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ABSTRACT10
Aims: Market studies indicate that Hong Kong consumers are affluent and generally live11
a trendy, refined lifestyle. As such, besides traditional food markets, Hong Kong’s free12
market economy has spawned various forms of food retailers, such as supermarkets,13
fast foods chains and fine dining restaurants, that contribute tremendously to its economy.14
In the face of fierce competition, companies in the food retail service industry are moving15
to differentiate themselves by embracing non-traditional, contemporary means of16
demarcation. One such means is by adopting corporate social responsibility (CSR) as a17
strategy for evoking positive customer behaviour towards the service. However, there is18
a dearth of research on CSR’s contribution to corporate reputation and its direct19
relationship with service industry eminent marketing concepts. This research20
investigated the role of CSR in building a better brand through corporate reputation and21
its effects on word of mouth intentions, repurchase intentions and customer positively22
perceived food quality in Hong Kong’s fast food industry.23
Study design: The research adopted a positivism paradigm and quantitative cross24
sectional approach.25
Place and Duration of Study: The study was taken in Hong Kong between 2012 and26
2013 of fast food restaurant patrons.27
Methodology: Five constructs were adopted from previous studies to identify the28
relationships between various antecedents and to test ten hypotheses. Data were29
collected from 384 fast food restaurant patrons in Hong Kong.30
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Results: CSR is found to be directly related to corporate reputation, which is considered31
to be an important tool for business sustainability. Furthermore, the research revealed32
the partial mediating effects of corporate reputation on the relationship between CSR and33
customer behaviour and intentions. CSR provides a competitive advantage to fast food34
businesses as it plays a huge role in inducing positive word of mouth, repeat purchases,35
and positively perceived food quality.36
Conclusion: The research has raised issues concerning the importance of CSR in37
changing customer behaviour and the pertinent partial mediating role played by38
corporate reputation in influencing CSR’s impact on customer behaviour and intentions.39
Findings from the research provide marketing information concerning CSR initiatives as40
well as verifying CSR-related theories, corporate reputation and marketing concepts. As41
service is known to vary according to the context in which it is offered, it is best for retail42
managers to identify CSR activities that best reflect their particular product or service.43
This will make it easier for customers to comprehend and evaluate, which will ultimately44
benefit Hong Kong’s fast food industry as a whole.45

46
1. INTRODUCTION47
Service retailing contributes tremendously to the economy of most Asian countries48
(Kremer and Viot, 2012; Lovelock, Patterson and Walker, 2007). Hence, the service retail49
industry is moving to differentiate itself in a non-traditional manner by embracing50
contemporary means of demarcation. The theoretical framework derived for this51
research from a broad perspective of relevant seminal and current literature indicates the52
power of corporate reputation in influencing consumers’ trust in products and services53
(Kantsperger and Kunz, 2010). The framework also describes consumers’ trust in54
products and services purchased from retailers based on consumers’ perceived quality of55
the products and services (Kremer and Viot, 2012; Gurbuz, 2008; de Chernatony, 2006).56
Other trust building factors include consumers’ repeat purchases or repeat visits to57
retailers and dissemination of positive word of mouth (Blazevic, Hammedi, Garnefeld,58
Rust, Keiningham, Andreassen, Donthu and Carl, 2013; Mandhachitara and Poolthong,59
2011; Qin, Prybutok and Zhao, 2010; Schroder and McEachern, 2005). Deeply rooted60
service theories revolve around quality of service as the primary contributor to a retailer’s61
ability to attract customers, ignoring other significant issues around the globe.62

63
One such pertinent issue is CSR and its ability to evoke positive behaviour toward the64
service retailers. There is a dearth of research on CSR’s contribution to corporate65
reputation and its direct relationship with eminent marketing concepts in the service66
industry (Tang, Hull and Rothenberg, 2012; Lai, Chiu, Yang and Pai, 2010). This67
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research therefore explores the influence of CSR on corporate reputation and the its68
direct influence on word of mouth (WoM) intentions, repurchase intentions (RPI) and69
perceived food quality (PFQ) in Hong Kong’s fast food retail industry, drawing upon70
theories and scales established by Lai, et al. (2010); Flavian, Guinaliu and Torres (2005);71
Maxham III (2001); Zeithaml, Berry and Parasuraman (1996).72

73
1.1 Background of the Study74
Hong Kong is one of the world’s strongest economies with a Western influence that has75
stimulated the expansion of Chinese style fast food chain stores and Western fast food76
franchises (Qin et al., 2010). Though not known for their loyalty, Hong Kong consumers77
have an affinity toward the concept of eating out (Newswire, 2005) thereby providing fast78
food restaurants with ample opportunities to expand (Qin et al., 2010; Yingyi and Larçon,79
2009; Cullen, Powell and Mascarenas, 2008; Watson, 1997).80

81
Conversely, the expansion of fast food chains merely creates higher competition and less82
recognition. Therefore, fast food retailers seek competitive advantages with concepts83
such as CSR incorporated into retail management. Hong Kong consumers are84
increasingly conscious of what they buy and where they buy, placing importance on85
social and environmental sustainability (Massa and Testa, 2012; Victorian Government86
Department of Primary Industries, 2007), forcing retailers to acknowledge87
societal-oriented marketing and incorporate CSR in their business strategy.88

89
Brand image and reputation are very important in the fast food industry where consumers90
prefer to frequent restaurants recognised for serving good quality, tasty food that is91
hygienically prepared and served in clean surroundings (Gurbuz, 2008). Such92
restaurants must therefore have a good reputation in order to provide the recognition93
necessary to provoke revisits and recommendations. As competitiveness intensifies,94
food retailers face huge challenges in sustaining profitability and growth. Reputable fast95
food restaurants find positive word of mouth important for attracting new customers, and96
positively perceived food quality is crucial to entice return customers who are imperative97
for business sustainability.98

99
100

1.2 Fast Food Retailing and Corporate Social Responsibility (CSR)101
Retailers brand themselves to tap into consumers’ need for retail uniqueness (Blazevic et102
al., 2013; Hutchinson, Singh and Walker, 2012). Brand preference is a significant103
antecedent of customer loyalty in Hong Kong (Wong, Tong and Wong, 2014). Branding104
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aids in developing a discernible retail business, which assists customers with recognising105
and choosing a retailer to shop at. New strategies such as business sustainability106
through successful CSR activities are being rapidly introduced into the retail arena107
(Vlachos, 2012; Jones, Comfort and Hillier, 2007; Jones, Comfort, Hillier and Eastwood,108
2005; Mattila, 2009).109

110
Fast food retailers adopt CSR in their business strategy as it assists in building a brand of111
retail, helps recognition and provides distinction (Fetscherin and Usunier, 2012 and Floor,112
2006).  CSR would be particularly beneficial to fast food retailers as they are involved in113
a business where there is enormous concern over consumer health, supplies that affect114
animal rights, free range farming, pesticide-free products, and organic supplies. Word of115
mouth (WoM) is a free walking advertisement for an organisation. However, while a116
positive WoM can benefit an organisation greatly, a negative WoM can cause the117
organisation to collapse (Chomvilailuk and Ken, 2013; Rust and Chung, 2006). It is118
therefore important for organisations to develop strategies that will help build positive119
WoM. Studies indicate that CSR directly contributes to WoM, as customers who see CSR120
activities benefiting the causes that are close to their hearts will either preach positively121
or participate in those programmes (Rust and Chung, 2006; Chan, Hui, Lo, Tse, Tso, and122
Wu, 2003; Murray and Vogel, 1997).123

124
Customers’ repurchase intention is useful for retailers as it indicates the retention of125
customers. Peelen (2003) claimed that it is five to ten times more costly to obtain a new126
customer than it is to retain an existing one. Repurchase intentions improve due to127
customers’ satisfaction with something or everything that is offered by the retailer.128
Studies suggest that CSR’s influence on repurchase intention is closely associated to129
customers’ level of awareness (Gatti, Caruana and Snehota, 2012; Poolthong and130
Mandhachitara, 2009; Wigley, 2008; Murray and Vogel, 1997). The more aware131
customers are about the CSR activities conducted by the retailer, the more confident they132
are of the brand of retailer.133

134
This research empirically investigated the contribution of CSR to corporate reputation,135
WoM intentions, repurchase intentions (RPI) and perceived food quality (PFQ). This136
phenomenon, coupled with the current interest in CSR, gives rise to the aim of the137
present research whereby the contribution of CSR activities to brand reputation and the138
mediating role of retail brand reputation on factors that would influence retail139
sustainability, namely customers’ repurchase intentions or customer retention is140
examined. This research further explored the influence of CSR and retail reputation on141
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perceived food quality of fast food retails, which also contributes to the retention of142
consumers. Finally, the research examined the influence of CSR and reputation on the143
direction of word of mouth that would influence the gain of new customers and returning144
customers.145

146
2. LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT147
The following provides an overview of the literature concerning the fast food retailing in148
Hong Kong and investigates the relationships among corporation social responsibility,149
corporate reputation and consumer behaviour and intentions, in particular the concepts150
of repurchase intention, perceived food quality and word of mouth intention in the fast151
food retailing industry.152

153
2.1 Fast Food Retail in Hong Kong154
Foreign fast food retailers are striving to convince consumers that their business is155
ethically sound, earning credibility for their responsible behaviour towards the156
environment, society, and its employees (Miller, 2012; Valax, 2012).  Fast food157
consumers in China and Hong Kong further show an inclination to brand consciousness,158
with the younger generation leaning towards well established brands of fast food retailers159
compared to local fast food restaurants that are yet to establish their brand names (Qin et160
al., 2010). Therefore CSR is an excellent tool to establish a strong brand image and build161
a reputation that consumers will have no doubt about when selecting a fast food162
restaurant. The fast food retail industry is more sensitive to brand recognition as it163
provides psychological benefits such as hygienically prepared food that is safe for164
consumption if prepared and consumed at a recognisable brand of retail outlet (Gurbuz,165
2008).166

167
2.2 Corporate Social Responsibility (CSR)168
CSR was introduced as early as the 1950s as a simple declaration to establish a169
business’s commitment to produce and sell in accordance with society’s beliefs, values170
and economic expansion (Bourdeau, Graf and Marie-France, 2013). However, CSR is171
now clearly a 21st century phenomena that has initiated a variety of opportunities and172
complications for retailers.173
CSR at fast food retails is more convoluted than at retails selling tangible products. As174
established earlier, retail is part of the complex service industry. Here, food poses more175
complexity as it carries all of the service industries’ characteristics, thus the quality of the176
food and the service rendered can only be measured using customer perception (Wagner,177
Bicen and Hall, 2008). This implies that food service retailers need to place great178
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importance on customer satisfaction, the measures of which include nutritional,179
palatability and hygiene factors. The present research places CSR as a unique stimulus180
for fast food retailers in Hong Kong to gain a good reputation, positive word of mouth,181
repeat visits and purchases, and increased positive perception of the overall food quality.182
Consumers are generally keen to be socially responsible and therefore seek ethical183
businesses to trade and build relationships with (Yang and Crowther, 2012).  As this184
group of consumers grow in number, it is imperative for fast food retailers to proactively185
practice CSR in order to achieve a competitive advantage (Fetscherin and Usunier, 2012;186
Floor, 2006). There are an increasing number of studies that suggest consumers in187
developed and developing countries are quickly converting to users of socially and188
environmentally friendly services and products (Hutchinson et al., 2012; Floor 2006).189

190
2.3 Relationships between CSR, Reputation and Perceived Food Quality191
Studies show that consumers are influenced by the CSR initiatives of a company and this192
influence is seen as positive in the way they perceive the quality of the service (Gatti et193
al., 2012; Salmones, Perez and Bosque, 2009; Vranesevic and Stancec, 2003; Brown194
and Dacin, 1997). However, this is arguable as the sheer fact that the service195
characteristic is unique, indicates the difficulty one would face in evaluating service196
quality (Poolthong and Mandhachitara, 2009). Kotler, Adam, Denize and Armstrong197
(2008) advocated that customers do not judge service quality based on its outcome. In198
fact, a customer perceives quality based on several indicators depending on the type of199
service. The quality of service at a fast food retail can be judged based on the food,200
packaging, front-line service, outlet ambiance, convenience, consistency, bundled meal,201
and reliability (Holbrook, 1999). This evaluation of quality includes the retailers’ initiatives202
to serve quality food with reference to healthy ingredients, such as pesticide-free, organic,203
and raw material production complying with animal rights protocols. For the purpose of204
this research, the perceived quality indicator was taken to be customers’ perception of205
the food quality in Hong Kong fast food restaurants. Poolthong and Mandhachitara (2009)206
affirmed that customers of fast food are fundamentally bound to a retailer when they207
positively perceive the quality of food, which shows that CSR activities may not directly208
contribute to customers’ commitment to a particular retailer. Moreover, CSR is assumed209
to play a bigger role as a crisis management strategy rather than an influence of buying210
intentions (Assiouras, Ozgen and Skourtis, 2013).211
2.4 Relationships between CSR, Reputation and Word of Mouth Intention212
Positive WoM is a pertinent factor to measure current customers’ willingness to talk213
positively about the product or retailer and is a free form of advertising. Customer214
experience with products and services experience leads to external communication,215
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(Keller, 2008; de Chernatony, 2006; Berry, 2001), primarily WoM, which can be a boon or216
a bane. Positive WoM is warmly welcomed by the retailer while negative WoM is217
something the retailer needs to rectify, either using public relations or CSR as a crisis218
management tool (Assiouras et al., 2013). Empirical studies show that satisfied219
customers disseminate positive WoM, which subsequently turns into better sales220
(Blazevic et al., 2013; Rust and Chung, 2006). WoM is a pertinent evaluative tool as it221
helps potential buyers to purchase confidently, reducing their uncertainty due to unknown222
risk (Wagner, Lutz and Weitz, 2009; Wangenheim and Bayon, 2003); it is also an223
influential source of information, affecting the choice of brand and brand loyalty (Escalas224
and Bettman, 2005; Wangenheim and Bayon, 2003; Kim, Han and Park, 2001; Herr,225
Kardes and Kim, 1991). Customer satisfaction and brand preference on loyalty in Hong226
Kong’s service industry makes a significant contribution by helping managers of the227
service providers better understand their customers and manage their products (Wong et228
al., 2014). Keller (2008) advocated that the greatest gift a consumer can give the retailer229
is their unconscious deliverance of positive messages regarding the retailer. This would230
augment brand image, recognition and retail traffic (Mortimer, 2001). Likewise,231
employees who are happy, satisfied and proud of being part of the retail will pass positive232
WoM to friends, family and other customers, rendering better business and, in the case233
of fast food retailers, better store traffic and sales (Kim, Lee, Lee and Kim, 2010).234

235
2.5 Relationship between CSR, Reputation and Repurchase Intention236
Sociological studies suggest that CSR programmes significantly change the willingness237
of managers to repeat purchase (Gatti et al., 2012; Poolthong and Mandhachitara, 2009;238
Murray and Vogel, 1997). Therefore, willingness to repeat purchase in response to CSR239
programmes of a retailer may be linked to awareness of customers. In other words,240
customers who are aware of the impact of various social and environmental issues on241
the future of healthy living, react positively toward socially responsible organisations242
(Wigley, 2008). CSR programmes that are close to the causes that customers are keen243
on, can influence customers to be altruistic (Sheth, Newman and Gross, 1991).244
Furthermore, Vlachos (2012) and Mandhachitara and Poolthong (2011) found significant245
relationships linking CSR to positive perceptions that lead to loyalty and repeat246
purchases. Studies show that as affluent customers become more aware of the247
increasing environmental and social problems, the CSR notion could become pertinent to248
customers and a significant stimulus to repurchase (Mandhachitara and Poolthong,249
2011). Customers will repeat purchase at the retails that fulfill their expectations (Wong250
and Sohal, 2003). Hence, with more businesses involving themselves in CSR activities,251
there is an increased customer awareness of CSR’s importance that will drive them to252

UNDER PEER REVIEW



8

anticipate CSR practices by all the retailers they visit.253
254

Most literature show an indirect relationship between a business’ involvement in CSR255
activities and on both repeat purchases and perceptions of service quality. There is a256
dearth of studies translating CSR directly into WoM or into increasing perceived quality257
and repurchase intention. There are however, many studies looking into the contribution258
of WoM to the intention to purchase, mainly taking WoM as a positive attribute to259
purchase and more so if the business involvement in CSR activities is not immediately260
apparent to customers. Several studies have been undertaken using CSR as a261
moderating factor to enhance reputation and brand image, while others indicate that262
businesses use CSR simply because others are doing the same. Similarly, literature on263
CSR’s contribution to marketing services is complex, inconsistent and contradictory264
(Poolthong and Mandhachitara, 2009; Jaakson, Vadi and Tamm, 2009, Anselmsson and265
Johansson, 2007). Therefore, this research set out to investigate the contribution of fast266
food retailers’ CSR involvement to building a strong reputation that would instigate267
positive WoM, and increase perceived service quality (PSQ) and repurchase intention268
(RPI). There is little doubt that CSR significantly strengthens the reputation of a retail269
brand, however it is less certain if retail reputation plays a direct role in influencing270
positive WoM, PSQ and RPI, as reputation is developed over a long period of time based271
on customers’ experience of various service factors.272

273
2.6 Hypotheses Development274
This research studies the theoretical relationships derived from the foregoing analysis of275
the relevant literature. Marketers will benefit from knowing the exact purpose of CSR in276
fast food retail and precisely which of the marketing variables are affected or influenced277
by CSR. The success of CSR activities is reflected in the positive reputation of the retailer,278
which results in positive WoM intentions, positive RPI and positive PFQ. This279
subsequently improves the retailers market positioning and ability to sustain market280
leadership. Hence, the following hypotheses are posited to examine the contribution of281
CSR to the behaviour of consumers in Hong Kong’s fast food retail industry.282

283
284
285

Hypothesis H1. CSR activities of a fast-food restaurant in Hong Kong increase286
customer WoM intentions.287

Hypothesis H2. CSR activities of a fast-food restaurant in Hong Kong increase288
customer RPI.289
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Hypothesis H3. CSR activities of a fast food restaurant in Hong Kong increase290
customer PFQ.291

292
Hypothesis H4 below postulates the direct relationship between fast food retailers’293
involvement in CSR activities on their reputation as a responsible and ethical retailer.294
This hypothesis reflects the notion that CSR practices of an organisation have the ability295
to build and strengthen the reputation of the organisation (Gatti et al., 2012; Lai et al.,296
2010; Fan, 2005). This allows marketers to leverage CSR activities with the purpose of297
building their reputation and consequently choosing to participate in activities that are298
suitable for this objective.299

300
Hypothesis H4. CSR activities of a fast-food restaurant in Hong Kong increase its301

corporate reputation as perceived by customers.302
303

Hypotheses H5, H6 and H7 below show the direct relationships between the reputation304
of fast food retailers and customer WoM intentions, customer RPI and customer PFQ.305

306
Hypothesis H5. Corporate reputation of a fast-food restaurant in Hong Kong increases307

customer WoM intentions.308
Hypothesis H6: Corporate reputation of a fast-food restaurant in Hong Kong increases309

customer RPI.310
Hypothesis H7: Corporate reputation of a fast-food restaurant in Hong Kong increases311

customer PFQ.312
313

The final hypotheses H8, H9, and H10 have been postulated to depict the partial314
mediating influence of fast food retailers’ reputation on the relationships between CSR315
and customer WoM intentions, customer RPI, and customer PFQ (Gatti et al., 2012, Cruz316
and Pedrozo, 2009). These hypotheses are intended to test the importance of fast food317
retailers’ involvement in CSR activities in order to build a reputable retail that would gain318
positive customer WoM intentions, positive customer RPI, and positive customer PFQ.319

320
321
322

Hypothesis H8. Corporate reputation of a fast-food restaurant in Hong Kong partially323
mediates the relationship between CSR and customer WoM intentions.324

Hypothesis H9. Corporate reputation of a fast-food restaurant in Hong Kong partially325
mediates the relationship between CSR and customer RPI.326
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H1

H6

H7

H5

H4

H3

H2

H10

H8

H9

Consumer Behaviours and

Intentions

Hypothesis H10. Corporate reputation of a fast-food restaurant in Hong Kong partially327
mediates the relationship between CSR and customer PFQ.328

329
2.7 Research Model330
Ten hypotheses have been developed based on the literature on the corporate social331
responsibility, corporate reputation, word of mouth, repurchase intention and perceived332
food quality. Based upon these ten hypotheses developed, a research model (Figure 1)333
was devised by adapting the following sets of constructs from prior studies.334

335
336
337
338

339

340

341

342

343

344
345

Figure 1. Research Model346
347

3. METHODOLOGY348
349

3.1 Sample350
As this research investigates the customers of fast food restaurants in Hong Kong, the351
unit of analysis is individuals. Therefore, questionnaires were distributed to a sample of352
400 fast food customers, who were 18 years old and above. The research began by353
setting up a database with locations of all the fast food restaurants in Hong Kong. In354
order not to be bias when selecting restaurants, the researcher randomly selected355
several locations using a simple lottery method. In addition, in order to ensure these are356

Corporate Social

Responsibility

(CSR) Customer

Repurchase

Intention

Customer Word

of Mouth

Intention

Customer

Perceived Food

Quality

Corporate

Reputation
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fast food restaurants that have high traffic, the correct timing and days to visit the357
restaurants were determined from a publicly available database. The questionnaires358
were distributed to the restaurant patrons outside the restaurants where the restaurant359
owner’s consent to interview patrons was not required. A total of 20 locations were360
selected randomly and visited by the researcher to distribute the research questionnaires.361
400 self-administered, personal survey questionnaires for this study were distributed to362
customers of fast food restaurants in the public areas of identified fast food restaurants.363

364
3.2 Research Instruments365
This research has a total of five constructs: corporate social responsibility, corporate366
reputation, customer word of mouth intentions, customer repurchase intentions, and367
customer perceived food quality. As all these constructs are abstract in nature, they are368
best measured by using an interval measurement scale. The items chosen to measure369
these constructs were borrowed from various established literature as shown in Table 1370
below.371

Table 1: Measuring Items and Sources372
Constructs Source of measuring items Number

of items Format

Corporate Social
Responsibility

Lai et al. (2010) 5 Likert scale of 1
(strongly disagree)
to 7 (strongly agree)

Corporate
Reputation

Flavian et al. (2005) 3 Likert scale of 1
(strongly disagree)
to 7 (strongly agree)

Customer Word of
Mouth Intentions

Srinivasan, Anderson and
Ponnavolu (2002); Maxham III
(2001); Zeithaml et al. (1996)

6 Likert scale of 1
(strongly disagree)
to 7 (strongly agree)

Customer
Repurchase
Intentions

Maxham III (2001); Zeithaml et
al. (1996)

5 Likert scale of 1
(strongly disagree)
to 7 (strongly agree)

Customer
Perceived Food
Quality

Lai et al. (2010); Pina, Martinez,
de Chernatony and Drury (2006)

3 Likert scale of 1
(strongly disagree)
to 7 (strongly agree)

373
Corporate social responsibility was represented by five items, corporate reputation was374
measured using three single dimensional item scales, six items represented customer375
word of mouth intentions, customer repurchase intentions was measured using five376
single dimensional items, and three items represented customer perceived food quality.377
A summary of measuring items is shown in Table 2 below.378

379
Table 2: A Summary of Measuring Items for the Five Constructs380

Constructs ID Measuring Items
Corporate
Social

CSR1 This fast food restaurant is very concerned with the local
community.
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Responsibility CSR2 This fast food restaurant is very concerned with
environmental protection.

CSR3 This fast food restaurant is very concerned with customers’
benefits.

CSR4 This fast food restaurant is very concerned with the rights of
female and disabled employees.

CSR5 This fast food restaurant actively participates in social
initiatives.

Corporate
Reputation

CR1 I believe that this fast food restaurant does what it promises
for its customers.

CR2 This fast food restaurant has a good reputation
CR3 I believe that the reputation of this fast food restaurant is

better than its competitors.
Customer
Repurchase
Intention

RPI1 I intend to buy from this fast food restaurant next time.
RPI2 I will continue buying from this fast food restaurant.
RPI3 Most likely, I will buy from this fast food restaurant next time.
RPI4 I will consider this fast food restaurant my first choice if I

need to buy fast food.
RPI5 I will buy more from this fast food restaurant in the next few

months.
Perceived
Food Quality

PFQ1 The food from this fast food restaurant is better than other
competitors.

PFQ2 The food quality of this fast food restaurant is higher than
other competitors

PFQ3 The food from this fast food restaurant is more consistent
and reliable in comparison with other competitors.

Word of Mouth
Intention

WOM1 I would say positive things about this fast food restaurant.
WOM2 I would recommend this fast food restaurant to anyone who

seeks my advice.
WOM3 I would encourage friends to purchase fast food from this

restaurant
WOM4 I would recommend this fast food restaurant to my friends.
WOM5 I would recommend this fast food restaurant to my

acquaintances.
WOM6 If my friends were looking for fast food service, I would tell

them to try this restaurant.
381
382

3.3 Data Analysis383
The measures used in this research were cleaned and assessed using validity and384
reliability tests to establish accuracy of data collected. In the current research, theses385
assessments were performed via Exploratory Factor Analysis (EFA) which is then386
confirmed using Confirmatory Factory Analysis (CFA) to ensure the data is suitable to run387
Structural Equation Modelling (SEM). This assessment relates to ensuring that items388
used to measure one construct hang together or are closely related to each other.389

390
391

4. FINDINGS392
4.1 Characteristics of the Sample393

394
Table 3 below shows the characteristics of respondents in respect of age, marital status,395
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level of education, monthly salary and respondents’ nationality.396
397

Table 3: Demographic Profile of Valid Respondents (n = 384)398
Percentage (%)

Age Under 20 40.9
20 to 29 45.6
30 to 39 7.3
40 to 49 4.4
50 to 59 1.6
60 and above 0.3

Marital Status Single 89.8
Married 10.2

Level of
Education

Primary 0.3
Secondary 31.5
Undergraduate 48.7
Postgraduate 19.5

Monthly
Salary (HK$)

Below 10,000 71.9
10,000 to 19,999 16.4
20,000 to 40,000 8.3
Above 40,000 3.4

Respondents’
Nationality

Hong Kong Resident 92.4
Visitor from China 5.7
Visitor from other countries apart 1.8
from China

399
400

4.2 Validity Test401
In running Exploratory Factor Analysis (EFA) to assess the items used to measure CSR402
and CR, the principal component method was used, rotating the data with varimax403
rotation and suppressing loadings below 0.5. This research assumes the CSR and CR404
are nonrelated in order to draw out the actual benefit of CSR in enhancing CR. Thus a405
Varimax method of rotation was used. Table 4 below shows all five items for CSR loading406
highly in component 1 which is named CSR, while all three items for CR loaded highly407
into component 2, and is now named as CR. The five items measuring CSR and three408
items measuring CR loaded, fulfilling conditions for convergent and discriminant validity.409

410
411
412
413
414
415
416
417
418
419
420
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421
422

Table 4: Exploratory Factor Analysis on CSR and CR423

Questionnaire Items
Component

1 (CSR) 2 (CR)
Corporate Social

Responsibility
CSR1 0.810
CSR2 0.755
CSR3 0.645
CSR4 0.599
CSR5 0.559

Corporate Reputation
CR1 0.806
CR2 0.790
CR3 0.743

424
Table 5 below reflects that all six items used to measure customers’ WoM intention425
loaded highly in component 1, while only three out of five items measuring customers’426
RPI loaded highly in component 2. Two items RPI4 and RPI5 were removed. Two items427
measuring PFQ loaded highly in component 3, while one item PFQ3 was removed as it428
did not load clearly.429

430
Table 5: Exploratory Factor Analysis on WOM, RPI and PFQ431

Questionnaire Items
Component

1 (WOM) 2 (RPI) 3 (PFQ)
Word of Mouth

WOM1 0.851
WOM2 0.837
WOM3 0.829
WOM4 0.815
WOM5 0.786
WOM6 0.670

Repurchase Intention
RPI1 0.897
RPI2 0.843
RPI3 0.824

Perceived Food Quality
PFQ1 0.835
PFQ2 0.833

432
433

4.3 Reliability Test434
Table 6 below shows the findings of Cronbach’s alpha test. The Cronbach’s alpha values435
of all the latent variables of this research are above 0.7, satisfying Nunnally’s (1978) rule436
of thumb. Thus, the validity and reliability tests above indicate that the items used to437
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measure the latent variables converge and discriminate.438
439

Table 6: Reliability Test Output440
Constructs No of items Cronbach’s alpha Mean Standard Deviation
CSR 5 0.78 17.79 4.73
CR 3 0.76 9.99 2.91
RPI 3 0.90 8.70 3.15
PFQ 2 0.86 11.00 3.28
WoM 6 0.94 21.48 6.96

441
442

4.4 Confirmatory Factor Analysis (CFA)443
444

4.4.1 Measurement model and CFA for CSR and CR445
446

Figure 2 below shows the measurement model for CSR and CR used to assess the447
validity. Confirmatory factor analysis (CFA) was used to verify the measurement448
assessment performed above. As such, measurement models of latent variables are449
drawn and confirmed the findings above using structural equation modelling (SEM).450

451

452
Figure 2: Measurement Model for CSR and CR453

454
Table 7 below shows a summary of model fit which shows that the model does not quite455
fit as CMIN = 45.01, df = 19, and p-value = 0.001. However, CIM/DF = 2.37 shows a456
model fit (Kline, 2005; Bryne, 2001).  This is corroborated by the coefficients GFI = 0.97,457
AGFI = 0.95 and CFI = 0.97, all of which are > 0.9 indicating an acceptable model. As458
RMSEA < 0.08 is the rule of the thumb to accept a model fit, the RMSEA = 0.06 and459
PCLOSE = 0.0021 (PCLOSE < 0.05) show an acceptable model. The Factor Score460
Weights in Table 8 below and Standardised Total Effects in Table 9 show the clear461
loading of CSR items and CR items into two distinctive columns, indicating the462
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convergent and discriminant validity of items.463
464

Table 7: Model fit summary for measurement model – CSR and CR465
CMIN DF P CIM/DF GFI AGFI CFI RMSEA PCLOSE

Default model 45.013 19 .001 2.369 .971 .945 .972 .060 .0021
Saturated
model

.000 0 1.000 1.000

Independence
model

965.376 28 .000 34.478 .469 .318 .000 .296 .000

466
Table 8: Factor Score Weights (Group number 1 - Default model)467

A2c A2b A2a A1a A1b A1c A1d A1e
CR .151 .302 .192 .039 .034 .046 .036 .047
CSR .040 .079 .050 .117 .102 .136 .107 .141

Note:A1s – items measuring CSR468
A2s – items measuring CR469

470
Table 9: Standardized Total Effects (Group number 1 - Default model)471

Items CR CSR
A2c .655 .000
A2b .800 .000
A2a .713 .000
A1a .000 .643
A1b .000 .643
A1c .000 .692
A1d .000 .599
A1e .000 .660

Note:A1s – items measuring CSR472
A2s – items measuring CR473

474
475

4.4.2 Measurement model and CFA for WoM, RPI and PFQ476
477

The CFA used to verify the validity of items measuring WoM, RPI and PFQ is portrayed in478
the measurement model displayed in Figure 3 below. Although the model summary in479
Table 10 indicates that the model does not quite fit because CMIN = 108.04, df = 41, and480
p-value = 0.0001, the ratio of CIM/DF = 2.6 (CIM/DF < 0.3) shows a model fit (Kline, 2005;481
Byrne, 2001). This acceptable measurement model fit is further supported by the > 0.9482
values of GFI = 0.95, AGFI = 0.92 and CFI = 0.98. Moreover, RMSEA < 0.08 is the rule of483
the thumb to accept a model fit while the RMSEA for this data shows RMSEA = 0.065484
and PCLOSE = 0.05 (PCLOSE < 0.05) show an acceptable model. As Kline (2005) and485
Byrne (2001) assert, at least four of the various measure are sufficient to accept a model486
fit. The Factor Score Weights in Table 11 and Standardised Total Effects in Table 12 show487
the clear loading of WoM items, RPI items and PFQ items into three distinctive columns.488

489
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490
Figure 3: Measurement Model for WoM, RPI and PFQ491

492
Table 10: Model fit summary for measurement model – WoM, RPI and PFQ493

CMIN DF P CIM/DF GFI AGFI CFI RMSEA PCLOSE
Default model 108.037 41 .000 2.635 .951 .921 .981 .065 .050
Saturated
model

.000 0 1.000 1.000

Independence
model

3568.050 55 .000 64.874 .221 .065 .000 .408 .000

494
Table 11: Factor Score Weights (Group number 1 - Default model)495

Items A5f A5e A5d A5c A5b A5a A4b A4a A3c A3b A3a
PFQ .019 .025 .043 .030 .021 .015 .366 .391 .013 .014 .018
WOM .087 .114 .194 .133 .093 .066 .022 .024 .009 .010 .012
RPI .008 .010 .018 .012 .009 .006 .014 .015 .251 .273 .342
496

Table 12: Standardized Total Effects (Group number 1 - Default model)497
Items PFQ WOM RPI
A5f .000 .836 .000
A5e .000 .872 .000
A5d .000 .923 .000
A5c .000 .887 .000
A5b .000 .843 .000
A5a .000 .762 .000
A4b .875 .000 .000
A4a .884 .000 .000
A3c .000 .000 .853
A3b .000 .000 .852
A3a .000 .000 .885

498
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Finally, the removal of two items from RPI and one item from PFQ has allowed other499
items to load distinctively and highly into the respective latent constructs. Thus the500
validity and reliability of the items concerning WoM, RPI and PFQ are confirmed with the501
Critical Ratio (C.R.) values as seen in Table 13, whereby all CRs are > 1.96, (Kline 2005,502
Schumaker and Lomax, 2004; Byrne, 2001). The relationship between the latent503
variables are confirmed as seen in Table 14 whereby the covariances and correlations504
show strong relationships as all Critical Ratios are above 1.96 and correlations are above505
0.5. Thus, the data collected is valid, reliable and now suitable to test significant of the506
hypotheses.507

508
Table 13: Regression Weights: (Group number 1 - Default model)509
Relationship Estimate S.E. C.R. P Label

A3c <--- RPI 1.001 .048 20.701 *** par_1
A5a <--- WOM 1.000
A5b <--- WOM 1.246 .069 17.962 *** par_2
A5c <--- WOM 1.325 .070 18.936 *** par_3
A5d <--- WOM 1.396 .070 19.811 *** par_4
A5e <--- WOM 1.316 .071 18.642 *** par_5
A5f <--- WOM 1.267 .072 17.696 *** par_6
A4a <--- PFQ 1.000
A4b <--- PFQ .978 .051 19.200 *** par_10
A3a <--- RPI 1.000
A3b <--- RPI .915 .043 21.378 *** par_11
Note: *** = p-value < 0.05510

511
Table 14: Covariances and Correlations: (Group number 1 - Default model)512

Relationships Estimate S.E. C.R. P Label Correlation
Estimate

RPI <--> WOM .573 .065 8.788 *** par_7 .627
WOM <--> PFQ .768 .079 9.709 *** par_8 .758
RPI <--> PFQ .659 .079 8.328 *** par_9 .570

Note: *** = p-value < 0.05513
514
515

4.5 Hypotheses Testing by Structural Equation Modeling (SEM)516
517

Testing of the hypotheses for this research is carried out by using SEM as displayed in518
Figure 4 below. The research’s focus is on the influence of CSR on CR, and CR’s519
influence on WoM intentions, RPI and PFQ. Hence, more importantly, the present study520
verifies the mediating role played by corporate reputation, intervening the relationship521
between CSR and WoM, RPI and PFQ. The research further verifies the direct influences522
of CSR on the three dependent latent constructs of WoM, RPI and PFQ.523

524
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525
Figure 4:  Structural Equation Modeling Portraying Five Latent Variables526

527
528

4.5.1 Significance Tests529
530

The Regression Weights displayed in Table 15 below shows that the relationships531
postulated in Figure 4 are significant. The influence of CSR on CR is significant as the532
critical ratio (C.R.) = 14.34, p-value = 0.0001, and p-value < 0.05. The direct influential533
relationship of CSR on WoM is significant as C.R. = 2.59, p-value = 0.01, and p-value <534
0.05. The direct influential relationship of CSR on RPI is significant as C.R. = 3.42,535
p-value = 0.0001, and p-value < 0.05. The influence of the relationship of CSR on PFQ is536
significant as C.R. = 2.25, p-value = 0.025, and p-value < 0.05. The influential537
relationship of CR on RPI is significant as C.R. = 9.62, p-value = 0.0001, and p-value <538
0.05. The influential relationship of CR on WoM is determined with C.R. = 10.19, p-value539
= 0.0001, and p-value < 0.05, showing significance. The influence of CR on PFQ is540
significant as C.R. = 10.34 and p-value = 0.0001. Furthermore, these relationships show541
strong standardised estimates. Hence, the hypotheses H1, H2, H3, H4, H5, H6 and H7542
are supported. The positive values of Standard Estimates, show that the relationships are543
positive, thus when CSR involvement in a fast food restaurant increases, corporate544
reputation, positive WoM, RPI and PFQ increases. A similar finding is found in the545
relationships between CR and positive WoM, RPI and PFQ.546

547
548
549
550
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Table 15: Regression Weights551
Relationships Estimate S.E. C.R. P Standard

Estimate
CR <--- CSR .364 .025 14.336 *** .591
RPI <--- CR .524 .055 9.615 *** .485
WoM <--- CR 1.029 .101 10.188 *** .515
WoM <--- CSR .161 .062 2.588 .010 .131
RPI <--- CSR .115 .034 3.422 *** .173
PFQ <--- CR .432 .042 10.336 *** .524
PFQ <--- CSR .058 .026 2.249 .025 .114
Variances
CSR 22.338 1.614 13.838 ***
resid1 5.508 .398 13.838 ***
resid4 30.148 2.179 13.838 ***
resid3 3.686 .266 13.838 ***
resid2 6.275 .453 13.838 ***

552
553

4.5.2 Mediation influence of CR554
555

Table 16 below shows the application of SEM for estimation of Total Effect, Direct Effect556
and Indirect Effect that used to determine the mediating influence of CR between CSR557
and WoM, CSR and RPI, and CSR and PFQ.558

559
Table 16: Total Effect, Direct Effect and Indirect Effect560

Std. Total Effect Std Direct Effect Std. Indirect Effect
CSR CR CSR CR CSR CR

CR .591 .000 .591 .000 .000 .000
PFQ .424 .524 .114 .524 .310 .000
WoM .435 .515 .131 .515 .306 .000
RPI .460 .485 .173 .485 .287 .000

561
Based on the results in Table 16, the following relationships must exist to allow mediation:562

563
a. CSR to WoM, RPI, PFQ relationship exists, indication of a direct relationship.564

565
b. CSR to CR relationship exists, hence mediator is related to exogenous variable.566

567
c. CR to WoM, RPI, PFQ relationship exists, indicating a relationship between the568

mediator and the endogenous variable.569
570

The Direct Effect of CSR on WoM (0.131), on RPI (0.173), and on PFQ (0.114) indicates571
that the relationships in (a) above exist. The Direct Effect of CSR on CR (0.591) indicates572
that the relationship in (b) above exist. The Direct Effect of CR on WoM (0.515), on RPI573
(0.485), and on PFQ (0.524) indicates that the relationships in (c) above exist. The574
mediation effect of CR on the relationships suggested above is confirmed. However, in575
SEM, since the full model is represented, the Indirect Effect is used to suggest whether576
the mediation impact is full, partial or non-mediating. Therefore, using Table 16 above577
and the rule of the thumb suggested by Hair, Black, Babin and Anderson (2010), the578
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following conclusion is made on the mediating effect of CR:579
580

a. The direct relationships between CSR and WoM, CSR and RPI, and CSR and PFQ581
are all significant.582

583
b. The indirect effect of CSR on WoM = 0.306 (> 0.085) and IE  DE, hence CR is a584

partial mediator for the relationship between CSR and WoM.585
586

c. The indirect effect of CSR on RPI = 0.287 (> 0.085) and IE  DE, hence CR is a587
partial mediator for the relationship between CSR and RPI.588

589
d. The indirect effect of CSR on PFQ = 0.310 (> 0.085) and IE  DE, hence CR is a590

partial mediator for the relationship between CSR and PFQ.591
592

The above conclusion indicates that CR is a partial mediator for the relationships593
between CSR and WoM, RPI and PFQ. Thus, the hypotheses H8, H9 and H10 are594
supported as well.595

596
5. DISCUSSION597
This research was built on a strong platform of literature that produced the main research598
question and ten hypotheses for the purpose of verifying theories relating to the effect of599
CSR on consumer behaviour. The retail industry is evolving at a rapid pace, thus600
requiring an incessant flow of relevant new knowledge. The practical and theoretical601
implications of the findings from this research add such new knowledge by enriching602
understanding of the value of practicing CSR to build an organisation’s reputation.603

604
The impact of CSR on perceived quality (Qin et al., 2010; Poolthong and Mandhachitara,605
2009), corporate reputation and RPI have traditionally been studied as direct606
relationships (Gatti et al., 2012; Mohr, Webb and Harris, 2001), and CSR’s direct impact607
on WoM intentions has been discussed separately (Maxham III, 2001). Also, much of the608
CSR literature has been dedicated to CSR’s influence on reputation and image (Wagner609
et al., 2008) while neglecting the mediating role played by corporate reputation in the610
relationships between CSR and consumer intentions and behaviour. This research611
therefore adds to the existing knowledge of CSR’s role in marketing by finding that a612
good corporate reputation together with relevant and integrated CSR provides a much613
stronger impact on the behaviour of consumers than CSR on its own may have.614

615
As a partial mediator, corporate reputation plays a direct role in consumer actions. This616
being the case, the findings from this research indicate that nonconforming CSR617
activities may be a mover of certain consumer behaviour but it may not be very618
convincing nor is there an assurance that this will last long, as only incessant CSR619
activities contribute to sustainable behaviour. This suggests that in order to benefit most620
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from CSR practices, businesses ought to develop a reputable brand using CSR as this621
would bring about a long term and sustainable positive impact on consumer behaviour622
and intentions. Therefore, this research’s theoretical contribution is the introduction of623
corporate reputation as a long term benefit to the relationship between CSR and624
customer behaviour and intentions.625

626
Retail managers and service managers in general are able to build a strong reputation for627
their business. However, due to competitive pressure, CSR is beginning to be recognised628
as a resilient tool for enhancing reputation via positive consumer behaviour and629
intentions (Blazevic et al., 2013). As service lacks consistency, it is difficult to maintain630
customer interest and buying behaviour (Bogue, Coleman and Sorenson, 2005). This631
research found that CSR components that are more focused toward retailing may have632
either a strong direct relationship or a strong relationship that is partially mediated by633
reputation. Thus, managers could either build the brand name of retail or add to their634
corporate reputation by employing CSR activities that are found suitable for their type of635
retail. Therefore, managers of the fast food retail industry may need to implement CSR636
activities or programmes that are capable of continuance and of building corporate637
reputation. This may be done by carrying out CSR programmes that are generally closer638
to customers’ interests. This research found that consumers are more likely to appreciate639
CSR activities that are visible to them, thus treating employees well will result in satisfied640
employees who will face customers with a happy disposition and a positive attitude641
(Bourdeau et al., 2013).642

643
6. LIMITATIONS AND FUTURE RESEARCH644
The main limitation of this research is the sample used which is a subset of fast food645
restaurant customers in Hong Kong. The respondents may not have had any knowledge646
of CSR or may not have been aware of the CSR activities carried out by the retailer647
where they were interviewed. Hence generalizability may be distorted, as some of the648
respondents may have participated without fully knowing the reasons for CSR. The649
present research limited the influence of CSR and CR on three marketing concepts,650
however, there may be more than these concepts that may be affected by CSR and CR,651
such as corporate image that could mediate the abovementioned relationships.652

653
Further related research might consider developing items for CSR that are more suitable654
for the type of retail being examined. Consideration might also be given to interviewing a655
group of visitors to Hong Kong, possibly from mainland China, in order to provide a656
comparison of CSR knowledge between local fast food retail customers and those from657
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other jurisdictions. Lastly, future research might consider investigating whether new658
purchases are made due to customers’ knowledge that the retailer is practising CSR and659
how much of that knowledge is gained by WoM.660

661
7. CONCLUSION662
This research shows that Hong Kong fast food customers are young adults who have663
limited spending power and can only frequently consume fast food. CSR is found to be664
directly related to corporate reputation, which is considered to be an important tool for665
sustainable business. Furthermore, the research revealed the partial mediating power of666
corporate reputation between the relationship of CSR and customer behaviour and667
intentions. CSR provides a competitive advantage to many businesses and should not668
be taken for granted as it plays a huge role in inducing positive word of mouth, repeat669
purchases, and positively perceived food quality. This research has undertaken a670
quantitative approach to evaluating the contribution of CSR to customer behaviour and671
intentions. In doing so, the research added the corporate reputation of the retailer as672
partial mediator in the relationship between CSR and customer behaviour and intentions.673
It has raised issues concerning the importance of CSR in changing customer behaviour674
and the pertinent partially mediating role played by corporate reputation in influencing675
CSRs’ impact on customer behaviour and intentions. As service is known to vary676
according to the context in which it is offered, it is best for retail managers to identify CSR677
activities that best reflect their particular product or service. This will make it easier for678
customers to comprehend and evaluate, which will ultimately benefit the retailer.679

680
8. REFERENCES681
Anselmsson, J. and Johansson, U. (2007), Corporate social responsibility and the682
positioning of grocery brands: An exploratory study of retailer and manufacturer brands683
at point of purchase, International Journal of Retail & Distribution Management, 35(10),684
835-856; DOI 10.1108/09590550710820702.685

686
Assiouras, I., Ozgen, O., Skourtis, G. (2013), The impact of corporate social responsibility687
in food industry in product-harm crises, British Food Journal, 115(1), 108-123.688

689
Berry, L.L. (2001), Improve service by acting small, Managing Service Quality, 11(2), 75 –690
79.691

692
Blazevic, V., Hammedi, W., Garnefeld,I., Rust, R. T., Keiningham, T., Andreassen, T. W.,693
Donthu, N., and Carl, W. (2013), Beyond traditional word-of-mouth: An expanded model694
of customer-driven influence, Journal of Service Management, 24 (3), 294-313 DOI695
10.1108/09564231311327003.696

697
Bogue, J. Coleman, T. and Sorenson, D. (2005) Determinants of consumers’ dietary698
behaviour for health-enhancing foods, British Food Journal, 107(1), 4 -16699

700
Bourdeau, B., Graf, R. and Marie-France (2013), Influence Of Corporate Social701

UNDER PEER REVIEW



24

Responsibility As Perceived By Salespeople On Their Ethical Behaviour, Attitudes And702
Their Turnover Intentions, Journal of Business & Economics Research,11(8).703

704
Brown, T. J. and Dacin, P. A. (1997), The company and the product: corporate705
associations and consumer product response, Journal of Marketing, 61, 68-84.706

707
Bryman, A. (2008), Social research methods, 3rd ed., Oxford University Press, Oxford.708

709
Byrne, B. M. (2001), Structural Equation Modeling with AMOS: Basic Concepts,710
Applications and Programming, Lawrence Erlbaum Associates, Publishers, London.711

712
Chan, K., Hui, V., Lo, P., Tse, K., Tso, K.F. and Wu, L., (2003), Consumer satisfaction713
index: new practice and findings, European Journal of Marketing, 37(5), 872-909.714

715
Chomvilailuk, R. and Ken Butcher. (2013), The effect of CSR knowledge on customer716
liking, across cultures, The International Journal of Bank Marketing, 31(2), 98-114.717

718
Cruz, L. B. and Pedrozo, E. A. (2009), Corporate social responsibility and green719
management: Relation between headquarters and subsidiary in multinational720
corporations, Management Decision, 47(7), 1174-1199, DOI721
10.1108/00251740910978368.722

723
Cullen, L.T., Powell, B. and Mascarenas, D. (2008), East meets west, Time South Pacific,724
No. 3, January.725

726
De Chernatony, L. (2006), From Brand Vision to Brand Evaluation: The Strategic Process727
of Growing and Strengthening Brands 2nd Edn, Butterworth-Heinemann, Oxford.728

729
Escalas, J. E. and Bettman, J. R. (2005), Self-construal, reference groups, and brand730
meaning, Journal of Consumer Research, 32(3), 378 - 389731

732
Fan, Y. (2005), Ethical branding and corporate reputation, Corporate Communications:733
An International Journal, 10(4), 341 – 350.734

735
Fetscherin, M. and Usunier, J.C. (2012), Corporate branding: an interdisciplinary736
literature review, European Journal of Marketing, 46 (5), 733-753.737

738
Flavián, C., Guinalíu, M. and Torres, E. (2005), The influence of corporate image on739
consumer trust: A comparative analysis in traditional versus internet banking. Internet740
Research, 15 (4), 447-470.741

742
Floor, K. (2006), Branding a Store: How to Build Successful Retail Brands in a Changing743
Marketplace, Kogan Page, London.744

745
Gatti, L., Caruana, A. and Snehota, I. (2012), The role of corporate social responsibility,746
perceived quality and corporate reputation on purchase intention: Implications for brand747
management, Journal of Brand Management, 20(1), 65–76.748

749
Gurbuz, E. (2008), Retail store branding in Turkey: its effect on perceived quality,750
satisfaction and loyalty, EuroMed Journal of Business, 3(3), 286-304, DOI751
10.1108/14502190810906446.752

753
Hair, Jr., J. F., Black, W. C., Babin, B. J. and Anderson, R. E. (2010), Multivariate Data754
Analysis: A Global Perspective, 7th Edns, Pearson Prentice Hall, Upper Saddle River,755
New Jersey.756

757
Herr, P. M., Kardes, F. R. and Kim, J. (1991), Effects of word-of mouth and758
product-attribute information on persuasion: an accessibility-diagnosticity perspective,759

UNDER PEER REVIEW



25

The Journal of Consumer Research, 17(4), 454 -462.760
761

Holbrook, M. B. (1999), Consumer Value: A Framework for Analysis and Research,762
Routledge, London.763

764
Hutchinson, D. Singh, J. and Walker, K. (2012), An assessment of the early stages of a765
sustainable business model in the Canadian fast food industry, European Business766
Review, 24(6), 519-531, DOI 10.1108/09555341211270537.767

768
Jaakson, K.; Vadi, M.; Tamm, K. (2009). Organizational Culture and CSR: An Exploratory769
Study of Estonian Service Organizations. Social Responsibility Journal, 5(1), 6 - 18.770

771
Jones, P., Comfort, D. and Hillier, D. (2007), What’s in store? Retail marketing and772
corporate social responsibility, Marketing Intelligence & Planning, 25(1), 17-30, DOI773
10.1108/02634500710722371.774

775
Jones, P., Comfort, D., Hillier, D. and Eastwood, I. (2005), Corporate social responsibility:776
a case study of the UK’s leading food retailers, British Food Journal, 107(6), 423-435,777
DOI 10.1108/00070700510602192.778

779
Kantsperger, R. and Kunz, W. H. (2010), Consumer trust in service companies: a multiple780
mediating analysis, Managing Service Quality, 20(1), 4-25, DOI781
10.1108/09604521011011603.782

783
Keller, K. L. (2008), Strategic Brand Management: Building, Measuring, and Managing784
Brand Equity 3rd Ed., Pearson Prentice Hall, Upper Saddle River, New Jersey.785

786
Kim, C. K., Han, D. and Park, S. (2001), The effect of brand personality and brand787
identification on brand loyalty: Applying the theory of social identification, Japanese788
Psychological Research, 43(4), 195 – 206.789

790
Kim, H.R., Lee, M., Lee, H.T. and Kim, N.M. (2010), Corporate Social Responsibility and791
Employee–Company Identification, Journal of Business Ethics, 95(4), 557-569.792

793
Kline R. B. (2005), Principles and Practices of Structural Equation Modeling, 2nd Ed.,794
The Guilford Press, London.795

796
Kotler, P., Adam, S., Denize, S. and Armstrong, G. (2008), Principles of Marketing. 4th Ed.797
Frenchs Forest NSW: Pearson Education Australia.798

799
Kremer, F. and Viot, C. (2012), How store brands build retailer brand image?800
International Journal of Retail & Distribution Management, 40(7), 528-543, DOI801
10.1108/09590551211239846.802

803
Lai, C.S., Chiu, C.J., Yang, C.F. and Pai, D.C. (2010).  The Effects of Corporate Social804
Responsibility on Brand Performance: The Mediating Effect of Industrial Brand Equity805
and Corporate Reputation, Journal of Business Ethics, 95(3), 457-469.806

807
Lovelock, C. H., Patterson, P. G. and Walker, R. H. (2007), Services Marketing: An808
Asia-Pacific and Australian Perspective, 4th Ed, Pearson Prentice Hall, New South809
Wales, Australia.810

811
Mandhachitara, R. and Poolthong, Y., (2011), A model of customer loyalty and corporate812
social responsibility, Journal of Services Marketing. 25(2), 122-133.813

814
Massa, S. and Testa, S. (2012), The role of ideology in brand strategy: the case of a food815
retail company in Italy, International Journal of Retail & Distribution Management, 40(2),816
109-127; DOI 10.1108/09590551211201865.817

UNDER PEER REVIEW



26

818
Mattila, M. (2009), Corporate social responsibility and image in organizations: for the819
insiders or the outsiders? Social Responsibility Journal, 5(4), 540-549, Q Emerald Group820
Publishing Limited, ISSN 1747-1117.821

822
Maxham III, J. G. (2001), Service recovery's influence on consumer satisfaction, positive823
word-of-mouth, and purchase intentions, Journal of Business Research, 54(1), 11-24.824

825
Miller, M. (2012), Edelman Australia wins KFC's CSR brief, PR Week, London ed. (Jun826
15, 2012): 9.827

828
Mohr, L.A., Webb, D.J. and Harris, K.E. (2001), Do consumers expect companies to be829
socially responsible? The impact of corporate social responsibility on buying behaviour,830
Journal of Consumer Affairs, 35(1), 45-73.831

832
Mortimer, K. (2001), Services advertising: the agency viewpoint, Journal of Services833
Marketing, 15(2), 131 – 146834

835
Murray, K. B. and Vogel, C. M. (1997), Using a hierarchy-of-effects approach to gauge836
the effectiveness of corporate social responsibility to generate goodwill toward the firm:837
financial versus non-financial impacts, Journal of Business Research, 38, 141-59.838

839
Newswire, September, (2005), KFC set to double number of outlets in Hong Kong;840
University of Wales elibrary, accessed: 14 August 2013.841

842
Nunnally, J. C. (1978), Psychometric Theory 2nd Ed., McGraw Hill, New York.843

844
Oh, H. (1999). Service quality, customer satisfaction, and customer value: A holistic845
perspective, International Journal of Hospitality Management. 18, 67-82.846

847
Peelen, E. (2003), Customer Relationship Management, Prentice Hall Financial Times,848
Essex, UK.849

850
Pina, J.M., Martinez, E., de Chernatony, L. and Drury, S. (2006), The effect of service851
brand extensions on corporate image: An empirical model, European Journal of852
Marketing, 40 (1/2), 174-197.853

854
Poolthong, Y. and Mandhachitara, R. (2009), Customer expectations of CSR, perceived855
service quality and brand effect in Thai retail banking, International Journal of Bank856
Marketing, 27(6), 408-427, DOI 10.1108/02652320910988302.857

858
Qin H., Prybutok, V. R. and Zhao, Q. (2010), Perceived service quality in fast-food859
restaurants: empirical evidence from China, International Journal of Quality & Reliability860
Management, 27(4), 424-437, DOI 10.1108/02656711011035129.861

862
Rust, R. T. and Chung, T. S. (2006), Marketing Models of Service and Relationships,863
Marketing Science, 25(6), 25th Anniversary Issue (Nov. - Dec., 2006), 560-580864

865
Salmones, D., Perez, M. M. G., and Bosque, I. R. (2009), The social role of financial866
companies as a determinant of consumer behaviour, International Journal of Bank867
Marketing, 27(6), 467-85.868

869
Schroder, M. J. A. and McEachern, M. G. (2005), Fast foods and ethical consumer value:870
a focus on McDonald’s and KFC, British Food Journal, 107(4), 212-224, DOI871
10.1108/00070700510589503.872

873
Schumaker, R. E. and Lomax, R. G. (2004), A Beginner’s Guide to Structural Equation874
Modeling, 2nd Edn, Lawrence Erlbaum Associates, Publishers, London.875

UNDER PEER REVIEW



27

876
Sheth, J. N., Newman, B. and Gross, B. L. (1991), Consumption Values and Market877
Choices. Cincinnati: OR South-Western Publishing Co.878

879
Srinivasan, S. S., Anderson, R. and Ponnavolu, K. (2002), Customer loyalty in880
e-commerce: an exploration of its antecedents and consequences, Journal of Retailing,881
78, 41–50882

883
Tang, Z., Hull, C. E. and Rothenberg, S. (2012), How Corporate Social Responsibility884
Engagement Strategy Moderates the CSR–Financial Performance Relationship, Journal885
of Management Studies, 49 (7), 1274–1303.886

887
Valax, M. (2012), Beyond McDonald's CSR in China: Corporation perspective and report888
from case studies on a damaged employment reputation, Asian Business & Management,889
suppl. Special Issue: The Evolving Nature of Corporate Social, 11(3), 347-366.890

891
Victorian Department of Primary Industries to endorse Metering, Billing/CRM Australia &892
New Zealand (2007), viewed on 24 September 2013 at893
http://www.metering.com/victorian-department-of-primary-industries-to-endorse-metering894
-billing-crm-australia-new-zealand-2007/#respond895

896
Vlachos, P. A (2012), Corporate social performance and consumer-retailer emotional897
attachment, European Journal of Marketing, 46(11/12), 1559-1580.898

899
Vranesevic, T. and Stancec, R. (2003), The effect of the brand on the perceived quality of900
food products, Bristish Food Journal, 105(11), 811-825901

902
Wagner, T., Bicen, P. and Hall, Z. R. (2008), The dark side of retailing: towards a scale of903
corporate social irresponsibility, International Journal of Retail & Distribution904
Management, 36(2), 124-142, DOI 10.1108/09590550810853075.905

906
Wagner, T., Lutz, R.J. and Weitz, B.A. (2009), Corporate hypocrisy: overcoming the907
threat of inconsistent corporate social responsibility perceptions, Journal of Marketing,908
73(6), 77-91.909

910
Wangenheim, F. V. and Bayon, T. (2003), The effect of word of mouth on services911
switching: measurement and moderating variables, European Journal of Marketing,912
38(9/10), 1173 – 1185.913

914
Watson, J. L. (1997), Golden Arches East: McDonald's in East Asia. Stanford, CA:915
Stanford University Press.916

917
Wigley, S. (2008), Gauging consumers’ responses to CSR activities: does increased918
awareness make cents? Public Relations Review, 34, 306-8.919

920
Wong, A. and Sohal, A., (2003), A critical incident approach to the examination of921
customer relationship management in a retail chain: an exploratory study, Qualitative922
Market Research: An International Journal, 6(4), 248-62.923

924
Wong, Raymond, Tong, Canon and Wong, Anthony (2014). Examine the effects of925
customer satisfaction on customer loyalty: An empirical study in the healthcare insurance926
industry in Hong Kong. British Journal of Economics, Management & Trade. 4(3),927
372-399.928
Yang, Q. and Crowther, D. (2012), Chapter 7 The Relationship between CSR, Profitability929
and Sustainability in China, in Güler Aras, David Crowther (ed.) Business Strategy and930
Sustainability (Developments in Corporate Governance and Responsibility, Volume 3),931
Emerald Group Publishing Limited, 155-175.932

933

UNDER PEER REVIEW



28

Yingyi, Q. and Larçon, J.P. (2009), Chinese Multinationals. Huazhang, Beijing: China934
Machine Press.935

936
Zeithaml, V. A., Berry, L. L., and Parasuraman, A. (1996), The behavioural consequences937
of service quality, Journal of Marketing, 60(4), 31–46.938

939
940
941
942
943
944

UNDER PEER REVIEW


