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ABSTRACT 

During crises, organizations face unique communication challenges as consumers 

experience high stress and uncertainty. This research examines the effectiveness of corporate 

social responsibility (CSR) advertising appeals for products with crisis-mitigating attributes. 

Study 1 investigates how rational, promotional CSR, and philanthropic CSR appeals, 

together with self-referencing, influence consumer evaluations in a health-risk context. 

Results show that rational appeals generate the highest purchase intention, whereas 

philanthropic CSR appeals enhance prosocial perceptions of the company. In contrast, 

promotional CSR appeals generate the least favorable evaluations. Further, self-referencing 

influences these effects with differences among appeal types diminishing as self-referencing 

increases. Study 2 demonstrates that high product- cause fit, combined with self-referencing, 

improves consumer evaluations through processing fluency. Moderated mediation analysis 

supports these relationships. Together, these findings extend research on crisis 

communication and CSR advertising by identifying when and why different communication 

strategies are most effective during periods of societal uncertainty. 

Keywords: Advertising appeals, Communication during crisis, Corporate social 

responsibility, Product-cause fit, Processing fluency, Self-referencing. 

INTRODUCTION 

Humans encounter various threats ranging from natural disasters and wildfires to 

pandemics. During such events, businesses and governments share responsibility to educate 

consumers on ways to support efforts to relieve the crisis and protect themselves from it 

(Özomer et al., 2022; Genovese, 2020). For companies, crisis messaging can advance 

philanthropic goals while building goodwill (Yoon et al., 2006; Sen & Bhattacharya, 2016). 

During the Covid-19 pandemic, consumers not only expected socially responsive behavior, 

they were especially wary of CSR perceived as self-serving (He & Harris, 2020) and 

(Schreiner &  Baier, 2021). Crisis conditions also change how consumers evaluate prevention 

and protection communications, increasing the salience of message relevance and credibility 

(Boyle et al., 2022; Özsomer et al., 2022, Xie & Wang, 2022). Consequently, understanding 

effective communication strategies during times of crisis has become increasingly important 

for both researchers and practitioners. 
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During times of crises, such as a natural disaster or pandemic, companies contribute 

to consumer well-being by engaging in socially responsible messaging. In doing so, they look 

to create advertising messages that resonate with consumers during such times of high stress. 

Research on socially responsible messaging shows that companies that do so effectively are 

praised for their efforts in contributing to society, the community, and consumer well-being, 

and are rewarded by consumers through increased positive brand perceptions (Aguinis & 

Glavas, 2012; Anuar, Omar & Mohamad 2013; Ryu, 2024). Although there is much research 

on socially responsible messaging, little is known about consumer perceptions and 

effectiveness of such messaging during times of crisis (Bou Saada, Bou-Hamad & Harajli, 

2022). 

The recent Covid-19 pandemic highlights the challenges of effective messaging 

during a crisis. Businesses adopted socially responsible messaging to encourage Covid-19 

health behaviors (Özomer et al., 2022) as well as provide support to those fighting on the 

front lines (Mahmud et al., 2021). Getting the message across effectively was a challenge as 

consumers were processing this unexpected crisis which brought about increased health risk 

and uncertainty. Although there is extensive research on CSR, the literature on CSR 

advertising appeals is under-researched (Hartmann et al., 2023). To the best of our 

knowledge, prior research has not evaluated consumer responses to CSR and non-CSR appeal 

types during crises. Addressing this gap, we compare philanthropic CSR, and promotional 

CSR appeals with rational appeal for risk-mitigating products in a crisis context. We propose 

that rational appeals emphasizing risk reduction will most strongly drive purchase intention, 

whereas philanthropic CSR appeals will primarily enhance prosocial perception of the firm. 

In contrast, promotional CSR appeals that reference the crisis without substantive support 

may elicit backlash. We further examine if philanthropic CSR effectiveness depends on 

product–cause fit and is shaped by self-referencing and processing fluency (Alcañiz, Cáceres, 

& Pérez, 2010). 

Corporate Social Responsibility 

Corporate social responsibility (CSR) is “a firm’s or brand’s commitment to 

maximize long-term economic, societal, and environmental well-being through business 

practices, policies and resources” (Sen  & Bhattacharya, 2016). CSR is a critical marketing 

tool that can generate competitive advantage, enhance organizational performance and 

prestige (Porter & Lee, 2013), protect a company’s reputation in times of crisis (Rim & 

Ferguson, 2020), support strategic marketing goals (Thomas et al., 2011), and strengthen 

consumer confidence and trust (Marin et al., 2016;  Suryavanshi  et al., 2024). CSR activities 

include philanthropy (e.g., cause-related marketing, donations of cash or products, or 

advocacy for social issues), business practices (e.g., environmental protection and employee 

relations), product-related initiatives (e.g., green or organic products), or some combination 

of these domains, with philanthropy being the most prevalent form (Peloza & Shang, 2011). 

During times of crisis such as the Covid-19 pandemic, companies increase their CSR 

activities to build goodwill among consumers which also increases the firm’s reputation and 

leads to better financial performance (Schwartz & Kay, 2023; Blank et al., 2024). 

CSR Ad Appeals During Times of Crisis 

 Corporations have long recognized the importance of corporate philanthropic responses 

to crises such as natural disasters, and the subsequent reputational and financial benefits (e.g., 

Magrizos & Harris, 2023; Muller & Whiteman, 2009; Tilcsik & Marquis, 2013).  
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Understanding consumer perceptions of socially responsible activities is vital for 

firms investing in CSR initiatives especially during periods of crisis (Ryu, 2024; Blank et al., 

2024). Research during the Covid-19 pandemic indicated shifts in consumer consumption 

patterns amidst the health crisis (JP Morgan Research, 2020). For example, in a survey of 

12,000 consumers worldwide by Edelman Trust Barometer, two-thirds (65%) of the 

respondents reported that how brands responded to the crisis would have a “huge impact” on 

their purchase decisions. Additionally, approximately one-third of consumers globally 

reported that they stopped using a brand due to perceptions that the brand was not acting 

responsibly during the crisis with this proportion rising as high as 76 percent in certain 

countries (Rogers, 2020). This is supported by (Ryu, 2024) which examines the impact of 

consumer perception of CSR communications during a crisis, specifically finding consumers’ 

perception of persuasion intent leads to positive or negative evaluation of the brand message. 

This highlights the heightened importance of understanding CSR messaging effectiveness 

during crises. Since consumer responses to CSR initiatives are influenced by how messages 

are presented or framed in marketing communications (Hayes et al., 2022; Khan & Pond, 

2020), it is essential to examine these appeals and their impact on consumer attitudes, 

perceptions, and purchase intention during times of public risk and uncertainty. 

Philanthropic vs. Promotional Goals of CSR Appeals 

CSR appeals can be categorized broadly based on the goals of the message, including 

those with a promotional goal or a philanthropic goal (Chen et al., 2018). Past literature 

suggests that promotional CSR is oriented toward short-term profitability and brand 

differentiation via alignment with social causes and typically designed to achieve promotion 

effectiveness and drive short-term sales (Chen et al., 2018; Pirch et al., 2007). In our study, 

we define promotional CSR as messaging that aligns a brand with a social cause or crisis in 

ways that are intended to influence consumer perceptions and/or increase product sales. The 

promotional CSR ad used in our study references the challenges faced by overworked 

frontline healthcare workers during the Covid-19 pandemic and encourages consumers to use 

the company's hand washing product to stay safe and help reduce the burden on healthcare 

workers. By linking a crisis-related social issue to product consumption, the message 

leverages the crisis context to promote the brand and its product, consistent with promotional 

CSR. While such messaging may appear to reflect shared values with consumers, it is likely 

to fall short of consumer expectations of meaningful social contribution and responsibility 

during a crisis. 

Philanthropic CSR appeals, on the other hand, involves altruistic motives. 

Philanthropic CSR typically includes donation to a social cause and is typically unconditional 

in nature, meaning it is not tied to increasing revenue (Chen et al., 2018; Dean, 2003). In this 

study, the philanthropic CSR message not only links hand washing benefits with support for 

frontline healthcare workers but also highlights relief donations the company made to them. 

To further emphasize altruism, these donations were not contingent upon consumers 

purchasing the company’s product (Baumgartner, Sujan & Bettman, 1992). 

Rational Advertising Appeals 

Rational, or informational, appeals persuade audiences through logical reasoning. In 

crisis contexts, such appeals are often linked to consumers’ risks and informational needs 

(Yang, Hwang & Mattila, 2021; Balis, 2020). We use rational appeal as a benchmark for 

comparison with CSR appeals. The rational hand washing-soap advertisement focused on 

consumer safety and protection by demonstrating the product’s effectiveness in reducing the 

risk of illness (Cho, Lee & Pfeiffer, 2017). 
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Hypotheses Development 

Our study draws on protection motivation theory (Rogers, 1975) which suggests 

individuals are motivated to engage in protective behaviors when confronted with a threat. In 

such situations, individuals tend to cognitively appraise both the threat level and their ability 

to cope. Protection motivation results from this evaluation process, driving consumers to seek 

solutions (Rogers, 1975, 1983; Floyd, Prentice-Dunn & Rogers, 2000; Kim et al., 2021, Xie 

& Wang, 2022). 

The need to reduce uncertainty during or after a crisis can cause consumers to demand 

products and services that simplify their lives and manage threats (Flatters & Willmott, 

2009). Crises and natural disasters can often highlight a consumer’s need for self-protection 

and focus on their own personal safety (Mehrolia, Alagarsamy & Solaikutty, 2020). Thus, 

when a rational message provides consumers with an effective way to reduce health risk, it is 

likely to lead to higher purchase intention. Therefore, we posit that: 

H1: During a crisis, rational appeal is likely to generate higher purchase intention as 

compared to CSR appeals. 

Additionally, social exchange theory suggests consumers respond positively when 

they perceive firms as altruistic (Lii & Lee 2012). Philanthropic initiatives therefore tend to 

lead to favorable consumer attitudinal evaluations. Consumers’ favorable response to CSR is 

driven by the motivation to support or reward companies that engage in socially responsible 

behavior (Dean, 2003, Paek & Nelson, 2009). Even for skeptical consumers who tend to 

respond less favorably to advertising, such initiatives unrelated to consumer product 

purchases have shown to increase credibility (Anuar, Omar & Mohamad, 2013). 

 In contrast, while profit-making can be viewed as an acceptable motive behind business-

related activities (Menon & Kahn, 2003, if consumers perceive the company’s efforts during a 

crisis as opportunistic and suspect its motivations are self-seeking and superficial, their 

perceptions of the company are likely to become unfavorable (Zasuwa, 2019). According to the 

theory of attribution thinking (Chen et al., 2018; Fein, 1996; Ybarra & Stephan, 1999), 

consumers often make attributions about company motivations behind their actions. If during 

this attribution process consumers doubt the company’s true motives, it generates negative 

reactions including lower purchase intention and may even change their previously held 

positive opinion of the company (Friedstad  & Wright, 1994, Sen & Bhattacharya 2001; Ellen 

et al., 2006; Suryavanshi et al., 2024). Hence, we hypothesize that: 

   H2: Compared with rational and promotional CSR appeals, philanthropic CSR appeals          

  will lead to more favorable attitude toward the advertisement and prosocial  

 perception.         

Self-referencing 

The current research further examines the individual factor of self-referencing and its 

role in message effectiveness. The crisis during the 2020 pandemic had such a profound 

impact on virtually everyone, either directly or indirectly, that the construct of self-

referencing to advertising messages seemed particularly pertinent to this study. The ‘self’ is a 

highly rich, systematized, complex, and readily available set of memory structures 

(Greenwald & Banaji, 1989). Activation of memory constructs associated with the self when 

processing the incoming information can enhance elaboration and facilitate retrieval of that 

information from memory (Anderson & Reder, 1979; Brown, Keenan & Potts, 1986; 

Burnkrant & Unnava, 1995). 

Self-referencing occurs when a consumer uses the self as a reference when they 

evaluate or process advertising information (Burnkrant & Unnava, 1995; Krishnamurthy and 

Sujan, 1999; Lee, 2017; Rogers et al., 1977).This research focuses on retrospective self-

referencing, which involves one’s past experiences and memories and is often activated by 

past events (Krisnamurthy & Sujan, 1999). Previous studies indicate that relating information 
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to oneself heightens recall, mental stimulation, and can generate more favorable ad 

evaluations (Meyers-Levy & Peracchio, 1996; Krishnamurthy & Sujan, 1999, Yim et al., 

2021). Additionally, the literature finds that the stronger the self-referencing within the ad, 

the greater the likelihood that the ad will be remembered and better liked by consumers (Lee 

et al., 2002; Martin et al., 2004). 

Early self-referencing research indicated that advertisement readers relate the 

advertising message to themselves when specific visual strategies or words are employed 

(Burnkrant & Unnava, 1995; Meyers-Levy  & Peracchio, 1996). Other studies demonstrated 

that the more the advertising context relates to the reader, either via character dimensions 

(e.g., gender, ethnicity) or through slice-of-life portrayals, the greater the likelihood that the 

ad will spontaneously encourage the readers to link the ad to certain aspects of the self 

(Debevec & Iyer, 1988; Baumagartner et al., 1992). Because self-referencing affects how 

consumers process and evaluate advertising information, the relative effectiveness of rational, 

promotional CSR, and philanthropic CSR appeals is likely to depend on consumers' level of 

self-referencing. When self-referencing is high, consumers are more likely to interpret the 

message through the lens of their own crisis-related experiences and perceive it as personally 

relevant. As a result, crisis-related messages are likely to be perceived as personally relevant 

regardless of the specific advertising appeal. In contrast, when self-referencing is low, 

consumers may rely more on the substantive characteristics of the appeal itself when forming 

evaluations. We therefore propose: 

H3: Self-referencing will moderate the relationship between advertising appeal and 

(a) purchase intention, (b) attitude towards the advertisement, and (c) prosocial 

perception of the company. 

Although our theorizing suggests that philanthropic CSR may generate favorable 

consumer responses during a crisis, these responses are also likely to depend on the perceived 

fit between the organization and its CSR activity. Accordingly, we next consider the role of 

product-cause fit in shaping consumer evaluations of philanthropic CSR. 

Fit of the Philanthropy and the Product 

While literature has extensively examined corporate philanthropy, a form of CSR 

whereby firms contribute resources such as funds, goods, or services to support social 

interests and promote community well-being (Cho et al., 2017; Hyeon Mo, 2020), it has also 

highlighted the importance of fit between organizations and their CSR activities. 

Fit is commonly defined as the perceived congruence between a social cause and a 

company’s business (Du, Bhattacharya & Sen, 2010, Kim et al., 2015), or how well the two 

entities appear meaningfully connected (Robinson, Irmak & Jayachandran, 2012). Literature 

identifies various forms of fit, such as firm-cause fit (Kuo & Rice, 2015; Zasuwa, 2017), 

product-cause fit (Chang & Liu, 2012; Hyeon Mo et al., 2020), brand-social cause alliance 

(Alcaniz et al., 2010), and CSR fit (Alhoqail, Cho & Floyd, 2019), all studied in relation to 

CSR effectiveness. Several studies suggest that higher the perceived fit, more favorable the 

consumer responses to CSR initiatives (Zasuwa, 2017; Becker-Olsen, Cudmore & Hill, 

2006), including stronger purchase intention (Sen & Bhattacharya, 2001), positive attitudes 

(Rifon et al., 2004), and greater loyalty (Hyeon Mo, 2020). According to (Alhoqail, Cho & 

Floyd, 2019), when a CSR initiative fits a company's image and products, consumers are 

more likely to familiarize themselves with the initiative, which may contribute to product 

success. However, other work, such as (Drumwright, 1996), has reported potential 

downsides, including heightened skepticism when the alignment appears too strong. 

 The effectiveness of fit may be moderated by factors such as company reputation 

(Bögel, 2019), consumer involvement (Alcaniz et al., 2010), and product type (Torelli et al., 

2012). Despite this extensive literature, little is known about how product–cause fit shapes 

CSR effectiveness during crises. Accordingly, this study focuses on the product-cause fit in a 

crisis context. To the best of our knowledge, no prior studies test high vs. low fit in 
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combination with self-referencing and processing fluency during crisis periods. Our research, 

therefore, aims to address this gap and provide valuable insights into these dynamics, helping 

companies design effective and authentic philanthropic strategies during crises. We further 

propose that one mechanism through which perceived fit influences consumer evaluations is 

processing fluency. 

Processing Fluency and its Mediating Role 

Processing fluency is another important factor in understanding consumer evaluations 

of CSR messages. It refers to the ease with which a piece of information is processed (Li, 

2021). It is typically measured with subjective judgment of processing ease or by measuring 

reaction time (Grewal et al., 2011; Li, 2021; Klein & Brewer, 2014), define processing 

fluency as the speed at which information is learned, as reflected by study time. Past studies 

indicate that higher processing fluency has a positive effect on consumers’ product 

evaluations (Shen et al. 2010), like consumer attitudes towards the message (Labroo & Lee, 

2006), enhanced message's persuasiveness (Lee & Aaker, 2004; Vaughn et al., 2010) and 

consumer behavioral intention (Li, 2021). 

(Li, 2021) examined the mediating role of processing fluency in the interaction 

between ad form and regulatory focus. The study found that promotion-oriented individuals - 

those who actively pursue goals to achieve a desired state - processed ads more fluently, 

leading to stronger behavioral intentions. Similarly, (Lee & Aaker, 2004) found that aligning 

a coupon's frame with how consumers typically interpret coupons enhances processing 

fluency. Such compatibility or match makes the message easier to process, which in turn 

enhances consumer evaluations (Kramer & Kim, 2007). 

Building on this, we suggest that processing fluency may influence how self-

referencing impacts consumer evaluations. Individuals with high self-reference are likely to 

process messages more fluently than those with low self-reference, since they can more easily 

relate the content to themselves. When a message is self-relevant and aligns with one’s self-

concept, it becomes more familiar and more readily processed, enhancing fluency than low 

self-reference individuals. Thus, processing fluency may be driven by self-referencing and 

would result in more favorable consumer evaluations. Therefore, we hypothesize that: 

H4: Processing fluency mediates the interactive effect of self-referencing and 

product–cause fit on consumer evaluations (purchase intention and attitude towards 

the ad) during a crisis. 

Overall, in study 1, we examine how consumers evaluate three appeal types - 

philanthropic CSR, promotional CSR, and rational appeals during a health crisis, and test 

whether self-referencing moderates these evaluations. In study 2, we test whether processing 

fluency mediates the interactive effects of product–cause fit and self-referencing. Together, 

these studies extend CSR theory in crisis settings by comparing three CSR appeal strategies 

while testing both moderating and mediating mechanisms, and they offer practical guidance 

for credible CSR communication under stress. 

Study 1 Method  

Pretest 

A pretest was conducted to assess the effectiveness of the stimuli for study 1. Forty-

five undergraduate business students were recruited for the pretest. The results indicated that 

the rational appeal (M = 3.79, SD = .80) was perceived as significantly more informational 

than both the promotional CSR appeal (M = 3.13, SD = .81; t(28) = 2.25, p < .05) and the 

philanthropic CSR appeal (M = 3.06, SD = .68; t(28) = 2.67, p < .05). 

As expected, perceived focus on societal welfare was significantly higher for the 

philanthropic CSR appeal (M = 4.00, SD = .82) than both the promotional CSR appeal (M = 

3.13, SD = .81), t(30) = 3.05, p < .01, and the rational appeal (M = 2.86, SD = 1.35), t(28) = 
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2.85, p < .01. 

We, therefore, used the above stimuli for the experiment in the main study. 

Design and participants 

Study 1 employed a 3 (message appeal: rational vs. promotional CSR vs. 

philanthropic CSR) × self-referencing (continuous, measured) between-subjects experimental 

design. A total of 228 participants (women = 52.3%, mean age = 24.1) were recruited from 

undergraduate business courses at a four-year university in the western United States and 

received course credit for participation. 

Procedure and stimuli 

 Participants were randomly assigned to view one of the three handwashing 

advertisements created and pretested for the study. The product was selected due to its 

relevance during the Covid-19 pandemic, and the brand name was kept anonymous. 

 The rational appeal demonstrated the product’s effectiveness in removing germs without 

directly referencing Covid-19. A visual comparing dirty and clean hands illustrated the 

cleaning effect, while the message encouraged consumers to wash their hands for at least 20 

seconds and stated that the product removes 99% of germs and bacteria. The promotional CSR 

appeal referenced the pandemic through a visual of overworked healthcare workers with facial 

scars from constant mask wearing. The message promoted the product for effective hand 

washing to stay safe, which in turn would help reduce the burden on healthcare workers, 

thereby linking product promotion with a social contribution. The philanthropic CSR appeal 

used the same visual of overworked healthcare workers but focused on the company’s support 

through donations of $20 million in skincare products and 300,000 masks for their protection, 

independent of consumer purchase. The message also encouraged proper handwashing 

regardless of which soap consumers used. 

Measures 

After viewing the ad, participants completed measures of purchase intention (α = .94), 

attitude towards the ad (α = .89), prosocial perception of the company (α = .92), and self-

referencing (α = .81). They also completed measures of perceived Covid-19 relevance (α = 

.89). All scale items are reported in Appendix B. 

Study 1 Results 

First, given that the study was conducted within the context of the Covid-19 pandemic, 

it was important to assess the extent to which participants perceived the pandemic as personally 

relevant and impactful. Perceived Covid-19 was measured using five items that were averaged 

to create a Covid-19 relevance index (see Appendix B). Participants reported a high level of 

perceived Covid-19 relevance (M = 4.24, SD = .69), supporting the relevance of the crisis 

context. 

Next, we conducted ANOVA to test H1 and H2. 

Univarate ANOVA 

ANOVAs revealed significant effects of message appeal on purchase intention, 

attitude towards the ad, and prosocial perception of the company (F’s (2, 216)> 8.41, p’s < 

.001). 

For purchase intention, the rational appeal generated significantly higher purchase 

intention (M = 3.15, SD = 1.22) than both the promotional CSR appeal (M = 2.20, SD = 1.13; 

t(136) = −2.46, p < .05) and the philanthropic CSR appeal (M = 2.64, SD = 1.19; t(150) = 

4.98, p < .001). In addition, purchase intention was significantly higher for the philanthropic 

CSR appeal than for the promotional CSR appeal (t(146) = −2.32, p < .05), indicating that 

promotional CSR was the least effective of the three appeals. 
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A similar pattern emerged for attitude towards the ad. Attitudes were significantly 

more favorable for the rational appeal (M = 3.30, SD = .97) than for the promotional CSR 

appeal (M = 2.70, SD = .98; t(147) = 3.75, p < .001). Likewise, the philanthropic CSR appeal 

(M = 3.26, SD = 1.07) elicited significantly more favorable attitudes than the promotional 

CSR appeal (t(145) = −3.31, p < .01). Attitude towards the ad did not differ significantly 

between the rational and philanthropic CSR appeals (t(136) = 0.25, p > .05). 

In contrast, prosocial perception of the company was highest for the philanthropic 

CSR appeal (M = 3.89, SD = 1.02), which significantly outperformed both the rational appeal 

(M = 3.46, SD = .96; t(140) = −2.57, p < .05) and the promotional CSR appeal (M = 3.19, SD 

= 1.08; t(150) = −4.06, p < .001). Prosocial perception did not differ significantly between the 

rational and promotional CSR appeals (t(152) = 1.64, p > .05). 

To further examine consumers’ perception of promotional CSR appeals relative to 

philanthropic CSR and rational appeals, we used the item, “The company advertising the 

message above is a good corporate citizen,” measured on a 5-point scale from 1 (strongly 

disagree) to 5 (strongly agree). The mean was significantly lower for the promotional CSR 

appeal (M = 3.47) than for the philanthropic CSR appeal (M = 4.19) and the rational appeal 

(M = 3.91) (F = 8.76, p < .001). This finding provides additional insight into how consumers 

viewed the company using the promotional CSR, which helps explain the appeal's lower 

effectiveness. 

In addition, given the intensity of the pandemic context, we examined consumers’ 

overall emotions related to Covid-19. Respondents reported relatively high levels of stress (M 

= 3.71, SD = 1.46), anxiety (M = 3.49, SD = 1.52), frustration (M = 3.83, SD = 1.36), and 

compassion for those affected by the pandemic (M = 4.06, SD = 1.13). The mean for each 

emotion was significantly higher than the neutral point of the 5-point scale. These emotional 

experiences provide additional insight into consumer responses to the advertising appeals 

used in our experiment. For example, heightened compassion during the pandemic may have 

strengthened prosocial perceptions of the company when respondents viewed the 

philanthropic CSR appeal emphasizing donations for pandemic relief. Similarly, respondents’ 

elevated levels of stress and anxiety may help explain why the rational appeal, which 

emphasized product effectiveness in helping prevent Covid-19, generated higher purchase 

intentions than the other advertising appeals. 

Together, these results support H1 and partial support for H2. Rational appeal 

generated the highest purchase intentions, whereas philanthropic CSR appeals produced the 

most favorable prosocial perceptions of the company. However, rational and philanthropic 

CSR appeals did not differ significantly in attitude toward the advertisement. 

Moderating Effect of Self-Referencing 

To test H3, we examined the moderating role of self-referencing using PROCESS 

Model 1 (Hayes, 2022). Message appeal (rational appeal, promotional CSR appeal, and 

philanthropic CSR appeal) was entered as a multicategorical independent variable using 

indicator coding. Self-referencing was included as a continuous moderator. Separate 

moderation models were estimated for purchase intentions, attitude toward the advertisement, 

and prosocial perceptions of the company. 

Purchase Intention 

 The message appeal × self-referencing interaction was not significant (F(2, 212) = 1.03, 

p > .05), suggesting that the effect of appeal type on purchase intention did not vary based on 

self-referencing. However, self-referencing had a significant positive main effect on purchase 

intention (b = .59, SE = .15, p < .001), indicating that participants reporting greater self-

referencing expressed higher purchase intentions across appeal conditions. 
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Attitude toward the advertisement 

  The message appeal × self-referencing interaction approached significance (F(2, 210) = 

2.51, p = .084). Follow-up analysis indicated that this effect was primarily driven by 

differences between the philanthropic CSR and promotional CSR appeal conditions (b = 

−.34, SE = .18, p = .057). Conditional effects were examined at the 16th, 50th, and 84th 

percentiles of self-referencing. At lower levels of self-referencing (Self-reference = 1.86), 

message appeal significantly influenced attitudes toward the advertisement (F(2, 210) = 6.93, 

p < .01). This effect remained significant at moderate levels (Self-reference = 3.00; F(2, 210) 

= 3.38, p < .05) but was no longer significant at higher levels of self-referencing (Self-

reference = 4.00; F(2, 210) = 1.34, p > .05). Figure 1 illustrates these effects. 

 

FIGURE 1 INTERACTION OF SELF-REFERENCING AND ADVERTISING 

APPEAL ON ATTITUDE TOWARDS THE AD IN STUDY 1. 

 

Prosocial perception of the company 

  The message appeal × self-referencing interaction was significant (F(2, 218) = 6.00, p 

< .01). The interaction was mainly explained by the contrast between the philanthropic CSR 

and promotional CSR appeal conditions (b = −.59, SE = .18, p < .001). Conditional effects 

were examined at the 16th, 50th, and 84th percentiles of self-referencing. At lower levels of 

self-referencing (Self-reference = 2.00), the philanthropic CSR appeal resulted in higher 

prosocial perceptions than the promotional CSR appeal (b = 1.04, SE = .23, p < .001). This 

difference remained significant at moderate levels of self-referencing (Self-reference = 3.00; 

b = .44, SE = .17, p < .01) but was eliminated at higher levels (Self-reference = 4.00; b = 

−.15, SE = .25, p > .05). Figure 2 illustrates these effects. 
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FIGURE 2 INTERACTION OF SELF-REFERENCING AND ADVERTISING 

APPEAL ON PROSOCIAL PERCEPTION OF THE COMPANY IN STUDY 1. 

 

 Finally, Study 1 provides insight into the role of self-referencing in consumers' 

evaluations of crisis-related advertising. Self-referencing had a positive main effect on 

purchase intention, suggesting that consumers who related the advertising message more 

closely to their own experiences reported higher purchase intentions regardless of the type of 

advertising appeal. In addition, self-referencing moderated the effect of advertising appeal on 

prosocial perception and showed a marginal moderating effect on attitude toward the 

advertisement. Specifically, differences among the advertising appeals were more 

pronounced among consumers with lower levels of self-referencing and became less 

pronounced as self-referencing increased. These findings suggest that consumers low in self- 

referencing were more responsive to the substantive differences among the CSR appeals, 

assigning substantially more favorable evaluations to philanthropic CSR than to promotional 

CSR that merely referenced the crisis. In contrast, consumers high in self-referencing 

evaluated the different advertising appeals relatively similarly, suggesting that processing the 

message through a personal lens reduced the influence of the specific CSR appeal on their 

judgments. Together, these findings indicate that authentic philanthropic action is particularly 

important for enhancing evaluations among consumers who are less inclined to process CSR 

messages through self-referential thinking. Building on these findings, Study 2 examines 

whether product–cause fit and processing fluency further strengthen consumer responses to 

philanthropic CSR. 

Study 2 Method 

The goal of study 2 was to determine whether additional factors shape the 

effectiveness of philanthropic CSR. Beyond testing self-referencing as a moderator, this 

study examines processing fluency as a mediating mechanism in the context of product–cause 

fit during a crisis. 

Design and Participants 

We used a 2 (self-referencing: low vs. high) × 2 (product–cause fit: low vs. high) 

between-subjects design. A total of 360 participants (women=30.6%, mean age=34) were 

recruited online via Amazon Mechanical Turk (MTurk) and were monetarily compensated.
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Procedure and Stimuli 

Participants read a brief crisis-related scenario describing the health risks of wildfire 

smoke and the benefits of using an Air Purifier (Smoke Shield). They were then randomly 

assigned to one of four advertisements that manipulated self-referencing and product-cause 

fit. Self-referencing was manipulated using second-person versus third-person language 

combined with a first-person versus observer visual perspective. Product–cause fit was 

manipulated by intentionally varying the firm's philanthropic initiative to support either 

wildfire relief, creating a high-fit condition, versus an unrelated arts and culture cause, 

creating a low-fit condition, while holding the product and crisis context constant across 

conditions. Unlike study 1, where self-referencing was measured, in study 2, self-referencing 

was manipulated. 

Manipulating Self-referencing 

Self-referencing continues to play an important role in study 2 given that the context 

remains a social crisis, where consumers are especially likely to process messages through 

the lens of their own experiences under stress and uncertainty. While in study 1 self-

referencing was measured, in study 2 self-referencing was manipulated using the approach of 

(Meyers-Levy & Peracchio, 1996). Their method induces different levels of self-referencing 

through both ad visual perspective (a first-person camera angle to heighten self-referencing 

versus a more distant observer angle to reduce it) and ad copy perspective (using second-

person pronouns such as “you/your” to invite self-application versus third-person wording 

such as “he/she/they” to direct attention to others). Consistent with this method, our stimuli 

used second-person copy with a first-person visual angle to induce high self-referencing, and 

third-person copy with a more distant visual angle to induce low self-referencing (see 

Appendix A for study 2 stimuli). 

Measures 

After viewing the ad, participants completed measures of purchase intention (α = .84), 

attitude towards the ad (α = .79), self-referencing (manipulation check), perceived product–

cause fit (α = .81), and processing fluency (mediator), followed by demographic questions. 

All scale items are shown in Appendix B. 

Study 2 Results 

Manipulation Checks 

Manipulation checks confirmed the effectiveness of both manipulations. Participants 

in the high self-referencing condition (M= 4.19, SD = .83) reported greater self-focus than 

those in the low self-referencing condition (M = 3.81, SD =.91; F(1, 358) =17.27, p < .001). 

Similarly, the high product–cause fit condition (M= 6.13, SD =.69) was perceived as more 

related to the product than the low product–cause fit condition, (M= 5.98, SD = .72; F(1, 

358) = 4.12, p < .05). 

Univariate ANOVA 

A 2 × 2 ANOVA revealed significant models for both purchase intention and attitude 

towards the ad, as well as significant interaction effects between self-referencing and 

product–cause fit (F’s(1, 356) > 3.85, p’s < .05). 

For the high self-reference condition, purchase intention and attitude towards the ad 

were significantly higher for the high product fit condition (purchase intention: M=4.48, 

SD=0.61; attitude towards the ad: M = 4.50, SD = 0.68) than for the low product fit 

condition (purchase intention: M = 4.27, SD = 0.62; attitude towards the ad: M = 4 .29, SD 

= 0.72; F’s(1, 356) > 6.18, p’s < .05). 
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In the low self-reference condition, there was no significant difference in purchase 

intention between high product cause fit (purchase intention: M = 4.17, SD = .56; attitude 

towards the ad: M = 4.14, SD = .72) and low product cause fit (purchase intention: M=4.20, 

SD=.60; attitude towards the ad: M = 4.26, SD = .74; F’s(1, 356) <. 09, p’s > .05). 

Figure 3 and 4 present the mean comparison of purchase intention and attitude 

towards the ad across self-referencing and product–cause fit conditions. 

 

 
 

FIGURE 3 INTERACTION OF SELF-REFERENCING AND PRODUCT–CAUSE FIT 

ON PURCHASE INTENTION IN STUDY 2. 

 

 

FIGURE 4 INTERACTION OF SELF-REFERENCING AND PRODUCT–CAUSE FIT 

ON ATTITUDE TOWARDS THE AD IN STUDY 2. 

Moderated Mediation Analysis 

We used PROCESS Model 7 (Hayes, 2017) to test whether processing fluency 

mediates the interaction effect of self-referencing and product–cause fit on each dependent 

variable (attitude towards the ad and purchase intention). The independent variable, self-

referencing (low = 0, high = 1), and the moderator, product–cause fit (low = 0, high = 1), 

were coded as in the manipulations described above (Pirsch, Gupta & Grau, 2007) 
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Purchase Intention 

PROCESS Model 7 indicated a significant interaction between self-referencing and 

product–cause fit on processing fluency (B=.50, p<.05). Self-referencing increased 

processing fluency when fit was high (B=.63, p<.001), but not when fit was low (B= .13, 

p>.05). The conditional indirect effect of self-referencing on purchase intention via 

processing fluency was significant only under high-fit. The index of moderated mediation 

was significant (Index = 0.066, 95% CI [0.007, 0.143]), indicating that the indirect effect of 

self-referencing on purchase intention via processing fluency was contingent on the level of 

product–cause fit (see Table 1). 

 

TABLE 1 

MODERATED MEDIATION RESULTS FOR PURCHASE INTENTION (PROCESS MODEL 7: 

X = SELF- REFERENCING, M= PROCESSING FLUENCY, Y= PURCHASE INTENTION, W= 

PRODUCT–CAUSE FIT). 

Path coefficients (PROCESS Model 7 moderated mediation): Effects predicting Processing Fluency (a- 
paths) and Purchase Intention (b and c′ paths), including the X×W interaction. 

Paths Description B SE 95% CI [LLCI, 

ULCI] 

Interpretation 

a₁ Effect of Self-Referencing 

on Processing Fluency 

0.13 0.16 [–0.18, 0.44] Self-referencing did not 

have a significant main 

effect on processing 
fluency. 

a₂ Effect of Product–cause Fit 

on Processing Fluency 

0.19 0.16 [−0.12, 0.51] Product–cause fit did not 

have a significant main 

effect on processing 

fluency. 

a₃ Interaction Effect of Self-

Referencing × Product–

cause Fit on Processing 

Fluency 

0.50* 0.22 [0.06, 0.94] Product–cause fit 

moderated the effect of 

self-referencing on 

processing fluency. 

b Effect of Processing 

Fluency on Purchase 

Intention 

0.13* 0.03 [0.08, 0.19] Higher processing 

fluency leads to greater 

purchase 

intention. 

c′ Direct Effect of Self-

Referencing on Purchase 

Intention 

0.14* 0.06 [0.02, 0.26] Self-referencing had a 

direct positive effect on 

purchase intention. 

* p < .05 

Conditional Indirect Effects (Self-Referencing → Processing Fluency→ Purchase Intention) 

Product–

cause Fit 

Level 

Indirect Effect 

(a×b) 

Boot SE 95% CI 

[LLCI, 

ULCI] 

Interpretation 

Lower Fit (0) 0.017 0.021 [–0.022, 
0.061] 

Indirect effect was not significant when 

fit was lower. 

Higher Fit (1) 0.083* 0.031 [0.032, 
0.151] 

Indirect effect was significant when fit 
was higher. 
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Index of 

Moderated 

Mediation 

0.066* 0.035 [0.007, 
0.143] 

The indirect effect of self-referencing on 

purchase intention was moderated by 

product–cause fit. 

* p < .05 

 

Attitude Towards the Ad 

A parallel analysis revealed the same pattern for attitude towards the ad. The 

conditional indirect effect of self-referencing via processing fluency was significant under 

high-fit but not low fit, with a significant index of moderated mediation (Index = .057, 95% 

CI [.004, .127]; see Table 2). 

 

TABLE 2 

MODERATED MEDIATION PATHS (PROCESS MODEL 7: X = SELF-REFERENCING, 

M = PROCESSING FLUENCY, Y = ATTITUDE TOWARD THE AD, W = PRODUCT– 
CAUSE FIT). 

Path coefficients (PROCESS Model 7 moderated mediation): Effects predicting Processing 
Fluency (a-paths) and Attitude Towards the Ad (b and c′ paths), including the X×W interaction. 

Paths Description B SE 95% CI 

[LLCI, ULCI] 

Interpretation 

a₁ Effect of Self-

Referencing on 

Processing Fluency 

0.13 0.16 [–0.18, 0.44] Self-referencing did 

not have a 

significant main 

effect on processing 

fluency. 

a₂ Effect of Product–

cause Fit on 

Processing Fluency 

0.19 0.16 [−0.12, 0.51] Product–cause fit 

did not have a 

significant main 

effect on processing 

fluency. 

a₃ Interaction Effect 

of Self-

Referencing × 

Product–cause Fit 

on Processing 

Fluency 

0.50* 0.22 [0.06, 0.94] Product–cause fit 

moderated the 

effect of self-

referencing on 

processing 

fluency. 

b Effect of 

Processing Fluency 

on Attitude 

Toward the Ad 

0.11* 0.03 [0.05, 0.18] Higher processing 

fluency leads to 

more favorable 

attitudes toward the 

ad. 

c′ Direct Effect of 

Self-Referencing 

on Attitude toward 

the Ad 

0.15* 0.08 [0.00, 0.30] Self-referencing 

had a direct 

positive effect on 

attitude toward the 

ad. 

*p < .05 

Conditional Indirect Effects (Self-Referencing → Processing Fluency→ Attitude Towards the Ad) 

Product–

cause Fit 

Level 

Indirect Effect 

(a×b) 

Boot 

SE 

95% CI 

[LLCI, 

ULCI] 

Interpretation 

Lower Fit 

(0) 

0.015 0.02 [–0.020, 
0.055] 

Indirect effect was not significant when 

fit was lower. 
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Higher Fit 

(1) 

0.071* 0.03 [0.032, 
0.135] 

Indirect effect was significant when fit 

was higher. 

Index of 

Moderated 

Mediation 

0.057* 0.03 [0.004, 
0.127] 

The indirect effect of self-referencing 

on attitude toward the ad was 

moderated by product–cause fit. 

* p < .05 

These results support the prediction that processing fluency mediates the effect of 

self-referencing on both attitude towards the ad and purchase intention only when product–

cause fit is high, consistent with H4. 

Study 2 Discussion 

The results of study 2 extend study 1 by demonstrating that the effectiveness of 

philanthropic CSR during a crisis depends on more than just engaging in any philanthropic 

activity. While philanthropic CSR is effective during societal crisis, the findings further 

reveal that its impact can be contingent on both self-referencing and product-cause fit, with 

processing fluency serving as a key underlying mechanism. 

Consistent with prior work on fit and CSR effectiveness (e.g., Zasuwa, 2019; Becker-

Olsen, Cudmore & Hill, 2006), high product-cause fit led to more favorable attitudes and 

purchase intention, but only when paired with high self-referencing. When self-referencing 

was low, the benefits of high-fit disappeared, suggesting that consumers must see personal 

relevance in the CSR message to fully appreciate product-cause alignment. This reinforces 

the idea that even well-aligned CSR initiatives may fail to resonate without explicit cues that 

connect the message to the individual. 

The moderated-mediation results further reveal that processing fluency serves as the 

underlying mechanism for these effects. High self-referencing appears to make high-fit 

messages easier to process, likely because such messages are more familiar, personally 

relevant, and cognitively coherent (Lee & Aaker, 2004; Labroo & Lee, 2006). This enhanced 

fluency, in turn, enhances purchase intention and attitude towards the ad. Integrating fit and 

fluency perspectives, study 2 shows that the perceived ease of processing CSR 

communications is not just a peripheral effect but a substantive driver of consumer response 

in crisis contexts. 

GENERAL DISCUSSION 

Across two experimental studies, we demonstrate that the effectiveness of advertising 

messages during a crisis is shaped by appeal type, the perceived personal relevance of the 

message, and product-cause alignment. 

 Study 1 demonstrates that in a high-stress health crisis, rational appeals emphasizing risk  

reduction generate the highest purchase intention, while philanthropic CSR appeals produce the 

most favorable prosocial perception of the company. In contrast, promotional CSR appeals, 

despite referencing the crisis, are consistently the least effective across purchase intention, 

attitude towards the ad, and company perception. 

These findings suggest that under heightened uncertainty, consumers value either 

functional risk prevention information or authentic altruistic engagement and are less 

receptive to messages that may be perceived as self-serving. Self-referencing further 

moderates the effectiveness of ad appeals, specifically, for consumers with low self-

referencing, philanthropic CSR elicited significantly more favorable company evaluations 

than promotional CSR. Building on these insights, study 2 results show that philanthropic 

CSR depends on both product-cause fit and self-referencing. High product-cause fit improves 

purchase intention and attitude towards the ad, but only when the message is framed to 

increase self-referencing. This relationship is explained by processing fluency, indicating that 
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personally relevant, well-aligned CSR messages are easier for consumers to process and, in 

turn, yield more favorable evaluations. When self-referencing is low, the effect of high-fit 

disappears, underscoring the importance of explicit personal relevance cues in CSR 

communication. 

Overall, the two studies suggest that consumers evaluate crisis communications using 

two complementary criteria: the usefulness of the message for addressing their own needs 

and the nature of the firm's societal response. When deciding whether to purchase a crisis-

related, risk-mitigating product, consumers prioritize messages that directly address their 

need for protection, making rational appeals particularly effective in driving purchase 

intention. When evaluating the company, however, consumers place greater value on 

meaningful philanthropic engagement than on promotional CSR messages that merely 

reference the crisis. Study 2 further demonstrates that favorable responses to philanthropic 

CSR are strengthened when the firm's philanthropic initiative is closely aligned with both the 

product and the crisis and when the message encourages self-referencing. Consistent with our 

theoretical framework, high product–cause fit and self-referencing enhance processing 

fluency, making the CSR message easier to process and, consequently, more persuasive. In 

contrast, promotional CSR appeals that reference a crisis without demonstrating meaningful 

corporate action trigger less favorable evaluations, suggesting that consumers distinguish 

between genuine corporate contributions and attempts to capitalize on a societal crisis. 

Managerial Implications 

Literature has called for greater investigation into consumption patterns during 

disasters (Baker, 2009; Guion et al., 2007) and more recent research calls for further 

investigation of the types and formats of effective communications in the context of health 

crisis (Park et al., 2021). This research addresses these calls by examining how consumers 

respond to different advertising appeals and CSR message strategies during crises, thereby 

contributing to both theory and practice. 

From a theoretical perspective, the findings challenge the implicit assumption that 

CSR communications are always effective by demonstrating that, during crises, their 

effectiveness depends on message relevance, authenticity, and product-cause alignment are 

critical determinants of effectiveness. The findings further extend the product-cause fit 

literature by identifying processing fluency as an underlying mechanism through which fit 

influences consumer evaluations. Together, these results advance our understanding of when 

and why philanthropic CSR messages are more effective during societal crises. 

From a managerial perspective, the findings highlight three major takeaways. First, 

during a crisis, consumers prioritize reducing uncertainty and fear. For products directly 

linked to consumer safety, rational appeals emphasizing functional performance and risk 

mitigation can be as effective as or more effective than CSR appeals, even without explicit 

references to the crisis. This suggests that firms with strong informational campaigns may not 

need to substantially alter their messaging during crises, provided that product efficacy and 

safety benefits are clearly communicated. 

Second, self-referencing proved to be an important driver of message effectiveness. 

Although self-referencing has been studied in general advertising contexts, its role in CSR 

advertising, particularly during crises, has received limited attention (Lee, 2017). Advertising 

that encourages consumers to relate the message to their own experiences lead to more 

favorable evaluations. Managers can encourage self-referencing through second-person 

framing, which addresses the audience directly using “you” and “your” to create a sense of 

personal relevance, as well as by using relatable narratives, endorsements from role models, 

and appeals to shared memories or experiences (Lee, 2017). These strategies enhance 

personal relevance and strengthen persuasive impact under crisis conditions. 

Third, authentic and substantial philanthropic engagement is critical during crises. 
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While philanthropic CSR appeals enhanced a company’s prosocial image, promotional CSR 

tactics without direct corporate support were viewed less favorably. To enhance favorable 

consumer responses, firms should engage in visible, unconditional community support that 

clearly signals genuine commitment. 

Importantly, managers should ensure that philanthropic engagement aligns closely 

with both the product and the crisis context. This alignment is particularly effective when the 

message also feels personally relevant to consumers, as self-referencing cues can increase 

processing fluency and increase message persuasiveness. 

Overall, findings suggest that effective CSR communication during crises requires 

both strategic alignment (product-cause fit) and tailored message delivery (self-referencing), 

supported by credible corporate engagement. Managers should therefore consider not only 

which causes to support, but also how those causes are framed and communicated to 

maximize consumer goodwill and behavioral response. 

Limitations and Future Research 

This research has several limitations that suggest avenues for future research. The 

current study focuses on the comparative effectiveness of different advertising appeals within 

a crisis context and for crisis-related products, rather than comparing their effectiveness 

across crisis and non-crisis conditions. Future research could examine these ad appeals in 

both crisis and non-crisis contexts to determine whether the observed effects generalize 

beyond crisis settings. 

Study 1 respondents were university students. Although students were directly 

affected by the pandemic and are frequent users of the product examined, future research 

should examine whether these findings extend across broader age groups and cultural 

contexts. 

The products examined (hand washing soap and air purifier) were directly related to 

health, safety, and risk reduction during crises. Future research could test whether the 

observed effects extend to products unrelated to the crisis context and investigate forms of 

CSR, such as sponsorships and transaction-based donations. 

Each study used a single product category within a single societal crisis (pandemic or 

wildfire), which may limit generalizability of the findings. Future research could explore 

different crisis types and other product–cause combinations, as well as conduct cross-cultural 

replications to test the boundary conditions of these findings. 

Finally, while this research focused on attitudinal and intentional measures, future 

studies could examine actual behavioral responses and long-term effects to provide additional 

managerial insights into the effectiveness of CSR communications during crises. 
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Appendix A 

 

Study 2 Stimuli 

 

Condition 1 : High Self Reference and High Product-cause Fit 
 

 

 
 

Condition 2: High Self-Reference and Low Product-cause Fit 
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Condition 3: Low-Self Reference and High Product-cause Fit 

 

Condition 4: Low-Self Reference and Low Product-cause Fit 
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Appendix B 

 

TABLE 3 

SCALE ITEMS 

Scale Items and End Points Reliability (by 

study) 

Self-Referencing 

(Martin et al., 

2004) 

- The advertisement seemed to relate to me personally.  

- The advertisement seemed to be written with me in mind.  

 

Response Scale:  

Study 1: 5-point scale (1 = Strongly disagree, 5 = Strongly 

agree). 

Study 2: 7-point scale (1 = Strongly disagree, 7 = Strongly 

agree). 

Study 1: α = .81 

Study 2: r = .61 

 

Product-cause Fit 

(adapted from: 

Nan and Heo, 

2007; Lafferty 

2006 ; Choi, 

Chang-Won 

(2022); Ozsomer 

et al. 2021)  

 

- I feel the partnership between the brand and the cause is: 

(very incompatible–very compatible) 

- I think the donation initiatives described in the ad 

represents a good match between the SmokeShield Air 

Purifier and the cause. (strongly disagree–strongly agree). 

- I think the donation initiatives described in the ad are 

appropriate for SmokeShield Air Purifier. (strongly 

disagree–strongly agree). 

- I think the initiatives taken by the company fits well with 

the SmokeShield Air Purifier business. (strongly disagree–

strongly agree). 

Response Scale:  

Study 2: 7-point scale 

Study 2: α = .81 

 

Purchase 

intention 

(MacKenzie, 

Lutz, and Belch, 

1986) 

- It is _______________________ that I will purchase 

(handwashing soap/SmokeShield Air Purifier) in the 

future. (likely–unlikely”) 

- It is _______________________ that I will purchase 

(handwashing soap/SmokeShield Air Purifier) in the 

future. (impossible–possible) 

- It is _______________________ that I will purchase 

(handwashing soap/SmokeShield Air Purifier) in the 

future. (improbable–probable) 

- Purchasing the (handwashing soap/SmokeShield Air 

Purifier) in the future is something that I 

_______________________. (will not consider–will 

consider) 

            Response Scale:  

            Study 1: 5-point scale 

            Study 2: 7-point scale 

Items were reverse-coded where necessary so that higher 

values indicate higher purchase intention. 

Study 1: α = 0.94 

 

Study 2: α = .84 

Attitude Towards 

the ad (adapted 

from: Machleit 

and Wilson. 

1988) 

- The advertisement is Unlikable–Likable. 

- The advertisement is Bad–Good. 

- The advertisement is Negative–Positive. 

- The advertisement is Undesirable–Desirable. 

 

Response Scale: 
Study 1: 5-point semantic differential scale. 

Study 2: 5-point semantic differential scale. 

Study 1: α = 0.89 

 

Study 2: α = .79 
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Processing 

Fluency (Tybout 

et al., 2005; 

Cauberghe & 

Pelesmacker 

2014) 

- It is easy to process the information presented in the Ad. 

- It is difficult to understand what the Ad presented.   

 

Response Scale: 
Study 2: 7-point scale (1 = Strongly disagree, 7 = Strongly 

agree). 

 

Study 2: r = .57 

 

Prosocial 

Perception of the 

Company (Lee 

2017) 

This company is  

1. Nice 

2. Caring 

3. Altruistic 

 

Response Scale: 
Study 1: 5-point scale (1 = Strongly disagree, 5 = Strongly 

agree). 

 

Study 1: α = .92 

 

Perceived Covid-

19 Relevance 

(adapted from: 

Lee, Haley, and 

Mark 2012)  

- The COVID-19 pandemic is relevant to me. 

- The COVID-19 pandemic is of great concern to me. 

- I am supportive of any relief effort toward the COVID-19 

pandemic. 

- The COVID-19 pandemic is an important issue to me. 

- The COVID-19 pandemic has affected my life. 

  

Response Scale: 
Study 1: 7-point scale (1 = Strongly disagree, 7 = Strongly 

agree). 

Study 1: α = 0.89 
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