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Abstract

In an increasingly competitive market place, global and local companies are trying to create
brand value and to distinguish themselves from their competitors through their intangible
attributes. A company’s corporate credibility and consumers’ attitude towards the brand are not
only influenced by the brand’s product anymore, but also by the brand’s societal and
environmental behavior. Corporate Environmental Responsibility Communication (CERC) is
one opportunity for companies to inform consumers about their positive impact on society and
to build valuable intangible assets for the brand. However, empirical research about CERC is
scarce. Global Consumer Culture Positioning (GCCP) theory assumes that global brands might
have an inherent advantage over local brands, which was assumed to also influence the
effectiveness of CERC. This experiment combined CERC with GCCP theory, by researching
how the source of CERC, the CER initiative’s reach and the individual consumer’s global
identity influence the company’s corporate credibility and consumers’ attitude towards global
and local brands. The experiment with 200 German respondents, using a press release as a
stimulus, showed that CERC containing a global environmental initiative positively influenced
consumer’s attitude towards the local and global brand. Furthermore, CERC deriving from a
local brand had a positive effect on consumers’ attitude towards the brand as well as the brand’s
corporate credibility. Finally, consumers’ individual global identity had a positive influence on
the brand’s corporate credibility, irrespective of whether a global or local initiative/brand was
used. Therefore, the findings of this research imply that CERC is most effective when
originated from a local brand, using a global environmental initiative and targeting consumers

with a strong global identity.

Keywords: GCCP Theory; Corporate Environmental Responsibility; CERC; Global Identity;
Germany; Global brand; Local brand.
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Introduction

Recent empirical research has shown that consumers expect companies to show a higher level
of corporate social responsibility (CSR). Not only the quality of products or services determines
the attitude towards brands nowadays, but also how companies behave beyond that. Although
most studies have been conducted in the USA (e.g. Becker-Olsen, Cudmore & Hill, 2006;
Magnusson, Westjohn & Zdravkovic, 2015; Westjohn, Singh & Magnusson, 2015; Zhang &
Kare, 2009), this phenomenon does not only restrict itself to North America, where CSR has a
long tradition, but appears to be global with consequences for companies all over the world.
Becker-Olsen, Taylor, Hill and Yalcinkaya’s (2011) research showed that not only Americans
but also Mexican consumers expect companies to act sustainable. Furthermore, Tian, Wang and
Yang (2011), who did research about consumer responses to CSR in China, found Chinese
customers to have a high level of awareness of CSR, which had a positive influence on
corporate evaluation, product associations and the intention to purchase the product. CSR is
defined by the European Commission (2018) as “the responsibility of enterprises for their
impact on society”. These impacts can range from social justice to environmental efforts (Diehl,
Terlutter & Mueller, 2016).

Becker-Olsen et al. (2006) suggest that CSR might be especially useful in product
categories where there is intense competition among the same services and goods because
companies can use it to differentiate themselves. In these product categories, like fast moving
consumer goods, companies depend on their intangible attributes, because they are, according
to Pérez (2015), more durable and resistant to competition. As an example of these attributes,
Pérez (2015) names the company’s reputation or its corporate credibility. CSR can therefore
help a company to differentiate itself from the competition and to enhance consumers’ attitude
towards the company (e.g. Becker-Olsen et al., 2011), as well as the company’s credibility.

However, companies face the challenge of consumer skepticism (Allen & Spialek,
2017) and research has also brought evidence that consumers will punish companies that they
perceive as insincere in their CSR (e.g. Sen & Bhattacharya, 2001; Simmons & Becker-Olsen,
2004). Consumers often do not trust companies to give them credible information regarding
their social or environmental efforts, which can have a negative impact on the effectiveness of
a company’s CSR communication efforts (Allen & Spialek, 2017). If consumers do not trust
that the company’s words will be followed by action, this is likely to have a negative impact on
the corporate credibility. The credibility of the CSR source, (i.e. the company) is a major

requirement for the CSR message to be accepted by consumers and to be effective (Hartmann,
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Apaolaza, D’Souza, Barrutia and Echebarria, 2017). Corporate credibility and the influence of
CSR communication is therefore an important construct that needs to be taken into account
when communicating CSR.

Although the importance of CSR has been supported by research findings, companies’
communication about CSR is still often underdeveloped and as a result, consumers are often
not aware of companies’ activities (Du, Bhattacharya, & Sen, 2010). However, CSR can only
have a positive influence on the consumers’ perception when consumers receive information
about it. Hartmann et al. (2017), who did a literature review about corporate environmental
responsibility communication (CERC), found empirical and experimental research about this
topic to be especially scarce. A possible reason for this scarcity is that environmental
responsibility might not be of the same importance for all sectors but could be seen as more
sector-dependent. Research has proven that a perceived link between the company’s image or
operating sector and the CSR cause is important for consumers’ attitude and the firm’s
corporate credibility (Becker-Olsen et al., 2006). Whereas social initiatives might be important
for most sectors, environmental CSR initiatives could be especially important for production
sectors like food, furniture, IT or oil, where many natural resources are used, and the firm risks
to be criticized for it by consumers. An example is the production of Coca-Cola, which requires
the double amount of water to produce one liter of Coca-Cola (Kapalschinski, 2016). Especially
for these sectors, environmental responsibility is thus likely to be an important construct to
build intangible attributes for the brand. This study aims to close this research gap and therefore
focuses on environmental CSR communication, specifically in the soft drink sector. The
research that has been done in the field of environmental responsibility communication does
show a positive effect for the evaluation of the company as well as for the attitude towards the
company’s products (e.g. Nan & Heo, 2007; Sen & Bhattacharya, 2001). However, an
international perspective on CSR issues often appears to be missing (Connelly, Ketchen &
Slater, 2011; Magnusson et al., 2015), despite the fact that CSR does seem to be a global
phenomenon. This study aims to fill this gap in international marketing research and focuses
on environmental responsibility communication of global and local brands.

Global consumer culture positioning theory (GCCP) assumes that there can be
advantages for brands that are perceived as global by consumers (Becker-Olsen et al., 2011).
Supporting this theory, Becker-Olsen et al. (2011) found a positive effect of CSR campaigns
with a global initiative reach, as opposed to a local initiative reach, on brand identification,
corporate citizenship, firm motivation and firm reputation. This was the case for American as

well as for Mexican consumers (Becker-Olsen et al., 2011). Next to these main effects, they
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also found an interaction effect of CSR source and the initiative’s reach. CSR source is defined
as the source delivering the message, thus either the global firm or the local NPO partner in the
case of Becker-Olsen et al. (2011). The interaction effect showed that the global firm with a
global initiative led to more positive effects, whereas the local NPO partner had the most
positive effect when it was paired with a local initiative (Becker-Olsen et al., 2011). It can
therefore be assumed that there might be differences in the effectiveness of CSR/CER
communication for global and local brands, depending on whether a global or a local initiative
is used.

In addition, there might be differences in how consumers evaluate the CER
communication, depending on their own individual differences. Research showed that the
characteristics of consumers can have an effect on their response to CSR activities (Magnusson
et al., 2015). Especially their level of global identity is important for this study, as it might
influence consumers’ preference for global or local CERC source and initiative reach. Global
identity has been researched in the context of attitude towards global brands (Steenkamp, 2014),
GCCP advertising (Westjohn et al., 2012) and CSR of global brands and country of origin
(COO) markers (Magnusson et al., 2015). However, to the knowledge of the author, how global
identification affects the effectiveness of corporate environmental responsibility
communication for global and local brands has not been researched yet.

This research thus connects CERC of global and local brands in international marketing
communication research with GCCP literature and takes individual differences in consumers’
global identification into account. Even though many researches in the field have used
advertisements as experimental stimulus (e.g. Diehl et al., 2016; Magnusson et al., 2015; Nan
& Heo, 2007), it was chosen to apply a little - studied medium, namely press releases, and to
therefore follow the approach of Becker-Olsen et al. (2011). Press releases can be seen as in the
middle of a spectrum, ranging from high controllability (e.g. advertisements) to high credibility
(e.g. news articles) (Hartmann et al., 2017). To reduce the medium’s influence on the subjects’
responses regarding the company’s corporate credibility, it was therefore chosen to opt for press
releases. Furthermore, because the majority of research was conducted in the USA (e.g. Becker-
Olsen et al., 2006; Becker-Olsen et al., 2011; Cudmore & Hill, 2006; Magnusson et al., 2015)
this study will be conducted in a different national background, namely Germany. Germany
was chosen for this study, because it is a country with a strong economy, which is therefore
important for marketing research. Furthermore, Germany has a good image as a country of
origin for brands (Magnusson et al., 2015). The local brand can therefore be regarded as a

‘worthy’ competitor for the global rival, which might weaken the positive effect of global
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positioning. Furthermore, global identification has not been researched in this context yet and
how strong Germans define themselves as global and its influence on their attitude towards
global and local brands is still unclear and needs further attention. This study therefore aims to
give new insights into when, where and how corporate environmental responsibility
communication has positive consequences for global and local brands. The focus hereby lies
not only on the consumer’s attitude towards the brand, but also on corporate credibility, because
credibility is crucial for firms’ CSR/CER communication to avoid consumer punishment
(Becker-Olsen et al., 2006) and to counter consumer skepticism (Allen & Spialek, 2017). The

study therefore aims to answer the following research question:

RQ: How do CERC source, CER initiative reach and global identification influence
consumers’ perceived corporate credibility and attitude towards global and local

brands?

Global Consumer Culture Positioning Theory and CERC Source
Alden, Steenkamp and Batra (1999, p.77) defined GCCP as a strategy that “identifies the brand
as a symbol of a given global culture”. In other words, the brand positions itself in such a way
that the consumer perceives it as global. This can benefit the brand, because research by
Steenkamp, Batra and Alden (2003) showed that this perceived brand globalness (PBG) is
positively related to a brand being perceived as high quality or having prestige and it enhances
general brand perceptions. On the other hand, a brand can also position itself as being local
(LCCP), which is defined as a strategy that “associates the brand with local cultural meanings,
reflects the local culture’s norms and identities, is portrayed as consumed by local people in the
national culture, and/or is depicted as locally produced for local people” (Alden et al., 1999,
p.77). In the last few decades, global and local branding both evolved around the world
(Strizhakova & Coulter, 2015). Whereas local brands were viewed as having rather low quality
in the past (Ger, 1999), they are now increasingly associated with brand iconicity and prestige
(Ozsomer, 2012).

Becker-Olsen et al. (2011) did research about the effects of GCCP in the context of
CSR, in Mexico and the US, using press releases from either a global firm or a local NPO
partner in their experiment, paired with either a CSR initiative with a global reach or a local
reach. They expected the global firm to have a more positive influence on the consumer’s firm
perceptions, compared to the NPO partner. Contradictory to their hypothesis, there was no

significant main effect of CSR source on brand identification, corporate citizenship, firm
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motivation or firm reputation found (Becker-Olsen et al., 2011), which is antithetical to the
benefits ascribed to GCCP. However, Becker-Olsen et al. (2011) do not explain this finding.
One possible reason for this finding might be that the shadow of the global firm still affected
the local NPO partner, as in their stimulus only the logo above the press release was changed,
depending on the source condition, but both companies were still mentioned in the article. The
global and the local source were therefore strongly related to each other in all conditions.
Magnusson et al. (2015) also did research about the effect of GCCP in the context of CSR.
Although they did not compare a global and a local company, they did find a positive influence
of the CSR communication of a foreign, global brand on consumers’ attitude towards the brand
and their purchase intention, which supports the benefits ascribed to global positioning
according to GCCP theory.

Thus, there seem to be mixed findings in the literature about the positive effects of a
brand positioned as global in the context of CSR. Two aspects are possibly influencing the
consumer’s attitude in these cases. On the one hand, the proximity of a company might imply
more sympathy, especially for consumers who do not have a strong global identity and are more
nationally oriented, as these consumers prefer a local positioning (Westjohn et al., 2012). This
could be especially important for certain sectors, as Alden et al. (1999) found LCCP to be
mainly used for food and household nondurables. On the other hand, the environmental impact
of brands could be of importance as well. If a global brand acts environmentally responsible
this is likely to have a bigger impact on the environment as a whole, compared to a local
company. This could in turn influence consumers’ attitude towards the brand more positively.
It is thus not sufficiently clear, how German respondents in this study will react as there are
possible reasonings for the positive CERC effects of both, global and local brands.
Nevertheless, in accordance to the results by Magnusson et al. (2015), GCCP and PBG theory,
it is still assumed that the German respondents will have a more positive attitude when a global

firm is used as a source of communication, which leads to the following hypothesis:

H1: CERC, originated from a global brand will influence the attitude towards the brand
more positively than CERC from a local brand.

Source credibility is a crucial requirement for CSR messages to be effective (Becker-Olsen et
al., 2006). Because GCCP research showed the positive effect of global positioning on high
quality brand perceptions and the company having prestige (Steenkamp et al., 2003), consumers

might have more trust in a global brand’s products and eventually in the brand itself.
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Furthermore, there is research showing that brands, which are positioned as global, are more
likely to have increased credibility and authority (Alden et al., 1999). It is therefore assumed
that corporate environmental responsibility communication, originated from a global brand,

will also positively influence corporate credibility, which leads to the following hypothesis:

H2: CERC, originated from a global brand will influence consumers’ perception of

corporate credibility more positively than CERC from a local brand.

Global Consumer Culture Positioning Theory and CER Initiative Reach

In their experiment with American and Mexican consumers, Becker-Olsen et al. (2011) found
a significant main effect of campaign reach on brand identification, corporate citizenship, firm
motivation and firm reputation. A global CSR initiative influenced all four components more
positively (Becker-Olsen et al., 2011). However, Bhattacharya and Sen (2004) found in their
experimental research that the attitude towards the firm was more positive after consumers were
exposed to CSR communication and that this effect was even stronger when consumers had a
personal connection to the cause. This could mean that in some cases, local initiatives might
lead to more positive outcomes, as the connection to the cause might be stronger, which can be
seen as contrasting to what GCCP theory predicts. Proximity might therefore not only play a
role regarding the source of communication (i.e. the brand), but also regarding the CSR/CER
initiative. Both researches mentioned above (Becker-Olsen et al., 2011; Magnusson et al., 2015)
focused on the social aspect of CSR in their studies. Because this study is using corporate
environmental responsibility, the positive effect of a global initiative reach might be even
stronger, because consumers could consider global initiatives as benefitting the whole planet,
therefore having a greater impact than local initiatives while also benefitting themselves
indirectly. The positive influence of a global CER initiative reach is accordingly expected to be

greater than from a local CER initiative.

H3: CERC with a global initiative will influence consumers’ attitude towards the brand

more positively than CERC with a local initiative.

Becker-Olsen et al. (2011) found a global CSR reach to influence the motives attributed to the
company positively. Consumers were thus less suspect of the firm’s motivation when a global
initiative reach was used and thought the firm’s motives were rather sincere instead of self-

serving (Becker-Olsen et al., 2011). If consumers’ trust is increased by using a global initiative
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reach, it can be assumed that consumers will also perceive the firm’s credibility more positively

when a global initiative reach is applied. Hypothesis four is therefore the following:

H4: CERC with a global initiative will influence consumers’ perception of corporate

credibility more positively than CERC with a local initiative.

Fit of CERC Source and CER Initiative Reach

Research showed that fit between the company and the CSR/CER initiative is an important
variable that must be taken into account. Fit in the context of social marketing is defined as “the
perceived link between a cause and the firm’s product line, brand image, position and/or target
market” (Becker-Olsen et al., 2006, p. 47). It therefore refers to the congruence between a
company’s CSR initiatives and its image and core activities (Hartmann et al., 2017).
Bhattacharya and Sen (2004) found the attitude towards the firm to be positively influenced by
CSR and this finding was even stronger when there was a high fit between the initiative and the
company. Nan and Heo (2007) also found attitude towards the company to be better in the high
brand/cause fit condition. Furthermore, Becker-Olsen et al., (2006) found in their research that
low fit initiatives was not only impacting consumers’ attitudes negatively, but also affected
their beliefs about the firm’s credibility.

In the context of this experiment, fit will be defined as congruence between the brand’s
image as a global or local brand, and the reach of the CER initiative as either global or local.
High fit would therefore be present when a global brand communicates about a global CER
initiative and the other way around. This interaction effect between communication source and
initiative reach was already significant for American and Mexican consumers in the study done
by Becker-Olsen et al. (2011). They found this fit between company and CSR initiative reach
to positively influence brand identification, firm’s attributed motivation and corporate
reputation (Becker-Olsen et al., 2011). However, it is not researched yet whether this is the case
for CER as well, especially in different national contexts. Furthermore, Becker-Olsen et al.
(2011) did not measure the influence of this interaction on consumer’s attitude towards brand
and its corporate credibility. However, because other researches (e.g. Bhattacharya & Sen,
2004; Nan & Heo, 2007; Becker-Olsen et al., 2006) have found an influence of general fit
between company and CSR initiative on attitude and credibility, it is assumed that this will be

the same for CERC in this study. Therefore, the following hypotheses:
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H5: There will be a significant source x initiative reach interaction, such that
communications that have a high fit (vs. low fit) between the brand’s globalness and the

CER initiative’s globalness, will enhance consumers’ attitude towards the brand.

H6: There will be a significant source x initiative reach interaction, such that
communications that have a high fit (vs. low fit) between the brand’s globalness and the
CER initiative’s globalness, will enhance consumers’ perception of corporate

credibility.

Global Identification of Consumers

Bhattacharya and Sen (2004) found in their large-scale research consisting of focus groups, in-
depth interviews, surveys, and experiments that there is a significant heterogeneity across
consumers regarding their reactions to CSR initiatives. Differences in consumers’ identity or
personality were proven to influence also their perceptions of advertisements (De Mooij &
Hofstede, 2010). The social identity of a person defines partly a person’s self-concept, which
specifies attitudes, emotions and behaviors (Hogg, 2003). A person will try to reinforce his or
her self-identity through attitudes and behaviors (Westjohn et al., 2012), this process is also
called self-verification (Swann, 1983).

One key aspect of consumer’s identification that is assumed to have an important
influence in this experiment, is consumers’ global identification. Global identification is
defined as the emotional and psychological investment that a person has with the global
community (Zhang & Kare, 2009). Consumers who have a strong global identity see themselves
as a part of a global community (Westjohn et al., 2012). Therefore, people with this identity are
assumed to respond more favorable to CSR practices, even when these practices happen in a
land that is further away (Westjohn et al., 2012). This global identity concept has become even
more relevant recently because consumers are constantly exposed to global brands (Magnusson
et al., 2015). Due to globalization, local products like for example Mecca Cola in France have
to compete with global products like Coca Cola or Pepsi (Zhang & Kare, 2009).

In their study, Westjohn et al. (2012) found American consumers who had a strong
global identity to respond more favorable to GCCP. Respondents who had a low global identity,
and rather identified themselves through their national identity, had a more positive attitude
towards advertisements that used LCCP (Westjohn et al., 2012). Strizhakova and Coulter
(2015) support these results in their conducted study with respondents from seven different

countries, including Australia, Brazil, China, India, Russia, the UK and the US. The researchers
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found more ethnocentric consumers to have stronger perceptions of quality functions of local
(relative to global) brands (Strizhakova & Coulter, 2015). Instead of global identity, these
researchers measured global connectedness, which is the importance a consumer places on
global citizenship (Strizhakova & Coulter, 2015). This identity concept is thus extremely
similar to global identity, and in their study Strizhakova and Coulter (2015) found global
connectedness to have a strong negative effect on the purchase of local products.

There is more empirical evidence that globally oriented consumers are more likely to
have positive attitudes towards brands that are perceived as being global (e.g. Alden,
Steenkamp & Batra, 2006; Steenkamp & De Jong, 2010; Zhang & Khare, 2009). Concerning
consumer global identity’s importance in the context of CSR/CER, Magnusson et al. (2015)
conducted a study with 251 US respondents about the interplay between CSR, COO effect and
consumers’ global identification, and their influence on brand attitude and purchase intention.
They used a fictitious foreign brand in their research, which was perceived by the respondents
as global (Magnusson et al., 2015). The researchers found that consumers who scored high on
global identity, had a significantly more favorable attitude towards the foreign global brand
when a CSR message was given, compared to consumers with a low score on global identity
(Magnusson et al., 2015). In their between-subjects experiment, Russel and Russel (2010)
found global identity to also moderate the response to CSR regarding the initiative reach.
Consumers who had a strong global identity were more responsive to foreign CSR activities,
than to domestic ones (Russel & Russel, 2010). Therefore, it is assumed that these positive
effects will be significant in this experiment about CER messages as well, for the global brand

but also for a CER initiative with a global reach. This leads to the following hypothesis:

H7: Consumers’ global identification will moderate the effect of CERC source and CER
reach on attitude towards the brand in such a way that the effect of the global brand and

global initiative will be stronger for consumers that have a strong global identification.

Furthermore, consumers who have a strong global identity might also perceive global brands
and global CER initiatives as more credible, than other consumers do, because they have more
positive associations with being global in general as it belongs to their own self-concept.
Consumers, who have a low global identity and define themselves more through their

nationality, might have a lower trust in global brands’ credibility in CER communication.

11

Crre®

S

&,

*
MiNeE



Radboud University §

MiNeE

Yerres

HS8: Consumers’ global identification will moderate the effect of CERC source and CER
reach on corporate credibility in such a way that the effect of the global brand and global

initiative will be stronger for consumers that have a strong global identification.

All variables that are included in this experiment can be found in model 1 below.

Global identity

CERC source Attitude towards the

(global brand /local —— brand
brand) T

CER initiative reach __,| Corporate Credibility

(global/local) S

Independent variables Dependent variables
Model 1: Research model
Method

Materials
The stimulus material that was used in this experiment was a mock press release, inspired by
existing press releases from Coca-Cola (Coca-Cola, 2016), as well as from the German
beverage company Krombacher (Krombacher, n.d.), which has had a CER rainforest campaign
as well as a German reforestation initiative in the past. It was chosen to use a reforestation
initiative for the mock press release, as people from different regions of Germany have forests
close to their home, which increases the respondents’ relation to this environmental initiative.
The press release was manipulated to create four different experimental conditions. The
first version of the press release had a global company (i.e. Coca-Cola) as the communication
source and contained a global reforestation initiative in the rainforests. The second version was

also sent by a global company (i.e. Coca-Cola), but contained a local reforestation initiative in
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Germany. The other two versions had a local German cola producer (i.e. Fritz-Kola) as their
source and contained either a global reforestation initiative in the rainforests, or a local
reforestation initiative in Germany. Apart from the manipulation, all versions contained the
same text across the four experimental conditions. Each press release contained five short
paragraphs and 232 to 237 words. The letter type that was used for all four conditions was
Times New Roman, size 12 with 1.5 spacing, to ensure an easily readable text for the
respondents, without creating connections with previous brands’ house styles through a distinct
letter type. None of the press releases contained a picture, to secure that respondents will only
be influenced by the manipulation in the text. Furthermore, it has been secured that all four
press releases contained the same number of markers for the source condition (i.e. 5), as well
as for the initiative reach condition (i.e. 8), across all four versions. All versions of the press

releases can be found in the appendix B.

Pre-test

It was chosen to use existing brands to test the model of this study, following the example of
Becker-Olsen et al. (2011), who used the global brand Nokia for their research about CSR
marketing communications in Mexico and the USA. Although this will affect the internal
validity, the external validity will be higher, which is a suggestion for future research of
Magnusson et al. (2015), who used a fictitious foreign brand in their research. To increase
internal validity, a pre-test was used to decide which German and which global brand should
be used for the study, as well as to test whether the manipulations worked.

The first pre-test with German respondents (n = 29, males/females: 9/20, average age:
25.96, SD = 7.01), was conducted to test which soft drink brands were perceived as global, as
opposed to local. Five global brands and five local brands were tested, using a 7-point scale
ranging from 1 (=totally local) to 7 (=totally global). All ten brands used in the pre-test can be
found in table A1 in the appendix.

Coca- Cola has been recognized as the most global brand (M = 6.90, SD = .41), followed
by Nestea (M = 6.38, SD = .90) and Pepsi Cola (M = 6.34, SD = 1.14). Fritz-Kola was
recognized as being the most local (M = 1.48, SD = .91), followed by Gerolsteiner Apfelschorle
(M = 1.96, SD = 1.58). In addition, this pre-test was used to test whether the environmental
context of this research is important to the respondents. This was measured by the item
“sustainability regarding forestation (e.g. reforestation) is important”, which was answered on
a 7-point Likert scale ranging from 1 (=totally disagree) to 7 (=totally agree). The pre-test
showed that reforestation was perceived as being very important (M = 6.66, SD = 1.01).

13
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Furthermore, the four different versions of the press release were tested in the first pre-
test to control whether subjects would recognize the brand and the initiative in the press release
as global/local. Every participant saw two of the four press releases and answered questions
about the globalness/localness of the company and the initiative, on a 7-point Likert scale (1 =
totally disagree; 7 = totally agree). The Coca-Cola — Rainforest press release was highly
recognized as being from a global brand (M = 6.77, SD = .83), as well as containing a global
initiative (M = 5.69, SD = 1.18). The Coca-Cola — German forest release was also recognized
by the respondents as being from a global brand (M = 6.63, SD = .62), as well as having a local,
German initiative (M = 5.49, SD = 1.26). Respondents who saw the press release of Fritz-Kola
and a rainforest initiative recognized it as a local brand (M = 5.29, SD = 1.59) and found the
initiative to be global (M =5.29, SD = 1.64). The last press release with Fritz-Kola as a company
and a German reforestation initiative was identified by the respondents as being from a German
brand (M = 6.20, SD = 1.08) with a local initiative (M = 6.00, SD = .66). Therefore, all four
conditions can be regarded as successfully manipulated.

Furthermore, respondents were asked to give their opinion on two additional statements,
adapted from Diehl et al. (2016) who have used these items for their pre-test of a CSR
advertisement, to check whether the press releases are sufficiently close to reality. The first one
was “this press release could be published by the company” (1 = totally disagree; 7 = totally
agree). The second statement adapted from Diehl et al. (2016) was “this press release is
realistic” (1 = totally disagree; 7 = totally agree). The Fritz-Kola press releases were seen as
realistic, both with a rainforest initiative (M = 5.14, SD = 1.51), as well as with a local initiative
(M = 5.00, SD = 1.25). Furthermore, did the respondents think that the global initiative press
release (M = 5.64, SD = 1.82) as well as the release containing a local initiative (M = 5.60, SD
= 1.18), could have been published by the company. Both press releases with Coca-Cola were
also seen as sufficiently realistic, in the global initiative condition (M = 4.77, SD = 1.69), as
well as in the local condition (M = 4.13, SD = 1.54). Additionally, the respondents indicated
that they thought that Coca-Cola could publish this press release about the German initiative
(M =4.75, SD = 1.77), as well as the press release about the rainforest initiative (M = 5.15, SD
= 1.68). It should be noticed that it could have been difficult for respondents to judge whether
the press releases were realistic, which could explain some lower means. Respondents did
positively indicate that they think the press release could be published by the company among
all four conditions, however the means for realism where somewhat lower. The reason for this

could be that the average person does not usually read press releases, as they often go directly
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to journalists who will use the information to draft articles. Therefore, respondents might not
have been exposed to many other press releases before.

In order to test whether respondents would find the exact same press release from a
different global brand (i.e. Pepsi Cola) more realistic, a second pre-test was conducted (n = 26,
male/female: 9/17, average age: 29.85). The second pre-test showed that Pepsi combined with
a global initiative (M = 5.00, SD = 1.57), as well as with a local initiative (M = 4.00, SD = 1.13)
was perceived as similarly realistic as the Coca-Cola condition. Because Coca-Cola was
perceived as the most global brand (M = 6.90, SD = 1.99), it was therefore chosen to use Coca-

Cola in the experiment.

Subjects

In total 256 German respondents started to participate in the survey, which was spread online
on different social media channels like Facebook and Instagram. However, 56 of the
participants who started to answer the survey did not complete it and were therefore excluded
from further analysis and marked as non-response. The mean age of the remaining 200
respondents was 35 years (M = 35.41, SD = 13.78), and 24,5% of the participants were men,
compared to 75,5% who were women. The average educational level of participants was a
completed university degree (49,5%). Most Germans who took part in the experiment lived in
North Rhine Westphalia (46%), followed by Bayern (16%), Baden-Wiirttemberg (8%) and
Niedersachsen (6.5 %). Besides the federal state Saarland, participants came from all of the
other 15 German Federal Lands. In order to participate in this survey, respondents needed to be
older than 18 years old, there were no further requirements that needed to be fulfilled. The exact

number of participants per experimental condition can be found in table 1 below.

Table 1.

Number of participants per experimental condition.

Group Global initiative Local initiative Total
Global Brand 51 50 101
Local Brand 52 47 99
Total 103 97 200

A Chi-Square test showed no significant relation between the experimental conditions and the
gender of the participants (¥2 (3) = 1.35, p =.781). Because the assumptions for a Chi-Square

test were violated by the education of the participants and the participant’s German Federal
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Land, a likelihood ratio test was used instead to ensure that there was no relationship between
the experimental conditions and the educational level of the participant (y2 (15) = 18.04, p =
.260) or the Federal Land the participants came from (2 (42) = 48.83, p = .218). Furthermore,
there was also no significant relation between the experimental conditions and the age of the
respondents (F' = .045, p = .987). All these subject characteristics were thus evenly distributed
among the four experimental conditions. It was therefore concluded that all four conditions are
comparable.

Furthermore, respondents’ global identity was measured and divided into two groups,
low global identity and high global identity. The mean split method was used (M = 5.3, SD =
1.06), to divide respondents over these two groups. Respondents with a mean of 5.2 or lower
were categorized as belonging to the low global identity group (M = 4.26, SD = 0.60), whereas
respondents with a global identity mean of 5.3 or higher were categorized as belonging to the
high global identity group (M = 6.07, SD = 0.56). A Chi-Square test showed no significant
relation between the experimental conditions and the global identity groups of the participants
(x2 (1) = 0.04, p = .837). Global identity was thus evenly distributed among all four

experimental conditions as well.

Design

This study compared two types of CER sources (global brand /local brand) and two types of
CER initiatives (global initiative /local initiative) in their differences regarding brand attitude
and corporate credibility. Furthermore, respondents’ global identity (high/low) was added as a
factor in the model as well, using the mean split method. Therefore, an experiment with a 2x2x2
between-subjects post-test only design was applied, with four different conditions in total.
Every subject was only exposed to one of the four different versions of the press release.
Consumers’ individual global identity, as well as two control variables, namely previous brand
experience and perceived fit between the brand and environmental initiatives in general were

measured after the exposure to the press release.

Instruments

The first dependent variable, attitude towards the brand, was measured by the three-item scale,
applied in the experiment by Nan and Heo (2007). All items were measured on three seven-
point semantic differentials, ranging from negative to positive, favorable to unfavorable and
like to dislike. The second dependent variable, corporate credibility, was measured using the

four-item scale provided by Becker-Olsen et al. (2006). All four statements of the scale were
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measured on a Likert scale ranging from 1 (= totally disagree) to 7 (= totally agree), asking for
example whether the firm is a firm that the respondent can trust. The moderator, global identity,
was measured by the four-item scale applied by Magnusson et al. (2015). These four items were
measured on a Likert scale as well, also ranging from 1 (= totally disagree) to 7 (=totally agree).
Respondents were for example asked whether they identify as a global citizen or believe that
people should be made aware of how connected they are with the rest of the world.

To ensure high comprehensibility for respondents who were not fluent in the English
language, it was chosen to translate the items to German. Translation — back translation with
the support of another bilingual German master student was used to ensure the accuracy of the
items. The analyses showed that all scales were proven to be highly reliable in this experiment.
The exact items and the reliability of the constructs can be found in table 3 below.

Because two existing brands were used in this experiment, it was chosen to control for
previous experience with that brand, following the example of Russel and Russel (2010).
Furthermore, the perceived fit of the brand with environmental initiatives in general, as
perceived by the consumer was added as a variable as well. Therefore, two additional scales
were used in the questionnaire that were utilized as further covariates in later analyses. Fit
between the brand and environmental initiatives in general was measured, adapting the general
three-item fit scale from Bruner (2013). All items on this scale were measured on a 7-point
scale and were proven to be highly reliable. Previous experience with the brand was measured
by a 6-item scale, adapted from Bruner (2015). All items were measured on a 7-point semantic

differentials scale again and were shown to be highly reliable.
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Table 2.

Items used in the questionnaire and their means, standard deviations and reliability.
Constructs M SD o
Attitude towards Brand (Nan & Heo, 2007) 5.02 1.53 0.89

o Like/dislike

o Positive/negative
o Favorable/unfavorable
Corporate Credibility (Becker-Olsen et al., 2006) 449 1.15 0.86
o Xisa firm I can trust
o X is a firm that cares about its customers
o X has a strong value system
o Xis a firm I believe in
Global Identity (Magnusson et al., 2015) 533 1.06 0.76
o My heart mostly belongs to the whole world
o I believe people should be made aware how connected we are
with the rest of the world
o I identify that I am a global citizen
o I care about knowing global events
Previous Brand Experience (Bruner, 2015) 427 0.60 0.92
o Good/bad
o Appealing/unappealing
o Positive/negative
o Liked/disliked
o What is the likelihood of you continue using this brand?
o Would you recommend this brand to others?
General Fit (brand and environmental initiatives) (Bruner, 2013) 474 1.56 0.92
o Bad/Good
o Inconsistent/Consistent

o Not well-aligned/ well-aligned

Procedure
This study has used an online questionnaire created in Qualtrics, which was distributed via

different social media channels from the 30" of April until the 14" of May 2018. Before the
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public distribution, four German master students took the whole survey, one for each condition,
to check whether there are any unclear formulations or spelling mistakes. All four participants
confirmed that the questions were clear and that there were no translational mistakes within the
survey.

The questionnaire was then shared by the researcher’s own Facebook account and was
shared by other social media contacts as well, therefore using snowball sampling within the
own researcher’s network. The posts were accompanied by a colorful picture, stating that
everyone can be a hero by helping a student with her master thesis. This picture was used to
generate more attention and willingness to participate. Furthermore, the questionnaire was also
distributed within Facebook groups that contained large numbers of German users, to ensure
an even distribution over different parts of Germany, to go beyond the researcher’s own
network. Subjects were friendly asked to participate in the questionnaire but were not offered a
specific reward. Every subject filled out the questionnaire individually, and the average time
that was needed was approximately six minutes. The first page of the questionnaire contained
a short briefing, telling the subject their right to stop the survey at all times and ensuring them
about the ethical standards of this study. When the subject actively confirmed that he or she
wanted to take part and was older than 18 years old by checking a box, he or she would get one
version of the press release randomly assigned by Qualtrics. After reading the press release, the
subject answered the different items of the five variables. The questionnaire ended with asking
the respondents for their age, sex, educational level and the region of Germany they came from.
After the respondents had answered the last question, they were thanked for the participation in

the questionnaire and were ensured again that their data would be processed anonymously.

Statistical Treatment

To answer the research question, two three-way ANOVA analyses with between subject factors
CERC source (global/local), CER initiative (global/local) and global identity (low global
identity/high global identity) were conducted. Once for the dependent variable of attitude
towards the brand, and once for the dependent variable corporate credibility. Additionally, two
three-way ANCOVA’s were performed, adding previous brand experience and perceived
general fit of the brand with environmental initiatives as covariates to the model. IBM SPSS
statistics software version 24 was used for the analysis. To estimate the actual magnitude of
eta-squared effect sizes in the analysis, the guiding values of Cambridge University were
applied with n? = .01 being a small effect, n? = .06 being a medium effect and n? = .14 being a
large effect (Cambridge University, 2017).
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Results

Attitude Towards the Brand

The first main analysis that was performed was a three-way ANOVA for attitude towards the
brand, with CERC source (global/local), CER initiative (global/local) and global identity
(low/high) as between-subject factors. To fulfil the assumptions of ANOVA analysis,
independent random sampling was used, and the normality of the data was checked with a
histogram as well as with a PP-plot, which both showed that the data was normally distributed.
The third assumption of homogeneity of variance was violated, as the Levene’s test was
significant (p = .047). Following the suggestion of Pallant (2007), it was therefore decided to
apply a more stringent significance value of .01 for this analysis.

The three-way ANOVA showed a significant main effect of CERC source (£ (1, 192)
=19.36, p <.001), n?> = .092), irrespective of the initiative reach and the global identity of the
participant, respondents had a better attitude towards the local brand (M = 5.53, SD = 1. 21)
than towards the global brand (M = 4.51, SD = 1.67) after being exposed to the press release.
Therefore, hypothesis 1 was rejected. Contrary to the assumption, the localness of a brand had
a better effect on attitude than its globalness. There was no significant main effect of initiative
reach (F (1, 192) = 2.91, p = .089), and no significant interaction effect of CERC source and
initiative reach (F (1, 192) < 1). Therefore, hypotheses 3 and 5 were rejected as well. Having a
good fit between the globalness of the brand and the globalness of the initiative’s reach had
therefore surprisingly no effect on the respondents’ attitude towards the brand. Furthermore,
there was no effect on attitude towards the brand depending on whether the initiative took place
in Germany, or globally. A significant interaction effect was found between the initiative reach
and global identity of the respondents (F (1, 192) = 16.97, p = .004, > = .042). To disentangle
the significant interaction, a simple effects analysis was performed. This analysis showed that
there was only a significant effect in the lower global identity group (¥ (1, 79) = 10.58, p =
.002, n? = .118). Contradictory to hypothesis 7, respondents with a lower global identity had a
more positive attitude when a global initiative reach was used in the press releases (M = 5.59,
SD = 1.34), compared to a local one (M =4.57, SD=1.47). There was no significant interaction
effect between respondent’s global identity and the CERC source (£ (1,192) = 1.53, p = .217).
Therefore, there was no relationship between the globalness of the brand and the global identity
of the respondent on attitude towards the brand. In total the model explained about 14% of

variance (R2%adjusted = .137).
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Attitude towards the Brand — Including Brand Experience and General Fit in the model
In order to control for the previous experience of respondents with the brand, as well as the
perceived fit of the brand with environmental initiatives in general, an ANCOVA analysis for
attitude towards the brand was conducted. The between-subject factors were CERC source
(global/local), CER initiative reach (global/local) and the global identity of respondents
(high/low). Previous brand experience and the perceived fit with environmental initiatives in
general were added as covariates into the model.

The assumptions of ANCOVA were tested. The covariates were highly reliable, as
shown by their high Cronbach’s alphas. Furthermore, the covariates were not strongly
correlated to each other, applying a Pearson correlation of .8 and higher as a guiding value, as
suggested by Samuel and Okey (2015). Furthermore, there was a linear relationship found
between both covariates and the dependent variable, which was checked using a scatterplot.
The homogeneity of regression slopes was tested with an ANOVA and there was no significant
interaction found between previous experience and the condition of the participant (F (1, 196)
= 1.034, p = .310), nor between perceived general fit and the condition of the participant (F (1,
196) < 1). Furthermore, homogeneity of variances was given as well. Therefore, all assumptions
of ANCOVA analysis were fulfilled by the data and the analysis was continued.

The three-way ANCOVA analysis on attitude towards the brand with as between subject
factors CERC source (global/local), CER initiative reach (global/local) and global identity
(high/low), showed that both covariates; the positive or negative previous brand experience (F
(1,190) = 119.38, p <.001, n?> = .386), as well as perceived general fit (F (1, 190) =12.17,p=
.001, n?=.060) had a significant effect. Especially the effect size of previous brand experience
was extremely large. Including both covariates in the model and controlling for their effect led
to slightly different results and a high explained variance of the model of approximately 59%
(R2adjusted = .593). There was still a significant main effect found of CERC source (F (1,190) =
7.68, p = .006, n?> = .039). Irrespective of the initiative reach and the global identity of the
respondent, a local brand in the press release still led to a more positive attitude towards the
brand (M = 5.25, SD = 1.21) compared to a global brand (M = 4.83, SD = 1.65). Different from
the results of the ANOVA analysis, there was a significant main effect of initiative reach (¥ (1,
190) = 7.68, p = .028, > = .025). Irrespective of the CERC source in the press release and the
global identity of the respondent, the global initiative reach led to a higher attitude (M = 5.20,
SD = 1.55), compared to a local initiative reach (M = 4.86, SD = 1.51). Hypothesis 3 was
therefore supported by the ANCOVA analysis. The interaction effect between CER initiative
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reach and global identity was not significant anymore (¥ (1, 190) = 3.46, p = .059), nor was
there a significant interaction between CERC source and global identity (¥ (1,190) <1) or CER
initiative reach and CERC source (F (1,190) = 1.31, p =.254). Therefore, hypotheses 5 and 7
were rejected in the ANCOVA analysis as well.

Corporate Credibility

For corporate credibility, the assumptions of ANOVA were tested, and the normality of the data
was checked with a histogram and a PP-plot. Both showed that the data was normally
distributed. Homogeneity of variance was tested using a Levene’s test, which was not
significant and therefore showed that the assumption was complied as well. The three-way
ANOVA analysis on corporate credibility, with as between-subject factors CERC source
(global/local), CER initiative reach (global/local) and global identity (high/low), showed a
significant main effect of CERC source (F (1, 192) = 30.69, p < .001, > = .138) with a large
effect size. Irrespective of the initiative that was used and the global identity of the respondent,
corporate credibility was higher when a local brand was used in the press release (M = 4.94, SD
= 0.96), compared to when a global brand was used (M = 4.04, SD = 1.15). Hypothesis 2 was
therefore rejected. Furthermore, there was a significant main effect of global identity (F (1,
192) =5.87, p=.016, 1> =.030). Irrespective of the initiative reach and the CERC source given
in the press releases, respondents with a higher global identity (M =4.62, SD = 1.13) found the
brand to be more credible than respondents with a lower global identity (M = 4.28, SD = 1.17).
Although the difference in credibility means is not large, it still indicates that respondents who
identify with the whole world, perceive firms as more credible when corporate environmental
responsibility communication is used. Contradictory to hypothesis 4 and hypothesis 6, there
was no main effect of CER initiative reach (¥ (1, 192) = 1.77, p = .185) and no interaction effect
of CERC source and CER initiative reach (F (1, 192) < 1). Therefore, there was no relationship
between the kind of initiative that was stated in the press release, German or global, and the
perceived credibility of the company. Furthermore, whether the fit between the brand and the
initiative was good, had no effect either. Finally, an interaction effect between CER initiative
reach and the global identity of the respondent was found (F (1, 192) = 7.77, p = .008, n? =
.036). A simple effects analysis was conducted to disentangle this effect. Contradictory to
hypothesis 8 the analysis showed that the effect was again only significant in the group of lower
global identity respondents and that corporate credibility was higher within this group when a

global initiative was used (M = 4.62, SD = 1.11), compared to when a local initiative was used
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(M =3.94, SD = 1.13). In total the model explained approximately 19% of variance (R?adjusted =
.186).

Corporate Credibility — Including Previous Brand Experience and General Fit

For the second analysis for corporate credibility, the assumptions of ANCOVA were tested as
well, to ensure the data complies to ANCOVA’s standards. As described above, the covariates
were proven to be highly reliable and were not correlated with each other too strongly.
Furthermore, there was a linear relationship found between both covariates and the dependent
variable corporate credibility, which was checked using a scatterplot. The homogeneity of
regression slopes was tested with an ANOVA and there was no significant interaction found
between previous experience and the condition of the participant (F (1, 196) < 1) nor between
perceived general fit and the condition of the participant (¥ (1, 196) < 1). Furthermore, a
Levene’s test showed that homogeneity of variances was given as well, as the test was non-
significant. Therefore, all assumptions of ANCOVA analysis were fulfilled by the data.

The three-way ANCOVA analysis on corporate credibility with as between-subject
factors CERC source (global/local), CER initiative reach (global/local) and global identity
(high/low) showed again that both covariates, the positive or negative previous experience with
the brand (F (1,190) = 33.23, p <.001, n?> = .149), as well as the perceived general fit (¥ (1,190)
=47.19, p <.001, n?> =.199) had a significant effect. Both covariates showed large effect sizes,
with perceived general fit of the brand with environmental initiatives having the highest effect
size. In total, the model explained 54% of variance (R?agjusted = .544). The main effect of CERC
source was still significant (£ (1,190) = 10.42, p =.001, n? = .052), although the difference in
means between the groups was adjusted to being smaller, when controlling for the two
covariates. Irrespective of the CER initiative reach in the press release and the global identity
of the respondent, a local CERC source still led to higher corporate credibility (M = 4.65, SD =
0.96) than a global source (M = 4.26, SD = 1.15). There was no main effect of CER initiative
reach on corporate credibility (F (1,190) = 1.49, p = .223), nor was there an interaction effect
of CERC source and CER initiative (F (1,190) <1). Furthermore, there were no interaction
effects of global identity with CERC source (£ (1,190) <I) nor CER initiative reach and global
identity (¥ (1,190) = 1.25, p = .265). However, there was a main effect found of global identity
on corporate credibility (F (1,190) = 6.17, p =.014, n> = .031). Respondents who had a higher
global identity perceived the firm as more credible (M = 4.60, SD = 1.13) than respondents who
had a lower global identity (M =4.32, SD = 1.17), irrespective of the CERC source or initiative
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condition that was used in the press release. The significant effects from both ANCOVAs can

be found in table 3 below.

Table 3.
Significant effects of CERC source, CER initiative reach and global identity on attitude towards
the brand and corporate credibility from the ANCOVA analyses.

F n? M (SD)

Attitude towards the brand

CERC source 7.68*  .039 MGaiobal = 4.83 (1.65)  Mriocal = 5.25 (1.21)
CER Initiative reach 7.68*% .025 MGiobal = 5.20 (1.55)  Miocal = 4.86 (1.51)
Corporate Credibility

CERC source 10.42* .052 MGiobal = 4.26 (1.15)  Miocal = 4.65 (0.96)
Global Identity 6.17*  .031 Muigh=4.60 (1.13) Miow=4.32 (1.17)
*p<.05

Discussion

This research aimed to give new insights into when, where and how corporate environmental
responsibility communication has positive consequences for global and local brands, by
answering the question how CERC source, CER initiative reach and global identification
influence consumers’ perceived corporate credibility and attitude towards global and local
brands. Therefore, the study aimed to shed more light on this field of international marketing
communication research. The experiment conducted showed interesting results, some of which
were contradictory to earlier research that has been conducted in the field.

First of all, the local brand (compared to the global brand) had a strong, positive effect
on attitude towards the brand and the brand’s corporate credibility, independent of consumers’
previous brand experience or their perceived fit of the brand with environmental initiatives in
general (H1 & H2). Although this result is contradictory to the expectations based on GCCP
theory and some previous research conducted (e.g. Magnusson et al., 2015), it does support the
findings of Strizhakova and Coulter (2015), who found local brands to become more
competitive alternatives, which can have strong associations of quality and iconicity. It also

indicates that contradictory to what was expected, global brands cannot rely on their
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‘globalness’ to create a positive attitude and high credibility when it comes to CER
communication. Skepticism of corporate environmental claims is another challenge that many
companies are facing, especially large food companies (Allen & Spialek, 2017). For local
brands however, indulging in CER activities, independent of the fact whether it is a global
initiative or a local initiative, does still seem to have significantly positive outcome on the
attitude towards the brand and the firm’s corporate credibility, which was also supported by
Becker-Olsen et al. (2011). Therefore, it is possible that local brands might still appear more
trustworthily to the consumer, compared to global brands, which have been in the business for
a long time and probably have had more negative press coverage in the past. More specifically,
this study has used a German brand, which was expected to be a worthy competitor for the
American global rival, as Germany enjoys a good image as a country of origin for brands
(Magnusson et al., 2015). This could additionally have led to the positive perception of the local
brand. The findings of Strizhakova and Coulter (2015) support this assumption, as they find
participants from countries with high economic development to report stronger identity-, as
well as quality perceptions of local brands.

The positive influence of the local brand in this research could furthermore be explained
by the specific sector that was chosen for this study. As both companies were selling beverages,
they can be regarded as belonging to the food sector. Alden, Steenkamp and Batra (1999) found
LCCP to be used most prominently in the food sector. Furthermore, Ozsomer (2012) found
local brands in categories like food and drinks to have strong associations of quality. Therefore,
consumers might prefer brands that have a localized image when it comes to food and drinks,
also in CER communication. Especially environmentally conscious consumers might prefer
local food products as they need shorter ways of transportation and can therefore be seen to be
better for the environment (Greenpeace, n.d.). Because of for example these transportation
emissions but also general production processes, consumers might perceive global companies
to cause bigger environmental problems than local ones, as they are likely to have a higher total
consumption of water and energy, because they are producing a higher number of beverages in
total. All these factors could thus play a role in the preference of the local company in the
context of CER and should be further researched in future studies.

Second, the findings of this study indicate that the reach of the CER initiative does
matter. As expected, independently of consumers’ previous past experiences or perceived
general fit, the global initiative led to a higher attitude towards the brand (H3), which is in
accordance to earlier expectations of this study and the findings of Becker-Olsen et al. (2011).

Russel and Russel (2010) also found the CSR issue to be perceived as more important in a
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distant country, compared to the home country, which could explain the findings of this study
as well. This might be especially true for Germany, which can be seen as a rich, well-developed
country. Respondents might therefore have the feeling that initiatives regarding the rainforest
have a higher impact on the environment, than initiatives in the German forest would have.
Although there was a significant effect of initiative on attitude, there was none such effect of
initiative on corporate credibility (H4), which is contradictory to what was expected. This
finding indicates that although a global initiative can lead to a better attitude towards the brand,
it is not likely to influence the brand’s credibility. This could be explained by other factors that
might have a higher impact on a company’s corporate credibility. As mentioned above, local
brands were shown to have a higher corporate credibility than global brands do. Therefore, the
image of a brand itself and probably also the past environmental behavior of a brand could
matter more for its corporate credibility in CERC. However, this is just an assumption, which
should be investigated by future research. This study therefore proposes that the reach of a CER
initiative is not likely to influence the firm’s corporate credibility, but it does indeed influence
consumers’ attitude.

Third, contradictory to the assumptions that have been made based on the study done
by Becker-Olsen et al. (2011), there was no interaction effect found between the CER initiative
reach that was used in the press release, and the brand that was given as a source (H5 & H6).
For the German respondents in this study it therefore did not seem to matter whether the global
brand was paired with a global initiative, and the local brand with a local initiative. They
generally preferred the local brand and the global initiative. Becker-Olsen et al. (2011) used the
global firm Nokia and a local NGO partner in their study, however both were named in the
press releases among all experimental conditions. Furthermore, Becker-Olsen et al.’s (2011)
study used a social responsibility initiative, instead of an environmental one. This study
therefore differs by only giving either the global or the local brand as the CERC source and
focusing on environmental initiatives, which did not show an interaction of source and reach.
The majority of this research’s sample were millennials, which is a categorization of people
who were born between 1982 and 2000 (Allen & Spialek, 2017). In their American study, Allen
and Spialek (2017) found young Millennials in the USA to spend much thought on corporate
environmental footprint issues. Although this research was conducted in another country, it
might still indicate a trend among young consumers nowadays to consume environmentally
conscious. Therefore, these consumers might prefer the local brand and the global initiative, as

it is possible that they perceive the local brand’s carbon footprint as lower and the global
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initiative as more impactful, as it was explained above. They therefore do not seem to care
about how well the global/local image of the company is aligned with the initiative.

Fourth, when not controlling for consumers’ previous experiences and perceived
general fit, there was a significant interaction effect of CER initiative reach and global identity
on attitude towards the brand and corporate credibility (H7 & HS). Unexpectedly, consumers
with a low global identity preferred a global initiative reach. This is contradictory to previous
research findings by Russel and Russel (2010) who found globally identifying consumers to
prefer global initiatives. One explanation for this finding might be that the respondents in this
survey generally had a higher global identity. Therefore, when the mean split method was used
to divide the respondents into two groups of lower/higher global identity, even the lower group
did have a neutral, slightly positive mean. To the knowledge of the author, this is the first study
to empirically measure global identity in Germany in the context of CER. Therefore, a general
assumption on how strongly this nation identifies globally versus locally, cannot be made. The
respondents in this study however demonstrated a rather strong global identity, which could
give some indications about the general identity of younger, higher-educated German females,
which was the main consumer segment of this sample. Another explanation for this interaction
effect could be that more ethnocentric consumers have more nationalistic sentiments
(Strizhakova & Coulter, 2015) and therefore might think of Germany in a very positive manner.
They thus could see it as a rich, well-developed country which does not need as much
environmental help than other, foreign countries, which might be regarded by these consumers
as rather poor, like the rainforest countries mentioned in the press release. However, this
interaction effect was not strong enough to exist when the control variables were added into the
model. Strizhakova and Coulter (2015) furthermore found the effects of ethnocentrism and
global connectedness to be stronger in countries that have lower levels of economic
development, which could also explain the weaker interaction that was found in this German
study.

Fifth, the analysis showed a main effect of global identity on the perceived corporate
credibility for global but also for local brands. Therefore, consumers who identified strongly
with the whole world, perceived the brands’ credibility as higher and probably trusted the
brands intention in corporate environmental responsibility more. This finding could be
explained by global consumers generally identifying with the whole world. If they see
themselves as a part of the whole society, they might also have an increased feeling of trust and
credibility because they invest psychologically and emotionally in the global community

(Zhang & Kare, 2009) and therefore define themselves as a part of this community (Westjohn
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et al., 2012). For these consumers, the past boundaries of local and global might not exist as
strongly anymore, they rather see the world as a whole, and can enjoy local, as well as global
benefits in a world that seems to have no boundaries for them. Van Hooft, Van Meurs and Van
Mierlo (2018 — in press) discuss the idea of an emerging fluid individual identity in the context
of language and identity. This fluid identity might also be applicable in the context of global
identity, as young consumers nowadays might not strictly divide the world in global and local
anymore, instead they might be generally more inclusive. Whether a brand or initiative is local
or global might therefore not be of great importance to them, they have a higher trust in the
world in general. The sample of this research consisted mainly of young, highly-educated,
globally identifying German females, a group of society that thus could be regarded as highly
privileged. This consumer segment has probably made rather good experiences in this world
and has less reason to mistrust it. This could be of course very different from other consumer
segments coming from poorer, less privileged backgrounds.

Finally, the positive and negative experiences consumers have had with a brand in the
past were shown to have a strong influence on the effectiveness of CERC by global and local
brands. It therefore matters what kind of experiences a consumer has had with a brand in his or
her past life, when processing CERC. Furthermore, the generic fit that respondents perceive
between the brand and environmental initiatives in general has a strong influence on the
effectiveness of CERC as well, especially on the brand’s corporate credibility. Whether
consumers think that the brand and an initiative for the environment align well, does therefore
influence the effectiveness of the brand’s CERC. These two variables are therefore important
to take into account, especially when using real brands in the research design.

To answer the research question of how CERC source, CER initiative reach and global
identification influence consumers’ perceived corporate credibility and attitude towards global
and local brands, it can thus be summarized that corporate credibility is positively influenced
by a local CERC source and a high global identity, whereas brand attitude is positively
influenced by a global CER initiative and a local CERC source.

Practical Implications

The findings discussed above lead to several practical implications in the field of CER and
international marketing. First of all, global firms operating in the food and beverages sector
might be most successful when acting more local when entering a new market. These
companies could for example adapt their products to the local background or purchase local

brands and keep marketing them under their local brand names. By doing so, the global brand
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can still benefit from the advantages that come with local brand associations, especially in the
field of corporate environmental communication. This local marketing is likely to have a
positive influence not only on the consumers’ attitude towards the company, but also on the
perceived corporate credibility. Furthermore, the results of this study suggest that both local
and global brands can benefit, in terms of attitude, from using global CER initiatives and should
therefore focus on international environmental initiatives in their corporate environmental
communication.

When it comes to the individual consumer, his or her identity is important to take into
account, especially when approaching consumer segments that identify locally. These locally
identifying consumers are likely to need more encouragement, as they might not have the
natural trust in the firm’s credibility as globally identifying consumers do. Therefore, CERC
targeting this group should enhance the firm’s credibility and be more focused on building trust
in the company’s sincerity, compared to when targeting a segment of consumers with a strong
global identity.

Finally, brands should create a continuous positive experience for their consumers, as
this study has shown that the past experience consumers have, strongly influences consumers’
attitude as well as perceived corporate credibility in CER communication. Furthermore, brands
should stick to initiatives that suit their general image. Brands who have a rather bad
environmental image, are maybe best advised to use social initiatives instead. On the other

hand, brands who have an environmental conscious image could benefit from CERC.

Limitations and Future Research

This study has some limitations from which suggestions for future research can be drawn. First
of all, this study limits itself to the food sector, specifically beverages. Therefore, future
research can explore whether there is a different effect of CERC source in sectors that contain
other food products, durables or luxury products. It is for example possible that luxury products
from global companies will lead to a better attitude than from local companies because of
perceived higher quality or country of origin effects. In addition, the global soft drink brand
used in this research was an American brand. It is therefore unclear whether the results would
differ when a global German brand would have been used. It is possible that the preference of
the local brand would be less significant, as consumers reason for choosing the local brand over
the global one could have been influenced by the brand’s country of origin. Future research
could therefore explore whether the effects would differ when comparing a global German

brand with a local German brand.
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Furthermore, this study contained mainly subjects who had completed a university
degree and therefore belonged to a highly-educated part of society. Therefore, respondents
might also have more international contacts and a stronger global mindset through their
university life, which could have led to the relatively high global identification within the
sample of this research. Future research could replicate this study with a more diverse sample
of respondents, as it is possible that lower educated consumers, or consumers from different
backgrounds who did not have had many abroad experiences, demonstrate a stronger local
identity. It is possible that the consumers’ global identity would then show a different effect in
global and local brands’ CERC and might moderate the effect of CERC source and CER
initiative on attitude towards the brand and corporate credibility.

Lastly, future research could test how important the different initiatives are perceived
by the consumer. Would a reforestation initiative in the German forest be seen as important as
a reforestation initiative in the rainforest? Especially, as it is unclear how strongly, German
consumers actually perceive the risk of deforestation. In this context, it would also be
interesting to investigate, how important the congruency of the environmental theme and the
product is. This study has already shown that the brand and its fit with general environmental
initiatives has an important influence. How important the precise fit of the product with the
initiative is, still needs to be investigated. In the context of beverages, this could thus be an
environmental initiative concerning water. Finally, it will be interesting to measure how much
exposure respondents have had with these environmental issues in their past life, and how these

past exposures influence their current attitude.

Conclusion

All in all, the findings of this research give interesting insights into when, where and how
corporate environmental responsibility communication has positive consequences for global
and local brands. The findings in this German study point towards a glocal consumer, who
identifies with the global community, prefers global initiatives to help the world as a whole but
prefers local brands over global brands. Environmental consciousness seems to play a role in
making these decisions, but consumers’ reasons for prioritizing certain brands and initiatives in
CERC still needs further attention in research. Global identity seems to play a role in the general
credibility consumers assign to global and local companies. However, the moderating role it

has in corporate environmental responsibility communication is still ambiguous and there is
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therefore still a need to shed more light on CERC of global and local brands and its interplay
with global identity.
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Appendix A
Table Al.
Brands tested in the pre-test.
Global brands German brands
Coca-Cola Fritz-Kola
Fanta Afri-Cola
Pepsi Cola Gerolsteiner Apfelschorle
Nestea Sinalco
Arizona Ice Tea Club Mate
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Appendix B
Stimulus Material

Press Release 1.
Global company paired with a global initiative, including five global company markers (yellow)

and eight global initiative markers (green) in the text.
Pressemitteilung

Coca-Cola unterstiitzt die Aufforstung des Regenwaldes

Der weltgroBte Anbieter von alkoholfreien Getrinken, Coca-Cola, setzt bei der
Produktherstellung Rohstoffe von hochster Qualitit ein. Vor allem Wasser hat eine besonders
hohe Bedeutung bei der Herstellung des Kultgetrdankes. Eine gesunde Umwelt beeinflusst die
Wasserqualitit sehr und vor allem Wilder spielen dabei eine wichtige Rolle. Daher ist es fiir
Coca-Cola von sehr wichtiger Bedeutung fiir den Schutz des Waldes aktiv zu werden. Dabei
legt Coca-Cola Wert darauf, dass es sich um Naturschutzaktivititen in fropischen Regionen auf

der ganzen Welt handelt. Viele Teile des Regenwaldes werden durch extremes Wetter, sowie

durch Abholzung durch den Menschen stark beschidigt.

Mit Spendenmitteln von Coca-Cola wird daher in _, unter anderem in

Indonesien. dem Kongo, Ecuador und Costa=Rica. dic natirliche Wiederaufforstung des

Waldes vorangetrieben. Dies sorgt fiir:

e cine Forderung des Klimaschutzes, da Wélder wichtige Kohlenstoffspeicher sind,
e den Erhalt der Artenvielfalt im Wald,
e und den Schutz des Lebensraums fiir Tiere.

Somit wird durch diese Initiative des internationalen Unternehmens nicht nur der Wald als eines
der wichtigsten Okosysteme - geschiitzt, sondern auch die Wasserqualitit positiv
beeinflusst.

Der Einsatz fiir dic fropischen Regenwalder ist cine wichtige Nachhaltigkeitsstrategie von Coca-Cola.
Zum Unternehmen gehéren mehr als 700.000 Mitarbeiter weltweit, sowie iiber 80 verschiedene
Produkte, welche in iiber 200 Landern der Welt getrunken werden. Weitere Informationen iiber Coca-
Colas Unterstlitzung zum Schutz des ﬁ, finden Sie auf der Website unter www.coca-
cola.com sowie auf der unternehmenseigenen Facebook Seite.
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Press Release 2.
Global company paired with a local initiative, including five global company markers (yellow)

and 8 local initiative markers (green).

Pressemitteilung

Coca-Cola unterstiitzt die Aufforstung des deutschen Waldes

Der weltgroBte Anbieter von alkoholfreien Getrinken, Coca-Cola, setzt bei der
Produktherstellung Rohstoffe von hochster Qualitit ein. Vor allem Wasser hat eine besonders
hohe Bedeutung bei der Herstellung des Kultgetrdankes. Eine gesunde Umwelt beeinflusst die
Wasserqualitit sehr und vor allem Wilder spielen dabei eine wichtige Rolle. Daher ist es fiir
Coca-Cola von sehr wichtiger Bedeutung fiir den Schutz des Waldes aktiv zu werden. Dabei
legt Coca-Cola Wert darauf, dass es sich um Naturschutzaktivititen in Deutschland handelt.
Denn viele Wailder _ wurden durch extremes Wetter wie Sturm und
Uberschwemmungen sowie durch Eingriffe des Menschen stark beschidigt.

Mit Spendenmitteln von Coca-Cola wird daher in _wie dem _
Wald, der Liineburger Heide, dem Schwarzwald und dem Bayerischen Wald, die natiirliche

Wiederaufforstung des Waldes vorangetrieben. Dies sorgt fiir:

e cine Forderung des Klimaschutzes, da Wélder wichtige Kohlenstoffspeicher sind,
e den Erhalt der Artenvielfalt im Wald,
e und den Schutz des Lebensraums fiir Tiere.

Somit wird durch diese Initiative des internationalen Unternehmens nicht nur der Wald als eines
der wichtigsten Okosysteme _ geschiitzt, sondern auch die Wasserqualitét positiv
beeinflusst.

Der Einsatz fiir den deutschen Wald ist cine wichtige Nachhaltigkeitsstrategie von Coca-Cola. Zum
Unternechmen gehoren mehr als 700.000 Mitarbeiter weltweit, sowie {iber 80 verschiedene Produkte,
welche in iber 200 Liandern der Welt getrunken werden. Weitere Informationen iiber Coca-Colas
Unterstiitzung zum Schutz der *, finden Sie auf der Website unter www.coca-cola.com
sowie auf der unternehmenseigenen Facebook Seite.
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Press Release 3.
Local Company paired with a global initiative, including five local company markers (yellow)

and eight global initiative markers (green) in the text.
Pressemitteilung

Fritz-Kola unterstiitzt die Aufforstung des Regenwaldes

Das Hamburger Unternehmen Fritz-Kola setzt bei der Produktherstellung Rohstoffe von
hochster Qualitdt ein. Vor allem Wasser hat eine besonders hohe Bedeutung bei der Herstellung
des beliebten Kaltgetrinkes. Eine gesunde Umwelt beeinflusst die Wasserqualitit sehr und vor
allem Wilder spielen dabei eine wichtige Rolle. Daher ist es fiir Fritz-Kola von sehr wichtiger
Bedeutung fiir den Schutz des Waldes aktiv zu werden. Dabei legt Fritz-Kola Wert darauf, dass
es sich um Naturschutzaktivitdten in _ handelt. Viele
Teile des _ werden durch extremes Wetter, sowie durch Abholzung durch den
Menschen stark beschadigt.

Mit Spendenmitteln von Fritz-Kola wird daher in _, unter anderem in

Indonesien. dem Kongo, Ecuador und Costa=Rica. dic natirliche Wiederaufforstung des

Waldes vorangetrieben. Dies sorgt fiir:

e cine Forderung des Klimaschutzes, da Wélder wichtige Kohlenstoffspeicher sind,
e den Erhalt der Artenvielfalt im Wald,
e und den Schutz des Lebensraums fiir Tiere.

Somit wird durch diese Initiative des deutschen Unternehmens nicht nur der Wald als eines der
wichtigsten Okosysteme - geschiitzt, sondern auch die Wasserqualitit positiv
beeinflusst.

Der Einsatz fiir die _ ist eine wichtige Nachhaltigkeitsstrategie von Fritz-Kola.
Das Unternehmen wurde 2002 in einem Studentenwohnheim in Hamburg gegriindet, heutzutage sind
die Getranke wie Fritz-Kola, Fritz-Limo und MISCHMASCH in ganz Deutschland erhéltlich. Weitere
Informationen iiber Fritz-Kolas Unterstiitzung zum Schutz des _, finden Sie auf der Website
unter www.fritz-kola.de sowie auf der unternehmenseigenen Facebook Seite.
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Press Release 4.
Local Company paired with a local initiative, including 5 local company markers (yellow) and

8 local initiative markers (green) in the text.

Pressemitteilung

Fritz-Kola unterstiitzt die Aufforstung des deutschen Waldes

Das Hamburger Unternehmen Fritz-Kola setzt bei der Produktherstellung Rohstoffe von
hochster Qualitit ein. Vor allem Wasser hat eine besonders hohe Bedeutung bei der Herstellung
des beliebten Kaltgetrinkes. Eine gesunde Umwelt beeinflusst die Wasserqualitét sehr und vor
allem Wilder spielen dabei eine wichtige Rolle. Daher ist es fiir Fritz-Kola von sehr wichtiger
Bedeutung fiir den Schutz des Waldes aktiv zu werden. Dabei legt Fritz-Kola Wert darauf, dass
es sich um Naturschutzaktivititen _ handelt. Viele Walder _ wurden
durch extremes Wetter wie Sturm und Uberschwemmungen sowie durch Eingriffe des
Menschen stark beschadigt.

Mit Spendenmitteln von Fritz-Kola wird daher in _ wie dem _
Wald, der Lineburger Heide, dem Schwarzwald und dem Bayerischen Wald. die natiirliche

Wiederaufforstung des Waldes vorangetrieben. Dies sorgt fiir:

e cine Forderung des Klimaschutzes, da Wélder wichtige Kohlenstoffspeicher sind,
e den Erhalt der Artenvielfalt im Wald,
e und den Schutz des Lebensraums fiir Tiere.

Somit wird durch diese Initiative des deutschen Unternehmens nicht nur der Wald als eines der
wichtigsten Okosysteme Deutschlands geschiitzt, sondern auch die Wasserqualitit positiv
beeinflusst.

Der Einsatz fiir den _ ist eine wichtige Nachhaltigkeitsstrategie von Fritz-Kola. Das
Unternechmen wurde 2002 in einem Studentenwohnheim in Hamburg gegriindet, heutzutage sind die
Getrénke wie Fritz-Kola, Fritz-Limo und MISCHMASCH in ganz Deutschland erhéltlich. Weitere
Informationen iiber Fritz-Kolas Unterstiitzung zum Schutz der _, finden Sie auf der
Website unter www.fritz-kola.de sowie auf der unternechmenseigenen Facebook Seite.
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