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This stud% examined features of consumers® perceptions of social problems,
and clarified the mechanisms of their pro-social behavior. It was found that consumers® pro-social
behavior is determined by social involvement, perceived consumer effectiveness, perceived cost,
perceived benefit, perceived behavioral control and subjective norm. Furthermore, indirect
reciprocity, such as reputations gained from the reference group, has strong effects in accelerating

consumers® pro-social behavior. We also discussed how to apply these findings to brand marketing
and corporate social responsible activities.
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