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Abstract 

 

Corporate social responsibility and corporate reputation are equally important for 

customer loyalty building as well as for the organisational growth, profit, and long-term 

sustainability. The purpose of this paper is to examine the influence of corporate social 

responsibility and corporate reputation on customer loyalty and also analyse the group 

differences among the demographic variables such as age, gender and income. The survey 

questionnaire was used to collect 150 valid responses from a big city in India. Data collected 

were analysed using multiple regression analysis to determine the significance of the 

relationship between the dependent and independent variables. The results provide significant 

evidence in support of the proposed hypotheses. 

 
Keywords: Corporate Social Responsibility, Corporate Reputation, Customer Loyalty. 
 

 

1. Introduction 

 
Nowadays, almost every business organisation takes part in corporate social 

responsibility activities. Corporate social responsibility concept is highly advocated by the 

academicians, policy makers, social welfare agencies, environmental protectionists, media, 

and so on. The primary reason to be vocal about corporate social responsibility is that 

companies should act responsibly to the society. We had already heard, the disaster created 

by the business entities in the past. We cannot erase the Bhopal gas tragedy (Aggarwal & 

Bera, 2016) from our memory. We cannot forget the Satyam scandal (Balachandran, 2015), 

the oil spill in the Atlantic Ocean (Tyler, 2011), the sweatshops (Winn, 2015) run by the 

multinational corporations (MNCs) in Cambodia. These are the few examples where the 

business entities had done the damage to the environment and the society. Corporate social 

responsibility is two side of a coin. One side of it is to protect the society and community, and 

another side of it is to give back to the society and community. 
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2. Literature review 

 

2.1. Corporate Social Responsibility 

 

According to Carroll (1991), corporate social responsibility has four faces; economic 

responsibility (profitable), legal responsibility (law-abiding), ethical responsibility (just and 

fair), and philanthropic responsibility (charitable activities). Philanthropic responsibility is 

voluntary, and firms cannot be called unethical if they do not make any financial 

contributions to the society or community (Carroll, 1991). Being ethical is the first condition 

and charity is like icing on the cake (Carroll, 1991). Salmones et al. (2005) mentioned three 

dimensions of corporate social responsibility: economic, ethical-legal, and philanthropic 

responsibility. Throughout the years, corporate social responsibility has been increasingly 

important and consequently has been identified as a need for many companies (Luo and 

Bhattacharya, 2006). 

 

2.2. Corporate Reputation 

 

Companies with a good reputation have a competitive advantage and are likely to 

attract more customers (Gardberg and Fombrun 2002; Gotsi and Wilson 2001; Groenland 

2002). The firms who give charity will have a better reputation in the eyes of the customer 

(Fombrun & Shanley, 1990). If the corporate indulges into unethical business practices, then 

it would automatically bring a bad name to the corporate thus creating a bad reputation for the 

corporate. In reverse, if the company operates ethically and makes contributions to the society 

and community then it would bring a good name to the corporate thus creating a good 

reputation for the corporate. 

 

2.3. Customer Loyalty 

 

Customer loyalty is a much-praised but little-known concept (Oliver, 1999). 

Customer loyalty is the ultimate objective of every corporate because it brings profit to the 

business. The previous researchers had conducted extensive studies on the satisfaction-

loyalty link. Satisfaction thought to be the “king” of marketing research for creating customer 

loyalty base, but soon the marketers realised that all the satisfying customers are not returning 

customers (Oliver, 1999). Though satisfaction alone cannot guarantee the customer loyalty, 

all the loyal customers are almost satisfied customers. 

 

Oliver (1999) defines loyalty as “a deeply held commitment to rebuy or repatronise a 

preferred product/service constantly in future thereby causing repetitive same-brand or same 

brand-set purchasing, despite situational influences and marketing efforts having the potential 

to cause switching behaviour.” The customer loyalty is a commitment to a certain product or 

brand or service (Assael, 1998). The corporate see loyalty as promoting the firm's values such 

as "corporate philanthropy" and establishing an image as a trustworthy seller (Morgan and 

Hunt, 1994). Customer loyalty increases profitability to the organisation. The firms have 

realised the importance of having a loyal customer base because a larger share of the profits 

comes from the loyal customers. 

 

3. Hypotheses development 

 

Based on the review of the literature, the following hypotheses were proposed. 
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H 1: There is no significant difference between male and female with respect to factors of the 

influence of corporate social responsibility and corporate reputation on customer loyalty. 

 

H2: There is no significant difference among age group with respect to factors of the 

influence of corporate social responsibility and corporate reputation on customer loyalty. 

 

H3: There is no significant difference among family monthly income with respect to factors of the 

influence of corporate social responsibility and corporate reputation on customer loyalty. 

 

H4a: There is no relationship between corporate social responsibility and customer loyalty. 

 

H4b: There is no relationship between corporate reputation and customer loyalty. 

 

4. Research methodology 

 

4.1. Questionnaire design 

 

This study uses a survey design to examine the proposed hypotheses in the context of 

consumers’ buying behaviour towards some selected FMCG (Fast-Moving Consumer Goods) 

companies. The questionnaire for this research is divided into two parts - Sections A and B. 

Section A of the questionnaire contains questions on the demographic profile such as 

respondents’ gender, age group and family monthly income. Section B of the questionnaire 

solicits responses on the key constructs of the research framework namely, corporate social 

responsibility, corporate reputation and customer loyalty Flora Jor Priya.G et al (2015) . The 

measurement items were adapted from previous studies and revalidated for this study. 

Corporate social responsibility was measured with items adapted from Salmones, Crespo, and 

Bosque (2005); Singh, Salmones, and Bosque (2008); and Turker (2009). Measures of 

corporate reputation was adapted from adapted from Fombrun, Gardberg, and Sever (2000). 

Customer loyalty was measured with items adapted from Zeithaml, Berry, and Parasuraman 

(1996). Appendix 1 shows the full list of the items. Each item was measured on a five-point 

Likert scale from 1 (strongly disagree) to 5 (strongly agree). Respondents were asked to 

identify the extent to which they agree/disagree with the items related to the selected FMCG 

companies. 

 

4.2. Face validity 

 

Two professors and three scholars of marketing discipline reviewed the instrument for 

face validity. A focus group of five people also reviewed the instrument and provided 
feedback about the length of the instrument, the clarity of the questions, and the completeness 

of coverage of the questions. 

 

4.3. Data collection 

 

The survey was conducted in a big city in India (Chennai, Tamil Nadu). Data were 

collected at some large shopping malls, retail shops, and public places. This survey collected 

a total of 180 questionnaires, discarded 30 questionnaires due to the incompleteness of the 

responses, and kept 150 valid questionnaires. Data were collected on various weekdays and 

weekends and at different times of the day to ensure representativeness and over a period of a 

month. The collected data were analyzed by using SPSS software. 
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5. Data analysis and results 

 

5.1. Descriptive statistics 

 

From the Table 2, 62.7% of consumers are male, and 37.3% of consumers are female. 

Maximum numbers of consumers are male and minimum numbers of consumers are female. 

 

Table 2. Frequency distribution of gender of consumers 

Gender Frequency Percentage 

Male 94 62.7 

Female 56 37.3 

Total 150 100.0 

 

From the Table 3, 32.0% of consumers are below 25 years age group, 34.7% of 

consumers are between 26-35 years age group, 18.7% of consumers are between 36-45 years 
age group and 14.7% of consumers are above 45 years age group. Maximum numbers of 

consumers are between 26-35 years age group and minimum numbers of consumers are 

above 45 years age group. 
 

Table 3. Frequency distribution of age group in years of consumers 

Age Group in years Frequency Percentage 

Below 25 48 32.0 

26-35 52 34.7 

36-45 28 18.7 

Above 45 22 14.7 

Total 150 100.0 

 

 

From the Table 4, 32.0% of consumers have family monthly income below Rs. 25,000, 

18.0% of consumers are having family monthly income between Rs. 25,000-50,000, 34.7% of 
consumers are having family monthly income between Rs. 50,001-75,000 and 15.3% of 

consumers are having family monthly income above Rs. 75,000. Maximum numbers of 

consumers have family monthly income below Rs. 25,000 and minimum numbers of 
consumers are having family monthly income between Rs. 25,000-50,000. 
 

Table 4. Frequency distribution of family monthly income of consumers 

Family Monthly Income Frequency Percentage 

Below Rs. 25000 48 32.0 

Rs. 25000-50000 27 18.0 

Rs. 50001-75000 52 34.7 

Above Rs. 75000 23 15.3 

Total 150 100.0 

 

From the Table 5, based on the mean score, corporate social responsibility (29.97) is 
the most important factor, and customer loyalty (17.42) is the least factor of the influence of 
corporate social responsibility and corporate reputation on customer loyalty 

 

Table 5. Mean and SD of factors of the influence of corporate social responsibility 

and corporate reputation on customer loyalty  

Factors of the Influence of Corporate Social  Mean SD 
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Responsibility and Corporate Reputation on   

Customer Loyalty   

Corporate Socail Responsibility 29.97 5.10 

Corporate Reputation 25.18 4.12 

Loyalty 17.42 3.68 

 

5.3. Reliability analysis 

 

Table 6. shows the Cronbach’s alpha values for the independent and dependent 
variables in this research. The result indicates that Cronbach’s alpha value range from 0.790 

to 0.861. According to Nunnally (1978), the value for Cronbach’s alpha of 0.7 or higher is 
considered acceptable. Thus, the data on these variables are reliable and consistent with 

research standards. 

 

Table 6. Reliability of variables  

Variable name Number of Items Cronbach’s alpha 

Corporate Social Responsibility 9 0.790 

Corporate Reputation 7 0.784 

Loyalty 5 0.861 

 

5.4. Hypothesis testing 

 

Hypotheses were tested based on the findings of the study. Differences between two 
groups in the mean scores of variables are studied using Student t-test, followed by ANOVA, 

Duncan Multiple Range Test (DMRT), Correlation Analysis, Multiple Regression Analysis 
are used to test the hypothesis stated in this paper. 

 

H 1: There is no significant difference between male and female with respect to factors of the 

influence of corporate social responsibility and corporate reputation on customer loyalty. 

 

To test the above hypothesis, t test was conducted (Table. 7). Since P value is less 

than 0.01, the null hypothesis is rejected at 1% level with regard to corporate social 

responsibility, corporate reputation and customer loyalty. Hence there is significance 

difference between male and female with regard to corporate social responsibility, corporate 

reputation and customer loyalty. Based on the mean score, female consumers have better 

opinion on factors of the influence of corporate social responsibility and corporate reputation 

on customer loyalty than male consumers. 

 

Table 7. t test for significant difference between male and female with respect to 

factors of the influence of corporate social responsibility and corporate 
reputation on customer loyalty  

Factors of the   Gender    
 

Influence of 
       

 

Male 

 

Female 

  
 

Corporate Social    
 

Responsibility and 
        

       
 

Corporate Reputation Mean  SD Mean SD t value P  value 
 

on Customer Loyalty        
 

Corporate Social 
28.80 

 
5.51 31.93 3.60 3.793 <0.001**  

Responsibility 
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Corporate Reputation 24.48 4.38 26.36 3.34 2.763 0.006** 

Loyalty 16.38 3.74 19.16 2.84 4.794 <0.001** 

Note: 1. ** denotes significant at 1% level.     

2.  * denotes significant at 5% level.     

 

H2: There is no significant difference among age group with respect to factors of the 

influence of corporate social responsibility and corporate reputation on customer loyalty. 

 

To test the above hypothesis, ANOVA and Duncan Multiple Range Test (DMRT) 

were conducted (Table. 8). Since P value is less than 0.01, the null hypothesis is rejected at 

1% level with regard to corporate social responsibility, corporate reputation and customer 

loyalty. Hence there is significance difference among age group with regard to corporate 

social responsibility, corporate reputation and customer loyalty. Based on Duncan Multiple 

Range Test (DMRT), the age group of above 45 years is significantly differed with upto 25 

years, 26-35 years and 36-45 years at 5% level with regard to corporate social responsibility 

and corporate reputation. The age group of upto 25 years is significantly differed with 36-45 

years and above 45 years and also the age group of 26-35 years and 36-45 years is 

significantly differed with the age group of above 45 years at 5% level, but the age group of 

26-35 years is not differed with upto 25 years and 36-45 years with regard to customer 

loyalty. 

 

Table 8. ANOVA for significant difference among age group with respect to factors 

of the influence of corporate social responsibility and corporate reputation 
on customer loyalty  

Factors of the       
 

Influence of  Age Group in years    
 

Corporate Social       
 

Responsibility and     
F value P value  

Corporate Reputation Upto 25 26-35 36-45 Above 45  

  
 

on Customer Loyalty       
 

Corporate Social 29.52
b

 31.38
b
 31.25

b
 25.95

a
 

7.431 <0.001**  

Responsibility (3.97) (4.17) (5.08) (7.04) 
 

  
 

Corporate Reputation 
25.21

b
 25.48

b
 26.93

b
 22.18

a
 

6.271 <0.001**  

(3.50) (3.44) (4.32) (5.13) 
 

   
 

Loyalty 
17.25

b
 17.90

bc
 19.18

c
 14.41

a
 

8.502 <0.001**  

(2.88) (2.95) (3.79) (4.86) 
 

   
 

Note: 1. The value within bracket refers to SD. 

2. ** denotes significant at 1% level.  
3. Different alphabet among Age Group denotes significant at 5% level using Duncan 

Multiple Range Test (DMRT). 

 

H3: There is no significant difference among family monthly income with respect to factors of the 

influence of corporate social responsibility and corporate reputation on customer loyalty. 

 

To test the above hypothesis, ANOVA and Duncan Multiple Range Test (DMRT) 
were conducted (Table. 9). Since P value is less than 0.01, the null hypothesis is rejected at 

1% level with regard to corporate reputation and customer loyalty. Hence there is significance 
difference among family monthly income with regard to corporate reputation and customer 

loyalty. Based on Duncan Multiple Range Test (DMRT), family monthly 
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income of below Rs. 25,000 is significantly differed with Rs. 50,001-75,000 and above Rs. 
75,000 at 5% level, but the family monthly income of Rs. 25,000-50,000 is not differed with 

any other family monthly income groups with regard to corporate reputation and customer 
loyalty. 

 

Since P value is less than 0.05, the null hypothesis is rejected at 5% level with regard 

to corporate social responsibility. Hence there is significance difference among family 

monthly income with regard to corporate social responsibility. Based on Duncan Multiple 

Range Test (DMRT), family monthly income of below Rs. 25,000 is significantly differed 

with Rs. 25,000-50,000 and Rs. 50,001-75,000 at 5% level, but family monthly income of 

above Rs. 75,000 is not differed with any other family monthly income groups with regard to 

corporate social responsibility. 

 

Table 9. ANOVA for significant difference among family monthly income with 

respect to factors of the influence of corporate social responsibility and 
corporate reputation on customer loyalty  

Factors of the       
 

Influence of 
Family Monthly Income in Rs. 

  
 

Corporate Social 
  

 

      
 

Responsibility and       
 

Corporate 
Below 25,000- 50,001- Above F value P value  

Reputation on  

25,000 50,000 75,000 75,000 
  

 

Customer Loyalty 
  

 

      
 

Corporate Social 28.10
a
 31.15

b
 31.15

b
 29.78

ab
   

 

Responsibility (5.62) (4.21) (4.56) (5.20) 3.757 0.012* 
 

Corporate 23.50
a
 25.41

ab
 26.33

b
 25.83

b
   

 

Reputation (4.64) (3.30) (3.98) (3.04) 4.528 0.005** 
 

 16.13
a
 16.93

ab
 18.62

b
 18.00

b
   

 

Loyalty (4.35) (3.14) (3.36) (2.39) 4.460 0.005** 
 

Note: 1. The value within bracket refers to SD. 

2. ** denotes significant at 1% level. 

3. * denotes significant at 5% level.  
4. Different alphabet among Family Monthly Income denotes significant at 5% level 

using Duncan Multiple Range Test (DMRT). 

 

5.5. Correlation analysis of factors of the influence of corporate social responsibility and 
corporate reputation on customer loyalty 

 

Table 10. reveals the correlation matrix of the conceptual variables. The correlation 

coefficient between corporate social responsibility and corporate reputation is 0.494, which 

indicate 49.4 percentage positive relationships between corporate social responsibility and 

corporate reputation and is significant at 1% level. The correlation coefficient between 

corporate social responsibility and loyalty is 0.606, which indicate 60.6 percentage positive 

relationships between corporate social responsibility and loyalty and is significant at 1% level 

and similarly, the other factors are positively correlated with each other. 

 

Table 10. Pearson correlation coefficient between factors of the influence of 
corporate social responsibility and corporate reputation on customer 
loyalty 
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Factors of the Influence of    
 

Corporate Social Responsibility Corporate Social Corporate 
Loyalty  

and Corporate Reputation on Responsibility Reputation  

 
 

Customer Loyalty    
 

Corporate Social Responsibility 1.000 0.494** 0.606** 
 

Corporate Reputation - 1.000 0.593** 
 

Loyalty - - 1.000 
 

Note: ** denotes significant at 1% level. 

 

5.6. Multiple regression analysis of factors of the influence of corporate social responsibility 
and corporate reputation on customer loyalty 

 

H4a: There is no relationship between corporate social responsibility and customer loyalty. 

H4b: There is no relationship between corporate reputation and customer loyalty. 

 

To test the above two hypotheses, multiple regression analysis was conducted. In this 
regression, the Dependent variable is Loyalty, Independent variables are Corporate Social 
Responsibility and Corporate Reputation, and the analysis is discussed as follows: 

 

Dependent variables : 1. Loyalty (Y)    
 

Independent variables : 1. Corporate Social Responsibility (X1)  
 

     2.  Corporate Reputation (X2)   
 

Multiple R value  : 0.694     
 

R Square value  : 0.481     
 

F value  : 68.127    
 

P value  : <0.001**    
 

    Table 11. Variables in the Regression Analysis  
 

 
Variables 

 Unstandardised  
SE of B 

Standardised 
t value P value  

  
co-efficient 

 
co-efficient  

       
 

 Constant   0.249   1.531 - 0.162 0.871 
 

 X1   0.298   0.049 0.414 6.061 <0.001** 
 

 X2   0.347   0.061 0.388 5.675 <0.001** 
 

Note: ** denotes significant at 1% level. 

 

The multiple correlation coefficient is 0.694 measures the degree of relationship 
between the actual values and the predicted values of the Loyalty. Because the predicted 

values are obtained as a linear combination of Corporate Social Responsibility (X1) and 

Corporate Reputation (X2), the coefficient value of 0.694 indicates that the relationship 
between Loyalty and the two independent variables is quite strong and positive. 

 

The Coefficient of Determination R-square measures the goodness-of-fit of the 
estimated Sample Regression Plane (SRP) in terms of the proportion of the variation in the 

dependent variables explained by the fitted sample regression equation. Thus, the value of R 
 

8 

International Journal of Pure and Applied Mathematics Special Issue

1658



 
square is 0.481 simply means that about 48.1% of the variation in Loyalty is explained by the 
estimated SRP that uses Corporate Social Responsibility and Corporate Reputation as the 
independent variables and R square value is significant at 1 % level. 

 

The multiple regression equation is 
 

Y = 0.249 + 0.298X1 + 0.347X2 
 

Here the coefficient of X1 is 0.298 represents the partial effect of Corporate Social 

Responsibility on Loyalty, holding the other variables as constant. The estimated positive 
sign implies that such effect is positive that Loyalty would increase by 0.298 for every unit 
increase in Corporate Social Responsibility and this coefficient value is significant at 1% 

level. The coefficient of X2 is 0.347 represents the partial effect of Corporate Reputation on 

Loyalty, holding the other variables as constant. The estimated positive sign implies that such 
effect is positive that Loyalty would increase by 0.347 for every unit increase in Corporate 
Reputation and this coefficient value is significant at 1% level. 

 

Based on standardised coefficient, Corporate Social Responsibility (0.414) is the most 
important factor to extract Loyalty, followed by Corporate Reputation (0.388). 

 

6. Conclusions 

 

The results provide strong support for the proposed hypotheses. Corporate social 

responsibility and corporate reputation are significant determinants of customer loyalty. In 
addition to that, there is significance difference among consumers’ gender, age and family 

monthly income groups with regard to corporate social responsibility, corporate reputation 
and customer loyalty. 

 

This paper provides a framework that helps researchers and practitioners to 
understand the influence of corporate social responsibility and corporate reputation on 

customer loyalty. Thus, it is suggested that more empirical research should be conducted on 
this topic. 
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Appendix 1. The list of items and source(s) 

Constructs Items Source(s) 
   

Corporate CSR1: This company is concerned about Adapted from Salmones, 
Social protecting natural environment. Crespo, and Bosque (2005), 

Responsibility CSR2: This company participates in Singh, Salmones, and 

 activities to protect the quality of the Bosque (2008), Turker 

 environment. (2009) 

 CSR3: This company implements  

 programmes to minimise its negative  

 impact on the environment.  

 CSR4: This company is concerned to  

 improve general well-being of society.  

 CSR5: This company contributes towards  

 the rural development.  

 CSR6: This company respects consumer  

 rights.  

 CSR7: This company provides full and  

 accurate information about products to  

 customers  

 CSR8: This company considers customer  

 satisfaction as highly important.  

 CSR9: This company respects the norms  

 defined in the law when carrying out its  

 activities.  

Corporate CR1: This company develops innovative Adapted from Fombrun, 

Reputation products and services. Gardberg, and Sever (2000) 

 CR2: This company offers high-quality  

 products and services.  

 CR3: This company offers products that  

 are a good value for the money.  

 CR4: This company has excellent  
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 leadership.  
   

 CR5: This company has clear vision for its  

 future.  

 CR6: This company is well managed.  
   

 CR7: This company looks like a good  

 company to work for.  

Customer LOY1: I will say positive things about this Adapted from Zeithaml, 
Loyalty company's products to other people Berry, and Parasuraman 

 LOY2: I will recommend this company’s (1996) 

 products to someone who seeks my advice  

 LOY3: I will encourage friends and  

 relatives to buy products from this  

 company  

 LOY4: I will consider this company as my  

 first choice to buy products  

 LOY5: I will continue to buy products  

 from this company in the future  
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