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Abstract

Purpose — The objective of this study is to investigate the differential impact of gain versus loss message framing
on the effectiveness of corporate social responsibility (CSR) communications in eliciting online brand engagement
within the hospitality industry. Furthermore, this research aims to examine the extent to which evoked happiness
and message credibility mediate the relationship between CSR message framing and online brand engagement,
as these mediating factors have not been thoroughly examined in the existing academic literature.
Design/methodology/approach — This study utilizes a between-subjects experimental design to test an
integrative research framework, which is grounded in message framing theory and the elaboration likelihood
model (ELM), in order to examine the interrelationships among the various constructs of the study within a
coffee shop context on Facebook.

Findings — The findings of this study indicate that gain framing is a more powerful predictor of online brand
engagement than loss framing. A mediation analysis supports the assertion that the effects of CSR framing
communications on online brand engagement are mediated by evoked happiness and message credibility.
Specifically, when the CSR message was framed in a positive (gain) manner, it was perceived as more credible
and evoked more happiness, leading to increased online brand engagement. Additionally, the study’s results
provide empirical evidence for the notion that the happiness elicited by brand messages enhances their
credibility, leading to further online brand engagement.

Originality/value — This research makes a novel contribution to the literature by investigating the distinct
effects of message framing on online brand advocacy and examining the complex interrelationships that
modulate consumer engagement within the context of the hospitality industry.
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1. Introduction
The concept of corporate social responsibility (CSR) denotes a company’s commitment to
fulfilling its social obligations. It has been shown to impact corporate image (Brown and
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