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Abstract
Purpose – The purpose of this paper is to look at corporate social responsibility (CSR)-related actions to see
whether they relate to clients’ perception of CSR.

Design/methodology/approach – Ninety-nine bank customers in Brisbane, Australia were surveyed by
mail in a cross-sectional field study.

Findings – Not all CSR-related behaviors of the organizations were influential to perceptions of social
responsibility. Big picture actions for the betterment of humanity were found to be influential to the
perception of the firm’s CSR. However, respondents did not relate the firms’ profit and revenue initiatives to
social responsibility, other than negativity toward false andmisleading practices.

Research limitations/implications – Results are limited to one industry in Australia.
Practical implications – Actions for human betterment were found to be influential to the perception of
the firm’s CSR. Also the uses of dishonest marketing schemes were seen as detrimental to CSR perceptions of
the firm. However, respondents did not connect the firm’s business actions affecting profitability with
customers, to their perceptions of its CSR. Thus, the authors conclude that altruism from a “big picture”
standpoint has value in shaping CSR perception, but the organization may not always find it necessary to
deprioritize profit, or to attempt to weave CSR actions into every aspect of their business.

Originality/value – The inquiry takes a novel approach to CSR, capturing an unexplored aspect of how
CSR is perceived and valued by stakeholders.

Keywords Ethics, Banking, Perception, Social responsibility, CSR perception, Moral agency

Paper type Research paper

1. Introduction
Nearly every large company showcases their social responsibility initiatives publicly (Smith
and Alexander, 2013). However, such actions that firms undertake may or may not convey
their authentic commitment toward corporate social responsibility (CSR) (Lanis and
Richardson, 2015). Indeed, companies are criticized for not “walking their CSR talk” (Lyon
and Montgomery, 2015), sometimes in such terms as “greenwashing” (Bowen, 2014) which
implies intentional deception.

Unfavorable publicity can test the boundaries of acceptability, as seen in the allegations
that in August of 2015, Commonwealth Bank of Australia engaged in more than 50,000
instances of unlawful transactions that violated money-laundering statutes (Ferguson,
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2017). Some of the cash clients had known-links to terrorism and terrorism finance. Three
other big banks, namely, Westpac, ANZ and NAB, have also been used by money
laundering syndicates to process offshore drug funds (McKenzie et al., 2017).

Most extant research on CSR perception focuses on the effects of CSR on a variety of
outcomes both objective as well as subjective (Planken et al., 2013). Perception is defined
here in context to Bandura’s social cognitive model involving a continuous reciprocal
process of observing and conceptualizing the external environment (Bandura, 1976). This
involves selecting, organizing and interpreting people, objects and events. Although cost-
benefit types of analyses generally remain inconclusive at best (Crane et al., 2014),
researchers have associated a variety of marketing benefits with favorable CSR perception
(Albinger and Freeman, 2000; Jin and Drozdenko, 2010; Maignan and Ferrell, 2003; Sen and
Bhattacharya, 2001).

Empirical examination is scarce pertaining to the role of CSR actions in shaping basic
CSR perception (Blanco et al., 2013). This paper examines the role of customers’ basic
awareness of organizational CSR actions in the shaping of CSR perception – if, and to what
extent, the CSR “walk” that arises from an organization’s behaviors toward the external
environment (Wickert et al., 2016) shapes consumers’ perception of the firm being socially
responsible. Additionally, the paper also examines whether factors such as consumer trust,
consumer dissatisfaction with services, and ethics toward community moderate the
relationship between corporate CSR actions and CSR perception. Thus, in this investigation,
we do not concern ourselves with the popular inquiry of whether the CSR initiative could be
monetized in some way (Shank et al., 2005, Statman and Glushkov, 2009; Vogel, 2005).

2. Literature review and hypotheses
2.1 Background
Friedman (1962) emphasized that businesses must act in the shareholders’ best
interests, implying profit maximization as the overarching goal. However,
organizations are increasingly being asked to respect other stakeholder interests and to
follow ethically and socially responsible practices (Joyner and Payne, 2002). The topic
of CSR and its subsequent outcomes have been widely studied (De Roeck et al., 2014;
Romani and Grappi, 2014; Walsh and Bartikowski, 2013). In the 1980s and 1990s,
research examined CSR from the organizational perspective (Margolis and Walsh,
2001). In later years, the focus shifted toward stakeholder perspectives (Brown and
Dacin, 1997; Marin and Ruiz, 2007; Mohr and Webb, 2005; Sen and Bhattacharya, 2001).
This could be due to the emerging consumer-interest in CSR activities (Carrigan and
Attalla, 2001; Maignan, 2001).

Typically, we find outcomes-oriented studies that relate CSR perception to various
results such as re-purchase intention (Albinger and Freeman, 2000; Du et al., 2007; Jose et al.,
2015), image of a company (Arendt and Brettel, 2010) and its brand (Fombrun and Shanley,
1990; Turban and Greening, 1997) and moderating effect of CSR during product crisis (Chi-
Shiun et al., 2015; Klein and Dawar, 2004). Research has provided evidence that CSR
perception has a positive effect on consumer behavior (Bhattacharya and Sen, 2004; Sen
et al., 2006). However, studies have also found that at least sometimes, CSR perception could
also elicit negative responses (Mohr et al., 2001; Webb and Mohr, 1998). For example,
researchers have found that questionable motives or deficits in trustworthiness create
variations in how consumers perceive the legitimacy of a firm’s CSR (Ellen et al., 2006;
Vlachos et al., 2009).
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2.2 Application of theory
Moral agency refers to the realization of some capacity (as an individual or group) to act
morally and for change in a situation (Edwards et al., 2011). Moral agency can be
visualized as a cognitive manifestation of empathy. It is derived from learning
experience (Aaltola, 2014) and is an outgrowth of Bandura’s social cognitive theory
(Bandura, 2002; Rathert et al., 2016). Customers would make ethical attributions of
organizations, based upon behaviors they observe in individuals (Garrett, 1989; French,
1984). For example, Neubert et al. (2009) identified a virtuous cycle of ethical leadership
in which managers who were perceived as honest, trustworthy and fair contributed to
the experience of a positive work environment. Karmark (2005) identified the value of
trustworthiness in influencing perceptions of an organization’s CSR. The actual
authenticity of CSR efforts is difficult to determine (McShane and Cunningham, 2012).
Irrespective of the virtue ethics involved, perceptions of actions and general
trustworthiness factor into the observed moral character of a firm (Collier, 1995; Moore,
1999; Solomon, 1992).

2.3 Corporate social responsibility actions and perception
Perceptions of social responsibility would be subject to interpretation by individual
observers. Businesses have long been observed to have obligations that are additional to the
profitability interests of shareholders (Clark, 1916). CSR legitimacy (Panwar et al., 2014)
pertains to an organization’s popular support in “which the array of established cultural
accounts provides explanations for its existence, functioning, and jurisdiction” (Meyer and
Scott, 1983, p. 201). For example, Starbucks supports a program which brings clean water to
the poor communities in Africa and Asia, providing generous grants totaling more than
$6.2m (Liodice, 2010). In contrast, Volkswagen’s attempt to circumvent emission standards
to gain an unfair advantage over their competitors could be perceived as breaking the CSR
promise (Dans, 2015). We believe that CSR efforts toward resolving problems of humanity
can be clearly shown to act as primary drivers influencing CSR perception (Öberseder et al.,
2014). Hence, we hypothesize that:

H1. The more consumers see a firm taking broadly impactful CSR actions, the higher
they will perceive the firm to be socially responsible.

Other attributes that might contribute to CSR perception are observed ethical behavior or
general trust in an organization. For example, consumers are likely to be skeptical of an
organization’s motives and commitment to CSR if they don’t trust the organization in
general. Similarly, customer dissatisfaction may affect their CSR perception. In the following
section, we specifically focus and hypothesize on factors such as consumers’ trust in the
company, satisfaction with products and services and a firm’s ethical behavior toward the
community at large.

2.4 Consumers trust and corporate social responsibility
Consumers’ trust plays a vital role in their overall perception of a company’s CSR
commitments (Ellen et al., 2006; Sen et al., 2006; Vlachos et al., 2009). Trust is described as
the essential cornerstone of strategic partnership between seller and buyer (Speckman,
1988). We contend that trustworthiness acts as a filter that determines how consumers see
the corporate motives behind any activity, including CSR. Thus, we predict:

H2. The more the consumers find a firm to be trustworthy, the higher they will perceive
the firm to be socially responsible.
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2.5 Customer satisfaction and corporate social responsibility
Luo and Bhattacharya (2006) have demonstrated a direct link between CSR and customers’
overall evaluation. For example, Body Shop has received favorable customer evaluations for
providing support to poor and disadvantaged communities, by sourcing some essential
supplies from them. A strong CSR agenda may invoke positive customer response (Brown
and Dacin, 1997; Sen and Bhattacharya, 2001). Research has also shown that customer
dissatisfaction adversely relates to CSR impact on consumer behavior (Jose et al., 2015).
Thus, we hypothesize that:

H3. The more consumers are dissatisfied with a firm’s service responsiveness, the less
they will perceive the firm to be socially responsible.

2.6 Ethics toward the community
According to Svensson andWood (2004), trust and corporate ethics are closely linked.

CSR researchers have acknowledged the importance of ethics in their studies (Carroll,
1991; Cacioppe et al., 2008; Ferrell, 2004; Joyner and Payne, 2002). Customers are known to
have unfavorable evaluation of a firm if it deviates from an ethical path. Nike, for instance,
was disparaged for their infamous connections with sweat shops. CSR perception, as
conceptualized here, reflects firms’ discretionary activities aimed at their communities. We
predict that:

H4. The more that consumers see a firm behaving in ethically sensitive manner toward
the local community, the higher they will perceive the firm to be socially
responsible.

2.7 Moderating effect of ethics, trust and customer service
CSR actions’ effect on CSR perception is likely to be amplified when consumers trust a firm
and perceive it as highly ethical in its behavior. Similarly, the positive impact of customer
satisfaction may strengthen the linkage between CSR actions and CSR perception. We
propose the moderating hypotheses below. Figure 1 that summarizes all our hypotheses
follows:

H5. A firm’s trustworthiness will positively moderate the relationship between firm’s
CSR actions and consumers’ perception of the firm being socially responsible.

H6. Consumer’s dissatisfaction with a firm’s responsiveness will negatively moderate
the relationship between firm’s CSR actions and consumers’ perception of the firm
being socially responsible.

Figure 1.
Summarized
hypotheses

CSR
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H7. A firm’s ethical behavior toward the community will positively moderate the
relationship between firm’s CSR actions and the consumers’ perception of the firm
being socially responsible.

3. Method
3.1 Industry context
The banking industry offers appropriate context for this paper. Similar to the trend of
Fortune 500 companies, retail banks across the world are increasing their CSR spending
(McDonald and Rundle-Thiele, 2008; Truscott et al., 2009). Banks’ commitment to CSR has
been studied in areas such as green marketing (Asher, 1991), serving ultra-poor
microfinance customers (Jose and Buchanan, 2013; Jose et al., 2015) and environmentalism
concerns in general (Fenn, 1995). Additionally, the factor of trust is vital for service
providers such as banks, due to the sensitivity of economic transactions. Service levels, trust
and ethical behavior toward the general population is found to be vital for consumers’
relationship with their banks (Fatma et al., 2015; Johnson et al., 2001). While the relationship
between CSR perception and outcomes has been widely studied in the banking context, the
initial shaping of these perceptions remains to be studied.

3.2 Sample
We surveyed a randomly selected sample of residents from the major suburbs of Brisbane,
Australia, using mail surveys in a cross-sectional field study design. The sample was
derived from a database. Respondents were given equal opportunity to participate, as long
as they were 18 or older and residents of Brisbane. Potential concerns of self-report bias
relate to common method variance in the use of cross sectional data from a single data
source (Campbell and Fiske, 1959; Fiske, 1982). Researchers have also raised skepticism
about results that come from questionnaires in which subjects report on their own attitudes
(Spector, 1994). However, it is often necessary to obtain data from the only people with
accurate knowledge, which would be the subjects themselves (Maurer and Tarulli, 1994; Noe
andWilk, 1993).

The major disadvantage of survey by mail is a low response rate and a lack of control
over no-response to questions (Malhotra, 2004). Although we received 197 responses
resulting in a response rate of 18 per cent, after accounting for missing information, 99
surveys were usable. The questionnaire was designed to capture satisfaction levels relating
to the variables of interest.

3.3 Variables and measurement
Survey items for the independent variables were measured on a five-point Likert scale from
“strongly agree” to “strongly disagree”. A focal measure was the consumer discontentment
scale (CDS), developed by Lundstrom and Lamont (1976) and widely used. Included
constructs related to consumers’ perception regarding corporate citizenship, CSR action,
their trust in their banks, ethical behavior toward the general community and dissatisfaction
over service responsiveness.

Customer dissatisfaction is a six-item scale using such items as “often I need assistance
in the bank and I am not able to get it”. Trustworthiness is operationalized in context to
trustworthiness in marketing practices. It is based on four items such as “Banks advertise
special deals to get the customers in to sell them something else”. Ethics toward the
community is assessed via six items that relate to banks’ prioritizing to avoid losses or low
profitability such as “Bank does not want to help local residents as it is not profitable”. CSR
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action is a three-item scale using such items as “my bank is actively involved in helping
solve social problems”. The multiple item variables were established through confirmatory
factor analysis with Varimax rotation and Kaiser normalization and tested for reliability.
Cronbach’s a – well below or near 0.7 for all the variables – were found to be acceptable or
weakly acceptable (George and Mallery, 2003; Nunnally, 1978). The dependent variable,
perception of corporate citizenship, is measured through response to the statement “My
bank is good corporate citizen” on a five-point scale. Single-item measures have been found
to have equal predictive validity to multiple-item measures (Bergkvist and Rossiter, 2007).
Based on this rationale, Du et al. (2015) used an overall item for CSR in their survey, as well
as a two-item measure of CSR commitment with an alpha of 0.90. We also conducted
robustness checks on non-centered data using ordinal regression.

4. Analysis and results
Although some customers strongly believed their banks to be engaging in CSR, many did
not. Only 49 per cent of the respondents perceived their banks to be positively engaging in
CSR actions. On average, consumers also perceived banks as demonstrating low levels of
ethical standards in their behavior toward the community. Only 20 per cent of respondents
perceived their banks to be positively trustworthy and just 12 per cent either agreed or
strongly agreed with banks being ethical toward the community at large. These
observations were positively correlated with service dissatisfaction. Table I provides the
descriptive statistics.

Using SPSS, we followed stepwise multivariate linear regression models to test the
hypotheses discussed in the second section and summarized in Figure 1 and Table III.
Response scores were centered for ordinary least square (OLS) analysis. The dependent
variable is assumed to have independent and identical error terms distributed normally
around a zero mean. Variance inflation factor scores were between 1.76 and 1.14, well below
10, indicating negligible concerns for multicollinearity (Salmeron et al., 2013). We also
conducted robustness checks on non-centered data using ordinal regression that
appropriately addresses the need when dependent variables are Likert scored. Both OLS and
ordinal regression provide consistent results. We present analysis based on OLS results as
follows.

Model 1 examines H2, H3 and H4 concerning relationships of CSR perception with
trustworthiness, dissatisfaction based on service responsiveness and ethical behavior
toward the community, respectively. Model 2 tests the central hypothesis in this paper, H1,
by incorporating CSR action while controlling for other independent variables. Models 3, 4
and 5 test moderating H5, H6 and H7. We extend analysis via Model 6 that tests three way
interaction effects (Baron and Kenny, 1986). Table II summarizes the results of the various
models.

As shown, Model 2 offers strong support for H1 (p value 0.00), suggesting that CSR
action is vital in shaping consumers’ perception of socially responsible behavior of their
service providers. In Model 1, H2 found strong support across all models except Model 6 (p
values from 0.019 to 0.064). H2 suggests that trust in their banks will positively shape
consumers’ perception of their banks as socially responsible. Model 1 allows us to test for
H3 as well. All models underscore that dissatisfaction with service level was not statistically
significant in affecting perception of the organization as being socially responsible, although
the direction suggests a negative relationship as hypothesized in H3. H4 suggests ethical
behavior toward the community to be significantly related to consumers’ perception that
their banks are socially responsible and was not supported in any of the models. It is
interesting to note that while consumers’ direct observations and overall trust in their bank
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relates to their CSR perception, most of the consumers in our data did not see their banks as
being ethically sensitive toward the local community, and it did not seem to affect their
perception of banks as being socially responsible.

H1 remains statistically significant in all models except the ones with interaction terms
involving dissatisfaction. The model with CSR action adds substantially more explanatory
power, while the models involving additional interaction terms fail to improve it further.
Indeed Models 3, 4 and 5 fail to provide any support for H5, H6 and H7, respectively,
summarized in Table III. It is noteworthy that although not statistically significant, CSR
actions seem to mitigate statistically insignificant negative effect of dissatisfaction with
service level on consumers’ perception of their service provider as socially responsible.

5. Discussion and conclusions
CSR perception – consumers’ view of their service providers as being socially responsible –
is found to have some inconsistent linkages with several related organizational actions.
While CSR perceptions have an effect on business outcomes and have been widely observed,
we are unaware of studies that examine antecedents to the perception of CSR. This paper
seeks to fill that gap.

We find that CSR actions relate to CSR perception in the following ways. When clients
saw their banks actively involved in solving social problems, their positive CSR perceptions
were significant. We found that the consumer’s own trust in the firm’s trustworthiness in
general – observed via trust in sales and advertising tactics – directly and independently
shaped whether they perceive their service provider to be socially responsible.Wemight say
there is a moral high road associated with CSR perception, consistent with moral agency,
defined as the capacity of a group, or of individuals in a group to act morally (Edwards et al.,
2011). This appears to be distinct from the more routine operational aspects of customer
service and transactions. Thus, we see evidence that macro-level altruistic elements of moral
agency are focal. For example, Neubert et al. (2009) identified a virtuous cycle of ethical
leadership in which managers who were perceived as honest, trustworthy and fair
contributed to a positive work experience. Karmark (2005) identified the value of
trustworthiness in influencing perceptions of an organization’s CSR. Perceptions of various
actions as well as general trustworthiness factor into observations of the moral character of
a firm (Collier, 1995; Moore, 1999; Solomon, 1992).

However, interestingly, being seen as prioritizing in favor of profitability rather than
helping local community members – e.g. the perception that the bank does not engage in
business that loses money –was not found to affect CSR perception. Thus, there appeared to
be a significant CSR linkage to business programs benevolent in a macro sense, although
not necessarily expecting local charity at the cost of the bank’s economic interest. Similarly,
customer dissatisfaction with service levels from their bank also did not seem to affect

Table III.
Assessment of
research hypotheses

Hypotheses p value (< 0.05) Supported

H1 0.000 Yes
H2 0.019 Yes
H3 0.405 No
H4 0.696 No
H5 0.280 No
H6 0.307 No
H7 0.211 No
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consumers’ CSR perception. Moreover, while extant research shows that factors such as
satisfaction with service level, trustworthiness and ethical behavior toward the community
at large can affect CSR’s relationship to favorable consumer behavior outcomes, our results
suggest that these factors do not necessarily all have such a direct impact on the linkage
between CSR actions and CSR perception. In this way, positive outcomes sometimes
attributed to social responsibility campaigns may not be directly related to the individuals’
perceptions of CSR.

6. Limitations and implications
Findings which are not statistically significant can be useful to practitioners, although less
publishable traditionally (Meyer et al., 2017). Presentation of unsupported hypotheses also
reduces concerns of researchers’ “p-hacking” (Bettis, 2012) and post hoc theorizing (Bosco
et al., 2016). Interaction terms that were not supported in this study indicate that there were
not more complex perceptual relationships taking place between the survey measures. The
selection of a single industry in one geographical area acts as a natural control variable.
However, generalizability of the results may be limited. Additionally, causality cannot be
inferred from cross-sectional data. Future research needs broader sampling. Additional
independent variables would be welcome as well.

This study offers managerial implications. It supports CSR actions that address “big
picture” social issues; poverty, health, etc., and underscores the need to avoid actions that
may damage consumer trust such as misleading marketing tricks and schemes. A primary
contribution of this work is in finding that customers did not expect the bank to engage in
costly initiatives just to help local residents. Indeed, while consumers in our study positively
responded to “big picture” CSR actions, they did not seem to think the bank should lose
money in its normal operations to be charitable toward the community. Based on this, we
would infer that firms should seek the higher motives.

In application of these findings, the firm has responsibility to attempt shaping its
narratives in the face of bad publicity. Commonwealth Bank may be ultimately successful in
surviving their unlawful transactions scandal if they can characterize it as an internal
business issue, albeit probably ill-advised. However, if the public perceives their behavior as
an affront to the common good, substantial fallout could be anticipated. Certain prominent
corporations including Google and Disney receive high marks in CSR surveys (RepTrack,
2015), while others such as Walmart, despite significant impact via their emphasis on
environmentally sustainable packaging and transportation, do not generally garner such
favorable CSR attention (Troutman, 2015). All of these firms receive negative publicity at
times on their real or supposed ethical missteps, and all spend heavily on CSR, yet
perceptions vary widely.

Our research explains some of the peculiarities observed in practice. Microsoft has an
altruistic approach in its funding of causes for human rights and child safety. Along with
Google and the Walt Disney Company, they have stayed at the top in CSR surveys since
2013, despite a history of aggressive market dominance and willing compliance with NSA
spying by the government upon citizens (Greenwald et al., 2013; RepTrack, 2015). Such
compartmentalization of CSR activities in favor of societal good might somewhat inoculate
an organization from its own organizational misconduct (Palmer, 2013). For Walmart’s CSR,
perhaps less based on charity but more on efficiency, the relationships discovered in this
study may offer some explanation. Walmart’s general lack of positive recognition
(Troutman, 2015) for substantial environmental efforts via streamlining of operations,
transportation and packaging are initiatives that apply to their routine business activities

CSR
authenticity
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(Wahba, 2015). Such CSR agendas do not resonate as strongly as Microsoft’s charity toward
humanity.

Conceptually, we recognize that CSR is a thorny abstraction that can consume
considerable organizational resources to satisfy and array of stakeholder expectations.
Not all of the expected elements of social responsibility related behavior in our study
were seen to be influential to the overall perception of the firms’ CSR. It seems that a
decisive factor in the determination of a firm as socially responsible arises from a moral
agency perspective in which the firm acts in a morally concerned way toward big social
challenges. We find confirmation of McWilliams and Siegel’s (2001, p. 117) definition of
CSR as “actions that appear to further some social good, beyond the interests of the firm
and that which is not required by law”. Thus, there is authenticity in the firm
displaying an altruistic intent in supporting causes that resonate with the improvement
of the human condition while also pursuing business profitability, in being seen as
“walking the CSR talk”.

References
Aaltola, E. (2014), “Varieties of empathy andmoral agency”,Topoi, Vol. 33 No. 1, pp. 243-253.
Albinger, H. and Freeman, S. (2000), “Corporate social performance and attractiveness as an employer

to different job seeking populations”, Journal of Business Ethics, Vol. 22 No. 3, pp. 243-253.
Arendt, S. and Brettel, M. (2010), “Understanding the influence of corporate social responsibility on

corporate identity, image, and firm performance”, Management Decision, Vol. 48 No. 10,
pp. 1469-1492.

Asher, J. (1991), “When a good cause is also a good business”, Journal of Bank Marketing, Vol. 23,
pp. 30-32.

Bandura, A. (2002), “Selective moral disengagement in the exercise of moral agency”, Journal of Moral
Education, Vol. 31 No. 2, pp. 101-119.

Bandura, A. (1976), “Social learning theory”, in Spence, T., Carson, R.C. and Thibaut, J.W. (Eds),
Behavioral Approaches to Therapy, General Learning Press, Morristown, NJ, pp. 1-46.

Baron, R.M. and Kenny, D.A. (1986), “The moderator–mediator variable distinction in social
psychological research: conceptual, strategic, and statistical considerations”, Journal of
Personality and Social Psychology, Vol. 51 No. 6, pp. 1173-1182.

Bergkvist, L. and Rossiter, J.R. (2007), “The predictive validity of multiple-item versus single-item
measures of the same constructs”, Journal of Marketing Research, Vol. 44 No. 2, pp. 175-184.

Bettis, R.A. (2012), “The search for asterisks: compromised statistical tests and flawed theory”,
Strategic Management Journal, Vol. 33 No. 1, pp. 108-113.

Bhattacharya, C.B. and Sen, S. (2004), “Doing better at doing good: when, why, and how consumers
respond to corporate social initiatives”, CaliforniaManagement Review, Vol. 47 No. 1, pp. 9-24.

Blanco, B., Guillam�on-Saorín, E. and Guiral, A. (2013), “Do non-socially responsible companies achieve
legitimacy through socially responsible actions? The mediating effect of innovation”, Journal of
Business Ethics, Vol. 117 No. 1, pp. 67-83.

Bosco, F.A., Aguinis, H., Field, J.G., Pierce, C.A. and Dalton, D.R. (2016), “HARKing’s threat to
organizational research: evidence from primary and meta-analytic sources”, Personnel
Psychology, Vol. 69 No. 3, pp. 709-750.

Bowen, F. (2014), After Greenwashing: Symbolic Corporate Environmentalism and Society, Cambridge
University Press, Cambridge.

Brown, T.J. and Dacin, P.A. (1997), “The company and the product: corporate associations and
consumer product responses”, Journal of Marketing, Vol. 61 No. 1, pp. 68-84.

IJOA
26,4

624

D
ow

nl
oa

de
d 

by
 D

oc
to

r 
F.

 R
ob

er
t B

uc
ha

na
n 

A
t 0

7:
22

 1
5 

O
ct

ob
er

 2
01

8 
(P

T
)

https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1007%2Fs11245-013-9205-8&citationId=p_1
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1080%2F0305724022014322&isi=000176477300001&citationId=p_5
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1080%2F0305724022014322&isi=000176477300001&citationId=p_5
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1111%2Fpeps.12111&isi=000388291100006&citationId=p_12
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1111%2Fpeps.12111&isi=000388291100006&citationId=p_12
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1002%2Fsmj.975&isi=000297971600007&citationId=p_9
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1023%2FA%3A1006289817941&citationId=p_2
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&system=10.1108%2F00251741011090289&isi=000286554500004&citationId=p_3
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.2307%2F41166284&isi=000225447100003&citationId=p_10
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1037%2F0022-3514.51.6.1173&isi=A1986F285400010&citationId=p_7
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1037%2F0022-3514.51.6.1173&isi=A1986F285400010&citationId=p_7
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.2307%2F1252190&isi=A1997WD84900006&citationId=p_14
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1007%2Fs10551-012-1503-3&isi=000325183800005&citationId=p_11
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1007%2Fs10551-012-1503-3&isi=000325183800005&citationId=p_11
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1509%2Fjmkr.44.2.175&isi=000246541700001&citationId=p_8


Cacioppe, R., Forster, N. and Fox, M. (2008), “A survey of managers’ perceptions of corporate ethics and
social responsibility and actions that may affect companies’ success”, Journal of Business Ethics,
Vol. 82 No. 3, pp. 681-700.

Campbell, D. and Fiske, D. (1959), “Convergent and discriminant validation by the multitrait-
multimethodmatrix”, Psychological Bulletin, Vol. 56 No. 2, pp. 81-105.

Carrigan, M. and Attalla, A. (2001), “The myth of the ethical consumer- do ethics matter in purchase
behaviour?”, Journal of ConsumerMarketing, Vol. 18 No. 7, pp. 560-577.

Carroll, A.B. (1991), “The pyramid of corporate social responsibility: toward the moral management of
organizational stakeholders”, Business Horizons, Vol. 34 No. 4, pp. 39-48.

Chi-Shiun, L., Chin-Fang, Y. and Hsin-Chieh, W. (2015), “The influence of product-harm crises on
consumer attribution and identification: the moderating effect of corporate social responsibility”,
Procedia – Social and Behavioral Sciences, Vol. 207 No. 20, pp. 553-559.

Clark, J.M. (1916), “The changing basis of economic responsibility”, Journal of Political Economy, Vol. 24
No. 3, pp. 218-224.

Collier, J. (1995), “The virtuous organization”, Business Ethics: A European Review, Vol. 4 No. 3,
pp. 143-149.

Crane, A., Palazzo, G., Spence, L. andMatten, D. (2014), “Contesting the value of ‘creating shared value”,
CaliforniaManagement Review, Vol. 56 No. 2, pp. 130-153.

Dans, E. (2015), “Volkswagen and the failure of corporate social responsibility”, available at:
www.forbes.com/sites/enriquedans/2015/09/27/volkswagen-and-the-failure-of-corporate-
social-responsibility/#39bd86fc6128 (accessed 13 November 2015).

De Roeck, K., Marique, G., Stinglhamber, F. and Swaen, V. (2014), “Understanding employees’
responses to corporate social responsibility: mediating roles of overall justice and organisational
identification”, International Journal of Human Resource Management, Vol. 25 No. 1, pp. 91-112.

Du, S., Bhattacharya, C. and Sen, S. (2015), “Corporate social responsibility, multi-faceted job-products,
and employee outcomes”, Journal of Business Ethics, Vol. 131 No. 2, pp. 319-335.

Du, S., Sen, S. and Bhattacharya, C.B. (2007), “Reaping relational rewards from corporate social
responsibility: the role of competitive positioning”, International Journal of Research in
Marketing, Vol. 24 No. 3, pp. 224-241.

Edwards, I., Delany, C.M., Townsend, A.F. and Swisher, L.L. (2011), “Moral agency as enacted justice: a
clinical and ethical decision-making framework for responding to health inequities and social
injustice”, Physical Therapy, Vol. 91 No. 11, pp. 1653-1663.

Ellen, P.S., Webb, D.J. and Mohr, L.A. (2006), “Building corporate associations: consumer attributions
for corporate socially responsible programs”, Journal of the Academy of Marketing Science,
Vol. 34 No. 2, pp. 147-157.

Fatma, M., Rahman, Z. and Khan, I. (2015), “Building company reputation and Brand equity through
CSR: the mediating role of trust in the banking industry”, International Journal of Bank
Marketing, Vol. 33 No. 6, pp. 840-856.

Fenn, D. (1995), “The unexpected advantage”, Inc. Magazine, No. 17, p. 119.
Ferguson, A. (2017), “The knowns and unknowns in CBA’s money laundering scandal”, available at:

www.smh.com.au/business/banking-and-finance/the-knowns-and-unknowns-in-cbas-money-
laundering-scandal-20170818-gxzafi.html (accessed 2 October 2017).

Ferrell, O. (2004), “Business ethics and customer stakeholders”, Academy of Management Perspectives,
Vol. 18 No. 2, pp. 126-129.

Fiske, D. (1982), “Convergent-discriminant validation in measurements and research strategies”,
in Brinberg, D. and Kidder, L. (Eds), New Directions for Methodology of Social
and Behavioral Science: Forms of Validity in Research, Jossey-Bass, San Francisco, Vol. 22
No. 12, pp. 77-92.

CSR
authenticity

625

D
ow

nl
oa

de
d 

by
 D

oc
to

r 
F.

 R
ob

er
t B

uc
ha

na
n 

A
t 0

7:
22

 1
5 

O
ct

ob
er

 2
01

8 
(P

T
)

http://www.forbes.com/sites/enriquedans/2015/09/27/volkswagen-and-the-failure-of-corporate-social-responsibility/#39bd86fc6128
http://www.forbes.com/sites/enriquedans/2015/09/27/volkswagen-and-the-failure-of-corporate-social-responsibility/#39bd86fc6128
http://www.smh.com.au/business/banking-and-finance/the-knowns-and-unknowns-in-cbas-money-laundering-scandal-20170818-gxzafi.html
http://www.smh.com.au/business/banking-and-finance/the-knowns-and-unknowns-in-cbas-money-laundering-scandal-20170818-gxzafi.html
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1007%2Fs10551-007-9586-y&isi=000260008900013&citationId=p_15
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.2522%2Fptj.20100351.20&isi=000296609000008&citationId=p_27
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1037%2Fh0046016&isi=A1959WD16300001&citationId=p_16
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1086%2F252799&citationId=p_20
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1080%2F09585192.2013.781528&isi=000326349800005&citationId=p_24
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1177%2F0092070305284976&isi=000237112100007&citationId=p_28
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.5465%2Fame.2004.13836176&citationId=p_32
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&system=10.1108%2F07363760110410263&citationId=p_17
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1111%2Fj.1467-8608.1995.tb00245.x&citationId=p_21
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1007%2Fs10551-014-2286-5&isi=000363954800004&citationId=p_25
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&system=10.1108%2FIJBM-11-2014-0166&isi=000216517800010&citationId=p_29
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&system=10.1108%2FIJBM-11-2014-0166&isi=000216517800010&citationId=p_29
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1016%2F0007-6813%2891%2990005-G&citationId=p_18
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1525%2Fcmr.2014.56.2.130&isi=000331852500007&citationId=p_22
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1016%2Fj.ijresmar.2007.01.001&isi=000249729300004&citationId=p_26
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1016%2Fj.ijresmar.2007.01.001&isi=000249729300004&citationId=p_26


Fombrun, C. and Shanley, M. (1990), “What is in a name? Reputation building and corporate strategy”,
Academy ofManagement Journal, Vol. 33 No. 2, pp. 233-258.

French, P.A. (1984), Collective and Corporate Responsibility, Columbia University Press, New York, NY.
Friedman, M. (1962), Capitalism and Freedom, Chicago University Press, Chicago.

Garrett, J.E. (1989), “Unredistributable corporate moral responsibility”, Journal of Business Ethics,
Vol. 8 No. 7, pp. 535-545.

George, D. and Mallery, P. (2003), SPSS for Windows Step by Step: A Simple Guide and Reference. 11.0
Update, 4th ed., Allyn& Bacon, Boston, MA.

Greenwald, G., MacAskill, E., Poitras, L., Ackerman, S. and Rushe, D. (2013),HowMicrosoft Handed the
NSAAccess to EncryptedMessages, The Guardian, London.

Jin, K. and Drozdenko, R. (2010), “Relationships among perceived organizational core values,
corporate social responsibility, ethics, and organizational performance outcomes: an
empirical study of information technology professionals”, Journal of Business Ethics,
Vol. 92 No. 3, pp. 341-359.

Johnson, M.D., Gustafsson, A., Andreassen, T.W., Lervik, L. and Cha, J. (2001), “The evolution and
future of national customer satisfaction index models”, Journal of Economic Psychology, Vol. 22
No. 2, pp. 217-245.

Jose, S. and Buchanan, F. (2013), “Marketing at the bottom of the pyramid: service quality sensitivity of
captive microfinance borrowers”, Journal of ConsumerMarketing, Vol. 30 No. 7, pp. 573-582.

Jose, S., Khare, N. and Buchanan, F. (2015), “Serving the poor: captive market CSR and repurchase
intention”, International Journal of BankMarketing, Vol. 33 No. 3, pp. 316-329.

Joyner, B. and Payne, D. (2002), “Evolution and implementation: a study of values, business ethics and
corporate social responsibility”, Journal of Business Ethics, Vol. 41 No. 4, pp. 297-311.

Karmark, E. (2005), “Living the brand: towards the second wave of corporate branding”, in Schultz, M.,
Antorini, Y. and Csaba, F. (Eds), Corporate Branding Purpose/People/Process, Copenhagen
Business School, Copenhagen, pp. 103-124.

Klein, J. and Dawar, N. (2004), “Corporate social responsibility and consumers’ attributions and brand
evaluations in a product–harm crises”, International Journal of Research in Marketing, Vol. 21
No. 3, pp. 203-217.

Lanis, R. and Richardson, G. (2015), “Is corporate social responsibility performance associated with tax
avoidance?”, Journal of Business Ethics, Vol. 127 No. 2, pp. 439-457.

Liodice, B. (2010), “10 companies with social responsibility at the core”, available at: http://adage.com/article/
cmo-strategy/10-companies-social-responsibility-core/143323/ (accessed 13November 2016).

Lundstrom, W.J. and Lamont, L.M. (1976), “The development of a scale to measure consumer
discontent”, Journal of Marketing Research, Vol. 13 No. 4, pp. 373-381.

Luo, X. and Bhattacharya, C.B. (2006), “Corporate social responsibility, customer satisfaction, and
market value”, Journal of Marketing, Vol. 70 No. 4, pp. 1-18.

Lyon, T. and Montgomery, A. (2015), “The means and end of greenwash”, Organization &
Environment, Vol. 28 No. 2, pp. 223-249.

McDonald, L.M. and Rundle-Thiele, S. (2008), “Corporate social responsibility and bank customer
satisfaction: a research agenda”, International Journal of BankMarketing, Vol. 26 No. 3, pp. 170-182.

McKenzie, N., Baker, R. and Mitchell, G. (2017), “It’s not just CBA: all the banks are exposed to millions
in money laundering”, Sydney Morning Herald, 15 September, available at: www.smh.com.au/
business/banking-and-finance/its-not-just-cba-all-the-banks-are-exposed-to-millions-in-money-
laundering-20170914-gyhhpi.html (accessed 2 October 2017).

McShane, L. and Cunningham, P. (2012), “To thine own self be true? Employees’ judgments of the
authenticity of their organization’s corporate social responsibility program”, Journal of Business
Ethics, Vol. 108 No. 1, pp. 81-100.

IJOA
26,4

626

D
ow

nl
oa

de
d 

by
 D

oc
to

r 
F.

 R
ob

er
t B

uc
ha

na
n 

A
t 0

7:
22

 1
5 

O
ct

ob
er

 2
01

8 
(P

T
)

http://adage.com/article/cmo-strategy/10-companies-social-responsibility-core/143323/
http://adage.com/article/cmo-strategy/10-companies-social-responsibility-core/143323/
http://www.smh.com.au/business/banking-and-finance/its-not-just-cba-all-the-banks-are-exposed-to-millions-in-money-laundering-20170914-gyhhpi.html
http://www.smh.com.au/business/banking-and-finance/its-not-just-cba-all-the-banks-are-exposed-to-millions-in-money-laundering-20170914-gyhhpi.html
http://www.smh.com.au/business/banking-and-finance/its-not-just-cba-all-the-banks-are-exposed-to-millions-in-money-laundering-20170914-gyhhpi.html
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.2307%2F256324&isi=A1990DE93000001&citationId=p_34
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.2307%2F3151020&isi=A1976CM63400007&citationId=p_49
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&system=10.1108%2FJCM-03-2013-0499&citationId=p_42
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1016%2Fj.ijresmar.2003.12.003&isi=000224293100001&citationId=p_46
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1509%2Fjmkg.70.4.1&isi=000241338600001&citationId=p_50
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1007%2Fs10551-011-1064-x&isi=000304104100008&citationId=p_54
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1007%2Fs10551-011-1064-x&isi=000304104100008&citationId=p_54
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&system=10.1108%2FIJBM-07-2014-0102&isi=000216516600008&citationId=p_43
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1007%2Fs10551-014-2052-8&isi=000350874600013&citationId=p_47
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1177%2F1086026615575332&isi=000360631500006&citationId=p_51
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1177%2F1086026615575332&isi=000360631500006&citationId=p_51
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1007%2Fs10551-009-0158-1&isi=000274547200002&citationId=p_40
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1023%2FA%3A1021237420663&isi=000179517600001&citationId=p_44
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&system=10.1108%2F02652320810864643&citationId=p_52
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1007%2FBF00382929&isi=A1989AW27100003&citationId=p_37
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1016%2FS0167-4870%2801%2900030-7&isi=000168938700006&citationId=p_41


McWilliams, A. and Siegel, D.S. (2001), “Corporate social responsibility: a theory of the firm
perspective”,Academy ofManagement Review, Vol. 26 No. 1, pp. 117-127.

Maignan, I. (2001), “Consumers’ perceptions of corporate social responsibilities: a cross-cultural
comparison”, Journal of Business Ethics, Vol. 30 No. 1, pp. 57-72.

Maignan, I. and Ferrell, O.C. (2003), “Nature of corporate responsibilities: perspectives from American,
French and German consumers”, Journal of Business Research, Vol. 56 No. 1, pp. 55-67.

Malhotra, N.K. (2004),Marketing Research: AnApplied Orientation, Prentice Hall, Upper Saddle River NJ.
Margolis, J.D. and Walsh, J.P. (2001), People and Profits: The Search for a Link between a Company’s

Social and Financial Performance, Lawrence ErlbaumAssociates, Mahwah, NJ.
Marin, L. and Ruiz, S. (2007), “I need you too! ‘corporate identity attractiveness for consumers and the

role of social responsibility”, Journal of Business Ethics, Vol. 71 No. 3, pp. 245-260.
Maurer, T. and Tarulli, B. (1994), “Investigation of perceived environment, perceived outcome, and

person variables in relationship to voluntary development activity by employees”, Journal of
Applied Psychology, Vol. 79 No. 1, pp. 3-14.

Meyer, J.W. and Scott, W.R. (1983), Organizational Environments: Ritual and Rationality, Sage, Beverly
Hills, CA.

Meyer, K.E., van Witteloostuijn, A. and Beugelsdijk, S. (2017), “What’s in a p? Reassessing best
practices for conducting and reporting hypothesis-testing research”, Journal of International
Business Studies, Vol. 48 No. 5, pp. 535-549.

Mohr, L.A. and Webb, D.J. (2005), “The effects of corporate social responsibility and price on consumer
responses”, Journal of Consumer Affairs, Vol. 39 No. 1, pp. 121-147.

Mohr, L.A., Webb, D.J. and Harris, K.E. (2001), “Do consumers expect companies to be socially
responsible? The impact of corporate social responsibility on buying behavior”, Journal of
Consumer Affairs, Vol. 35 No. 1, pp. 45-72.

Moore, G. (1999), “Corporate moral agency: review and implications”, Journal of Business Ethics, Vol. 21
No. 4, pp. 329-343.

Neubert, M., Carlson, D., Kacmar, K., Roberts, J. and Chonko, L. (2009), “The virtuous influence of ethical
leadership behavior: evidence from the field”, Journal of Business Ethics, Vol. 90 No. 2, pp. 157-170.

Noe, R. and Wilk, S. (1993), “Investigation of the factors that influence employees’ participation in
developmental activities”, Journal of Applied Psychology, Vol. 78 No. 2, pp. 291-302.

Nunnally, J. (1978), Psychometric Theory, McGraw-Hill, New York.

Öberseder, M., Schlegelmilch, B., Murphy, P. and Gruber, V. (2014), “Consumers’ perceptions of
corporate social responsibility: scale development and validation”, Journal of Business Ethics,
Vol. 124 No. 1, pp. 101-115.

Palmer, D.A. (2013), “The new perspective on organizational wrongdoing”, California Management
Review, Vol. 56 No. 1, pp. 5-23.

Panwar, R., Paul, K., Nybakk, E., Hansen, E. and Thompson, D. (2014), “The legitimacy of CSR actions
of publicly traded companies versus family-owned companies”, Journal of Business Ethics,
Vol. 125 No. 3, pp. 481-496, available at: https://doi.org/10.1007/s10551-013-1933-6

Planken, B., Nickerson, C. and Sahu, S. (2013), “CSR across the globe: Dutch and Indian consumers’
responses to CSR”, International Journal of Organizational Analysis, Vol. 21 No. 3, pp. 357-372,
availble at: https://doi. org/10.1108/IJOA-Jan-2012-0551

Rathert, C., May, D. and Chung, H. (2016), “Nurse moral distress: a survey identifying predictors and
potential interventions”, International Journal of Nursing Studies, Vol. 53, pp. 39-49, doi: https://
doi.org/10.1016/j.ijnurstu.2015.10.007.

RepTrack (2015), “Global CSR reputation ranking of the 100 most reputable firms by the general
gublic across 15 countries”, available at: www.reputationinstitute.com/CMSPages
(accessed 11 July 2016).

CSR
authenticity

627

D
ow

nl
oa

de
d 

by
 D

oc
to

r 
F.

 R
ob

er
t B

uc
ha

na
n 

A
t 0

7:
22

 1
5 

O
ct

ob
er

 2
01

8 
(P

T
)

https://doi.org/10.1007/s10551-013-1933-6
https://doi.org/10.1108/IJOA-Jan-2012-0551
http://dx.doi.org/https://doi.org/10.1016/j.ijnurstu.2015.10.007
http://dx.doi.org/https://doi.org/10.1016/j.ijnurstu.2015.10.007
http://www.reputationinstitute.com/CMSPages
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1525%2Fcmr.2013.56.1.5&isi=000326906700001&citationId=p_71
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1525%2Fcmr.2013.56.1.5&isi=000326906700001&citationId=p_71
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1023%2FA%3A1006433928640&isi=000166800500006&citationId=p_56
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1007%2Fs10551-006-9137-y&isi=000244309700002&citationId=p_60
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1111%2Fj.1745-6606.2005.00006.x&isi=000228081600006&citationId=p_64
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1037%2F0021-9010.78.2.291&isi=A1993KY24100014&citationId=p_68
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1007%2Fs10551-013-1933-6&isi=000345380000006&citationId=p_72
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1016%2FS0148-2963%2801%2900222-3&isi=000180724700005&citationId=p_57
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1037%2F0021-9010.79.1.3&isi=A1994MX05200001&citationId=p_61
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1037%2F0021-9010.79.1.3&isi=A1994MX05200001&citationId=p_61
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1111%2Fj.1745-6606.2001.tb00102.x&isi=000173229200003&citationId=p_65
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1111%2Fj.1745-6606.2001.tb00102.x&isi=000173229200003&citationId=p_65
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&system=10.1108%2FIJOA-Jan-2012-0551&citationId=p_73
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1023%2FA%3A1006020214228&isi=000081927300005&citationId=p_66
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1007%2Fs10551-013-1787-y&isi=000342441900007&citationId=p_70
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.5465%2Famr.2001.4011987&isi=000166430200014&citationId=p_55
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1016%2Fj.ijnurstu.2015.10.007&isi=000366873100005&citationId=p_74
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.4324%2F9781410600622&citationId=p_59
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.4324%2F9781410600622&citationId=p_59
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1057%2Fs41267-017-0078-8&isi=000404122000001&citationId=p_63
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1057%2Fs41267-017-0078-8&isi=000404122000001&citationId=p_63
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1007%2Fs10551-009-0037-9&isi=000271749800001&citationId=p_67


Romani, S. and Grappi, S. (2014), “How companies’ good deeds encourage consumers to adopt pro-
social behavior”, European Journal of Marketing, Vol. 48 Nos 5/6, pp. 943-963.

Salmeron, R., Garcia, C. and Lopez, M. (2013), “A note about the variance inflation factor and the ridge
regression”, Conference of Informatics and Management Sciences, Economy and Business
Economics,University of Zilina, Slovakia.

Sen, S. and Bhattacharya, C.B. (2001), “Does doing good always lead to doing better? Consumer reactions
to corporate social responsibility”, Journal ofMarketing Research, Vol. 38 No. 2, pp. 225-243.

Sen, S., Bhattacharya, C.B. and Korschun, D. (2006), “The role of corporate social responsibility in
strengthening multiple stakeholder relationships: a field experiment”, Journal of the Academy of
Marketing Science, Vol. 34 No. 2, pp. 158-166.

Shank, T.M., Manullang, D.K. and Hill, R.P. (2005), “Is it better to be naughty or nice?”, The Journal of
Investing, Vol. 14 No. 3, pp. 82-87.

Smith, K.T. and Alexander, J.J. (2013), “Which CSR-related headings do fortune 500 companies use on
their websites?”, Business Communication Quarterly, Vol. 76 No. 2, pp. 155-171.

Solomon, R.C. (1992), Ethics and Excellence, Cooperation and Integrity in Business, Oxford University
Press, New York, NY.

Speckman, R.E. (1988), “Strategic supplier selection: understanding long-term buyer relations”,
Business Horizons, Vol. 31 No. 4, pp. 75-81.

Spector, P. (1994), “Using self-report questionnaires in OB research: a comment on the use of a
controversial method”, Journal of Organizational Behavior, Vol. 15 No. 5, pp. 385-392.

Statman, M. and Glushkov, D. (2009), “The wages of social responsibility”, Financial Analysts Journal,
Vol. 65 No. 4, pp. 33-46.

Svensson, G. and Wood, G. (2004), “Corporate ethics and trust in intra-corporate relationships”,
Employee Relations Journal, Vol. 26 No. 3, pp. 320-336.

Troutman, K. (2015), “5 of the most hated businesses in America”, The Cheatsheet, available at: www.
cheatsheet.com/business/the-top-5-worst-corporate-citizens-in-the-u-s.html/?a=viewall (accessed
11 July 2016).

Truscott, R.A., Bartlett, J.L. and Tywoniak, S.A. (2009), “The reputation of the corporate social
responsibility industry in Australia”,AustralianMarketing Journal, Vol. 17 No. 2, pp. 84-91.

Turban, D.B. and Greening, D.W. (1997), “Corporate social performance and organizational
attractiveness of prospective employees”, Academy of Management Journal, Vol. 40 No. 3,
pp. 658-672.

Vlachos, P.A., Tsamakos, A., Vrechopoulos, A.P. and Avramidis, P.K. (2009), “Corporate social
responsibility: attributions, loyalty, and the mediating role of trust”, Journal of the Academy of
Marketing Science, Vol. 37 No. 2, pp. 170-180.

Vogel, D.J. (2005), “Is there a market for virtue? the business case for corporate social responsibility”,
CaliforniaManagement Review, Vol. 47 No. 4, pp. 19-45.

Wahba, P. (2015), “Walmart: there’s no conflict between sustainability and good business”, available at:
http://fortune.com/2015/09/29/walmart-sustainability/ (accessed 11 July 2015).

Walsh, G. and Bartikowski, B. (2013), “Exploring corporate ability and social responsibility
associations as antecedents of customer satisfaction cross-culturally”, Journal of Business
Research, Vol. 66 No. 8, pp. 989-995.

Webb, J.D. and Mohr, L.A. (1998), “A typology of customers’ responses to cause related
marketing: from skeptics to socially concerned”, Journal of Public Policy and Marketing,
Vol. 17 No. 2, pp. 226-239.

Wickert, C., Scherer, A. and Spence, L. (2016), “ Walking and talking corporate social responsibility:
implications of firm size and organizational cost”, Journal of Management Studies, Vol. 53 No. 7,
pp. 1169-1196.

IJOA
26,4

628

D
ow

nl
oa

de
d 

by
 D

oc
to

r 
F.

 R
ob

er
t B

uc
ha

na
n 

A
t 0

7:
22

 1
5 

O
ct

ob
er

 2
01

8 
(P

T
)

http://www.cheatsheet.com/business/the-top-5-worst-corporate-citizens-in-the-u-s.html/?a=viewall
http://www.cheatsheet.com/business/the-top-5-worst-corporate-citizens-in-the-u-s.html/?a=viewall
http://fortune.com/2015/09/29/walmart-sustainability/
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&system=10.1108%2F01425450410530682&citationId=p_86
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1007%2Fs11747-008-0117-x&isi=000265020600006&citationId=p_90
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1007%2Fs11747-008-0117-x&isi=000265020600006&citationId=p_90
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&isi=000077443300007&citationId=p_94
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1177%2F0092070305284978&isi=000237112100008&citationId=p_79
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1177%2F0092070305284978&isi=000237112100008&citationId=p_79
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1016%2F0007-6813%2888%2990072-9&isi=A1988P346500012&citationId=p_83
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.2307%2F41166315&isi=000231554700002&citationId=p_91
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&system=10.1108%2FEJM-06-2012-0364&isi=000339629300007&citationId=p_76
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.3905%2Fjoi.2005.580553&citationId=p_80
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.3905%2Fjoi.2005.580553&citationId=p_80
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1111%2Fjoms.12209&isi=000387351700004&citationId=p_95
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1002%2Fjob.4030150503&isi=A1994PJ50600001&citationId=p_84
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1016%2Fj.ausmj.2009.05.001&citationId=p_88
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1177%2F1080569912471185&citationId=p_81
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.2469%2Ffaj.v65.n4.5&isi=000207898900006&citationId=p_85
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.2307%2F257057&isi=A1997XH20500008&citationId=p_89
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1016%2Fj.jbusres.2011.12.022&isi=000320221100006&citationId=p_93
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1016%2Fj.jbusres.2011.12.022&isi=000320221100006&citationId=p_93
https://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FIJOA-08-2017-1213&crossref=10.1509%2Fjmkr.38.2.225.18838&isi=000168807400007&citationId=p_78


Further reading
Coulter, K.S. and Coulter, R.A. (2002), “Determinants of trust in a service provider: the moderating role

of length of relationship”, Journal of ServicesMarketing, Vol. 16 No. 1, pp. 35-50.
Curwin, J. and Slater, R. (2002), Quantitative Methods for Business Decisions, Thomson Learning,

London.

Appendix. Survey items

CSR action
2.7: Bank takes a real interest in the community and is trying to improve quality of our life.
2.21: Bank is helping the community by providing them with the work.
2.23: My bank is actively involved in helping solve social problems.

CSR perception
2.45: My bank is good corporate citizen

Ethics toward community
2.4: Availability of credit makes spending too easy
2.8: Branch closures are another example of banks trying to maximize profit at the expense of

community
2.26: Government should enforce more ethical banking business practices
2.28: Bank does not want help local residents as it is not profitable
2.35: Advertising influences people to purchase products (credit cards) without understanding the

consequences.
2.44r: Bank branch closure can be justified

Trustworthiness
2.12 Government regulations are required to ensure banks price their services fairly
2.14 Often my bank cannot be trusted in what they say
2.20 Bank advertises special deals to get the customers in to sell them something else
2.25 Bank encourages consumers to buy more than they need

Dissatisfaction from responsiveness
2.5 Often I need assistance in the bank and I am not able to get it
2.19 My bank listens to customer complaints but then does nothing
2.27 Bank is not willing to listen to customer’s concerns
2.30 Bank staff is less concerned with the needs of the customers
2.31 Bank takes personal interest in customer rather than treat them as a number
2.32 As soon as bank gets your business, they forget you
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