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This study focused on revealing the effects of corporate social responsibility (CSR) activity's
altruistic motive inference on organization-public relationship (OPR], reputation, and
communication intention. Based on nonrandom quota sampling method by gender, age, and
region, participants in the panel pool were sampled. The results showed that respondents
engaged in inferencing process of why corporations conduct CSR activities when people
perceive CSR activities. The more people perceive an altruistic motive, the more they think they
have good relationships with the corporation. Also, the more people perceive an altruistic
motive, the more they think the corporation has a good reputation. However, there was a
different function of OPR and reputation on communication intentions. The more people
perceive a good OPR, the more people intend to communication with others to convey good,
bad, and silent messages. But, the more people perceive a good reputation of the company, the

less people intend to communicate with others to convey bad and silent messages.
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