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Abstract

Corporate Social Responsibility (CSR) and Corporate Ability (CA) as the two important dimensions
of consumer perceived corporate image, whether they are fit with each other, affect consumer at-
titude and evaluation towards the company. Firstly, this paper reviews the theoretical basis for
CSR and CA fitness, and then analyzes the two types of fitness, and further illustrates the effective
situation when they are not fitted. Finally, the paper discusses the practical implications, the lack
of present research and future direction of the research.
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2015 4F 8 A 12 HRESE N L ARLE, SR NLRSZ OHEZO TR, 5 2= shi i sl
PR A G A ED ZIBBREBS BT, HME R, MlEes—an “<&@HmR”
MEERG. HITLUE N, A& RS FARRM N NER T A S, HREAELRN S
HRE A ICEL AT (1]

(ETFY Bl “HNppeEdl s, EXNERGFRT” , XATERSZEANFE, Sl S22 A8 2 a2
AN EEITBUR, BI “957 BOmHE, WREREA MBI g, KBS TUERIEAR N EIR—Z5F
TR SR T, Bl B Orrs i, e E . fEaNRE B, B 587 MndiE, W
AR = BRI 2 T B ST R 2 T (T, WIT ARG 8. XM AR A 2 B AL
UESE, 40 Folkes A Kamins (1999) 8, 4™ i &AL B %, U1 CSR A& fmyH P& 14
FE[2]
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JIFAVCEC . 1T ARG SO M OCTE IE A, kst R e TR H R, BA, ST sh
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2. el BRES I EE LA AR IR BoAl

1) PifhLERAR

HAIBHE LR, Mkt 2 574 (CSR) 5 ML RE /1 (CA)Z VIAH 5¢, e MIL [FIAA A 1 A b B AR i AE 42
(Brown #1 Dacin, 1997) [3]. f&MkIE4E (Corporate Association) 24878 2% 2 % 5= K AV T K B o6 T Hor
HRMBARE SR, EEARE AL S 5T E(CSR)BARAI LG8 71 (CA) AR AR AL, CA BAE TR IH o3
XA AZ O 56 4+ BE JT BT CSR BRARII S Bk 1 Al 2 53k 2 ST AT R A S . AN P B R ki —
FNED, AV ICAR A Aol B B Py SR VR 7 7, R A T RFS e R AR 2 — . A B 5 7%
ALK H A 0GR 2], $ Al = dh i 55 1 BE 77 (CA) R SL A1 SR I AL 23 T G A 3=
1175 (Anderson & Sullivan, 1993; Sen & Bhattacharya, 2001) [4] [5].
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MU, ANREEIRP, SUCH SR EESE; B BrRiE R RAMANESEAAEA 2 Aa
RIS FIHSE . ANLEAMR . B B —BCSRNE, NES AP FEASN T, IR A 2 R R i 1
HIOEE . WRIRATAT THHZ N LIS CSR 5 CA MiZILEL, HEALEMI AT CSR &5 A1
CA RNULFECHIEBL T, 2 S E0H P me AN RN R, DRIy 2 i it S5O 2 P8 A T M 19 7 ORI X i 2k
W, RITET EH CSR IHshE#H B il CA FIVF .

5, RULACH) CSR &3] BB EE 2 5 51 i P & 0 HahpLpiise. —Mim s, k25 CSR iE3)
HI BB R AR AN EE . — 7 THI 9% 8 AR Bt 2 i A5 4k CSR & Sh B LA Ball, g2 &
ff)(Grozaetal., 2011) [6] 15— J5THIiH 2 A A & /& ilid CSR % sk SEEUF & i 7 Mk B bx (Ellen et
al., 2006) [7], JGHZ 4L CSR iEsh A & 2 5 B 44 B ARt CHL IS (Cause Related Marketing, fii#ik
CRM) (Webb & Mohr, 1998) [8]. ¥ % # ARt 2> wifF 4l CSR iiG 3N I WML A B 4fi(Groza et al., 2011)
[6], VM P& MREE L CSR BIHLICI T, 2= A A RISE, FRICIEE R (%, Powpaka, j&
e, 2010) [9]. Becker-Olsen, Cudmore, & Hill (2006) HIRFFREM, ANEIIHLAIA, (KULHALHI CSR %3
FUH R SR E E . AEME R FUESIHL T mIUCEC CSR W& shth & —FE[10].
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X BT CSR 7KF 2 gk AE CSR Tr R AR RN, FEIBt G CA K48 Al A (&
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BV, T S AZE s TE T S I A S AR LT, SRR M O SERAE T R
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XM LA A T LA SRR T R [14]. 2013 4, 361°ER A1 [E LT B 226G K2 1) “One cares One
K—E—" WH, B47HBREEL L AT 5, 3617t UX A 38 & 14 3, X
LR H —XGE & RIS E fl s sh ik, 361t “K—¥— 35l MIhik CSR Sk
O REJIMHE G, AT T 4y, SRR 1 9% 0 AT .

Gwinner (1997) AR UCEL AT LAy B RE M UL L5 T RULHES . il 1) Zh REVC L &2 i Ak = 5t i Th g
PERFAE 54t S Flslopt 2 38 R 2 (R IE R, IR DG IC A2 S AR il 7 f K T 8 i v S A 2 s DR el &
FOl I RE RUEEAT R LG 2 BT B At AT 6] 8 s R R o0 s R R ERFE MR . R — Se i FLIA
NTE VTR A () UEFL S 2 R AL AS B RIS BRI 6 7, (EEDhREULACE A ittt . 7 CRM (Cause-Related
Marketing, HFEH) W8, IIReVLEHIN A2 “ BE HIVLAL” (Robertand Gray, 2000) [15]. Barone,
Norman, & Miyazaki (2007) FIH 75t BH, 3 K8 847 3 [ K 5 A B A% 0o Mk 55 I UL T 520 ¥ 9 35 %7 CRM

TR W& FIPEAN[16] o
CSR % 51 540 B8 JT VLD B by, B S kvl 9 3 B dL CSR N BB, AlEE. HE, M=
A AN A

4. CSR 5 CA AJAARLECAYIRH

ERSREIL T, TR CSR IG5 53 CA RILHEL, A — & S R iy 2 Frm s, s b
WAIRZ AR NFEE G A ITEL A2 S EAS 7R, X ER T4 AT CSR JE SR AL
A CSR Hist.
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RRFEFESF ERIE P EHE N B TR K EKEEACERREL . FOREUR . S5 E 5.
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2) CSREI I3
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B i 32 T+ AV % % (Vanhamme & Grobben, 2009) [17]. My & #8 k4 5 A OIS 6] 4 58 s bkt 1 Al 78 4
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5l CA HIULHEE o % T UL BE B i A b AL 2 SRS 2l T 903 D BB b T R At 2 SUE TR S B AL,
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