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Research on CSR has largely focused on the effects of companies' CSR actions on their performance or business value creation, but obtains contrasting results due to understudied mediating effects, i.e. indirect relationships between CSR and company performance. Consequently, the present study examines the direct, but also indirect, links between a company's perceived CSR, following a CSR communication, by introducing variables more specifically related to the social value the firm can deliver, upstream of its business value.

Using a sample of 414 consumers, results of structural equation modeling show the direct and indirect ways in which a brand's perceived CSR, following exposure to a CSR communication, can improve its market value in terms of behavioral intentions. It also underscores that the perceived CSR of a brand increases the social value of this brand by encouraging consumers to adopt sustainable behaviors in order to increase their well-being.

Introduction

Most companies carry out responsible actions and communicate about these actions in order to raise their profile with consumers and improve their perceived Corporate Social Responsibility (CSR) (e.g., [START_REF] Du | Maximizing business returns to Corporate Social Responsibility (CSR): The Role of CSR communication[END_REF][START_REF] Lee | What makes CSR communication lead to CSR participation? Testing the mediating effects of CSR associations, CSR credibility, and organization -public relationships[END_REF]. By doing this, they want to position themselves as responsible companies in the minds of these consumers, to differentiate themselves from their competitors (e.g., Chakrabory and Jha, 2019;[START_REF] Melé | Influence of sustainability practices and green image on the re-visit intention of small and medium-size towns[END_REF], and to encourage consumers to behave favorably toward them (via purchases/repurchases and word-of-mouth behavior) (e.g., [START_REF] Elg | CSR: Retailer activities vs consumer buying decisions[END_REF][START_REF] Aramburu | The effects of corporate social responsibility on customer loyalty: The mediating effect of reputation in cooperative banks versus commercial banks in Basque country[END_REF][START_REF] Latif | Corporate Social Responsibility (CSR) and customer loyalty in the hotel industry: A cross-country study[END_REF]. CSR communication is indeed an effective and relevant marketing tool for firms (e.g., [START_REF] Hsu | The advertising effects of corporate social responsibility on corporate reputation and brand equity: Evidence from the life insurance industry in Taiwan[END_REF][START_REF] Chakraborty | Corporate social responsibility in marketing: A review of the state-of-the-art literature[END_REF]. Some companies also prompt consumers to engage in more responsible practices [START_REF] White | How to SHIFT consumer behaviors to be more sustainable: A literature review and guiding framework[END_REF]. CSR can increase not only the business value but also the social value of a company [START_REF] Dang | Retailer corporate social responsibility and consumer citizenship behavior: The mediating roles of perceived consumer effectiveness and consumer trust[END_REF]. However, research on CSR has largely focused on the effects of companies' CSR actions on their business value or corporate performance (e.g., reputation, brand equity, sales, through consumer recruitment, trust, and loyalty ...). Scant research has focused on how a company's CSR actions generate social value (e.g., raising public awareness of social or environmental issues, facilitating behavioral changes beneficial to individuals and society in general …), upstream of its business value [START_REF] Lee | What makes CSR communication lead to CSR participation? Testing the mediating effects of CSR associations, CSR credibility, and organization -public relationships[END_REF][START_REF] Dang | Retailer corporate social responsibility and consumer citizenship behavior: The mediating roles of perceived consumer effectiveness and consumer trust[END_REF].

Moreover, research on CSR obtained contrasting results [START_REF] Ailawadi | Does retailer CSR enhance behavioral loyalty? A case for benefit segmentation[END_REF][START_REF] Anser | Moderating effect of innovation on corporate social responsibility and firm performance in realm of sustainable development[END_REF]. While some studies found that CSR positively influences corporate performance (e.g., [START_REF] Surroca | Corporate responsibility and financial performance: The role of intangible resources[END_REF][START_REF] Saeidi | How does corporate social responsibility contribute to firm financial performance? The mediating role of competitive advantage, reputation, and customer satisfaction[END_REF], others found that CSR may damage a company's business value (e.g., Lima Crisóstomo et al., 2011;[START_REF] Orlitzky | Strategic corporate social responsibility and environmental sustainability[END_REF]. Thus, managers and researchers are not fully convinced of the relationships between CSR and corporate performance (e.g., [START_REF] Miller | CSR reputation and firm performance: A dynamic approach[END_REF][START_REF] Muflih | The link between corporate social responsibility and customer loyalty: Empirical evidence from the Islamic banking industry[END_REF][START_REF] Swaen | Impact of customers' perceptions regarding corporate social responsibility and irresponsibility in the grocery retailing industry: The role of corporate reputation[END_REF]. Some scholars maintain that these inconsistent findings may be due to mediating effects, i.e. indirect relationships between CSR and company performance, which have been ignored by prior studies [START_REF] Saeidi | How does corporate social responsibility contribute to firm financial performance? The mediating role of competitive advantage, reputation, and customer satisfaction[END_REF][START_REF] Dang | Retailer corporate social responsibility and consumer citizenship behavior: The mediating roles of perceived consumer effectiveness and consumer trust[END_REF][START_REF] Wang | Corporate social responsibility on customer behaviour: The mediating role of corporate image and customer satisfaction[END_REF]. Therefore, several researchers recommend investigating the mediating mechanisms between a company's CSR and its outcomes [START_REF] Saeidi | How does corporate social responsibility contribute to firm financial performance? The mediating role of competitive advantage, reputation, and customer satisfaction[END_REF][START_REF] Dang | Retailer corporate social responsibility and consumer citizenship behavior: The mediating roles of perceived consumer effectiveness and consumer trust[END_REF][START_REF] Wang | Corporate social responsibility on customer behaviour: The mediating role of corporate image and customer satisfaction[END_REF].

Given the abovementioned research gaps, the objective of this study is to examine the direct and indirect links between a company's perceived CSR, following a CSR communication, and the business value generated. It also introduces variables related to the social value the firm can deliver. According to [START_REF] Lee | What makes CSR communication lead to CSR participation? Testing the mediating effects of CSR associations, CSR credibility, and organization -public relationships[END_REF], business value will be measured in this research by consumers' behavioral intentions (i.e., to purchase and to recommend) and social value by consumers' sustainable behaviour and well-being.

Research model and hypotheses

We draw on four major theories to develop our research hypotheses and model: signaling theory (Spence, 2002), advertising effectiveness [START_REF] Mackenzie | An empirical examination of the structural antecedents of attitude towards the ad in an advertising pretesting context[END_REF], social identity theory [START_REF] Tajfel | The social identity theory of intergroup behavior[END_REF] and the SHIFT framework [START_REF] White | How to SHIFT consumer behaviors to be more sustainable: A literature review and guiding framework[END_REF].

The research model proposed (Fig. 1) posits the effectiveness of a grocery brand's CSR communication in influencing consumers to purchase and recommend that brand's products. It then postulates the direct and indirect ways in which a grocery brand's perceived CSR, following exposure to CSR communication, can improve consumers' behavioral intentions. It also assumes that the perceived CSR of a grocery brand also increases the social value of this brand by encouraging consumers to adopt sustainable behaviors to increase their well-being. 

Methodology

Within a panel of alumni from one of the authors' institutions, 414 consumers participated in our study. These consumers answered an on-line questionnaire after reading an explicit CSR communication [START_REF] Morsing | The 'catch 22' of communicating CSR: Findings from a Danish study[END_REF], a printed advertisement for a water brand sold in grocery stores, published in the national press. [START_REF] Zeithaml | The behavioral consequences of service quality[END_REF]. Consumers' well-being (WB) was measured by three items inspired by the work of [START_REF] Guevarra | To have in order to do: Exploring the effects of consuming experiential products on well-being[END_REF]. For these six measurement scales, consumers were asked to specify their degree of agreement or disagreement with each item (or level of probability for purchasing intention) on a six-point Likert scale ranging from "disagree completely" to "agree completely" (or "very unlikely" to "very likely").

Results

Partial least squares structural equation modelling (PLS-SEM) with a bootstrap method with 5,000 replications has been used to analyse the data. First, this research shows (Fig. 2) that the attitude toward CSR communication has a significant positive influence on consumers' sustainable behavior (Path Coefficient (PC)=0.356; p<0.01), their attitude toward the grocery brand (PC=0.436; p<0.01)) and the perceived CSR of the grocery brand (PC=0.456; p<0.01). Hypotheses H7, H2 and H1 are therefore supported by our data. This research validates and extends previous work in the field of advertising effectiveness to CSR communication [START_REF] Mackenzie | An empirical examination of the structural antecedents of attitude towards the ad in an advertising pretesting context[END_REF]. Further, it empirically confirms recent work by [START_REF] Zhao | Perception of corporate hypocrisy in china: The roles of corporate social responsibility implementation and communication[END_REF] who, within the framework of signaling theory (Spence, 2002), had postulated that consumers' reception of a company's CSR communication would have a positive impact on their perceptions of its CSR.

The perceived CSR of a grocery brand has a significant positive influence on the attitude toward this brand (PC=0.291; p< 0.01) and on consumers' behavioral intentions toward it (PC=0.158; p< 0.01). Hypotheses H4 and H5 are therefore affirmed. Attitude toward the grocery brand also has a significant positive influence on behavioral intentions toward this brand (PC=0.558; p<0.01). Hypothesis H3 is also supported. Attitude toward the grocery brand is therefore a partial mediator of the relationship between perceived grocery brand CSR and behavioral intentions toward this brand. Perceived grocery brand CSR also has a significant positive influence on consumers' sustainable behavior (PC=0.144; p<0.01). H6 is therefore supported by our data. This research thus confirms previous studies that have shown, based on social identity theory [START_REF] Tajfel | The social identity theory of intergroup behavior[END_REF], that a company adopting responsible practices may improve consumers' perceptions and increase firm profitability [START_REF] Luo | Corporate social responsibility, customer satisfaction, and market value[END_REF][START_REF] Olsen | Green claims and message frames: How green new products change brand attitude[END_REF]. It also empirically validates the previously suggested link between a firm's perceived CSR and consumers' SCB [START_REF] Durif | Socially responsible consumers: Profile and implications for marketing strategy[END_REF][START_REF] Iglesias | Co-creation: A key link between corporate social responsibility, customer trust, and customer loyalty[END_REF][START_REF] Dang | Retailer corporate social responsibility and consumer citizenship behavior: The mediating roles of perceived consumer effectiveness and consumer trust[END_REF].

Finally, consumers' sustainable behavior has a significant positive impact on their well-being (PC=0.388; p<0.01), which in turn influences their behavioral intentions (PC=0.154; p<0.01). Hypotheses H8 and H9 are therefore supported. Consumers' sustainable behavior and well-being therefore partially mediate the relationship between perceived grocery brand CSR and consumers' behavioral intentions toward this brand. The model proposed and tested explains 46.1% of the variance in consumers' behavioral intentions toward the grocery brand. This research thus empirically confirms, as suggested by the SHIFT framework [START_REF] White | How to SHIFT consumer behaviors to be more sustainable: A literature review and guiding framework[END_REF], that prompts can positively affect sustainable behaviors and that these sustainable behaviors may improve consumers' well-being (e.g., [START_REF] Dunn | If money doesn't make you happy, then you probably aren't spending it right[END_REF][START_REF] Minton | Greening up because the god: The relations among religion, sustainable consumption, and subjective well-being[END_REF]. 

Path

Conclusion

There is currently a debate in the literature about whether or not CSR directly influences consumers' behavioral intentions. Some research concludes that there is a direct link between these two variables (e.g., [START_REF] Anselmsson | Corporate social responsibility and the positioning of grocery brands: An exploratory study of retailer and manufacturer brands at point of purchase[END_REF][START_REF] Stanaland | Consumer perceptions of the antecedents and consequences of corporate social responsibility[END_REF][START_REF] Dang | Retailer corporate social responsibility and consumer citizenship behavior: The mediating roles of perceived consumer effectiveness and consumer trust[END_REF], but other studies find that this direct link is non-significant (e.g. [START_REF] Lombart | A study of the impact of corporate social responsibility and price image on retailer personality and consumers' reactions (satisfaction, trust and loyalty to the retailer)[END_REF][START_REF] Öberseder | Consumers' perceptions of corporate social responsibility: Scale development and validation[END_REF][START_REF] Wang | Corporate social responsibility on customer behaviour: The mediating role of corporate image and customer satisfaction[END_REF]. Several researchers have suggested that this link may be mediated by other variables, and called for future investigations of these relationships [START_REF] Saeidi | How does corporate social responsibility contribute to firm financial performance? The mediating role of competitive advantage, reputation, and customer satisfaction[END_REF][START_REF] Dang | Retailer corporate social responsibility and consumer citizenship behavior: The mediating roles of perceived consumer effectiveness and consumer trust[END_REF][START_REF] Wang | Corporate social responsibility on customer behaviour: The mediating role of corporate image and customer satisfaction[END_REF].

The present study enriches this debate by showing the existence of both direct and indirect links between perceived CSR, following exposure to a CSR communication, sustainable consumer behavior and consumer behavioral intentions. It thus responds to the current calls for additional research to shed light on mediating effects [START_REF] Saeidi | How does corporate social responsibility contribute to firm financial performance? The mediating role of competitive advantage, reputation, and customer satisfaction[END_REF][START_REF] Dang | Retailer corporate social responsibility and consumer citizenship behavior: The mediating roles of perceived consumer effectiveness and consumer trust[END_REF][START_REF] Wang | Corporate social responsibility on customer behaviour: The mediating role of corporate image and customer satisfaction[END_REF] between a grocery brand's perceived CSR and its business value but also social value [START_REF] Lee | What makes CSR communication lead to CSR participation? Testing the mediating effects of CSR associations, CSR credibility, and organization -public relationships[END_REF][START_REF] Dang | Retailer corporate social responsibility and consumer citizenship behavior: The mediating roles of perceived consumer effectiveness and consumer trust[END_REF]. To do so, it drew on and unified within one integrating model different theories in the field of marketing: advertising effectiveness (Mac-Kenzie and Lutz, 1989), signaling theory (Spence, 2002), social identity theory [START_REF] Tajfel | The social identity theory of intergroup behavior[END_REF] and the SHIFT framework [START_REF] White | How to SHIFT consumer behaviors to be more sustainable: A literature review and guiding framework[END_REF].

This research also shows that the attitude toward a grocery brand's CSR communication is pertinent because it reinforces both the image of the grocery brand as responsible and its positive evaluation by consumers, captured in this research through the attitude toward the grocery brand. Moreover, exposure to CSR communication, via the attitude it generates, allows consumers to adopt sustainable behaviors, notably recycling, and thus indirectly increases their well-being.

However, this research has limitations that provide avenues for future research. Different grocery brands and products could be studied to increase external validity: other water brands or other consumer products (national brands or private labels). Other business (satisfaction, trust, etc.) or social (consumer citizenship, etc.) outcomes could also be integrated into the model. Future experimental research could also disentangle the different components of CSR communication to determine those that most influence the perception of the brand's CSR and consumers' sustainable behavior. Finally, actions other than recycling could be examined, such as local consumption, animal protection, composting or environmental protection in the broad sense.
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