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Abstract

The prevailing positive relationship between CSR and consumer responses has
recently been replaced by a more critical perspective and constructs of a more
incredulous nature. Accordingly, we present a conceptual model that focuses on
corporate hypocrisy as the main construct and examine its antecedents and outcomes.
We propose that consumer skepticism and perceived corporate self-serving motives
positively influence individual perceptions of corporate hypocrisy. Furthermore,
corporate hypocrisy affects a company’s CSR reputation and negative word of mouth.
The model tested on a sample of 1336 consumers confirmed the positive effect of
skepticism on corporate hypocrisy. Surprisingly, the significant impact of self-serving
motives on corporate hypocrisy was negative. As expected, corporate hypocrisy had a
negative impact on CSR reputation and a positive impact on negative word of mouth.
Finally, the effect of CSR reputation on negative word of mouth was also negative.

Subject Areas: Branding, Consumer Behaviour

Track: Social Responsibility & Ethics



