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Introduction  
 
Corporate Social Responsibility (CSR) has become an imperative topic in almost every professional sport context 
(Babiak & Kihl, 2018; Heinze, Soderstrom, & Zdroik, 2014; Sheth & Babiak, 2010; Walker & Kent, 2009). 
Professional sport teams are increasingly spending considerable amounts on various types of CSR initiatives such as 
community services, athletes’ volunteerism, community outreach, sustainability, safeguarding human rights, investing 
in education, environment protection (Babiak & Wolfe, 2009), and so forth. CSR initiatives have the potential to 
create value and establish stronger relationships between the professional sport organizations and stakeholders (e.g., 
customer, employee, athlete, sport governing body, and pubic stakeholders) by addressing stakeholders’ 
expectations, beliefs, attitudes, and priorities (Babiak & Kihl, 2018). Although each of the CSR initiatives described 
above can be a source of value for stakeholders, their effects may be varying depending on the types of stakeholders. 
Given the obvious importance of customer in any business, the focus of this study is to examine the potential types 
of consumer or fan perceived values resulting from the professional sport organization CSR activities. In doing so, a 
conceptual framework is proposed in an attempt to better understand sport consumer perceived value of CSR in a 
professional sport context.  
 
Review of Relevant Literature 
 
Researchers suggest that CSR has the potential to create several distinct forms of value for customers (Peloza & 
Shang, 2011). Holbrook (2006) defined customer value as “an interactive relativistic preference experience” (p.715). 
In this sense, effective marketing strategy would be largely dependent upon the interaction between the 
product/service and a consumer. Furthermore, consumers have also been found to evaluate and assess products and 
services based on a number of attributes including function, social, economic, and image (Bhat & Reddy, 1998; 
Mohr & Webb, 2005). CSR can deliver through products and services of the organization and carries the potential to 
establish relationship with consumers and improve their public relations and marketing strategies (Peloza & Shang, 
2011). As in other industry sectors, professional sport organizations are increasingly engaging in CSR activities 
(Irwin, Lachowetz, & Clark, 2010). Given the growth of sports related and non-sport related CSR activities today, 
sport research has begun to provide a great deal of information toward our understanding of consumer support for 
CSR on positive consumer attitude (Irwin, Lachowetz, Comwell, & Clark, 2003), positive effect on organization’s 
reputation as well as intention to patronage (Walker & Kent, 2009), promote and acquire community support 
(Babiak & Kihl, 2018), and fan relationship quality with the team (Lacey & Kennett-Hensel, 2016). Although such 
research has provided a number of contributions to consumer attitude and behavior intentions, there is a need to 
advance our understanding by adopting a broader conceptualizations of customer’s distinctive values attached to 
professional team’s CSR activities . 
 
Theoretical Foundation and Conceptual Framework 
 
The consumption values theory has provided the theoretical foundation for consumers’ perceived value (Sheth, 
Newman, & Gross, 1991). Consumption values refer to five dimensions- functional value, social value, emotional 
value, epistemic value and conditional value. These values influence consumers’ attitude and decision-making while 
operated independently of one another. Thus, we frame our discussion of customers’ perceived value of sport 
organization’s CSR activities in relation to the five dimensions of consumption value.  
In this conceptual model, we seek to extend the domain of the consumption value theory to the professional sport 
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organization’s CSR activities. This conceptualization provides a more robust explanation of how sport consumers 
evaluate the CSR actions of a professional team as relate to their own interests and values. Sheth et al. (1991) 
proposed the social value of a product is derived from its ability to connect consumer to the relevant social group. 
Several researchers have demonstrated the CSR provides individuals with the opportunity to communicate and 
maintain positive relationship with their communities. It has demonstrated that CSR initiatives have potential create 
various opportunities for participation and inclusion, in this manner enhancing social investment (Smith & 
Westerbeek, 2007). In the same token, the advancement of technology and the growth of virtual CSR dialogs can 
provide opportunities for consumers to link with diverse customer and stakeholder. Although inclusion and 
diversity becoming an important topic in professional sport from a number of perspectives, few have explicitly 
linked the issues to consumer perceived value. For example, the virtual CSR dialog gives consumers the opportunity 
to examine whether an organization has employed the most relevant CSR initiatives that foster social partnership, 
and generally contribute to the community well-being (Industry Canada, 2012). At the same time, many of the same 
forms of CSR that provide social value also provide emotional and epistemic value.  
 
Functional value is conceptualized utility acquire from attributes such as price, durability and reliability (Sheth et al., 
1991). Sweeney and Soutar (2001) break functional or utilitarian value into two dimensions: quality value and price 
value. Such attributes can be explained as the actual benefit which the consumer receives from the CSR activities. 
While researchers claim the limited link between CSR and functional value for consumers, previous research 
indicates consumers directly benefit from more traditional forms of CSR (e.g. recycling) (Green & Peloza, 2011). 
For example, professional sport organizations’ CSR initiatives that include recycling night and long-term 
environmental initiatives (Babiak & Trendafilova, 2011) may benefit consumers. Similarly, professional teams’ 
investment on building assets for the community, sports venue, and mega-events can be a significant economic 
value for local consumers. The proposed framework will provide a general scope on how professional sports 
organization CSR initiatives could interrelate with the five distinct value dimensions of customers’ perception of 
value.  
Implications  
 
The conceptualized multidimensional approach revealed the various aspects of CSR initiatives, such as 
communication, environmental protection, diversity, and inclusion are reflective of consumers’ social, functional and 
emotional value perceptions. As such, sport marketers can better position CSR services to align consumers’ interest 
with organizations’ competitive strategies. Therefore, understanding the effects of CSR on consumers perceived 
value should be a priority for sport marketers and practitioners because consumers’ evaluation of CSR can influence 
their purchase decisions, satisfaction, and loyalty along with explaining the long term success of the business. 
 


