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International Agency for Research on Cancer (IARC) of the World Health Organization(WHO) designated 
fine dust as Group 1 carcinogen in 2013 (WHO, 2014). Furthermore, in 2014, it was announced that 7 million people 
die prematurely due to fine dust all over the world and designated fine dust as a social disaster problem that hinders 
people's outdoor activities (WHO, 2014). Fine dust refers to tiny particles with diameters of less than 10 micron in 
the air, and it has affected some Asian countries’ outdoor activities seriously. For example, fine dust health warnings 
have been constantly issued by the government for major cities in Korea, and citizens in Korea were advised to avoid 
outdoor activity. Such environmental issues can harm the field of spectator sports considerably. To cope with such 
environmental changes, the Korea Baseball Organization (KBO) has recently made efforts to distribute 75,000 fine 
dust masks at the league level. Professional baseball clubs are also striving to reassure sports fans from the danger of 
chronic diseases and seek a way to appease their spectators. 

Corporate Social Responsibility (CSR) activity refers to a collection of corporate self-regulations for some 
time, over the last decade or so it has moved considerably from voluntary decisions for individual organizations, to 
mandatory schemes at regional, national and even transnational levels. (Sheehy, 2012). Since the early 2000s, a number 
of literature have examined CSR activities in sport (Babiak & Wolfe, 2006). In a similar vein, several studies have 
focused on the benefit of cause-related marketing (CRM) for sport organizations (Irwin, Clark, & Lachowetz, 2010; 
Kim, Kwak, & Kim, 2010). Due to growing public concern over social and ecological issues, many entities had wished 
to make symbiotic relationship between business and philanthropic acts (Kukalis, 2009). Associating organizations 
with good causes has become attractive in many business area, and particularly for those in the sport industry (Cregan, 
2008). The sports industry has been regarded as an ideal sector in which to implement CSR initiatives due to its many 
distinct attributes, including positive health impacts (Smith & Westerbeek, 2007). 

A wide array of sports organizations have implement social cause campaigns with a hope to develop a 
positive brand image among the perception of consumers (Bloom et al., 2006). As the primary goal of CSR initiatives 
is to enhance the images of corporations by providing main stakeholders assurance that the corporations are involved 
with socially and environmentally responsible endeavors (Perks et al., 2013). Researches in social cause advertising 
shows that the perceived company cause fit, defined as the extent to which a promoted social cause has a relationship 
with the sponsoring firm’s core business (Ellen, Webb & Mohr, 2006), plays an important role in shaping audiences’ 
responses to the social cause messages. However, there is limited research that explored sports spectators’ responses 
toward CSR activities where their risk is more imminent.   

The purpose of this study is to examine the effects of CSR activities on sports spectators in response to the 
major social disaster in South Korea, fine dust. This study will investigate if the fit between the cause and KBO has 
an influence on sports spectators’ responses. More specifically, the present study will evaluate college students’ 
response who has experience in watching games of KBO league. KBO league is a representative professional sports 
league in Korea, which can represent the current growth and changes of the Korean national sports industry as a 
whole. Stimuli that display fictitious CSR activities (fit vs. no fit) are created based on a pre-test. A college student 
sample will be used in this study. The use of the college student sample is appropriate because they are a potential 
consumer of the future and an important group forming the brand image of sports and a standard for examining the 
growth potential of the industry . To evaluate their response to CSR activity, attitudes toward the organization, attitude 
toward the cause, and behavioral intention to watch the game will be measured. Also, identification level with KBO 
and prior knowledge and perception about fine dust will be also measured as additional variables. 

This study will provide unique contributions to the filed both theoretically and practically. First, this study 
will add to the existing literature by further investigating the effects of CSR initiatives among sports spectators. Also, 
by particularly focusing on the emerging environmental issue, this study will provide managerial implications to the 
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sports organization on how to appease sports spectators. Further, the present will offer a strategic way of coping with 
environment influences that hinder sports spectators’ intention to watch sports games.  

  

References 

 
Babiak, K., & Wolfe, R. (2006). More than just a game? Corporate social responsibility and  

Super Bowl XL. Sport marketing quarterly, 15(4). 

Bloom, P. N., Hoeffler, S., Keller, K. L., & Meza, C. E. B. (2006). How social-cause marketing  

affects consumer perceptions. MIT Sloan Management Review, 47(2), 49. 

Cregan, R. (2008). Rewards of being a good sport. Brand Strategy, 223, 54-55. 

Ellen, P. S., Webb, D. J., & Mohr, L. A. (2006). Building corporate associations: Consumer  

attributions for corporate socially responsible programs. Journal of the academy of  

Marketing Science, 34(2), 147-157. 

Irwin, R. L., Lachowetz, T., & Clark, J. (2010). Cause-related sport marketing: Can this  

marketing strategy affect company decision-makers?. Journal of management &  

organization, 16(4), 550-556. 

Kim, K. T., Kwak, D. H., & Kim, Y. K. (2010). The impact of cause-related marketing (CRM)  

in spectator sport. Journal of management & organization, 16(4), 515-527. 

Kukalis, S. (2009). Survey of recent developments in strategic management: Implications for  

practitioners. International Journal of Management, 26(1), 99. 

Perks, K. J., Farache, F., Shukla, P., & Berry, A. (2013). Communicating responsibility- 

practicing irresponsibility in CSR advertisements. Journal of Business Research,  

66(10), 1881-1888. 

Sheehy, B. (2012). Understanding CSR: An empirical study of private regulation. Monash UL  

Rev., 38, 103. 

Smith, A. C., & Westerbeek, H. M. (2007). Sport as a vehicle for deploying corporate social  

responsibility. Journal of corporate citizenship, (25), 43-54. 

WHO (2014). Burden of disease from Household Air Pollution for 2012, 2014. 

 

 


