perceived value of a good contributes to the development of a
favorable attitude, a greater intention to purchase and willingness to pay a higher price, as well as an
increase in satisfaction and loyalty (Konuk, 2018; Zhang et al., 2020). Similarly, there is evidence that
CSR initiatives have the potential to have an impact on perceived value leading to the results cited
above (Iniesta- Bonillo, Sanchez-Ferndndez, & Jiménez-Castillo, 2016; Lu & Chi, 2018; Sung & Woo,
2019; Wang, Liu, Kim, & Kim, 2018).

There is currently little research on the question of the degree of impact of LW on consumers. Several
studies nonetheless reveal the effectiveness of FT on different consumer responses (Campbell,
Heinrich, & Schoenmiiller, 2015; Rashid & Byun, 2018), notably perceived value (Araque-Padilla,
Montero-Simé, Rivera-Torres, & Aragon- Gutiérrez, 2014). This leads to the following hypotheses:

H1 CSR messages that benefit direct stakeholders are effective in having a positive impact on
consumer responses.

Hla FT messages are effective in raising the perceived value of com- mercial proposals.

H1lb LW messages are effective in raising the perceived value of commercial proposals.

The influence of beneficiary proximity on CSR effectiveness

Although LW and FT belong to the same CSR category, their beneficiaries evoke different levels of



proximity. FT focuses on small producers located mainly in rural communities in developing countries,
whereas LW chiefly involves dependent workers from urban areas. In this regard, the moral intensity
theory (MIT; Jones, 1991) suggests that proximity can influence consumer response.

According to the MIT, proximity corresponds to the feeling of closeness of the decision maker with the
victim of an unjust situation. A greater proximity raises the moral relevance of a problem and, sub-
sequently, the obligation to act. Guckian, Chapman, Lickel, and Markowitz (2018) and Puncheva-
Michelotti, Hudson, and Michelotti (2018), based on this, suggest that a greater sense of closeness with
a victim of socially irresponsible behavior fosters the perception of moral duty of the company and
affects commitment to the brand.

Mencl and May (2008) identified three nonexclusive dimensions of proximity: physical, social, and
psychological. Physical proximity refers to the spatial distance between the decision maker and the
beneficiary. It does not imply identification or commitment. Social proximity refers to common
characteristics shared by the decision maker and the beneficiary allowing them to identify themselves
as members of the same group. Psychological proximity refers to the existence of a personal decision
maker and beneficiary relationship (e.g., family, couple, friends). It implies a high level of identification
and a great commitment to the beneficiary based on emotional motives. Previous research has
identified the influence of the physical (Grau & Folse, 2007; Zhu, He, Chen, & Hu, 2017), social
(Antonetti & Maklan, 2018; Park & Lee, 2015), and psychological (Hoffmann, 2011; Small &
Simonsohn, 2007) dimensions of proximity on consumer responses.

A greater proximity by the LW (vs. FT) beneficiaries raises the perceived moral relevance of their
problems (Jones, 1991). This implies a greater impact of LW (vs. FT) on consumers who reside in urban

contexts, which leads to the following hypothesis:

H2 LW messages (vs. FT) are more effective in raising the perceived value of commercial proposals
among urban consumers.

The influence of the type of consumer on CSR effectiveness

The specialized literature suggests that not all consumers respond in a similar manner to RSC messages
(Lee & Cho, 2018; Lerro, Vecchio, Caracciolo, Pascucci, & Cembalo, 2018). In this regard, the regulatory
fit theory (RFT, Higgins, 2001) postulates that consumers seek through their actions to achieve personal
goals configured according to their beliefs and interests. They evaluate market information (e.g.,
messages provided by companies) based on consistency/inconsistency with their goals (Lee & Higgins,
2008). This leads to a sense of fit/non-fit with the information, which provokes either favorable or
unfavorable responses to products, brands, and companies (Avnet & Higgins, 2006; Motyka et al., 2014).

Based on the orientation of personal goals toward individual and collective well-being, it is possible to
identify two consumer profiles: prosocial and non-prosocial. Prosocial consumers possess high levels of



self-transcendence values (Golob, Podnar, Koklic®, & Zabkar, 2018; Gonzalez-Rodriguez, Diaz-
Fernandez, & Biagio, 2019; Lee & Cho, 2018) and social awareness (Huang, Lin, Lai, & Lin, 2014;
Russell, Russell, & Honea, 2015). These characteristics encourage the configuration of goals aimed at
achieving a balance between individual and collective well-being through consumption practices (Peloza
& Shang, 2011; Ross & Kapitan, 2018). These goals are consistent with CSR messages that benefit
others such as direct stakeholders. Hence, these consumers are more likely to experience a sense of fit
through exposure to these messages that can lead to favorable responses.

Non-prosocial consumers, on the other hand, possess high levels of self-promotion values (Golob et al.,
2018; Gonzéalez-Rodriguez et al., 2019; Lee & Cho, 2018) and low social awareness (Huang et al.,
2014; Russell et al., 2015). These characteristics lead to goals directed primarily at achieving personal
well-being through consumption (Peloza & Shang, 2011; Ross & Kapitan, 2018) and are not consistent
with CSR messages that benefit others. These consumers therefore experience a sense of non-fit when
exposed to these messages, which can yield unfavorable responses. This leads to the following
hypotheses:

H3 CSR messages that benefit direct stakeholders are more effective in having a positive impact on
the responses of prosocial (vs. non-prosocial) urban consumers.

H3a FT messages are more effective in increasing the perceived value of commercial proposals among
urban prosocial (vs. non- prosocial) consumers.

H3b LW messages are more effective in increasing the perceived value of commercial proposals among
urban prosocial (vs. non- prosocial) consumers.

Processing fluency in response to CSR

Processing fluency is defined as the facility to handle new or external information and thus is related to
mental effort and processing speed (Schwarz, 2004; Winkielman, Schwarz, Fazendeiro, & Reber,
2003). This variable has a great potential in assessing the effectiveness of communication strategies
because it is closely related to favorable consumer responses and is not affected by the drawbacks of
self- reports (Schwarz, 2004). Previous research suggests that greater processing fluency promotes
positive attitudes and affective reactions (Schwarz, 2004; Winkielman et al., 2003), preference and
choice (Luffarelli, Mukesh, & Mahmood, 2019; Shapiro & Nielsen, 2013), as well as credibility and
willingness to participate in recommended behavior (Song & Schwarz, 2008). In addition, the rate of
processing fluency can be measured through objective means such as response time (Schwarz, 2004).
This means of assessment offers an advantage over self-reports as it considers the influence of
automatic and nonconscious aspects involved in information processing, features which are difficult to
verbalize (Schwarz, 2004).



Processing fluency level among consumers depends on internal and external factors (McGrath & Tschan,
2004; Schwarz, 2004). From the internal standpoint, it is influenced by habits, previous personal experiences,
and familiarity with information (Luffarelli et al., 2019; McGrath & Tschan, 2004). Since prosocial consumers
take part in socially responsible consumption and tend to participate more than others in CSR initiatives that
benefit third parties (Huang et al., 2014; Lee & Cho, 2018), it is expected that they exhibit greater processing
fluency with regard to CSR messages, and in particular with FT and LW messages. This leads to the
following hypotheses:

H4 CSR messages that benefit direct stakeholders generate greater processing fluency among
prosocial than non-prosocial consumers.

H4a FT messages generate greater processing fluency among prosocial than non-prosocial
consumers.

H4b LW messages generate greater processing fluency among prosocial than non-prosocial
consumers.

Processing fluency level, from the external standpoint, is influenced by the clarity with which the
information is presented, exposure time, the number of repetitions, and the proximity evoked by the
information (Schwarz, 2004; Shapiro & Nielsen, 2013; Song & Schwarz, 2008).

The construal level theory (CLT; Trope & Liberman, 2010) bolsters the importance of the role played by
proximity. The CLT argues that individuals process information and act based on mental interpretations
of objects and events. Moreover, their distance affects their interpretation. Thus, nearby objects and
events are represented by low-level interpretations where detailed, concrete, and contextualized
characteristics render them easy to interpret. Distant objects and events, by contrast, are represented by
high-level interpretations where abstract and decontextualized characteristics hinder their interpretation.
According to Ein-Gar and Levontin (2013), CSR initiatives that appeal to close beneficiaries are
represented by more detailed, concrete, and contextualized mental interpretations, which facilitate their
processing and promote consumer support.

The greater proximity evoked by the LW (vs. FT) beneficiary supposes a more tangible perception of
their problems and, therefore, eases their processing (Trope & Liberman, 2010). This leads to the fol-
lowing hypothesis:

H5 LW messages (vs. FT) generate greater processing fluency among urban consumers.

3. METHOD

Participants

A total of 120 subjects broken down into 60 prosocial (mean age = 20.42; SD age = 2.00; female = 60.00%)
and 60 non-prosocial (mean age = 20.78; SD age = 2.16; female = 58.33%) participated in the study. All



were university students living independently in Spain and the decision makers of their household purchases.
Moreover, none had travelled to Latin Amer- ica or had close contact with Latin Americans. They were
selected according to their sustainable consumption behavior quantified through the socially responsible
purchase and disposal scale (five-point scale, 1 = never true; 5 = always true; Webb, Mohr, & Harris,
2008). Respondents were considered prosocial if they scored an average of 4 or higher while non-prosocial
scored an average of 2 or less.

Stimulus, design, and procedure

The experiment was carried out with a 3 x 2 design: three types of messages (LW/FT/neutral) and two
types of consumers (prosocial/non-prosocial). During the experimental session, all participants viewed
36 images of low-involvement products from 12 different categories (three of each). These included
items typical in supermarkets and priced at less than €10 which are often consumed by the participants.

This was controlled both at the pre-experimental level (through a pretest applied to a similar profile of
participants) and post- experimental (through participant debriefing). Supporting Information Appendix A
lists the different categories.

The images viewed by the participants consisted of real products marketed exclusively in a region
differing from their residence (Latin America), a guarantee that the brands were not known. This
increased the realism of the stimulus and avoided the potential bias of prior knowledge and experience,
and brand preference. This was controlled both at the pre-experimental level (through the participant
selection process) and post-experimental (through participant debriefing).

Since each category was represented by three products, different messages were incorporated by
category as detailed below: a product was accompanied by a LW message, other by a FT message, and
the last one by a neutral message. Hence, for each product with a LW message there was a similar
product with a FT message and another with neutral message so as to minimize the potential bias
induced by the particularities of the products. A total of four LW, four FT, and four neutral messages
were each repeated three times. All the messages were similar in length to minimize the bias that could
stem from differences of the amount of information. They were evaluated in a pretest to control whether
or not they referred to socially responsible behavior aimed at rural communities or dependent workers
in urban areas.

Each test began with the display of a short fixation point (2 s) succeeded by that of a product (5 s). This was
followed by a display of an LW, FT, or neutral message (8 s). Then came the question: “Does the message
add value to the product?” to which each participant responded by checking Yes or No (5 s). The messages
were presented in random order. The task lasted approximately 18 min. Each patrticipant was compensated
€20.

The task was viewed through E-Prime Professional 2.0, a soft- ware allowing the capture of participant
response (self-report) and response time (objective measurement). The task's structure is illustrated in
Figure 2.



FIG URE 2 Trial structure of the experiment
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Statistical analysis

The number of times each participant answered affirmatively to the question “Does the message add
value to the product?” (self-report) served to evaluate the hypotheses as to perceived value (H1-H3).
This calculation was carried out for each type of message (LW/FT/ Neutral, Max. = 12, Min. = 0). The
values obtained were subjected to T-tests to contrast equality of means. This type of test was applied
because it allows evaluating the existence of differences between paired clusters of data from related
(e.g., LW vs. neutral; LW vs. FT) and independent (e.g., prosocial vs. non-prosocial) samples according to
the requirements of each hypothesis. In addition, the sample size allowed use of this parametric test to
obtain more robust results (Field, 2013).

TABLE 1 Differences in perceived value by type of message

Type of N Media® SD SEM T Sig. Hypothesi
message S
FT versus Supports
neutral 120 7.83 401 036 1378 <01 1
FT (<01 7 7 5
Neutral 120 2.48 2.23 0.20

0 4
LW versus Supports
T 120 979 335 030 2130 <01 1D
LW (<.01) 5 6 6
Neutral 120 2.48 2.23 0.20

0 4
LW versus Supports
FT

H2

LW 120 9.79

(<.01) 3.355 0.306 5.493 <.01
FT 120 7.83 4017  0.367



Abbreviations: FT, fair trade; LW, living wage.
aMax. value: 12.

The time of response (from 0 to 5,000 ms) to the same question served to evaluate the hypotheses as to
processing fluency (H4 and H5). A shorter response time is tantamount to a higher level of processing
fluency (objective measurement). These values were ana- lyzed through repeated-measures ANOVA
tests. This type of test was applied because each participant was subjected to 36 different treat- ments
(three types of messages [LW, FT, neutral] x four versions of the message for each type x three
repetitions for each version of the message). Moreover, the sample size allowed use of this parametric
test to obtain more robust results (Field, 2013). The test with the type of message (FT/LW/Neutral)
served as the intrasubject factor while that of the type of participant (prosocial/non-prosocial) as the
inter- subject factor. The examination also applied Mauchly's sphericity test and the Greenhouse—Geisser
correction method (Field, 2013; Howell, 2002) as well as other factors to ensure the validity of the
results (Supporting Information Appendix B).

4. RESULTS

Evaluation of perceived value

T-tests for related samples revealed that the average number of times participants stated that FT and LW
messages added value to products is significantly greater than that of the neutral messages (Meangr
= 7.83; Meanneuwra = 2.48; p < .01 and Mean.w = 9.79; Meannewra = 2.48; p <.01; Table 1), findings that
support Hla and H1b. This same type of test also revealed that the average number of times participants
stated that LW messages add value to products is significantly greater than that of FT messages
(Meanww = 9.79; Meaner = 7.83; p <.01; Table 1) thus bolstering H2.

T-tests for independent samples revealed that the average num- ber of times that prosocial participants
claimed that FT messages add value to products is significantly greater than that of non-prosocials
(Meanprosocial = 9.88; Meannon-prosocial = 5.78; p < .01). The same occurs in the case of LW messages
(Meanprosocial = 10.85; Meannon- prosocial = 8.73; p < .01; Table 2) thus bolstering H3a and H3b.

Evaluation of the response time

The results of the repeated-measures ANOVA tests indicate that the effects of the type of message (F
= 10.117; p < .01) and the interaction type of message x type of participant (F = 6.829; p <.01) among
the response times are significant (Table 3).

When delving deeper into the effect of the type of participant, this study identified that FT messages
generate a shorter average time of response among prosocials as opposed to non-prosocials
(Meanprosocial = 1,476.23; Meannon-prosocial = 1,707.88; p = .021). Although the tendencies of LW



messages is similar, no significant dif- ferences were identified among the types of participants

(MeanProsocial = 1,47429, MeanNon.prosocial = 1,56639, p = 346, Table 4 and FIgUI’e 3) ThlS SUppOI’tS
H4a but not H4b.

When exploring the effect of the type of message, no significative differences were identified among the
LW and FT message response times for the total of the sample (Meaniw = 1,520.34; Meangr
1,592.06; p = .122) and for the prosocial participants (Meanww = 1,474.29; Meangr = 1,476.23; p
1.00). The LW messages, nonetheless, generated lesser response times that the FT mes- sages among
non-prosocial consumers (Mean.w = 1,566.39; Meangr = 1,707.88; p = .014; Table 5 and Figure 3) thus
partially supporting H5.

TABLE 2 Differences in perceived value by type of consumer

Levene test Mean dif. test
Type of N Media® SD SEM F Si T Sig. Hypothesi
participant g. S
FT Supports
Prosocial 60 9.88 2775 0358 16.437 <.0 6.482 <.01 H3a
1
Non-prosocial 60 5.78 4,038 0.521
LW Supports
Prosocial 60 10.85 2032 0.262 33590 <.0 3.627 <.01 H3b
1

Non-prosocial 60 8.73 4,037 0.521

Abbreviations: FT, fair trade; LW, living wage.
aMax. value: 12.

TABLE 3 Within-subject effect tests

Sphericity test Within-subject effects tests®
W Sig. Epsil F Sig. Observed
on® power
Type of message 0.984 .396 0.985 10.117 <01 20.234
Type of message x Type of 6.829 <.01 0.918

participant

a8Assumed sphericity.
bGreenhouse—-Geisser Epsilon.



5. CONCLUSIONS AND DISCUSSION

Several studies reveal the positive impact of communicating CSR initiatives among consumers (Abid et
al., 2019; Li et al., 2019; Martinez, Herrero, & Gémez-Lépez, 2019). However, this impact may vary
according to the type of initiative (Peloza & Shang, 2011; Tully & Winer, 2014). This makes it necessary
to examine each specific initiative.

The current study intends to evaluate, for the first time, the effectiveness of the impact of LW on
consumer response and compare it with FT, an initiative that has been the subject of broad research.
Previous investigations have identified the impact of FT on consumer response (Campbell et al., 2015;
Rashid & Byun, 2018). Since both initiatives benefit closely linked stakeholders, dependent workers in the
case of LW and rural suppliers in that of FT (Pérez & Rodriguez del Bosque, 2015; Turker, 2009), one
would also expect LW to be effective. The results of the current study, by applying different means of
measurement, not only confirm this, but also reveal the superiority of LW over FT.

The findings of the self-reports indicate that both initiatives increase the perceived value of commercial
proposals. The impact of LW on this type of response is, nonetheless, greater than that of FT.
Furthermore, the application of an objective means of measurement (response time) indicates that each
of these initiatives generates high processing fluency among prosocial consumers. However, LW also
leads to high processing fluency among non-prosocials. This is a key variable as it relates to consumer
responses at cognitive (Schwarz, 2004), affective (Schwarz, 2004; Winkielman et al., 2003) and
conative levels (Shapiro & Nielsen, 2013; Song & Schwarz, 2008).

The positive response by prosocial consumers to each initiative is consistent with the RFT (Higgins,
2001). In this regard, CSR messages generally fit with the orientation of the goals of prosocials (Peloza
& Shang, 2011; Ross & Kapitan, 2018). However, the most relevant difference of LW is its positive
impact on non-prosocial consumer response, a segment whose goals are contrary to CSR messages
(Peloza & Shang, 2011; Ross & Kapitan, 2018).

The results therefore point to a decisive effect of beneficiary proximity beyond factors inherent to
consumers such as their per- sonal goals. The daily dynamics of urban consumers, their personal
relationships and their job aspirations are closely linked to those of dependent workers. This is not the
case of FT beneficiaries who are perceived as more distant. These results are substantiated by the MIT
(Jones, 1991) and the CLT (Trope & Liberman, 2010). A closer proximity to dependent workers fosters
the perception that their problems are morally more relevant for urban consumers and renders them
more influential in the decision making. Likewise, their greater proximity leads to a more concrete
representation of the situation of dependent workers, which facilitates processing and the subsequent
decision of support.



TABLE 4 Estimated marginal means by type of participant

Mean Comparisons of means in pairs prosocial versus non-prosocial
Prosocial Non- Mean diff. Sig. Hypothesis
prosocial
LW 1,474.29 1,566.39 -92.10 346 No support for H4b
FT 1,476.23 1,707.88 —231.65 021 Supports H4a
Neutral 1,682.00 1,663.57 18.42 .852 —

Abbreviations: FT, fair trade; LW, living wage.

FIGURE 3
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TABLE 5. Estimated marginal means by type of message

Comparisons of means in pairs

Mean
LW versus FT
LW FT

Total sample 1,520.3 1,592

4 .06
Prosocials 14742 1,476

9 23
Non- 1,566.3 1,707
prosocials 9 .88

Abbreviations: FT, fair trade; LW, living wage.

Mean Sig. Hypothesis
diff.
7172 122  Partially

supports H5
-1.94 1.00
0
-141.49 014



These findings also fall in line with those of the qualitative study by Oberseder et al. (2013) that suggests
that consumers afford greater importance to CSR initiatives whose beneficiaries are workers compared to
those whose beneficiaries are suppliers. According to Oberseder et al., this is due to the fact that
consumers reveal a greater affinity with this first group of beneficiaries. In fact, many of the consumers
are also workers. This significant affinity therefore reflects the influence of a greater social and
psychological proximity.

The findings have implications at academic, methodological, professional and social levels. For
academia they broaden LW understanding by addressing it for the first time as an CSR initiative from a
marketing perspective. The specialized literature in management to date has focused mainly on LW from
the angle of financial and human resources, that is, its impact on company costs and their strategies to
overcome them (Linneker & Wills, 2015; Pollin, Burns, & Heintz, 2004) and their impact on worker
welfare and productivity (Fairris, 2005; Zeng & Honig, 2016). The findings also indicate that proximity
has a great influence than inherent consumer characteristics in explaining CSR responses. Therefore,
this article offers an important means of increasing CSR communication effectiveness.

At the methodological level, the findings highlight the importance of applying a combination of self-
reports and an objective means of measuring the impact of CSR messages on consumers. This
methodological strategy is relevant to contexts greatly influenced by social desirability such as the
current case (Vezich, Gunter, & Lieberman, 2016). In addition, this strategy leads to considering the
influence of automatic and nonconscious features involved in processing information difficult to capture
exclusively through self- reports (Schwarz, 2004).

The findings at the professional level offer marketing managers a clearer perspective as to the results they
can achieve by communicating LW as part of their responsibilities. Unlike FT, LW can have an impact on
the response of a broader consumer sector and not only on those sensitive to third-party concerns
rendering attractive its implementation and communication by companies.

At the social level, this study offers input into governmental and nongovernmental organizations on how
to carry out campaigns promoting LW. Highlighting the beneficiary's proximity in CSR messages can
improve the results of the campaigns even among more reluctant segments.

It is noteworthy that this study did not directly inquire into the impact of LW on purchase intention. This is
due to the fact that CSR products tend to be more expensive than regular products (Tully & Winer,
2014), which could skew the comparison of LW with neutral phrases. The deliberate absence of a
purchase intention question was meant to overcome, when evaluating processing fluency, the variable
that is linked to consumer responses such as preference and choice (Luffarelli et al., 2019; Shapiro &
Nielsen, 2013). However, consumer decisions do not limit themselves to purchase. Future research
should therefore evaluate the impact of LW on recommendations, word-of- mouth, the interaction with
the company through different channels and participation in boycotts.



Given the experimental nature of this study where participants were exposed to a restricted scenario of
low-involvement products of unknown brands, the findings are reduced exclusively to these types of
products. This paves the way for future research to compare the effects of LW among products of
different characteristics (e.g., both high and low-involvement). Future work in this field should also con-
sider the influence of factors such as company characteristics (e.g., economic sector and brand
knowledge). Furthermore, the findings offer sufficient empirical support to the notion that future research
can apply tools of a causal nature that relate the impact of LW to different types of consumer responses
at cognitive, affective, and behavioral levels.

ACKNOWLEDGMENT
This research was supported by the Andalusia Regional Government (grant number P12-SEJ-1980).

REFERENCES

Abid, T., Abid-Dupont, M., & Moulins, J. (2019). What corporate social responsibility brings to brand
management? The two pathways from social responsibility to brand commitment. Corporate Social
Responsibil- ity and Environmental Management, 27, 925-936. https://doi.org/10. 1002/csr.1856

Aguinis, H., & Glavas, A. (2012). What we know and don't know about corpo- rate social responsibility: A
review and research agenda. Journal of Man-  agement, 38(4), 932-968.
https://doi.org/10.1177/0149206311436079

Aguinis, H., & Vaschetto, S. (2011). Editorial responsibility: Managing the publishing process to do good
and do well. Management and Organiza- tion Review, 7(03), 407—-422. https://doi.org/10.1111/j.1740-
8784. 2011.00223.x

Anker, R. (2011). Estimating a living wage: A methodological review. Condi- tions of Work and
Employment, 29, 5-6.

Anker, R., & Anker, M. (2017). Living wages around the world: Manual for measurement. Massachusetts:
Edward Elgar Publishing.

Antonetti, P., & Maklan, S. (2018). Identity bias in negative word-of-mouth following irresponsible
corporate behavior: A research model and moderating effects. Journal of Business Ethics, 149(4),
1005-1023. https://doi.org/10.1007/s10551-016-3095-9

Araque-Padilla, R., Montero-Simé, M., Rivera-Torres, P., & Aragén- Gutiérrez, C. (2014). Moderating
the relationship between price and perceived value of ethical products. Journal of Agricultural and
Environ- mental Ethics, 28(2), 217-230. https://doi.org/10.1007/s10806-014-

9528-5

Avnet, T., & Higgins, E. (2006). How regulatory fit affects value in con- sumer choices and opinions.
Journal of Marketing Research, 43(1), 1-10. https://doi.org/10.1509/jmkr.43.1.1

Bennett, F. (2014). The ‘living wage’, low pay and in work poverty: Rethinking the relationships. Critical
Social Policy, 34(1), 46—65. https://doi.org/10.1177/0261018313481564

Bridoux, F., Stofberg, N., & Den Hartog, D. (2016). Stakeholders' responses to CSR tradeoffs: When
other-orientation and trust trump material self-interest. Frontiers in Psychology, 6, 1992.
https://doi.org/10.3389/ fpsyg.2015.01992

Brotons, J., & Sansalvador, M. (2020). The relation between corporate social responsibility certification
and financial performance: An empiri- cal study in Spain. Corporate Social Responsibility and
Environmental Management. https://doi.org/10.1002/csr.1899

Brunner, T. (2014). Applying neutralization theory to fair trade buying behaviour. International Journal of


https://doi.org/10.1002/csr.1856
https://doi.org/10.1002/csr.1856
https://doi.org/10.1177/0149206311436079
https://doi.org/10.1111/j.1740-8784.2011.00223.x
https://doi.org/10.1111/j.1740-8784.2011.00223.x
https://doi.org/10.1111/j.1740-8784.2011.00223.x
https://doi.org/10.1007/s10551-016-3095-9
https://doi.org/10.1007/s10806-014-9528-5
https://doi.org/10.1007/s10806-014-9528-5
https://doi.org/10.1509/jmkr.43.1.1
https://doi.org/10.1177/0261018313481564
https://doi.org/10.3389/fpsyg.2015.01992
https://doi.org/10.3389/fpsyg.2015.01992
https://doi.org/10.1002/csr.1899

Consumer Studies, 38(2), 200—206. https://doi.org/10.1111/ijcs.12081

Campbell, C., Heinrich, D., & Schoenmdiller, V. (2015). Consumers' reaction to fair trade motivated price
increases. Journal of Retailing and Con- sumer Services, 24, 79-84.
https://doi.org/10.1016/j.jretconser.2015.

02.005

De Pelsmacker, P., Driesen, L., & Rayp, G. (2005). Do consumers care about ethics? Willingness to
pay for fair-trade coffee. Journal of Con- sumer Affairs, 39(2), 363-385.
https://doi.org/10.1111/j.1745-6606. 2005.00019.x

Ein-Gar, D., & Levontin, L. (2013). Giving from a distance: Putting the char- itable organization at the
center of the donation appeal. Journal of Consumer Psychology, 23(2), 197-211.
https://doi.org/10.1016/j.jcps.

2012.09.002

Fairris, D. (2005). The impact of living wages on employers: A control group analysis of the Los Angeles
ordinance. Industrial Relations, 44(1), 84-105. https://doi.org/10.1111/j.0019-8676.2004.00374.x

Field, A. (2013). Discovering statistics with IBM SPSS. Newbury Park, CA: Sage.

Gallagher, V., Hrivnak, M., Valcea, S., Mahoney, C., & LaWong, D. (2018). A comprehensive three-
dimensional sustainability measure: The “miss- ing P” of “people”™—A vital stakeholder in sustainable
development. Corporate Social Responsibility and Environmental Management., 25, 772-787.
https://doi.org/10.1002/csr.1493

Golob, U., Podnar, K., Koklic', M., & Zabkar, V. (2018). The importance of corporate social
responsibility for responsible consumption: Exploring moral motivations of consumers. Corporate
Social Responsibility and Environmental Management, 26(2), 416-423. https://doi.org/10.1002/
csr.1693

Gonzélez-Rodriguez, M., Diaz-Ferndndez, M., & Biagio, S. (2019). The per- ception of socially and
environmentally responsible practices based on values and cultural environment from a customer
perspective. Journal of Cleaner Production, 216, 88-98. https://doi.org/10.1016/j.jclepro.

2019.01.189

Grau, S., & Folse, J. (2007). Cause-related marketing (CRM)—The influence of donation proximity and
message-framing cues on the less-involved consumer. Journal of Advertising, 36(4), 19-33.
https://doi.org/10. 2753/J0OA0091-3367360402

Guckian, M., Chapman, D., Lickel, B., & Markowitz, E. (2018). A few bad apples or rotten to the core:
Perceptions of corporate culture drive brand engagement after corporate scandal. Journal of Consumer
Behav- ior, 17(1), e29—e41. https://doi.org/10.1002/ch.1672

Hicks, D., & Waddock, S. (2016). Dignity, wisdom, and tomorrow's ethical business leader. Business and
Society Review, 121(3), 447-462. https:// doi.org/10.1111/basr.12094

Higgins, T. (2001). Promotion and prevention experiences: Relatingemotions to nonemotional
motivational states. In J. P. Forgas (Ed.), Handbook of affect and social cognition (186—211). London:
Lawrence Erlbaum.

Hoffmann, S. (2011). Anti-consumption as a means to save jobs. European Journal of Marketing,
45(11/12), 1702—-1714. https://doi.org/10.1108/ 03090561111167342

Howell, D. (2002). Statistical methods for psychology (5th ed.). Pacific Grove: Duxbury.

Huang, H., Lin, T., Lai, M., & Lin, T. (2014). Environmental consciousness and green customer behavior:
An examination of motivation crowding effect. International Journal of Hospitality Management, 40,
139-149. https://doi.org/10.1016/j.ijhm.2014.04.006

Iniesta-Bonillo, M., Sanchez-Fernandez, R., & Jiménez-Castillo, D. (2016). Sustainability, value, and
satisfaction: Model testing and cross- validation in tourist destinations. Journal of Business Research,
69(11), 5002-5007. https://doi.org/10.1016/j.jbusres.2016.04.071


https://doi.org/10.1111/ijcs.12081
https://doi.org/10.1016/j.jretconser.2015.02.005
https://doi.org/10.1016/j.jretconser.2015.02.005
https://doi.org/10.1111/j.1745-6606.2005.00019.x
https://doi.org/10.1111/j.1745-6606.2005.00019.x
https://doi.org/10.1016/j.jcps.2012.09.002
https://doi.org/10.1016/j.jcps.2012.09.002
https://doi.org/10.1111/j.0019-8676.2004.00374.x
https://doi.org/10.1002/csr.1493
https://doi.org/10.1002/csr.1693
https://doi.org/10.1002/csr.1693
https://doi.org/10.1016/j.jclepro.2019.01.189
https://doi.org/10.1016/j.jclepro.2019.01.189
https://doi.org/10.2753/JOA0091-3367360402
https://doi.org/10.2753/JOA0091-3367360402
https://doi.org/10.1002/cb.1672
https://doi.org/10.1111/basr.12094
https://doi.org/10.1111/basr.12094
https://doi.org/10.1108/03090561111167342
https://doi.org/10.1108/03090561111167342
https://doi.org/10.1016/j.ijhm.2014.04.006
https://doi.org/10.1016/j.jbusres.2016.04.071

Jacobs, R., Chase, R., & Lumus, R. (2011). Operations and supply chain man- agement. New York:
McGraw-Hill/[rwin.

Jones, T. (1991). Ethical decision making by individuals in organizations: An issue-contingent model.
Academy of Management Review, 16(2), 366—395. https://doi.org/10.5465/amr.1991.4278958

Just Economics. (n.d.). Retrieved from https://justeconomicswnc.org/

Kim, M., Kim, D., & Kim, J. (2014). CSR for sustainable development: CSR beneficiary positioning and
impression management motivation. Cor- porate Social Responsibility and Environmental
Management, 21(1), 14-27. https://doi.org/10.1002/csr.1300

Konuk, F. (2018). The role of store image, perceived quality, trust and per- ceived value in predicting
consumers' purchase intentions towards organic private label food. Journal of Retailing and Consumer
Services, 43, 304-310. https://doi.org/10.1016/j.jretconser.2018.04.011

Lee, A., & Higgins, E. (2008). The persuasive power of regulatory fit. In
M. Wanke (Ed.), Social psychology of consumer behaviour
(pp. 319-333). New York: Psychology Press.

Lee, J., & Cho, M. (2018). New insights into socially responsible con- sumers: The role of personal
values. International Journal of Consumer Studies, 43(2), 123-133. https://doi.org/10.1111/ijcs.12491
Lerro, M., Vecchio, R., Caracciolo, F., Pascucci, S., & Cembalo, L. (2018). Consumers' heterogeneous
preferences for corporate social responsi- bility in the food industry. Corporate Social Responsibility

and Environ- mental Management., 25, 1050-1061. https://doi.org/10.1002/csr.
1519

Li, Y., Liu, B., & Huan, T. (2019). Renewal or not? Consumer response to a renewed corporate social
responsibility strategy: Evidence from the coffee shop industry. Tourism Management, 72, 170-179.
https://doi. org/10.1016/j.tourman.2018.10.031

Linneker, B., & Wills, J. (2015). The London living wage and in-work pov- erty reduction: Impacts on
employers and workers. Environment and Planning C: Government and Policy, 34(5), 759-776.
https://doi.org/10. 1177/0263774x15614677

Living Wage Foundation. (n.d.). Retrieved from https://www.livingwage. org.uk/Living Wage Canada.
(n.d.). Retrieved from http://www.livingwagecanada.ca/ Lu, L., & Chi, C. (2018). An examination of the
perceived value of organic dining. International Journal of Contemporary Hospitality Management,
30(8), 2826—2844. https://doi.org/10.1108/ijchm-05-2017-0267 Luffarelli, J., Mukesh, M., &

Mahmood, A. (2019). Let the logo do the talking: The influence of logo descriptiveness on brand equity.

Journal of Marketing Research, 56(5), 862—-878. https://doi.org/10.1177/

0022243719845000

Martinez, P., Herrero, A., & GOmez-L6pez, R. (2019). Corporate images and customer behavioral
intentions in an environmentally certified context: Promoting environmental sustainability in the
hospitality industry. Corporate Social Responsibility and Environmental Manage- ment, 26(6), 1382—
1391. https://doi.org/10.1002/csr.1754

McGrath, J., & Tschan, F. (2004). Temporal matters in social psychology.

Washington, DC: American Psychological Association.

McPherson, S. (2019). Corporate responsibility: What to expect in 2019. Forbes. Retrieved from
https://www.forbes.com/sites/susanmc  pherson/2019/01/14/corporate-responsibility-what-to-expect-
in-2019/ #6056bbab690f

Meier, S., & Cassar, L. (2018). Stop talking about how CSR helps your bot- tom line. Harvard Business
Review. Retrieved from https://hbr.org/ 2018/01/stop-talking-about-how-csr-helps-your-bottom-line

Mencl, J., & May, D. (2008). The effects of proximity and empathy on ethi- cal decision-making: An
exploratory investigation. Journal of Business Ethics, 85(2), 201-226. https://doi.org/10.1007/s10551-
008-9765-5


https://doi.org/10.5465/amr.1991.4278958
https://justeconomicswnc.org/
https://doi.org/10.1002/csr.1300
https://doi.org/10.1016/j.jretconser.2018.04.011
https://doi.org/10.1111/ijcs.12491
https://doi.org/10.1002/csr.1519
https://doi.org/10.1002/csr.1519
https://doi.org/10.1016/j.tourman.2018.10.031
https://doi.org/10.1016/j.tourman.2018.10.031
https://doi.org/10.1177/0263774x15614677
https://doi.org/10.1177/0263774x15614677
https://www.livingwage.org.uk/
https://www.livingwage.org.uk/
http://www.livingwagecanada.ca/
https://doi.org/10.1108/ijchm-05-2017-0267
https://doi.org/10.1177/0022243719845000
https://doi.org/10.1177/0022243719845000
https://doi.org/10.1002/csr.1754
http://www.forbes.com/sites/susanmc
https://hbr.org/2018/01/stop-talking-about-how-csr-helps-your-bottom-line
https://hbr.org/2018/01/stop-talking-about-how-csr-helps-your-bottom-line
https://doi.org/10.1007/s10551-008-9765-5
https://doi.org/10.1007/s10551-008-9765-5

Motyka, S., Grewal, D., Puccinelli, N., Roggeveen, A., Avnet, T., Daryanto, A., ... Wetzels, M. (2014).
Regulatory fit: A meta-analytic synthesis. Journal of Consumer Psychology, 24(3), 394-410.
https://doi. org/10.1016/j.jcps.2013.11.004

Mook, A., & Overdevest, C. (2017). Does fairtrade certification meet pro- ducers' expectations related
to participating in mainstream markets? An analysis of advertised benefits and perceived impact.
Sustainable Development, 26(3), 269—280. https://doi.org/10.1002/sd.1700

Oberseder, M., Schlegelmilch, B., & Murphy, P. (2013). CSR practices and consumer perceptions.
Journal of Business Research, 66(10), 1839-1851. https://doi.org/10.1016/j.jbusres.2013.02.005

Park, K., & Lee, S. (2015). The role of beneficiaries' group identity in determining successful appeal
strategies for charitable giving. Psychol- ogy & Marketing, 32(12), 1117-1132.

https://doi.org/10.1002/mar.
20852

Parmar, B., Freeman, R., Harrison, J., Wicks, A., Purnell, L., & de Colle, S. (2010). Stakeholder theory:
The state of the art. The Academy of Man- agement Annals, 4(1), 403-445.

https://doi.org/10.1080/19416520.
2010.495581

Peloza, J., & Shang, J. (2011). How can corporate social responsibility activities create value for
stakeholders? A systematic review. Journal of the Academy of Marketing Science, 39(1), 117-135.
https://doi.org/ 10.1007/s11747-010-0213-6

Pérez, A., & Rodriguez del Bosque, I. (2015). Customer responses to the CSR of banking companies.
Journal of Product & Brand Management, 24(5), 481-493. https://doi.org/10.1108/jpbm-12-2014-
0759

Pollin, R., Burns, J., & Heintz, J. (2004). Global apparel production and sweatshop labour: can raising
retail prices finance living wages? Cam- bridge Journal of Economics, 28(2), 153-177.
https://doi.org/10.1093/ cje/28.2.153

Puncheva-Michelotti, P., Hudson, S., & Michelotti, M. (2018). The role of proximity to local and global
citizens in stakeholders' moral recognition of corporate social responsibility. Journal of Business
Research, 88(1), 234-244. https://doi.org/10.1016/j.jbusres.2018.03.027

Rahman, M., Angeles, M., & Lambkin, M. (2017). Corporate social responsi- bility and marketing
performance the moderating role of advertising intensity. Journal of Advertising Research, 57(4),
368-378. https://doi. org/10.2501/JAR-2017-047

Rashid, S., & Byun, S. (2018). Are consumers willing to go the extra mile for fair trade products made in a
developing country? A comparison with made in

USA products at different prices. Journal of Retailing and Consumer Ser- vices, 41, 201-210.
https://doi.org/10.1016/j.jretconser.2017.12.011

Ross, S., & Kapitan, S. (2018). Balancing self/collective-interest: equity the- ory for prosocial consumption.
European Journal of Marketing, 52(3/4), 528-549. https://doi.org/10.1108/ejm-01-2017-0002

Russell, C., Russell, D., & Honea, H. (2015). Corporate social responsibility failures: How do consumers
respond to corporate violations of implied social contracts? Journal of Business Ethics, 136(4), 759—
773. https:// doi.org/10.1007/s10551-015-2868-x

Schwarz, N. (2004). Meta-cognitive experiences in consumer judgment and decision making. Journal of
Consumer Psychology, 14(4), 332—348. https://doi.org/10.1207/s15327663jcp1404_2

Shapiro, S., & Nielsen, J. (2013). What the blind eye sees: Incidental change detection as a source of
perceptual fluency. Journal of Con- sumer Research, 39(6), 1202-1218.
https://doi.org/10.1086/667852

Skilling, P., & Tregidga, H. (2019). Accounting for the "working poor": ana- lysing the living wage debate
in Aotearoa New Zealand. Accounting Auditing & Accountability Journal, 32(7), 2031-2061.


https://doi.org/10.1016/j.jcps.2013.11.004
https://doi.org/10.1016/j.jcps.2013.11.004
https://doi.org/10.1002/sd.1700
https://doi.org/10.1016/j.jbusres.2013.02.005
https://doi.org/10.1002/mar.20852
https://doi.org/10.1002/mar.20852
https://doi.org/10.1080/19416520.2010.495581
https://doi.org/10.1080/19416520.2010.495581
https://doi.org/10.1007/s11747-010-0213-6
https://doi.org/10.1007/s11747-010-0213-6
https://doi.org/10.1108/jpbm-12-2014-0759
https://doi.org/10.1108/jpbm-12-2014-0759
https://doi.org/10.1093/cje/28.2.153
https://doi.org/10.1093/cje/28.2.153
https://doi.org/10.1016/j.jbusres.2018.03.027
https://doi.org/10.2501/JAR-2017-047
https://doi.org/10.2501/JAR-2017-047
https://doi.org/10.1016/j.jretconser.2017.12.011
https://doi.org/10.1108/ejm-01-2017-0002
https://doi.org/10.1007/s10551-015-2868-x
https://doi.org/10.1007/s10551-015-2868-x
https://doi.org/10.1207/s15327663jcp1404_2
https://doi.org/10.1086/667852

Small, D., & Simonsohn, U. (2007). Friends of victims: Personal experience and prosocial behavior.
Journal of Consumer Research, 35(3), 532-542. https://doi.org/10.2139/ssrn.850108

Song, H., & Schwarz, N. (2008). If it's hard to read, it's hard to do: Processing fluency affects effort
prediction and motivation. Psychologi- cal Science, 19(10), 986—-988. https://doi.org/10.1111/j.1467-
9280. 2008.02189.x

Sosnaud, B. (2016). Living wage ordinances and wages, poverty, and unemployment in US cities.
Social Service Review, 90(1), 3—34. https:// doi.org/10.1086/686581

Sung, J., & Woo, H. (2019). Investigating male consumers' lifestyle of health and sustainability (LOHAS)
and perception toward slow fashion. Journal of Retailing and Consumer Services, 49, 120-128.
https://doi. org/10.1016/j.jretconser.2019.03.018

Swarts, H., & Vasi, I. (2011). Which U.S. cities adopt living wage ordi- nances? Predictors of adoption of

a new labor tactic, 1994-2006. Urban Affairs Review, 47(6), 743—774. https://doi.org/10.1177/
1078087411412733

Theodoulidis, B., Diaz, D., Crotto, F., & Rancati, E. (2017). Exploring corpo- rate social responsibility and
financial performance through stake- holder theory in the tourism industries. Tourism Management,
62, 173-188. https://doi.org/10.1016/j.tourman.2017.03.018

Trope, Y., & Liberman, N. (2010). Construal-level theory of psychological distance. Psychological
Review, 117(2), 440-463. https://doi.org/10. 1037/a0018963

Tully, S., & Winer, R. (2014). The role of the beneficiary in willingness to pay for socially responsible
products: A meta-analysis. Journal of Retail- ing, 90(2), 255-274. https://doi.org/10.2139/ssrn.2420537

Turker, D. (2009). Measuring corporate social responsibility: A scale devel- opment study. Business
Ethics, 85(4), 411-427. https://doi.org/10. 1007/s10551-008-9780-6

Vezich, I., Gunter, B., & Lieberman, M. (2016). The mere green effect: An fMRI study of pro-
environmental advertisements. Social Neuroscience, 12(4), 400-408.
https://doi.org/10.1080/17470919.2016.1182587

Wang, H., Liu, H., Kim, S., & Kim, K. (2018). Sustainable fashion index model and its implication.
Journal of Business Research, 99, 430-437. https://doi.org/10.1016/j.jbusres.2017.12.027
Webb, D., Mohr, L., & Harris, K. (2008). A re-examination of socially responsible consumption and
its measurement. Journal of Business Research, 61(2), 91-98.
https://doi.org/10.1016/j.jbusres.2007.05.007 Werner, A., & Lim, M. (2016). The ethics of the living wage:

A review and research agenda. Journal of Business Ethics, 137(3), 433-447. https://
doi.org/10.1007/s10551-015-2562-z

Werner, A., & Lim, M. (2017). A new living contract: Cases in the imple- mentation of the Living Wage
by British SME retailers. Employee Rela- tions, 39(6), 850-862. https://doi.org/10.1108/er-07-2017-
0150

Winkielman, P., Schwarz, N., Fazendeiro, T., & Reber, R. (2003). The hedonic marking of processing
fluency: Implications for evaluative judgment. In M. Jochen & K. Klauer (Eds.), The psychology of
evaluation: Affective processes in cognition and emotion (pp. 189-217). Mahwah: Lawrence Erlbaum
Associates.

Wisse, B., Van Eijbergen, R., Rietzschel, E., & Scheibe, S. (2018). Catering to the needs of an aging
workforce: The role of employee age in the relationship between corporate social responsibility and
employee sat- isfaction. Journal of Business Ethics, 147(4), 875-888. https://doi.org/
10.1007/s10551-015-2983-8

Zeithaml, V. (1988). Consumer perceptions of price, quality, and value: A means-end model and
synthesis of evidence. Journal of Marketing, 52 (3), 2-22.
https://doi.org/10.1177/002224298805200302

Zeng, Z., & Honig, B. (2016). A study of living wage effects on employees' performance-related attitudes
and  behaviour. Canadian Journal of Admin- istrative  Sciences, 34(2), 19-32.


https://doi.org/10.2139/ssrn.850108
https://doi.org/10.1111/j.1467-9280.2008.02189.x
https://doi.org/10.1111/j.1467-9280.2008.02189.x
https://doi.org/10.1111/j.1467-9280.2008.02189.x
https://doi.org/10.1086/686581
https://doi.org/10.1086/686581
https://doi.org/10.1016/j.jretconser.2019.03.018
https://doi.org/10.1016/j.jretconser.2019.03.018
https://doi.org/10.1177/1078087411412733
https://doi.org/10.1177/1078087411412733
https://doi.org/10.1016/j.tourman.2017.03.018
https://doi.org/10.1037/a0018963
https://doi.org/10.1037/a0018963
https://doi.org/10.2139/ssrn.2420537
https://doi.org/10.1007/s10551-008-9780-6
https://doi.org/10.1007/s10551-008-9780-6
https://doi.org/10.1080/17470919.2016.1182587
https://doi.org/10.1016/j.jbusres.2017.12.027
https://doi.org/10.1016/j.jbusres.2007.05.007
https://doi.org/10.1007/s10551-015-2562-z
https://doi.org/10.1007/s10551-015-2562-z
https://doi.org/10.1108/er-07-2017-0150
https://doi.org/10.1108/er-07-2017-0150
https://doi.org/10.1007/s10551-015-2983-8
https://doi.org/10.1007/s10551-015-2983-8
https://doi.org/10.1177/002224298805200302

https://doi.org/10.1002/cjas.1375

Zhang, Y., Xiao, C., & Zhou, G. (2020). Willingness to pay a price premium for energy-saving
appliances: Role of perceived value and energy effi- ciency labeling. Journal of Cleaner Production,
242, 118555. https:// doi.org/10.1016/j.jclepro.2019.118555

Zhu, L., He, Y., Chen, Q., & Hu, M. (2017). It's the thought that counts: The effects of construal level
priming and donation proximity on consumer response to donation framing. Journal of Business
Research, 76(1), 44-51. https://doi.org/10.1016/j.jousres.2017.03.007


https://doi.org/10.1002/cjas.1375
https://doi.org/10.1016/j.jclepro.2019.118555
https://doi.org/10.1016/j.jclepro.2019.118555
https://doi.org/10.1016/j.jbusres.2017.03.007

