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USP-crisis fit in a product harm crisis: the role of corporate hypocrisy
perceptions

Abstract

By integrating the corporate hypocrisy framework into corporate crisis literature, we
investigate the role of unique selling proposition (USP)-crisis fit in forming
perceptions of corporate hypocrisy and, through these perceptions, shaping consumer
responses in a product harm crisis. Experimental findings show that a high-fitting USP
leads to higher perceived corporate hypocrisy compared to a low-fitting USP. We also
confirm the mediating role of this perception in the effects of USP-crisis fit on
consumer anger, complaint and negative word-of-mouth intentions. These findings
expand the knowledge of corporate crises and hypocrisy and provide insights for
marketing and public relations practitioners.
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