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Research questions 1- What kind of impact do different dimensions of CSR 

activities (Legal, Ethical, Environmental, and Social) have on 

customers’ purchase behaviour in car & IT industries?  

2- Which of the dimensions is the most effective?  

3- Is the pattern the same between these two types of 

industries? 

 

Purpose:   This paper focuses on the car & IT industries. The primary goal is to 

examine the effect of various CSR dimensions on customer purchase 

behavior. The sub-goals are to identify the most effective dimension 

and to see if there are differences between industries.    

Method:  CSR dimensions’ effect on the car & IT industries were utilized as the 

empirical context. The research adopts the quantitative approach, 

and the primary data was gathered via a questionnaire that was 

distributed to customers. 

Conclusion:   As for the car industry, results show that Ethical and environmental 

dimensions have a positive effect. The Legal and social did not have a 

positive effect on customer purchase behaviour. The results for the IT 

industry shows that all dimensions have positive effects on purchase 

behaviour, except the Legal one. The ethical dimension was the most 

effective on both industries, and differences regarding the 

dimensions’ effect were found.     

  



  iii 

ACKNOWLEDGEMENTS 

 
Even though this paper is an individual work. I would like to sincerely and from the bottom 

of my heart, give my thanks and appreciation to everyone who made this study possible. 

First of all, I would like to thank my supervisor Prof. Ali Farashah for his continues help, 

support, and guidance over the course of this study. His expertise and continued input were 

essential for completing this research. 

 

I would also like to thank the two people responsible for the thesis. The thesis coordinator 

Charlotta Edlund and Prof. Magnus Linderström for always being available and for making 

the process as clear as possible. I would also like to thank the university of Mälardalens for 

providing me with access to the software (SPSS) which was essential for the analysis and 

the completion of the study.  

 

I would like to give a very special thanks to my friend and a member of the opposite team, 

Ben Dawson Barker for providing me with very helpful feedback and criticism during our 

seminars and on his own time. His feedback helped with the structure of this paper and 

opened my eyes to some of my shortcomings. His advice and care made writing the thesis 

alone bearable.  

 

I would also like to thank my family and friends for their continued love and support, and for 

helping me face every new challenge. None of this would be possible without the help and 

prayers of my family and friends. 

 

Finally, and most importantly, I thank God almighty for everything good or bad that happens 

in my life, and for the blessings and health that made it possible for me to continue my 

Bachelor studies.  

 

Sincerely, thank you all. 

   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



  iv 

 

Table of Contents 

1 INTRODUCTION ...................................................................................................................... 8 

1.1 BACKGROUND ................................................................................................................ 8 
1.1.1 BACKGROUND ON CSR .................................................................................................................. 8 
1.1.2 BACKGROUND ON CUSTOMER PURCHASE BEHAVIOUR ...................................................................... 9 

1.2 PROBLEMATIZATION / PROBLEM STATEMENT ......................................................................... 9 
1.3 PURPOSE ..................................................................................................................... 10 
1.4 RESEARCH QUESTION(S) ................................................................................................. 10 

2 THEORETICAL/CONCEPTUAL FRAMEWORK, LITERATURE STUDY/ANALYSIS ............................ 11 

2.1 LITERATURE REVIEW ON CSR ............................................................................................ 11 
2.1.1 LEGAL CSR................................................................................................................................. 11 
2.1.2 ETHICAL CSR .............................................................................................................................. 12 
2.1.3 ENVIRONMENTAL CSR ................................................................................................................. 13 
2.1.4 SOCIAL CSR ............................................................................................................................... 14 

2.2 LITERATURE REVIEW ON CUSTOMER BEHAVIOUR IN RELATION TO CSR ........................................ 14 
2.3 REAL LIFE SCANDALS ....................................................................................................... 16 

2.3.1 APPLE (ETHICAL DIMENSION) ....................................................................................................... 16 
2.3.2 APPLE (LEGAL DIMENSION) .......................................................................................................... 17 
2.3.3 APPLE (ENVIRONMENTAL DIMENSION) .......................................................................................... 17 
2.3.4 TESLA (SOCIAL DIMENSION) ......................................................................................................... 17 

2.4 THEORETICAL FRAMEWORK AND HYPOTHESES DEVELOPMENT ................................................... 18 

3 METHOD .............................................................................................................................. 20 

3.1 RESEARCH PHILOSOPHY .................................................................................................. 20 
3.1.1 ONTOLOGY .................................................................................................................................. 20 
3.1.2 EPISTEMOLOGY ........................................................................................................................... 20 
3.1.3 POSITIVISM ................................................................................................................................. 21 

3.2 RESEARCH APPROACH ..................................................................................................... 21 
3.3 RESEARCH DESIGN ......................................................................................................... 22 
3.4 DATA SOURCES ............................................................................................................. 23 

3.4.1 PRIMARY .................................................................................................................................... 23 
3.4.2 DATA COLLECTION METHOD .......................................................................................................... 23 
3.4.3 SAMPLING .................................................................................................................................. 24 

3.5 QUESTIONNAIRE DEVELOPMENT ........................................................................................ 24 
3.6 OPERATIONALIZATION & MEASUREMENT OF VARIABLES .......................................................... 25 
3.7 EMPIRICAL CONTEXT ...................................................................................................... 26 
3.8 QUALITY CRITERIA ......................................................................................................... 26 

3.8.1 VALIDITY ..................................................................................................................................... 26 
3.8.2 RELIABILITY ................................................................................................................................ 27 

3.9 DATA ANALYSIS METHOD ................................................................................................. 28 

4 RESULTS / ANALYSIS ............................................................................................................. 29 



  v 

4.1 DESCRIPTIVE STATISTICS .................................................................................................. 29 
4.2 CORRELATION ............................................................................................................... 30 
4.3 MULTIPLE REGRESSION ................................................................................................... 32 

4.3.1 ASSUMPTION TESTING .................................................................................................................. 32 
4.4 REGRESSION ANALYSIS .................................................................................................... 35 
4.5 HYPOTHESES TESTING RESULT ........................................................................................... 38 

5 DISCUSSION ......................................................................................................................... 42 

5.1 ENVIRONMENTAL CSR .................................................................................................... 42 
5.2 ETHICAL CSR ................................................................................................................ 42 
5.3 LEGAL CSR .................................................................................................................. 42 
5.4 SOCIAL CSR ................................................................................................................. 43 
5.5 DIFFERENCE IN PATTERNS ................................................................................................ 43 

6 CONCLUSIONS ...................................................................................................................... 44 

6.1 CONCLUDING REMARKS .................................................................................................. 44 
6.2 MANAGERIAL & THEORETICAL IMPLICATIONS ....................................................................... 44 
6.3 LIMITATIONS ................................................................................................................ 45 

7 FUTURE RESEARCH ............................................................................................................... 46 

8 LIST OF REFERENCES ............................................................................................................. 47 

9 APPENDICES .............................................................................................................................  

9.1 (APPENDIX 1) OPERATIONALIZATION AND MEASUREMENT OF VARIABLES (SURVEY QUESTIONS). ..........  
9.2 (APPENDIX 2) LINEARITY. ....................................................................................................  
9.3 (APPENDIX 3) OUTLIERS (MAHA & COOK’S DISTANCE). ..............................................................  

 

   



  vi 

 
Appendices  

Appendix 1 Operationalization and measurement of variables (Survey question). 

Appendix 2 Linearity. 

Appendix 3 Outliers (Maha & Cook’s distance).  

 

Figures and Tables  

Figure 1 The theoretical model of this research ...................................................................................................................... 19 

Figure 2 Normal P-P plot of regression standardized residual(Apple left, Tesla right) ........................................ 33 

Figure 3 Scatterplot to illustrate homoscedasticity (Apple)  ............................................................................................. 34 

Figure 4 Scatterplot to illustrate homoscedasticity (Tesla) ............................................................................................... 34 

Figure 5 Updated theoretical model (IT industry) ................................................................................................................. 40 

Figure 6 Updated theoretical model (car industry) ............................................................................................................... 40 

Table 1 Cronbach’s Alpha Values .................................................................................................................................................... 28 

Table 2 Gender distribution of sample ......................................................................................................................................... 29 

Table 3 Age distribution of sample ................................................................................................................................................ 29 

Table 4 Correlation coefficients (Apple) ..................................................................................................................................... 31 

Table 5 Correlation coefficients (Tesla) ...................................................................................................................................... 32 

Table 6 Collinearity statistics to illustrate tolerance levels and VIF levels (Apple)................................................. 35 

Table 7 Collinearity statistics to illustrate tolerance levels and VIF levels (Tesla) .................................................. 35 

Table 8 Model summary (Apple) .................................................................................................................................................... 36 

Table 9 Model summary (Tesla) ..................................................................................................................................................... 36 

Table 10 ANOVAa (Apple) ................................................................................................................................................................. 36 

Table 11 ANOVAa (Tesla)................................................................................................................................................................... 37 

Table 12 Regression coefficients b (Apple) ............................................................................................................................... 37 

Table 13 Regression coefficients b (Tesla) ................................................................................................................................. 38 

Table 14 Hypotheses testing summary ........................................................................................................................................ 40 

 

Acronyms 

CSR  Corporate Social Responsibility 

PB  Purchase Behavior 

DTSC  Department of Toxic Substances Control  

IV  Independent variable 

DV  Dependent variable 

VIF  Variance inflation factor



  vii 



 

 

8 

1 Introduction 

1.1 Background 

1.1.1  Background on CSR 

In recent times, a concept has been following companies in every direction they choose, and 

there seems not to be any escape from this concept. In the past, it was a good gesture for a 

company to integrate this concept into its operations. However, now, integrating this concept 

into business operations is seen more as a mandatory duty for the company. The reason 

behind the rise of this concept is that governments have limited resources and need the help 

of businesses to please societies (Chang, 2015). This concept is known as corporate social 

responsibility (CSR), but what is CSR? And how can we define it? Over the years many authors 

and institutions came up with many different definitions for CSR. Each of these definitions is 

tied to a dimension that the author used as a primary base to define CSR (Dahlsrud, 2008). 

According to the Commission of the European Communities, it is a concept that defines when 

businesses voluntarily take environmental and social matters into account when conducting 

their business operations, and when interacting with the stakeholders (Dahlsrud, 2008). The 

world Business Council for Sustainable Development defined CSR as the dedication of 

businesses to support and develop sustainable economic growth, by working with the 

business’s employees, their families, and all members of society, in order to improve the 

quality of life in the community (Dahlsrud, 2008). CSR improves the quality of life and social 

welfare, since it fills the gaps that cannot be filled with the government only (Chang, 2015). 

In the year 2000, the World Council for Sustainable Development amended its definition and 

added that CSR is when a company behaves in accordance with ethics. Business for Social 

Responsibility defined CSR in 2000 as when companies operate in a fashion that meets or 

surpasses all the expectations that societies have of companies. Whether it is legal, ethical, 

or commercial (Dahlsrud, 2008).  

For a long time, businesses had one focus only. To be as profitable as possible, but at some 

point, focusing only on financial profits was not profitable anymore. Companies are now 

encouraged and expected to act responsibly towards the societies in which they operate 

(Welford & Frost, 2006). Companies now had to integrate socially responsible activities in 

order to improve their financial performance (Gallego‐Álvarez et al., 2011), because 

corporate social responsibility is past the orthodox way of financial gain. CSR helps 

companies secure more intangible profits like building a solid trustworthy brand image and 

increasing customer loyalty (Porter & Kramer, 2006).  In turn, those intangible assets have an 

indirect effect on the tangible assets of businesses (profitability).  

Having many different CSR definitions with different biases creates a barrier that hinders 

productivity whenever a discussion about CSR takes place. A process of narrowing the 

definitions and the dimensions of CSR was done in order to get a better understanding and 

more productive discussions on the matter (Dahlsrud, 2008). Many authors divided CSR 

activities into different dimensions. Carroll (1991) assorted CSR activities into four 

dimensions. Two of the dimensions Carroll mentioned will be used in this paper, legal and 

ethical responsibilities. Choi and Ng (2011) investigated two dimensions in their study, 

environmental and economic. From their study, this paper will choose the environmental 

dimension. Lastly, Currás‐Pérez et al. (2018) includes the social dimension of CSR in their 

study. These four CSR dimensions and their effect on customers’ purchase behavior will be 

the basis of this paper. 
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1.1.2 Background on Customer Purchase Behaviour 

Attitude can be thought of as a learned predisposition to consistently respond positively or 

negatively to a particular object. A person's attitude is shaped by his or her experiences and 

information since attitudes are learned (Wilkie, 1994), A consumer's attitude is a 

predisposition to respond, as such it is related to the way they behave in real life. Ajzen and 

Fishbein (1980) argue that consumer attitudes affect their behavior in making purchases. 

Based on this theory, there is a strong correlation between intentions and behavior, which are 

also influenced by attitudes and subjective norms as well.  Research has shown that an 

individual's perception of the merits or desirability of a product or service has a positive effect 

on loyalty to the products or service providers (McDougall & Levesque, 2000; Zins, 2001; 

Lewis & Soureli, 2006). An analysis of loyalty has been conducted using two factors: attitudes 

and behaviors (Dick & Basu, 1994; Leung et al., 1998; Oliver, 1999).  The definition of loyalty 

is first and foremost an attitude that sometimes implies a relationship with the brand. The 

second meaning is that the loyalty of a customer is determined by repeated purchases and 

consumption patterns (Uncles et al., 2003). A positive attitude and the repeated support 

given by an individual are the characteristics of loyalty according to Dick and Basu (1994). 

 

1.2 Problematization / Problem statement 

Previous studies believed that in order to understand the link between CSR activities and 

social-financial performance, two factors should be examined. If the company is investing in 

social issues, and if those socially responsible investments are strategically designed to 

increase the financial performance of businesses (Husted & de Jesus Salazar, 2006). No 

straight answer was found until Cavaco and Crifo (2014) suggested that following sustainable 

CSR trends does not lead to financial benefit. Instead, following complementary CSR 

dimensions increases financial performance. The same study by Cavaco and Crifo (2014) 

mentions that trying to see an effect of a dimension of CSR on financial performance wields 

no accurate answers. Therefore, in this study, the focus will be shifted from studying firms to 

studying what determines firms’ financial performance, the customers. 

Consumers take Companies’ CSR activities into account before deciding to purchase 

something. However, apparently, CSR activities do not have a significant effect on customers’ 

buying behavior in real life (Öberseder et al., 2011). When it comes to a company’s reputation, 

consumers tend to focus on negative CSR activities more than positive ones. Negative CSR 

behavior can take a business down, and severely harm it. On the other hand, positive CSR 

behavior has a very small positive effect on the business (Öberseder et al., 2011). 

Furthermore, if the company’s CSR behavior supports the beliefs and principles of the 

consumer, those CSR behaviors tend to have a greater effect on the purchase intentions of 

the consumer. CSR activities are an important factor for customers’ purchase intent only if 

the customer has an interest in CSR causes or sustainability issues. For customers that do 

not have an interest, other factors rank higher than a company’s CSR activities, factors as 

product price, product quality, which country the product was manufactured in, and the 

overall brand image (Öberseder et al., 2011). 

All of this effort by businesses could be for nothing, and the company’s CSR activities could 

not even be considered a deciding factor of customer buying intent. Customers’ attitude is a 

significant factor in deciding whether the customer is going to buy or abstain from buying. 

Research showed that customers claim to have a more positive attitude toward buying a 
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product from a company that is socially responsible. However, that does not always mean 

that a positive attitude is going to result in an actual purchase (Öberseder et al., 2011). so, is 

this the answer? Can CSR change the predisposition of customers? Is CSR not helpful when 

it comes to actual purchases? Or are there differences in effect between different dimensions 

of CSR activities?  

 

1.3 Purpose 

Previous studies examined this phenomenon by focusing on the corporate side, contrary to 

that, this paper is going to focus on these questions from the other side (the customers). 

However, these are extremely broad questions that are quite difficult to find answers to. The 

author of this paper believes that such complex and broad questions cannot be solved in one 

research, instead a series of research must be done. It is only by combining the results of the 

multiple research projects, a large, complicated theory or an answer guide becomes possible 

to obtain. The purpose of this paper is to take on one part of the series of research that the 

author believes are important to conduct. Therefore, this paper will attempt to find and 

measure the impact of various dimensions of CSR (mentioned in the background) on the car 

& IT (Phones, tablets, and software) industries by obtaining data from customers to answer 

the following research questions.    

1.4 Research Question(s) 

1- What kind of impact do different dimensions of CSR activities (Legal, Ethical, Environmental, and 

Social) have on customers’ purchase behaviour in car & IT industries?  

2- Which of the dimensions is the most effective?  

3- Is the pattern the same between these two types of industries? 
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2 Theoretical/Conceptual framework, Literature Study/Analysis 

2.1 Literature review on CSR 

Socially responsible corporate activities are among the most obvious choices for businesses 

in order to improve their reputation and image in the eyes of the societies they operate in. 

According to theory, implementing socially responsible activities brings a plethora of benefits 

to both businesses and societies, the first of which from the company’s side is a trusting 

relationship between society members and the ethically responsible corporate they are 

dealing with, which gives the business sort of an unofficial social license to operate in the 

society. Other benefits for the company are profit-making, reducing cost, customer loyalty, 

risk control, building a positive brand image, and differentiation from other brands (KsiężaK, 

2016). From society’s perspective, CSR helps improve many things like the protection of the 

Natural environment, the education sector, better economic development, better 

employment opportunities, and a higher standard of living (KsiężaK, 2016). Showing off 

socially responsible activities is an increasing trend, especially after the introduction of social 

media platforms that companies use to connect with the public (Saxton et al., 2019). 

It is with no doubt that financial stability and profit maximization is one of if not the most 

important goal of any business. In order to achieve that goal, a business needs to have a 

competitive advantage. CSR sets the stage for firms and puts them in a good position to be 

special and competitive in a highly competitive environment (Saeidi et al.,2015). A company 

having a competitive advantage means that the business possesses something other 

businesses do not have, or it means that the business possesses more of said advantage. 

Competitive advantage is a bundle of unique factors designed with the sole purpose of giving 

the business an edge over its competitors (Smith, 2007). 

It has been a long-standing strategy for companies to meet society's needs as they develop 

and evolve their corporate social responsibility, CSR (Rahman, 2011). Additionally, CSR 

investments have increased significantly among organizations (Sharma et al., 2018). Various 

studies have identified 37 different definitions of corporate social responsibility (CSR), which 

differ across continents, countries, industries, and organizations (Dahlsrud 2006; Carroll and 

Shabana 2010;  Mullerat, 2013). This paper will investigate how the legal, ethical, 

environmental, and social dimensions of CSR affect the purchase decision. 

2.1.1 Legal CSR 

Just like the concept of sustainability, the concept of CSR has many different dimensions. 

Meaning that a company can be socially responsible in different areas. One of the most 

important dimensions of CSR is the legal dimension. Companies are entities and just like any 

entity living under a government, companies are required to follow society’s laws. Tax laws 

can be taken as an example. They are among the most if not the most important laws that 

connect the legal dimension with CSR. A company is expected to pay and report its taxation 

amount fairly because that is what ethics underlines. However, some authors argue that fair 

taxation is not just an ethical issue but a legal one too (Elgaard et al., 2019), because the fair 

tax rule enforces tax responsibility on the society’s inhabitants whether individuals or 

companies. 

When CSR is the subject, it is assumed that companies are not forced to participate because 

as mentioned earlier, CSR is a voluntary notion that companies do to improve their image. 

However, this voluntary aspect started to fade away and when it comes to certain matters 
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(laws, regulations, and rules) CSR starts to become a legal obligation (Halkos et al., 2021). 

CSR actions are born out of a combination of legal and non-legal norms, and the line that 

separates legally and non-legally binding norms are becoming thinner (Buhmann, 2006). 

Therefore, depending on the government, companies could be legally obligated to implement 

other CSR dimensions, meaning that in the future, CSR will no longer be the good will gesture 

that companies do (Halkos et al., 2021) 

When the topic of law appears, the topic of ethics must be present also. So, why is it ethically 

expected for companies to follow the law? Socrates gave an answer to this question and 

provided four arguments on why it is ethical to follow the law. The first one is that if an entity 

locates itself in a place, that means that the entity consented to follow the law. By simply 

operating in a country, a company consents to follow the country’s laws. The second is 

appreciation. Meaning that the firm must show appreciation towards society because the firm 

benefits from it. The third is fairness. The company benefits (work permits, protection, et 

cetera) from the system that is supported by the law, so in return, the company must support 

the law they benefit from. The fourth is that if all companies decided not to follow the law, 

then the state would simply fail, and the company would fall with it (Ostas, 2020)   

In 1996, a network called CSR Europe was formed in Brussels, Belgium. This Network is a 

leading player in corporate social responsibility in Europe. The network has 39 corporate 

members and 41 national Corporate social responsibility organizations. The network’s goal 

is to gather a big number of companies that share the goal of improving societies and 

achieving sustainable growth (Elgaard et al., 2019). CSR Europe started working on the 

matter of responsible and transparent tax behavior in 2016 because it believed that 

companies’ tax money was a key factor in making societies a better place and achieving their 

shared goal of sustainable growth (Elgaard et al.,2019). CSR Europe affirmed that responsible 

and transparent tax behavior is a key factor in polishing the companies' image in society and 

giving it higher quality, and in fixing the social trust in societies (Elgaard, 2019). 

However, according to Wu and Lin (2014), legal CSR had no positive effect on companies, 

which insinuates that the involvement of companies in illegal scandals yielded no setbacks 

or negative reactions and abiding by law did not seem to increase the value of the company 

in the eyes of the customers.   

2.1.2 Ethical CSR 

Businesses have a great amount of influence and power over the societies they operate in. 

Their actions can affect the living standards of future generations. Therefore, powerful firms 

should not be governed by the same laws and standards that apply to normal individuals 

(Drucker, 1981). Over the years, some authors like Friedman stated that the only social 

responsibility is to make profits. However, even Friedman recognized the importance of the 

ethical and moral responsibilities that firms have. Making a profit is the most important thing 

for a business, but this must be achieved within the legal and ethical boundaries set by the 

law and society (Wong & Dhanesh, 2017). Ethical responsibilities are highlighted in actions 

that are preferable by society. Those activities are not necessarily required by the law, and 

avoiding them is not illegal per se. Yet firms are expected to adhere to these ethical 

expectations (Abdeen et al., 2016). Large international companies do a lot of gestures that 

make them seem ethical, but unfortunately, they ignore the most crucial ethical 

responsibilities that have severe consequences on societies around the world.      
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Aggressive tax planning, tax avoidance, tax evasion, and profit shifting are phenomena that 

are quite common in multinational companies. These phenomena seem to connect more to 

the legal dimension of corporate social responsibility. However, they have quite a big impact 

on the ethical dimension, as they go against the ethics of most if not all societies around the 

globe. Those phenomena harm the financial sector of developed countries, however, when it 

comes to undeveloped countries, then the damage is too large to ignore. Undeveloped 

countries lose up to 100 billion dollars yearly in potential income from tax money (Elgaard et 

al., 2019). This obscene amount of money could have easily solved the problems of hundreds 

of millions of children, in terms of better education, healthcare, and any other improvements 

in other infrastructure matters.  

Ethical responsibilities are among the main pillars that construct CSR, and properly 

incorporating these responsibilities gives the company a more positive image in the 

customers’ minds (Abdeen et al., 2016). A company abiding by ethical conduct and morals of 

the societies it operates in yields positive results. According to the study done by Wu and Lin 

(2014), a positive correlation was found between ethical corporate actions and various 

customer behaviors. Behaviors such as brand trust and brand satisfaction, which in turn has 

a positive effect on the customers’ future purchase intent. 

2.1.3 Environmental CSR 

The process of manufacturing across all industries has caused enormous damage and 

contamination to the environment. The situation needs a remedy and all industries that are 

tied to any manufacturing processes, are in dire need to change in order to save the 

environment. CSR activities are among the most important and effective ways to minimize 

and even possibly eliminate the negative effects caused by companies (Yin et al., 2021). 

Studies are showing that there has been an increased interest in environmental corporate 

social responsibility and that companies are paying more attention to the effects their 

operations are having on the environment. This should not come as a surprise because the 

environment is considered the very centre of CSR (Babiak & Trendafilova, 2011).  

Businesses nowadays are under extreme scrutiny from the media and society regarding the 

aftermath of their operations, which is the secret behind the big motivation of companies to 

adopt environmental CSR into their operations. Companies primarily hope to achieve a high 

level of validity so that they won't be crushed by the pressure put on them externally (Babiak 

& Trendafilova, 2011). For some businesses, environmental CSR is beyond just a cost or an 

act of charity. Instead, it is a source rich with opportunities for differentiation, competitive 

advantage, and revolution (Porter & Kramer, 2006). This is reinforced by the information 

mentioned in KsiężaK (2016). It is mentioned that being environmentally responsible yields 

all kinds of differentiations and competitive advantages for companies.  

One can argue that environmental CSR activities are the most important out of all the other 

dimensions under the CSR umbrella. 60 percent of the companies of 500 Fortune state that 

environmental CSR is the main point of their operations. This is because environmental CSR 

is the biggest and main concern of stakeholders, and because the outcome of environmental 

CSR is tied to other dimensions like the economic dimension through profit-making, the social 

dimension, and sustainability through preserving resources (Bhalla & Overton, 2019). 

Furthermore, companies that integrate Environmental CSR into their activities are more likely 

to have positive results and retain customers at a higher level than companies that do not 

(Han et al., 2019).   
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One way for companies to show that they are adopting environmental CSR practices into their 

operations is through green marketing. Most people think of advertising products and 

services that already possess green qualities (Grundey, 2009). However, that is not what 

Green Marketing means. Green Marketing refers to a lot of changes that happen in all aspects 

of operations. Changes like modifying the products or services, changing the way of 

production, and making it more environmentally friendly, then the last thing is the actual 

modification of advertising (Grundey, 2009). 

2.1.4 Social CSR 

The social dimension refers to a company being involved in community affairs, it is primarily 

concerned with its relationship with its sociocultural environment (Choi & Ng, 2011). 

Researchers Currás‐Pérez et al. (2018) found that consumers who believe they can influence 

society more with their consumption decisions, perceive the company's CSR social dimension 

as more positive, enhancing their experience with the company. As part of a range of 

sustainability actions, CSR is one of the most important aspects of business activity. To save 

the environment and promote voluntary activities for designated society groups, conception 

is directed at companies. Business innovation and competitive advantage can be achieved 

through social responsibility (Szczuka, 2015). 

Bajic and Yurtoglu (2018) argue that the social aspect of corporate social responsibility (CSR) 

is a complicated and multifaceted concept that encompasses a wide range of activities 

conducted by companies for the benefit of their stakeholders. Though some companies care 

more about how suppliers treat their employees, others might care more about their 

relationships with suppliers and expect them to meet certain standards as part of their CSR 

(Bajic & Yurtoglu, 2018). The social dimension of Corporate Social Responsibility enhances 

the ability of companies to produce value, which includes employee relationships, 

stakeholder relationships, and customer relationships (Bajic & Yurtoglu, 2018). 

In addition, it is mentioned by the researchers Jamali et al. (2006); Porter and Kramer (2006) 

that the social aspect of CSR activities includes social issues such as public health, human 

rights, equal opportunities, employment training, community involvement, social justice, 

workplace conditions, and workplace safety. Moreover, according to Mohr and Webb (2005), 

CSR's social component includes donating to non-profit organizations, offering employee 

well-being, and upholding human rights. According to the study done by Currás‐Pérez et al. 

(2018), the social dimension of CSR was the second most influential dimension on the 

customers’ perceived value of the organization, even surpassing the environmental 

dimension. 

2.2  Literature review on Customer behavior in relation to CSR 

Showing off the company’s efforts in socially responsible activities is such an important 

aspect of the public relations operation, especially if the company is going through a crisis. 

Crisis and scandals can easily ruin the image that the business had worked for years and 

possibly decades to build and therefore, companies need excellent communication skills to 

get in touch with the public and try to minimize the damage resulting from the crisis 

(Vanhamme & Grobben, 2009). According to Saxton et al. (2019), audiences and customers 

that follow firms on social media, tend to prefer messages that contain CSR messages over 

non-CSR messages. These types of CSR campaigns whether the company ignited them, or it 

joined an existing one, tend to have more effect on the public, and the company's message 

and efforts are more likely to be shared wildly. However, this method is a double-edged sword 
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that might swing back and damage the company more. In the eyes of the public, companies 

that have a long-standing history of socially responsible acts have the right to mention or brag 

about their efforts in public. On the other hand, if a company does not have a long CSR-related 

history, suspension and scepticism might arise when the company starts mentioning its good 

deeds to the public (Vanhamme & Grobben, 2009).  Communicating CSR achievements and 

practices are indeed a good way to support a business’s image in times of crisis. However, 

over-the-top CSR communications might hurt the company as a number of customers believe 

it to be a mere publicity move with no actual regard for actual CSR issues (Öberseder, 2013). 

As mentioned by Smith (2007); Matute‐Vallejo et al. (2011), CSR is related directly to the 

company’s reputation and customer satisfaction, however as determined by Saeid et al. 

(2015) only reputation intermediate in the relationship between CSR and the company 

performance. According to this research, the results confirm how significant corporate social 

responsibility ‘ethical strategies’ are in relation to consumer behavior. (Matute‐Vallejo et al., 

2011). Having more loyal customers than one's competitors is considered a huge advantage. 

So, do CSR activities contribute anything to companies’ performances and customer brand 

loyalty? Some literature concerning CSR points to a possible positive effect on customer and 

brand loyalty if a company integrates pro-social activities in its marketing campaigns (Rivera 

et al., 2019). On the other hand, Khan and Fatma, (2019) found that CSR activities perception 

by customers has no clear direct positive effect on brand loyalty. Instead, CSR activities have 

a positive effect on brand experience and brand trust. Meaning that the customer is more 

likely to trust and purchase from a company because they participate in socially responsible 

activities, and the company needs to make sure that the customer has a good experience with 

them. Whether with a good quality product or service. Only after the customer trusts the 

company and lives a good experience with them, brand loyalty starts to be affected positively 

(Khan & Fatma, 2019). 

Another angle to look at this phenomenon is from the lens of brand image, love, and respect. 

Companies that actively participate in CSR activities, especially environmentally responsible 

activities have a much higher chance of retaining their customers than companies that do not 

(Han et al., 2019). Companies with an interest in environmental causes, and companies that 

shine a spot of light on these issues can influence the status of their product marketing 

campaigns and their overall competitive situation (Saeidi et al., 2015). CSR activities 

positively affect customers’ perception of brand image. It positively affects brand love and 

respect. Those three factors have a positive effect on customers’ loyalty intentions (Han et 

al., 2019). This logic seems to go along with the results from Khan and Fatma’s research. 

There are many studies that reinforce the idea of CSR’s indirect effect on customer loyalty. 

According to LACAP et al. (2021), socially responsible activities positively affect brand 

satisfaction and the customer’s perceived quality. The research then considers these two 

factors to be the main moderators of brand loyalty. Almost every study conducted about CSR 

activities points to an overall better customer experience, and customer satisfaction has a 

positive correlation with brand image and competitive advantage (Saeidi et al., 2015). The 

increase in CSR investments leads us to suppose that CSR activities are an effective tool to 

improve competitive advantage. Furthermore, all of these factors being positively affected by 

CSR activities (directly or indirectly) leads to improved financial performance for companies 

(Saeidi et al., 2015) which as mentioned above, is of at most importance for businesses and 

one of their ultimate goals. This is again supported by Marquina et al. (2012) since a positive 

link was found between CSR activities and customer purchase behavior. According to the 
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authors, the positive link supports previous studies claiming that CSR activities are assets 

that help firms through competitive advantage.   

On a more concentrated level, a study conducted by Abdeen et al. (2016) examined four CSR 

dimensions to study the correlation between each dimension and customer purchase 

behavior. The dimensions were Economic, Legal, Ethical, and Philanthropic. All dimensions 

apart from the economic dimensions had a positive effect on customer support intentions of 

the brand. Only the ethical dimension seemed to have a direct connection with customers’ 

purchase behavior.   

2.3 Real life scandals 

The lapses of Corporate Social Responsibility CSR, especially in prominent companies, have 

a tendency to draw attention and are often implicated in scandals. Businesses could suffer 

damages from these scandals in a variety of ways. The most common manifestation is a 

decrease in reputation, a decline in sales, a decline in stock prices, etc. Generally, damage 

done to a business brand affects its reputation with all of its benefits, including customer 

loyalty, stakeholder promotion, customer affinity, and commitment to buying the brand's 

products. (Mačaitytė & Virbašiūtė, 2018) 

2.3.1 Apple (Ethical Dimension) 

As required by any large international company, Apple has made the 10-k annual report 

available on its website. The 10-k annual report is not a separate Sustainability report. It is 

just information about the environment and the suppliers' responsibilities that are accessible 

on Apple’s website. It contains information about Apple’s strategy, Legal and ethical 

proceedings. Since all of Apple’s products are manufactured overseas, the suppliers had to 

comply with Apple’s code of conduct and follow Apple’s rules in order to do business with the 

company. Apple faced enormous backlash regarding the lack of transparency of its suppliers’ 

CSR reporting. The main manufacturer of Apple’s products, a company called Foxconn was 

accused of treating the employees extremely harshly with army-like treatment and 70 hours 

weekly schedule, to the point where 13 employees committed suicide. Another problem 

appeared when underage workers were discovered in the factories of Foxconn. Apple acted 

immediately after those incidents to try and save its reputation. Apple started conducting 

audits of the working and living environments of the workers to make sure Foxconn was 

complying with the code of conduct. When Apple discovered the presence of underage 

workers in some factories, Apple demanded the suppliers compensate the children and pay 

for their education. It also created a program called Apple’s child labour Remediation 

program with the goal of sending the children back to school and paying for their education. 

The CEO Tim Cook issued a statement saying “We would like to totally eliminate every case 

of underage employment. We have done that in all of our final assembly. As we go deeper 

into the supply chain, we found that age verification system isn’t sophisticated enough. This 

is something we feel very strongly about, and we want to eliminate totally” (Cedillo et al., 

2012). 

Apple designs its operation policy beautifully to comply with the requirements of CSR 

standards. However, the company is often criticized because of the contradictions between 

the policies Apple sets and the actions it takes in real life. A survey conducted in 2007 shows 

a large number of Apple’s suppliers (PIMES, Hitachi Global Storage, CKL Delta Electronics, 

and Volex Cable) violating the CSR-compliant policies by giving the workers over 60 hours of 
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work forcefully without overtime payment in addition to multiple health and safety violations 

(Khan et al., 2015)   

2.3.2 Apple (Legal Dimension) 

Apple paid 450 000 USD to settle allegations about hazardous waste. Between 2011 and 

2012, Apple opened a facility without the knowledge of the DTSC (Department of Toxic 

Substances Control) and was shredding and processing huge amounts of electronics in ways 

that are not compliant with the universal waste regulations. Apple processed a total of 1.9 

million pounds of electronics before informing the DTSC. The shredding process produces 

hazardous dust that could be very toxic and requires authorized entities to deal with such 

substances Department of Toxic Substance Control. (2016, December 6). 

2.3.3 Apple (Environmental Dimension) 

On June 21st, 2020, Apple announced its new plan to bring its carbon footprint to net zero 

and become completely carbon neutral in 2030. Apple is already carbon neutral in its global 

corporate operations. However, Apple is taking a proactive approach to CSR and claiming that 

by 2030, all of Apple’s products will have absolutely no impact on the environment (Apple 

commits to be 100 percent carbon neutral for its supply chain and products by 2030 2022). 

Not only is Apple working on becoming carbon neutral, furthermore they are making a 

detailed map to help other companies achieve the same outcome. In addition to this Apple 

initiated the Racial Equity and Justice Initiative with a budget of 100 million dollars, and as 

part of this initiative, Apple is going to invest in small companies owned by minorities and 

help their communities face the consequences they face from environmental dangers (Apple 

commits to be 100 percent carbon neutral for its supply chain and products by 2030 2022). 

After Apple’s announcement on June 21st, 2020, on becoming completely carbon neutral in 

2030, we notice in the annual revenue report of 2020-2021 a 14.3 million dollar increase in 

sales from 2019. The next year, sales increased by 91 million dollars (Apple Revenue 2010-

2021). There is no way for us to determine if those increases happened because of socially 

and environmentally responsible announcements and actions. However, it would not be 

illogical to assume that those actions and announcements had some sort of effect on sales 

performance. 

2.3.4 Tesla (Social Dimension) 

Throughout the world, the global economy has been profoundly affected by the COVID-19 

pandemic. The Covid pandemic hit the world in 2020, and many businesses, including Tesla, 

were forced to restrict their operations due to health regulations. The government has 

attempted to stop the spread of COVID-19 by enforcing lockdowns, limiting travel and 

business, quarantining people infected with the virus, and tracking those infected with the 

virus (Chehertma, 2022). Several businesses were forced to lockdown because of Covid, 

which prevented them from operating. However, it seems Tesla's CEO Elon Musk is more 

concerned about profits than employees (Siddiqui, 2020). Due to the delay in Tesla's new 

model production, the company called its workers back to the Fremont factory, despite the 

lockdown order, which shut down most non-essential businesses (Chehertma, 2022). 

However, the government responded to Tesla's intervention with fierce verbal attacks, calling 

its workers back to the factory. Even after a fierce verbal attack a month later, Tesla called 

back its workers and resumed vehicle production. Many workers contracted Corona virus 

shortly after the reopening. A later statement from Musk attempted to be sympathetic to the 

situation, saying that employees might feel safer staying home. Nevertheless, because of the 
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factory's resumption of production, some employees were terminated because they took 

unpaid leaves to protect themselves and their families from Covid (Siddiqui, 2020). Several 

people said they would no longer buy Tesla products, calling it a horrible move, and saying 

Musk was only a businessman who cared only about money (Reddit, 2020). "Jane McAlevey, 

a union organizer who serves as senior policy fellow at the University of California at 

Berkeley’s Centre for Labour Research and Education" (Siddiqui, 2020) stated that Musk's 

attitude towards his workforce has resulted in many problems for his workers. Furthermore, 

Jane mentioned Musk's long history of safety violations and that he is doing everything over 

again. However, compared to 2019, revenue in 2020 increased by 28.31%, while in 2021 it 

rose by 70.67%, according to Chehertma (2022). 

2.4 Theoretical framework and hypotheses development 

There is no denying that most academic studies point to CSR having a positive effect on 

customers’ behavior and purchase intent. As mentioned in the literature review, KsiężaK 

(2016) states that CSR helps organizations with cost reductions and profit making. 

Advertising the company’s CSR activities is shown to result in positive effects also, because 

customers prefer CSR-related content from the companies they follow (Saxton et al., 2019). 

Other studies like Öberseder et al. (2013), mention similar information, and state that 

advertising CSR activities help companies preserve a good image in times of crisis. Other 

studies focus on the competitive advantage and mention that CSR activities help companies 

with their competitive stance in a highly competitive market (Saeidi et al., 2015). Sometimes, 

it is believed that CSR activities have direct positive effects on customer loyalty (Repeat 

purchases) (Rivera et al., 2019). On the other hand, a positive effect is found, but through an 

indirect influence (Khan & Fatma, 2019). CSR activities might help lower the price sensitivity 

of the customers, since Öberseder et al. (2011); Matute‐Vallejo et al. (2011) mentioned that 

the price sensitivity increases if managers ignore CSR activities.  

Han et al. (2019) mentions that companies indulging in environmental CSR have a better 

chance at customer retention meaning increased customer loyalty and purchase repeats. The 

case of Apple and its 2030 carbon-neutral goal followed by the boost in financial performance 

suggests a positive effect of environmental CSR. 

H1: Environmental CSR activities have a positive effect on customer buying behavior within the 

Car/ IT industries. 

According to Wu and Lin (2014) ethical CSR was found to have a strong correlation with 

several customer behaviors and attitudes. Such as brand trust, and brand satisfaction. These 

factors had a positive effect on brand attachment and future intent of purchase. This study 

suggests a positive causation between ethical CSR and Customer Purchase behavior or 

intent.  

H2: Ethical CSR activities have a positive effect on customer buying behavior within the Car/IT 

industries. 

In the same study by Wu and Lin (2014), the hypothesis regarding legal CSR activities having 

any positive effect on consumer behavior was not confirmed. This is supported by cases of 

companies that do not face severe drawbacks when failing to abide by the law, like Apple’s 

case. This here highlights the need of this paper’s author to look at the different dimensions 

of CSR and examine the different effects they have on consumer behavior. 
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H3: Legal CSR activities do not have a positive effect on customer buying behavior within the 

Car/ IT industries. 

Currás‐Pérez et al. (2018) conducted a study on mainly three dimensions of CSR (economic, 

social, and environmental) to test if these three dimensions affect the customers’ perceived 

value of the company. The result was that the economic dimension had the most 

effectiveness followed by the social dimension. The environmental dimension had no effect 

on the customers’ perceived value. The lack of effect from the environmental dimension 

highlights the contradictions between studies and the need for a new one. 

H4:  Social CSR activities have a positive effect on customer buying behavior within the Car/IT 

industries.  

Based on the second research question Is the pattern the same between these two types of 

industries? the author wanted to develop and test the following fifth hypothesis: 

H5: The CSR dimensions being researched act differently depending on what industry they 

are applied in. 

 

Figure 1. The theoretical model of this research  
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3 Method 

3.1 Research Philosophy 

Research philosophy discusses the origin, essence, and evolution of information and 

knowledge (Dudovskiy, n.d).  It touches upon the structure of different impressions and 

beliefs about how knowledge developed from different perspectives (Saunders et al., 2019). 

It was crucial for the author of this research to identify the research philosophy that was going 

to be used. However, before diving into details about the research philosophy, it is important 

to understand the different approaches in order to separate them and use them properly. 

With the help of Saunders et al. (2019), this paper’s ontology, epistemology, and the 

philosophy developed. These two types of assumptions will be examined.  

3.1.1 Ontology 

The term ontology is used to refer to a collective interpretation of subjects, fields of interest, 

or common activities, often thought of as a sequence of functions, relations, principles, or 

examples (Ding & Foo, 2002). Ontology is a system of belief that reflects the interpretation of 

what constitutes a fact from the individual’s perspective. To put it differently, ontology 

studies the question of whether social entities should be considered subjective or objective 

(Solomon & Eke, 2018). These two stances result in two positions, objectivism, and 

constructionism (Bryman & Bell, 2011). Objectivism suggests that social events are external 

to us, meaning that we have no control or influence over them (Bryman & Bell, 2011).  

Objectivism is the extreme realism belief that there can only be one true social reality, 

regardless of how we view, think, or categorize them. Furthermore, it views social entities as 

physical entities (Saunders et al., 2019). On the other hand, constructionism (subjectivism) 

is another ontological philosophy, the difference is that it considers social external actors to 

have a role in shaping different categories, such as culture and organization (Bryman & Bell, 

2011).  Subjectivism suggests that reality is not given. Instead, it is created as a consequence 

of the social actors’ actions. Ontologically, subjectivism welcomes nominalism which is an 

extreme belief that reality is created by researchers and other social actors (Saunders et al., 

2019). A less extreme view is social constructionism which supports the idea that everyone 

experiences reality in a unique way. Therefore, reality is constructed with many partially 

shared realities and meanings (Saunders et al., 2019). This study is trying to examine the 

effect of various CSR dimensions on the purchase behavior of customers. The result depends 

totally on the opinions and perceptions of the customers making the effect of CSR dimensions 

socially constructed. However, since the author is not participating in this questionnaire and 

cannot influence the results in any way, then the objectivist philosophical approach will be 

followed. 

3.1.2 Epistemology 

While ontology is concerned with the reality of things, posing such as “what is”, epistemology 

focuses on the correspondence between humans and knowledge. Epistemology questions 

are generally ‘what’ and ‘how do you know’ (Solomon & Eke, 2018).  Williams (2016) mentions 

that the fact that epistemology is the study of different positions on what makes knowledge 

count as a fact, makes it the usual source of controversy. The fact that epistemology 

welcomes the idea of multiple realities, or more precisely multiple views of reality, makes 

epistemology highly variant. This variety of epistemology provides the researcher with more 

method options to choose from (Saunders et al., 2019).  
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Under epistemology, there exists five management philosophies. Positivism, critical realism, 

interpretivism, postmodernism, and finally comes pragmatism (Saunders et al., 2019). For 

this paper, the author will separate himself from any influence on the result (Ontologically 

objective position), and from an epistemological point of view, the author will adopt the 

positivist position for this research. The author believes these two 

ontological/epistemological positions properly work together.  

3.1.3 Positivism 

The term positivism is an epistemological stance that suggests applying natural science 

methods when trying to study social realities or cases and beyond (Bryman & Bell, 2011). 

According to Saunders et al. (2019) positivism links to the natural scientist’s philosophical 

stand, in which the scientist works with social realities in order to present law-like 

generalizations. The term positivist comes from the word poised. This stance focuses on the 

scientist using strict scientific empirical methods to present data and results that are 

completely unprejudiced and free of human sway (Saunders et al., 2019).   

In their book, Bryman and Bell (2011) mention that positivism necessitates following five 

principles.  The first is that only the events and information that are established by the senses 

can be considered genuine knowledge. Secondly, the reason behind the theory is to produce 

hypotheses that can be tested, thus enabling explanations and laws to be evaluated. Thirdly, 

Knowledge comes from gathering various data. The said data will lead to the truth or a 

collection of truths that in turn will help dictate laws. Fourthly, a study must be undertaken 

in a value-free manner with the researcher detached and unable to influence the results of 

the research. Fifthly, there is a differentiation between normative and scientific reports. The 

latter being the true dominion of the scientist. Based on these principles, the author of this 

paper believes this philosophy to be the most proper one to explain the influence of various 

CSR dimensions on customer purchase behavior, and thus the principles will be followed. 

3.2 Research approach 

Theories are there to provide explanations for regularly occurring phenomena (Bryman & Bell, 

2011). Theoretical contributions are the main objective for most research fields. The 

contribution is done through developing new theories that result from scientific research 

(Svejvig, 2021). Contributions require a process of observing previously conducted studies as 

well as newly collected data. This process results in theory building and theory testing. 

Theory testing is primarily linked to theories that have the potential to predict future events 

and naturally, the testing happens via assessing hypotheses (Svejvig, 2021). In this paper, 

the deductive approach of testing hypotheses was adopted. 

According to Saunders et al. (2019), a deductive approach type of research starts with a 

theory that is developed by reading previous academic material on the subject. Afterward, a 

research strategy is designed to help assess the truth and reliability of the theory. The 

deductive approach is most likely to be used by a researcher who adopts a positivist research 

philosophy because the deductive approach prefers structure and hypotheses assessment 

(Saunders et al., 2019). In this research, the existing theories on corporate social 

responsibility are used. However, the research takes a small turn, and primary data is 

collected to test the validity of the existing theories but in a more specific business field and 

more specific customer behavior. Just as mentioned in Bryman and Bell (2011), After theory 

was collected from previous literature, hypotheses were developed, and data collected, the 

author of this paper will proceed to look at the findings and establish the confirmed 
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hypotheses from the rejected ones. The last step of this research is to reassess the existing 

theory to see if it is validated or if it is in need of modification.      

An objectivist approach is usually associated with the positivist position, which in turn is 

associated with the deductive research approach.  Furthermore, the deductive approach is 

normally associated with quantitative studies (Saunders et al., 2019). Quantitative data are 

numerical data collected from individuals via structured questionnaires. Quantitative data 

collection is the favourite type of research when the amount of information needed for the 

study ought to be large (Hair, 2011). The use of quantitative research is ideal for testing the 

relationship between variables. The use of numbers, analyses, and numerous graphical and 

statistical techniques are needed to measure the variables being studied (Saunders et al., 

2019).  

The distinguishment between qualitative and quantitative is that qualitative data is obtained 

through the description of human feelings or behaviors from a narrative point. Whereas the 

quantitative is obtained through numerical means (Hair, 2011). Generally, representative 

sampling, otherwise known as probability sampling, is connected to survey-type studies. This 

leads the researcher to make conclusions about the population using the data acquired from 

the sample, in order to solve the research’s problem (Saunders et al., 2019).  

The large research question and the smaller sub-questions are concerned with the effect of 

different CSR dimensions on the purchase behavior of consumers. Similar questions have 

been asked by previous researchers. However, many previous studies were made from the 

corporate side, and when customers were involved in the studies, the results were 

generalized to all industries. The author of this paper is not going to make the same 

generalization. Instead, with the help of the specified survey questions, the results are going 

to be exclusive to the automobile and phones/tablets/computers/IT industries. 

3.3 Research Design 

In a study exists multiple methods, approaches, and processes to answer the research 

question. Research design helps with organizing all these methods and data collections under 

a unified framework with the purpose of working as a guidebook to execute the methods 

flawlessly (Bryman & Bell, 2011). An extremely important characteristic of the research 

design is that it should highlight the fact that every single detail and element has been thought 

over (Saunders et al., 2019). Studies that aim to establish relationships between variables 

are referred to as explanatory studies. Those studies usually have questions that start with 

(How or Why) (Saunders et al., 2019).  

Theories that attempt to explain relationships between variables assume that variables are 

of two kinds. Dependent and independent, and if a change happened in the independent 

variable, then a change ought to happen in the dependent variable. In simpler terms, a change 

in a phenomenon triggers a change in another linked phenomenon (Hair et al., 2011). In 

causality research, in order for the researcher to confirm cause and effect, four conditions 

must be met. First, the timeline must be validated. Meaning that the cause must come before 

the effect. Second, the two variables must be linked together. This means that if a change 

happens in the cause, a change must happen in the effect. Third, the relationship between 

variables must be genuine and unchanging, meaning that the changes must not be due to a 

third external cause. Finally, the causality must be logically explained (Hair, 2011). This paper 

has three research questions and based on the questions this paper will take the explanatory 
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approach. Explanatory research is important because the old explanations of phenomena are 

not always the right ones. Some phenomena are multidimensional and require either new 

explanations or amended ones (Christensen, 2013). Effective research designs are 

threatened and can be rendered ineffective if, for example, the research is not reliable and 

cannot yield the same results if it is conducted again. The other threat is validity and if the 

measurements used for the variables are not a good fit (Saunders et al., 2019). 

In the end, a satisfactory research design creates a coherent pathway for researchers to 

supply various methods to examine previous claims and make new claims that are original 

through collecting and analysing data (Saunders et al., 2019). The whole process helps raise 

the level of critical thinking and judgment-making.   

3.4 Data Sources 

3.4.1 Primary 

In this paper, the research is going in a slightly new or more focused direction, and there is a 

lack of academic research on the very specific industries and behavior that this paper is 

looking at. As a result, the author felt it necessary to acquire a large amount of quantitative-

natured primary data. Quantitative data is helpful in identifying the nature of the relationship 

between the variables being studied (Saunders et al., 2019). Primary data is new original data 

scientists collect for a specific research objective (Hox & Boeije, 2005). After collecting the 

data, and before analysing it, a few things must be done. The researcher must look for any 

possible errors in the data and clean it out (Christensen et al., 2013). Furthermore, the data 

must be translated and transformed into numbers that can be quantified and readable by the 

software (Bryman & Bell 2011). One advantage of collecting primary data is that every single 

time primary data is collected, a new amount of fresh data is added to the already existing 

bank of social knowledge (Hox & Boeije, 2005). 

3.4.2 Data collection method 

3.4.2.1 Data collection instrument (Survey) 

Data collection is essential to empirical research. Researchers collect data for the sake of 

analysing, reporting, and interpreting the results to come up with new generalizations. Data 

collection methods are the techniques by which the researcher obtained the needed data 

(Christensen et al., 2013). Data collection has various forms and methods, the major ones are 

Tests, questionnaires, interviews, focus groups, observation, and finally the existing 

secondary data (Christensen et al., 2013). Since this paper is using the deductive approach 

and is in need of a large number of samples, the most appropriate technique is the 

questionnaire (survey) (Saunders et al., 2019). The survey falls under the self-completed 

approach, a scientific method designed to measure the key attributes of individuals.  where 

the researcher sends out a pre-established set of questions to obtain the needed data from 

the respondents (Hair et al., 2011).    

If a researcher intends to research the why behind people’s actions, experimental designs 

ought to be adopted. However, if the goal is to research what people are thinking and doing, 

then a nonexperimental design must be adopted such as surveys (Mitchell & Jolley, 2000). 

The respondents must always be informed that data on their behaviors and attitudes are 

being gathered. Knowing this might influence the respondents' answers by causing response 

bias (Hair et al., 2011). Some objectives must be met in order to have a successful survey. 

First, the researcher must be aware of their hypotheses and what variables are up for 

measurement. Second, the set of questions must be designed in a way that accurately 
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measures the variables. Lastly, generalization over the whole population must be possible 

(Mitchell & Jolley, 2000).  

Conducting a self-completed survey type of research has both advantages and 

disadvantages. The main advantages are highlighted in the ease of distributing the questions 

to a large number of respondents, and the anonymity this type of research brings, which 

allows respondents to be completely honest and fight the urge to try and impress the 

researcher (Mitchell & Jolley, 2000). The disadvantages are that the response rate is usually 

not very high. Secondly, the lack of interaction with the researcher prevents the questions 

from being corrected in case of a problem (Mitchell & Jolley, 2000). However, this issue is 

solved with the new technologies that allow the researcher to edit and simplify the questions 

more. 

3.4.3 Sampling 

In order to answer the research questions, the author had to choose two companies to 

represent the two industries being studied (Car & IT industries), because it would be 

unrealistic and inaccurate to survey respondents about a whole industry, let alone two giant 

ones. Some types of research subjects allow for the possibility to collect data from the entire 

population (all the cases). However, some research subjects or some researchers’ 

circumstances do not allow for this possibility, whether it is practicality, budget, or time 

constraints (Saunders et al., 2019).  In those situations, the need for selecting a sample rises. 

A sample is a small number of respondents, participants, or cases out of the whole 

population. It is selected by using non-probability or probability courses of action (Hair et al., 

2011). The ideal sampling technique for the quantitative study is probability sampling. 

However, in some cases in the field of business and management, using probability sampling 

is not possible due to the researcher not having the sampling frame or because the probability 

sampling is not compatible with the research question (Saunders et al., 2019). Therefore, as 

in the case of this paper, the business/management researcher is sometimes forced to use 

non-probability sampling techniques in their quantitative research. The sampling techniques 

used in this paper consisted of voluntary and snowball techniques.  

3.5 Questionnaire development 

A questionnaire is a set of prepared questions accompanied by a group of scales with the goal 

of producing primary data (Hair et al., 2011). According to Saunders et al. (2019), 

questionnaire designs vary in accordance with if the set of questions is completed by the 

researcher or the respondents. In this paper, the author decided to use self-completed 

questionnaires. Respondent-completed questionnaires are one of the main instruments for 

gathering data using social survey designs (Bryman & Bell, 2011). Self-completed 

questionnaires are frequently called surveys. The surveys can be spread to respondents 

electronically via the internet, then respondents access the questionnaire through a web link, 

more likely known as a web questionnaire (Saunders et al., 2019). Researchers must put a 

lot of thought into designing their questionnaires because most of the time the researchers 

have one chance of contacting the respondents. If the questionnaires are designed 

effectively, they produce brand-new primary data (data not found in previous sources of 

literature) (Hair et al., 2011).  

Saunders et al. (2019) distinguish between three types of variables that can be collected in a 

survey. First, factual & demographic. Second, attitude & opinion. Third, behaviors & events.  

In this paper’s questionnaire, the first two demographic questions were about sex and age. 
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Afterward, three opinion-variable-related questions were asked for each variable highlighted 

in the model. Four behavioral-variable-related questions regarding the potentially 

correspondent customer behavior were asked. To answer the questions, the Likert scale was 

applied to the set of answers. The Likert scale measures behaviors, attitudes, and opinions 

using a structured rating scale, usually composed of a five-point scale (Hair et al., 2011). The 

opinion-related questions had a scale of Extremely small extent, Small extent, Moderate 

extent, Large extent, and Extremely large extent. As for the behavior-related questions, the 

scale five-point scale was: Strongly disagree, Disagree, Undecided, Agree, And Strongly Agree. 

The questions to measure customer purchase behavior as well as customers’ perception of 

legal and ethical CSR were adopted from (Wu & Lin, 2014). The questions to measure 

customers’ perception of environmental and social CSR were adopted from (Currás‐Pérez et 

al., 2018).   

Ethical considerations were thought of before distributing the questionnaire to the 

respondents. The author of this paper worked in accordance with the ethical obligations of 

the researcher towards the respondents mentioned in Hair et al. (2011). Firstly, no 

participants were forced to answer the questionnaire, and it was ensured that all participants 

were voluntarily participating. The consent of the participants was acquired for collecting and 

analysing the data. Secondly, no harm was caused to any of the participants, physical or 

psychological. Thirdly, total privacy and anonymity were granted to every single participant 

with the design of the questionnaire. Lastly, all the participants were informed about the 

nature of the research before sending the questionnaire over.    

3.6 Operationalization & measurement of variables 

Operationally, Khan and Fatma (2019) found that customer perception of CSR activities does 

not seem to have a direct effect on brand loyalty. Customer loyalty is influenced by how well 

a company treats its customers after they have gained their trust, by giving them a good 

experience. However, since consumers have become more concerned with the ethical 

behavior of companies, they have become more interested in socially responsible companies, 

and companies are becoming more interested to apply CSR activities in their operations 

(Saeid et al., 2015; Matute‐ Vallejo et al., 2011). Additionally, As mentioned by Öberseder et 

al., (2011) the impact of negative CSR behavior on business could be more severe than the 

impact of positive CSR behavior. Moreover, it could take down the business and severely 

harm it. As outlined in the section of the literature review by many authors (Elgaard et al., 

2019; Rahman, 2011; Babiak & Trendafilova, 2011; Choi & Ng, 2011), customers' purchase 

intent is affected by many CSR dimensions. Utilizing such dimensions is what enables the 

linking of the phenomena of purchase behavior and CSR in this study.  

There has been a lot of studies on various subjects within the umbrella of CSR over the years, 

and a lot of questionnaires and measurements accompanied said studies. For the sake of this 

paper the author did not design any of the questions and measurements himself. Instead, to 

manage the time shortage the author adopted the questionnaire questions as the 

measurements for the study from two studies. The Correlation of CSR and Consumer 

Behavior: A Study of Convenience Store by Wu and Lin (2014) was the source of the legal 

CSR, ethical CSR, and customer future purchase behavior variables. The second source of 

measurements for the environmental and social CSR was How social, environmental, and 

economic CSR affects consumer‐perceived value: Does perceived consumer effectiveness 

make a difference? by Currás‐Pérez et al. (2018). The questions used for the survey and to 

measure the variables used in this study can be found in the appendix (Appendix 1). 
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3.7 Empirical context 

In this study, the focus industries were the car & IT industries. These sectors are concerned 

with the development and distribution of technologically based products and services. 

Basically, they are businesses that manufacture cars, electronics, create software, 

computers, or provide technology-related products and services. Due to time and resource 

constraints, the author’s focus was on two companies within these industries. The two 

companies are Apple and Tesla. Nowadays, it is increasingly difficult for companies not to be 

socially responsible due to a growing number of national and international laws and 

regulations (Bernal‐Conesa et al., 2017; Lee & Kim, 2009). It is also becoming increasingly 

common for companies to contribute to sustainable development by growing economically 

and increasing productivity and competitiveness, as well as ensuring environmental 

protection and social responsibility (Prado-Lorenzo et al., 2008). The investment in CSR is a 

source of competitive advantage for businesses and a way to improve its performance. 

(Apospori et al., 2012; Hur et al., 2014).  

Based on the paragraph above, it is apparent that the two sectors are linked to the CSR 

activities. The scientific literature contains numerous studies on corporate social 

responsibility (CSR), referring to both large (Melé et al., 2006) and small enterprises 

(Baumann-Pauly et al., 2013; Vázquez-Carrasco & López-Pérez, 2013) as well as to 

companies in different sectors (Pérez Ruiz & Rodríguez del Bosque, 2012; Alcaraz & Rodenas, 

2013; Moseñe et al., 2013; Bernal Conesa et al., 2014), including technology firms 

(Guadamillas-Gómez et al., 2010). Therefore, in response to the rapidly growing demand 

from governments and consumers for firms to incorporate CSR activities into their operations, 

firms began integrating ethics and corporate social responsibility (CSR) into their strategies. 

This study discusses big companies that have had an impact on the world.  

It is essential to point out that the focus of this study is made on specific industries. However, 

it is also to understand a specific phenomenon that is related to this study, the effect of CSR’s 

various dimensions on customer purchase behavior. Therefore, this study focuses on the car 

& IT industries and how CSR activities impact customer purchase behavior in said sectors 

and which CSR dimension is the most effective. The reason behind choosing specific 

industries with a specific phenomenon was purely to establish research limits and narrowing 

the study, to make it simpler to conduct (DiscoverPhDs, 2020). The industries were chosen 

only to limit the scope of the study and collect relevant data (DiscoverPhDs, 2020), and this 

could be related to additional studies in other industries in the future. To finalize, rather than 

focusing on a particular time frame, this research examines distinctive phenomena that have 

developed over the past decade and continue to do so. 

3.8 Quality criteria 

3.8.1 Validity 

The level to which a construct is capable of measuring the variable it is supposed to measure 

is referred to as validity (Hair et al., 2011). Validity is such an important part of research that 

it is considered the most essential criteria of a study according to Bryman and Bell (2011). 

Validity is interested in the truth behind the findings that generate from the study (Bryman & 

Bell, 2011). Three dimensions were chosen to measure the validity of this paper’s 

measurements. The dimensions chosen are content validity, construct validity, and external 

validity.  
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3.8.1.1 Content validity 

Content validity is concerned with the degree to which the measurement yields acceptable 

coverage to the research question (Saunders et al., 2019). Content validity asks if the 

instrument of measurement covers all the area connected to the variable (Heale & Twycross, 

2015). The process of validation usually means that the researcher has to communicate with 

a small number of experts or respondents to make sure the measurements chosen are 

suitable (Hair et al., 2011). In this paper, the author did not have to undergo this process, 

because the measurements were adopted from previously established studies, therefore the 

content validity was established through the previous studies.  

3.8.1.2 Construct validity 

The degree to which the set of questions (the questionnaire) is capable of measuring the 

presence of the construct that the author wanted them to measure (Saunders et al., 2019). 

In order to do an accurate assessment of the construct validity, one must understand the 

theory behind the measurements and how those theories led to the questions (Hair et al., 

2011). There are two more steps to the validation of construct validity. These two steps are 

checking the convergent validity and the discriminant validity. In this paper the author will 

not do these two steps because of the time constraint and because the set of questions were 

adopted from previous research as mentioned before in the questionnaire development 

section. 

3.8.1.3 External validity 

Can the results from this study given that the questions were about Apple and Tesla be 

generalized to other companies within the same industry? The idea of this question is the 

definition of the term external validity (Saunders et al., 2019). The way the respondents or 

organizations were chosen becomes important in this pivotal step (Bryman & Bell, 2011). The 

external validity is considered solid when probability sampling is used in the research. 

However, when using the non-probability sampling method, and respondents are not chosen 

randomly, then the external validity becomes questionable (Bryman & Bell, 2011). External 

validity is the main reason why researchers are eager to obtain representative samples 

(Bryman & Bell, 2011). In this paper, due to the nature of the research question and the 

limited resources the author had, non-probability sampling methods were adopted, creating 

some limitations to the results, (This limitation will be discussed further in the limitations 

section). 

3.8.2 Reliability  

The term reliability refers to the ability of the researcher to repeat the same exact research 

design, method, measurements, etc. and achieve the same results (Saunders et al., 2019). 

There are two types of reliability, internal and external. The internal one refers to consistency 

within the duration of the study. The external refers to if the data collection methods and data 

analysis methods will yield the same results if the same methods were used in future 

research by the main researcher or someone trying to replicate the research (Saunders et al., 

2019). While reliability plays a major role in the authenticity of the research, alone it is not 

enough for high-quality research (Saunders et al., 2019).  

Reliability is especially effective when the research is quantitative. Consequently, the 

quantitative researcher is far more concerned about reliability than the qualitative one 

(Bryman & Bell, 2011), Because as mentioned earlier in this method section, qualitative 

research is concerned with people’s feelings and perception. Where quantitative research is 
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concerned with numbers and facts. According to (Saunders et al., 2019), research that 

generates invalid findings and conclusions also has an effect on the overall reliability of the 

research, because if repeated the results will not be the same. 

As mentioned before, the questions and measures for this paper are adopted from previous 

studies, meaning that the reliability level already has been determined as satisfactory. Yet, 

the author of this paper decided to double check the reliability levels and calculate 

Cronbach’s alpha once again. The results turned out highly satisfactory, and the scale was 

consistent (Table 1). 

Tabell 1. Chronbach’s Alpha Values 

Variable Cronbach’s alpha 

Legal CSR 0.902 

Ethical CSR 0.847 

Environmental CSR 0.863 

Social CSR 0.821 

Purchase Behavior 0.88 

 

3.9 Data analysis method 

Choosing the right statistical approaches to analyse the data is crucial for a logical result. One 

of this paper’s objectives is to measure the effect of four dimensions of CSR on the purchase 

behavior of customers for two companies, and for the sake of answering the big part of the 

research question, the author saw fit to use the multiple regression method. Multiple 

regression is an advanced extension of correlation, which is typically used when the 

researcher wants to see the effect that multiple independent variables have on one 

dependent variable (Pallant, 2020). To be more precise, the four independent variables will 

be entered into the model at once. Then the power and effectiveness will be evaluated for 

each of the independent variables. This is the most common type of multiple regression and 

according to Pallant (2020) this procedure is referred to as standard multiple regression. The 

author’s software of choice is SPSS.    
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4 Results / Analysis 

4.1 Descriptive statistics 

A total of 145 respondents have answered this paper’s survey. The difference between the 

numbers of male and female respondents was not large. Female respondents accounted for 

52.4% of the total respondent numbers with 76 respondents (a little above half), whereas 

male respondents accounted for the remaining 47.6% with 69 respondents. The fact that the 

two sexes’ numbers were close to each other meant that the two sexes’ views and opinions 

were fairly represented, and the author did not feel the need for re-sampling (Table 2).  

Tabell 2. Gender distribution of sample 

Sex Count % 

Female 76 52.4 

Male 69 47.6 

    

To get a clearer picture of who was answering the survey, the respondents were asked to 

specify the age group to which they belonged. 96 respondents (66.2%) of the sample were 

between the ages of 18 and 27.  

38 respondents (26.2%) of the sample belonged to the group between 28 and 38 years of 

age. The two age groups, between (39 & 48 years) and (49 & 58 years) had the same 

numbers. 4 respondents (2.8%) each. Only 3 respondents accounting for 2.1% were above 

58 years of age (Table 3).  

Tabell 3. Age distribution of sample 

Age Group Number of respondents  % 

18-27 96 66.2 

28-38 38 26.2 

39-48 4 2.8 

49-58 4 2.8 

Over 58 3 2.1 
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Even though the age groups and sex of the respondents were collected, they will not be used 

as variables in the analysis. The sex of the respondents will not be used because the author 

does not believe that tech giants and car companies design their plans in accordance with 

sex segregation. Meaning that even if the result differs between the two sexes, the findings 

of this research will not be useful to any car or tech company. As for the age, the numbers of 

the last three age groups were not as large as expected. Meaning that no good generalization 

could be drawn from separate age analyses. These two variables were collected so that the 

author and the reader may have a better understanding of who was responsible for the 

general result. 

4.2 Correlation  

In order to accurately assess the firmness of the relationship between two variables, we use 

correlation. It is a method that helps the researcher quantify the solidity of the linear 

relationship (Saunders et al., 2019). In the case of this particular study, the objective of the 

correlation test is to confirm whether a correlation exists between the dependent variable 

(Purchase Behavior) with each one of the four independent variables separately (Legal CSR, 

Ethical CSR, Environmental CSR, and Social CSR).  

Starting with the data related to Apple (Table 4), Pearson’s correlation (0.478) and the 

(0.001) significance value point to a positive correlation between Legal CSR and purchase 

behavior. This is determined because Pearson’s correlation is a positive value, and the value 

of p is smaller than the significance level. Ethical CSR also appears to have a positive 

correlation with purchase behavior, because r=0.687 (positive) and p=0.001 (less than the 

significance level). In fact, when it comes to Apple Ethical CSR has the strongest correlation 

with purchase behavior compared to the other variables. Environmental CSR is suggested to 

have a positive correlation with purchase behavior because r=0.641 (positive) and p=0.001 

(less than the significance level). Environmental CSR comes second in terms of relationship 

strength with purchase behavior. Lastly, Social CSR is suggested to have a positive correlation 

with purchase behavior because r=0.607 (positive) and p=0.001 (less than the significance 

level). With Social CSR having the third strongest relation to purchasing behavior, Legal CSR 

is left with the weakest relation to PB (purchase behavior). 
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Tabell 4. Correlation coefficiants (Apple) 

 

As for the data related to Tesla (Table 5), The data suggests that a positive correlation exists 

between Legal CSR and purchase behavior because r=0.502 (positive) and p=0.001 (less 

than the significance level). Yet, again Legal CSR has the weakest relationship with PB in 

comparison to the other variables. The numbers for Ethical CSR also suggest a positive 

correlation with PB. r=0.641 (positive & again the strongest out of the four variables) and 

p=0.001 (less than the significance level). Environmental CSR is also suggested to have a 

positive correlation with PB because r=0.552 (Positive & again the second strongest relation 

with PB) and p=0.001 (less than the significance level). Social CSR comes third in terms of 

relationship strength with a suggested positive correlation r=0.528 (positive) and p=0.001 

(Less than the significance level.   
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Tabell 5. Correlation coefficients (Tesla) 

 

4.3 Multiple regression 

4.3.1 Assumption testing 

4.3.1.1 Ratio of cases to IVs (independent variables) 

When it comes to the sample size in this study, a total of 145 respondents were secured. A 

number that is more than sufficient and exceeds the minimum number of required cases. 

According to Tabachnick and Fidell (2013), there is a standard rule regarding the sample 

number. When testing multiple correlations, the minimum required number is 50+8x(IVs), 

and when it comes to testing individual IVs, the minimum is 104+(IVs). The questions 

regarding both companies were made mandatory to answer and therefore more than enough 

sample size was secured.  

4.3.1.2 Normality, Linearity, and Homoscedasticity 

Firstly, it is important to test if the data are normally distributed to make sure that there are 

no extreme values, and that the data does not lack symmetry. To test normality, one can look 

at graphs, or one can conduct statistical normality tests. In this paper, the author will look at 

the graphs, because the sample number is big enough to give an accurate representation of 

the graph. Usually, there are two types of graphs that can confirm normality. The first is the 

histograms. The data should be bell-shaped in order to confirm normality. The second graph 

is the normal P-P plots. In the normal P-P plots the data should be either on, or closely around 

the straight diagonal line, especially at the beginning and end. This confirms that the data is 

not skewed. The two normal P-P plots show the data regarding both companies following the 

normality line with small negative and positive deviations (Figure 2). 
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Figure 2. Normal P-P plot of regression standardized residual (Apple left, Tesla right) 

 

 

 

Secondly, to confirm linearity the author must examine the linearity of the DV (Purchase 

Behavior) separately with each one of the IVs. Since this study is about two industries 

(represented by two companies), every step of the analysis was done twice, and the author 

must examine four scatter plots for each company making it eight in total. Starting with Apple, 

all the IVs had a positive linear relationship with Purchase behavior with the strongest being 

Ethical CSR and the weakest being Legal CSR. The same result was found for Tesla. All the 

IVs had a positive linear relationship with Purchase behavior, and again the strongest 

relationship was Ethical CSR and Legal CSR was the weakest (Appendix 2).   

Lastly, testing homoscedasticity is important in order to confirm that the residuals (otherwise 

known as error terms) are distributed consistently. If the residuals are not equally distributed, 

then one ends up with heteroscedasticity. Heteroscedasticity occurs when some variables 

are tilted, and some are not (Tabachnick & Fidell, 2013). To test for homoscedasticity the 

author plotted the standardised residuals against the standardised predicted values on a 

scatterplot (Figure 3&4). Examining the shape of the scatterplot helps us confirm 

homoscedasticity or heteroscedasticity. According to Tabachnick and Fidell (2013), 

heteroscedasticity happens when the dots expand and become wider when the value of the 

predictor increases. Meaning that the data should not take the shape of a funnel. The data for 

both companies in this paper take a random or rectangular shape on the scatterplot, proving 

that homoscedasticity is achieved.  
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Figure 3. Scatterplot to illustrate homoscedasticity (Apple) 

 

Figure 4. Scatterplot to illustrate homoscedasticity (Tesla) 

 

4.3.1.3 Outliers 

According to Pallant (2020), outliers are cases where answers differ drastically from the 

majority of the rest of the cases. Univariate outliers happen when a case has an unusual 

answer on one of the IVs. Multivariate outliers happen when the combination of answers is 

out of the ordinary on both the DV and the IVs. These unusual case answers have the ability 

to influence and ruin the results of the multiple regression. Tabachnick and Fidell (2013) 

Marks outliers as cases with above 3.3 or below -3.3 standardized residuals. To test for 

outliers in this paper, the Mahalanobis distance was used.  In order to proceed, the critical 

chi-square value must be determined based on the number of IVs as the degree of freedom 

(Pallant, 2020). In this paper, four IVs are used and using table 4 in Tabachnick and Fidell 

(2013), the critical value to this case would be 18.47. The maximum Maha distance identified 

in the data regarding Apple was 13.2, and 13.86 was the maximum maha distance for the 

data regarding Tesla (Appendix 3). Both values did not exceed the critical level of 18.47, 

therefore there was no need there was no need to remove any cases. 
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According to Pallant (2020), cook’s distance value is checked in order for the researcher to 

find if there is any inappropriate effect on the results. Any case with a value larger than 1 for 

cook’s distance is deemed as a possible problem (Tabachnick & Fidell, 2013). When it comes 

to Apple related data, the maximum cook’s distance value is 0.09. The maximum cook’s 

distance value for Tesla related data is 0.069 (Appendix 3). These values indicate that there 

are no significant problems.  

4.3.1.4 Multicollinearity & singularity  

Two or more IVs strongly correlated to each other is known as multicollinearity which makes 

it difficult for the researcher to accurately determine the effect of each individual IV on the 

DV (Pallant, 2020). A collinearity diagnosis was conducted to test for multicollinearity. 

According to Pallant (2020), the collinearity tolerance level must not be less than 0.10. 

Otherwise, it indicates high correlation between the IVs. The collinearity diagnosis for both 

Apple and Tesla Data showed that none of the independent variables had a tolerance value 

less than 0.10 (Table 6&7). Therefore, multicollinearity is not breached.  

Tabell 6. Collinearity statistics to illustrate tolerance levels and VIF levels (Apple) 

 

Tabell 7. Collinearity statistics to illustrate tolerance levels and VIF levels (Tesla) 

 

Another indicator to examine in order to test for multicollinearity is the VIF (Variance inflation 

factor). If the VIF value is above 10, then multicollinearity is indicated. The same collinearity 

diagnosis showed that all the IVs had VIF value lower than 10, which indicates that no 

multicollinearity exist between IVs.  

4.4 Regression analysis 

In this study, the chosen dependent variable for the regression analyses was purchase 

behavior. Construction of this variable consisted of combining the four questions related to 

purchase behavior. The said four questions were adopted from previous research as 

mentioned earlier. Each of the four independent variables were constructed by combining 

three questions related to each subject, also adopted from previously done research. For this 
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case the analysis was done two times. One for the data related to Apple and another for Tesla 

related data.  

When it comes to the analysis related to apple, (Table 8) shows a value of 0.556 for R-square, 

which means that 55% of the changes in purchase behavior can be explained by the 

independent variables.   

Tabell 8. Model summary (Apple) 

 

However, when it comes to Tesla, (Table 9) shows a value of 0.481 for R-square, which means 

that 48% of the changes in purchase behavior can be explained by the independent variables. 

Tabell 9. Model summary (Tesla) 

 

When examining the Anova table for the data related to Apple, the p value is found to be 

statistically significant, because p is lower than 0.05. This indicates that the model is a well 

fit (Table 10).  

Tabell 10. ANOVAa (Apple) 

 

Then again, the Anova table related to Tesla also shows that the model is a good fit, because 

the p value is statistically significant and lower than 0.05 (Table 11).  
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Tabell 11. ANOVAa (Tesla) 

 

Moving on to the individual independent variables for the case of Apple represented in (Table 

12), Ethical CSR is found to be the most statistically significant given that the p value=0.001 

and the t value=4.491. Environmental CSR is also statistically significant with a p value of 

0.001 and a t value of 3.598. In third place the last statistically significant independent 

variable is Social CSR, since p=0.018 and t=2.396. The last IV Legal CSR is not statistically 

significant because p value (0.544) > 0.05, and t value is negative (-0.608). 

Tabell 12. Regression coefficients b (Apple) 

 

The results for Tesla are a bit different, with only two independent variables with statistical 

significance. Ethical and Environmental CSR. The p value for Ethical CSR is 0.001, and the t 

value is 4.942. Environmental CSR has a p value of 0.031 and a t value of 2.173. The two 

statistically insignificant IVs are Social and Legal CSR. Social CSR is a bit more effective with 

a p value of 0.122 and a t value of 1.555. Whereas Legal CSR has a p value of 0.237 and a t 

value of 1.188 (Table 13).   
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Tabell 13. Regression coefficients b (Tesla) 

 

The two tables above provide more information. Using the unstandardized B value, a 

prediction equation can be formed to help the decision makers in both Apple and Tesla. The 

B value represents the change in the dependent value for every 1 added unit in the 

independent values. Applying these two equations appear: 

Apple 

Purchase behavior=B0+B1LCSR+B2ETHCSR+B3ENCSR+B4SCSR 

-1.179E-16+(-0.047*LCSR) +(0.409*ETHCSR) +(0.284*ENCSR) +(0.190*SCSR) 

Regarding Apple, every additional unit of Legal CSR (of course keeping the rest of the IVs 

constant), yields (-0.047) in purchase behavior. 1 added unite of Ethical CSR results in an 

increase in purchase behavior by 0.409 (again keeping the rest of the IVs constant). Adding 

1 unite of Environmental CSR leads to a purchase behavior increase by 0.284 (The rest kept 

constant). Increasing Social CSR by 1 while holding the rest constant yields an increase of 

0.190 in purchase behavior.  

Tesla 

Purchase behavior=B0+B1LCSRT+B2ETHCSRT+B3ENCSRT+B4SCSRT 

5.491E-17+(0.095*LCSRT) +(0.407*ETHCSRT) +(0.187*ENCSRT) +(0.131*SCSRT) 

In the case of Tesla, an additional unit of Legal CSR (while keeping the rest of the IVs 

constant), yields an increase of 0.095 in purchase behavior. 1 unit added of Ethical CSR gives 

an increase in purchase behavior by 0.407 (keeping the rest of the IVs constant). Adding 1 

unit of Environmental CSR results in an increase in purchase behavior by 0.187 (The rest are 

kept constant). Increasing 1 unit in Social CSR while holding the rest constant yields an 

increase of 0.131 in purchase behavior. 

 

4.5 Hypotheses testing result 

The hypotheses of the study were examined based on the information provided in the 

previous section. Each of the hypotheses were tested twice because the paper contains two 
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sets of information for two companies (Apple & Tesla). Starting with apple, the four 

alternative hypotheses (H1, H2, H3, H4) were accepted and the four null hypotheses were 

rejected. As for Tesla the first three alternative hypotheses (H1, H2, H3) were accepted and 

their respective null hypotheses were rejected. The last alternative hypothesis (H4) on the 

other hand was rejected and the null hypothesis was accepted. Further explanation is 

provided below.  

Starting with Environmental CSR, the information related to Apple above shows the p value 

of 0.001 for Environmental CSR. Since the p value is lower than 0.05, the Alternative 

hypothesis H1: Environmental CSR activities have a positive effect on customer buying 

behavior within the Car/IT industries is accepted and the null hypothesis H0: Environmental 

CSR activities do not have a positive effect on customer buying behavior within the Car/IT 

industries is rejected. 

The alternative hypothesis H1: Environmental CSR activities have a positive effect on customer 

buying behavior within the Car/IT industries is also accepted and the null hypothesis H0: 

Environmental CSR activities do not have a positive effect on customer buying behavior within 

the Car/IT industries is rejected in the case of tesla, because Environmental CSR had a p value 

of 0.031 (less than 0.05). 

Ethical CSR had a p value of 0.001 in both cases (Apple and Tesla), which means that the 

alternative hypothesis H2: Ethical CSR activities have a positive effect on customer buying 

behavior within the Car/IT industries, is accepted for both cases and the null hypothesis H0: 

Ethical CSR activities do not have a positive effect on customer buying behavior within the 

Car/IT industries, is rejected for both cases also.  

In the case of Apple, Legal CSR had a p value of 0.544 which is higher than 0.05. This means 

that the alternative hypothesis H3: Legal CSR activities do not have a positive effect on 

customer buying behavior within the Car/IT industries, is accepted and the null hypothesis H0: 

Legal CSR activities have a positive effect on customer buying behavior within the Car/IT 

industries, is rejected. 

The same result is found for the case of Tesla, since Legal CSR scored a 0.237 for p value 

which is higher than 0.05. therefore, the alternative hypothesis H3: Legal CSR activities do not 

have a positive effect on customer buying behavior within the Car/IT industries, is accepted 

and the null hypothesis H0: Legal CSR activities have a positive effect on customer buying 

behavior within the Car/Phone, and IT industries, is rejected.  

Social CSR had a p value of 0.018 in the case of Apple. Since the p value is less than 0.05 the 

alternative hypothesis H4:  Social CSR activities have a positive effect on customer buying 

behavior within the Car/IT industries, is accepted and the null hypothesis H0:  Social CSR 

activities do not have a positive effect on customer buying behavior within the Car/IT 

industries, is rejected.  

However, in the case of Tesla, p value for the Social CSR was 0.122, meaning that the 

alternative hypothesis H4:  Social CSR activities have a positive effect on customer buying 

behavior within the Car/IT industries, is rejected and the null hypothesis H0:  Social CSR 

activities do not have a positive effect on customer buying behavior within the Car/IT 

industries, is accepted. 
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The fact that the results for H4 were different from industry to industry, and that the Social 

CSR dimension had a certain impact on Apple and an entirely different impact on Tesla 

supports the claims of H5: The CSR dimensions being researched act differently depending 

on what industry they are applied in. Therefore, the alternative hypothesis (H5) is accepted. 

Figure 5. Updated theoretical model (Apple) 

 

Figure 6. Updated theoretical model (Tesla) 

 

  

  

 

Table 14. Hypotheses testing summary  

Hypothesis Variable Apple Tesla 

H1 Environmental Accepted Accepted 

H2 Ethical Accepted Accepted 
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H3 Legal Accepted Accepted 

H4 Social Accepted Rejected 

H5 Change in pattern Accepted Accepted 
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5 Discussion 

5.1 Environmental CSR 

As mentioned in the literature and introduction sections, Corporate social responsibility is 

required from all companies. In order to make the phenomenon easier to explain and study 

for researchers, CSR has been divided into many different dimensions. The environmental 

dimension refers to the company being aware and responsible for the effect its operations 

have on the environment. In this paper, the effect of Environmental CSR (predictor variable) 

and the extent of it was measured. The analysis showed that environmental CSR had a 

positive effect on purchase behavior, and that H1 was accepted for both companies. The 

result from this paper confirms the information mentioned in KsiężaK (2016); Porter and 

Kramer (2006), which claim that Environmental CSR has positive effects on companies in 

terms of competitive advantage. The results also support the notion that Environmental CSR 

helps with customer retention mentioned in Han et al. (2019). It also explains Apple’s boost 

in financial performance immediately after announcing environmentally friendly plans. 

5.2 Ethical CSR 

The regression analysis of this paper indicated that the predictor variable Ethical CSR was 

statistically significant, meaning that Ethical CSR activities result in a positive effect on 

customers’ purchase behavior. Ethical CSR was the strongest and most statistically 

significant predictor in both cases of Apple and Tesla. Based on those results H2 was 

accepted. The result agrees with and supports Wu and Lin (2014) where a similar result was 

found. Abdeen et al. (2016) also found that ethical CSR was the only dimension to have direct 

positive link to customer purchase behavior. Normally when one reads academic publications 

about CSR and its various dimensions, the ethical dimension is mentioned. However, not as 

heavily as the environmental or legal dimensions, yet this study shows that customers care 

the most about the ethical dimension. On the other hand, when one observes the news and 

the backlash companies face, they almost always are connected to activities that are legal 

but not ethical by companies, like in the case of how Chinese workers are treated when 

building or resembling Apple products. 

5.3 Legal CSR 

Logically, Legal CSR or in simpler terms, a company abiding by the laws of the country it 

operates in, is extremely important and one would expect heavy criticism from consumers on 

the legal activities of the companies they purchase from. Many authors write about the 

importance of Legal CSR and hint at the possibility of Legal CSR yielding positive outcomes 

for the companies that practice it. International efforts and organizations such as CSR Europe 

were founded for the sake of Legal CSR as mentioned in Elgaard et al. (2019). Philosophers 

such as Socrates make arguments on how abiding by local law brings benefit to an entity. 

However, to the authors surprise, the respondents did not feel the same way. The results of 

the regression analysis showed that Legal CSR is not statistically significant. Meaning that it 

does not result in a positive outcome for companies. The result is the same for both cases 

(Apple & Tesla). H3 which is in accordance with Wu and Lin (2014) and states that Legal CSR 

has no positive influence on companies and on purchase behavior was accepted. This result 

could be because Legal CSR activities are not perceived as a factor that has a direct effect on 

the lives of the customers, and it may be looked at as a problem for governments and judicial 

systems to deal with. Moreover, CSR activities are known to be extra activities that are not 

usually mandatory by law. This could explain the lack of positive effect of Legal CSR, because 
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the customers might not look at Legal CSR as an extra effort done by companies, but as a 

mandatory responsibility that companies obviously should abide by.     

5.4 Social CSR 

Social CSR is a dimension that is referred to as a complicated one. It is involved with the 

situation and the wellbeing of communities and societies. It also goes beyond the relationship 

of the company with the community and extends to the relationship of the company with its 

suppliers. The regression analysis of this paper has shown that Social CSR has a positive 

effect on the purchase behavior in the case of Apple and H4 was accepted, which agrees with 

Currás‐Pérez et al. (2018) ‘s result about Social CSR. However, disagrees on the level of 

influence it has. Currás‐Pérez et al. (2018) study demonstrates that social CSR is more 

influential than Environmental CSR, whereas in this study, environmental CSR’s effect is more 

significant. Furthermore, it is in this dimension where we see the difference between Apple 

and Tesla, because in the case of Tesla Social CSR was not statistically significant as a 

predictor and H4 was rejected leading to accepting the null hypothesis. This result entirely 

disagrees with the same theory presented by Currás‐Pérez et al. (2018). However, it 

completely agrees with the real-life information mentioned in section 2.3.4, where Tesla 

acted irresponsibly towards the society and still it’s revenue increased. One must not forget 

that the previous literature on CSR often examines aspects like brand image, sustainable 

development, and brand trust. On the other hand, this paper is looking at customer purchase 

behavior, which might explain why the effects of some CSR dimensions are contradictory 

from study to study. This highlights the vast size of CSR and the many dimensions and aspects 

that reside under its umbrella. 

5.5 Difference in patterns  

When examining the results of the regression analysis, one can notice that for both 

companies, Ethical CSR is the most positively impactful. Environmental CSR follows in second 

place. One can even notice that the Legal dimension has no positive effects on the purchase 

behavior for both companies. However, the level of influence that a specific dimension has, 

changes from company to company, or industry to industry. This is highlighted by the 

statistical significance numbers (from the regression analysis). Moreover, the results of the 

social CSR dimension demolish any chance for the author to consider rejecting H5, because 

the results were not only different in statistical significance, but in the type of influence also 

(positive for Apple, and negative for Tesla). This is logical, because depending on the type of 

products and services, each company or industry has a different effect on the outside world. 

Even though Tesla is a giant company, the author doubts it has the same effects on societies 

as Apple does. After all, one can almost assume that at least one product of Apple is in every 

household, whether the product is hard or software.   

  

   



 

  44 

6 Conclusions 

6.1 Concluding remarks 

By examining the regression analysis results, one finds that the research questions: What 

kind of impact do different dimensions of CSR activities Legal, Ethical, Environmental, and 

Social have on customers’ purchase behavior in car & IT industries? Which of the dimensions 

is the most effective? and lastly, Is the pattern the same between these two types of industries? 

Were answered. The study highlights the differences in the positive and negative effect that 

the different dimension has, furthermore it highlights the difference in the extent of effect 

between dimensions that have the same type of effect Positive or Negative. The effect of the 

four predictor variables was tested on two companies that represent car and IT industries 

Apple & Tesla. The conclusion of this paper is that the various dimensions of CSR have 

different degrees of effect highlighted in the statistical significance level. It is also concluded 

that some dimensions such as Ethical CSR and Environmental CSR have a positive 

relationship with purchase behavior for both companies Ethical CSR being the strongest 

influencer out of all. Whereas the Legal CSR dimension does not have a positive relationship 

with purchase behavior for both companies. As for the second research question regarding 

the most effective dimension of CSR in two industries, it turns out that the Ethical dimension 

holds this position when it comes to companies within the car & IT industries. The last section 

of the conclusion (Social CSR) answers the third research question, regarding different 

patterns between the two types of companies. In this dimension a difference of patterns is 

found where Social CSR has a positive relationship with purchase behavior for Apple. At the 

same time, it does not have a positive relationship with the purchase behavior for Tesla 

customers. 

This paper does not claim to have one unified answer for all types of companies, or for the 

effect of the concept of CSR as a whole. Instead, other than answering the research question, 

this paper had a second objective to achieve. The objective is to highlight that research about 

CSR cannot be done in general, instead more focused areas, companies, or industries should 

be examined. Furthermore, a question should be dissected into smaller parts to obtain more 

accurate detailed answers.  

6.2 Managerial & theoretical implications 

Instead of studying CSR as a whole, this paper focuses on four dimensions that the author 

believes include most CSR activities. Then, it was highlighted at the beginning that the 

objective of this paper was to study what kind of impact the four chosen CSR dimensions had 

on customer purchase behavior in the car & IT industries. Other sub-objectives were 

highlighted also, because the results of these objectives can enrich the findings of this paper 

and are automatically found when studying the dimensions separately. It is widely known 

that the main objective of companies is to make profits. Companies within the car & IT 

industries are no different than the rest. However, according to e Gallego‐Álvarez et al. 

(2011), methods of making profits change, and meanwhile, companies must include socially 

responsible behavior to achieve financial success. Multiple previous studies examine the 

impact of CSR dimensions on companies, yet a plethora of them seem to have conflicting 

results. Studies like, Han et al. (2019); Wu and Lin (2014) talk about how environmental and 

ethical CSR are positively effective for companies (customer response wise). On the other 

hand, studies like Currás‐Pérez et al. (2018) talk about how environmental CSR is actually not 

positively effective at all for companies (in terms of customer response). Other studies claim 

it to be impossible to measure financial performance in relation to CSR activities. These 
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conflicting results might be because every study is either studying a different industry or 

conducting the study in general. It is here where the results of this paper could be of help to 

companies within the car & IT industries. By using the new model formed because of this 

paper’s analysis and the prediction equations provided by the author, managers can (To an 

extent) find out what kind of CSR activities to implement, and how to manipulate it to yield 

their desired results. 

6.3 Limitations 

This research is far from being perfect, and the author is aware of the shortcomings within 

this paper. In this section, the author will shed light on the areas where he believes to pose 

as limitations to this research. Firstly, previous studies tend to focus on customer behavior in 

general, and research specific to purchase behavior is scarce. There was no existing model 

for the author to adopt and test, which led the author to create a theoretical model on his own 

and adopt the variables to construct the model from different studies aimed at customer 

behavior as a whole. The author chose four CSR dimensions to study. This was done because 

the author believed that the four chosen dimensions would include most activities. However, 

the author understands that by examining more dimensions such as the economic, labour, 

philanthropic, and so forth, the results of the study could have been more accurate and more 

informative.  

Secondly, the paper is a quantitative study adopting the objective positivist way of conducting 

research. This implies that when it came to choosing the sample, data collecting methods 

that are appropriate to the research design would be chosen, such as non- probability 

sampling technics. However, due to the nature of the research questions and the limited 

resources of the author combined with time restraints, other sampling technics were used. 

Methods like volunteer and snowballing. Therefore, the author is aware of the fact that the 

results could have been more accurate if the appropriate sampling techniques were applied.  

Thirdly, regarding the sample number of the study, in order to generalize the results to a big 

population with a high level of confidence, the minimum number of respondents is supposed 

to be nearly 400. This paper only managed to secure 145 respondents, due to the data 

filtering process that the author undertook, and the time and resource restraints. The author 

hoped to get a sample with respondents that belong to a variety of age groups, since having 

this kind of sample would yield more realistic results for this study. 66.2% of the sample 

belonged to the age group between 18 and 27 years, and the realistic chance of people from 

this group buying cars (especially Tesla cars) is not extremely high. This fact puts a limit on 

the accuracy of this paper’s results. 
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7 Future Research 

The author believes that most of the future research is connected to the major limitations of 

this paper (mentioned in the previous section). 

First of all, the author believes that more CSR dimensions should be examined, in order to get 

richer results. The author also believes that a collaboration with the companies that are 

related to the research could be extremely helpful, because the researcher could have access 

to the actual CSR activities that the company is involved with. Therefore, the study could be 

well concentrated on the specific company (almost like DNA based medicine). 

Secondly, future research would benefit from having proper access to the customer database 

of the company under study. This allows for appropriate sampling techniques which would 

solve the shortcoming this paper has. Having better sampling techniques could also help with 

the sample size limitation this paper has. Besides the number of the sample, the author 

believes that in the next studies, the sample should be more versatile. A sample that includes 

enough respondents from all age groups is expected to yield results that are more accurate 

and reliable.  

Thirdly, the author believes that research should be specific to a company or an industry, and 

to avoid massive generalizations. After all, CSR and purchase behaviors fall under the social 

science umbrella, which is changeable from time to time or from culture to culture. The author 

also believes that a process of research renewal must be done every while to keep up with 

the changes that happen in the priorities and tolerance levels of societies. Accepting a fixed 

answer is not an option in the case of CSR and purchase behavior.   

Lastly, the results of this paper show a difference in pattern between the two industries. This 

result was highlighted in the results of the Social CSR dimension, which shows that the 

dimension is positive for apple and not positive for Tesla. The author made some arguments 

on why this result appeared in the questionnaire. However, the author believes that future 

research should examine why this particular dimension has different effects on different 

industries. 
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9 Appendices 

9.1 (Appendix 1) Operationalization and measurement of variables (Survey questions).  

Variables  Measurments  

Legal CSR Dimension 1. To what extent do you think the 

following companies abide by 

legal regulations? 

2. To what extent do you think the 

following companies abide by all 

transaction laws and 

regulations? 

3. To what extent do you think the 

following companies meet all 

their legal obligations?  

Ethical CSR Dimension  1. To what extent do you think the 

following companies respect the 

moral standards of our societies? 

2. To what extent are the following 

companies trustworthy and 

reliable?   

3. To what extent do you think the 

following companies abide by 

their own commercial ethical 

standards? 

Environmental CSR Dimension  1. To what extent do you think the 

following companies target 

sustainable growth which 

considers future generations?  

2. To what extent do you think the 

following companies implement 

various programs to minimize 

their negative effect on the 

environment?  

3. To what extent do you think the 

following companies invest to 

create a better life for future 

generations? 

Social CSR Dimension 1. To what extent do you think the 

following companies try to 

improve the quality of life in the 



 

  2 

communities they operate in? 

2. To what extent do you think the 

following companies take social 

aspects into account when trying 

to improve their management?  

3. To what extent do you think the 

following companies attempt to 

make financial donations to 

social causes? 

Purchase Behaviour 1. I intend to purchase/use or 

continue purchasing/using the 

following companies' products 

and services. 

2. I would recommend my relatives 

and friends to purchase/use the 

following companies' products. 

3. I would tell other customers 

about the advantages of 

purchasing/using the following 

companies' products. 

4. I would participate in the 

following companies' 

Advertisement activities.  

 

9.2 (Appendix 2) Linearity.  

(Apple) 
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Linearity (Tesla) 
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9.3 (Appendix 3) Outliers (Maha & Cook’s distance). 

Apple 

 

Tesla 

 


