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Athlete social responsibility (ASR) has been drawing interest from both scholars and practitioners in professional 
sports. Associated with an athlete’s personal brand (Arai, Ko, & Kaplanidou, 2013), ASR residually implies that 
high-profile athletes can positively impact society with their role as a social activist, fundraiser, and role model 
(Agyemang & Singer, 2013; Babiak, Mills, Tainsky, & Juravich, 2012; Kim & Walker, 2013). These markers of 
influence intuitively should help attract attention and support for social issues, including poverty, inequality, and 
environmental exploitation. However, empirical research on what facets synthetically make people respond to ASR 
and social issues is limited. In this regard, this research explores the precursors of donation intention, as response, in 
disaster relief settings through a multidimensional perspective. 
 
Study Purpose. The purpose of the study is to examine the role of personal and situational characteristics associated 
with moral behavior for athlete fundraising, including moral identity, athlete identification, perception on need for 
help, and perception on ASR in fundraising settings for disaster sufferers. Accordingly, three research questions 
were developed to guide this investigation: (1) how does moral identity of consumers, as a personal trait, influence 
the intention of consumers to donate money through athlete fundraising; (2) how do athlete identification and 
perception of consumers on need for help, as situational traits, predict the intention of consumers to donate; and (3) 
does consumer skepticism moderate the relationship between moral identity and the donation intention? 
 
Literature Review. Since consumer behavior is related to one’s own deliberation on the basis of personal and 
situational factors, the social-cognitive framework is useful when attempting to understand the process of behavior 
and the relationship to factors such as ethical norms and attitudes (Aquino, Freeman, Reed II, Lim, & Felps, 2009; 
Bandura, 2001). Moreover, social-cognitive theory depicts causal associations resulting from exposure, modeling, 
learning, and belief reinforcement which, in turn, are determinants of behavior (Bandura, 2001; Sheeshka, Woolcott, 
& MacKinnon, 1993). Although numerous individual characteristics can be treated as determinants of ethical 
behavior (Aquino et al., 2009), few are fully capable of predicting moral behavior (Shao, Aquino, & Freeman, 2008). 
In this regard, moral identity emerges as a self-conception to predict behavior on the basis of morality (Bandura, 
2001), whereby moral identity is stored in memory as a knowledge structure consisting of values, goals, traits, and 
behavioral scripts (Aquino & Reed, 2002; Narvaez & Lapsley, 2004), to aid with individual differentiation (Narvaez, 
Lapsley, Hagele, & Lasky, 2006). This leads to positive association between self-conception of morality and moral 
behavior. On the basis of this reasoning, we should expect an athlete who acts socially responsible should be 
resonant with moral identity of consumers.  
 
As a situational facet, athlete identification, a connection between a fan and an athlete brand, plays an important role 
in the theoretical process noted above (Carlson & Donavan, 2013), which enables individuals to distinguish 
themselves from others. These associations have been linked to sports event attendance (Bhattacharya, Rao, & 
Glynn, 1995), increased purchase intention (Gwinner & Bennett, 2008), and increased spending (Carlson & 
Donavan, 2013). Fans recognize athletes to be similar to their actual or ideal self (Funk & James, 2001), which leads 
to support for the athlete’s prosocial behavior (Kim & Walker, 2013). Therefore, we posit that athlete identification 
positively predicts perceived athlete’s socially responsible behavior. 
 
Victim, a recipient of fundraising, has been also treated as important factor in donation market in that helping victim 
is the ultimate goal of ASR and potential participants in fundraising. Research has examined the role of attitude 
toward victim in different perspectives, including victim justification (Chapman & Lickel, 2016), victim blame 
(Zagefka, Noor, Brown, Hopthrow, & Moura, 2012), and identifiability of victim (Kogut & Ritov, 2011), which 
aimed to uncover perception of consumers on need for help in common. As such, perceived need for help should 
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provide appropriateness of ASR that cares for the sufferers. Accordingly, this logic posits positive relationship 
between perception of consumers on need for help and perceived ASR. 
 
With increasingly interests in corporate social responsibility (CSR), skepticism, which is defined as the general 
tendency toward disbelief of others, is, simultaneously, emerging (Skarmeas & Leonidou, 2013) since people deem 
CSR as greenwashing (Bernstein, 2009; Parguel, Benoît-Moreau, & Larceneux, 2011). Thus, there is widespread 
occurrence of consumer skepticism toward CSR, which calls for more investigations. While some scholars have 
examined the role of skepticism as a predictor of consumer behavior (Elving, 2010; Skarmeas & Leonidou, 2013), 
others have investigated it as a moderator for behavioral intention. (Chapman & Lickel, 2016). In this regard, we 
expect moderation effect of skepticism between moral identity and perception on ASR.  
Methodology. In order to fulfill the purpose of this research, the data collection is currently in progress through 
Amazon’s Mechanical Turk. The experimental research will randomly select respondents to be told manipulated 
articles with regard to actual fundraising for disaster relief including Harvey Relief in Texas by Justin J Watt, a 
National Football League player and Maria Relief in Puerto Rico by Carlos Beltran, a Major League Baseball player 
in 2017. Both disasters resulted in thousands of victims and billions of dollars of damage. Several variables such as 
demographic variables and past donation experience will be controlled. The questionnaire will include perceived 
ASR and predictors proposed, skepticism and donation intention to examine relationships among variables tested by 
Multiple Regression Modeling in SPSS and mediated moderation effect of skepticism and perceived ASR between 
precursors and an outcome variable in PROCESS (Hayes, 2017). 
 
Contribution. This research is expected to address a meaningful contribution to academic and practical fields. In 
academia, the findings will provide the bridge among personal and situational factors, perception on ASR, and 
behavioral intention in social cognitive framework, which broadens our understanding of relationship between 
personal and situational traits and donation intention. The research should also contribute to donation practitioners 
with helping them understand which factors donors respond to, which can indicate how they deal with the factors, 
including target participants, victim, and fundraiser to achieve their goal.  
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