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Abstract

In recent years, issues related to corporate social responsibility (CSR) have received more and more attention, it
also as the goal of total quality management (TQM). Since CSR can influence enterprise performance. This
study explores the impact of the consumer’s perception of a company’s CSR on brand trust, brand satisfaction,
brand attachment, and current and future buying behavior as well as probe into the differences between different
generational groups.

A consumer survey produced a total of 753 valid questionnaires which indicate a significant difference in the
two correlation paths between the X and Y generational groups. This shows that consumers belonging to
different generation groups exhibit slightly different correlation patterns as far as the perception of CSR is
concerned. Trust in a certain brand on the part of X-generation consumers does not affect their emotional
attachment to this brand. Y-generation consumers, on the other hand, are more attached to brands that they trust.

1. Introduction )
tl

Corporate Social Responsibility (CSR) has been a widely discussed topic since the 19 century and has turned
into a major global issue (Hopkins, 2003). Due to the changing macro environment and technological
developments, corporate activities have an even greater impact on the whole social environment, which increases
the responsibility of enterprises and leads to a growing importance of CSR (Alsmadi & Alnawas, 2012). CSR
also is the key factor of total quality management (TQM) since it will influence the business performance that is
the final goal of TQM, but few researches put attention in this field.

Frederick (1986) points out that if enterprises undertake certain social responsibilities or obligations during the
pursuit of commercial activities they can consolidate their relationship with society and thereby enhance their
brand image, achieve free advertising, expand their sales volume, and hire high-quality staff. If enterprises are
committed to honor their social responsibility, they are also able to improve their operational efficiency and
reduce their costs (Sprinkle & Maines, 2010).

An enhanced corporate image as perceived by consumers is a major factor leading enterprises to conduct
CSR-related activities (Yoon, et al., 2006; Giannarakis & Theotokas, 2011; Mejri & De Wolf, 2012).
Damiano-Teixeira and Pompermayer (2007) proved in their research that consumers do indeed take into account
whether or not businesses fulfill their social responsibility and reward or punish enterprises through their actual
purchase behavior. Enterprises are therefore willing to shoulder more corporate responsibilities to respond to
consumer demands due to their awareness of the connection between consumer behavior and CSR. CSR is
therefore the primary factor in the relationship between consumers and the brand, which in turn affects consumer
behavior.

The research of Aaker (1996) and Esch et al. (2006) indicates that the fulfillment of CSR has a positive impact
on the evaluation of corporate activities by consumers, which in turn has a positive effect on the current
purchasing behavior and future purchase intention of consumers. This also signals that consumers who are more
aware of CSR are more likely to purchase the products of a certain company, which is the main reason why
companies have to implement CSR-related activities (Boonpattarakan, 2012).

Even though enterprises are already aware of the importance of social responsibility and many scholars have
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conducted research on this topic, no research currently exists that covers CSR, brand relationship as well as
consumer purchasing behavior. The results of the studies by Blackwell et al. (2006), Gronholdt, Martensen and
Kristensen (2000), and Esch et al. (2006) suggest that a positive correlation exists between brand relationship
and the current and future purchasing behavior of consumers. In this study, we set the four categories of CSR as
proposed by Carroll in 1991 as antecedents for our analysis of the impact of a consumer’s perception of CSR on
his relationship with the brand and purchase behavior with the goal of making a contribution to the research in
this area.

We conducted an analysis on the correlation pattern between CSR on the one hand and brand relationship and
consumer behavior on the other. Our independent variables include the four domains of CSR as defined by
Carroll: economic responsibility, legal responsibility, ethical responsibility, and philanthrophic responsibility.
We selected the three dimensions of brand relationship, namely brand trust, brand satisfaction, and brand
attachment, as our intervening variables (Esch et al., 2006). The dependent variables of this study are the current
purchasing behavior and future purchase intention of consumers with regard to a certain product or service
(Blackwell et al., 2006; Gronholdt, Martensen, & Kristensen, 2000; Esch et al., 2006).

The 7-ELEVEN stores in Taiwan are our research objects. Due to the fact that these stores which belong to the
largest convenience store franchise in Taiwan are spread all over the Taiwan and are well-known among
consumers in Taiwan, we will determine in our study whether or not consumers are aware of the franchise’s
commitment to social responsibilities which will be followed by an analysis of the impact of this perception on
the brand relationship and purchasing behavior of consumers as well as a comparison of the different correlation
patterns of different generational groups.

2. Literature review and Discussion
2.1 Corporate Social Responsibility

Carroll and Buchholtz (2011) point out that the term “corporate social responsibility” connotes that enterprise
not only have to fulfill their economic and legal obligations but also have other responsibilities that are related to
the protection and enhancement of society. In other words, enterprises also should be committed to social
welfare and environmental protection to meet the expectations of customers, employees, sharcholders, and other
involved parties (Sexty, 2010). Carroll (1991) classifies CSR into four dimensions which make up the four layers
of a CSR pyramid. This study adopts the four dimensions developed by Carroll, namely economic responsibility,
legal responsibility, ethical responsibility, and philanthropic responsibility, and uses them to measure the
consumers’ perception of CSR.

2.2 Brand Relationship

In his discussion of the relationship between the brand and the consumer, Chen (2009) states that this
relationship is mainly based on a constant mutual influence in our daily lives and experiences, which in turn
leads to common values and concrete meaning. Lee, Jeon and Yoon (2010), on the other hand, believe that
consumer affection has a decisive effect on brand attachment.

Morgan and Hunt (1994) emphasize that brand trust and affection connotes the level of a consumer’s fondness
for the brand. Esch et al. (2006) argue that the three dimensions of brand relationship, namely brand trust, brand
satisfaction, and brand attachment, affect the current and future purchases by consumers.

This study adopts the concepts of Esch et al. (2006) as a reference for the measurement of the three brand
relationship variables: “brand trust”, “brand satisfaction”, and “brand attachment”.

2.3 Current Purchasing Behavior

Blackwell et al. (2006) believe that purchasing behavior refers to the current purchasing activities of consumers
regarding a certain product as well as their intention and willingness to purchase that product. Mollen and
Wilson (2010) also point out that “current purchasing behavior” mainly refers to the purchase time as well as the
purchased amount and the purchased product or service type. This study adopts the concepts of Blackwell et al.
(2006) as a reference to measure the current purchasing behavior of consumers. We identified three important
variables for the current purchasing behavior of consumers: “Purchase category”, “Purchase frequency”, and
“Purchase amount”.

2.4 Future Purchase Intention

The application of purchase decision models provides deeper insight in consumer purchase behavior (Wout &
Sanfey, 2008). Only after the consumer perceives the quality and value of a product will he/she form a purchase
intention. The purchase intention is often determined by the perceived benefits and values (Kwon & Schumann,
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2010).

Gronholdt, Martensen and Kristensen (2000) suggest that repurchase intention, price tolerance, cross-buying
intentions, and customer recommendations can serve as indicators for the future purchase behavior of customers.

This study adopts the concepts of Gronholdt, Martensen and Kristensen as a reference for the measurement of
future purchase intentions of consumers. We also identified the following three variables: “Repurchase
intention”, “Cross-buying”, and “Purchase recommendations”

3. Research Hypotheses
3.1 The Impact of the Consumers’ Perception of CSR on Brand Trust

The fulfillment of social responsibility not only strengthens the consumers’ identification with the enterprise but
also builds a long-term relationship and value system between the consumer and the enterprise (Alexander,
Francis, Kyire, & Mohammed, 2014; Shamma & Hassan, 2011; Lee et al., 2011).

Carroll (1991) states that as far as economic responsibility is concerned, enterprises emphasize profit
maximization, while consumers demand good quality and fair prices. Enterprises have to make sure they meet
both goals. Esch et al. (2006) believe that trust implies that consumers have confidence in the quality of the
products or services provided by a certain brand. The relationship of trust built through the fulfillment of
economic responsibilities gives enterprises a strong competitive edge.

Fournier (1998) argues that consumers are confident that responsible corporate brands will adhere to the various
“rules” composing the implicit relationship contract, deliver what is desired by the consumer, and take full
responsibility for their actions, which in turn leads to increased consumer trust.

If consumers have confidence in the reliability of a supplier of products or services, they will also believe that
the supplier will meet his responsibilities and obligations as previously agreed (Chaudhuri & Holbrook, 2001).
Consumers will therefore have less doubt about a supplier’s moral commitment and will exhibit greater trust.

Langmeyer and Shank (1993) found that recommendations by celebrities tend to be viewed as more professional,
reliable and appealing and are also more likely to motivate people to make a donation. Enterprises should
therefore not only focus on strengthening their brand image but also on environmental protection, social welfare,
and other activities that may enhance their CSR image in order to increase the consumers’ trust.

Based on the above discussion, we propose the following hypotheses:

Hla: The consumers’ perception of a company’s fulfillment of its economic responsibility has positive effect on
brand trust.

Hl1b: The consumers’ perception of a company’s fulfillment of its legal responsibility has positive effect on
brand trust.

Hlc: The consumers’ perception of a company’s fulfillment of its ethical responsibility has positive effect on
brand trust.

H1d: The consumers’ perception of a company’s fulfillment of its philanthropic responsibility has positive effect
on brand trust.

3.2 The Impact of the Consumers’ Perception of CSR on Brand Satisfaction

Esch et al. (2006) believe that satisfaction is a consumer’s overall assessment of a product or service purchase
experience. An overall positive image of a company in the consumer’s eyes leads to higher satisfaction levels
and a more positive attitude toward the company on the part of the consumer. A commitment to CSR, on the
other hand, is a major factor in the creation of a more positive corporate image (Mohr & Webb, 2005)

If an enterprise fulfills its social responsibility, a positive effect on the value perception by consumers is
generated, which in turn leads to higher consumer satisfaction (Marin et al., 2009). Besides striving for profit
maximization and pursuing shareholder interests, enterprises also have to satisfy the demands of consumers, the
social environment, and other involved parties (Carvalho, Sen, Oliveira Mota, & Lima, 2010). In addition, brand
identification as a result of the fulfillment of CSR has a direct effect on customer satisfaction levels, which
clearly shows that CSR has a direct positive correlation with customer satisfaction levels (Baron & Kenny,
1986).

Based on the above discussion, we postulate the following hypotheses:

H2a: The consumers’ perception of a company’s fulfillment of its economic responsibility has positive effect on
brand satisfaction.
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H2b: The consumers’ perception of a company’s fulfillment of its legal responsibility has positive effect on
brand satisfaction.

H2c: The consumers’ perception of a company’s fulfillment of its ethical responsibility has positive effect on
brand satisfaction.

H2d: The consumers’ perception of a company’s fulfillment of its philanthropic responsibility has positive effect
on brand satisfaction.
3.3 The Impact Of Consumer Brand Trust on Brand Attachment

Esch et al. (2006) argue that brand attachment signifies a certain connection between the consumer and the brand.
Consumer purchasing behavior can be stimulated by satisfying the mental needs of consumers. This clearly
shows that the strength of brand attachment is determined by the length and process of contact with the brand
(Park et al., 2010). If service providers are able to convince their customers that they can offer them what other
providers can’t, customers have a certain incentive to establish a relationship with the service provider and will
be more willing to stay attached to the original provider (Tokman et al., 2007). In addition, Chaudhuri and
Holbrook (2001) state that consumers purchase more products from brands that they trust. These brands also
cause a high degree of attitudinal attachment on the part of the customer.

Therefore, we propose the following hypothesis.
H3: Consumer brand trust has positive effect on brand attachment.
3.4 The Impact of Consumer Brand Satisfaction on Brand Attachment and Future Purchase Intention

Esch et al. (2006) point out that brand satisfaction and brand attachment are the result of exchanges and
interactions. After a certain response time, brand satisfaction will affect brand attachment as an end result. For
instance, consumers use their preferred brand to establish a connection with the brand or exhibit their own
personality through the brand (Fournier, 1998)

Kotler and Keller (2009) discovered that consumers will experience satisfaction or dissatisfaction with a product
or service after purchasing it. This mental change affects the future behavior of consumers. Many studies reveal
that brand satisfaction is positively correlated with repurchase intention (Huber et al., 2010). The more satisfied
customers are with a certain company, the more likely are they to do business with it again or to repurchase the
products they offer (Oliver, 1980).

Therefore, we suggest the following hypotheses:

H4: Consumer brand satisfaction has positive effect on brand attachment.

HS: Consumer brand satisfaction has positive effect on future purchase intention.

3.5 The Impact of Consumer Brand Attachment on Current Purchasing Behavior and Future Purchase Intention

If a company wants to ensure sustained business operations, it cannot solely rely on brand image and brand
reputation. The key to long-term success lies in brand relationship. Positive brand relationships generate brand
attachment (Aaker, 1996).

Esch et al. (2006) believe that brand attachment affects the current purchasing behavior and the future purchase
intentions. Due to the fact that brand attachment is a relationship that is formed between people and the brand
(Park & Maclnnis, 2006); it can predict consumer purchasing behavior (Park et al., 2010).

Kim and Villegas (2009) argue that attachment is a prerequisite for loyalty. If Consumers are attached to a
certain brand, it translates into a higher purchase frequency. If consumers are strongly attached to a certain brand,
brand loyalty is generated (Park & Prester, 2007).

Based on the above discussion, we suggest the following hypotheses.

H6: Consumer brand attachment has positive effect on current purchasing behavior.
H7: Consumer brand attachment has positive effect on future purchase intention.
3.6 The Impact of the Current Purchasing Behavior on Future Purchase Intentions

Gronholdt, Martensen and Kristensen (2000) believe that the current purchasing behavior of customers can
predict whether or not the consumer will purchase the same brand in the future. The concept of purchase
intentions has been employed in academic circles to explore the future purchasing behavior of consumers
(Morwitz, Steckel, & Gupta, 2007). Businesses attempt to gain a deeper understanding of current and future
consumer demands based on information about product or service purchases by consumers in the hope of
gaining the ability to accurately predict the future purchasing behavior (Hanssens et al., 2008).
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Therefore, we postulate the following hypotheses.
HS: The current purchasing behavior of consumers has positive effect on the future purchase intentions.
3.7 Differences between Different Generational Groups

Glenn (2005) states that the term generation is refer to people who live in the same age and exhibit similar
purchasing behaviors. Due to the fact that they live in the same age, they share their life experiences with each
other. They also live in the same cultural and economic environment results in the phenomenon of closely
connected generations. This indicates that each generation has the same characteristics and lifestyles. An
analysis that is based on generational differences therefore provides deeper insight into the different product,
brand, and consumption patterns of each generation (Roberts & Manolis, 2000). Roberts and Manolis (2000)
point out that sales personnel tends to focus on generational consumption behavior since consumers that belong
to different generational groups form distinct market segments which can give enterprises a better understanding
of current and future market developments and help them provide suitable products and services to satisfy the
demands of consumers belonging to different generational groups. As far as the consumers are concerned, they
not only expect products and services in an age of diversified consumption but also the fulfillment of corporate
social responsibility or, in other words, the provision of added value for society and the environment. We
divided our research subjects into two generational groups (X and Y) to explore whether there are any
differences between Gen X and Y consumers as far as the correlation patters and paths for the perception of CSR
are concerned. Therefore, we propose the following hypotheses:

H9: Consumer groups belonging to different generational groups show a significant difference in the correlation
patterns.

4. Research Design
4.1 Research Framework

The four dimensions proposed by Carroll in 1991 (economic responsibility, legal responsibility, ethical
responsibility, and philanthropic responsibility) served as the independent variables of this study. We explored
whether or not these independent variables affect the intervening variables (brand trust, brand satisfaction, and
brand attachment) and the dependent variables (current purchasing behavior and future purchasing intentions)
with the final goal of conducting a comparative analysis of the differences between the X and Y generations. Our
research framework is shown in Figure 1.

: Current purchasing
Egomomiic Hla behavior
responsibility
2 Purchase category
2 Purchase frequency
Legal Brand trust H3 H6 Purchase amount
responsibility
Brand H8
attachment
Ethical ad
responsibility Brand Future purchase
satisfaction intention
Hild
cross-buying
Philanthropic Purchase
responsibility recommendations

T

Comparison of different generation groups

Figure 1. Research framework

4.2 Questionnaire Design

In order to obtain an effective measuring tool, we conducted a Pretest and Pilot study before handing out the
official questionnaire to make necessary revisions. For the pretest, we conducted in-depth interviews of 30
consumers who have made purchases at 7-Eleven Convenience Stores in Taiwan and who have been selected
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through convenience sampling. We discovered that some of the questions were worded unclearly; we therefore
revised the wording and added examples for clarification. After the necessary adjustments had been made, we
selected 100 respondents through convenience sampling for our Pilot study and conducted a reliability and
validity analysis for their responses.

The results of the Pilot study indicated that Cronach’s alpha scores ranged between 0.771 and 0.942, and were all
above the standard of 0.7 and the Item-to-Total Correlation Coefficients were greater than or close to 0.5 which
signals a high reliability of all dimensions (Nunnally, 1978; Kerlinger, 1978). The results of the factor analysis
also showed that the eigenvalues of all dimensions were higher than 1 and the cumulative explained variation
was greater than or close to 0.5, the factor loading of all variables was greater than or close to 0.5 which
indicates that all dimensions possess convergent validity (Kaiser, 1958). We therefore conducted our official
survey with this questionnaire. We adopted a 7-point Likert scale for our questionnaire with the following point
values: 1=strongly disagree to 7=strongly agree. In addition, the demographic data was measured with a nominal
scale.

5. Research Results
5.1 Sampling

We conducted an empirical sample survey by handing out questionnaires over a period of three months. The
research subjects of this study were Taiwanese consumers of 15 years or above with the population distribution
statistics for Taiwan published by the Directorate-General of Budget, Accounting, and Statistics of the Executive
Yuan as a reference basis. The population percentages for the four major areas (North, Center, South, and East)
are 45%, 25%, 28%, and 3%, respectively. 800 questionnaires were distributed by using the quota sampling
method. 47 invalid questionnaires had to be eliminated, which left a total of 753 valid questionnaires
representing a valid response rate of 94%. As for the geographical areas, 345 (45.8%) respondents were from
Northern Taiwan, while 189 (25.1%), 204 (27.1%), and 15(2%) hailed from Central, Southern and Eastern
Taiwan, respectively. Demographic breakdown as Table 1.

Table 1. Demographic of sample

Items Category Number %
1. North 345 45.8%
Living area 2. Center 189 25.1%
3. South 204 27.1%
4. East 15 2.0%
1. Junior 32 4.2%
2. High School 244 32.4%
Education 3. University 395 52.5%
4. Mater 70 9.3%
5. Doctor 12 1.6%
1. Services industry 154 20.5%
2. Government officials 66 8.8%
3. Financial Industry 79 10.5%
4. Self Employed 60 8.0%
Career .
5. IT industry 49 6.5%
6. House wife 18 2.4%
7. Student 252 33.5%
8. Others 75 10.0%
1. NT$10,000 or less 241 32.0%
2.NT$10,001~30,000 262 34.8%
Income/per month 3.NT$30,001~50,000 135 17.9%
4.NT$50,001~70,000 74 9.8%
5.NT$70,001~90,000 11 1.5%
6. NT$90,000 or above 30 4.0%

5.2 Reliability and Validity Analysis of the Official Questionnaire

The reliability and validity of the official questionnaire was evaluated with the Cronbach’s o and a factor
analysis. Based on Nunnally (1978)’s rule of thumb of 0.7 or greater as an indicator for high reliability for
Cronbach’s alpha coefficients and Kerlinger (1978)’s judgment criterion for Item to Total Correlation
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Coefticients which requires values of 0.5 or greater, it is evident that the overall reliability of the questionnaire is
therefore very good as shown in Table 2.

Based on the evaluation criteria for convergent validity, all standardized factor loadings have to be greater than
0.5 (Hair et al., 2006), composite reliability (CR) has to be greater than 0.6 (Fornell& Larcker, 1981), and
average variance extracted (AVE) has to be greater than 0.5 (Bagozzi & Yi, 1988). Kaiser (1958), on the other
hand, states that the eigenvalues of the extracted factors have to exceed 1 and the cumulative explained variation
has to be greater than 0.5. It was evident that the values for all dimensions exceeded or were close to these
standards. The convergent validity of our questionnaire is therefore very good as shown in Table 2.

According to the suggestions by Fornell & Larcker (1981), the square roots of the AVEs should be greater than
the correlation coefficients of the dimensions. Our results show that these requirements are met, which in turn
indicates that the questionnaire possesses good discriminant validity (shown in Table 3).

Table 2. Reliability and validity analysis of the questionnaire (n=753)

Research Measurement variables Item-to-total Cronbach o Factor Eigen- Cumulative CR AVE
dimensions correlation loading value explained
coefficients variation %
Economic CSR I think that 7-Eleven can stimulate 0.626 0.836 0.781 3.310 55.164 0.880 0.552
economic activities in Taiwan
I think that 7-Eleven provides advantages  0.677 0.801
for consumers
I think that 7-Eleven has a higher 0.533 0.705
operational efficiency
I think that 7-Eleven provides great value  0.621 0.717
products
I think that 7-Eleven offers reasonably  0.573 0.679
priced products
I think that 7-Eleven can stimulate the  0.619 0.765
local markets
Legal CSR I think that 7-Eleven abides by legal 0.757 0.911 0.847 3.695 73.899 0.934 0.739
regulations
I think that 7-Eleven abides by all 0.832 0.899
transaction laws and regulations
I think that 7-Eleven meets all required  0.788 0.870
regulations
I think that 7-Eleven meets all its legal  0.795 0.874
obligations
I think that the products and services 0.703 0.805

provided by 7-Eleven comply with the

regulations of our country

Ethical CSR I think that 7-Eleven meets the 0.737 0.880 0.847 3.392 67.835 0913 0.678
expectations of society
I think that 7-Eleven respects the moral  0.763 0.864
standards of our society
1 think that 7-Eleven will handle defective  0.582 0.712
products to the satisfaction of consumers
I think that 7-Eleven is trustworthy and  0.736 0.840
reliable
I think that 7-Eleven abides by its  0.740 0.846
commercial ethical standards
Philanthropic I think that 7-Eleven meets the 0.804 0.919 0.891 3.218 80.456 0.943 0.804
CSR expectations of society in the field of
philanthropic activities
1 think that 7-Eleven organizes or sponsors  0.840 0.914
philanthropic activities
I think that the 7-Eleven staff participates  0.781 0.876
in philanthropic activities on a voluntary
basis
I think that 7-Eleven participates in public ~ 0.827 0.906

welfare activities

72



www.ccsenet.org/ijms

International Journal of Marketing Studies

Vol. 6, No. 6; 2014

Brand trust I think that 7-Eleven deserves to be trusted ~ 0.764 0.862 0.877 3.250 65.006 0.902 0.650
I have trust in the 7-Eleven service and  0.761 0.872
product quality
I think that 7-Eleven gives first priority to ~ 0.516 0.663
consumer benefits
I think that 7-Eleven has a high brand  0.577 0.734
reputation
I think that the 7-Eleven brand deserves to  0.762 0.862
be trusted

Brand I think that the 7-Eleven sales process is  0.697 0.868 0.811 3.281 65.619 0.905 0.656

satisfaction highly efficient
I think that the 7-Eleven service personnel ~ 0.598 0.732
has a very positive attitude
I think that 7-Eleven products and services ~ 0.729 0.837
are reliable
I think that the services and products  0.706 0.827
provided by 7-Eleven meet consumer
demands
I think that the services and products  0.724 0.838
provided by 7-Eleven are highly satisfying
to consumers

Brand I strongly identify with 7-Eleven 0.748 0.893 0.860 3.030 75.751 0.926 0.757

attachment I think that 7-Eleven can provide me with ~ 0.783 0.884
a greater level of satisfaction than other
convenience stores
1 think that 7-Eleven products can be used  0.796 0.892
safely and without risk
I think that the shopping experience at  0.725 0.844
7-Eleven is an important part of my daily
life

Current I purchase different types of products at  0.725 0914 0.799 5.008 62.598 0.930 0.626

purchasing 7-Eleven on a regular basis

behavior I use different services provided by  0.582 0.673
7-Eleven
I’'m highly familiar with the 7-ELEVEn  0.744 0.814
product categories and items
I purchase products and services at 0.777 0.839
7-Eleven on a daily basis
I purchase products and services at  0.768 0.829
7-Eleven more often than other people
I think that 7-Eleven promotional 0.704 0.777
activities stimulate my purchasing desire
I think that shopping at 7-Eleven makesup ~ 0.771 0.831
a large part of my daily shopping activities
I think that 7-Eleven’s own brands are  0.679 0.754
superior to other brands

Future purchase I intend to continue to purchase 7-Eleven  0.790 0.924 0.856 4.813 68.762 0.939 0.688

intention products and services
I would gladly repurchase 7-Eleven 0.776 0.845
products or services
I prefer 7-Eleven products and services to  0.713 0.794
those of other convenience stores
I am willing to participate in 7-Eleven  0.766 0.835
promotional activities
I’'m willing to accept the recommendations  0.772 0.837
of 7-Eleven service personnel about
different products or services
I would recommend my friends or 0.770 0.831
relatives to purchase 7-Eleven products or
services
I would tell other consumers about the  0.739 0.806

advantages of buying 7-Eleven products
and services
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Table 3. Discriminant validity analysis

Research Economic  Legal Ethical Philanthropic Brand Brand Brand Current Future

dimensions CSR CSR CSR CSR trust satisfaction attachment purchasing purchase
behavior intention

Cronbach’s o (0.836) (0.911) (0.880) (0.919) (0.862) (0.868) (0.893) (0.914) (0.924)

_‘;m (0.743) (0.860) (0.823)  (0.897) (0.806) (0.801) (0.870) (0.791) (0.829)

Economic CSR 1

(0.836)

(0.743)

Legal CSR 0.551 1

(0.911) (**)

(0.860)

Ethical CSR 0.587 0.723 1

(0.880) (**) (**)

(0.823)

Philanthropic 0.540 0.466 0.568 1

CSR (0.919) **) ) )

(0.897)

Brand trust 0.582 0.568 0.648 0.518 1

(0.862) (**) **) **) (**)

(0.806)

Brand 0.510 0.545 0.631 0.396 0.710 1

satisfaction (**) (**) (**) (**) (**)

(0.868)

(0.801)

Brand 0.564 0.429 0.516 0.508 0.642 0.631 1

attachment (*%) (**) (*%) (*%) (*%) (*%)

(0.893)

(0.870)

Current 0.502 0.348 0.449 0.505 0.517 0.455 0.671 1

purchasing **) **) **) **) (**) (**) (**)

behavior

(0.914)

(0.791)

Future purchase  0.550 0.448 0.534 0.522 0.593 0.569 0.686 0.734 1

intention (**) (**) (**) (**) (**) (**) (**) (**)

(0.924)

(0.829)

*P<0.05, **P<0.01, ***P<0.001.

5.3 Competing Model Analysis

We relied on the concepts about the X and Y generational groups proposed by Jim Surmanek in 2005 for our
categorization of the 753 valid questionnaires. The respondents were categorized according to their age and we
conducted a comparative analysis for these two generations (due to the small sample size, we didn’t conduct an
analysis for the age group above 50). Consumers between 31 and 50 years of age are regarded as members of the
X generation. A total of 267 respondents belonged to this age group with a birth year between 1965 and 1979.
Consumers below 30 years of age were classified as belonging to the Y generation. A total of 440 respondents
belonged to this group. All members of the Y generation were born after 1980 and are children of the baby
boomer generation (Kong-Fa Cheng, 2011).

We employed an AMOS software program to conduct a competition model analysis of the two groups to explore
whether or not generational groups have a significant impact on the correlation between the dimensions. The
goodness-of-fit of the competition model is ¥2/ df=2.155, RMR=0.145, GFI=0780, AGFI=0.751, NFI=0843,
RFI=0.829, CF1=0.908, RMSEA=0.040 (as shown in Table 4). This clearly shows that the fit indicators meet the
following requirements: GFI, AGFI, and NFI values greater than 0.8 (Forza & Filippini, 1998), a CFI value
greater than 0.9 (Hair et al., 2006). An RMSEA value smaller than 0.05 (Brown & Cudeck, 1993), andy2/
df<3(Chau & Hu, 2001). This in turn signals that this model is acceptable. The competing model analysis
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produced the following results:

(1). Our analysis of the correlations between the dimensions for the X generation shows that all hypotheses (H1a,
Hlc, H2a, H2c, H4, H5, H6, H8) besides H1b, H1d, H2b, H2d, H3 and H7 are confirmed by our data. Among all
paths, moral responsibility and brand satisfaction exhibited the strongest correlation, which was followed by
brand attachment and current purchasing behavior, and then moral responsibility and brand trust as shown in
Table 4.

(2). The results of Y-Generation analysis of the correlations between the dimensions show that all hypotheses
(Hla, Hlc, H2a, H2¢, H3, H4, H5, H6, H7, HS) except (H1b, H1d, H2b, H2d) are confirmed by our data. The
paths exhibiting the strongest impact path is from brand attachment to current purchasing behavior, followed by
moral responsibility to brand satisfaction and, finally, brand satisfaction to brand attachment as shown in Table
4.

(3). The results of the T-Test which are shown in Table 3 clearly indicate that that there is a significant
difference in the strength of the correlation between brand attachment and the current purchasing behavior of
consumers for the X and Y generational groups (t=3.934***). The consumer group that belongs to the Y
generation exhibits a stronger correlation for this path (0.685>0.672). There is also a significant difference in the
strength of the correlation between brand attachment and future purchase intentions of consumers for the X- and
Y-generations (t=-2.419*). The consumer group that belongs to the Y generation exhibits a stronger correlation
for this path (0.358>0.089). These results clearly show that the Y generation has a greater impact on these
correlation patterns (H6 and H7) than the X generation. This signals that the brand attachment of the Y
Generation has a stronger impact on current and future purchasing behavior than that of the X Generation. H9 is
therefore partly supported by our results.

Table 4. Competing model analysis of different generation groups

X-generation Y-generation comparable results
Path Standardized standardized
coefficient p-value coefficient p-value t-value
Hla: Economic responsibility-> Brand trust 0.199 0.014* 0.275 0.000%** -0.484
H1b: Legal responsibility=> Brand trust 0.010 0.922 0.079 0.326 -0.467
Hlc: Ethical responsibility=> Brand trust 0.507 0.000%** 0.482 0.000%** -1.075
H1d: Philanthropic responsibility=> Brand trust 0.062 0.334 0.042 0.477 0911
H2a: Economic responsibility=> Brand satisfaction 0.167 0.041%* 0.264 0.000%*** 0.903
H2b: Legal responsibility=> Brand satisfaction 0.026 0.789 -0.090 0.279 0.345
H2c: Ethical responsibility=> Brand satisfaction 0.712 0.000%** 0.679 0.000%** -1.591
H2d: Phll'anthr(.)plc responsibility> 0142 0.028% 0.006 0.926 0288
Brand satisfaction
H3: Brand trust-> Brand attachment 0.252 0.209 0.276 0.000%*** -0.035
H4: Brand satisfaction = Brand attachment 0.405 0.048* 0.579 0.000*** -0.195
H5: Brand satisfaction - Future purchase intention 0.489 0.000***  0.162 0.025* 0.945
H6: Brand attachment > 0.672 0.000%** 0,685 0.000%%  3.934%xx
Current purchasing behavior
H7: Brand attachment - Future purchase intention 0.089 0.247 0.358 0.000%** -2.419*
H8: Current purc.hasinfg behavior-> 0.443 0.000%%* 0.450 0.000%%+ 1,068
Future purchase intention
Goodness of Fit Index
%2 d.f. yx2/d.f. p value RMR GFI AGFI NFI RFI CF1 RMSEA
4654.517 2160 2.155 0.000 0.145 0.780 0.751 0.843 0.829 0.908 0.040

*P<0.05, **P<0.01, ***P<0.001.

6. Conclusion and Suggestions

6.1 Research Conclusions

The results of the path analysis for different generations indicate that the correlation patterns for the two

generations are slightly different:

(1). The correlation paths for the X- and Y-Generation consumer groups are as follows:
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a. The X-and Y-Generation consumer groups both exhibit significant positive correlations between fulfillment of
economic responsibility and consumer brand trust. This result also verifies the theses advanced by Esch et al.
(2006) which in turn signals that enterprises that meet their economic responsibility provide society with
reasonably priced products and services and engender consumer trust to fulfill their basic responsibility.

b. The X-and Y-Generation consumer groups both exhibit significant positive correlations between fulfillment of
ethical responsibility and consumer brand trust. This result also verifies the theses advanced by Chaudhuri and
Holbrook (2001). This indicates that corporate behavior that is based on moral obligations convinces consumers
that the enterprise deserves to be trusted.

¢. The X-and Y-Generation consumer groups both exhibit significant positive correlations between fulfillment of
economic responsibility and consumer brand satisfaction. This result also verifies the theses advanced by Marin
et al. (2009). This signals that enterprises that meet their economic responsibility provide society with reasonably
priced products and services and engender consumer satisfaction as well as affect consumer intentions.

d. The X-and Y-Generation consumer groups both exhibit significant positive correlations between fulfillment of
ethical responsibility and consumer brand satisfaction. This result also verifies the theses advanced by Maignan
et al., (2005). This indicates that corporate behavior that is based on moral obligations increases consumer
satisfaction levels with that enterprise.

e. The X-and Y-Generation consumer groups both exhibit significant positive correlations between consumer
brand satisfaction and brand attachment. This result also verifies the theses advanced by Blackston (2000). This
signals that enterprises engender consumer satisfaction through their products and services, which in turn
increases the willingness of consumers to attach themselves to the brand.

f. The X-and Y-Generation consumer groups both exhibit significant positive correlations between consumer
brand satisfaction and future purchase intention. This result also verifies the theses advanced by Huber,
Vollhardt, Matthes and Vogel (2010). This indicates that if consumers purchase products or acquire services,
they will experience satisfaction with the brand, which in turn affects future purchase intentions by consumers.

g. The X-and Y-Generation consumer groups both exhibit significant positive correlations between consumer
brand attachment and current purchasing behavior. This result also verifies the theses advanced by Park and
Prester (2007); Park et al. (2010). This signals that consumer brand attachment generates a higher purchase
frequency, which in turn leads to higher brand loyalty.

h. The X-and Y-Generation consumer groups both exhibit significant positive correlations between current
purchasing behavior and future purchase intentions. This result also verifies the theses advanced by Hanssens et
al.(2008). This indicates that the amount of currently purchased products and services positively affects the
willingness of consumers to make purchases in the future.

(2). Differences between the X- and Y-Generation consumer groups

a. The X generation exhibits a significant positive correlation between the fulfillment of philanthropic
responsibility by enterprises and consumer brand satisfaction, while the Y generation does not exhibit a
significant correlation pattern for this path. This indicates that Y-Generation consumers tend to fail to make a
connection between philanthropic behavior and brand satisfaction, which in turn explains the lack of a positive
effect on the brand.

b. The X generation doesn’t exhibit a significant correlation between brand trust and brand attachment, while the
Y generation displays a significant positive correlation between the two variables. This result also verifies the
theses advanced by Tokman et al. (2007). This also indicates that if Y-Generation consumers develop trust in a
brand, they will be more willing to attach themselves to this brand.

c. The X generation doesn’t exhibit a significant correlation between brand attachment and future purchase
intention, while the Y generation consumers display a significant positive correlation between these variables.
This result also verifies the theses advanced by Kim and Villegas (2009). This also signals that brand attachment
on the part of Y-Generation consumers has a positive effect on future purchase intentions of consumers.

d. The Y generation exhibits a stronger correlation than the X generation for the following paths: brand
attachment and current purchasing behavior as well as brand attachment and future purchase intentions. This
indicates that brand attachment on the part of Y-Generation consumers generates a higher purchase frequency
and increased future purchase intentions on the part of these consumers.

6.2 Management Implications

Besides determining the correlation patterns between the different dimensions, we established research tools and
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related concepts that allow an effective measurement of our variables and possess high practical value for the
business world.

The results of this study indicate that consumers belonging to different generational groups are influenced by the
fulfillment of CSR in different ways. While brand trust on the part of X-Generation consumers has no effect on
brand attachment, it does have a positive impact on the brand attachment of Y-Generation consumers. This in
turn indicates that younger consumers place greater emphasis on brand trust and are more attached to brands they
trust. If Y-Generation consumers are more attached to a certain brand, it will increase their purchase intentions.
As far as Y-Generation consumers are concerned, enterprises should therefore focus on the implementation of
economic and ethical responsibilities to strengthen brand trust in order to increase purchase intentions through
brand attachment. If X-Generation consumers are attached to a certain brand, it does not necessarily lead to
increased purchase intentions. The perception of ethical responsibility on the part of X generational groups,
however, increases their satisfaction levels and purchase intentions. As far as X-Generation consumers are
concerned, enterprises should therefore focus on strengthening their moral image and provide these consumers
with a better understanding of their efforts in the field of ethical responsibilities to generate purchase behavior.

We therefore recommend that enterprises should employ different marketing strategies that are tailored to
different generational groups so that consumers can identify with their positive image in the field of CSR, which
in turn generates purchase behavior. In addition, businesses should gain a deeper understanding of the main
factors determining the impact of CSR on different generational groups, which in turn is beneficial for the
planning of CSR-related activities and the formulation of marketing strategies. For instance, the promotion of the
benefits and importance of CSR increases the awareness of consumers about CSR, which in turn has a positive
impact on current purchasing behavior and future purchase intentions.

6.3 Research Limitations and Recommendations for Future Research

We solely focused on 7-Eleven customers and did not consider other store types. Our results might therefore not
be applicable to other business sectors. Follow-up studies should therefore include other business sectors as
research targets to achieve a higher degree of generalization of the research results.
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