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Abstract 
Corporate social responsibility activities do not always cause a positive response from 
consumers. Sometimes consumers have a negative response to corporate social 
responsibility activities. Hypocrisy perception of consumer towards corporate CSR 
activities can lead to their negative response to CSR activities. The relationship among 
consumer CSR expectation, hypocrisy perception and consumer attitudes is discussed by 
simulation. Consumer CSR expectation can positively affect the attitude of consumers to 
company, consumer CSR expectation can positively impact on consumer hypocrisy 
perceptions, and consumer hypocrisy perceptions negatively impact on consumer 
attitudes towards the company. In the implementation of CSR, companies should 
establish a good corporate image, follow with CSR activities of its similar enterprises and 
communication with consumers frequently, to avoid the consumer's hypocrisy 
perception towards CSR. In this way, the effect of CSR can be achieved effectively. 
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1. Introduction 

As the economy grows and many social issues (environmental protection, energy, poverty, 
education, health-care) become more prominent, society and consumers are becoming more 
aware of corporate social responsibility (CSR) practices. In order to win the hearts and minds 
of consumers and make them want to buy their products, many companies are taking the 
initiative to implement CSR practices and have achieved good social and market feedback. 
However, there are also companies that, for various reasons, have not only failed to gain the 
goodwill of consumers, but also made them feel that they do not really want to be socially 
responsible, which has led to consumer dissatisfaction. During the Wenchuan earthquake in 
2008, Vanke initially donated RMB2 million to the disaster area, but the public thought that it, 
as a well-known real estate enterprise in China, had donated too little.This led to social 
discontent and boycott against it. During the same period, many lesser-known companies did 
not donate or donated less than 2 million yuan to the disaster area, which did not cause public 
concern and discontent. Nongfu Spring once made a public welfare campaign called "One bottle 
of water, one share of money", through which it made a donation of 5 million yuan. However, 
people calculated that it should have donated at least 15 million RMB based on its sales, thus 
making the authenticity of its campaign widely questionable. In the same period, companies 
that did not make charitable donations did not raise any social concerns. In 2009, Wagner 
proposed the concept of corporate hypocrisy in the Journal of marketing, arguing that 
hypocrisy is the discrepancy between what a company promotes and what it actually does in 
its philanthropic activities [1]. The original intention of CSR activities is to gain the goodwill of 
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consumers, but if consumers perceive the CSR activities as hypocrisy, it will lead to negative 
attitudes towards the company [1]. 
The generation of consumer perceptions of hypocrisy and its effects have received much 
research attention, but how hypocrisy is perceived needs to be further explored. For various 
reasons, consumers have different expectations of different companies' CSR activities. If a 
company's CSR activities do not meet consumers' expectations, consumers may perceive them 
as merely 'showboating'. Consumers may perceive hypocrisy if they believe that a company is 
not doing its best to be socially responsible. Consumers believe that Vanke, as a well-known 
real estate company, should have donated much more than RMB 2 million to the Wenchuan 
earthquake, but it only donated RMB 2 million, so consumers believe that it did not really want 
to help the people in the disaster area. Nongfu Spring claimed that the company donated a 
penny to the cause when consumers bought a bottle of water, and that it should have donated 
15 million yuan based on its sales. But it only donated 5 million yuan, so consumers thought it 
was only promoting sales of its products in the name of public welfare. The study explores the 
formation and influencing mechanisms of consumer perceptions of hypocrisy from the 
perspective of CSR expectations. The study will help to understand the role of CSR expectations 
in the formation of consumers' perceptions of hypocrisy and, in practical terms, provide advice 
on how companies can better implement CSR activities so as to prevent consumers from 
developing hypocritical perceptions of corporate CSR activities and influencing their attitudes 
towards companies. 

2. Literature 

2.1. Consumer CSR Response 
The research on consumer CSR response mechanism is vibrant. Researchers have done a lot of 
useful discussions on consumer CSR behavior response from different theoretical perspectives. 
In the existing research on consumer CSR response, consumer CSR behavior response types 
include product quality perception, brand evaluation, brand preference, word-of-mouth 
recommendation, customer loyalty, satisfaction, consumer attitude, purchase intention, etc. 
Some authors hypothesized the motivational motives as a mediation factors on the process of 
CSR and its responds. The examination results suggested that the choice of information sources 
have a positive correlation effects on purchase intentions in variable ways. However, the data 
sampling of Malaysia in this research represents a limitation. To examine the generalisability 
of the research, more empirical examination around the globe needs to be done for increasing 
the validity of this hypothetical model. Investigation by Tian et al [2]in China was from a 
different perspective, and it found that the CSR responses were not always linear, and the 
correlations tend to more positive for the middle-age and middle-income groups. Li et 
al[3]argued that the proactive approach of stopping the CSR campaign could make more harm 
on the consumers’ attitude than the passive approach. A Mate-Analytic Review also identified 
the moderation effects of degree of topic correlation between business and CSR[4]. 
In contrast, in corporate CSR, the intermediary variables between activity and consumer 
behavior response include CSR internal motivation perception, consumer trust, consumer-
subjective association, consumer CSR attribution, consumer CSR expectation, consumer CSR 
experience, corporate identity, etc. Many of the above studies have confirmed that corporate 
CSR behavior has a positive impact on consumers, but how corporate CSR activities have a 
negative impact on consumers, the existing consumer CSR response mechanism is rarely 
involved. When consumers have a hypocritical perception of corporate CSR behavior, corporate 
CSR activities may have a negative impact on consumers. This issue requires further research. 
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2.2. Consumer CSR Expectations 
Existing research on CSR shows that the public has expectations of CSR behavior, which will 
significantly impact consumer CSR responses. The public expectations of CSR behavior are 
highly correlated with satisfaction. The higher the public's expectations of CSR activities, the 
higher their satisfaction [5]. Consumers have clear expectations of CSR behavior, and 
consumers' expectations of CSR behavior are on the rise year by year [6]. Consumers' 
expectations are also increasing on environmental degradation, climate change, and the 
influence of multinational companies [7]. Companies use CSR activities to meet stakeholders' 
expectations and needs, thereby realizing the legitimacy of the company and accumulating 
social capital and brand equity[8]. When consumers perceive CSR activities higher than their 
expectations, they will be satisfied, and when consumers perceive corporate CSR activities 
lower than their expectations, they will be dissatisfied [9]. Consistency of consumers' CSR 
expectations will positively affect consumers' evaluation of the company. When consumers' 
CSR perceptions are higher than their expectations, they will feel satisfied and positively 
comment on corporate behavior [10]. Factors, as the size of the company, will influence 
consumers' CSR expectations for the company. Generally, consumers have higher CSR 
expectations for large-scale enterprises [11]. Research believes that consumer expectations for 
CSR activities are significant, and it constitutes an integral part of CSR [11]. Existing researches 
confirm that consumers' CSR expectations have an important impact on consumers' 
perceptions, attitudes and behaviors. However, how CSR activities affect the formation of 
consumer hypocrisy perceptions and further affect consumer attitudes are not covered by 
existing researches, and further discussion is needed. 

2.3. Consumer Hypocrisy Perception 
Companies engage in CSR activities in the hope of having a positive impact on consumers, but 
in fact not all CSR activities by companies positively contribute to the improvement of 
consumer attitudes and purchasing behavior. Wanger [1] introduced the concept of corporate 
hypocrisy, which is the concept that hypocrisy is an inconsistency between a company's socially 
responsible activities and its advertised behavior. Wanger's research confirmed that 
consumers' hypocrisy perceptions negatively influence their attitudes towards companies 
through the mediation of CSR beliefs [1]. Fassin and Buelens [12] identified four types of 
corporate hypocrisy: hypocrisy, power, limited rationality and opportunism. The causes of 
corporate hypocrisy can also be divided into two categories: active and passive hypocrisy [13]. 
As for the causes of corporate hypocrisy, existing researches suggest that stakeholder demands 
[14], short-term profit motives [15], conflicts between shareholders[16], and disagreements 
between companies and the media[17] can all lead to corporate hypocrisy. Corporate hypocrisy 
can have an effect on employees' behavior and trigger their unethical pro-organizational 
behavior [18]. CSR behavior is an important factor contributing to consumer hypocrisy 
perceptions [19]. Consumers who perceive hypocrisy in a company will have a negative attitude 
towards the company and will be less inclined to buy [20]. When consumers perceive hypocrisy 
in a company, they negatively influence their evaluation of the company and become resistant 
to the company [21]. Consumer hypocrisy perceptions caused by CSR behavior are beginning 
to receive attention and research is becoming more and more extensive. Existing research on 
hypocrisy confirms that CSR activities lead to the creation of consumer hypocrisy perceptions, 
which in turn lead to changes in consumer attitudes and behaviors. However, how CSR activities 
lead to consumer hypocrisy perceptions and what the mechanisms are have not been explored 
in existing researches and further research is needed. 
Existing researches suggest that CSR activities have an impact on consumer attitudes and 
behaviors, and that consumers' CSR expectations influence their perceptions, which in turn 
influence consumer attitudes and behaviors. Existing researches have also found that CSR 
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activities sometimes trigger consumers' hypocrisy perceptions, which in turn negatively 
influence consumers' attitudes and behaviors. The role that CSR expectations play in the 
formation of consumer hypocrisy perceptions needs to be further explored in order to gain 
insight into the mechanisms by which consumer hypocrisy is generated. 

3. Theory and Hypotheses 

Consumers would expect corporate behavior to be in line with legal norms and ethical 
guidelines, and CSR expectations are an expression of consumers' minimum level of CSR [22]. 
Consumers' CSR expectations are increasing, and they are increasingly accepting companies 
that fulfill their social responsibility obligations [23]. Consumers' CSR expectations affect their 
attitudes toward companies [11]. Human perceptions are influenced by expectation 
assimilation [23], and the higher the level of consumers' CSR expectations, the higher their 
perceived CSR level tends to be, which makes their attitudes toward companies more positive. 
Therefore, the following hypothesis is proposed: 
H1:Consumer CSR expectation has a positive effect on consumer attitudes, and consumers with 
high CSR expectation have more positive attitudes toward companies relative to those with low 
CSR expectation. 
CSR is an overarching concept that includes different domains[24], such as disaster relief, 
poverty alleviation, and environmental protection, etc. Carroll divides CSR into different 
structural levels, including economic, legal, ethical, and philanthropic levels[25]. For different 
areas of CSR, the level of consumer concern is different, and only in those areas where 
consumers are concerned will CSR be more effective in triggering changes in consumer 
attitudes and behaviors[24]. The 2010 FMCG CSR Index Research Report published by 
Tsinghua University and Rhodes Public states that the public is most concerned about CSR 
information closely related to their own interests, such as product quality, integrity 
management, environmental protection, and charity. In the survey of consumers' ranking of the 
importance of CSR, it was found that the CSR that consumers care most about is product safety 
and integrity management, while charity responsibility is relatively unimportant to 
consumers[26]. Consumers respond differently to different CSRs[27], and companies can only 
receive higher consumer returns in areas of social responsibility activities that are highly 
aligned with their target groups[28]. Therefore, the following hypothesis is proposed. 
H2:There are significant differences in consumer responses to CSR expectations in different 
areas, with CSR expectations in areas of consumer concern more positively influencing 
consumer attitudes than in areas of lesser consumer concern. 
Consumer perception affects the consumer's attitude toward the company, and if the consumer 
perceives the CSR activity as a hypocritical activity, the consumer's attitude toward the 
company will become unfavorable[1]. Once consumers have a hypocritical perception of a 
company's CSR activity, it can lead to an unfavorable evaluation of the company by 
consumers[29]. Consumers' hypocrisy perception decreases their evaluation of the company, 
thus reducing consumers' trust in the company, and thus consumer hypocrisy perceptions can 
negatively affect consumers' attitudes[21]. 
Consumers receive inconsistent CSR messages that lead to their hypocrisy perception[1], and 
corporate communications about CSR influence consumer expectations. Consumers develop 
CSR expectation consistency by comparing their expectations of  CSR activities with actual CSR 
performance, and this in turn influences consumer response to CSR activities[30]. The 
discrepancy between consumer CSR expectations and actual CSR perceived performance is a 
consumer perception inconsistency that can lead to the formation of consumer hypocrisy 
perceptions . The higher the consumer's expectation of CSR activities, the more likely the 



Volume 3 Issue 2, 2022 

DOI: 10.6981/FEM.202202_3(2).0078 

658 

Frontiers in Economics and Management 

ISSN: 2692-7608 

expectation inconsistency is to form, thus making the consumer more likely to develop a 
hypocrisy perception. Therefore, the following hypothesis is proposed. 
H3:Consumer hypocrisy perceptions have a mediating effect in the relationship between 
consumer CSR expectations and consumer attitudes. Consumer CSR expectation positively 
influences consumer hypocrisy perceptions, and consumer hypocrisy perceptions negatively 
influence consumer attitudes toward the company. 
Combining the above research hypotheses, the theoretical framework of the study is shown in 
Figure 1. 
 

 
Figure 1. Theoretical Framework 

4. Method 

4.1. Experimental Design 
Considering that it is difficult to overcome the existing bias of consumers by using real 
companies directly as the research object, this paper uses the simulation to conduct the study. 
The author designed three sets of experiments based on three main areas of CSR 
(environmental protection, poverty alleviation and disaster relief), and two questionnaires 
were designed for each set of experiments according to different levels of  CSR expectations  
(high expectations and low expectations), and in each questionnaire a description of CSR 
activities was designed to distinguish between high and low expectations by the size, popularity 
and past performance of CSR activities. Areas of CSR activities were distinguished by describing 
CSR activities in different areas (environmental protection, poverty alleviation, and disaster 
relief ). Subjects were asked to evaluate CSR expectations, levels of hypocrisy, and attitudes 
toward the company. 

4.2. Variable Measurement 
There are three main variables involved in this study: consumer CSR expectations, consumer 
hypocrisy perceptions, and consumer attitudes. Consumer CSR expectation is judged by 
consumers based on the relevant information provided in the simulation, referring to Lu’s[30] 
scale on CSR expectation; Consumer hypocrisy perception refers to Wagner's[1] scale on 
hypocrisy perception; and consumer attitude refers to Wagner's[1] scale on attitude. The 
question items for each variable in the scale were in the form of a seven-level Likert scale. 

4.3. Experimental Procedure 
The experimental process of this study was divided into two stages: Pre-experiment and formal 
experiment. The purpose of the pre-experiment was to check whether the experimental design 
was reasonable and whether the reliability of the scale met the requirements. After several 
modifications to achieve the purpose of the pre-experiment, the formal experiment was 
conducted. The formal experiment was completed by distributing questionnaires to actual 
consumers in large shopping malls, street communities and residential buildings in Wuhan. In 
order to ensure the quality of the questionnaires and to improve the return rate, This study 
used a face-to-face survey and collected the questionnaires on the spot, and asked the 
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researchers to pay attention to the age and gender distribution. 336 questionnaires were 
distributed and collected in the formal experiment, excluding 34 invalid questionnaires, 302 
valid questionnaires were collected, and the questionnaire efficiency rate reached 89.88%. 

5. Result 

5.1. Data Quality Analysis 
 

Table 1. Different Subjects' Expectation Levels 

Expectation 
Level 

Experiment 1 
Environmental protection 

Experiment 2 
Poverty Alleviation 

Experiment 3 
Disaster Relief 

High 
Expectation 

Low 
Expectation 

High 
Expectation 

Low 
Expectation 

High 
Expectation 

Low 
Expectation 

Mean 5.9803 3.7163 6.2155 3.7428 6.1462 3.5996 
Standard Deviation 0.48762 0.71337 0.49437 0.76689 0.59604 0.89197 

Sample 38 40 58 46 65 55 
 

Table 2. One-way ANOVA of the expectation levels of subjects in different experimental 
groups 

Experimental Group X2 df Mean Square F Sig. 
Experiment 1   

Environmental 
protection 

Among Groups 99.887 1 99.887 265.019 0.000 
Within Group 28.645 76 0.377   

Amounts 128.531 77    

Experiment 2        
Poverty Alleviation 

Among Groups 156.853 1 156.853 396.048 0.000 
Within Group 40.397 102 0.396   

Amounts 197.249 103    

Experiment 3 
Disaster Relief 

Among Groups 193.192 1 193.192 346.983 0.000 
Within Group 65.700 118 0.557   

Amounts 258.891 119    
 

Table 3. One-way ANOVA for personal characteristics variables of subjects in different 
experimental groups 

Experimental Group Personal Characteristics 
Variance Source 

F Sig. 
Among Groups Within Group Amounts 

Experiment 1   
Environmental 

protection 

Gender 0.621 17.757 18.378 2.518 0.117 
Age 59.276 6803.662 6862.938 0.54 0.465 

Marriage Status 0.197 16.543 16.740 0.844 0.361 
Religion 0.056 7.787 7.843 0.491 0.486 

Occupation 15.706 431.034 446.740 2.587 0.112 
Monthly Revenue 4.377 248.956 253.333 1.178 0.282 

Education 1.687 45.665 47.351 2.659 0.107 

Experiment 2        
Poverty Alleviation 

Gender 0.705 27.277 27.982 2.870 0.093 
Age 103.077 7344.461 7447.538 1.432 0.234 

Marriage Status 0.082 27.633 27.714 0.325 0.57 
Religion 0.03 15.009 15.038 0.202 0.654 

Occupation 0.878 587.671 588.549 0.166 0.685 
Monthly Revenue 0.124 459.951 460.075 0.028 0.867 

Education 0.043 48.515 48.559 0.098 0.755 

Experiment 3 
Disaster Relief 

Gender 0.043 23.447 23.489 0.167 0.684 
Age 60.671 6220.571 6281.542 0.794 0.376 

Marriage Status 0.024 23.223 23.247 0.095 0.758 
Religion 0.1 6.323 6.424 1.315 0.255 

Occupation 14.594 483.987 498.581 2.744 0.101 
Monthly Revenue 1.920 279.523 281.443 0.591 0.444 

Education 1.920 279.523 281.443 0.591 0.444 



Volume 3 Issue 2, 2022 

DOI: 10.6981/FEM.202202_3(2).0078 

660 

Frontiers in Economics and Management 

ISSN: 2692-7608 

 

In this study, Cronbach’s α was used to assess the reliability of the sample. The Cronbach's α 
values of the three variables, consumer CSR expectation, consumer hypocrisy perception and 
consumer attitude, were calculated to be 0.912, 0.903 and 0.930. and the Cronbach's α values 
all exceeded the criterion of 0.7, indicating that the sample reliability was good and the scale 
design met the requirements. 
As the results in Table 1 show, in the three groups of experiments, subjects who read the 
description of the company as a large-scale well-known company had high CSR expectations, 
and subjects who read the description of the company as a small-scale unknown company had 
low CSR expectations. The results of the ANOVA (Table 2) showed that there were significant 
differences in the CSR expectation, which indicated that subjects truly perceived the differences 
in CSR expectations imposed by the experimental design and that the questionnaire had good 
internal validity. 
The personal characteristics variables of the subjects included gender, age, marital status, 
religion, occupation, monthly income, and education level. The results of the ANOVA on the 
subjects' personal characteristics variables are shown in Table 3. At the significance level of 
0.01, there were no significant differences in personal characteristics variables , indicating that 
the samples were selected in accordance with the requirements of the experiment. 

5.2. Hypothesis Testing 
To test H1, independent sample t-tests were conducted on the mean values of consumer 
attitudes within the three groups of experiments, and the test results are shown in Table 4. The 
results show that the mean values of consumer attitudes with high CSR expectations were 
5.9013, 6.1810 and 6.1308, while the mean values of consumer attitudes with low expectations 
were 3.6663, 3.6124 and 3.4178. The p-values of the independent sample t-test are less than 
0.01. The results indicate that in each set of experiments, the attitudes of consumers with high 
CSR expectations are significantly higher than those of consumers with low CSR expectations. 
This means that in the areas of poverty alleviation, environmental protection and disaster relief, 
consumers with high CSR expectations lead to positive attitudes towards the company. 
Conversely, consumers with low CSR expectations have relatively poor attitudes toward the 
company. 
 

Table 4. Independent Sample T-Test 
Experimental Group Expectation level Sample Mean Mean Difference Sig. 

Experiment 1 
 Environmental protection 

High Expectation 38 5.9013 
2.23507 0.000 

Low Expectation 40 3.6663 
Experiment 2 

Poverty Alleviation 
High Expectation 58 6.1810 

2.56864 0.000 
Low Expectation 46 3.6124 

Experiment 3 
Disaster Relief 

High Expectation 65 6.1308 
2.71295 0.000 

Low Expectation 55 3.4178 

 
To test H2, LSD multiple comparisons were conducted for the samples of companies with high 
and low CSR expectation levels in each of the three experimental groups, and the results of the 
comparisons are shown in Table 5. The results show that there is no significant difference in 
consumers' attitudes to the areas of environmental protection, poverty alleviation and disaster 
relief in either the high or low expectation group. This result indicates that there is no difference 
in consumers' attitudes in different social responsibility domains. The hypothesis H2 proposed 
in this paper was not supported. 
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Table 5. LSD multiple comparisons of consumer attitudes in the same experimental group 
(I)Experimental Group (J)Experimental Group High Expectation(I-J) Low Expectation(I-J) 

Experiment 1 
Environmental protection 

Experiment 2 
Poverty Alleviation 

-.27972 0.05386 

Experiment 3 
Disaster Relief -.22945 0.24843 

Experiment 2 
Poverty Alleviation 

Experiment 1 
Environmental protection 0.27972 -.05386 

Experiment 3 
Disaster Relief 

0.05027 0.19457 

Experiment 3 
Disaster Relief 

Experiment 1 
Environmental protection 0.22945 -.24843 

Experiment 2 
Poverty Alleviation -.05027 -.19457 

 
To test H3, a mediating model was developed according to the causal step approach proposed 
by Baron [31].If the coefficients c, a and b in the model are significant, it indicates that there is 
a mediating effect. The results of the test are shown in Table 6. 
 

Table 6. Results of the mediating effect test 

Experimental Group Experiment 1 
Environmental protection 

Experiment 2 
Poverty Alleviation 

Experiment 3 
Disaster Relief 

1: Y=cX+ε1 
Regression coefficient c 0.776*** 0.815*** 0.835*** 

2: M=aX+ε2 
Regression coefficient a 0.801*** 0.805*** 0.824*** 

3: Y=c’X+bM+ε3 
Regression coefficient c’ 
Regression coefficient b 

1.569*** 
-.990*** 

1.601*** 
-.976*** 

1.607*** 
-.937*** 

 
The results in Table 6 show that the regression coefficients c,a,b in all three groups of 
experiments are significant at the significance level of 0.01, indicating that consumer hypocrisy 
perception has a mediating role in consumer CSR expectations and consumer attitudes. 
Meanwhile, in the areas of environmental protection, poverty alleviation and disaster relief, c 
and c' are positive, b is negative, and the absolute value of c is smaller than c'. This indicates 
that CSR expectation has a direct positive effect on consumer attitudes and hypocrisy 
perceptions, but consumer hypocrisy perceptions have a negative effect on consumer attitudes. 
Thus consumer CSR expectation has an indirect negative effect on consumer attitudes through 
hypocrisy perception, but consumer CSR expectation has a positive total utility on consumer 
attitudes. Therefore H3 is supported. 

6. Discussion and Conclusion 

6.1. Discussion 
First, consumers have a certain level of expectation of a company's CSR activities, and 
consumers compare the actual performance of a company's CSR activities with their 
expectations to generate their attitudes towards the company[32]. There are two views in 
existing research on the impact of consumer CSR expectations on consumer response. One is 
that consumer CSR expectations positively influence consumer response due to the effect of 
expectation assimilation, and that the higher the consumer CSR expectations the better the 
consumer's attitude towards the company. The second is that consumer CSR expectations 
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influence consumer attitudes through expectation congruence, and that higher levels of 
consumer CSR expectations lead to poorer attitudes towards the company[10]. Both of these 
different influential roles are supported in this study, which finds that the influence of 
consumer CSR expectations on attitudes works through two simultaneous paths. On the one 
hand, consumer CSR expectations can directly and positively influence consumer attitudes; the 
higher the consumer CSR expectations, the more favorable their attitudes towards the company. 
On the other hand, consumer expectations negatively influence consumer attitudes through the 
mediation of hypocrisy perceptions, and the higher the consumer CSR expectations, the worse 
their attitudes towards the company. 
Second，previous researches suggest that consumers have different levels of CSR audience in 
different areas, and that only those areas of consumer concern where CSR activities are more 
effective in influencing consumer attitudes and behavior[24]. The study concluded that the 
content of CSR varies, as does the degree of consumer response[27]. Consumers attach great 
importance to social responsibilities that are closely related to them, such as product safety and 
honest business practices, while social responsibilities that are less relevant to them, such as 
philanthropic responsibilities, are given average importance[26]. Companies receive higher 
consumer rewards if they engage in socially responsible activities that are highly aligned with 
the target. The results of this study differ from those of previous studies. For consumer CSR 
expectations, it does not show differences in consumer responsive behavior in the three areas 
of environmental protection, poverty alleviation and disaster relief. 
Third, consumers' hypocrisy perceptions can significantly and negatively affect consumers' 
attitudes towards companies[1]. If consumers perceive CSR activities as a form of hypocrisy, 
their attitude towards the company will become worse[33]. Consumers receiving inconsistent 
corporate CSR messages can lead to corporate hypocrisy perceptions[1]. Hypocrisy perception 
as a mediating variable that plays an intermediate role in the relationship between CSR 
activities and consumers' attitudes. The results of this study further support the relevant 
findings of previous research on hypocrisy. Also this study further found that hypocrisy 
perceptions play a mediating role between consumer CSR expectations and consumer attitudes. 
The higher the consumers' expectations of CSR activities, the higher their level of perceived 
hypocrisy towards corporate CSR activities; the higher the level of perceived hypocrisy towards 
corporate CSR activities, the worse their attitudes towards the company will be. Consumers' 
CSR expectations negatively influence consumers' attitudes towards companies, mediated by 
hypocrisy perceptions. 

6.2. Conclusion 
First, whether in the areas of environmental protection, poverty alleviation or disaster relief, 
consumers' CSR expectations can positively influence their attitudes towards companies. The 
higher the consumer's CSR expectations, the better their attitude towards the company. 
Conversely, the lower the consumer's CSR expectations, the worse their attitudes towards the 
company. In general, consumers have higher CSR expectations of large and well-known 
companies because they consider these companies to be strong and good companies, and 
consumers believe that they will do their best to be more socially responsible, and therefore 
they have better attitudes towards these companies. 
Second, consumer CSR expectations improve consumers' attitudes toward companies to the 
same extent in all three social responsibility domains: environmental protection, poverty 
alleviation, and disaster relief. This indicates that consumer CSR expectation response 
behaviors do not differ across social responsibility domains and that consumer sensitivity to 
CSR expectations is the same across social responsibility domains. 
Third, in addition to the direct effect, consumer CSR expectations can also indirectly influence 
attitudes toward the company through the mediation of hypocrisy perceptions. Consumer CSR 
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expectations positively affect consumer hypocrisy perceptions, and consumer hypocrisy 
perceptions negatively affect their attitudes toward the company. Higher consumer CSR 
expectations lead to higher consumer hypocrisy perceptions, and higher consumer hypocrisy 
perceptions lead to worse attitudes toward the firm. Consumers have high CSR expectations of 
the company, but the actual CSR implementation of the company does not meet their 
expectations, and they develop a hypocritical perception of the company. The higher the level 
of their CSR expectations, the higher their level of hypocrisy perception. When consumers have 
a hypocritical perception of a company's CSR activities, they will believe that the company is 
not doing its due in CSR activities, and they will have a more negative attitude toward the 
company. 

6.3. Theoretical Implication 
First, previous researches have focused on how a company's CSR activities trigger consumer 
responses[2]. In contrast, this study further found that in addition to CSR activities, consumers' 
expectations of CSR can also have a direct impact on consumers' attitudes. The findings lead to 
a more comprehensive understanding of the consumer CSR response mechanism, and in 
addition to CSR activities, consumers' CSR expectations can also positively influence 
consumers' attitudes toward the company. 
Second, previous researches on consumer hypocrisy have found that consumer hypocrisy 
perceptions can negatively affect consumer attitudes by influencing consumer beliefs. 
Regarding the formation of consumer hypocrisy perceptions, previous researches have 
suggested that consumers receive inconsistent CSR messages that lead them to form hypocrisy 
perceptions. This paper further finds that consumers' CSR expectations are also an important 
factor in the formation of their hypocrisy perceptions, further improving the research on the 
formation mechanism of consumer hypocrisy perceptions. 
Third, previous researches have confirmed that CSR activities positively affect consumer 
response, where consumer trust, consumer experience, and consumer association can play a 
mediating role as mediating variables[2,34,35]. This paper further found that hypocrisy 
perception as a mediating variable can also play a mediating role in CSR expectations and 
consumer response. The finding that other mediating variables positively affect consumer 
response while consumer hypocrisy perceptions negatively affect consumers' attitudes toward 
the company enriches and completes the research on the mediating effect of consumer CSR 
response. 

6.4. Practical Implication 
First, consumers' CSR expectations can positively influence their attitudes toward the company, 
so companies should establish a good public image and convince consumers that they can 
actively participate in social responsibility activities to solve social problems. This allows 
consumers to form higher CSR expectations, which leads to a more positive attitude toward the 
company. 
Second, consumers' CSR expectations are influenced by the same type companies, and when 
the same type companies perform well in social responsibility activities, consumers will have 
the same expectations of the company. Therefore, companies need to always pay attention to 
the performance of similar companies’ CSR activities and refer to the same type of companies 
in the implementation of CSR activities. Only if a company's CSR activities are implemented at 
a level that exceeds those of similar companies can it meet consumers' CSR expectations and 
thus avoid the negative impact on the company caused by hypocrisy perception. 
Third, once consumers have a hypocritical perception of a company's CSR activities, it can 
negatively affect the consumers’ perception of the company. Therefore, in the process of 
implementing CSR activities, companies must maintain adequate communication with 
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consumers. On the one hand, it is important to inform consumers of the implementation status 
of CSR activities, so that they are fully aware of the input on CSR activities; On the other hand, 
it is important to explain to consumers the reasons why the company's CSR activities have not 
fully met consumers' expectations in some areas. By fully communicating with consumers, we 
can avoid consumers' hypocritical perceptions and thus avoid negative impacts on consumers. 

6.5. Limitation and Future Research 
Although this study explores the mechanism of consumer CSR expectations on consumer 
attitudes and identifies the mediating role of consumer hypocrisy perceptions, there are still 
some shortcomings, which also foretell future research directions.  
First, this study only designed three CSR domains: environmental protection, poverty 
alleviation and disaster relief, while in fact CSR domains include product quality, honest 
management, employee rights, consumer rights and etc. Future research needs to be conducted 
in these social responsibility areas to verify the universality of this study's findings.  
Second, the data collection for this study was only conducted in Wuhan, so the findings are only 
relevant to Wuhan consumers. Future research will need to be conducted on a larger 
geographic scale to verify the suitability of the findings of this study on a larger scale.  
Third, this study explored the impact of consumer CSR expectations on consumer hypocrisy 
perceptions, but there are many factors that contribute to the formation of consumer hypocrisy 
perceptions, and other factors that contribute to the formation of consumer hypocrisy 
perceptions need to be further explored in the future. 
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