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ABSTRACT 
 

Authors:   Hugo van den Berg, Lina Lidfors  

Supervisor:   PhD and senior lecturer, Rana Mostaghel 

Examinator:  Assistant professor, Dr. Sarah Philipson 

Title: The effect of perceived CSR on customer loyalty – An 

empirical study into consumer behavior on the Swedish 

chocolate market. 

Background/Problem:  Although research into CSR and consumer behavior is 

still relatively young, there exists a growing interest in 

studying the links between CSR and marketing. Today, 

consumers more than ever expect companies to engage 

in CSR activities and at the same time do managers 

increasingly see CSR as a marketing tool to help create a 

competitive advantage. But what is the actual impact of 

companies’ engagement in CSR on consumer behavior? 

In the Swedish chocolate industry, the topic of CSR is 

highly relevant. Recently, child labor and bad working 

conditions at the cocoa bean fields were (again) brought 

to the surface, starting a fierce debate in Swedish society 

where strong critique was aimed at the companies 

owning the chocolate production plants. The Swedish 

chocolate industry is therefore a suitable industry to test 

the relationship between perceived CSR and consumer 

behavior.  

 

Purpose: To examine how the perceived CSR activities of 

companies influence customer loyalty in the Swedish 

chocolate industry.  

 

Theory: The first subchapter in the theoretical chapter consists of 

a literature review describing the development of the 
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concept Corporate Social Responsibility, a definition of 

the concept and a brief overview of CSR activities. In 

the second subchapter the role of CSR in marketing will 

be discussed. In the third and final subchapter, the 

effects of CSR activities on consumer behavior will be 

reviewed where special attention is given to the effects 

on customer loyalty. After that, the chapter will go 

deeper into customer loyalty and the antecedents through 

which we can measure it.   

 

Research question: How do perceived CSR activities influence customer 

loyalty on the Swedish chocolate market? 

 

Method: In order to identify and measure the effects of CSR 

activities on customer loyalty, a quantitative approach 

was used in a cross-sectional design. A web-based 

survey was created as a method for data collection. After 

the data collection a statistical data analysis was 

performed in the software program SPSS.  

 

Conclusions: Our results confirm a positive relationship between 

perceived CSR activities and customer loyalty on the 

Swedish chocolate market.     

 

Keywords: Corporate Social Responsibility, Swedish chocolate 

industry, consumer behavior, customer loyalty, customer 

satisfaction, product quality, company image, consumer 

trust.    
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1. INTRODUCTION 

In this opening chapter, an introduction to the research discussed in this thesis is given. First, the 

concepts of Corporate Social Responsibility and Customer Loyalty are introduced. Then, an 

overview of the Swedish chocolate market is provided. Next, the research problem and the 

purpose of this research are formulated. Finally, the relevance of the research, both scientifically 

and practically, and the delimitations of the research will be outlined. 

 

1.1 CORPORATE SOCIAL RESPONSIBILITY 

Multinational corporations first introduced the term stakeholder in the late 1960’s. Stakeholders 

were described as those who were in any way affected by the corporations’ activities. Soon 

thereafter, the term “corporate social responsibility” came into common use. The goal of 

corporate social responsibility (CSR) is to take responsibility for all the company’s actions and to 

have a positive impact on its environment, communities, employees, consumers and all other 

stakeholders (Freeman et al., 2010).  

 

The European Commission (2011) defines CSR as “the responsibility of enterprises for their 

impacts on society” (www11:6). More specifically, the responsibility of corporations includes the 

integration of social, environmental and ethical issues as well as human rights and consumer 

concerns, into their business operations and core strategy in close collaboration with their 

stakeholders (www11). In research literature, CSR is defined as “a business organization’s 

configuration of principles of social responsibility, processes of social responsiveness, and 

policies, programs, and observable outcomes as they relate to the firm’s societal relationships” 

(Wood, 1991:693). Thus, CSR is supposed to provide benefits for all stakeholder groups. 

Consequently, stakeholders in their turn might develop positive behavior towards the company, 

which can then result in benefits for the company. 

 

Critics, such as the influential American economist Milton Friedman, argue that CSR distracts the 

firm from playing its economic role in business and that firms do not have any responsibility 

towards society as a whole. Furthermore, these critics state that the overall improvements in 
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health, longevity and wealth in society are due to economic growth attributed to the free market. 

In their opinion, the free market in that sense contributes to society by realizing this prosperity 

and therefor does not have any other obligations in that matter.  However, on the other side of the 

spectrum the free market is viewed as inhibiting human freedom (e.g. through child labor) and as 

the root cause of economic and cultural imperialism in many developing countries.  CSR is also 

seen as a way to attempt to be one step ahead of governmental interference, in order to avoid any 

kind of legislative restrictions or reprimands. Additionally, CSR is regarded as being used merely 

as a marketing tool, which introduces concerns about hypocrisy. As with many ethical issues, a 

great amount of organizations operate in the broad space in between these extremes, and the topic 

remains subject to continuous discussion (Friedman, 1970). 

 

CSR has several functions and the activities can range from a strict stakeholder focus to charity 

and volunteering efforts. From the firm’s perspective, CSR activities are primarily divided into 

three categories; value creation, risk management and corporate philanthropy (Bhattacharya et 

al., 2011). CSR functions as a self-regulated part of a business model that is recognized by the 

International Organization for Standardization (ISO) and was published in ISO 26000 in 2010 

(www18). Today, CSR is an important part of many corporations’ mission statement and serves 

as a guide to what the firm stands for and how it aims to fulfill these aspirations. CSR is regarded 

as an essential part of their business perspective on a strategic level. CSR policies are considered 

to be crucial for ensuring long-term success and profits. Reducing risks and inefficiencies while 

increasing potential benefits (such as improved brand reputation, employee commitment etc.) are 

seen as the major drivers of these corporate advantages (Bhattacharya et al., 2011).  

 

One of the most important stakeholder groups is the consumer, and as Creyer and Ross (1997) 

confirmed; customers do indeed expect socially responsible behavior from companies. More 

interestingly, customers are willing to reward this behavior. It is no surprise that a steadily 

growing group of consumers pro-actively look for companies with ‘sustainable’ products and 

production methods. This new type of consumer is subject to an increasing amount of research by 

social and economic scientists, and characterized as ‘sophisticated’ and ‘environmentally and 

socially conscious’ (Forster, 2007). A well-established research body that focuses on this new 

consumer is LOHAS (Lifestyle of Health and Sustainability), which studies the behavior of the 

socially conscious consumer worldwide. LOHAS consumers today (2012) make up for 20% of 

the population globally. Despite the economic downturn that started in 2008 (and as of 
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conducting this study has yet to show improvements), consumers are more active in the LOHAS 

realm than ever before. LOHAS studies show an increase in the number of consumers steering 

away from brands whose values they do not agree with, which shows that consumers are no 

longer simply interested in the product, but look beyond the product to its producer, and what the 

producer is doing to be a better corporate citizen (www22). This shift in consumer attitude 

changes how companies have to manage their behavior and what it communicates to its 

customers and potential customers. Hereby, consumers are able to exert more influence on 

companies, a phenomenon also referred to as ‘voting with dollars’ (www9).  

 

1.2 CUSTOMER LOYALTY 

It is a well-known fact that for companies, the costs of retaining existing customers are much 

lower than those of attracting new ones. Customer retention and loyalty are thus key issues on the 

management’s agenda. By creating and maintaining customer loyalty, a company develops a 

long-term, mutually beneficial relationship with its customers (Pan et al., 2011). Loyalty is more 

than just a matter of repeated purchases; it is about the personal belief the customer holds about a 

brand or product (Oliver, 1999). In other literature, customer loyalty is defined as “the strength of 

a customer’s dispositional attachment to a brand (or service) and his/her intent to rebuy the brand 

(or repatronize the service) in the future” (Pan et al., 2011:151).  

 

Primary antecedents of customer loyalty are customer satisfaction, customer trust and product 

performance. Additional factors that influence customer loyalty are the perceived product/service 

value, perceived customer benefits, customer personal sacrifice and customer personal situation 

(Blackwell, 1999). Different views on the concept of customer loyalty exist and have resulted in a 

segmented accumulation of research embodied in behavioral theory literature. A distinction is 

primarily made between behavioral and emotional loyalty of customers towards a brand. The 

difference is based on whether or not the consumer has an intrinsic motivation for his or her 

loyalty; the presence or absence of an emotional relationship with the brand (Chaffey et al., 

2009). 

 

Customer awareness of CSR activities of a company or brand has also shown to influence 

purchase intentions, and purchase intentions has shown to influence customer retention and 
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loyalty (Ali et al., 2010). So far, the effect of CSR on customer loyalty has been shown through 

moderating and mediating effects via competitive positioning, brand identification and brand 

advocacy (Du et al., 2007). CSR is expected to enhance loyalty (Pirsch et al., 2007). However, 

Bhattacharyna & Sen (2004) argue that “loyalty is an outcome of the consumer-company 

identification concept” (2004:19). It is important to consider that loyalty through consumer-

company identification is influenced by personal support of the CSR issue. Therefore, it is 

supposed that only CSR initiatives that match the target consumers’ personal support can trigger 

consumer-company identification and with that increase loyal behavior. 

 

1.3 THE SWEDISH CHOCOLATE MARKET AND CORPORATE SOCIAL 

RESPONSIBILITY 

Similar to many other global industries, the chocolate industry has experienced a fluctuating 

fortune during the recent years. The industry has managed to attain an erratic growth from the 

beginning of the 20th century until year 2007, with an average annual growth rate of 3.2%. 

Nevertheless, the chocolate industry went through hard times during the global financial crisis in 

the years 2008-2009 and the global uncertainty at the global market place together with a steady 

increase in cocoa bean prices resulted in a massive decline in consumer demand for chocolate 

during this period (www16; www17). In January 2010, the cacao bean prices reversed to a lower 

level and by the end of year 2011 the prices were announced to be the lowest in 32 months and 

this as a result of bigger harvests than usual (www1; www7). Today, as the world market slowly 

stabilizes, the demand is expected to soon reach its original level (www17).  

 

In 2008/2009 Europeans alone consumed around 49% of the world's cocoa and on a world-wide 

scale of average annual chocolate consumption per person, Sweden was ranked at the 11th place 

consuming 6.6 kilos per person and year (www17). Some of the major actors on the Swedish 

chocolate market are Kraft Foods (Marabou, Toblerone and Milka), Cloetta (Kexchoklad, Polly, 

Center, Plopp, Tarragona and Sportlunch), Fazer (Geisha, Dumle, Karl Fazer, Marianne, 

Kinapuffar), Nestlé (After Eight, Lion, Smarties and KitKat) and Lindt & Sprüngli (Lindt) 

(www3). Despite the recent economic downturn and uncertainty about the future, the Swedish 

chocolate market has recovered well. Kraft Foods has a bright view on the future, stating in a 

press release from February 2012 that the chocolate industry is blooming and that they 
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experienced a 10,5% growth of net revenues in 2011 (www19). Similar to Kraft Foods, Fazer is 

positive regarding the future and did in the recent year increase their market share in Sweden as 

well as enhanced their profitability (www14). On the other hand Cloetta expresses concern 

regarding the fluctuating cacao prices in their annual report of 2011 (www3). Fluctuating cacao 

prices is also mentioned in Fazer’s annual report from 2011 and both chocolate producers 

perceive this as a big future challenge (www14; www3).   

Within the chocolate industry, the term Corporate Social Responsibility (CSR) is hardly anything 

new, but during recent years, more and more attention has been brought to it. All of the above 

mentioned actors on the Swedish chocolate market (Kraft Foods, Cloetta, Fazer, Nestlé and Lindt 

& Sprüngli) are actively involved in projects aiming at enhancing the working conditions on the 

cacao fields and to stop child labor as well as ravaging of the rainforests.  

 

Kraft Foods, the leading chocolate manufacturer in Sweden, is involved in various sustainability 

projects and cooperates with many different organizations in order to help advance sustainable 

cocoa farming. Among other achievements, the corporation took part in the establishment of the 

International Cocoa Organization (ICI) and work closely together with the Rainforest Alliance, 

an organization striving to help cacao farmers and farms to become more sustainable as well as to 

make the children of cacao farmers to attend school instead of working on the fields (www20).  

 

In order to urge on the development of sustainable cacao production, the Swedish chocolate 

manufacturer Cloetta cooperates with various international institutions as well. As a member of 

the organization World Cocoa Foundation (WCF), Cloetta is engaged in projects aiming at 

supporting cacao farmers and their families. Moreover, Cloetta cooperates with Fairtrade, an 

independent product certification label organization contributing to enhance working conditions 

for cacao farmers and employees in developing countries (www2).  

 

The Swiss food and nutrition company Nestlé contributes to the development of a sustainable 

cocoa production through an initiative called “The cocoa plan”. Recently Nestlé decided to invest 

868 million SEK over a period of 10 years in order to help cocoa farmers to achieve a more 

profitable cocoa production. The money will be spent on plantation of cocoa trees, education, 

research and cooperation with social institutions (www23). Nestlé also recently started 

cooperation with Fair Labor Association (FLA), which is a collaborative effort of universities, 
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civil society organizations and socially responsible companies dedicated to protect workers’ 

rights around the world (www13).  

 

Similar to Kraft Foods, Cloetta and Nestlé, the Swiss chocolate manufacturer Lindt & Sprüngli is 

also involved in various projects supporting the development of sustainable cocoa production. 

Apart from investing money in order to track and abolish child labor at the cocoa fields, Lindt & 

Sprüngli also pays a premium of US $60 on each ton of cocoa sourced from Ghana into a 

foundation called SourceTrust.org which finances infrastructure, education and health projects in 

the farmer villages in Ghana (www21). 

 

1.4 PROBLEM DISCUSSION 

Although the field of CSR in consumer behavior research is still relatively small, over the past 

years there has been a growing interest in studying the links between CSR and marketing. Today, 

consumers more than ever expect companies to engage in CSR activities (Creyer and Ross, 1997; 

Foster, 2007). At the same time, managers increasingly see CSR as a marketing tool to help 

create a competitive advantage (Pohle, 2008). Some research do suggest that corporate 

management should apply CSR policies to marketing strategies, as this will have a positive effect 

on corporate brand equity, customer equity, market share and corporate image (Bhattacharya, 

Smith & Vogel, 2004). However, studies often produce opposing results.  

 

This study intends to identify how CSR activities influence customer loyalty and thereby attempts 

to increase the understanding of CSR activities as an emerging marketing tool. In order to study 

this matter we chose to inquire consumers on the Swedish chocolate market. Governmental 

regulations and customer involvement has made CSR an important strategic issue for firms in the 

chocolate industry. With known issues such as human rights in the production of cacao, 

consumer interest on the subject has also grown.   

 

Even though Sweden, in general, has come far in the development and implementation of CSR 

activities, there is still significant room for improvement regarding CSR within the chocolate 

industry. Recently, child labor and unacceptable working conditions at the cocoa bean fields were 

(again) brought to the surface, starting a fierce debate in Swedish society where strong critique 
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was aimed at the companies owning the chocolate production plants (www12). In the beginning 

of 2012, CNN presented a documentary investigating child labor at the Ivory Coast in West 

Africa, a region known to be the world’s largest cacao producer. The documentary reveals that, 

even if child labor since year 2001 is illegal, it still exists in a large scale. Only at the Ivory Coast 

over 200 000 children are estimated to be illegally working in the cacao fields (www4).  

 

In order to fight against and prevent child labor within the chocolate industry various 

organizations and institutions have been established and International Cocoa Initiative (ICI) is 

one of them. ICI actively works with eliminating the worst forms of child labor and forced labor 

from cocoa farming and chocolate production (www15). Increased discussions and many 

disclosures revealing the dark side of the chocolate industry has resulted in a higher awareness 

among chocolate consumers, which subsequently has led to an intense responsibility pressure on 

the chocolate companies.  

 

1.5 PURPOSE 

The purpose of this study is to examine how the perceived CSR activities influence customer 

loyalty in the Swedish chocolate industry.   

 

1.6 RESEARCH RELEVANCE 

As mentioned before, the effects of CSR on customer behavior have not yet been studied on a 

large scale. Most research has been done on an exploratory basis and has shown opposing results. 

Nevertheless, CSR is becoming increasingly important both from a practical as from a theoretical 

point of view. Practically, first of all, consumers more and more expect companies to behave 

socially responsible. Secondly, managers see the huge potential of CSR as a tool to create 

competitive advantage. Lastly, from a theoretical perspective there exists a gap in contemporary 

research that investigates the effects of CSR on consumer behavior.  

 

The remainder of this thesis consists of 5 chapters. First, a literature review gives an overview of 

CSR and customer loyalty and provides a theoretical framework for this study. Next, based on 

contemporary research our conceptual model with corresponding hypotheses is presented. Then, 
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the research design is discussed. Next, our empirical data and the analysis of the research data 

are presented. In conclusion, research conclusions and suggestions for future research based on 

the collected data and the analysis are discussed. 
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2. THEORETICAL FRAMEWORK 

In this chapter the theoretical framework for this study is presented. First, a literature review of 

the concept of corporate social responsibility, a definition and a brief overview of CSR activities 

are given. Next, the role of CSR in marketing will be discussed. Then, the effects of CSR activities 

on consumer behavior will be reviewed where special attention is given to the effects on customer 

loyalty. After that, the chapter will go deeper into customer loyalty and the antecedents through 

which we can measure it. Finally, this theoretical build-up leads to the proposed research model 

and associated hypotheses of this study.  

 

2.1 CORPORATE SOCIAL RESPONSIBILITY: A LITERATURE REVIEW 

The term corporate social responsibility (CSR) is a timeworn concept, with roots back in the 

1930-40’s. Around that time, the fundamental question regarding whether or not corporations 

owed responsibilities towards their shareholders and towards other groups influenced by the 

corporation, arose (Carroll, 1979; Carroll, 1999). 

 

1950: The starting point 

Even if CSR became a known concept already in the 1930’s, it was not until the 1950’s that the 

so called modern era of CSR began. The discussions in published literature about CSR in the 

1950’s were centered on the obligations of the businesses towards to achieving the desired 

objectives and values for society. In the year of 1953, Howard Bowen, known as the inventor of 

CSR, published a book, Social responsibilities of the businessman, which is said to be the 

landmark book about CSR (Carroll, 1999). Bowen also provided an initial definition of CSR: 

“Corporate social responsibility refers to the obligations of businessmen to pursue those policies, 

to make decisions, or to follow those lines of action which are desirable in term of the objectives 

and values of our society” (Bowen, 1953, cited in Rahman, 2011:2).   

 

1960: CSR, more than just economic and legal requirements 

During the 1960’s, the question about the reasons for corporations to take social responsibility 

came up. One of the most known authors from this time is Keith Davis, who 1960 published the 
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article Can business afford to ignore social responsibilities? In this article Davis presented a new, 

updated definition of CSR:  “Businessmen's decisions and actions taken for reasons at least 

partially beyond the firm's direct economic or technical interest" (Davis, 1960:1). Davis made a 

distinction between two types of CSR, socio-economic and socio-human obligations. The first 

kind of responsibility stands for corporations’ obligations regarding the economic development of 

the society affecting the public welfare. Here the responsibilities might take the form as, for 

instance, employment or inflation rate. The other type of corporate obligations, socio-human, 

refers to the nurturance and development of human values, which can’t be measured on an 

economic value scale. Examples of human values might be morale, cooperation or motivation. 

Another question Davis added to the discussion of CSR was what consequences that might be 

expected if corporations fail to accept social responsibilities incumbent upon them (Davis, 1960).  

 

Joseph W. McGuire was another major contributor to the early research of CSR and in 1963 he 

presented a new, broader view of social responsibility (Carroll, 1979). McGuire (1963) stated that 

“the idea of social responsibilities supposes that the corporation has not only economic and legal 

obligations but also certain responsibilities to society which extend beyond these obligations” 

(McGuire, 1963, cited in Carroll, 1990:271). With obligations McGuire more precisely meant 

responsibility for, for example, politics, community welfare and education. McGuire belongs to 

the ones first stating that CSR also goes beyond economic and legal requirements (Carroll, 1979).    

 

1970: A rapid growth and a boom of definitions 

The 1970’s is said to be the time period when the growth of CSR dramatically accelerated as a 

result of the growing interest among business people (Rahman, 2011). This development 

accordingly resulted in a myriad of CSR definitions, published by a wide range of authors and 

professors (Carroll, 1999). One of the most known books within CSR, published during the 

1970’s, was Business in Contemporary Society: Framework and Issues written by Harold L. 

Johnson. In this work, Johnson (1971) presents four different views and definitions of CSR, 

which he critically evaluates and analyzes (Rahman, 2011). The first one he named conventional 

wisdom and the definition of this kind of CSR was: “A socially responsible firm is one whose 

managerial staff balances a multiplicity of interests. Instead of striving only for larger profits for 

its stockholders, a responsible enterprise also takes into account employees, suppliers, dealers, 

local communities, and the nation” (Johnson, 1971, cited in Carroll, 1999:7). The focus on the 

wide range of different interest groups elucidates the shareholder perspective in this definition, 
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which has showed to be a common trend among definitions that appeared in the 70’s (Rahman, 

2011). The second definition of CSR by Johnson (1971) differed a bit from prior definitions, 

since he now defined CSR as a way for corporations to create profit: “Social responsibility states 

that businesses carry out social programs to add profits to their organization” (Johnson, 1971, 

cited in Carroll, 1999:8). The third view of CSR presented by Johnson, called utility 

maximization follows the same pattern, but here he states that corporations are not only interested 

in making profit, but rather look for multiple goals. Hence, the third definition follows: “A 

socially responsible entrepreneur or manager is one who has a utility function of the second type, 

such that he is interested not only in his own well-being but also in that of the other members of 

the enterprise and that of his fellow citizens” (Johnson, 1971, cited in Carroll, 1999:8). Finally, 

Johnson (1971) explained a fourth view, which he called the lexicographic view of social 

responsibility. This definition of CSR declares that:”… strongly profit-motivated firms may 

engage in socially responsible behavior. Once they attain their profit targets, they act as if social 

responsibility were an important goal— even though it isn’t” (Johnson, 1971, cited in Carroll, 

1999:8). With this definition, Johnson meant that company goals are ranked in order of 

importance and that targets are assessed for each goal. These target levels are moreover shaped 

by multiple factors. The most important factors are, according to Johnson, the firm’s past 

experience with these goals as well as the past performance of similar business enterprises, since 

individuals and organizations generally want to do at least as well as others in similar 

circumstances (Carroll, 1999; Rahman, 2011). 

 

In the 1970s and 1980s more attention was directed towards describing, with more clarity; what 

were the actual responsibilities of a corporation? The Committee for Economic Development 

(CED) did in 1971 encompass the spectrum of both economic and non-economic concerns in 

their approach of social responsibility called the three concentric circles. The first circle, called 

the inner circle, includes the basic responsibilities for an organization, such as providing 

products, jobs, and economic growth. The second circle, the intermediate one, encompasses the 

responsibility of exercising the economic function with an awareness of changing social values 

and priorities, such as respect for environmental conservation, hiring, or employee relations. 

Finally, the outer circle defines newly emerging and still vague responsibilities which the 

organization should become more broadly involved in, in order to actively improving the social 

environment. Examples of these responsibilities could be to support the society with major social 

problems, such as poverty and urban blight (CED, 1971, cited in Carroll, 1999). 
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In 1979, Carroll published a famous article presenting a definition as well as a new model 

encompassing four different components of CSR: “The social responsibility of business 

encompasses the economic, legal, ethical, and discretionary (or philanthropic) expectations that 

society has of organizations at a given point in time” (Carroll, 1979:4). The economic component 

of CSR signifies the fundamental social responsibility of business and, similar to CED’s inner 

circle of responsibilities, this component encompasses the production and selling of goods, 

making a profit and with that pursue growth. The legal component identifies organizations’ 

responsibility to obey laws which means that, similar to individual citizens, corporations have to 

follow policies and structures in order to ensure the continued compliance with legislation. The 

third component of CSR refers to the ethical responsibilities to be taken by corporations. 

According to Carroll (1979) these kinds responsibilities involves “the behaviors and activities 

that are not embodied in law but still entail performance expected of business by society's 

members" (Carroll, 1979:30). The fourth area of responsibilities, discretionary/philantropic, is 

closely linked with CED’s outer circle of responsibilities. These kinds of obligations are not 

guided by any laws or societal expectations but by the organization’s desire to engage in the 

society. This conceptual model developed by Carroll (1979) seems more or less equal with prior 

definitions or views of CSR, but what differ this model from the others is the statement that no 

type of responsibilities are completely at the sacrifice of another type. This means that CSR 

might be both economically and socially orientated at the same time (Carroll, 1979; Pinkston & 

Carroll, 1996). 

 

1980: CSR and profitability 

During the 80’s, the relation between CSR and profitability was first recognized. Cochran & 

Wood (1984) were among the first to study and identify this relation and the hypothesis was 

simple: CSR activities increase reputations of the corporations, which moreover increase the 

confidence of the consumers on the products and services of those companies. As a result, the 

profitability increases too. Cochran & Wood (1984) used three accounting return measures as 

profitability indicators: the ratio of operating earnings to assets, the ratio of operating earnings to 

sales and excess market valuation. The result of the study showed a weak support for a link 

between CSR and profitability (Cochran & Wood, 1984). Other researchers exploring the relation 

between CSR and profitability were Aupperle et al. (1985). They used the profitability indicator 

return on assets (ROA), both short-term (one year) and long-term (five years), but couldn’t reveal 
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any significant relation between a strong orientation toward social responsibility and financial 

performance (Aupperle et al., 1985). In 1984, Peter Drucker elaborated the explored relation 

between CSR and financial performance when he proposed a new meaning of CSR: turn social 

problems into economic opportunities. Drucker (1984) rejected the prior studies showing no 

noteworthy relation between responsibility and profitability and instead stated that they were 

compatible concepts. This compatibility was not the main idea of Drucker’s view, and also 

nothing new, but the way of converting social responsibilities into business opportunities had not 

been examined before (Carroll, 1999).  

 

1990: The pyramid of CSR 

The most momentous happening within CSR in the 90’s is probably Carroll’s (1991) 

development of the CSR pyramid (See Figure 1). The pyramid is built on the four components of 

CSR, examined by Carroll in 1979: economic, legal, ethical and discretionary/philanthropic. As 

displayed in Figure 1, the economic responsibilities make the basic building block, meaning that 

the economic performance of the corporation undergirds all the other responsibilities. The second 

block is the legal responsibilities of corporations, since the law decides what an acceptable and 

unacceptable behavior is. Next in the pyramid comes the business's responsibility to be ethical, 

referring to the obligation of minimizing harm to stakeholders. At the top of the pyramid the 

philanthropic responsibilities are to be found. As mentioned earlier, these responsibilities indicate 

the corporations’ willingness to, and society’s expectations of corporations to, contribute 

resources to the community and by that means improve the quality of life (Carroll, 1991). 
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Figure 1- The Pyramid of Corporate Social Responsibility 

 

Another famous concept evolving during the 20th century was Elkington’s (1998) Triple Bottom 

Line, focusing on three issues; social responsibility (people), environmental responsibility 

(planet), and economic responsibility (profit). The aim of the concept is to measure the financial 

as well as the social and environmental performance of organizations. Consequently, this concept 

brought a new aspect to the discussion and development of CSR; the environmental issue. From 

now on, a socially responsible company was not only responsible for creating economic and 

social value for the society. Now, the corporations were also expected to care about and protect 

the environment (Slaper & Hall, 2011; Elkington, 1998). Many other researchers began to 

develop this new aspect of CSR. A few of them were Neu et al. (1998), who based their study on 

three different issues including the influence of external pressure on environmental disclosures in 

annual reports (including the amount and types of strategies used in disclosure), the 

characteristics of environmental disclosure in comparison to other social disclosures and finally 

the association between environmental disclosures and the actual performance of corporations.  
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2000-Today: A boom of research testing new CSR relations and an environmental focus 

During the 21th century, the focus of the environmental aspect of CSR grew even stronger and 

society’s increased interest regarding environmental issues put new light on CSR. Hence, even 

higher pressure was put on corporations and their initiatives for support of the environment. This 

can be seen in the European Commission’s CSR-report from 2002, in which CSR is described to 

have a close relationship between companies and societies to tackle both social and 

environmental concerns: “CSR is a concept whereby companies integrate social and 

environmental concerns in their business operations and in their interaction with their 

stakeholders on a voluntary basis (www10:1). In their latest definition, the European Commission 

(2011) explains CSR as “the responsibility of enterprises for their impacts on society” 

(www11:6). More precise, the responsibility entails respect for applicable legislation and for 

collective agreements between social partners. Corporations should moreover “integrate social, 

environmental, ethical, human rights and consumer concerns into their business operations and 

core strategy in close collaboration with their stakeholders”(www11:6). This statement indicates 

that the environmental aspect of CSR is still of current interest. 

 

In the beginning of the 21th century the focus on CSR among corporations increased 

tremendously. From now on it was expected that companies are actively involved in CSR 

activities, rather than that it's a particular distinctive company attribute (Jutterström & Norberg, 

2011; McBarnet, 2007). More and more firms became members of various CSR organizations, 

for example CSR Europe, an organization founded in the 90’s with the aim to foster dialogue and 

cooperation between business, policymakers and other stakeholders to advance the CSR 

movement in Europe and globally. These kinds of organizations assisted with guidelines about 

how to work with CSR, what areas that are involved in CSR, future challenges etc. (www8; 

Jutterström & Norberg, 2011). Another proof of the increasing involvement in CSR is that many 

firms at this time began to publish annual CSR reports, or dedicate sections of their usual annual 

reports to mention the development and result of their CSR activities (Jutterström & Norberg, 

2011). 

 

Another trend emerging in the 21th century was the focus of CSR from a consumer perspective. 

The fact that corporations started to work and participate actively in projects regarding CSR 

predictably woke up an interest also among consumers. Researchers were then eager to find out 
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whether CSR activities had any influence on consumers or not, and if so, in what way and to 

what extent. In 2001, Mohr et al. studied the relationship between CSR and consumers’ buying 

behavior. The results of the study showed that the majority of the respondents were in general 

positively disposed towards social responsible firms and moreover expected firms to be highly 

active within CSR. Furthermore, the results revealed that a small majority of the respondents did 

not really think about basing their purchase behavior on CSR or did it only sometimes, even if 

CSR as a buying criterion didn’t play much of a role in the decision processes or purchase 

behavior. However, 39% of the respondents were basing some or much of their purchasing on 

CSR (Mohr et al., 2001).  

 

In 2005, Becker-Olsen and Hill contributed with two studies investigating the role of perceived 

fit (e.g. similarity between corporate mission and social initiative), perceived corporate motive 

(other-centered versus profit-centered), and timing of an announcement (reactive versus 

proactive) on consumers’ responses to corporate social initiatives. The aim of the study was to 

explore the impact of perceived CSR on consumer behavior. The results of the study 

demonstrated that an overwhelming majority of the respondents believed that firms should 

engage in social initiatives and 76% thought that those initiatives would benefit the firms. About 

half of the respondents stated that they would boycott firms that acted irresponsibly, if reasonable 

alternatives were available. Finally, the results showed that consumers expect firms to be 

involved in social initiatives and, moreover, that they might reward them for their efforts through 

purchase behavior (Becker-Olsen & Hill, 2005). 

 

Finally, another relatively new trend within CSR developed in the 21th century is to view and 

utilize the whole concept as a competitive advantage. In 2006, the marketing and strategy guru 

Michael Porter wrote an article together with Mark R. Kramer, in which they introduced a 

framework that organizations can use to identify the impact they have on society, determine 

which effects to address and then suggest effective ways to do so. The authors propose that when 

looking at CSR from a strategically perspective it can become a source of remarkable social 

progress, since corporations apply their resources, expertise, and insights to activities that benefit 

society as a whole (Porter & Kramer, 2006).  

 

Figure 2 provides an overview of the above described evolution of CSR.  
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Figure 2 - CSR development over the years (own) 

 

2.1.1 CORPORATE SOCIAL RESPONSIBILITY: A DEFINITION 

Over the years, researchers and scholars have provided an abundance of CSR definitions. In this 

report, the study will proceed using the definition formulated by the European Commission in 

2011: “CSR is the responsibility of enterprises for their impacts on society” (www11:6). This 

definition is chosen since it in one simple sentence covers the complete societal responsibility of 

corporations and accordingly includes the integration of social, environmental, ethical, human 

rights and consumer concerns into their business operations and core strategy (www11). 

 

2.1.2 CORPORATE SOCIAL RESPONSIBILITY ACTIVITIES 

The concept of CSR has developed to entail various aspects and areas. Hence, CSR activities can 

take a wide range of different forms. The Danish Commerce and Companies Agency (2005) 

divide the types of CSR activities into seven main clusters: leadership, vision & value, 

marketplace activities, workforce activities, supply chain activities, stakeholder engagement, 

community activities and environmental activities (www8). 

 

Leadership, vision and value  

A practical activity belonging to this cluster is the incorporation of CSR into the enterprise 

purpose, vision and values through formulation of policies and procedures, e.g. establishment of a 

Code of Conduct. Other activities would be to integrate CSR into the strategy, corporate 

governance and management systems of the enterprise and to empower employees to act in 

accordance with the defined purpose, values, vision, policies and procedures (www8). 
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Marketplace activities 

This cluster relates to issues being of relevance to customers. Examples of activities like these are 

to avoid misleading or offensive marketing, to take customer feedback and complaints into 

consideration, ensure product/service safety throughout the whole product life cycle, incorporate 

CSR into product innovation and to use CSR product labeling in order to market specific social 

or environmental attributes of the products/services (e.g. Fairtrade labeling). Pursuing ethical 

competition is also an activity belonging to this cluster. This activity entails for example fair 

price setting and the avoidance of aggressive sales practices (www8). 

 

Workforce activities 

This cluster embraces fair treatment of employees. It includes activities such as ensuring that 

employees have the opportunity to raise issues regarding working conditions and how they are 

treated and that they are allowed to anonymously report on ethical concerns about breaches in 

enterprise policy, bullying or harassment. The cluster also entails employee training and 

development and fair remuneration (www8). 

 

Supply chain activities  

The aim of these types of activities is to encourage the collaboration with suppliers and ensure 

that suppliers are following the same CSR standards and principals, in order to achieve social and 

environmental performance throughout the entire supply chain. Activities involve screening 

suppliers for compliance with social and environmental standards and to monitor and improve the 

social as well as the environmental performance of suppliers (www8). 

 

Stakeholder engagement 

This cluster includes the identification and prioritization of key stakeholders and their main 

concerns. In order to explore and understand these concerns enterprises can engage in local 

community liaison or conduct focus groups with stakeholders. They can also participate in public 

policy debates to engage politicians while observing responsible lobbying considerations or 

collaborate with public authorities (both government departments and local councils) in order to 

address societal needs. This cluster is also about transparent reporting and communications with 

stakeholders. This can be achieved through establishment of appropriate communication and 

reporting channels, e.g. formal reporting, informal feedback or website communication (www8). 
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Community activities 

These activities are also referred to as Corporate Community Investments (CCI), which means 

promoting the health and wellbeing of the local community in which the enterprise operates. 

Examples of practical activities could be to support charity or community organizations, engage 

in partnerships for social investment, to donate to worthy causes or to sponsor events, arts or 

sports clubs (www8). 

 

Environmental activities  

This cluster involves integrating the environmental concerns into strategy, risk management and 

compliance control systems through to policy, operational performance and reporting. Today, 

corporations have more frequently adopted green technologies and renewable energy. Pollution 

and waste management through treatment of emissions, re-engineering processes as well as 

reusing and recycling materials are other types of activities included in the seventh cluster 

(www8). 

 

2.2 THE ROLE OF CORPORATE SOCIAL RESPONSIBILITY IN MARKETING 

The use of CSR-activities in marketing is commonly recognized as cause-related marketing 

(CRM) (Simcic Brønn & Belliu Vrioni, 2001). CRM can be described as “a transaction-based 

marketing tool, which relies on consumers purchasing a product from a for-profit company, 

which donates a proportion of the product’s purchase price to the associated cause” (Davidson, 

1997 cited in Polynsky & Wood, 2001:11) The concept was developed during the late 80th 

century and one of the earliest definitions was formulated by Varadarajan & Menon in 1988: 

“Cause-related marketing is the process of formulating and implementing marketing activities 

that are characterized by an offer from the firm to contribute a specified amount to a designated 

cause when customers engage in revenue-providing exchanges that satisfy organizational and 

individual objectives” (1988:60). A later definition of CRM is provided by Simcic Brønn & 

Belliu Vrioni (2001): “CRM entails firms communicating through their advertising, packaging, 

promotions and so on their corporate social responsibility, namely their affiliation or work with 

non-profit organizations or support for causes” (2001:207). Previous literature about CRM 

mention a wide range of corporate and marketing objectives that can be realized through CRM 
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and a few frequently recurring are increasing sales, growing market shares, increasing customer 

loyalty, enhancing corporate image, building reputation and improving relationships with 

employees, customer and other stakeholders (Varadarajan & Menon, 1988; Jones et al., 2007; 

Simcic Brønn & Belliu Vrioni, 2001; Polynsky & Wood, 2001; Yoon et al., 2006). In line with 

these potential benefits resulting from the use of CRM, Simcic Brønn & Belliu Vrioni (2001) 

refer to studies revealing that if price and quality are equal, consumers are more likely to switch 

to a brand that has a cause-related marketing benefit.  

 

However, there are also noted downsides with the use of CSR in marketing. Many scholars have 

highlighted an important issue; skepticism among consumers (Simcic Brønn & Belliu Vrioni, 

2001; Yoon et al., 2006). Simcic Brønn & Belliu Vrioni (2001) as well as Yoon et al. (2006) refer 

to studies suggesting that the recent increase of CRM campaigns has caused an increase in 

skepticism which might lead to that consumers reject claims made in CRM campaigns and that 

these campaigns accordingly effect consumers purchasing behavior in a negative way. Polynsky 

& Wood (2001) also brought this issue to light. According to them it is important not to let 

consumer feel misled by the cause. This could be the case if firms undertake activities that 

exaggerate their generosity and thus mislead consumers (Polynsky & Wood, 2001). 

 

2.3 CUSTOMER LOYALTY 

In this study we aim to investigate the effect of CSR activities on customer loyalty. Therefore it is 

important that we first examine the construct of customer loyalty to determine its antecedents. 

Through these antecedents we can then measure how CSR affects customer loyalty in different 

ways. We dedicate this subchapter to a theoretical overview of customer loyalty, the underlying 

dimensions of customer loyalty and how we can measure customer loyalty through its 

antecedents.  

 

A definition 

The concept of customer loyalty and its importance in contemporary business is widely 

acknowledged and pursued by corporate executives. The concept has also been widely researched 

and as a result has received many definitions and interpretations in marketing literature. 

Nonetheless, a clear conceptual and operational definition is not available. At a general level, 
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however, customer loyalty is defined as “a deeply held commitment to rebuy or repatronize a 

preferred product or service consistently in the future, despite situational influences and 

marketing efforts having the potential to cause switching behavior” (Oliver, 1997:392). In their 

meta-analysis, Pan et al. (2011) assess the general findings across academic studies on customer 

loyalty measurement. Based on their results, loyalty is defined as “the strength of a customer’s 

dispositional attachment to a brand (or service) and his/her intent to rebuy the brand (or 

repatronize the service) in the future” (Pan et al., 2011:151).  

 

By creating and maintaining customer loyalty, a company develops a long-term, mutually 

beneficial relationship with its customers. Furthermore, with loyal customers, companies can 

maximize their profit by which these customers are willing to (1) purchase more frequently and 

(2) spend money on trying new products or services (Reichheld & Sasser, 1990). Therefore, 

loyalty has been linked to a firm’s success and profitability (Eakuru & Mat, 2008).  

 

2.3.1 LOYALTY MEASURES 

Customer loyalty has been heavily segmented in behavioral theory literature. The different views 

on loyalty allow for a distinction between a stochastic, deterministic and composite approach. A 

review of the literature brings out these three ways to define loyalty. First, there is the stochastic 

approach, which is purely behavioral. Then, there is the deterministic approach that considers 

loyalty as an attitude. Lastly, a combination of these approaches is called composite loyalty. 

Through these dimensions, loyalty is said to evolve from the act of purchase, to customer 

satisfaction, to customer trust, to customer commitment to finally customer loyalty (Tucker, 

1964; Jacoby & Kyner, 1973; Dick & Basu, 1994; Odin et al., 2001; Chaudhuri & Holbrook, 

2001; Uncles et al., 2003; East et al., 2005; Rundle-Thiele, 2006; Bandyopadhay & Martell, 

2007).  

 

Figure 3 demonstrates the dynamic model of customer loyalty, which provides an overview of 

both the behavioral and attitudinal construct of customer loyalty. 
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Figure 3 - A Dynamic Model of Customer Loyalty (adopted from Costabile, 2001) 

 

The main difference is that behaviorally loyal customers act loyal but do not have an emotional 

(attitudinal) relationship with the brand. This kind of loyalty is referred to as false loyalty (Jones 

& Sasser, 1995) or simply behavioral loyalty (Hofmeyr & Rice, 2000). Behavioral loyalty can 

further be segmented into forced loyalty, loyalty caused by inertia or functional loyalty. 

Customers that are forced to be clients when they actually do not want to be, act out of forced 

loyalty. For example, contractual obligations, one’s financial limitations or monopolistic 

companies, may cause forced loyalty. Inertia – a disinclination to move – can also be a source of 

loyalty, where the customer does not want to move from one brand to another due to comfort or a 

general lack of importance of doing so. A lack of information about alternative choices 

(characteristics of other brands) may also be a cause of inertia. Lastly, functional loyalty is 

motivated by an objective reason to be loyal, such as product price, quality, availability etc. 

(Wernerfelt, 1991).  

 

Attitudinal loyal customers do have a certain (emotional) relationship with the brand and this 

type of loyalty is considered to be much stronger and longer lasting. Jones & Sasser (1995) call 

this true long-term loyalty and Hofmeyr & Rice (2000) refer to this as committed loyalty. 

Important for the endurance of attitudinal loyalty is that the customer values this relationship and 

puts effort in attempting to maintain the relationship with the brand (Morgan & Hunt, 1995; 

Reicheld, 2003; Moorman et al., 1992).  
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True loyalty incorporates both forms of loyalty, a composite, resulting in consistent attitudes and 

behaviors of loyalty and is called intentional loyalty (Day, 1969). It is important to note that 

intentional loyalty is both emotional and behavioral, but is not driven by force, inertia or 

functionality.  

 

2.3.2 THE ANTECEDENTS OF CUSTOMER LOYALTY 

For decades, there has been ample interest in the fundamental questions regarding customer 

loyalty and its driving forces. An essential first step in investigating the issue is to determine how 

customer loyalty is measured. The significant relevance of this topic in business research has led 

to a myriad of studies and empirical data. However, there seems to be a lack of consensus in 

these findings. One of the primary sources of the disparity in customer loyalty research is the 

conceptualization and operationalization of the loyalty construct itself. Most studies attempt to 

measure customer loyalty by using behavioral dimensions such as purchase intentions, price 

sensitivity and word-of-mouth communication (Baldinger & Rubinson, 1997; Bloemer et al., 

1999; Ibrahim & Najjar, 2008). This is because attitudinal measures, such as the perceived value 

of a product, are often considered to be the antecedents of customer loyalty (Donion et al., 2006; 

Henning-Thurau et al., 2002). However, other authors suggest that an attitude-behavior 

relationship (an integration of both behavioral and attitudinal components) can make an 

integrated study of customer loyalty possible (Dick & Basu, 1994; Chaudhuri & Holbrook, 2001; 

Rundle-Thiele, 2005).  

 

In order to measure the concept of customer loyalty and, in this study, the effects of CSR 

activities on customer loyalty, we first identify the primary available antecedents of customer 

loyalty, which we divide in two components. First, there are customer related antecedents. One 

customer related factor is overall satisfaction with the product (Dick & Basu, 1994; Hesket et al., 

1994; Oliver, 1997). Trustworthiness of the firm is also a factor that impacts loyalty. Chaudhuri 

and Holbrook (2001) have shown that brand trust is directly related to both purchase and 

attitudinal loyalty.  

 

Secondly, there are product related factors. Product related factors for loyalty are the product 

quality and brand image (Pan et al., 2011). Brand image has two major pathways of influencing 

loyalty; on a conscious and subconscious level. Firstly, people tend to prefer brands that possess 
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personality traits the individual would like to possess themselves. Secondly, as part of social 

identity theory, people try to classify themselves into social categories whereby they assess their 

(moral) values and objectives and compare these to those of various groups and organizations 

(Ashforth & Mael, 1989). Consumer-brand relationships are much about perceived values- and 

goal-compatibility. The brand, proliferated through the product, must be part of the customer’s 

self-identity and social-identity to fully bond loyalty towards the brand (Oliver, 1999).  

 

Customer Satisfaction 

Customer satisfaction is an important element of improving the competitive advantage and 

retaining customers.  The topic has therefore been subject to a significant amount of research in 

consumer behavior and marketing literature (Siskos et al., 1998). According to Oliver (1993), 

satisfaction links the purchase/consumption to post-purchase phenomena such as repeated 

purchase and positive word-of-mouth. Satisfaction happens when the actual performance of the 

product is equal to, or greater than, the expected performance. Customer satisfaction is thus 

evaluated post-consumption (Yuksel & Rimmington, 1998). The concept has also been defined as 

"a customer's overall evaluation of performance for a current offering" (Gustafsson et al., 2005; 

210). Czepiel et al. (1974) view customer satisfaction as an overall evaluation, representing a sum 

of subjective reactions for the customer regarding products with varied attributes. Additionally, 

Kotler (1996) proposes satisfaction to be the difference between perception and expectation. 

Accordingly, customer satisfaction is a subjectively positive or negative feeling arising from a 

comparison between pre-consumption expectations and post-consumption perception. 

 

Customer Trust 

Customer trust is a central factor in relationship marketing and plays an essential role in 

increasing customer retention and loyalty (Morgan & Hunt, 1994). Research literature recognizes 

trust as a prerequisite to build customer relationships and as a preceding state for the development 

of customer commitment (Garbarino & Johnson, 1998). Morgan & Hunt (1994) argue that trust 

will occur when one party has confidence in an exchange partner's (the trustee) reliability and 

integrity. Trust is derived from the history of a relationship through shared values, 

communication and opportunistic behavior (Duck, 1997; Duck & Ickes, 2000; Hinde, 1997; 

Seligman, 1997). The theoretical foundation is based on socio-cognitive learning which assumes 

that individuals learn from the past. "Individuals interact, experience and observe the actions of a 

relationship partner (e.g., how they have communicated, whether they have kept commitments or 
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been honest etc.) and use these perceptions to develop a view of how the partner will act in the 

future (i.e., their trust in the organization)" (MacMillan et al., 2005:808). 

 

Product Quality  

Quality is a complex concept that can be broken down into multiple dimensions, and is for that 

reason difficult to define. Due to inadequate definitions and conceptualization, critique has been 

leveled at prior research efforts (Zeithaml, 1988). Researchers commonly distinguish between 

objective and subjective product quality (Dodds & Monroe, 1984; Holbrook & Corfman, 1985, 

cited in Zeithaml, 1988; Parasuraman et al., 1986). Objective quality refers to physical product 

characteristics and is described as the actual technical superiority or excellence of a product, 

while subjective quality denotes the quality perceived by the consumer and is therefore a “highly  

relativistic phenomenon that differs between judges” (Grunert, 2005; Hjorth-Anderson 1984; 

Holbrook & Corfman, 1985:33, cited in Zeithaml, 1988). Zeithaml (1988) defines perceived 

product quality as “the consumer's judgment about a product's overall excellence or superiority” 

(1988:3). Monroe & Krishnan (1985) added the possible influence of other available products 

into their definition and thus define perceived product quality as "the perceived ability of a 

product to provide satisfaction 'relative' to available alternatives" (1985:212, cited in Teas, 1993). 

Based on this definition, Teas (1993) states that “the perceived ability of the product to deliver 

satisfaction can be conceptualized as the product's relative congruence with the consumer's ideal 

product feature” (Teas, 1993:22).  

 

Brand Image 

Brand image is a known as an influential factor in marketing and has been an important concept 

in consumer behavior research since the 1950s. Early research efforts have confirmed that image 

considerations guide purchase choice and that products are often purchased or avoided not for 

their functional qualities, but because of how they impact the buyer-user's status and self-esteem. 

These findings have resulted in that brand image has become a vital concept for marketing 

managers (Dobni & Zinkhan, 1990). Kotler (1999) defined a brand as “a name, term, sign, 

symbol, or design, or combination of them which is intended to identify the goods and services of 

one seller or group of sellers and to differentiate them from those of competitors" (1991: 442). 

Brand image is frequently defined as the overall impression of a brand, made in the minds of 

consumers (Nguyen & LeBlanc, 1998; Dichter, 1985). Moreover, many authors describe brand 

image as the accumulation of experiences that over time contributes to the generation of an image 
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in the mind of consumers (Nguyen & LeBlanc, 1998; Flavián et al., 2005). Brand image can be 

considered as the combined effect of brand associations or more specifically as the consumer's 

perceptions of the brand's tangible and intangible associations (Biel, 1992; Engel, Blackwell & 

Miniard, 1993, cited in Faircloth et al., 2001). According to Kapferer (1992, cited in Faircloth et 

al., 2001) brand image results from when the consumer decodes, extracts, and interprets the brand 

signals.  

 

2.3.3 INTERCONNECTEDNESS OF THE ANTECEDENTS 

Boulding et al. (1993) have shown the relationship between product quality and the will to 

purchase the product again. A significant positive relationship between product quality, customer 

satisfaction and customer loyalty was found. Improved product quality can increase customer 

satisfaction, customer loyalty and also enterprise profitability and performance (Rust et al., 

1995).  Customer satisfaction has shown to have a significant positive effect on purchase 

intentions (Cronin & Taylor, 1992). In market-oriented firms, customer satisfaction is considered 

to be one of the most important influencing factors of customer loyalty (Kandampully & 

Suhartanto, 2000).  

 

Corporate image can have a positive or negative influencing effect on the customers’ perception 

of the product offerings (Zeithaml et al., 1996). The customers’ experience with the product is 

considered to be the most important factor influencing his or her image of the corporation 

(Gronroos, 1983). Furthermore, awareness and image of a brand of the product influences the 

buyers’ purchasing decision, where a good image stimulates purchase by simplifying decision 

rules (Liu et al., 2010). 

 

Trust has been characterized as confidence in the honesty and integrity of another party (Crosby 

et al., 1990). Customer trust and loyalty has been studied intensively; trust is found to be a key 

factor in maintaining relationships (Bendapudi &Berry, 1997; Doney & Cannon, 1997).  One 

study, performed by McKnight (1998), points out that customers will trust in a firm quickly when 

satisfaction is high, without other evidence of whether the corporate image is good. Furthermore, 

it is found that a strong record of CSR creates a favorable context that positively boosts 

consumers’ evaluations of and attitude toward the firm (Brown & Dacin, 1997; Zeynep & Batra, 

2004; Sen & Bhattacharya, 2001). 
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Figure 4 provides an overview of the four, above defined, antecedents of customer loyalty. 

 

 
Figure 4 - The Antecedents of Customer Loyalty (own) 

 

2.3.4 CORPORATE SOCIAL RESPONSIBILITY AND CUSTOMER LOYALTY  

The effects of CSR on customer loyalty have been studied in a direct relationship. Customer 

loyalty is one of the most important consumer behaviors companies try to influence by using 

CSR as a marketing tool. García de los Salmones et al. (2005) measured the direct and indirect 

relationship between CSR and customer loyalty in the mobile telephone industry. The results 

revealed that there was no significant direct relation between the two variables. However, CSR 

appeared to have a significant influence on consumers' valuation services and since the overall 

service valuation turned out to have a strong positive correlation to customer loyalty, it was 

concluded that CSR indirectly influence customer loyalty (García de los Salmones et al., 2005).  

In 2010, Liu et al. performed a study on the perceived CSR and customer loyalty based on the 

dairy market in China. The results from the regression analysis showed that product quality, trust, 

image and satisfaction have a positive influence on customer loyalty, while there was no 

significant direct correlation between CSR and customer loyalty. Since the authors have 

identified the impact of perceived CSR on the other four factors in the regression analysis, they 

although concluded that the perceived CSR might have an indirectly impact on customer loyalty 

(Liu et al., 2010).  

 

Nevertheless, there are also studies revealing a positive correlation between CSR and customer 

loyalty. In their literature review, Simcic Brønn & Belliu Vrioni (2001) refer to a study stating 

that cause-related marketing might be used as a tool for corporations to increase customer loyalty 
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and build reputation (Stewart, 1998, cited in Simcic Brønn & Belliu Vrioni, 2001). In a study 

conducted in 2007, Du et al. (2007) examine the moderating influence of the extent to which a 

brand's social initiatives are integrated into its competitive positioning on consumer reactions to 

CSR. The authors revealed that consumers tend to have more favorable beliefs and reward CSR 

brands to a greater extent, in terms of relational behaviors, such as loyalty and advocacy. The 

results showed that consumers of a brand are more likely to identify with the brand, be loyal to 

the brand, as well as engage in advocacy behaviors for the brand (i.e., willing to try new 

products, engage in favorable word-of-mouth) when it is a CSR brand than when it is not (Du et 

al., 2007). 

 

2.3.5 THE RESEARCH QUESTION 

The theoretical overview presented leads us to the research question of this study: 

 

“How do perceived CSR activities influence customer loyalty on the Swedish chocolate market?” 

 

In order to answer this question, we take the final step in examining the relationship between 

perceived CSR and the antecedents of customer loyalty. Next, we propose four hypotheses based 

on current research that we will test.  

 

2.4 CORPORATE SOCIAL RESPONSIBILITY AND THE ANTECEDENTS 

Numerous studies have attempted to examine CSR and its relationship with customer behavior. 

In this study we attempt to measure the effects of CSR activities on the four antecedents of 

customer loyalty discussed earlier. In this subchapter, we present an overview of literature 

concerning the effects of CSR on the antecedents of loyalty. We also provide a state of the art of 

the current theory available on the matter and provide hypothesis based on this.  

 

2.4.1 CORPORATE SOCIAL RESPONSIBILITY AND CUSTOMER SATISFACTION 

Good corporate social performance can improve customer identification and customer support 

and then create benefits for the company (Lichtenstein et al., 2004). Increasingly more companies 
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adopt the idea that socially responsible behavior generates positive consequences, such as 

increased customer satisfaction. Consumers have shown to be more willing to buy products from 

companies involved in social causes (Ross et al., 1992). The greater support for companies that 

put effort in social responsible behavior (such as donations, energy-programs, sponsorships, etc.) 

may materialize through satisfaction in stronger loyalty towards the company (Maignan et al., 

1999; Bhattacharya & Sen, 2004). Keller and Aaker (1992) have shown that consumers prefer 

products and services from a responsible company to those from an irresponsible company.  

 

CSR can also influence the consumers’ response towards a product by creating associations 

(Brown & Dacin, 1997). Brown & Dacin (1997) further state that positive CSR associations lead 

to positive evaluations of the firm and consequently have positive effects on product evaluation 

and satisfaction. Similarly, negative associations (for example unethical company behavior) lead 

to negative evaluations of the firm and the product satisfaction. Folkes & Kamins (1999) also 

proved that providing positive CSR information to the customer, positive associations can lead to 

positive customer behavior. In their research, however, Sen & Bhattacharya (2001) found that a 

positive company evaluation is only triggered by CSR if the person highly identifies with the 

company. Furthermore, they state that a consumers’ company evaluation is more sensitive to 

negative CSR information than to positive CSR information (Sen & Bhattacharya, 2001). 

Summarized, CSR may positively influence customer satisfaction.  

 

State of the Art 

The relationship between corporate socially responsible behavior and customer satisfaction has 

been extensively studied. The notion that CSR activities positively influence customer trust is 

well accepted. Research as presented by Lichtenstein et al., (2004) support recognized earlier 

findings from Ross et al. (1992), Keller & Aaker (1992) and Maignan (1999). These theories are 

validated by empirical data. We consider the evidence subtracted from these empirical results to 

be a solid base for our hypothesis: 

 

H1: CSR activities positively influence customer satisfaction 
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2.4.2 CORPORATE SOCIAL RESPONSIBILITY AND TRUST 

According to Bhattacharya & Sen (2003), strong customer-company relationships often result 

from customers’ identification with those companies, which helps them satisfy one or more 

important self-definitional needs. A positive and favorably image can be created by good 

corporate social behavior, leading to improved attitude of customers towards the company 

(Brown & Dacin, 1997; Sen & Bhattacharya, 2001). The strategy and communications agency 

Cone has found that 80% of customers indicated that corporate support of causes wins their trust 

in the company (www5). When companies use CSR-based promotion, the perception of this 

information by the consumer is dependent on three factors; the perceived fit between the product 

and the promoted good cause, the perceived corporate motive and the timing of the promotion 

(Becker-Olsen et al., 2006). In their examination, Becker-Olsen et al. (2006) found that CSR-

based promotions are only successful when the perceived fit between the promoted product and 

the good cause is high. Furthermore, these promotions should not come from a corporate motive 

that is profit-oriented and should not be perceived as the reaction to a negative incident from the 

past. Summarized, CSR may positively influence consumer trust.  

 

State of the Art 

The relationship between corporate socially responsible behavior and consumer trust has been 

studied with conflicting results. Brown & Dacin (1997) and Sen & Bhattacharya (2001) have 

provided well recognized theories arguing that CSR activities improve customer attitude towards 

the company. Becker-Olson et al. (2006) note, however, that CSR activities can influence 

customer trust only when three basic requirements are met. The theoretical base that argues that 

CSR activities improve customer attitude towards the company, asks for more research into the 

issue and is therefore considered to be an emerging theory that needs more validation. To test this 

emerging theory, we propose the following hypothesis: 

 

H2: CSR activities positively influence customer trust 

 

2.4.3 CORPORATE SOCIAL RESPONSIBILITY AND QUALITY 

Product quality remains one of the most important factors of customer satisfaction, retention and 

loyalty. However, CSR plays a mediating role between quality perception and loyalty. Folkes & 

Kamins (1999) proved that there exists a link between CSR and customer attitude. The 
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companies’ (un)ethical behavior influences customer attitudes which influence the customers’ 

evaluation of the company and the product. However, this influence is definitely not as great as 

that of the product attribute information; it only has an amplifying effect. When this effect is 

there, ethical behavior that is perceived as extrinsically motivated is not as favorably for the 

customer as ethical behavior based on intrinsic motives. It is important to note, however, that 

when a product’s attributes are inferior the information about the company’s ethical behavior has 

very minimal impact on the product evaluation (Bhattacharya & Sen, 2004). Additionally, Folkes 

& Kamins (1999) state that in general “virtuous behavior is not a substitute for product quality, 

nor does superior quality compensate for unethical behavior in influencing attitudes towards the 

firm” (1999:257). Nevertheless, CSR activities and information can stimulate differentiation of a 

product from its competitors, when product quality is equal (Folkes & Kamins, 1999).  

 

State of the Art 

Research by Folkes & Kamins (1999) is cited often to back up claims that say CSR affects 

perceived product quality. This effect is not significant when the product’s attributes are 

perceived to have low quality. This notion is also supported by Bhattacharya & Sen (2004). The 

relationship between CSR activities and the perceived quality is therefore part of an emerging 

theory and requires more research, due to the lack of empirical validation. Many authors that 

studied this issue, mentioned earlier, have stressed this need as well. Therefore, we consider this 

theory to be emerging and attempt to test this by posing our hypothesis: 

 

H3: CSR activities positively influence perceived quality 

 

2.4.4 CORPORATE SOCIAL RESPONSIBILITY AND BRAND IMAGE 

Within the field of marketing research there exists consensus about the fact that consumer 

behavior and attitude towards a brand (image) is influenced by word of mouth (WOM) 

(Keiningham et al., 2007; Bayus, 1985; Herr et al., 1991). Anderson et al. (2004) found that 

satisfaction stimulates WOM. Based on their research, Bhattacharya & Sen (2004) identified 

WOM as “one of the key behavioral outcomes of positive CSR activities” (2004:20). CSR 

activities can thus improve company image and simultaneously stimulate WOM which in return 

has a positive effect on company image. However, according to Carrigan & Attalla (2001) CSR 

activities often don’t have the influence companies want because customers are not aware of the 
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activities. Bhattacharya & Sen (2004) argue that CSR can act as differentiation through 

innovation in today’s highly competitive world, strengthening the company’s image. A consumer 

has certain associations with a firm and evaluates the firm according to these associations. Many 

factors influence these associations, such as personal preferences, attitudes or experiences from 

the past. Sen & Bhattacharya (2001) also state that not all CSR activities have a similar impact on 

consumers’ company evaluation. Therefore, managers should “adopt a strategic perspective in 

making CSR decisions, aligning their CSR initiatives with not only the company’s overall 

strategic thrust but also its competitive positioning and the positions of key stakeholder groups on 

alternative CSR issues” (Sen & Bhattacharya, 2001:238). Summarized, CSR may positively 

influence company and brand image.  

 

State of the Art 

Sen & Bhattacharya (2001) have shown the relationship between CSR activities and consumer 

behavior, attitude and company image. This relationship, according to Carrigan & Attalla (2001), 

works through association and is therefore subject to the consumers’ personal preferences, 

attitudes and experiences from the past. Research by Bhattacharya & Sen (2004) supports this 

notion. Empirical validation of these findings consists of a relatively small body of research. 

Therefore, considering the context of this study, we argue that this theory requires further 

examination to test whether this relationship is indeed significantly strong. We aim to test this 

matter by posing our hypothesis: 

 

H4: CSR activities positively influence brand image 
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2.5 THE RESEARCH MODEL 

The model below (Figure 5) summarizes the hypotheses and their directions.  

 

 
Figure 5 - Proposed Research Model 
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3. METHODOLOGY 

This chapter will discuss the methodology of this study. First, the type of research strategy and 

the research design are presented. Next, the data collection, the measured constructs, the 

population and sampling and finally the data preparation and measurement techniques are 

discussed.  

 

3.1 RESEARCH APPROACH 

Inductive versus deductive 

Whether a study has an inductive or deductive approach depends on the relation between theory 

and research. A deductive research process has its starting point in the theory. The researcher 

continues with formulation of hypotheses, which are supposed to be tested with the collected data 

and finally confirmed or not. A deductive approach starts out from a general idea and results in 

more specific concepts. An inductive research process instead begins with specific observations 

and measures. The researcher then identifies patterns and regularities, formulates some tentative 

hypotheses that are to be explored, and finally ends up developing some general conclusions or 

theories. An inductive approach starts out from the more specific to end up in generalizations and 

theories (Blumberg et al., 2011; Bryman & Bell, 2005).  

 

This study is of a deductive kind since we have formulated our hypotheses based on our 

theoretical framework. These hypotheses are, after testing them, either going to be confirmed or 

rejected.  

 

Quantitative research 

Bryman & Bell (2011) define research strategy as “a general orientation to the conduct of 

business research” (2011:26). The concept can be divided into two distinctive clusters, namely 

quantitative and qualitative research. A common way to distinguish these two is that quantitative 

research focus on quantification in the collection and measuring as well as analysis of data 

(numbers and figures), while qualitative research is more emphasized on words, sentences and 

narratives rather than quantification and measuring of data (Blumberg et al., 2011). According to 
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Bryman & Bell (2011), three different main factors are commonly known to distinguish these two 

clusters from each other. First, the principal orientation to the role of theory in relation to 

research differs between the two. While quantitative research emphasizes on testing theory 

(deductive approach) qualitative research on the other hand focuses on the generation of theory 

(inductive approach).  

 

Since the aim of our study is to study the impact of CSR on customer loyalty and measure 

various relations between chosen variables, a quantitative approach is the most suitable option for 

conducting this study. Our intention is moreover to generalize, through statistical analysis, our 

findings to the studied population. This way of conducting research is also in line with a 

quantitative approach.  

 

3.2 RESEARCH DESIGN: CROSS-SECTIONAL 

The quantitative approach emphasizes on measuring a phenomenon (Bryman & Bell, 2011; 

Blumberg et al., 2011). For that reason, most quantitative research use questionnaires or surveys 

as the method of data collection and it commonly involves a numerical analysis of data, as is the 

case in our study. The research design used in this study is called a cross-sectional research 

design or a social survey design (Bryman & Bell, 2011). The cross-sectional research design 

belongs to the types of research designs called descriptive research designs, which are structured 

and designed to measure the characteristics described in a research question. This process is often 

made through formulation and testing of hypotheses derived from the theory (Hair et al., 2003). 

The cross-sectional design is characterized by the collection of data on more than one case and at 

a single point in time in order to collect a body of quantitative or quantifiable data in connection 

with two or more variables. These are then examined to detect patterns of association (Bryman & 

Bell, 2011).  

 

Since our intention is to formulate and test hypotheses in in order to measure relations between 

variables and our empirical data will be collected under a longer period than at a single point in 

time, our study is of a cross-sectional design. The method and procedure of data collection will 

be described more in detail in the following paragraph.   
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3.3 DATA COLLECTION 

A typical way of collecting empirical data in cross-sectional studies is through surveys (Hair et 

al., 2003). Accordingly, the empirical data examined in this study was solely collected through 

surveys, which were distributed online.   

 

3.3.1 WEB-BASED SURVEYS 

Web-based surveys can be distinguished as two different types. A target web survey provides the 

researcher with control over who is allowed to participate, since the researcher selects participant 

and sends invitations, either by sending the survey directly in an email or sending a web link 

leading to a survey server. A self-selected survey provides limited control over who is responding 

the survey and an example of this could be windows popping up at specific websites, inviting the 

user to participate in the online survey. The main advantages of collecting data through web-

based surveys should be the low cost but at the same time expanded geographic coverage that 

these types of surveys allow. Web-based surveys might (by respondents) also be perceived as 

more anonymous, which might have a positive influence on the respondent rate. Finally, web-

based surveys allow for rapid data collection. This is an appreciative advantage since the amount 

of time for conducting studies is often limited. The main disadvantage with the use of surveys for 

data collection is that there is no possibility for the interviewer to intervene for probing or 

explaining. Therefore, it is important to formulate the questions in a simple manner as well as test 

the survey on a small population before sending it out to the sample. Another issue to take into 

account is suspiciousness or anxiety among respondents, especially if the questions are in any 

way personal (Blumberg et al., 2011).  

 

In this study the target web survey is used. The survey was created at the website CheckBox.com 

and a link to the survey together with an informative description of the study and invitation to the 

survey was sent out to students, both at Linnaeus University and Linköping University in 

Sweden. A link to the study was also posted on the social networking website Facebook.   
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3.3.2 PRE-TEST OF QUESTIONNAIRE 

In order to assure the accuracy and consistency of a questionnaire, it should be pretested on a 

small sample of respondents with characteristics similar to the target population (Hair et al., 

2003). There are two types of survey pretest. In a collaborative pretest, the respondents are aware 

of that the pretest is a practice run. Instead of simply filling in the questionnaire, the participants 

are asked to explain reactions to question form, wording and order. The aim of this pretest type is 

to find out whether the survey is understandable or not. In a non-collaborative pretest, the 

respondents do not know that it is a pretest and fill in the questionnaire as if it would be 

conducted for real. This type of pretest allows the researcher to control the choice of analysis and 

the standardization of the survey (Cooper & Schindler, 2011).  

 

In this study, a participating pretest was conducted. The pretest was sent out to six master 

students and three professors at Linnaeus University. The aim of the pretest was to assure that the 

questions were understandable and to receive feedback regarding the survey structure, order of 

questions and wording.   

 

3.4 MEASUREMENT 

Taken from the theoretical framework and proposed research model, the variables to be studied 

are: 

! Satisfaction 
! Quality 
! Image 
! Trust 
! Corporate Social Responsibility 
! Control variables: age, gender, level of education 

 

These variables are operationalized to find indicators that can be used to measure the variables. 

The operationalization of these variables allows us to convert the theoretical concepts into 

categorized items that we use in the survey. This process simplifies the processing and analysis of 

our data and increases the richness and depth of our insights into the phenomena. Multi-item 

Likert scales were developed for each of the constructs in the model.  
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Corporate Social Responsibility 

Corporate social responsibility is a wide concept covering a lot of different aspects. In the context 

of the chocolate industry, the focus is centered on issues such as child labor and on how to 

produce cocoa in a more sustainable way. In order to measure the perceived CSR we used the 

following three scale items: product labeling, working conditions on the cocoa fields and support 

of charity organizations. These three items are based on the CSR definition provided by the 

European Commission (2011) as well as on the practical CSR activities stated by the Danish 

Commerce and Companies Agency (2005) (www8; www11). 

 

Customer Satisfaction 

In Hausknecht's (1990) influential research on measurement scales for the customer 

satisfaction/dissatisfaction construct, over thirty indicators of satisfaction are identified. Based on 

these findings and the context of this study, the following indicators are regarded as best suitable 

for measurement of customer satisfaction; overall satisfaction and happiness (Moore & 

Shuptrine, 1984; Oliver & Bearden, 1983; Westbrook & Oliver, 1981; Swan et al., 1981). 

 

Product Quality 

In this study, the focus is directed at measuring the subjective product quality and thus the quality 

perceived by consumers. When measuring the perceived product quality it is moreover common 

to make a distinction between intrinsic and extrinsic product attributes. While intrinsic cues 

involve the physical composition of the product, extrinsic cues are on the other hand product-

related but not part of the physical product itself (Fandos & Flavián, 2006; Zeithaml, 1988; 

Steenkamp, 1997). In order to capture both dimensions, we use both intrinsic and extrinsic 

attributes for measuring the perceived quality. Considering the context of this study, the 

following indicators of perceived product quality are used: price (extrinsic), taste of the chocolate 

(intrinsic) and perceived quality.  

 

Brand Image 

Brand image is commonly defined as an overall impression and accumulated experiences 

(Nguyen & LeBlanc, 1998; Dichter, 1985; Flavián et al., 2005). An alternative definition is 

presented by Faircloth et al. (2001) who describe brand image as the consumer's perceptions of 

the brand's tangible and intangible associations. These definitions examined by prior research 

literature form the basis of our chosen measures of brand image. Based on the content of this 
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study, we measure the image of chocolate brands by the scale items: overall impression and 

perceived image.   

 

Customer Trust 

Measurement of trust is difficult and not one coherent view on this issue exists in research 

literature. However, Mayer et al. (1995) have proposed indicators of trust that are widely used in 

consumer behavior research. Based on these findings, we define customer trust as the customer's 

overall perception towards the ability (trust in skills and competencies of the trustee) and 

integrity (the customer's belief that trustee is honest and fulfills its promises) of the company in 

doing what it says it will do. From this, we examined research literature and based on the context 

of this study, deducted the following indicators of trust; trustworthiness and integrity (Selnes & 

Sallis, 2003; Sirdeshmukh et al., 2002). 

 

Control variables 

In order to eliminate potential mediating effects from influencing the relationships between the 

variables, control variables are used. These control variables are Age, Gender and level of 

Education.  

 

The constructs, their scales, the used items and the sources of the measures are summarized in the 

overview in Table 1.  
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Table 1 - Measurement Summary 

Construct/Scale Items Source 

CSR Support of charity, support of good working 

conditions, product labeling 

 

5-point sem. dif. (Likert: 

1= Not at all, 5= A lot) 

1. Please indicate how much you think the 

following brands support charity organizations:  

Danish Commerce 

and Companies 

Agency, 2005 

5-point sem. dif. (Likert: 

1= Not at all, 5= A lot) 

2. Please indicate how much you think the 

following brands support good working 

conditions in the cacao production industry:  

Danish Commerce 

and Companies 

Agency, 2005 

Dichotomous scale (Yes 

or No) 

3. I think the following brands promote their 

sustainable behavior and involvement in 

societal issues on their product packaging:   

Danish Commerce 

and Companies 

Agency, 2005 

   

Satisfaction Overall satisfaction, happiness  

5-point sem. dif. (Likert: 

1= Very dissatisfied, 5= 

Very satisfied) 

1. Overall, how satisfied have you been with 

the following the brands: 

Moore & Shuptrine 

1984; Oliver & 

Bearden 1983 

5-point sem. dif. (Likert: 

1= strongly agree, 5= 

strongly disagree) 

2. Please indicate for the following brands: 

after buying and consuming the product, I felt 

happy about my purchase. 

Westbrook & 

Oliver, 1981; Swan 

et al., 1981; 

Hausknecht's, 1990 

   

Quality Price, taste, perceived quality  

5-point sem. dif. (Likert: 

1= Very low, 5= Very 

high) 

1. I consider the price of the following brands 

to be:  

Fandos & Flavián, 

2006; Zeithaml, 

1988 

5-point sem. dif. (Likert: 

1= Very bad, 5= Very 

good) 

2. I consider the taste of the following brands to 

be:  

Fandos & Flavián, 

2006; Zeithaml, 

1988 

5-point sem. dif. (Likert: 

1= Very low, 5= Very 

3. Overall, I consider the quality of the 

following brands to be:  

Fandos & Flavián, 

2006; Zeithaml, 
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high) 1988 

   

Image Overall impression, perceived image  

5-point sem. dif. (Likert: 

1= strongly disagree, 5= 

strongly agree) 

1. In general, I have a good impression of the 

following brands:  

Nguyen & LeBlanc. 

1998; Dichter. 

1985 

5-point sem. dif. (Likert: 

1= strongly disagree, 5= 

strongly agree) 

3. On the chocolate market, I consider the 

following brands to have a good image:   

Flavián et al., 

2005; Faircloth et 

al., 2001 

   

Trust Trustworthiness and integrity  

5-point sem. dif. (Likert: 

1= strongly disagree, 5= 

strongly agree) 

2. I think that the following brands are 

generally trustworthy. 

Mayer et al., 1995; 

Selnes & Sallis, 

2003; Sirdeshmuk 

et al., 2002 

5-point sem. dif. (Likert: 

1= strongly disagree, 5= 

strongly agree) 

3. In my opinion, the following brands have 

high integrity: 

Mayer et al., 1995; 

Selnes & Sallis, 

2003; Sirdeshmukh 

et al., 2002 
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3.5 POPULATION & SAMPLE 

When conducting survey-research it is important to define the population that is under study. The 

goal population for this study is: Swedish chocolate consumers of any age. In order to be able to 

make statements about this population we use a sample. It is important that the sample meets two 

critical requirements: the sample should be accurate (no systematic deviation) and precise 

(sample values match the population values) (Keller, 2009).  

 

For this sample we use probability sampling with a simple random sample. Every element from 

the population has an equal chance to be selected. One way to reach many respondents is by 

using e-mail lists from universities in Sweden. Two email-lists were used to contact students 

from Linnaeus University and Linkoping University. Additionally, the survey was spread through 

the social network Facebook and through "snowballing" via the students.  

 

Population: Swedish chocolate consumers. 

Sampling frame: Students and members of their (social) network.  

Sample: Simple random sample; a group of individuals from the population that form the sample. 

Individuals from the sample are randomly chosen.  

 

Sample calculation: 

δX =  

 
δX = standard error of the mean or standard deviation of all possible X’s 
δ  = population standard deviation 
n  = sample size 
 
Population size: the exact number of chocolate consumers in Sweden is unknown; we can 

however safely assume that the population is large, thus we calculate with population >100.000.  

Confidence level: 95%, with a variance of 5% 

Sample size needed: 383 

Sampling frame: due to survey distribution through email-lists and social media channels the 

exact sampling frame is unknown, but estimated between 10.000 and 15.000 people.  

(Malhotra, 2010; Keller, 2009) 

 δ 

 √ n 
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3.6 DATA PREPARATION 

The empirical data will be collected through web-based survey questionnaires. After collection, 

the data will be transferred to a statistical analysis software program, SPSS. In SPSS the data was 

recoded where necessary and labeled. Also, system missing values and user missing values were 

identified and assigned specific commands on how to treat them in analysis.  

 

3.6.1 MULTIPLE REGRESSION ANALYSES 

To test the hypotheses from the research model, multiple regression analyses were performed. A 

regression analysis provides the opportunity to examine the relationship between independent 

variables and dependent variables. More specifically, it helps us to understand how the value of 

the dependent variables is affected by variations in the value of the independent variable, with 

other variables (control variables) held fixed. The variation of the dependent variables around the 

regression is described by its probability distribution (Malhotra, 2010).  

 

The regression model relates Y (the dependent variable) to a function of X (the independent 

variable) and β (the unknown parameter). It is formulated as Y ≈� �� ��� β). The multiple 

regression analyses performed in this study are modeled as follows: 

 

Yi = β1xi1 + β2xi2 + β3xi3 + β4xi4  

 

where xij is the ith observation on the jth independent variable, and where the first independent 

variable takes the value of 1 for all i (thus β1 is the regression intercept). The β indicates the 

direction and strength of the relationship between Xi and Yi and ranges from -1 to 1, where a 

negative value means a negative relationship and a positive value a positive relationship 

(Malhotra, 2010).  

 

After the regression analyses are performed, the goodness of fit of the model will first be 

confirmed. This means that the model fits the set of observations and is measured by how well 

the observed values match the expected values, expressed as the value of R-squared (R2). This 

provides a measure of how well future outcomes are likely to be predicted by the model; values 

of the R2 range from 0-1 with 1 representing a perfect fit. For this multiple regression, we will 

examine the adjusted R2 which is adjusted to reflect both the number of independent variables 
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and sample size in the model. Next, the β's can be used and interpreted, based on their 

significance (p-value) (Malhotra, 2010). 

 

In the multiple regression analysis we test the hypotheses and include control variables to see 

whether there are other factors influencing the effect measured. Control variables that are used 

are Gender, Age and level of Education.  

 

3.6.2 RELIABILITY AND VALIDITY 

 

Reliability 

The constructs in the research model are measured with the use of multiple items. Before we test 

our hypotheses, it is useful to test the internal consistency of the construct by measuring to which 

degree the items correlate. This is a test of reliability. To do this, we use the Cronbach's alpha 

test. Theoretically, the alpha varies from zero (0) to one (1) and presents the ratio between two 

variances. Empirically, however, the alpha can have a value of anything less than or equal to 1. 

Most professionals use a Cronbach's alpha value of 0.6 or higher as a requirement for combining 

several items into a new reliable variable. For this study, we also set the alpha at 0.6 as a 

minimum for creating new variables that represent a construct (Malhotra, 2010).  

 

In the survey, the constructs were measured for 6 different brands. For each brand individually, 

the reliability of all the constructs was measured. For all the brands, the items used to measure 

Satisfaction were reliable. This was not the case for the construct Quality; Marabou, Kexchoklad, 

After Eight and Lindt showed that the item price was not consistent with the 2 other items used 

for Quality, and were therefore left out of the new sum-variable and further measurement for 

these brands. The constructs Image and Trust both showed to be internally consistent on the items 

used. Finally, the construct of CSR showed that the item packaging was not internally consistent 

with the 2 other items used for CSR, and were therefore left out of the new sum-variable and 

further measurement for these brands. All new sum-variables that were made to represent the 

constructs have an alpha of 0.6 or higher.  

 

Next, the reliability of the constructs was measured cross-brands. The Cronbach's alpha tests 

showed that all the constructs were reliable cross-brands and therefore we created new sum-



 

3. METHODOLOGY 51 

variables that represent the constructs for all brands [Satisfaction; 0.738, Quality; 0.713, Image; 

0.823, Trust; 0.928, CSR; 0.895]. 

 

Validity 

According to Hair et al. (2003), validity is the extent to which a construct accurately measures 

what it is supposed to measure. Several measures were taken to secure the validity of this study, 

based on the concepts of content validity, construct validity, external validity and discriminant 

validity.  

 

Content validity is about the subjective assessment of a scale’s ability to measure what it is 

supposed to measure. In order to assess the survey questions ability to measure what they were 

supposed to measure, the survey was pretested on a small group of respondents. This step 

improved the content validity of the measures. Construct validity refers to the authors’ 

understanding of the theoretical rationale that underlies the measures used in a study. The survey 

questions (measures) are firmly based on our theoretical framework. This was proved through a 

thoroughly performed operationalization of the theoretical constructs into measures. This 

enhances the construct validity of this study. External validity concerns the extent to which the 

results of a study can be generalizable to the whole population (Hair et al., 2003). The goal 

population of this study was Swedish chocolate consumers of any age. Even though the age of the 

respondents in this study ranged from 18-55 years, almost 77 % of the respondents belonged to 

the group 18-25 years old. This possibly limits the generalizability (the external validity) of this 

study to this age group. Finally, a test was performed to measure the discriminant validity, which 

indicates to what degree the variables measure the same concept. The Pearson's correlation 

should be less than 0.9 between the variables to explain the variables are distinct enough. The 

tests show that all of the correlations between the variables are below 0.9 and therefor 

discriminant validity is assumed (Appendix II).  
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4. EMPIRICAL DATA 

In this chapter the empirical data will be discussed, by presenting general descriptive data about 

the sample.  

 

4.1 THE SAMPLE 

The survey was filled out by 919 people, which resulted in a response rate of 7.4 %. Table 2 

provides an overview of the characteristics of the sample. Due to the transfer of data from the 

measuring instrument to the analysis tool, we have encountered 10 system missing values, 

representing 1.1 % of the sample. 

 

Table 2 - Sample Demographics 

Control#variable# N# %#
Gender# !!

! !Male!
!

224! 24.6!
Female! !! 685! 75.4!
Age# !!

! !<!18!
!

1! 0.1!
18C25!

!
706! 76,8!

26C35!
!

177! 19.3!
36C45!

!
21! 2.3!

46C55!
!

11! 1.2!
>!55! !! 3! 0.3!
Education#

! !High!school!degree!or!equivalent! 218! 23.7!
College!but!no!degree! 447! 48.6!
Bachelor!degree! 196! 21.3!
Graduate!degree! 54! 5.9!
 

4.2 DESCRIPTIVE DATA 

The great majority (75.4 %) of the respondents are female. The dominating age group of the 

sample, representing almost 77 % of the respondents, was the group of 18-25 years (See Figure 

6).  In contrast to the moderate spread in gender and age of the respondents, the education among 
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the respondents was more varied. Barely half of the sample is attending college without (yet) 

having obtained a degree, while 23.7 % of the respondents said to have a high school degree and 

21.3 % a bachelor degree. In the question regarding the education, there were 4 missing cases, 

which represented 0.4 % of the complete sample.   

 

 
Figure 6 - Gender and Age Overview 

Table 3 provides an overview of the descriptive statistics for the variables that are used in this 

study. In this table, it can be seen that the results differs a lot between the different chocolate 

brands. If comparing the brand KitKat to the rest of the brands, KitKat scores the lowest mean on 

each of the constructs. Similarly, the brand Marabou stands out slightly from the rest of the 

brands, but with a relatively high score on perceived satisfaction and quality as well as on brand 

image. For the construct brand image, the difference in mean between KitKat and Marabou is the 

largest, where KitKat scores a mean of 3.29 and Marabou a mean of 4.38. All of the brands 

scored low on the questions regarding CSR activities and as illustrated in Table 3, the number of 

respondents for these questions is considerably lower than for the other questions. 
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Table 3 – Descriptive statistics 

 CSR Satisfaction Quality Image Trust 

Brand N Mean N Mean N Mean N Mean N Mean 

Marabou 557 3.16 893 4.34 901 4.20 880 4.38 457 3.78 

Kexchoklad 532 3.11 880 3.98 887 3.79 858 4.12 417 3.77 

After Eight 495 2.71 830 3.74 878 4.03 839 4.11 383 3.72 

Lindt 500 3.10 722 3.80 755 4.28 801 4.30 402 3.93 

KitKat 477 2.24 791 3.44 723 3.16 779 3.29 367 3.09 

Toblerone 491 2.59 869 3.85 822 3.84 855 4.03 386 3.62 

  
 

 
 

 
 

 
 

 
 

Valid N (listwise) 433 
 

618 
 

583 
 

701 
 

316 
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5. DATA ANALYSIS 

In this chapter we test the four hypotheses that were presented in the theoretical chapter. The 

hypotheses are tested through multiple regressions and an overview of the results is displayed in 

our research model. The chapter ends with a conclusion on the findings.    

 

5.1 HYPOTHESES TESTING 

To test the hypotheses we need to perform regression analyses on the new construct-variables 

CSR, Satisfaction, Quality, Image and Trust. Since we include control variables (Age, Gender 

and Education), we use multiple regression tests. For all tests we use a 95% confidence level 

which means that we reject the null hypothesis if the p-value is less than or equal to 0.05 (α ≤ 

0.05). The results of these tests are discussed below and all the raw data can be found in 

Appendix I - IV.  

 

5.1.1 CSR ON SATISFACTION 

To analyze if the perceived CSR activities of the brands influence the perceived satisfaction about 

the brands, we performed a multiple regression analysis using gender, age and education as 

control variables. For this test, CSR= β1, Age= β2, Gender= β3 and Education= β4. 

 

Hypothesis: CSR activities positively influence customer satisfaction 

 

H0: β1 = β2 = β3 = β4 =  0 

H1: at least one βi � 0 

 

Since the p-value ≤ 0.05, we shall reject the null hypothesis and thus this regression was 

significant, R2= 0.170, F(4,316)= 17.382, p= 0.000. We then look at the independent variables 

and find that CSR has a significant impact on Satisfaction (B= 0.399, p= 0.000). The control 

variable Gender (B= 0.147, p= 0.005) and Age (B=0.124, p= 0.024) also have a significant 
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impact on Satisfaction, however their beta's are very low. Education does not significantly 

influence the Satisfaction (B= -0.066, p= 0.212).  

Conclusion: at the α= 0.05 level of significance, there exists enough evidence to conclude that 

perceived CSR activities, age and gender are useful for predicting satisfaction; therefor the model 

is useful. 

 

5.1.2 CSR ON QUALITY 

To analyze if the perceived CSR activities of the brands influence the perceived quality of the 

brands, we performed a multiple regression analysis using gender, age and education as control 

variables. For this test, CSR= β1, Age= β2, Gender= β3 and Education= β4. 

 

Hypothesis: CSR activities positively influence perceived quality 

 

Since the p-value ≤ 0.05, we shall reject the null hypothesis and thus this regression was 

significant, R2= 0.103, F(4,299)= 9.661, p= 0.000. We then look at the independent variable and 

find that CSR has a significant impact on Quality (B= 0.335, p= 0.000). The control variables 

Gender (B= 0.079, p= 0.148), Age (B= 0.064, p= 0.271) and Education (B= -0.031, p= 0.582) all 

don't have a significant impact on Quality.  

 

Conclusion: at the α= 0.05 level of significance, there exists enough evidence to conclude that 

perceived CSR activities are useful for predicting quality; therefor the model is useful. 

 

5.1.3 CSR ON IMAGE 

To analyze if the perceived CSR activities of the brands influence the perceived image of the 

brands, we performed a multiple regression analysis using gender, age and education as control 

variables. For this test, CSR= β1, Age= β2, Gender= β3 and Education= β4. 

 

Hypothesis: CSR activities positively influence perceived brand image 

Since the p-value ≤ 0.05, we shall reject the null hypothesis and thus this regression was 

significant, R2= 0.181, F(4,369)= 21.635, p= 0.000. We then look at the independent variables 

and find that CSR has a significant impact on Image (B= 0.430, p= 0.000). The control variables 
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Gender (B= 0.082, p= 0.084), Age (B= 0.058, p= 0.234) and Education (B= -0.049, p= 0.313) all 

don't have a significant impact on Image. 

Conclusion: at the α= 0.05 level of significance, there exists enough evidence to conclude that 

perceived CSR activities are useful for predicting image; therefor the model is useful. 

 

5.1.4 CSR ON TRUST 

To analyze if the perceived CSR activities of the brands influence the perceived trust of the 

brands, we performed a multiple regression analysis using gender, age and education as control 

variables. For this test, CSR= β1, Age= β2, Gender= β3 and Education= β4. 

 

Hypothesis: CSR activities positively influence customer trust 

 

Since the p-value ≤ 0.05, we shall reject the null hypothesis and thus this regression was 

significant, R2= 0.430, F(4,230)= 21.379, p= 0.000. We then look at the independent variables 

and find that CSR has a significant impact on Trust (B= 0.651, p= 0.000). The control variables 

Gender (B= 0.082, p= 0.101), Age (B= 0.016, p= 0.771) and Education (B= -0.084, p= 0.111) all 

don't have a significant impact on trust. 

 

Conclusion: at the α= 0.05 level of significance, there exists enough evidence to conclude that 

perceived CSR activities are useful for predicting trust; therefor the model is useful. 

 

An overview of the findings from the multiple regressions can be seen in our research model 

below, where the estimated fit of the model (R2) for the independent variables are shown.    

Figure 7 - Research Model with R2 
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5.2 RESULTS 

The following research question was presented in our theoretical chapter:  

 

“How do perceived CSR activities influence customer loyalty on the Swedish chocolate market?” 

 

By performing the analysis discussed in this chapter, we have found that the perceived CSR 

activities positively influence customer loyalty through all of the four independent variables and 

proven antecedents of customer loyalty (customer satisfaction, perceived product quality, 

perceived brand image and customer trust). The most significant relationship was measured 

between perceived CSR activities and customer trust, with an R2 of 0.430. This means that 43% 

of the variance in Trust is explained by the variance in CSR. The perceived CSR activities 

showed to have a lower explanation factor on the other variables, with 17% for Satisfaction, 

10.3% for Quality and 18.1% for Image.  

 

Predictor Hypothesis P-value Supported Adjusted R2 β 

CSR 

H1: Satisfaction 0.000 Yes 0.170 0.399 

H2: Quality 0.000 Yes 0.103 0.335 

H3: Image 0.000 Yes 0.181 0.430 

H4: Trust 0.000 Yes 0.430 0.651 
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6. DISCUSSION AND FUTURE RESEARCH 

In this concluding chapter we will discuss the theoretical and managerial implications of our 

study result. The chapter ends with suggestions of future research.  

 

6.1 DISCUSSION 

Corporate social responsible behavior has become a relevant topic in marketing. Business 

theorists and practitioners of marketing are increasingly concerned with CSR and its implications 

for firms. In their research, scholars in business and marketing have examined the effects of CSR 

on customer behavior to find its effectiveness as a marketing tool. CSR was often found to 

positively affect customer attitudes towards the firm and product in the form of company 

evaluations, purchasing behavior and loyalty. However, these findings are not confirmed by all 

studies and too little data exists for adequate practical implications. This study provided insight 

into the effects of CSR activities from firms in the chocolate industry on customer behavior. 

More specifically, the study has studied customer loyalty and focused on measuring these effects 

through four primary antecedents of customer loyalty. Hence, the following research question 

was proposed:  

 

"How do perceived CSR activities influence customer loyalty on the Swedish chocolate market?" 

 

For this question it was of interest through which antecedents of customer loyalty CSR has an 

effect and to what degree. Therefore, first the antecedents were identified through a literature 

review. Four primary antecedents were found; customer satisfaction, product quality, customer 

trust and company image. The construct of CSR and the antecedents were then measured using a 

survey. First, the results indicated that CSR has a positive effect on all of the four antecedents. 

The strongest effect was found for customer trust, followed in descending order by company 

image, customer satisfaction and product quality.  
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6.1.1 THEORETICAL IMPLICATIONS 

The two main fields of study that this research has aimed at contributing to are the concept of 

corporate social responsibility and consumer behavior. In terms of the knowledge and new 

insights that this research has generated to these fields, one of the most important contributions 

concerns the entire purpose of this study; to examine how the perceived CSR activities influence 

customer loyalty. The theme addressed in this study has added to our knowledge the importance 

of understanding the positive impact that CSR initiatives might bring. As mentioned in the 

introduction as well as in the theoretical chapter, the engagement in CSR is to an ever-increasing 

extent adapted by all kinds of companies worldwide. Thus, more and more research is being 

made within the area and the concept of CSR has been elaborated and developed continuously. 

Still, there is a lack of studies explaining the actual effect of CSR and the impact it has on 

consumer behavior. This study makes a contribution to this area of research.  

 

In this study, the focus has been on the Swedish chocolate market, since we interpret the topic of 

CSR as highly relevant for this industry. We have provided an understanding of the positive 

connection between engagement in CSR activities and customer loyalty in this particular 

industry. Moreover, we have, on a more general level, elaborated on the four antecedents of 

customer loyalty. Even though CSR showed to have an impact of all of the four antecedents, the 

impact on perceived brand image was notably higher than the impact on the perceived 

satisfaction and quality.  

 

Although the amount of research on CSR and customer loyalty is still small, it is growing. 

Parallel to this, company CSR activities as well as customer awareness and attitudes towards 

CSR are in a developing stage. It is important to note that this affects attitudinal studies and 

therefore the results found in this study are a “snapshot” of consumer behavior at this point in 

time. Corporate social responsible behavior and customer attitudes are expected to be heavily 

influenced by societal and cultural trends.     

  

6.1.2 MANAGERIAL IMPLICATIONS 

From a managerial perspective, corporate social responsible behavior has two important 

dimensions. First, there is the intrinsically sparked need (although often at the same time 

stimulated by the consumers' demand) to do the right thing. Being aware of and taking 
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responsibility for protecting and improving human (working) rights, sustainable production and 

participating in charitable activities are primarily ethical business decisions. There is no 

immediate commercial goal in this sense. However, corporate social responsibility does have an 

impact on society's as well as the consumer's attitude towards the company. From this point of 

view, there is significant profit to be gained from proper alignment of a firm's commercial and 

social goals and behavior.  

 

This study has found that engagement in CSR activities is valuable for firms on the Swedish 

chocolate market. However, consumer awareness on CSR activities of the firms is generally low. 

Considering the increase in attention and interest brought to CSR, there will most likely be a 

future interest in the topic. This is a strong indicator for companies to continue their engagement 

in CSR activities. Thus, if and when CSR becomes a more prominent element of consumers' 

consciousness of the marketplace, a CSR positioning might turn into an important competitive 

advantage.  

 

6.2 LIMITATIONS AND FUTURE RESEARCH 

This study has geographical and industry limitations. The study focuses only on companies acting 

on the Swedish chocolate industry. Consequently, the results from this study are only to be taken 

into the context of the chocolate market in Sweden. Since the findings may differ depending on in 

which industry and country the study is done, a suggestion for future research is to perform the 

same study in different industries and geographical locations in order to validate the findings 

from this study.  

 

As the data shows, consumer awareness about the companies' CSR activities is generally low. 

This finding asks for further future research into this matter. In order to examine the actual 

customer awareness regarding CSR engagement of companies acting on the (e.g.) Swedish 

chocolate market, a more extended study with this focus could be performed. The results of that 

study would be of great importance and interest for these companies and the field of marketing in 

general.   

 

Since this study demonstrates the positive relationship between CSR engagement and customer 

loyalty, interesting would be to also investigate the impact of CSR involvement from a financial 
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point of view. Thus, given the growing prominence of CSR on the corporate agenda and its effect 

on consumer behavior, a notable stream of additional research would be to examine the actual 

returns on CSR investments.    
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APPENDIX I - STATISTICAL DATA: CONTROL VARIABLES 

 

gender 
 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Male 224 24.4 24.6 24.6 
Female 685 74.5 75.4 100.0 

Total 909 98.9 100.0  

Missing System 10 1.1   

Total 919 100.0   
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age 
 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

< 18 1 .1 .1 .1 
18-25 706 76.8 76.8 76.9 
26-35 177 19.3 19.3 96.2 
36-45 21 2.3 2.3 98.5 
46-55 11 1.2 1.2 99.7 
> 55 3 .3 .3 100.0 

Total 919 100.0 100.0  
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education 
 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

High school degree or 
equivalent 218 23.7 23.8 23.8 

College but no degree 447 48.6 48.9 72.7 
Bachelor degree 196 21.3 21.4 94.1 
Graduate degree 54 5.9 5.9 100.0 

Total 915 99.6 100.0  

Missing System 4 .4   

Total 919 100.0   
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Descriptive Statistics 
 N Mean Std. Deviation 
Sum_satisfaction_ma 893 4.3483 .77242 
Sum_satisfaction_kex 880 3.9824 .93472 
Sum_satisfaction_ae 830 3.7404 1.06615 
Sum_satisfaction_li 722 3.8026 .99103 
Sum_satisfaction_kk 791 3.4450 1.06341 
Sum_satisfaction_to 869 3.8556 .97440 
Valid N (listwise) 618   

 

Descriptive Statistics 
 N Mean Std. Deviation 
Sum_quality_ma 901 4.2059 .77032 
Sum_quality_kex 887 3.7943 .88133 
Sum_quality_ae 878 4.0359 .87250 
Sum_quality_li 755 4.2841 .75457 
Sum_quality_kk 723 3.1623 .73899 
Sum_quality_to 822 3.8459 .66711 
Valid N (listwise) 583   

 

Descriptive Statistics 
 N Mean Std. Deviation 
Sum_image_ma 880 4.3847 .77323 
Sum_image_kex 858 4.1294 .87065 
Sum_image_ae 839 4.1126 .86851 
Sum_image_li 801 4.3096 .82061 
Sum_image_kk 779 3.2965 1.02507 
Sum_image_to 855 4.0392 .87873 
Valid N (listwise) 701   

 
Descriptive Statistics 

 N Mean Std. Deviation 
Sum_trust_ma 457 3.7801 1.03782 
Sum_trust_kex 417 3.7782 .99787 
Sum_trust_ae 383 3.7206 1.03487 
Sum_trust_li 402 3.9391 .91094 
Sum_trust_kk 367 3.0995 1.16309 
Sum_trust_to 386 3.6269 1.00490 
Valid N (listwise) 316   
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Descriptive Statistics 
 N Mean Std. Deviation 
Sum_CSR_ma 557 3.1607 .97530 
Sum_CSR_kex 532 3.1109 1.04508 
Sum_CSR_ae 495 2.7111 .90901 
Sum_CSR_li 500 3.1080 .95297 
Sum_CSR_kk 477 2.2400 .90837 
Sum_CSR_to 491 2.5988 .90515 
Valid N (listwise) 433   
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APPENDIX II - CONSTRUCT VALIDITY TESTS 

Correlations 

 Sum_satisfactio

n_allbrands 

Sum_CSR_allbr

ands 

Sum_quality_all

brands 

Sum_image_all

brands 

Sum_trust_allbr

ands 

Sum_satisfaction_allbrands Pearson Correlation 1 ,380** ,699** ,678** ,632** 

Sig. (2-tailed)  ,000 ,000 ,000 ,000 

N 618 327 527 556 258 

Sum_CSR_allbrands Pearson Correlation ,380** 1 ,323** ,416** ,654** 

Sig. (2-tailed) ,000  ,000 ,000 ,000 

N 327 433 311 381 239 

Sum_quality_allbrands Pearson Correlation ,699** ,323** 1 ,701** ,581** 

Sig. (2-tailed) ,000 ,000  ,000 ,000 

N 527 311 583 539 261 

Sum_image_allbrands Pearson Correlation ,678** ,416** ,701** 1 ,707** 

Sig. (2-tailed) ,000 ,000 ,000  ,000 

N 556 381 539 701 298 

Sum_trust_allbrands Pearson Correlation ,632** ,654** ,581** ,707** 1 

Sig. (2-tailed) ,000 ,000 ,000 ,000  

N 258 239 261 298 316 

**. Correlation is significant at the 0.01 level (2-tailed). 
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APPENDIX III - STATISTICAL DATA: RELIABILITY TESTS 

Reliability Statistics Marabou  

 

Construct: Satisfaction 

Item Statistics 
 Mean Std. Deviation N 
satisfied_ma 4.44 .755 893 
happy_ma 4.26 .947 893 

 
Reliability Statistics 

Cronbach's 
Alpha 

Cronbach's 
Alpha Based on 

Standardized 
Items 

N of Items 

.772 .784 2 
 

Construct: Quality 

Item Statistics 
 Mean Std. Deviation N 
price_ma 3.13 .733 884 
taste_ma 4.47 .775 884 
quality_ma 3.97 .912 884 

 
Reliability Statistics 

Cronbach's 
Alpha 

Cronbach's 
Alpha Based on 

Standardized 
Items 

N of Items 

.551 .535 3 

 
 

 
 
 

Item-Total Statistics 
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 Scale 
Mean if 

Item 
Deleted 

Scale 
Variance if 

Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Squared 
Multiple 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 

price_ma 8.44 2.267 .141 .033 .736 
taste_ma 7.10 1.605 .463 .349 .293 
quality_ma 7.60 1.214 .532 .366 .125 

 

Item Statistics 
 Mean Std. Deviation N 
taste_ma 4.46 .793 901 
quality_ma 3.95 .927 901 

 
Reliability Statistics 

Cronbach's 
Alpha 

Cronbach's 
Alpha Based on 

Standardized 
Items 

N of Items 

.746 .751 2 

 

Construct: Image 
Item Statistics 

 Mean Std. Deviation N 
impression_ma 4.43 .814 880 
image_ma 4.34 .884 880 

 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.793 .795 2 

 

 

Construct: Trust 
Item Statistics 

 Mean Std. Deviation N 
trust_ma 4.03 1.081 457 
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integrity_ma 3.53 1.188 457 

 
Reliability Statistics 

Cronbach's 
Alpha 

Cronbach's 
Alpha Based on 

Standardized 
Items 

N of Items 

.802 .805 2 

 
Construct: CSR 

Item Statistics 
 Mean Std. Deviation N 
Zscore:  charity_ma .0081157 1.01185386 468 
Zscore:  workcon_ma .0148408 .99945976 468 
Zscore:  package_ma -.0163776 .99630911 468 

 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.074 .070 3 
 

Item-Total Statistics 
 Scale 

Mean if 
Item 

Deleted 

Scale 
Variance if 

Item Deleted 

Corrected 
Item-Total 
Correlation 

Squared 
Multiple 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 

Zscore:  
charity_ma 

-.0015368 1.529 .248 .383 -.605a 

Zscore:  
workcon_ma 

-.0082619 1.427 .313 .361 -.827a 

Zscore:  
package_ma 

.0229566 3.232 -.294 .091 .748 

a. The value is negative due to a negative average covariance among items. This 
violates reliability model assumptions. You may want to check item codings. 

 
Communalities 

 Initial Extraction 
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charity_ma 1.000 .744 
workcon_ma 1.000 .701 
package_ma 1.000 .332 
Extraction Method: Principal Component 
Analysis. 

 

Total Variance Explained 
Component Initial Eigenvalues Extraction Sums of Squared 

Loadings 
Total % of 

Variance 
Cumulative 

% 
Total % of 

Variance 
Cumulative 

% 
1 1.776 59.192 59.192 1.776 59.192 59.192 
2 .826 27.530 86.723    

3 .398 13.277 100.000    

Extraction Method: Principal Component Analysis. 

 
Item Statistics 

 Mean Std. Deviation N 
charity_ma 3.00 1.080 557 
workcon_ma 3.32 1.111 557 

 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.738 .738 2 
 

 

Reliability Statistics Kex 

Construct: Satisfaction 

Item Statistics 
 Mean Std. Deviation N 
satisfied_kex 4.04 .954 880 
happy_kex 3.92 1.092 880 

 
Reliability Statistics 
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Cronbach's 
Alpha 

Cronbach's 
Alpha Based on 

Standardized 
Items 

N of Items 

.797 .801 2 
 

Construct: Quality 

Item Statistics 
 Mean Std. Deviation N 
price_kex 2.63 .749 860 
taste_kex 4.04 .999 860 
quality_kex 3.56 .997 860 

 
Reliability Statistics 

Cronbach's 
Alpha 

Cronbach's 
Alpha Based on 

Standardized 
Items 

N of Items 

.502 .468 3 

 
 

Item-Total Statistics 
 Scale 

Mean if 
Item 

Deleted 

Scale 
Variance if 

Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Squared 
Multiple 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 

price_kex 7.60 3.066 .081 .011 .701 
taste_kex 6.19 1.707 .435 .291 .177 
quality_kex 6.67 1.620 .483 .297 .074 

 

Item Statistics 
 Mean Std. Deviation N 
taste_kex 4.03 1.009 887 
quality_kex 3.56 1.000 887 

 

Reliability Statistics 
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Cronbach's 
Alpha 

Cronbach's 
Alpha Based on 

Standardized 
Items 

N of Items 

.700 .700 2 

 
Construct: Image 

Item Statistics 
 Mean Std. Deviation N 
impression_kex 4.22 .934 858 
image_kex 4.04 1.016 858 

 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.743 .745 2 
 

Construct: Trust 

Item Statistics 
 Mean Std. Deviation N 
trust_kex 4.04 1.024 417 
integrity_kex 3.52 1.152 417 

 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.807 .810 2 

 
Construct: CSR 

Item Statistics 
 Mean Std. Deviation N 
Zscore:  charity_kex -.0213706 1.02125699 415 
Zscore:  workcon_kex -.0140087 1.01778007 415 
Zscore:  package_kex .0122358 .99648986 415 
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Reliability Statistics 
Cronbach's 

Alphaa 
Cronbach's 

Alpha Based on 
Standardized 

Itemsa 

N of Items 

-.073 -.089 3 
a. The value is negative due to a negative 
average covariance among items. This violates 
reliability model assumptions. You may want to 
check item codings. 

 

Item-Total Statistics 
 Scale 

Mean if 
Item 

Deleted 

Scale 
Variance if 

Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Squared 
Multiple 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 

Zscore:  
charity_kex 

-.0017728 1.359 .221 .355 -.985a 

Zscore:  
workcon_kex 

-.0091347 1.364 .223 .355 -.986a 

Zscore:  
package_kex 

-.0353792 3.278 -.372 .138 .732 

a. The value is negative due to a negative average covariance among items. This 
violates reliability model assumptions. You may want to check item codings. 

 
Communalities 

 Initial Extraction 
charity_kex 1.000 .701 
workcon_kex 1.000 .701 
package_kex 1.000 .436 
Extraction Method: Principal Component 
Analysis. 
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Total Variance Explained 
Component Initial Eigenvalues Extraction Sums of Squared 

Loadings 
Total % of 

Variance 
Cumulative 

% 
Total % of 

Variance 
Cumulative 

% 
1 1.837 61.244 61.244 1.837 61.244 61.244 
2 .740 24.650 85.894    

3 .423 14.106 100.000    

Extraction Method: Principal Component Analysis. 
Item Statistics 

 Mean Std. Deviation N 
workcon_kex 3.25 1.197 532 
charity_kex 2.97 1.179 532 

 
Reliability Statistics 

Cronbach's 
Alpha 

Cronbach's 
Alpha Based on 

Standardized 
Items 

N of Items 

.708 .708 2 

 

Reliability Statistics After Eight 

Construct: Satisfaction 

Item Statistics 
 Mean Std. Deviation N 
satisfied_ae 3.78 1.096 830 
happy_ae 3.70 1.189 830 

 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.850 .851 2 
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Construct: Quality 

Item Statistics 
 Mean Std. Deviation N 
price_ae 3.86 .752 798 
taste_ae 3.94 1.154 798 
quality_ae 4.24 .795 798 

 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.494 .498 3 
 

Item-Total Statistics 
 Scale 

Mean if 
Item 

Deleted 

Scale 
Variance if 

Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Squared 
Multiple 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 

price_ae 8.18 2.840 .145 .034 .616 
taste_ae 8.10 1.417 .372 .227 .310 
quality_ae 7.79 2.046 .482 .248 .145 

 
 

Item Statistics 
 Mean Std. Deviation N 
taste_ae 3.86 1.199 878 
quality_ae 4.21 .816 878 

 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.618 .649 2 
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Construct: Image 

Item Statistics 
 Mean Std. Deviation N 
impression_ae 4.20 .976 839 
image_ae 4.03 1.013 839 

 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.689 .689 2 

 
Construct: Trust 

Item Statistics 
 Mean Std. Deviation N 
trust_ae 4.01 1.068 383 
integrity_ae 3.43 1.209 383 

 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.785 .789 2 

 
Construct: CSR 

Item Statistics 
 Mean Std. Deviation N 
Zscore:  charity_ae -.0460142 .99570957 385 
Zscore:  workcon_ae -.0380827 1.01814627 385 
Zscore:  package_ae .0014763 .99982825 385 
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Reliability Statistics 
Cronbach's 

Alphaa 
Cronbach's 

Alpha Based on 
Standardized 

Itemsa 

N of Items 

-.095 -.100 3 
a. The value is negative due to a negative 
average covariance among items. This violates 
reliability model assumptions. You may want to 
check item codings. 

 

Item-Total Statistics 
 Scale Mean 

if Item 
Deleted 

Scale 
Variance if 

Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Squared 
Multiple 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 

Zscore:  
charity_ae 

-.0366064 1.484 .154 .323 -.745a 

Zscore:  
workcon_ae 

-.0445378 1.296 .222 .286 -1.072a 

Zscore:  
package_ae 

-.0840969 3.095 -.355 .132 .690 

a. The value is negative due to a negative average covariance among items. This 
violates reliability model assumptions. You may want to check item codings. 

 

Communalities 
 Initial Extraction 
charity_ae 1.000 .704 
workcon_ae 1.000 .639 
package_ae 1.000 .432 
Extraction Method: Principal 
Component Analysis. 
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Total Variance Explained 
Component Initial Eigenvalues Extraction Sums of Squared 

Loadings 
Total % of 

Variance 
Cumulative 

% 
Total % of 

Variance 
Cumulative 

% 
1 1.775 59.178 59.178 1.775 59.178 59.178 
2 .760 25.320 84.498    

3 .465 15.502 100.000    

Extraction Method: Principal Component Analysis. 

 
Item Statistics 

 Mean Std. Deviation N 
charity_ae 2.40 .976 495 
workcon_ae 3.02 1.106 495 

 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.683 .687 2 

 
Reliability Statistics Lindt 

 

Construct: Satisfaction 

Item Statistics 
 Mean Std. Deviation N 
satisfied_li 3.82 1.040 722 
happy_li 3.79 1.118 722 

 
Reliability Statistics 

Cronbach's 
Alpha 

Cronbach's 
Alpha Based on 

Standardized 
Items 

N of Items 

.813 .815 2 
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Construct: Quality 

Item Statistics 
 Mean Std. Deviation N 
price_li 4.25 .742 731 
taste_li 4.09 .989 731 
quality_li 4.51 .732 731 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.416 .419 3 
 

Item-Total Statistics 
 Scale 

Mean if 
Item 

Deleted 

Scale 
Variance if 

Item Deleted 

Corrected 
Item-Total 
Correlation 

Squared 
Multiple 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 

price_li 8.59 2.220 .038 .032 .637 
taste_li 8.75 1.230 .296 .250 .233 
quality_li 8.33 1.469 .480 .262 -.081a 
a. The value is negative due to a negative average covariance among items. This 
violates reliability model assumptions. You may want to check item codings. 

 

Item Statistics 
 Mean Std. Deviation N 
taste_li 4.07 .995 755 
quality_li 4.49 .751 755 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.637 .654 2 
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Construct: Image 

Item Statistics 
 Mean Std. Deviation N 
impression_li 4.28 .943 801 
image_li 4.34 .901 801 

 

 
Reliability Statistics 

Cronbach's 
Alpha 

Cronbach's 
Alpha Based on 

Standardized 
Items 

N of Items 

.737 .737 2 

 
 

Construct: Trust 

Item Statistics 
 Mean Std. Deviation N 
trust_li 4.11 1.000 402 
integrity_li 3.76 1.039 402 

 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.748 .748 2 

 

 

 
Construct: CSR 

Item Statistics 
 Mean Std. Deviation N 
Zscore:  charity_li .0107669 .99892180 410 
Zscore:  workcon_li .0113763 .99463425 410 
Zscore:  package_li -.0040715 .99886417 410 
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Reliability Statistics 
Cronbach's 

Alphaa 
Cronbach's 

Alpha Based on 
Standardized 

Itemsa 

N of Items 

-.226 -.224 3 
a. The value is negative due to a negative 
average covariance among items. This violates 
reliability model assumptions. You may want to 
check item codings. 

 

Item-Total Statistics 
 Scale Mean 

if Item 
Deleted 

Scale 
Variance if 

Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Squared 
Multiple 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 

Zscore:  
charity_li 

.0073048 1.399 .084 .289 -.841a 

Zscore:  
workcon_li 

.0066953 1.244 .163 .244 -1.209a 

Zscore:  
package_li 

.0221431 2.936 -.391 .159 .646 

a. The value is negative due to a negative average covariance among items. This 
violates reliability model assumptions. You may want to check item codings. 

 
Communalities 

 Initial Extraction 
charity_li 1.000 .677 
workcon_li 1.000 .605 
package_li 1.000 .490 
Extraction Method: Principal 
Component Analysis. 

 
Total Variance Explained 

Component Initial Eigenvalues Extraction Sums of Squared 
Loadings 

Total % of 
Variance 

Cumulative 
% 

Total % of 
Variance 

Cumulative 
% 

1 1.772 59.062 59.062 1.772 59.062 59.062 
2 .718 23.950 83.011    
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3 .510 16.989 100.000    

Extraction Method: Principal Component Analysis. 
 

Item Statistics 
 Mean Std. Deviation N 
charity_li 2.80 1.112 500 
workcon_li 3.41 1.100 500 

 
Reliability Statistics 

Cronbach's 
Alpha 

Cronbach's 
Alpha Based on 

Standardized 
Items 

N of Items 

.653 .653 2 
 

Reliability Statistics KitKat 

Construct: Satisfaction 

Item Statistics 
 Mean Std. Deviation N 
satisfied_kk 3.42 1.096 791 
happy_kk 3.47 1.202 791 

 

 
 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.830 .832 2 

 
Construct: Quality 

Item Statistics 
 Mean Std. Deviation N 
price_kk 2.71 .732 723 
taste_kk 3.57 1.098 723 
quality_kk 3.21 1.089 723 
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Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.606 .573 3 

 
 

Construct: Image 

Item Statistics 
 Mean Std. Deviation N 
impression_kk 3.58 1.171 779 
image_kk 3.02 1.109 779 

 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.763 .763 2 

 

 
Construct: Trust 

Item Statistics 
 Mean Std. Deviation N 
trust_kk 3.32 1.277 367 
integrity_kk 2.87 1.263 367 

 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.808 .808 2 

 
Construct: CSR 

Item Statistics 
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 Mean Std. Deviation N 
Zscore:  charity_kk -.0674027 .98558043 354 
Zscore:  workcon_kk -.1150053 .97826559 354 
Zscore:  package_kk .0673242 .93127210 354 

 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.104 .078 3 
 

Item-Total Statistics 
 Scale Mean 

if Item 
Deleted 

Scale 
Variance if 

Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Squared 
Multiple 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 

Zscore:  
charity_kk 

-.0476810 1.340 .304 .330 -.723a 

Zscore:  
workcon_kk 

-.0000785 1.432 .262 .345 -.568a 

Zscore:  
package_kk 

-.1824080 3.027 -.275 .078 .726 

a. The value is negative due to a negative average covariance among items. This 
violates reliability model assumptions. You may want to check item codings. 

 

Communalities 
 Initial Extraction 
charity_kk 1.000 .693 
workcon_kk 1.000 .725 
package_kk 1.000 .315 
Extraction Method: Principal 
Component Analysis. 

 

Total Variance Explained 
Component Initial Eigenvalues Extraction Sums of Squared 

Loadings 
Total % of 

Variance 
Cumulative 

% 
Total % of 

Variance 
Cumulative 

% 
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1 1.732 57.741 57.741 1.732 57.741 57.741 
2 .840 27.993 85.734    

3 .428 14.266 100.000    

Extraction Method: Principal Component Analysis. 
 

Item Statistics 
 Mean Std. Deviation N 
charity_kk 2.05 .949 477 
workcon_kk 2.43 1.101 477 

 
Reliability Statistics 

Cronbach's 
Alpha 

Cronbach's 
Alpha Based on 

Standardized 
Items 

N of Items 

.719 .724 2 

 
Reliability Statistics Toblerone 

 

Construct: Satisfaction 

Item Statistics 
 Mean Std. Deviation N 
satisfied_to 3.88 .991 869 
happy_to 3.83 1.118 869 

 

Reliability Statistics 
Cronbach's 

AlphaS 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.825 .829 2 
 

Construct: Quality 

Item Statistics 
 Mean Std. Deviation N 
price_to 3.51 .753 822 
taste_to 4.06 1.002 822 
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quality_to 3.97 .900 822 
 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.608 .594 3 

 
Construct: Image 

Item Statistics 
 Mean Std. Deviation N 
impression_to 4.19 .944 855 
image_to 3.89 1.029 855 

 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.737 .739 2 

 

 
Construct: Trust 

Item Statistics 
 Mean Std. Deviation N 
trust_to 3.87 1.090 386 
integrity_to 3.38 1.116 386 

 

 
Reliability Statistics 

Cronbach's 
Alpha 

Cronbach's 
Alpha Based on 

Standardized 
Items 

N of Items 

.795 .795 2 
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Construct: CSR 

Item Statistics 
 Mean Std. Deviation N 
Zscore:  charity_to -.0691950 .99172929 367 
Zscore:  workcon_to -.0902859 1.00458386 367 
Zscore:  package_to .0089364 .99584096 367 

 

Reliability Statistics 
Cronbach's 

Alphaa 
Cronbach's 

Alpha Based on 
Standardized 

Itemsa 

N of Items 

-.050 -.052 3 
a. The value is negative due to a negative 
average covariance among items. This violates 
reliability model assumptions. You may want to 
check item codings. 

 
Item-Total Statistics 

 Scale Mean 
if Item 

Deleted 

Scale 
Variance if 

Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Squared 
Multiple 

Correlation 

Cronbach's 
Alpha if Item 

Deleted 

Zscore:  
charity_to 

-.0813496 1.446 .193 .332 -.768a 

Zscore:  
workcon_to 

-.0602587 1.341 .231 .312 -.945a 

Zscore:  
package_to 

-.1594809 3.086 -.340 .118 .709 

a. The value is negative due to a negative average covariance among items. This 
violates reliability model assumptions. You may want to check item codings. 

 

Communalities 
 Initial Extraction 
charity_to 1.000 .704 
workcon_to 1.000 .669 
package_to 1.000 .406 
Extraction Method: Principal 
Component Analysis. 
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Total Variance Explained 

Component Initial Eigenvalues Extraction Sums of Squared 
Loadings 

Total % of 
Variance 

Cumulative 
% 

Total % of 
Variance 

Cumulative 
% 

1 1.779 59.293 59.293 1.779 59.293 59.293 
2 .772 25.743 85.035    

3 .449 14.965 100.000    

Extraction Method: Principal Component Analysis. 
 

Item Statistics 
 Mean Std. Deviation N 
charity_to 2.36 .958 491 
workcon_to 2.84 1.088 491 

 

Reliability Statistics 
Cronbach's 

Alpha 
Cronbach's 

Alpha Based on 
Standardized 

Items 

N of Items 

.718 .722 2 

 
INTERBRAND RELIABILITY 

 

SATISFACTION 

Case Processing Summary 
 N % 

Cases 
Valid 618 67.2 
Excludeda 301 32.8 
Total 919 100.0 

a. Listwise deletion based on all variables in 
the procedure. 

 

Reliability Statistics 
Cronbach's 

Alpha 
N of Items 
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.738 6 

 

QUALITY 
Case Processing Summary 

 N % 

Cases 
Valid 583 63.4 
Excludeda 336 36.6 
Total 919 100.0 

a. Listwise deletion based on all variables in 
the procedure. 

 

 
Reliability Statistics 

Cronbach's 
Alpha 

N of Items 

.713 6 

IMAGE 
Case Processing Summary 

 N % 

Cases 
Valid 701 76.3 
Excludeda 218 23.7 
Total 919 100.0 

a. Listwise deletion based on all variables in 
the procedure. 

 

Reliability Statistics 
Cronbach's 

Alpha 
N of Items 

.823 6 

 

TRUST 
Case Processing Summary 

 N % 

Cases 
Valid 316 34.4 
Excludeda 603 65.6 
Total 919 100.0 

a. Listwise deletion based on all variables in 
the procedure. 
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Reliability Statistics 
Cronbach's 

Alpha 
N of Items 

.928 6 

 

CSR 
Case Processing Summary 

 N % 

Cases 
Valid 433 47.1 
Excludeda 486 52.9 
Total 919 100.0 

a. Listwise deletion based on all variables in 
the procedure. 

 

Reliability Statistics 
Cronbach's 

Alpha 
N of Items 

.895 6 
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APPENDIX IV - STATISTICAL DATA: HYPOTHESES TESTS 

CSR all brands on Satisfaction all brands: 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,425a ,180 ,170 ,58389 

a. Predictors: (Constant), education, gender, Sum_CSR_allbrands, 

age 

 
ANOVAa 

Model Sum of 
Squares 

df Mean Square F Sig. 

1 

Regression 23.704 4 5.926 17.382 .000b 

Residual 107.733 316 .341   

Total 131.437 320    

a. Dependent Variable: Sum_satisfaction_allbrands 
b. Predictors: (Constant), education, gender, Sum_CSR_allbrands, age 

 

Coefficientsa 
Model Unstandardized Coefficients Standardized 

Coefficients 
t Sig. 
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B Std. Error Beta 

1 

(Constant) 2.191 .257  8.533 .000 

Sum_CSR_allbrands .339 .045 .399 7.576 .000 
gender .220 .077 .147 2.842 .005 
age .153 .068 .124 2.265 .024 
education -.054 .043 -.066 -1.251 .212 

a. Dependent Variable: Sum_satisfaction_allbrands 

 
 

CSR all brands on Quality all brands: 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,338a ,114 ,103 ,50273 

a. Predictors: (Constant), education, gender, Sum_CSR_allbrands, 

age 

ANOVAa 
Model Sum of 

Squares 
df Mean Square F Sig. 

1 

Regression 9.767 4 2.442 9.661 .000b 

Residual 75.569 299 .253   

Total 85.336 303    

a. Dependent Variable: Sum_quality_allbrands 
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b. Predictors: (Constant), education, gender, Sum_CSR_allbrands, age 
 

Coefficientsa 
Model Unstandardized Coefficients Standardized 

Coefficients 
t Sig. 

B Std. Error Beta 

1 

(Constant) 2.867 .227  12.643 .000 

Sum_CSR_allbrands .240 .041 .335 5.918 .000 
gender .098 .068 .079 1.450 .148 
age .063 .057 .064 1.103 .271 
education -.021 .038 -.031 -.551 .582 

a. Dependent Variable: Sum_quality_allbrands 
 

CSR all brands on Image all brands: 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,436a ,190 ,181 ,58641 

a. Predictors: (Constant), education, Sum_CSR_allbrands, gender, 

age 

ANOVAa 
Model Sum of 

Squares 
df Mean Square F Sig. 

1 Regression 29.759 4 7.440 21.635 .000b 
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Residual 126.892 369 .344   

Total 156.651 373    

a. Dependent Variable: Sum_image_allbrands 
b. Predictors: (Constant), education, Sum_CSR_allbrands, gender, age 

 

Coefficientsa 
Model Unstandardized Coefficients Standardized 

Coefficients 
t Sig. 

B Std. Error Beta 

1 

(Constant) 2.696 .232  11.620 .000 

Sum_CSR_allbrands .353 .039 .430 8.978 .000 
gender .125 .072 .082 1.733 .084 
age .072 .061 .058 1.192 .234 
education -.041 .040 -.049 -1.011 .313 

a. Dependent Variable: Sum_image_allbrands 

 
CSR all brands on Trust all brands: 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,663a ,440 ,430 ,68802 

a. Predictors: (Constant), education, gender, Sum_CSR_allbrands, 

age 
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ANOVAa 
Model Sum of 

Squares 
df Mean Square F Sig. 

1 

Regression 85.517 4 21.379 45.163 .000b 

Residual 108.877 230 .473   

Total 194.394 234    

a. Dependent Variable: Sum_trust_allbrands 
b. Predictors: (Constant), education, gender, Sum_CSR_allbrands, age 

 
Coefficientsa 

Model Unstandardized Coefficients Standardized 
Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 1.321 .334  3.951 .000 

Sum_CSR_allbrands .732 .058 .651 12.717 .000 
gender .170 .103 .082 1.647 .101 
age .024 .084 .016 .291 .771 
education -.097 .061 -.084 -1.600 .111 

a. Dependent Variable: Sum_trust_allbrands 
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