Web Appendix A

Supplementary files – Scenarios used in the research

Study 1:

[bookmark: OLE_LINK1][bookmark: OLE_LINK2]CSR brand positioning:

“BRAVE is a famous sports equipment brand that operates worldwide. BRAVE takes social and environmental responsibility very seriously. It cares about more than just making money: BRAVE believes it has a responsibility to consider the impact of its activities on the environment in all the decisions it makes.”

Performance brand positioning 

“BRAVE is a famous sports equipment brand that operates worldwide. BRAVE takes product performance and customers’ comfort very seriously. Its ambition is to offer its customers the best technology. BRAVE is well known for introducing a series of innovations to improve the performance and comfort of its products.”

Environmental crisis with company response:

“Several environmental associations have accused BRAVE of not controlling the release of toxic pollutants in its supply chain, at different stages of manufacturing. The associations have published a report that demonstrates how, at different production stages, factories producing BRAVE-branded products release pollutants that exceed the limits imposed by environmental law. The report examines several cases of environmental contamination in developing countries caused by the release of toxic substances in wastewater. Manufacturing plants owned by BRAVE, or that produce running shoes and garments for the brand, were the cause of the contamination.”

Reactive CSR:

[bookmark: OLE_LINK3][bookmark: OLE_LINK4]After being accused of serious environmental pollution damage, BRAVE has replied by issuing the following statement: “BRAVE has decided to promote new projects to implement sustainable production processes and protect the environment in the countries in which we have manufacturing operations. We take social and environmental responsibility very seriously. For this reason, and to repair the damage caused, we have just launched new sustainability initiatives to reduce environmental pollution and we have launched a clean-up campaign to reclaim contaminated areas in many developing countries.”

Apology:

After being accused of serious environmental pollution damage, BRAVE has replied by issuing an apology: “BRAVE sincerely apologizes for the harm caused. BRAVE takes social and environmental responsibility very seriously. For this reason, we are very sorry for the environmental contamination our production has caused and we guarantee our efforts to avoid similar events happening again.”

Study 2: 

CSR brand positioning:

-BRAND CSR LOGO-

“Exploration without compromise. Brand CSR works to create the best equipment possible by minimizing the impact we have on the places we love to explore. 


Performance positioning 

-BRAND PERFORMANCE LOGO-


“We produce high quality clothes for outdoor enthusiasts. In its essence, Brand Performance is a celebration of spirit and performance in all situations”

Environmental crisis with company response:

[bookmark: OLE_LINK5][bookmark: OLE_LINK6]“Several environmental associations have accused Brand CSR/Brand Performance of not controlling the release of toxic pollutants in its supply chain, at different stages of manufacturing. The associations have published a report that demonstrates how, at different production stages, factories producing Brand CSR/Brand Performance branded products released pollutants that exceeded the limits imposed by environmental law. The report examines several cases of environmental contamination in developing countries caused by the release of toxic substances in wastewater. Manufacturing plants owned by Brand CSR/Brand Performance, or that produce sports shoes and garments for the brand, were the cause of the contamination.”

Reactive CSR:

After being accused of serious environmental pollution damage, Brand CSR/Brand Performance has replied by issuing the following statement: “Brand CSR/Brand Performance has decided to promote new projects to improve sustainable production process and protect the environment in the countries in which it has manufacturing operations. We take social and environmental responsibility very seriously. For this reason and to repair the damage caused, we have launched new sustainability initiatives to reduce environmental pollution and we have launched a clean-up campaign to reclaim contaminated areas in many developing countries”

Apology:

After being accused of serious environmental pollution damage, Brand CSR/Brand Performance has replied by issuing an apology: “Brand CSR/Brand Performance sincerely apologizes for the harm caused. Brand CSR/Brand Performance takes social and environmental responsibility very seriously. For this reason, we are very sorry for the environmental contamination our production has caused and we guarantee our efforts to avoid similar events happening again.”





Study 3:

CSR brand positioning:

“KROMO is a famous apparel brand that operates worldwide. KROMO takes social and environmental responsibility very seriously. It cares about more than just making money: KROMO believes it has a responsibility to consider the impact of its activities on the environment in all the decisions it makes.”

Performance brand positioning 

“KROMO is a famous apparel brand takes product performance and customers’ comfort very seriously. Its ambition is to offer its customers the best technology. KROMO is well known for introducing a series of innovations to improve the performance and comfort of its products.”

Labor exploitation crisis with company response:

“Recently, the well-known clothing brand KROMO was accused by the International Labor Rights Commission of severe labor exploitation in its factories in Southeast Asia. The commission's report revealed the poor conditions in which KROMO's workers are forced to work, often without regular employment contracts, for a number of hours significantly exceeding those allowed by law, and in hygiene conditions often below the required standards.”

Reactive CSR:

After being accused of severe labor exploitation, KROMO has replied by issuing the following statement: “KROMO has decided to engage actively by supporting humanitarian associations that promote the protection of workers’ rights in Southeast Asia. KROMO has also decided to launch humanitarian projects to ensure economic and social development based on fair and sustainable working conditions in developing countries”.

Apology:

After being accused of severe labor exploitation, KROMO has replied by issuing an apology: “KROMO sincerely apologizes for the damage caused to the employees of our factories in Southeast Asia. KROMO takes the protection of its workers very seriously, and for this reason, we are truly sorry for the inconveniences the workers have experienced. We are making every effort to prevent similar situations from occurring again”.



Web Appendix B

Scale measurement assessment

	Constructs
	Study 1
	Study 2
	Study 3

	Brand benevolence (1= Strongly disagree; 7= Strongly agree)
Based on Xie and Peng, 2009
	CR= .83, AVE= .91
	CR= .92, AVE= .94.
	CR= .89, AVE= .92.

	
	Factor Loading

	Judging from the corporate response, I believe the company has a great deal of benevolence.
	.96
	.87
	.84

	Judging from the corporate response, I am confident that the company will respond constructively and with care.
	.97
	.95
	.87

	Judging from the corporate response, I rely on the company to favor the customer’s best interest.
	.89
	.98
	.93

	This company is concerned about consumers
	.91
	.89
	.82

	Intention to forgive (1= Strongly disagree; 7= Strongly agree)
Based on Xie and Peng, 2009
	CR= .89, AVE= .82
	CR= .89, AVE= .97.
	CR= .92, AVE= .87.

	
	Factor Loading

	Given [company name]’s response, I will condemn it. 
	.88
	.83
	.84

	Given [company name]’s response, I will forgive it.
	.94
	.98
	.96

	Given [company name]’s response, I let go of the resentment I feel towards it.
	.89
	.96
	.87

	Given [company name]’s response, I let go the negative feelings I had against it.
	.99
	.73
	.83

	Purchase intention (1= Strongly disagree; 7= Strongly agree)
Based on Groza et al., 2011
	CR= .85, AVE= .88
	CR= .91, AVE= .95.
	CR= .93, AVE= .89.

	
	Factor Loading

	It's very likely that I will buy the products/services of [company name] in the future.
	.88
	.87
	.82

	I would buy the products/services of [company name] next time.
	.78
	.89
	.86

	If I were going to purchase sporting goods I would consider buying from [company name].
	.89
	.96
	.89

	Negative word of mouth (1= Strongly disagree; 7= Strongly agree)
Based on Baghi and Antonetti, 2021
	CR= .97, AVE= .88
	CR= .85, AVE= .91.
	CR= .83, AVE= .92.

	
	Factor Loading

	I would be likely to complain about [company name] to other people. 
	.88
	.83
	.86

	I would be likely to bad-mouth [company name] to other people.
	.89
	.92
	.93

	I would be likely to say negative things about [company name] to people I know.
	.91
	.72
	.82



We estimated Composite Reliability (CR) and Average Variance Extracted (AVE) to assess the reliability validity of all the scales above running a Confirmatory Factor Analysis (CFA) using SmartPLS (version 24). Sample size: Study 1 = 300, Study 2 = 280, Study 3 = 200












Web Appendix C
Study 2 - Pre-test: 
[bookmark: _GoBack]A sample of 100 Italian consumers evaluated a list of four real outdoor brands in terms of awareness (three items on 7-point Likert scale, Aaker, 1996), brand quality (three items on 7-point Likert scale, Aaker, 1996), perceived positioning on products, and perceived positioning on sustainability (i.e., the same items as Study 1). The sample included 58% female, and different age groups: 30% were 18-24 years old, 50.5% were 25-34 years old and 10% were 35-44 years old. We selected Brand CSR and Brand Performance as perceptions of brand positioning differed significantly between these brands. This applies both to the items measuring the positioning on sustainability (MBrand CSR = 5.55 vs. MBrand Performance = 4.02; t (2, 100) = 2.28; p < .01) and to the items assessing the positioning on performance (M Brand CSR = 4.04 vs. MBrand Performance = 5.61; t (1, 100) = 5.15; p < .01). Ratings of brand awareness (MBrand CSR = 4.51 vs MBrand Performance = 4.14; t (1, 100) = 1.25; p > .05), perceived brand quality (MBrand CSR = 5.21 vs MBrand Performance = 5.08; t (1, 100) = 0.73; p > .05) and brand attitude (MBrand CSR = 5.03 vs MBrand Performance = 5.08; t (1, 280) = 0.72; p > .05) between the two brands were comparable.
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