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ABSTRACT

EffectsofCSRontheCustomers'Loyalty:

TheMediatingRoleofGratitude,Trust,andSatisfaction

ByLeszekMoniuszko

Advisor:Prof.ParkJong-ChulPh.D.

DepartmentofBusinessAdministration,

GraduateSchoolofChosunUniversity

Thepresentstudyaimstodevelopamorerefinedunderstandingofthe

linkbetweencorporatesocialresponsibility(CSR)andconsumers'loyaltyby

considering the role ofconsumer gratitude,trustand satisfaction as a

mediatoroftheCSR-consumers'loyaltylink.Towardthisend,itproposes

andtestsamodelofcorporatesocialresponsibilitythatspecifieshypothesized

relationships (1) CSR initiatives as independent variables,(2) consumer

gratitude,trustandsatisfactionasmediatingvariables,and(3)consumers'

loyalty as the dependentvariable.Empiricalanalysis based on the data

collectedfrom 374SouthKoreanconsumersconfirmstheexistenceofpositive

andsignificanteffectsofCSRinitiativesonconsumers'loyalty.Similarly,we

observeddirect,positiveandsignificanteffectsofCSR actionsonconsumer

gratitudeandsatisfaction,aswellasanindirectimpactsonconsumertrust.

Hereby,thoseeffectsarefoundtomediatethecorerelationshiphypothesized

inthisresearch.Thestudyconcludeswiththemainmanagerialimplications,

limitationsandpossibilitiesforfutureresearch.
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국문초록

기업의 사회공헌활동이 고객충성도에 미치는 영향:

고마움,신뢰,만족의 매개역할

ByLeszekMoniuszko

지도교수:박종철

경영학과 마케팅

조선대학교 대학원

본 연구는 기업의 사회공헌활동이 고객충성도에 미치는 관계에 있어서 심리

적 메커니즘을 고찰하기 위해서 수행되었다.기업의 사회공헌활동과 관련된 연구

들은 최근 마케팅 환경에서 중요한 주제로 인식되고 있다.이에 따라 기존 연구

를 토대로 기업의 사회공헌활동이 유발하는 심리적 메커니즘으로 본 연구에서는

기업의 사회공헌활동에 대한 고마움,기업에 대한 신뢰,그리고 해당 기업에 대

한 만족도를 매개요인으로 제시하고자 한다.

구체적인 결과는 다음과 같다.먼저,기업의 사회공헌활동은 소비자들로 하여

금 기업에 대한 고마움을 유발시키는 것으로 나타났다.또한,기업의 사회공헌활

동은 만족도에도 긍정적인 영향을 미치는 것으로 나타났다.그러나 기업의 사회

공헌활동이 신뢰형성에는 직접적인 영향을 미치지 않고,고마움과 만족도를 통해

서 신뢰를 형성시키는 것으로 나타났다.그리고 고마움과,신뢰,나아가 만족도는

고객들로 하여금 기업에 대한 몰입도를 증가시키는 것으로 나타났다.끝으로 몰

입도는 고객충성도 형성에 긍정적인 영향을 미치는 것으로 나타났다.결과적으로

본 연구는 기업의 사회공헌활동이 고객충성도에 영향을 미치는데 있어서 고마움,

기업에 대한 신뢰,그리고 만족도와 몰입도의 매개역할을 제시해주고 있다.
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Chapter1Introduction

Severalyearsagoresearcherssuggestedthatthemaingoalofafirm was

toattractconsumers.Nowadaysthemarkethasbecomesocompetitivethat

theideahasevolved,andresearchersnow believethatthemainobjectiveof

thefirm istocaptureandretainconsumers.Todothiscompaniesmustseek

waysofretainingconsumerswiththem foralongperiodoftime(Booraand

Singh,2011).Recently,practitionersandacademicshavepaidmoreattention

to the antecedents and effects of corporate socialresponsibility (CSR;

McWilliams etal.,2006).An increasing numberofstudies indicate that

companies CSR activities affectvarious stakeholders’perceptions ofand

reactionstothosecompanies(ValentineandFleischman,2008).Forexample,

thegrowingbodyofresearchhasshownthatCSR haspositivelyaffected

emotionalattachmentbetween consumersand firmsaswellasconsumer

satisfaction(CarrollandAhuvia2006;LuoandBhattacharya,2006;Senand

Bhattacharya,2001).The mounting importance of CSR in practice has

motivated researchersto provethatsocialresponsibility programshavea

significantand directimpacton various consumer-related outcomes.For

example,some studiesindicatethatthefeeling ofmaking a difference in

issuesrelated tosociety and theenvironmentthrough purchasebehaviors

createspositiveattitudesforalongerperiodoftimeandatthesametime

encourage consumerloyalty (Bhattacharya and Sen,2004;Adiwijaya and

Fauzan,2012).

In2001theEuropeanCommissionpublishedaGreenPaperwhichdefined

Corporate SocialResponsibility as “a conceptwhereby companies decide

voluntarilytocontributetoabettersocietyandacleanerenvironment.”Since

thenCSRhasrisensharplyasacorporatepriority.Constantglobalizationand

changesintheworld'seconomicenvironmentprovidescompanieswithmany

new challenges.Thiswaytheyareawarethatcorporatesocialresponsibility
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may bring directeconomicadvantages.Even thoughthemain focusofa

company shouldbemaking profits,itcan simultaneously involveitselfin

socialandenvironmentalactivitiesandinthiswayimplementcorporatesocial

responsibilityintoitscentralbusinessstrategy,managementandperformance

(CommissionoftheEuropeanCommunities,2001).According toKanjiand

Chopra (2010)corporate socialresponsibility is conducting business that

implementssociallyresponsibleactionsthrough:(1)ethicalemploymentand

labormanners,(2)creation oflocalcommunities and contactwith those

communitiesthatmaybeinfluencedbythecompanies'policiesandproducts,

(3)investmentinsocialinfrastructure,(4)contributiontotheenvironment,

and(5)contributiontogeneraleconomicdevelopment.

Philanthropicresponsibilitiesareeasytofindespeciallyinourcommunity.

Firms exercise theirphilanthropic responsibility by contributing corporate

money,employeetime,andfacilitiesforhumanitarian programsorcauses.

Theseactivitiesarevoluntaryandnotexpectedinanethicalsense,however,

society expects good corporatecitizens to be involved in thesealtruistic

activitiesasawayofgivingbacktosociety.WilliamsandBarrett’s(2000)

analysisofthe‘FortuneCorporateReputationsSurvey’datashowedthata

company’sphilanthropicactivitieshadapositiveeffectonitsreputation.A

similarresultwasobtainedfrom ‘Britain’smostadmiredcompaniessurvey’

data(Brammer& Millington,2005)– afirm’sphilanthropicexpenditurehad

apositiverelationshipwithitsreputation.Pastmarketingstudiesshow that

corporate philanthropicactivitiesenhanceconsumers’attitudestoward that

corporation(Menon& Kahn,2003;Webb& Mohr,1998;Yoonetal.,2006).

Many studies and literature on corporate socialresponsibility describe

consumers'interestsinsocialinitiativesofcompaniesandtheirimpacton

makingpurchasedecisions.A majorityofresearchersexpectthatcompanies

with areputation ofbeing socially responsiblewillscorebetteron their

overallperformance.Atthesametime,companiesthatdonotobeysocial

responsibilities may meet consumer antipathy. Additionally, consumers
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themselves declare thattheirperception ofCSR initiatives have a huge

influenceontheirpurchasingbehavior(Smith,2003).

PreviousstudiesdidnotconsiderthefactthatCSRactivitiesarecausing

variouscognitiveresponses(i.e.trust)andemotionalresponses(i.e.gratitude)

betweencorporatesocialresponsibility(CSR)andconsumerloyalty.

Thus,thepresentstudystrivestodeveloparefinedunderstandingofthe

linkbetweencorporatesocialresponsibility(CSR)andconsumerloyaltyby

consideringtheCSRinitiativesandtheroleofconsumergratitude,trust,and

satisfactionasamediatoroftheCSR-consumerloyaltylink.
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Chapter2TheoreticalBackgroundand

HypothesesDevelopment

1.CorporateSocialResponsibility

Inthepast,ithasbeen shownthatcompaniesfocusedon theirprofit

maximization,heartlesscompetition,alackofethicsinproductmanufacturing

or employees rights.However,nowadays,it has been recognized that

organizationsshouldcareaboutmorethan justfinancialprofitsandother

gains.They should pay more attention to theirstakeholders:employees,

investors,communityandespeciallyconsumers.Therefore,manycompanies

trytoexpresstheirbusinesspracticesasonethatshowsmoralandethical

grounding related to society.This brings the idea of corporate social

responsibility (CSR) (Kolstad, 2007). Using Carroll’s conceptual work,

MaignanandFerrell(2000)definedCSR as“theextenttowhichbusinesses

meettheeconomic,legal,ethical,anddiscretionaryresponsibilitiesimposedon

them bytheirvariousstakeholders”(p.284).MaignanandFerrell’sdefinition

complieswiththeconceptthatCSR iscorporateperformanceresponsiveto

society’swantsandexpectations.

CSR then isan inherentpartofa company'sorganizationalstructure

wherebyitcontributestothesocietyinthefieldsofeconomics,environment,

ethics and socialinvestment.By measuring and managing those fields

companiesmaycreatepositiveinfluenceonbothsocietyandthecompany

itself.Withinafew decadesCSR becameacrucialtoolforpromotingand

shapingorganizations'images.GoodCSR isacompany'swayofgivingto

the society through environmental protection and charitable activities;

meanwhilecreatingitsownprofits(KanjiandChopra,2010).
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Branco and Rodrigues (2006)suggestin their research thatCSR is

connected with many composite issues such as human resources,

communicationwithlocalcommunities,relationswithstakeholdersaswellas

friendly and safework place(Brancoand Rodrigues,2006).According to

otherresearchersCSR may beconsidered asaconceptoftwocases:a

normative case and a business case. A normative case describes the

motivationofthefirm tomakeapositivechange,whilethebusinesscase

concentratesonmaximizingthebreadthofinterest.Thenormativecasestates

thatthecompanyshouldinvolveitselfwithsocietybecauseitisthemoral

thingtodo.Ontheotherhandthebusinesscaseissupposedtoanswerthe

question of how to perform business operations considering social

responsibility(Smith,2003).

Corporate Social Responsibility has influenced the strategies and

managementofmanycompaniesacrosstheworld,althoughmuchattention

wasnotputonthelinkbetweenCSR andmarketingstrategymanagement.

TheinfluenceofCSR actionsonrelationshipswithconsumersandvarious

stakeholders are importantfor optimization ofa company's performance

(PiercyandLane,2009).Moreover,thefactthatbusinesseshavestartedto

useCSR widelyasabusinesspracticehasbecomemoreclear.Withregard

toCSR beingusuallydescribedasanimportantfactorinbusiness,society

andgovernmentrelationships,thereisstillalottodiscoverinregardstoits

connectionswithmarketingstrategy.CSR initiativesshouldbeconnectedto

their influence on consumers’behavior.As a matter offact,cases of

corporatesocialresponsibility,ethicsandmoralityoforganizations'actions

havebecomeacoreelementin theexplanationofconsumerrelationships,

consumer perception and understanding of a company.Although recent

studiesexploremanyCSR relatedissues,thereisabiggapinthetheory

andpracticeofmarketingrelatedstudies(Maignanetal.,2005).

Earlierresearchhasconcentratedonconsumers'generalresponsestoCSR

(NanandHeo,2007;Kim,2011;Becker-Olsenetal.,2006).MeloandGalan
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(2010) provide empirical evidence that CSR has effects on corporate

performance.They introduce brand value as the dependentvariable and

confirm thatcorporate socialresponsibility positively influences corporate

brandvalue(MeloandGalan,2010).Otherresearchproposesacollaborative

modelofcorporatecommunicationstrategy'simpactoncompanyandproduct

evaluations.Thestudyexplainsthatconsumerswillconsiderthatacompany

isgoodatmakingreliableproductswhenitsinvolvementinCSR isstrong.

Consumersthenwilltransferthoseeffectsontothecompanyanditsproduct

evaluations(Kim,2011).Itisjustaconfirmationofotherstudiesshowing

thatCSR associationexertedanimpactonproductevaluationsthroughthe

influence on company evaluations (Brown and Dacin,1997).A strong

correlation between social performance and financial performance of a

company has been also proven.Orlitzky etal.presents a meta-analytic

review ofthe primary determinable studies ofthe companies’socialvs.

financial performance relationship. Thus, the reason for companies'

self-interestin socialresponsibility field has been found (Orlitzky etal.,

2003).IthasalsobeenfoundthatCSR behaviorhassignificanteffectson

purchaseintentionsandcompanyidentity.Forinstance,David,KlineandDai

(2005)foundnotonlythatCSR actionspredictpurchaseintentionsbutalso

arelikelytohaveaninfluenceontheexchangeandcitizenshipdimensionof

corporateidentity(Davidetal.,2005).

2.Gratitude

Gratitudeisanemotionthatappearswhenapersonwhobenefitsperceives

thattheotherperson(theonewhogivesthebenefit)deliberatelyactsto

positively influence the beneficiary's welfare (Fredrickson,2004).Other

researchersfocusedonthethreeparticularmoralfunctionsofgratitude.The

firstfunctionmentionedwasa“moralbarometer”-expressionsofgratitude

allow ustoknow whenbenefitsareintentionallydirectedtowardus.The
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secondoneisa“moralmotive”function-expressionsofgratitudeboostour

needforcontributingtotheprosperityofthebenefactor.Thethirdfunction

ofgratitudewasexplainedbyauthorsasa“moralreinforcer”-peoplewho

experienced feelings of gratitude are more willing to act pro-socially

afterwards(McCulloughetal,2001).

Becker(1986)proposesthatgratitudeistheemotionalbasisofreciprocity.

Reciprocity isahigherordernorm,avirtuewhichprovidesabalancein

exchangeactionsinmarketing.Reciprocity may bedefinedasauniversal

socialnorm thatempowers us to obtain three kinds ofprimary traits:

equilibrium (maintenanceofbalance),self-esteem (senseofvaluecreatedby

exchangetransactions)andreliableexpectations(expectationtoreturngood)

(PervanandJohnson,2002).

Overdevest(2009)provides evidence forthe positive influence ofthe

experience, communication and acceptance of gratitude in marketing

relationships.Expressionsofgratitudetellusthatan exchangehasbeen

accomplished and that the possibility for future exchanges may exist

(McAdams ad Bauer,2004).Theexperience ofreciprocalexpression also

promotesarecipient'sneedtoactmorepro-sociallytowardthebenefactor.

Psychologicalresearchstudiesongratitudeasanimportanttopicwithinthe

discipline of“positive psychology”,butthe topic hasn'treceived much

attentionintheareaofmarketing(SnyderandLopez,2002).Equitytheory,or

distributive justice,draws attention to the principle of the previously

mentioned reciprocity.Since consumers and firms engage in continuous

exchanges,awarenessofrelativerewardsanditscostsareessential(Adams,

1965).Becausethesefeelingsofdeficitarehighlyunwanted,consumersare

stimulated to restore equity by compensating the storeatsome costto

themselves,likepurchasingmore.Thus,negativefeelingsofdeficiteventually

causethepositivereactiontoreciprocatefavors(Morales,2005).

Palmatieretal.(2009)suggests thatgratitude is a core factorthat

providessignificantimpactonrelationshipsineconomy,psychology,sociology
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andotherdisciplines,aswellasbeingthebasisofreciprocitywhichdevelops

andmaintainsthoserelationships.Moreover,theyprovideevidenceofactive

features ofgratitude in relationship marketing.Companies thatinvestin

relationshipmarketingmayenjoygreaterlevelsofgratitudeandreciprocity

from theirconsumers.Additionally,thebenefitsfrom increasedsalesduring

theperiod ofreceiving feelingsofgratitudegiveconsumersachanceto

reciprocate.Thus,the bonds in the relationship willbecome stronger

(Palmatieretal.,2009).

Combiningtheprocessofafirm'shigheffortwiththeideaofgeneral

reciprocity asacoreofconsumergratitude,Morales(2005)suggeststhat

consumerswillrewardcompaniesthatexertextraeffort,evenwhentheydo

notdirectlyreceiveprofitsfrom it.Althoughtheeffort'seffectonquality

wasnotfound,itwasprovedthatithasasignificantinfluenceonfeelingsof

gratitude from consumers toward companies.Those feelings ofgratitude

thereforegiveconsumerstheideaofrewarding companiesin many ways

(Morales,2005).

Conclusively,according to Overdevest(2009),strategic CSR initiatives

characterize the high effort on the part of the company.Investing a

significant quantity of resources into CSR programs may accelerate

consumers'perceptionsandbeliefsthatacompanymadeagreateffortto

offer the program (Overdevest,2009).Feelings ofgratitude may induce

consumerstorewardthefirm foritshigheffortinCSR,perhapsbychoosing

itoveracompetitororincreasingcustomerloyalty.Thereforewesuggestthe

followinghypothesis:

H1: A company’s CSR initiatives will have a positive

influenceongratitude.
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3.Trust

Commonly,trusthasbeenexaminedfrom viewingtwodifferentaspects

(Geyskensetal.,1996;Moormanetal.,1992).Ontheoneside,trusthasbeen

consideredasabehavioralcomponent:thewillingnesstorelyonthepartner.

Ontheotherside,trustmaybeanalyzedasanemotionalcomponent,andhas

been also affiliated with a set of notions: competence,honesty and

benevolence (Coulter and Coulter,2002).Competence is defined as the

consumer’sperceptionsoftheseller’sability andskillstodevelopagood

relationshipandsatisfytheneedsofitsclients.Honestyistheperceptionthat

thecompany willkeepitsstated promises,fulfillthem and beforthright

(DoneyandCannon,1997).Benevolencedescribesthebeliefthatoneofthe

twoeitherthecompanyortheconsumer,isinterestedinthewelfareofthe

other.Inotherwords,trustisaboutoneparty'sconfidencethattheother

party is trustworthy,convincing and has a high levelof uprightness

(Genesan, 1994). Therefore qualities such as honesty, responsibility,

benevolenceandcomprehensionareassociatedwithtrust(Casaloetal.2007).

Theconceptoftrustisstronglyestablishedinthefieldofmanagementand

marketing research.Ithasmanydimensionsandcanbeemployedagainst

various levels ofanalysis (interpersonal,intergroup,orinterorganizational)

(Schoormanetal.,2007).Theparticularimportanceoftrustcanbefoundin

thesituationofrisk.Certainly,trustcanalsobeunderstoodasaneagerness

toparticipateinasituationofriskorthewillingnesstocountontheother

party.Thismeans,thattrustallowspartiestotakeriskswhenbeingina

relationship.Intheabsenceofothermanagementsystemsinarelationship,

trustisconsideredcritical(Castaldoetal.,2009,Schoormanetal.,2007).

Trustcanbealsoviewedintermsofoutcomes.Thus,itisabeliefthat

theotherpartywillactinawaythatbringsuspositiveoutcomes.Atthe

sametimetheotherpartywillnotactunexpectedly,becauseitmaybring

negativeoutcomes.Indeed,positiveresultsareanticipatedfrom apartythat
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isreliableandhasahighlevelofintegrity(MorganandHunt,1994).

In summary,trustcan be defined asa trustor’sexpectation thatthe

trusteeiswillingtokeeppromisesandtofulfillobligations.Theexpectation

isbasedonthelevelofcompetence,honesty,altruism,andgoodwillofthe

trustee(Castaldoetal.,2009)intheframeworkofarelationship,itsoutcomes

andpossiblerisksituations(Schoormanetal.,2007).

Definedamountofstudiesprovidedresultsshowingthatassociationsfor

corporatesocialresponsibilityhavesignificantimpactontheoverallevaluation

ofacompany.A company'sreputationforfairnessintheirrelationswith

consumersandotherstakeholdersaswellassociallyresponsibleactionsare

positively related toconsumers’trust,commitmenttotherelationship and

willingnesstocontinuealonglastingrelationship(Brown,1998).Consumers'

trusthasbeenidentifiedasamediatingvariableinvariousfieldsofstudy,

includingsocialpsychology,management,marketing,andserviceevaluation.

The primary elementoftrustis “the expectation ofethically justifiable

behavior.”Consumermayevaluateafirms’engagementinCSRinitiativesas

anethicallyreasonablebehavior(Vlachosetal.,2009).Therefore,wepropose

thefollowinghypothesis:

H2: A company’s CSR initiatives will have a positive

influenceontrust.

4.Satisfaction

Consumersatisfactionisacoreconceptinmarketingresearch.Ithasbeen

connectedtocompany'sgeneralperformanceandisseenasapriorityfor

marketingmanagers(Beatsonetal.,2006).Satisfactioncanbeexplainedasa

factorthataffectsthecircumstancesofarelationshipbetweenthecompany
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and consumer.Wecan look atconsumersatisfaction from two different

perspectives(Geyskensetal.,1999).Thefirstoneisapredispositionthatis

maintainedmainlybyeconomicconditions.Thus,wecancalliteconomical

satisfaction,because it is based on financialperformance.The second

perspectiveis the opposite,non-economic satisfaction wherepsychological

components,suchaslackofdifficultyincooperationandkeepingpromisees

arethefoundation(Casaloetal.,2007).

Consumersatisfaction isa matterofconsumerrationaland emotional

approachestotheaction ofpurchase.In otherwordsisacognitiveand

affectivereactiontothewholetransaction.Therefore,satisfactionisbasedon

consumercomprehensivejudgmentsaboutacompany'seconomicalandsocial

performance.A highlevelofperceivedperformanceofanorganizationwill

respectivelyguideconsumerstoahighlevelofsatisfaction(Kim,Ferrinand

Rao,2009).

According to some researchers the centralrole in the definition of

satisfaction is the expectancy-disconfirmation paradigm.This means that

consumershaveexpectationsandusethem asastandardwhenjudgingand

choosing productsorservices.Then they willcomparethoseexpectations

with their perception of the product concluding confirmation or

disconfirmation.Consumers'expectationsthereforecan beeitherconfirmed,

when the perception is very close or equals it,or disconfirmed,when

perception differs with it.Moreoverdisconfirmation can be divided into

positiveandnegative:positivetellsusthatproductattributesexceededour

anticipation, negative tell us that product attributes didn't meet our

expectation(Oliver,1999).Confirmation andpositivedisconfirmationofour

expectationshouldthenleadtoconsumersatisfaction(Oliver,1999;Darsono

andJunaedi,2006).
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How isthenacompany'sCSRactionslinkedwithconsumersatisfaction?

Researchers provide three connections between them.First,according to

institutionaland stakeholder theory the consumer is not viewed by a

companyonlyonaneconomicbasisbutaspartoffamily,societyandnation

(Maignan etal.,2005)Consequently,consumers approached this way are

willingtobesatisfiedmoreafterthepurchaseofgoodsorservicesfrom

socially responsible organizations.Second,studies on consumer-company

identification propose thatCSR has a positive connection with corporate

identitythatleadsconsumerstoidentifywithacompany(Handelmanand

Arnold,1999).Therefore consumers who are identifying with a given

companyshoulddemonstrategreatersatisfaction.Third,studiesexaminethe

antecedents of consumer satisfaction.One of them is perceived value.

Consumerswillshow highersatisfaction,through greaterperceived value,

when buying products from companies that initiate socially responsible

actions.Additionally,acompany'sinvolvementinCSR initiativeshelpsitto

getmoreknowledgeabouttheconsumer.Thisknowledgeisatthesametime

anotherantecedentofconsumersatisfaction (Luoand Bhattacharya,2006).

Hereafterwepropose:

H3: A company’s CSR initiatives will have a positive

influenceonsatisfaction.

5.GratitudeandTrust

Therearemanyexamplesofresearchthatshowsthepositiveimpactof

gratitudeonconsumer-companyrelationships.Asmentionedbefore,gratitude

isdefinedasanemotionthatappearsatthetimeofmakingatransaction.
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Emotionscaneasily affectjudgments,beforetrusting someonepeoplefirst

evaluatefeelingsthattheyhavetowardthisperson(JonesandGeorge,1998).

Itwas found thatfeelings of gratitude for gained benefittrigger the

receiver'spositiveevaluationofthegiverandfeelingstowardhim.Therefore,

since gratitude trigger positive evaluation and feelings,it also should

positivelyinfluenceanticipation ofthatperson'strustworthiness.Benevolence

towardotherpeopleworksasafoundationforaffect-basedtrust,because

emotionalconnectionsbuildtrust,particularlythroughcaringforothersand

theirwelfare(Palmatieretal.,2009).

Additionally Young (2006)explains thatgratitude is an emotion that

maintain relationshipsand putsspecialsignificanceon upholding trustin

thoserelationships.Consumerscanlearnaboutcompanies'behaviourthrough

theongoingactionsofcooperationandreciprocity,whichdevelopstheirbelief

intheorganizations'forthcomingactions(Young,2006).Thus,wepropose

that:

H4:Gratitudewillhaveapositiveinfluenceontrust.

6.SatisfactionandTrust

Assuggestedofteninresearchsatisfactiondescribesthelevelonwhich

expectationsgeneratedonpreviousinteractionshavebeenmet.Whenlooking

forthepointwheresatisfaction starts,wecan seethatthefirststepof

consumerbehaviorishisperceptionofacompany'sreliability.Inthenext

stepheverifiesifhisexpectationsareconfirmedornot.Iftheexpectations

areconfirmed,theconsumerwillbesatisfiedandmoreconvincedaboutthe

actionsofgivenfirm,sincehewillexperiencethattheorganizationisworth
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trustingandabletofulfilwhatheexpected(Casaloetal.,2007).

The interaction between trust and satisfaction is also supported by

cognitiveconsistency theory.Thistheory indicatethatconsumersaim for

balanceintheirbeliefs,opinionsandunderstanding.Peoplewillnaturallysee

imbalances and correct them through the motivation to make things

consistent.Therefore,littlesatisfactionwillleadtolittletrust,greattrustwill

appearwhensatisfactionishigh(Kim,FerrinandRao,2009).Itistherefore

possible thatsatisfaction is positively related to the trustplaced by a

consumerinacompany.

H5:Satisfactionwillhaveapositiveinfluenceontrust.

7.Commitment

Basedontheconceptofcommitmentinsocialexchangeandorganizations,

commitmentmaybeunderstoodastwopartiesbelievingthatacontinuous

relationshipbetweeneachotherissovaluablethatbothwilltakenecessary

stepstosupportandmaintainit(MorganandHunt,1994).

Therearemanydefinitionsofcommitment,butallofthem proposetwo

main dimensions: affective commitment and calculative commitment.

Calculativecommitmentismorerationalandconcentratedontheeconomic

aspectsoftheproduct-benefitsofnocostswitchingandnarrow orno

choice. Affectivecommitmentbeing morefeelingsbased,evolvesthrough

cooperationandtheinterchangeorparticularengagementthataconsumerhas

withacompany,whichresultingreatertrustandreciprocity(Gustafsson,

JohnsonandRoos,2005).Affectivecommitmentisadominantdimensionin

mostofmarketingresearch.Itassumesthatbothpartieshavehighlevelof



-15-

interestinpreservingandcontinuingrelationshipsforalongtime.Thus,in

otherwords,affectivecommitmentcanbedefinedasaconsumer'sdesireto

carryonarelationshipinthefuture.Thefactthatconsumersneedtoadjust

topositiveemotionalresponsesinordertofeelmoresecureinarelationship

suggeststhataffectivecommitmentsmatureovertime(Casaloetal.,2007).

Apartfrom affectivecommitment,whichfocusonaconsumer'spositive

emotions about a relationship,some researchers propose two different

dimensionsofconsumercommitment.Temporalcommitmentconcentrateson

thefactthatconsumersdesiretoprolongexistingrelationshipandcontinueit

in the future.Instrumentalcommitmenton the otherhand,captures the

anticipatedlossesthatmayappearwhentherelationshipends.Theselosses

come from perceived deficit of other options and include rationaland

emotionalcosts(Beatsonetal.,2006).

8.GratitudeandCommitment

Reciprocity which is considered as a core ofconsumers gratitude,is a

fundamentalcomponentofrelationships.Itisanemotionthatisarousedby

the perception ofgood being traded for good,even though difficulties

appearedinarelationshiphistoryofexchange.Reciprocitymaythenincrease

the likelihood ofconsumers to trustand committhemselves toward an

organization(CialdiniandGoldstein,2004).

Commitmentis defined as a consumer's long lasting desire to

maintainanimportantrelationship.Itincludesadevotiontoacttowardsa

company,anapproachthattherelationshipwillwithstanddifficultiesandwill

bringesteemedprofitsinthefuture.Sincereciprocityisaffiliatedwithtrust,

itcan be concluded thatthere is a connection between reciprocity and
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commitment(PervanandJohnson,2002;RaggioandGarretsonFolse,2009).It

isthereforelogicaltosuggest:

H6:Gratitudewillhaveapositiveinfluenceoncommitment.

9.TrustandCommitment

Manyresearcherspostulatethattrustisessentialtorelationalexchangeandis

foundtobethebackboneofthestrategicpartnership.Thereasonforthatis

thefactthatpartnershipswhicharedistinguishedbytrustaresoimportant

thatparties willbe willing to committhemselves to such relationships.

Doubtlessly,becausecommitmentrequireindebtedness,partieswilldesireto

cooperateonlywithtrustworthypartners.Thusitispositedthattrustisa

mainantecedentofarelationshipcommitment(MogranandHunt,1994).

H7:Trustwillhaveapositiveinfluenceoncommitment.

10.SatisfactionandCommitment

Theconnection between satisfaction and commitmentcan befound in

various studies.Ifconsumers are satisfied with whatthey experienced

through acompany'sservice,thereisagreaterpossibility thatthey will

committhemselvestothiscompany(Gruenetal.,2000).Itislogicaltothink

thatifconsumersaresatisfiedwiththegeneralservicefrom acompany,they

willdemonstrateapositiveattitudetowardit(Dwyeretal.,1987).Thus,a

goodoverallexperiencewithacompany'sperformanceleadsconsumersto
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continuetherelationshipwithitbecausetheyhavepositivefeelingsforthis

company. This propose that consumer satisfaction provoke affective

commitment(GarbarinoandJohnson,1999).

Similarly,when consumers are satisfied with service delivered by an

organization,thelikelihoodoftheirreturntothatorganizationincreases.They

willwanttopositivelyexperiencegoodserviceagain.Thus,itlinksconsumer

satisfaction and temporal commitment. Additionally, a positive relation

betweensatisfactionandinstrumentalcommitmentarealsoargued.Therefore

assumingthatconsumersatisfactionandallthreedimensionsofcommitment

isjustifiable(Beatsonetal.,2006).

H8:Satisfactionwillhaveapositiveinfluenceoncommitment.

11.Loyalty

Loyaltycanbedefinedasamixedmeasureexplainedthroughconsumer's

purchasing frequency and the amountused to buy products from one

companyincomparisonwiththeamountspentonallothercompaniesthat

providesproductsfrom theconsumer'sconsiderationset(LiangandWang,

2008).Generally,researchersdefinedthreeapproachestothemeasurementof

loyalty:(1)Behavioralmeasurementdemonstrateloyalty asthenumberof

repeated purchases from the same company. Although this kind of

measurementhas the problem thatrepetitious purchasebehaviourdoesn't

havetobeconnectedwithpsychologicalinvolvementwiththecompany.(2)

Attitudinalmeasurementdemonstrates loyalty asan approach ofaffective

andpsychologicalattractiontowardacompany.Itmeasuresthelevelofa
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consumers' engagement and strength of attachment. (3) Composite

measurementsofloyalty evaluateconsumerpreferences,ability to change

products,frequencyandquantityofpurchase.Itcombinestheprevioustwo

measurementswhichbringsbetterresultsinloyaltyevaluation(Darsonoand

Junaedi,2006).

Insomuchascommitmentisdefinedasconsumer'swillingnesstoendure

strong andreliablerelationshipswithanorganizationandhislikelihoodto

generateeffortsatprolonging it, itcanbeproposedthatapositivelink

betweenconsumercommitmentandconsumerloyaltyexists.Thisisbecause

agreaterpropensity,causedbycommitment,mayencourageconsumersto

remainconsistentwiththeiractualbehavior(LiangandWang,2008).

Anamountofresearchindiversefieldshavearguedthatcommitmentbest

describestheemotionalcomponentsofloyalty,andthatanincreaseineffect,

should lead to increases in behavioralintention and ultimately loyalty.

Commitmentstronglyinfluencestheintentiontocontinue,consumerreferrals

andbehavioralintentions(ChiouandDroge,2006).Therefore,thefollowing

hypothesisisproposed:

H9:Commitmentwillhaveapositiveinfluenceonloyalty.
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Figure1.Proposedresearchmodel
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Chapter3ResearchMethod

1.DataCollection

DatawascollectedinthreelargecitiesinSouthKorea:Seoul,Daegu

and Gwangju.119 business schoolstudents and 225 generalconsumers

participatedinthesurveyconductedforthisstudy.Generalconsumerswere

recruitedfrom peopleattendingeveningculturaleducationprogramsprovided

bylocalcommunitycenters(fourcentersinSeoul,andtwocentersinDaegu,

one center in Gwangju),while the student participants were attending

marketing classes in three universities (one in each city).In terms of

demographics,slightly morethan a half(54.3%)weremale(n=203),and

81.4% (n=277)hadahighschoolorhighereducation.Theaverageageofthe

respondents was 34.6 years.Generalconsumer respondents held various

occupationalbackgrounds;housewives(n= 54),students(n=119),corporate

managers (n=69),engineers (n=25),self-employed (n=36),schoolteachers

(n=21)andothers(n=50).

2.Measures

CSRisamanifestationofwhatsocietyexpectsfrom corporations(Matten

and Moon,2004).Given theuniquenessoftheculturaland thebusiness

environmentunderwhichKoreancorporationsconducttheirbusinesses,extra

effortwasnecessaryforthedevelopmentofmeasurementitems.Inorderto
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gaininsightsintoKoreanconsumers’expectationsaboutCSR activities,five

itemsweregeneratedtoassessCSRactivitiesbymodifyingthemeasurement

itemsusedinthepaststudies(MattenandMoon,2004).(1)“XYZcompany

gives adequate contributions to charities,” (2) “XYZ company forms

partnershipswithlocalschoolsandcommunityorganizationstodocharitable

work,”(3)“XYZcompanyencouragesitsemployeestoactivelyparticipatein

community affairs,”(4)“XYZ company supportslocalsportsand cultural

activities,” (5)XYZ company encourages and supports employees to get

additionaleducation(e.g.,MBA,Englishenhancementprograms).”CP items

weremeasuredonsix-pointLikertscales(1=Stronglydisagree;6=Strongly

agree).

Gratitudeisafundamentalsocialcomponentofhumaninteractionsthat

providesanemotionalfoundationforreciprocalbehaviors.Inourstudywe

usedanexistingthree-item scaleforgratitudedevelopedbyMorales(2005)

and Palmatieretal.(2009),considering the interactive relations between

companyandconsumer.Theywere:(1)“IfeelgratefultoXYZcompany,”(2)

“IfeelthankfultoXYZcompany,”(3)“IfeelappreciativetoXYZcompany,”

Theitemsused asix-pointLikertscale(1=Strongly disagree;6=Strongly

agree).

Scaleitemsforthetrust(considerintwotypeoftrust:expertisetrust,

benevolencetrust)weredrawnandmodifiedfrom previousstudies(Ferrinet

al.,2007;Ganesan,1994;McKnightetal.,2002;Pavlou & Dimoka,2006;

White,2005).Two items were generated to assess expertise trustby

modifying themeasurementitemsusedin thepaststudies(Ferrin etal.,

2007;McKnightetal.,2002;White,2005).They were:(1)“The XYZ

company is competent and effective in producing great products and

deliveringservices,”(2)“TheXYZ companyhasagreatdealoftechnical
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expertiseinitsbusinessfield.”Benevolencetrustwasearlierdefinedasthe

consumers’beliefthatacorporation wantstodogoodforthewelfareof

societyratherthanthewelfareofconsumers.Theexistingscales,however,

tended to reflectconsumers’beliefs regarding a firm’s concern with the

welfareandinterestsofconsumersonly(Ganesan,1994;Mayeretal.,1995;

McKnightetal.,2002;Pavlou& Dimoka,2006;White,2005).Oneitem was

subsequently developed by modifying theexisting measurementitems:(1)

“TheXYZcompanydoesmanyvaluablethingsforthebenefitsandinterests

ofsocietyasagoodcorporatecitizen.” Alltrustitemsusedsix-pointLikert

scales(1=Stronglydisagree;6=Stronglyagree).

Also,the study used an existing three-item scale for consumers'

satisfactiondevelopedbyTaylorandBaker(1994).They were:(1)“Iam

very satisfiedwith XYZ company,”(2)“Iam satisfied with thelevelof

serviceofXYZ company,”(3)“Overall,in purchasing theXYZ company

service,IbelievethatIwouldbepleasedwiththeXYZcompanyservice,”

Theitemsused asix-pointLikertscale(1=Strongly disagree;6=Strongly

agree).

Thestudy usedan existing three-item scaleforcorporatecommitment

developed by Morgan and Hunt(1994).The commitmentconstructwas

designed to capture identification with the company ("proud to belong"),

psychologicalattachment("sense ofbelonging"),concern with long-term

welfare("careaboutthelong-term success").Theitemsusedasix-point

Likertscale(1=Stronglydisagree;6=Stronglyagree).Finally,consumerloyalty

was measured using the following two dimensions:recommendations to

others;andrepurchaseintentions(CorninandTaylor,1992).Theitemsuseda

six-pointLikertscale (1=Strongly disagree;6=Strongly agree).Tayloret

al.(2007)notethatforservicesextendingforlongperiods,measuringloyalty

intermsofactualbuyingbehaviormaybeinadequate.Hence,futurepurchase
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intentisacommonlyusedsurrogatemeasure(Lacey,2007).

This study needed to specify a specific corporation about which

respondentsprovidedtheirevaluationsandbeliefs.Inordertoenhancethe

generalizabilityofthestudyfindings,twowell-knownandlargecorporations

werechosen.Oneofthem isKorea’sleadingelectronicscompany,whilethe

otherisatelecommunicationscompanywhosemarketshareisover40% in

Korea.Thetotalsamplewasdividedintotwo,andeachhalfwasaskedto

providetheirresponsesaboutoneofthetwocompanies.Forthefinaldata

analysis,responsesfrom thetwogroupswereaggregated.

3.AnalysesandResults

Dataanalysiswasconductedinthreephases.Thefirstphasewasitem

purification and reliability analysis.The second phase was measurement

analysis (i.e.,factorstructure confirmation)involving the scales ofCSR

initiatives,gratitude,trust,satisfaction,commitmentandconsumers'loyalty.

In the third phase,the proposed structuralrelationships among the key

constructs(see<Figure2>)wereestimatedandtheresultswereusedtotest

H1toH9.Inthefinalphase,thefinalmodelwereexamined.

3.1ReliabilityandValidity

Theassessmentofmeasurementproperties(reliabilityandvalidity)forthe

proposed CSR initiatives,gratitude,trust,satisfaction,commitment and

consumers'loyaltyscalewith19itemsanditsitem purificationwerecarried

outinaniterativeprocedure(Bohrnstedt,1983;Kim andLee,1997).Theitem

purificationprocessresultedin17itemsmeasured(twoitem ofCSR were

eliminated).Cronbach'smeasurereliabilitycoefficientwasfirstcalculatedfor
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Variables Items Factorloading
Cronbach’s

α 

CSR

1.csr1

2.csr2

3.csr3

.821

.784

.832

.850

Gratitude

1.gra1

2.gra2

3.gra3

.685

.604

.657

.835

Trust

1.tru1

2.tru2

3.tru3

.691

.680

.711

.773

Satisfaction

1.sat1

2.sat2

3.sat3

.713

.755

.806

.912

Commitmen

t

1.com1

2.com2

3.com3

.761

.766

.702

.850

Loyalty
1.loy1

2.loy2

.798

.820
.886

eigenvalues
% ofvariance
cumulative%

13.473
43.460
43.460

2.167
6.991
50.451

1.781
5.747
56.198

1.594
5.140
61.338

1.269
4.069
65.427

1.098
3.542
68.969

theitemsofeachconstruct.Asaresult,Cronbach'sα onthisstudyturned

outtobe.77attheminimum and.91atthemaximum (see<Table1>),

which indicates very high reliability.Thus,the reliability of research

constructswasconsideredtobefair.

In addition exploratory factoranalysiswascarried outto analyzethe

validityofthemeasurementvariables.Usingprincipalcomponentanalysis,the

varimaxrotationmethod,oneoftheorthogonalrotations,keptindependency

amongthefactors.

Table 1. Resuts of Exploratory Factor Analysis
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Noconstructswereexemptedasaresultoftheanalysis,andthefactor

loadingsforeach conceptwereallabove.00,soconvergentvalidity was

confirmedand,duetotheuseoforthogonalrotation,thediscriminantvalidity

foreachfactorwasattained(see<Table1>).

3.2CorrelationamongConstructs

Accordingtothefactoranalysisresults,Pearsoncorrelationanalysiswas

carriedouttoverifythemutualrelationshipsamongtheconstructsandtheir

unidimensionalcharacteristics.Asaresult,therelationshipsofallconstructs

had a positive relationship,as shown in Table 2.The results are in

accordance with the relative direction among the presented variables.In

addition,allmeasureshad highercorrelation among similarconceptsthan

dissimilarconcepts,showingbothconvergentanddiscriminantvalidity.

Table 2. Correlations and Descriptive Statistics of Key Constructs

Mean SD 1 2 3 4 5 6

1.CSR 3.62 .93 1.00

2.Gratitude 3.70 .94 .559
*

1.00

3.Trust 4.17 .93 .341
*

.486
*

1.00

4.Satisfaction 4.36 .97 .406
*

.478
*

.536
*

1.00

5.Commitment 4.44 .90 .364
*

.462
*

.527
*

.654
*

1.00

6.Loyalty 4.12 1.11 .458
*

.550
*

.456
*

.759
* .526

*
1.00

Notes:StandardDeviation

Allcorrelationcoefficientsaresignificantatp=0.01

3.3MeasurementModel

In thesubsequentstage,thesix-factorstructureencompassing the17

itemswassubjectedtoaconfirmatoryfactoranalysis(CFA)usingLISREL
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Variables Items
Standized

loading
t-value

Measurement

error
C.R AVE

CSR

csr1

csr2

csr3

.81

.82

.84

17.87*

18.16*

18.82*

.35

.33

.30

.862 .676

Gratitude

gra1

gra2

gra3

.83

.77

.79

18.30*

16.50*

17.22*

.32

.41

.37

.837 .632

Trust

tru1

tru2

tru3

.83

.78

.60

17.64*

16.35*

11.83*

.31

.39

.64

.784 .552

Satisfaction

sat1

sat2

sat3

.85

.90

.89

20.20*

22.22*

21.50*

.27

.18

.21

.913 .777

Commitment

com1

com2

com3

.80

.86

.78

17.68*

19.58*

17.00*

.36

.26

.40

.853 .660

Loyalty
loy1

loy2

.90

.88

21.61*

20.92*

.19

.22
.886 .796

Fit χ2=239.26,df=104(p=.000),GFI=.930,AGFI=.897,NFI=.942,CFI=.965,RMR=.039

Notes:*p<.001

VIII(JöreskogandSörbom,1993).Theoverallmodelfitasindicatedbythe

χ2statisticfit(χ2=239.26,df=104,p=0.00)wasunsatisfactory.However,given

theχ2test’ssensitivitytosamplesizeandourrelativelylargesamplesize

(n=374),attentionwasfocusedonthefitmeasuresthatarelesssensitiveto

samplesize (Bentler,1990),namely,the comparativefitindex (CFI),the

goodnessoffit(GFI),theadjustedgoodnessoffit(AGFI),andthenormed

fitindex(NFI).FortheCSR measurementmodel,theCFI,AGFI,andNFI

valueswerealldeemedsatisfactory,equalingto0.965,0.930,0.897,and0.942,

respectively.Convergentvalidity was assessed using the significanceand

magnitudeoffactorloadings.Themagnitudesoffactorloadingsrangedfrom

0.60and0.90andalltheloadingsweresignificant(p<0.01).

Table3.Compositereliabilityandconfirmatoryfactoranalysis
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Discriminant validity among the six variables were examined by

performing a χ2 difference testbetween a modelwhere allthe factor

correlationswerefixedat1.0andtheunconstrainedmodel.Theconstrained

modelshowedasignificantlypoorerfitcomparedtotheunconstrainedmodel

(Δχ2=601.17,df=6,p=0.00).This suggests that the six variables were

discriminantofoneanother.

3.4StructuralModel

Totestthehypothesesinthisstudy,weestimatedthefitandparameters

ofthe modelthrough covariance structuralanalysis using LISREL VIII

(Jöreskog& Sörbom 1993).TheLISERLanalysisshowsasatisfactoryfitof

themodelasindicatedbytheCFI,AGFI,NFIvaluesof0.871,0.821,and

0.892,respectively.Theresultsforthepathanalysisonthestructuralmodel

areshowninTable4.Asexpected,thechi-squaretestwassignificant(χ

2
=469.70,df=110,p<0.00).Giventheoverallacceptablefitofthemodel,the

estimatedpathcoefficientswerethenexaminedtoevaluatethehypotheses.

Table4showsthattheempiricalresultslargelysupporttheconceptual

frameworkproposedinthisstudy.First,thereisevidencethatCSRinitiatives

positivelyimpactbothconsumers'gratitudeandsatisfaction,thereforeaswe

expectedhypothesesH1andH3weresupported.Anunexpectedresultwas

therelationshipbetweenCSR initiativesandconsumertrustinthecurrent

study.Althoughitwashypothesized(H2)thatCSRinitiativeswouldhavea

positiveimpactonconsumertrust,thiswasnotsupported.Theseresultsmay

bespecificallyinfluencedbythecharacteristicsofthestudy.Attitudestoward

thecompaniesconsideredinourresearchmaybebiasedbythespecifictype

ofKoreanmarketandcompaniesconsidered.Organizationsevaluatedinthis

research were well-known,large Korean corporations which on many
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occasions find to be perceived by consumers as the ones that lead

monopolistic activities.In this way responses to the survey could be

influencedby consumers'perceptions.Ashypothesized(H4;H6),gratitude

positively contributed to consumertrustand commitmentin the current

researchsetting.Furthermore,trustandsatisfactionalsoappeartopositively

impactconsumercommitment.ThusproposedhypothesesH7andH8were

supported.

Figure2.HypothesizedStructualModel(t-value)

Atthesametime,inlinewithhypothesisH5,consumersatisfactionwasa

significant,positivemoderatorofconsumertrust.Finally,theconfirmatory

factor analysis used in this research indicated thatcommitmenthad a

significantpositiveinfluenceonconsumerloyalty(H9).
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Hypothesizedrelationship estimate t-value conclusion

H1 CSR→ Gratitude .68 11.66*** supported

H2 CSR→ Trust .09 1.03 rejected

H3 CSR→ Satisfaction .50 8.86*** supported

H4 Gratitude→ Trust .37 4.56*** supported

H5 Satisfaction→ Trust .52 8.23*** supported

H6 Gratitude→ Commitment .20 4.13*** supported

H7 Trust→ Commitment .19 3.04** supported

H8 Satisfaction→ Commitment .65 10.62*** supported

H9 Commitment→ Loyalty .76 12.84*** supported

(110)=469.70,GFI(.871),AGFI(.821),NFI(.892),NNFI(.896),CFI(.916),RMSEA(.082)

*Notes:*p<.05,**p<.01,***p<.001

Table 4.Assessmentofthe Effects ofExogenous and Endogenous

Constructs
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Chapter4ConclusionandImplications

CSR is the way corporations integrate their markets’concerns and

expectationsintocorporatevaluesandoperationsforthepurposeofwealth

creationaswellasthebettermentofsociety(Bergeretal.,2007).Whereas

thereisenough evidencesuggesting asignificantpositiveimpactofCSR

practices on the firm’s image,the existing CSR literature offers little

explanation asto how CSR practicesresultin consumers’favorablefirm

perceptions.Thepresentstudyaddressedunderstandingofthelinkbetween

corporatesocialresponsibility(CSR)andconsumerloyaltybyconsideringthe

CSRinitiativesandtheroleofconsumergratitude,trust,andsatisfactionas

amediatorsoftheCSR-consumerloyaltylink.

OurresearchsuggeststhatCSR'sinfluenceonconsumerloyaltyismore

complexthanitsstraightforwardapproachesthathavebeenanalyzedsofar

by other researchers.Specifically,results showed that CSR initiatives

conductedbyacompanymayleadtohigherlevelsofloyalty,althoughitis

mediatedbyotherconsumerbehaviors.

Firstofall,thisstudyprovidesevidencethatCSR initiativespositively

impactconsumergratitudeandsatisfaction.Eventhoughacompany'seffort

to be more socially responsible doesn'thave influence on quality ofits

productsandservicesitdoeshaveasignificanteffectonconsumergratitude

andactionsofreciprocitytowardit.ConsumersrealizethatCSR initiatives

arevoluntary actionsofan organization thatalign with theirown moral

views.Thus,eveniftheyareexploitedtomarketproducts,consumersreact

withfeelingsofgratitude.Consequently,theoverallattitudetowardthefirm

changespositivelyandinduceconsumerstoidentifywithit. Consumersare
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notonlyshowingmorereciprocalbehaviorstowardafirm,butalsofeelmore

satisfiedwithproductsmadebyanorganizationthatissociallyresponsible.

Ironically,thelinkbetweenCSRandconsumers'trustwasn'tsupportedin

thisresearchsetting.Inspiteofnumerousstudiesthatsuggestasignificant

impactofCSRontrust,ourexpectationswereprovenwrong.Although,such

unexpectedresultmaybecausedbythecharacteristicoftheresearch.The

main focus was to explain the psychologicalmechanism of consumer

responsestoCSRinitiativesanditsinfluenceonconsumerloyalty.Moreover,

asmentionedbefore,thereisastrongsuggestionthatconsumersresponses

inthisstudywerebiasedbymonopolisticimageoforganizationsconsidered.

Neverthelesstrusthasstillbeenindirectlyinfluencedbyacompany'sCSR

initiatives,thoughmediatedbybothgratitudeandsatisfaction.

Secondly,gratitudehasbeenfoundtopositivelyinfluenceboth,trustand

commitment. It explains that gratitude is an emotion that maintain

consumer-companyrelationships,putsspecialsignificanceonupholdingtrust,

aswellasstrengthensconsumercommitmenttowardanorganization.

Consistently,evidencethatsatisfactionissignificantlyinfluencingtrustas

wellascommitmentwasalsotracedinourstudy.Thus,asweexpected

partnershipscharacterizedby high levelsofsatisfactionleadconsumersto

committhemselvestosuchrelationships.Moreover,sincesatisfactionisbased

ontheleveloffulfillingconsumerexpectationsaboutthecompany,greater

satisfactionmakesconsumersfeelthattheorganizationistrustworthyand

capableofmeetingitscommitments.

Hypothesized,andwellknowninmarketing literature,thelinkbetween

trustandcommitmentwasprovedandlikewisemetourexpectations.Thus,

because commitment entails vulnerability, consumers will seek only

trustworthycompaniestopairwith.



-32-

Finally,in termsofloyalty,wehavefound apositiveand significant

relationshipbetweenconsumercommitmentandloyalty.Inthisresearch,we

haveobservedthatconsumers'allegianceandbehavioralconsistencytoward

afirm isprecededbytheirwillingnesstomaintainstrongrelationshipwith

acompanyandtheirlikelihoodofprolongingit.

OnpreviousoccasionsmanyauthorshavestudieddirecteffectsofCSR

initiativesonconsumerloyalty.Ourresearchprovidesstrongargumentsthat,

throughsociallyresponsibleactions,companiesnotonlygainloyaltyitselfbut

alsoactivatemechanism ofdifferentconsumerbehaviors.Responsessuchas

gratitude,trust,satisfactionandcommitmentmediatetherelationshipbetween

CSRinitiativesandeventuallyleadtoconsumerloyalty.

Likeallempiricalresearch,ourstudyislimitedinafew ways.First,our

constructreliedonconsumerperceptions.Companiesthatareactuallysocially

orientedandthosethatconvincinglypretendtobewerentseparated.Wecan

findthisproblem inmany studieson CSR,becauseconsumersandother

stakeholderscannotalwaysknow whathappensbehindtheorganizations's

walls.Inthiswayconsumerperceptionsmaybedistortedbyenvironmental

factorsthataredifficulttomeasure.

Second,ourdata referto only two companies,and specific type of

business(electronicandtelecommunicationcompanies).Itislegitimatetoask

whetherthesameresultsholdinotherbusinessenvironment.

Third,ourdata were collected in South Korea,so itis questionable

whetherourfindingsapplytoothercountries.

Finally,itisimportanttomention uniquenessoftheculturaland the

business environment under which Korean corporations conduct their

businesses,as wellas monopolistic influence ofcorporations with major

marketshare.Itispossiblethat thosetwofactorsmaybiasconsumers'
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perceptionsaboutCSRinitiatives.

In summary,weseeourstudyasafirststeptowardanew way of

lookingattheinterplaybetweenCSR andconsumerloyalty.Furtherstudies

areneeded to ascertain thatourconclusions do notdepend on national,

industry,and othercontextualfactorsinvolved in theparticularcasewe

examined.Atthesametime,webelievethatwehaveprovedthatconsidering

CSRasatriggernotonlyforcertainconsumerbehaviorsbutforthewhole

mechanism ofconsumerbehaviorispromising.
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안녕하십니까?

저는 조선대학교 마케팅 석사과정에 재학중인 모뉴슈코 레슈입니다.

본 설문지는 저의 석사학위논문을 위하여 준비된 것으로,기업의 사회적 책임활동

에 대한 소비자 의견조사에 관한 내용을 다루고 있습니다.

귀하께서 응답하신 내용은 학문적 목적으로만 사용되고,철저한 비밀이 보장될 것

입니다.

귀하의 협조에 진심으로 감사드리며,설문과 관련된 의문사항이 있으시면

아래의 연락처로 연락바랍니다.귀하의 솔직하고 성실한 응답 부탁드립니다.

[Appendix]

기업의 사회적 책임활동에 대한 소비자 의견조사

소속:조선대학교 일반대학원 마케팅 석사과정

연구원:모뉴슈코 레슈

지도교수:박 종 철

설문 응답 시 주의사항

1.설문에 제시된 지시사항을 잘 읽고 질문에 답하여 주시기 바랍니다.

2.각 질문 항목에는 옳고 그른 정답이 없으며,귀하의 솔직한 의견만 제시해 주

시면 됩니다.

3.각 질문 항목에는 옳고 그른 정답이 없으며,귀하의 솔직한 의견만 제시해 주

시면 됩니다.

4.다시 한번 설문에 응해주셔서 감사 드립니다.

5.준비가 되셨으면 이제 시작하시기 바랍니다.
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전혀 동의하지 않는다      매우 동의한다

1.XYZ기업은 지역사회 및 여러 학교들과의

협력사업을 장려하고 있는 것 같다.
1---2---3---4---5---6

2.XYZ기업은 스포츠 및 문화 활동을 지원

하고 있는 것 같다.
1---2---3---4---5---6

3.XYZ기업은 영업규모 대비 적절한 양의

사회공헌을 수행하는 것 같다.
1---2---3---4---5---6

4.XYZ기업은 자사직원들이 추가적인 교육

(예;해외연구,MBA,영어교육 등)을 받

을 수 있도록 지원하는 것 같다.

1---2---3---4---5---6

5.XYZ기업은 직원들로 하여금 해당 지역사

회를 지원하는 자원봉사 활동을 장려하고

있는 것 같다.

1---2---3---4---5---6

6.XYZ기업은 직원들이나 학생들에게 교육

프로그램(예;해외연구,MBA,영어교육

등)을 지원하는 것 같다.

1---2---3---4---5---6

1.XYZ기업에 고마움을 느낀다. 1---2---3---4---5---6

2.XYZ기업은 감사하는 마음을 느낀다. 1---2---3---4---5---6

3.XYZ기업을 높이 평가하고 싶다. 1---2---3---4---5---6

4.XYZ기업은 자신의 산업분야에서 탁월한

기술력을 지니고 있는 것 같다.
1---2---3---4---5---6

5.XYZ기업은 해당 분야에서 탁월한 전문성

을 지니고 있는 것 같다.
1---2---3---4---5---6

6.XYZ기업은 해당 분야에서 뛰어난 노하우

를 가지고 있는 것 같다.
1---2---3---4---5---6

7.XYZ기업은 우리사회의 요구를 충실히 받

아들이는 기업인 것 같다.
1---2---3---4---5---6

8.XYZ기업은 우리사회의 최대 관심분야를

충족시키려고 노력하는 것 같다.
1---2---3---4---5---6

▶ 귀하께서 가장 잘 알고 있는 기업 하나를 선정하시어 해당 기업이 사회공헌

활동을 어떻게 수행하고 있는지 아래 질문항목에 체크하여 주시기 바랍니다.

A.XYZ기업의 ‘사회공헌활동’에 대한 귀하의 평소 생각을 체크해주시기 바랍니다.

B.귀하께서는 사회공헌활동을 수행하는 XYZ기업에 대하여 어떻게 생각하십니까?
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1.나는 XYZ기업에 대해 만족한다. 1---2---3---4---5---6

2.나는 XYZ기업에 서비스 수준에 대해 만족

한다.
1---2---3---4---5---6

3.전반적으로 XYZ기업의 서비스 구매시,나는

XYZ기업의 서비스에 대 만족한다.
1---2---3---4---5---6

4.나는 XYZ기업이 자랑스럽다. 1---2---3---4---5---6

5.나는 XYZ기업의 일부라고 생각한다. 1---2---3---4---5---6

6.나는 XYZ기업의 지속적인 성공에 관심이

있다.
1---2---3---4---5---6

7.나는 XYZ기업의 제품을 다시 구매할 것이

다.
1---2---3---4---5---6

8.나는 XYZ기업의 제품을 다른 사람에게 추

천할 것이다.
1---2---3---4---5---6

C.XYZ기업에 대해서 전반적으로 어떻게 평가하시는지 체크해주시기 바랍니다.

D.다음은 귀하의 인구통계학적 특성에 관한 질문입니다.

1.귀하의 성별은? ①__남자 ②__여자

2.귀하의 연령은? 만__________세

3.귀하께서 현재 거주하는 지역은?

_____(광역시 혹은 도;서울,경기도,경상도,대구,전라도,광주 등)

4.귀하의 월평균 가구소득은?

① 99만원 미만 ② 100만원 -199만원 ③ 200만원 -299만원

④ 300만원 -399만원 ⑤ 400만원 -499만원 ⑥ 500만원 이상

5.귀하의 최종학력은?

① 중졸 ② 고졸 ③ 대학 재학 ④ 대졸 ⑤ 대학원 재학 ⑥ 대학원 졸업
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6.귀하의 직업은?

① 주부 ② 학생 ③ 자영업 ④ 공무원 ⑤ 교육자

⑥ 일반 사무 및 관리직 ⑦ 기술직 및 기능직 ⑧ 기타( )
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