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ABSTRACT 

 

 

 

Firms engage in Corporate Social Responsibility (CSR) and go to great 

lengths to showcase it to their consumers. Some firms even leverage on their CSR as 

a key facet of their business strategy. Although consumers have been reported to 

articulate positive preferences for CSR, CSR related consumer outcomes in the 

market remain poor in general. The primary reason for it is reported to be consumers’ 

perceived lack of value from CSR.  In view of that problem, this study set out to 

examine consumers’ perception of value from CSR. To that end, a mixed methods 

embedded research design was adopted. Drawing from the Self-theory, this study 

proposed a conceptual model that operationalised the perception of symbolic value 

from CSR to consumers and subsequently the outcomes therefrom. To validate the 

measurements and to assess the structural fit of the model, this study adopted the 

Partial Least Squares-Structural Equation Modelling (PLS-SEM) statistical 

technique. In addition, this study sought to further understand the meaning of the 

symbolic value that consumers experienced from CSR by conducting in-depth 

interviews. The findings validate this study’s proposed operationalisation of 

symbolic value from CSR to consumers. It was found that symbolic value perception 

was bifurcated on two levels of abstraction, which were the product and the firm, that 

lead to strong and enduring relationships between consumers and brands. This study 

also found that the meaning from the symbolic value that consumers experienced 

from CSR is profound, as it relates to an individual’s innate need for enhancement of 

his/her self-concept. The consumers were found to experience such meaning under 

six conditions related to CSR implementation. Namely when it is promoted, 

strategic, consistent, tangible, transparent, and innovative. Together, these findings 

contribute theoretically to the research on the dynamics of consumer value creation 

from CSR. In addition, it enables researchers to understand the meaning that 

consumers ascribe to the symbolic value that they perceive from CSR. These 

findings are also expected to assist firms in reformulating their marketing and 

consumer value delivery strategies towards generating better CSR related consumer 

outcomes in the market.  
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ABSTRAK 

 

 

 

Firma-firma melaksanakan tanggungjawab sosial korporat (CSR) dan 

bersungguh-sungguh untuk menarik perhatian para pengguna mereka terhadapnya. 

Sebilangan firma-firma juga menjadikan CSR sebagai komponen penting dalam 

strategi perniagaan mereka. Walaupun para pengguna menyuarakan pendapat yang 

positif terhadap CSR, namun reaksi sebenar mereka terhadapnya di pasaran adalah 

kurang menggalakkan. Sebab utama yang dilaporkan adalah kekurangan persepsi 

nilai daripada CSR pada kacamata para pengguna. Sehubungan itu, kajian ini 

mengkaji persepsi nilai pengguna daripada CSR, dengan menggunapakai kaedah 

kajiselidik campuran. Berdasarkan Self-theory, kajian ini mencadangkan sebuah 

model yang mengoperasikan persepsi nilai simbolik daripada CSR kepada para 

pengguna dan mengusulkan hasil daripadanya. Kaedah statistik Partial Least 

Squares-Structural Equation Modelling (PLS-SEM) telah digunapakai untuk 

mengukur dan mengesahkan model tersebut. Selain daripada itu, kajian ini cuba 

untuk memahami maksud nilai simbolik yang dialami dengan menggunapakai 

kaedah temubual yang mendalam. Hasil penemuan kajian ini telah mengesahkan 

pengoperasian nilai simbolik daripada CSR kepada para pengguna sepertimana yang 

diusulkan. Adalah didapati bahawa persepsi nilai simbolik daripada CSR terbahagi 

kepada dua peringkat penelitian, iaitu pada peringkat produk dan firma, yang mana 

menjurus kepada hubungan yang kukuh dan lebih bertahan di antara para pengguna 

dan jenama-jenama. Kajian ini juga mendapati bahawa maksud nilai simbolik yang 

diterima oleh para pengguna daripada CSR adalah berkaitan keperluan semulajadi 

mereka untuk menambahbaik sahsiah diri. Para pengguna didapati mengalami 

maksud tersebut di bawah enam keadaan yang bersangkut dengan CSR. Iaitu, apabila 

ianya dipromosikan, strategik, konsisten, nyata, telus, dan berinovatif. Secara 

keseluruhannya, penemuan kajian ini menyumbang secara teori kepada kajian 

berkenaan dinamik persepsi nilai pengguna daripada CSR. Di samping itu, ianya 

membolehkan para pengkaji untuk lebih memahami maksud tersirat di sebalik nilai 

simbolik yang diterima oleh para pengguna daripada CSR. Penemuan-penemuan 

kajian ini juga mampu membantu firma-firma untuk meformulasikan strategi 

pemasaran serta penyampaian nilai mereka ke arah mencapai sambutan pengguna 

yang lebih baik di pasaran. 
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CHAPTER 1 

 

 

 

INTRODUCTION 

 

 

 

1.1 Introduction 

 

  This chapter presents the background of this study, introduces the research 

domain and outlines the path of the study to its conclusion. It begins with a brief 

discussion on the relationship between corporate social responsibility (CSR) and a 

firm’s economic performance. Particularly in relation to the influence of consumer 

value in generating positive market outcomes. The focus of the research and the 

problem statement are discussed. Followed by the proposed conceptual model, 

research questions and hypotheses. The significance of this study, in the Malaysian 

context and elsewhere, is highlighted as well. This chapter closes with the general 

outline of this study, definition of key terms and finally, scope and delimitations of 

this study. 

 

 

1.2  Background of the Study 
 

1.2.1  Overview  

  

 Initially derided as a socialist movement (Friedman 1970), CSR is now 

common practice in developed as well as developing nations (Carroll and Shabana 

2010). Several reasons have been attributed for its growth. Some scholars point to 

CSR as a means for corporate redemption, following the various scandals in the west 

(Luo and Bhattacharya 2006; Wagner, Lutz, and Weitz 2009). Others believe it 
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coincides with the advent of globalisation that has extended the impact of firms 

beyond economic to social and environmental concerns as well (Logsdon and Wood, 

2002; Matten, Crane and Chapple, 2003). Critics of CSR on the other hand, blame it 

on the fall of communism and the rise of social advocacy groups (Wolf, 2004; 

Jensen, 2010). Meanwhile in developing countries such as Malaysia, it has been 

mostly the case of mimicking the west (Banerjee, 2008; Amran et al., 2013). In any 

case, as firms increasingly invest financial as well as non-financial resources into 

their CSR, the strategic nature of CSR turns ever more significant. A key aspect of 

that is the consumer value that is created from their CSR programmes (Woodruff, 

1997). In view of that, this study sets out to examine and understand how CSR 

creates value for consumers.  

 

 

 

1.2.2 CSR’s Implications on Firm’s Economic Performance 

  

Understandably, this burgeoning interest in CSR has spurred a great deal of 

scholarly research pertaining to its implications. In particular, the extent to which 

firms can ‘do well by doing good’ (Falck and Heblich, 2007). To ‘do well’, from a 

firm’s perspective, would imply gaining economic advantage. After all, a firm is an 

enterprise set up for making profit (Schmitz and Schrader, 2013). So while it may 

appear admirable, noble even, that a firm should engage in social and environmental 

causes, the primary objective of a firm remains economic. Nonetheless there is no 

denying that a firm is accountable for its negative externalities (McWilliams and 

Siegel, 2011). Regardless whether it impacts a firm’s social or environmental milieu, 

or both. Not least because these externalities have the potential to be charged back to 

the firm; eventually resulting in negative economic outcomes (Sen, Gürhan-Canli, 

and Morwitz, 2001). Issues such as pollution and poor working conditions for 

instance, have been known to result in fines, consumer boycotts and bad publicity for 

a firm. CSR therefore provides the avenue for a firm to manage and minimise the 

undesired consequences of its operations (Okoye, 2009). But in so being, it must be 

guided by economic considerations; just as its other strategic initiatives and 

programmes (Porter and Kramer, 2006; Lev, 2011). This principle represents the 
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underlying basis of this study throughout, the justifications of which are discussed in 

Chapter 2. 

CSR can take a heavy toll on a firm’s financial resources (Skarmeas and 

Leonidou, 2013). Take for instance Khazanah Nasional Berhad – Malaysia’s 

sovereign fund company. It is reported to have spent over Ringgit Malaysia 300 

million on CSR, in a period of six years (The Edge, 2014). That is a huge sum of 

money by any measure. Which perhaps, as some might suggest, could have been put 

to better use by investing in other initiatives that are proven strategic (Friedman, 

1970; Wolf, 2004). As despite all the rhetoric about CSR, evidence of its business 

case from a financial perspective remains equivocal (Porter and Kramer, 2006). 

Results from scholarly literature too appear to be mixed, and as such have not been 

helpful in resolving this matter. For example, several studies found a positive link 

between CSR and the financial performance of a firm (Tsoutsoura, 2004; Eccles, 

Ioannou and Serafeim 2011), while others could not (Griffin and Mahon, 1997; 

Margolis and Walsh, 2003). Similarly in Malaysia, a study by Ramasamy, Hung and 

Yeung (2007) to determine if firms with high CSR engagement outperformed firms 

with low CSR engagement, found the results to be inconclusive as well.  

 

 

 

1.2.3 CSR and Stakeholder Outcomes 

 

Since evidence from a strictly financial perspective remains elusive, there 

have been suggestions that CSR’s business case can be established in an oblique 

manner instead (Kurucz, Colbert and Wheeler, 2008; Medarevic, 2012). That is, by 

seeking out non-financial positive outcomes from CSR, that in turn contribute to a 

firm’s economic value. Outcomes such as increased market share, increased brand 

equity and brand loyalty for example, that have been empirically proven in the past 

to positively influence the economic value of a firm (Perinni et al., 2009).  Or 

alternatively, outcomes that reduce firm risk and/or operational costs, or minimise 

turnover, and by that increase a firm’s economic value as well (Tsoutsoura, 2004).  

Either way, these outcomes do not materialise on their own. Rather, they are the 

result of CSR’s impact on the various stakeholders of a firm; namely shareholders 

and investors, consumers, employees, suppliers, and in some cases, the environment 
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and the community. Each group has the potential to affect the economic value of a 

firm distinctly (Peñaloza and Mish, 2011). Thus, Peloza and Papania (2008) suggest 

that a firm’s economic performance is expected to improve by way of stakeholder 

engagement. That is, when a firm responds to issues of concern among its salient 

stakeholders. In this regard, CSR has been identified as one such avenue 

(Greenwood, 2007; Dawkins and Lewis, 2003; Bhattacharya, Sen and Korschun, 

2012;)  

 

In general, stakeholders have been found to respond favourably to CSR. 

Scholarly studies report various outcomes that include, creating positive impressions 

on prospective employees (Turban and Greening 1997); improving supplier relations 

(Anselmsson and Johansson, 2007); increasing interpersonal cooperation between 

employees (Bartel 2001); creating environmental protection (Carrigan and Attalla, 

2001); improving community relations (Marin and Ruiz, 2007) and attracting 

potential investors (Bhattacharya and Luo,  2009). Even in Malaysia, CSR is reported 

to raise the corporate reputation of a firm amongst its stakeholders (Abdullah and 

Abdul Aziz, 2013). These reported outcomes lend credence to CSR’s potential in 

boosting a firm’s economic performance by way of stakeholder engagement 

(Medarevic, 2012; Freeman and Moutchnik, 2013). 

 

 

 

1.2.4 CSR and Consumers  

 

Of the many stakeholders, the influence of consumers on a firm cannot be 

overstated (Khalifa, 2004). As “the lifeblood of the firm” (Freeman, 2001: p.43), 

consumers have the potential to affect the competitive positioning of a firm, not to 

mention, its economic performance (Naumann, 1995; Woodruff, 1997; Woodall, 

2003). For some time now, consumers have been increasingly demanding that firms 

demonstrate strong commitments to social and environmental causes. In a recent 

worldwide market survey for instance, 83% of the respondents insisted that firms 

must engage in CSR (MSLGroup, 2014). Consumers have even singled out CSR as 

one of the key determinants for global brand preference (Holt, Quelch and  

Taylor, 2004). Not surprisingly, consumers are reported to have expressed positive 
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outcomes to CSR, in various ways. Several of these outcomes are presented in Table 

1.1 below.  

 

With such positive outcomes being reported, one would not be wrong to 

casually surmise that consumers are flocking to buy products from firms that engage 

in CSR. And that as a result, firms with high CSR engagement are reaping the 

financial returns thereof. But that has not been the case. 

 

 

 

Table 1.1: Consumer-related outcomes to CSR 

Expressed outcomes Reference 

Improved product evaluations  Brown and Dacin (1997) 

 

Influence purchase intentions Sen and Bhattacharya (2001) 

 

Improve consumer choices Barone, Miyazaki and Taylor  

(2000) 

 

Increase consumer-company 

identification  

Bhattacharya and Sen (2003); 

Ahearne, Bhattacharya, 

Gruen (2005) 

 

Improve consumer satisfaction  Luo and Bhattacharya (2006) 

 

Improve consumer attitudes and beliefs Becker-Olsen and Hill 

(2005); Jones III, Cole and 

Cox (2012) 

 

Improve consumer-employee relations Korschun, Bhattacharya and 

Swain (2011) 

 

 

Source: Peloza and Shang, 2011 

 

 

 For in spite of all the reported outcomes from consumers, evidence from the 

real world market points to the contrary. Overall, the actual response from consumers 

has remained poor and firms with high CSR engagement have not experienced a 
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surge in their sales (Devinney, 2009; Claudy, Peterson and O’Driscoll, 2012; 

Öberseder,  Schlegelmilch and Gruber, 2011). This gap, between consumers’ 

expressed outcomes to CSR and their actual response in the marketplace, has baffled 

scholars for some time now. Various studies have been carried out to get to the 

bottom of it, following which several reasons were identified. These include poor 

access to such products and consumers’ lack of awareness (Young et al., 2010; 

Servaes and Tamayo, 2013). However, across industries and product categories, a 

recurring reason is reported to be consumers’ inability to perceive value from CSR  

(Carrington, Neville and Whitwell, 2010; Devinney, 2009; Eckhardt, Belk, and 

Devinney, 2010; Öberseder,  Schlegelmilch and Gruber, 2011). A leading  market 

survey on consumers points to the same reason as well (Cone Communications, 

2013). 

 

Nevertheless, CSR is not without its success stories. There are real world 

examples where firms have distinguished themselves from their competition by way 

of CSR engagement (Porter and Kramer, 2006). The Body Shop, Ben & Jerry’s and 

Patagonia are three such examples. These firms rely extensively on CSR and CSR-

related initiatives to draw their consumers’ attention, and consequently, enjoy a loyal 

consumer following in the market (Bhattacharya and Sen, 2004). Likewise, the 

environment-friendly hybrid engine vehicles, have proven to be a hit with consumers 

as well. Just in the year 2013 alone, their sales had increased over 230% from the 

previous year (Shahan, 2014). Although these examples may be exceptions to the 

general situation concerning CSR and consumers, they underscore an elementary 

point in this study. That consumers not being able to perceive value from CSR, is not 

by any means indicative that CSR is of no value to consumers.  

 

 

 

1.2.5 Addressing the Gap in the Literature 

 

Given the situation above, Peloza and Shang have called for researchers to 

examine how CSR creates value for consumers (2011: p.130). This study attempts to 

take up their call. First however, the type of value must be determined. For 

consumers may perceive value in several forms (Kainth and Verma, 2011). Therefore 
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in advancing the type of consumer value from CSR, this study is mindful in adopting 

consumers’ perspective of what constitutes value. Since it is consumers’ inability to 

perceive value from CSR that serves as the foundation to this study. This is critical, 

as consumers and firms do not always perceive value in the same manner (Priem, 

2007; Vargo and Lusch, 2004). A firm for example, may value CSR for reputation 

management, operational efficiency and risk management (Bhattacharya, Sen and 

Korschun, 2011). From the perspective of consumers on the other hand, CSR is said 

to be a psychosocial construct (D’Aprile and Talò, 2013; Bhattacharya, Korschun 

and Sen, 2009). In so being, the value that a consumer perceives from CSR relates to 

the preservation and enhancement of his or her self-concept (Sen, Bhattacharya and 

Korschun, 2006; Peñaloza and Mish, 2011; Loureiro, Sardinha and Reijnders, 2012). 

This form of consumer value is classified as symbolic (Smith and Colgate, 2007).  

 

To that end, this study advances the Consumer Identity Enhancement (CIE) 

model as its quantitative research model. Essentially, CIE is predicated on the 

premise that consumers leverage on the symbolic value from their consumption to 

enhance their self-concepts, which results in a more robust market behaviour on their 

part (Grubb and Grathwohl, 1967; Sirgy, 1980; Solomon, 1983; Belk, 1988; Santos 

et al., 2009; Malär et al., 2011). The concept is drawn from inter-disciplinary fields 

of research; representing insights from marketing, consumer behaviour, behavioural 

psychology and strategic management. Its theoretical basis is discussed at length in 

Chapter 2 of this study. Essentially, CIE articulates the process by which consumers 

perceive symbolic value from CSR, and its influence on consumers in forging a 

strong bond with brands, that leads to their sustained market patronage. The 

dynamics of CIE are presented and explained later in Chapter 2.  

 

 

 

1.3 Significance of Malaysia as Locale of Study  

 

  Addressing consumer value creation from CSR is equally important in 

Malaysia. For although it is a relatively new here (Sharma, 2013), CSR has been 

identified as being instrumental to the nation’s progress and wellbeing. There are two 

reasons for that. The first is in view of Malaysia’s Vision 2020 initiative (Amran and 
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Devi, 2007). While the second, which is related to the first, is by reason of regulatory 

compliance. These reasons, combined with a sustained effort from policy makers to 

encourage CSR, has spurred it on in Malaysia in this past decade (Ahmad and Saad, 

2013).   

 

 

1.3.1  Vision 2020 

 

Introduced in 1991, Vision 2020 has since served as the nation’s blueprint for 

development. It comprises a set of guidelines formulated to transform Malaysia into 

a developed nation by the year 2020. Essentially, Vision 2020 aims for the creation 

of a prosperous Malaysian society; one that is economically robust, as well as caring 

and equitable (Economic Planning Unit, 2014). Among its key initiatives is to create 

an export-oriented economy (Mohamad, 1991). Just as well, since the Malaysian 

domestic market with its 29.9 million population (Department of Statistics Malaysia, 

2013), is relatively small. Naturally, an export oriented economy would require 

Malaysian firms to expand their markets abroad. That would mean that Malaysian 

will face competition from multi-national firms and their established brands. To 

make a positive impact, their business strategies must reflect current trends in 

consumer markets. CSR is definitely one of them. As both scholarly studies and 

market based surveys report that consumers expect high CSR engagement from firms 

(Bonini, McKillop and Mendonca, 2007; Holt, Quelch and Taylor, 2004; Nielsen, 

2012; Cone Communications, 2013).  

 

Moreover, an export-oriented economy also requires Malaysian firms to  

source for funds for expansion and growth. Again CSR features prominently; this 

time in the form of Socially Responsible Investments (SRI). SRI has grown much in 

investing circles over the years, to the point that it is now considered mainstream 

(Sparkes and Cowton, 2004). It is closely associated with CSR, as it is based on how 

firms respond to social and environmental causes, alongside its economic objectives. 

Sparkes and Cowton (2004) further opined that SRI  has become “an investment 

philosophy adopted by a growing proportion of large investment institutions”. That – 

bearing in mind – was written over ten years ago. Today, it is reported that every 

US$1 out of US$9 invested is in the form of SRI  and growing (Chamberlain, 2013). 
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Not surprisingly, Bursa Malaysia is looking to launch a SRI index of its own, to 

attract investments from all over the world (ABN, 2013).  

 

 

1.3.2  Regulatory Compliance 

 

In any case, CSR is now inevitable, either by reason of government policy or 

regulations. This applies to Government-linked companies (GLCs) as well as public 

listed firms in Malaysia. GLCs are firms in which the Malaysian government has a 

controlling stake (Putrajaya Committee on GLC High Performance, 2005). There are 

over a hundred such firms. As a group, GLCs have a substantial influence on 

Malaysia’s overall economy, considering their combined value accounts for almost 

half of the market capitalisation of Bursa Malaysia (Esa and Ghazali, 2012). Besides, 

a number of GLCs, such Petronas Berhad, Sime Darby Berhad and Gamuda Berhad, 

have extensive business operations all over the world.  

 

In 2005, the Malaysian government launched a series of initiatives to 

accelerate the economic performance of GLCs. One such initiative was the ‘Silver 

Book’: a set of guidelines concerning CSR implementation for GLCs (Sharma, 

2013). Basically, the Silver Book serves to institutionalise and embed CSR 

programmes and practices in GLCs’ businesses, practically making CSR no longer 

just optional. The objective is to leverage on CSR as a strategic initiative that adds 

economic value to the firm, while enhancing the social and environmental landscape 

of the nation in the process. Viewed from a broader perspective, this initiative is 

actually a continuum of Vision 2020’s overall objectives, which calls for an equitable 

form of development. Meanwhile since 2007, Bursa Malaysia requires all public-

listed firms to report on their CSR activities, in accordance with its prescribed 

framework (Yam, 2012). This requirement indirectly makes CSR compulsory for 

public-listed firms, as without any CSR initiatives, there will be nothing for them to 

report.  
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1.3.3  CSR Research in Malaysia  

 

 With CSR no longer being an option for many firms, CSR practice in 

Malaysia has intensified. As a result, today, Malaysia is said to be one of the leading 

ASEAN nations in terms of CSR implementation (Ahmad and Saad, 2013). A 

handful of firms even rely extensively on CSR to draw consumers’ attention. ‘Faiza’ 

for instance, is one such brand. Not coincidently, this has generated a growing 

number of scholarly studies on CSR in the Malaysian context (Esa and Ghazali, 

2012). With regards to CSR’s influence on consumer behaviour, the findings are 

generally positive; and not unlike those reported from the international context. For 

example, CSR is reported to positively influence consumer satisfaction and loyalty 

(Nareeman and Hassan, 2013); and, increase consumers’ perceptions of corporate 

reputation (Abdullah and Abdul Aziz, 2013). However, research on CSR and 

consumer value creation from a Malaysian perspective remains largely unexhausted.  

 

In view of that, Malaysia serves as a good and potent locale to conduct this 

study. It is apparent from the above discussion that the nation’s policy makers look to 

Malaysian firms as drivers of economic growth. To that end, CSR has been identified 

as a key strategic initiative to enhance firms’ competitive advantage – evidenced by 

the various policies and regulations promoting it. In this regard, consumer value is 

critical, as it is a key source of competitive advantage (Naumann, 1995). More so, if 

Malaysian firms seek to create a compelling value proposition for their offerings to 

consumers in other, more developed markets. This study therefore is timely and apt, 

for its findings may assist Malaysian firms to reassess their CSR strategies, towards 

creating consumer value and improving market outcomes. In so doing, this study will 

also contribute to the nascent research area of CSR from a Malaysian context. 

 

 

1.4 Problem Statement 

 

CSR has a long history of scholarship, dating back to the 1930s (Carroll, 

1999). During that time and since, CSR has been researched and reported to produce 

various positive stakeholder outcomes, in diverse fields of study. From a strategic 

management perspective, CSR is reported to confer increased levels of competitive 
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advantage to a firm (McWilliams and Siegel, 2001; 2011; Kurucz, Colbert and 

Wheeler, 2008; Becchetti et al., 2012). Considering that consumer value is reported 

to be a major source of competitive advantage, understanding the dynamics of 

consumer value from CSR therefore, is of great consequence (Woodruff, 1997). Yet, 

and in spite of the extensive research in CSR, it still remains unclear how CSR 

creates value for consumers (Peloza and Shang, 2011). That is the theoretical gap 

that will be addressed by this study.  

 

 

Thus far, scholars have suggested that in the case of CSR, the benefit to 

consumers is primarily psychological in nature. Accordingly, it is said that CSR 

provides consumers with the means for self-affirmation and expression of their 

values, beliefs and attitudes (Bhattacharya, Korschun, and Sen 2009; D’Aprile and 

Talò 2013; Marin and Ruiz 2007). In marketing and consumer behaviour literature, 

psychological benefit from consumption as is suggested by scholars in relation to 

CSR, is categorised as ‘symbolic consumer value’ (Hirschman 1981; Epp and Price 

2008; Bhat and Reddy 1998; Aggarwal 2004). Smith and Colgate (2007, p.10) define 

symbolic consumer value as “ the extent to which consumers attach or associate 

psychological meaning to a product”. Therefore, in view of the theoretical gap, this 

study sets out to examine and understand how symbolic value from CSR is created 

for consumers.  

 

 

The theoretical gap in turn, leads this study to examine and understand the 

practical gap in symbolic consumer value from CSR. For over a hundred years now, 

symbolic value has been identified to have a positive influence in consumer 

behaviour (Trigg 2001; Levy 1959; Grubb and Grathwohl 1967;  Solomon 1983; 

Mick 1986; Ravasi et al., 2012).  That however, has not been the case with CSR. 

Consumers’ actual market response has been disproportionately poor compared to 

their expressed outcomes (Carrington, Neville and Whitwell, 2010; Claudy, Peterson 

and O’Driscoll, 2012; Jones III, Cole and Cox, 2012). The prominent reason is 

reported to be consumers’ inability to perceive value from CSR (Carrington, Neville 

and Whitwell, 2010; Devinney, 2009; Eckhardt, Belk, and Devinney, 2010; 

Öberseder, Schlegelmilch and Gruber, 2011). Therefore, this study also sets out to 

examine and understand how consumers perceive value from CSR.   
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Finally, it concerns the research context of this study – specifically, Malaysia. 

Although there have been previous research reported concerning CSR in Malaysia, 

there is still very little understanding of how consumers in Malaysia perceive value 

from CSR. Let alone, how their perception of value from CSR influences their 

market response to CSR related initiatives. Understanding this aspect is equally 

important, since in the past decade, a number of regulations have been introduced by 

the Malaysian authorities with regard to CSR implementation. That leaves Malaysian 

firms little choice but to engage in CSR,  which in consequently, calls for firms to 

have a better understanding of their consumers, in relation to CSR.  

 

  

 

1.5 Purpose of Study 

 

  In light of the problem statement, the purpose of this study is to understand 

the dynamics of consumer value from CSR and its influence on consumers’ market 

behaviour. Since a mixed method is applied in the course of the research and 

analyses to this study, this purpose is operationalised in a two-fold manner. In its 

quantitative research, this study empirically examines the relationships between the 

various constructs represented in the proposed CIE model. And in so doing, tests if 

the CIE model offers a valid framework in understanding consumer value from CSR 

and its influence on consumers’ market behaviour. While in its qualitative research, 

the purpose is to identify what meaning consumers experience from CSR and 

subsequently understand how consumers experience that meaning. 

 

 

 

1.6 Significance of This Study  

 

 The findings of this study will support and enrich theoretical applications of 

both CSR as well as symbolic consumer value. As was highlighted by Peloza and 

Shang (2011), the link between CSR and consumer value needs further examination. 

All the more since the concept of consumer value itself, has evolved in recent times, 

to reflect the changes in market conditions. This study takes cognisance of that, as 
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consumer value from CSR is viewed from its symbolic properties, in tandem with the 

nature of CSR as a psychosocial construct. And by that, augment theoretical 

applications of the concept of consumer value as well. To that end, this study 

proposes and tests a model which explains the dynamics of symbolic consumer value 

from CSR. By way of the model, creation of symbolic consumer value is further 

shown to be bifurcated on two levels of abstraction. First at the product-consumer 

level, and secondly at the firm-consumer level. In so doing, the study demonstrates 

that both the product and the firm, contribute to the creation of symbolic consumer 

value from CSR and provides a more holistic conceptualisation of consumer value 

from CSR. The theoretical gap in relation to symbolic consumer value from CSR is 

further addressed by an in-depth inquiry into ‘what’ and ‘how’ consumers experience 

the value. This in turn provides a rich account of the symbolic consumer value that 

consumers perceive from CSR.   

 

The findings will also have practical implications towards improving a firm’s 

overall value proposition. As was mentioned, currently consumers’ actual market 

response to CSR is relatively poor. This leaves firms not being able to benefit from 

their CSR investment. The findings of this study, in relation to symbolic consumer 

value from CSR, will assist managers to plan and execute their CSR programmes 

towards improving the delivery of consumer value. In so doing, firms will be able to 

address the current problem of consumers not being able to perceive value from CSR 

in the marketplace. Firms could also benefit from the findings herein in configuring 

both product-level interactions and firm-level interactions with their consumers in 

relation to CSR. In the end, an improved understanding of symbolic consumer value, 

will improve the strategic potential of CSR as one of the firm’s drivers of economic 

growth.  

 

Lastly, this study will provide insights for CSR in the Malaysian business 

landscape. Being in its infancy, the study of the concept of CSR in Malaysia is far 

from being exhausted. Existing studies, have for the most part, focused on the 

reporting and corporate governance aspects of CSR. Notwithstanding, the importance 

of CSR in Malaysia is burgeoning. Various initiatives and measures from the 

authorities and government bodies make it almost impossible for firms to neglect, 

much less ignore. Therefore, the findings of this study, within the context of 
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Malaysia, will aid in the enrichment of empirical knowledge pertaining to CSR. This 

will also assist local firms in their efforts to explore foreign markets – especially 

developed nations – where CSR has been established as key aspect of a firm’s 

operations that consumers and other stakeholders look out for. 

 

 

1.7 Organisation of the Thesis 

 

This thesis is organised into six chapters as shown in Figure 1.1. Chapter 1, 

inasmuch as it serves as the executive summary to this study, brings the study into 

context. The background to this study, the gap identified from the literature and the 

problem statement are discussed. Followed by the discussion on the conceptual 

model, research method, purpose and limitations of this study and the definitions of 

key terms used throughout this study. Moving on, Chapter 2 presents and synthesises 

the literature pertaining to the concepts and theories of this study. Especially that 

which are relating to CSR, consumer value and brand relationship. Discussions on 

these concepts explore the various perspectives that have been employed by scholars 

prior. This chapter also discusses the concept of consumer value, in relation to the 

influence that it has on consumers self-concepts. Chapter 3 presents the mechanics of 

the back-end of this study – that which is related to the research components. In so 

doing, the research design and method, sampling and data collection, and research 

procedures are presented. It highlights the nature of the mixed methods research 

design undertaken by this study.  

 

Following that, Chapter 4 presents the analysis and findings of the 

quantitative data in this study. While Chapter 5 provides the analysis and findings of 

the qualitative data that were based on in-depth interviews. This study ends with 

Chapter 6, that presents the integration the quantitative and qualitative findings in 

this study. It goes on the discuss the findings in view of the objectives of this study, 

before closing with recommendations and implications for future research.   
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Figure 1.1 Organisation of This Thesis 
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1.8 Definition of Key Operational Terms 

 

The following are the key operational terms of this study and their respective 

definitions.  

 

 Term Definition 

 

i. 

 

Brand 

Relationship 

Quality (BRQ) 

 

Consumer based measure of the strength and depth of 

consumer–brand relationships comprising six different 

sub-dimensions: love/passion, self-concept connection, 

commitment, interdependence, intimacy, and brand 

partner quality (Fournier, 1998; Breivik and 

Thorbjørnsen, 2008). 

 

ii. 

 

CSR 

 

A comprehensive set of policies, practices and programs 

that are integrated into business operations, supply chains 

and decision-making processes throughout the firm and 

usually include issues related to business ethics, 

community investment, environmental concerns, 

governance, human rights, the marketplace as well as the 

workplace (Tsoutsoura, 2004). In this study, the construct 

CSR refers to consumers’ perceptions thereof. 

 

iii. 

 

Consumer-

Company 

Identification 

(CCI) 

 

The level of self-categorisation between the consumer 

and the firm encompassing solidarity and support for the 

firm, the sharing of characteristics with the firm and with 

other consumers of the firm (Hildebrand et al., 2010) 

 

iv. 

 

Consumption 

 

The cycle of acquisition, use, possession and disposal of 

products by consumers (Arnould and Thompson, 2005). 
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v. 

 

Consumer 

 

In this study, the term ‘consumer’ refers to end-use 

consumers only. 

 

vi. 

 

Firm 

 

In this study the term ‘firm’ is used to denote any form or 

structure of business or commercial entity that has the 

primary goal of making profit for its investors or 

shareholders. 

 

vii. 

 

Product 

 

“Anything that can be offered to satisfy a need or want” 

(Kotler and Keller, 2005, p. 372). It may be in the form of 

physical goods, services or ideas. 

 

viii. 

 

Self-image 

congruity (SIC) 

 

A consumer’s level of comparison between his or her 

self-image and the perceived image of a consumer of a 

particular product (Sirgy et al., 1997). 

 

ix. 

 

Symbolic 

Consumer Value 

(SCV) 

 

Symbolic consumer value is a form of consumer value 

that refers to the extent to which consumers attach or 

associate psychological meaning to a product (Smith and 

Colgate, 2007). 

 

 

 

 

1.9 Scope and Delimitations of Study 

 

  In terms of scope, this study is limited twofold. Firstly, as the research 

question is to examine the salience between CSR and symbolic consumer value, it is 

limited to the value of CSR in relation to consumers only. As such, value from a 

firm’s CSR initiatives in relation to other stakeholders of a firm, such as 

shareholders, employees, suppliers and special interest groups will not be examined. 

Secondly, the scope of this study is limited to the CSR initiatives of firms that 

operate in a business-to-consumer mode, and not business-to-business mode. 
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Therefore, the perspective of firms, that function as consumers to other firms – in the 

downstream levels business will not be examined.  

 

Whereas, as regards delimitations, this study only examines the research 

question in light of the chosen constructs. Namely, consumers’ perceptions of CSR, 

self-image congruity, consumer-company identification, symbolic consumer value 

and brand-relationship quality. That is not to say that other constructs excluded from 

the study are not relevant. Only that these were chosen to fit the overall objectives of 

this study, namely the study of symbolic consumer value from CSR. Moreover 

geographically, the research of this study was largely concentrated in urban centres 

of the nation. The respondents therefore were for the most part, urbanites. It is 

possible that the findings may vary, should the research have been conducted in less 

urban locales, given that the psychographics of the respondents may be different. 

 

 

 

1.10 Summary 

 

 

This chapter began by discussing the background issues to CSR and 

consumer value. Particularly in view of the changed market landscape that now lays 

emphasis on meaning to consumers, from a socio-cultural aspect. Following that, the 

gap in the literature was identified and discussed. Namely, in relation to consumer 

value from a firm’s CSR initiatives. This was then placed in the context of Malaysia, 

where CSR plays a key role in realising the nation’s aspirations to achieve the status 

of a developed nation. In addition, this chapter presented the research question and 

the corresponding proposed conceptual framework in the form of PCM, as well as 

the research objectives and hypotheses of this study’s research. In Chapter Two that 

follows, the theoretical foundations to this study will be reviewed and discussed in 

depth. 



1 

 

REFERENCES 

 

Aaker, J.  (1999). The malleable self: the role of self-expression in persuasion. 

Journal of Marketing Research. Feb 1999; 36: 45-57. 

Aaker, J., Benet-Martinez, V., and Garolera, J. (2001). Consumption symbols as 

carriers of culture: a study of Japanese and Spanish brand personality 

constructs. Journal of Personality and Social Psychology. 81: 249–264. 

Abdul-Khalid, S. N. (2009). Sense making in interpretive management accounting 

research: constructing a credible account. International Journal of Qualitative 

Methods, 8(1), 41-53. 

Abdul Rashid, M. Z. and Ibrahim, S. (2002). Executive and management attitudes 

towards corporate social responsibility in Malaysia. Corporate Governance. 2, 

4,:10-16  

Abdullah, Z., and Abdul Aziz, Y. (2013). Institutionalizing corporate social 

responsibility: effects on corporate reputation, culture, and legitimacy in 

Malaysia. Social Responsibility Journal, 9(3), 344-361. 

ABN (2013, October 25). Bursa Malaysia confident Environmental, Social and 

Governance Index will attract Socially Responsible Investments. Retrieved on 

11 November, 2013 from  

 http://news.abnxcess.com/2013/10/bursa-malaysia-confident-environmental-

social-and-governance-index-will-attract-socially-responsible-investments/ 

Ackerman, R. W., and Bauer, R. A. (1976). Corporate Social Responsiveness: The 

Modern Dilemma. Reston Publishing Company. 

Achrol, R. S. and Kotler, P. (2012). Frontiers of the marketing paradigm in the third 

millennium. Journal of the Academy of Marketing Science, 40(1), 35-52. 

Aggarwal, P. (2004). The effects of brand relationship norms on consumer attitudes 

and behavior. Journal of consumer research, 31(1), 87-101. 

Aguinis, H., and Glavas, A. (2012). What we know and don’t know about corporate 

social responsibility: a review and research agenda. Journal of Management 

Vol. 38 No. 4, 932-968. 

http://news.abnxcess.com/2013/10/bursa-malaysia-confident-environmental-social-and-governance-index-will-attract-socially-responsible-investments/
http://news.abnxcess.com/2013/10/bursa-malaysia-confident-environmental-social-and-governance-index-will-attract-socially-responsible-investments/


280 

 

Aguirre-Rodriguez, A., Bosnjak, M., & Sirgy, M. J. (2012). Moderators of the self-

congruity effect on consumer decision-making: A meta-analysis. Journal of 

Business Research, 65(8), 1179-1188. 

Ahearne, M., Bhattacharya, C. B. and Gruen, T.  (2005). Antecedents and 

consequences of consumer-company identification: Expanding the role of 

relationship marketing. Journal of Applied Psychology, 90 (3): 574–85. 

Afthanorhan, W. M. A. B. W. (2013). A comparison of partial least square structural 

equation modelling (PLS-SEM) and covariance based structural equation 

modelling (CB-SEM) for confirmatory factor analysis. International Journal 

Engineering and Science Innovative Technologies (IJESIT), 2(5), 8. 

Ahmad, F.S. (2010). The Branding Realization of Entrepreneurs in Small and 

Medium Sized Enterprises. (Doctoral dissertation) Universiti Teknologi 

Malaysia. 

Ahmad, J., and Saad, S. (2013). Beyond theory and practice: a Malaysian case 

study. Education and Corporate Social Responsibility: International 

Perspectives, 4, 267. 

Ahmad, N. Nik, N. and Sulaiman, M. (2004). Environmental disclosures in 

Malaysian Annual Reports: A Legitimacy Theory Perspective. Analysis, 14(3), 

41-57. 

Ahuvia, A. C. (2005). Beyond the extended self: Loved objects and consumers’ 

identity narratives. Journal of Consumer Research, 32(1), 171-184. 

Alshammari, M. (2015). Corporate social responsibility and firm performance: the 

moderating role of reputation and institutional investors. International Journal 

of Business and Management, 10(6), p15. 

Alexander, C. S. and Becker, H. J. (1978). The use of vignettes in survey 

Research. Public Opinion Quarterly, 42(1), 93-104. 

Al Mutawa, F. S. (2013). Consumer generated representations: Muslim women 

recreating western luxury fashion brand meaning through 

consumption. Psychology and Marketing, 30(3), 236-246. 

Amaeshi, K. M. and Adi, B. (2007). Reconstructing the corporate social 

responsibility construct in Utlish. Business Ethics European Review 

(Chichester, England) 16, 3–18. 

American Marketing Association (2014): Viewed on June 11, 2014 at 

https://www.ama.org/resources/Pages/Dictionary.aspx?dLetter=B 



281 

 

Amran, A. and Devi, S. S. (2007). Corporate social reporting in Malaysia: an 

institutional perspective. World Review of Entrepreneurship, Management and 

Sustainable Development, 3(1), 20-36. 

Amran, A., Zain, M. M., Sulaiman, M., Sarker, T., and Ooi, S. K. (2013). 

Empowering society for better corporate social responsibility (CSR): the case 

of Malaysia. Retrieved on 21 June 2013 from 

http://web.usm.my/km/31(1)2013/KM%2031(1)%20ART%204%20(57-

78).pdf 

Anselmsson, J. and Johansson, U. (2007). Corporate social responsibility and the 

positioning of grocery brands: an exploratory study of retailer and 

manufacturer brands at point of purchase. International Journal of Retail and 

Distribution Management, 35(10), 835-856. 

Anugerah CSR Malaysia (2012): http://www.anugerahcsrmalaysia.org/ viewed on 

10, February 2012. 

Arbore, A., Soscia, I. and Bagozzi, R. P. (2014). The role of signalling identity in the 

adoption of personal technologies. Journal of the Association for Information 

Systems, 15(2), 86-110. 

Arnould, E. J. and Thompson, C. J. (2005). Consumer Culture Theory (CCT): twenty 

years of research. Journal of Consumer Research, 31 March: 868-882. 

Arnould, E. J. and Thompson, C. J. (2007). Consumer culture theory (and we really 

mean theoretics): dilemmas and opportunities posed by an academic branding 

strategy. Research in Consumer Behavior Volume 11: Consumer Culture 

Theory, Russell W. Belk and John F. Sherry, Jr. (eds.) Elsevier JAI Press, UK: 

3-22. 

Arsel, Z., and Thompson, C. J. (2011). Demythologizing consumption practices: how 

consumers protect their field-dependent identity investments from devaluing 

marketplace myths. Journal of Consumer Research, 37(5), 791-806. 

Arvidsson, S. (2014). Corporate social responsibility and stock market actors: a 

comprehensive study. Social Responsibility Journal, 10(2), 210-225. 

Ashforth, B.E. and Gibbs, B.W. (1990). The double-edge of organizational 

legitimation. Organization Science, 1(2), 177-194. Baron, 

Askegaard, S. and Özçaglar-Toulouse, N. (2011). Still crossing borders: migration, 

consumption, and markets. Consumption Markets and Culture, 14(3), 217-

222. 

http://web.usm.my/km/31(1)2013/KM%2031(1)%20ART%204%20(57-78).pdf
http://web.usm.my/km/31(1)2013/KM%2031(1)%20ART%204%20(57-78).pdf
http://www.anugerahcsrmalaysia.org/


282 

 

Astrachan, C. B., Patel, V. K. and Wanzenried, G. (2014). A comparative study of 

CB-SEM and PLS-SEM for theory development in family firm 

research. Journal of Family Business Strategy, 5(1), 116-128. 

Atakan, S. S., Bagozzi, R. P., & Yoon, C. (2014). Make it your own: how process 

valence and self‐construal affect evaluation of self‐made 

products. Psychology & Marketing, 31(6), 451-468. 

Bahl, S. and Milne, G. R. (2010). Talking to ourselves: a dialogical exploration of 

consumption experiences. Journal of Consumer Research, 37(1), 176-195. 

Banerjee, S.B. (2003). Who sustains whose development? Sustainable development 

and the reinvention of nature. Organization Studies, 24(1), 143-180. 

Banerjee, S.B. (2008). Corporate social responsibility: the good, the bad and the 

ugly. Critical Sociology, 34(1), 51-79. 

Banister, E. N. and Cocker, H. L. (2014). A cultural exploration of consumers’ 

interactions and relationships with celebrities. Journal of Marketing 

Management, 30(1-2), 1-29. 

Barbarossa, C., Beckmann, S. C., De Pelsmacker, P., Moons, I., & Gwozdz, W. 

(2015). A self-identity based model of electric car adoption intention: A cross-

cultural comparative study. Journal of Environmental Psychology, 42, 149-

160. 

Bardhi, F., Ostberg, J. and Bengtsson, A. (2010). Negotiating cultural boundaries: 

food, travel and consumer identities. Consumption, Markets and 

Culture, 13(2), 133-157. 

Barkema, H. G., Chen, X. P., George, G., Luo, Y. and Tsui, A. S. (2015). West meets 

East: New concepts and theories. Academy of Management Journal, 58(2), 

460-479. 

Barkemeyer, R. (2007). Legitimacy as a key driver and determinant of CSR in 

developing countries. Paper for the 2007 Marie Curie Summer School on 

Earth System Governance, 28 May – 06 June 2007, Amsterdam. Retrieved on 

10 November, 2015 from 

https://www.researchgate.net/profile/Ralf_Barkemeyer/publication/228745301

_Legitimacy_as_a_key_driver_and_determinant_of_CSR_in_developing_coun

tries/links/5423cccb0cf26120b7a6de9d.pdf 

 



283 

 

Barney, J. (1991). Firm resources and sustained competitive advantage. Journal Of 

Management, 17(1), 99-120. 

Barone, M.J, Miyazaki, A.D and Taylor, K.A. (2000). The influence of cause-related 

marketing on consumer choice: does one good turn deserve another? Journal of 

the Academy of Marketing Science, Volume 28, No. 2: 248-262. 

Barriball, L.K. and While, A. (1994). Collecting data using a semi-structured 

interview: A discussion paper. Journal Of Advanced Nursing, 19(2), 328-335. 

Bartel, C. A. (2001). Social comparisons in boundary-spanning work: effects of 

community outreach on members' organizational identity and identification. 

Administrative Science Quarterly, 46 (3), 379-414 

Barton, C., Fromm, J., and Egan, C. (2012). The millennial consumer: Debunking 

stereotypes. The Boston Consulting Group, 16. 

Becchetti, L., Ciciretti, R., Hasan, I., and Kobeissi, N. (2012). Corporate social 

responsibility and shareholder's value. Journal of Business Research, 65(11), 

1628-1635. 

Becker-Olsen, K.L and Hill, R. (2005). The impact of perceived corporate social 

responsibility on consumer behavior. Working Paper Series, Center for 

Responsible Business, UC Berkeley, retrieved  10, February 2012 from  

 http://escholarship.org/uc/item/98f4n4fr  

Belk, R.W. (1981). Determinants of consumption cue utilization in impression 

formation: an association derivation and experimental verification. Advances in 

Consumer Research, Volume 08, eds. Kent B. Monroe, Ann Abor: Association 

for Consumer Research, Pages: 170-175. 

Belk, R. W. (1988). Possessions and the extended self. Journal of Consumer 

Research, 15 (September):139-168. 

Belk, R. W., Mayer, R. and Bahn K. (1982). The eye of the beholder: Individual 

differences in perceptions of consumption symbolism. Advances in Consumer 

Research Volume 09, eds. Andrew Mitchell, Ann Abor : Association for 

Consumer Research: 523-530. 

Berens, G., Van Riel, C. B., and Van Rekom, J. (2007). The CSR-quality trade-off: 

When can corporate social responsibility and corporate ability compensate 

each other?. Journal of Business Ethics, 74(3), 233-252. 

http://escholarship.org/uc/item/98f4n4fr


284 

 

Berman, S., Wicks, A., Kotha, S. and Jones, T. (1999). Does stakeholder orientation 

matter? The relationship between stakeholder management models and firm 

financial performance. Academy of Management Journal, 42(5) 

Bhat, S., and Reddy, S. K. (1998). Symbolic and functional positioning of brands. 

Journal Of Consumer Marketing, 15(1), 32-43. 

Bhattacharya, C. B., Korschun, D. and Sen, S. (2009). Strengthening stakeholder-

company relationships through mutually beneficial corporate social 

responsibility initiatives. Journal of Business Ethics, 85: 257-272. 

Bhattacharya, C. B. and Sen, S. (2003). Consumer-company identification: a 

framework for understanding consumers’ relationships with companies. 

Journal of Marketing, 67: 76-88. 

Bhattacharya, C. B. And Sen, S. (2004). Doing better at doing good: when, why, 

and how consumers respond to corporate social initiatives. California 

Management Review, Vol. 47, No.1, Fall. 9-24. 

Bhattacharya, C. B., Sen, S., and Korschun, D. (2011). How to co-create corporate 

responsibility strategy. Ethical Corporation, No. Nov, 35-38. 

Bhattacharya, C. B., Sen, S. and Korschun, D. (2012). Maximizing ROI from 

Corporate Responsibility. The European Financial Review, January, 48-50. 

Bonini, S. M., McKillop, K. and Mendonca, L. T. (2007). What consumers expect 

from companies. The McKinsey Quarterly, 2, 11-17. 

Boulstridge, E., and Carrigan, M. (2000). Do consumers really care about corporate 

responsibility? Highlighting the attitude—behaviour gap. Journal of 

Communication Management, 4(4), 355-368. 

Bowen, H. R. (1953). Social responsibilities of the businessman. New York: Harper. 

Boyce, C. and Neale, P. (2006). Conducting in-depth interviews: A guide for 

designing and conducting in-depth interviews for evaluation input. Pathfinder 

International Tool Series, Monitoring and Evaluation-2. Retrieved on 15 June, 

2015 from 

http://www2.pathfinder.org/site/DocServer/m_e_tool_series_indepth_interview

s.pdf 

Breivik, E., and Thorbjørnsen, H. (2008). Consumer brand relationships: an 

investigation of two alternative models. Journal of the Academy of Marketing 

Science, 36(4), 443-472. 



285 

 

Brinkerhoff, D. (2005). Organisational legitimacy, capacity and capacity 

development. European Centre for Development Policy Management, 

Maastricht. 

British American Tobacco (Malaysia) Berhad (2012), British American Tobacco 

(Malaysia) Berhad Annual Report 2012 retrieved  on February 10, 2012 from 

http://www.batmalaysia.com/group/sites/bat_7ryj8n.nsf/vwPagesWebLive/DO

7SUKSJ/$FILE/medMD96F4HG.pdf?openelement 

Britten, N. (1995). Qualitative interviews in medical research. BMJ: British Medical 

Journal, 311(6999), 251. 

Brown, T.J. and Dacin, P.A., (1997). The company and the product: corporate 

associations and consumer product responses.  Journal of Marketing, 61/1: 68-

84. 

Brønn, P. S. and Vrioni, A. B. (2001). Corporate social responsibility and cause-

related marketing: an overview. International Journal of Advertising,20(2), 

207-222. 

Bryman, A., and Bell, E. (2007). Business research methods. 2
nd

 edition. New York. 

Oxford University Press. 

Burke, L. and Logsdon, J. M. (1996). How corporate social responsibility pays 

off. Long range planning, 29(4), 495-502. 

Brundtland, G. H. (1987). Report Of The World Commission On Environment And 

Development: Our Common Future. Retrieved on 13 September, 2012 from 

http://www.un-documents.net/wced-ocf.htm 

Burns, A. C. and Bush, R. F. (1995). Marketing Research. Englewood Cliffs, NJ. 

Carrigan, M., and Attalla, A. (2001). The myth of the ethical consumer–do ethics 

matter in purchase behaviour? Journal Of Consumer Marketing, 18(7), 560-

578. 

Carrington, M. J., Neville, B. A., and Whitwell, G. J. (2010). Why ethical consumers 

don’t walk their talk: towards a framework for understanding the gap between 

the ethical purchase intentions and actual buying behaviour of ethically minded 

consumers. Journal of Business Ethics, 97(1), 139-158. 

Carroll, A.B. (1979). A three-dimensional conceptual model of corporate 

performance. Academy of Management Review 4, 497–505. 

http://www.batmalaysia.com/group/sites/bat_7ryj8n.nsf/vwPagesWebLive/DO7SUKSJ/$FILE/medMD96F4HG.pdf?openelement
http://www.batmalaysia.com/group/sites/bat_7ryj8n.nsf/vwPagesWebLive/DO7SUKSJ/$FILE/medMD96F4HG.pdf?openelement
http://www.un-documents.net/wced-ocf.htm


286 

 

Carroll,  A. B. (1991). The pyramid of corporate social responsibility: toward the 

moral management of organizational stakeholders. Business Horizons, 34, 39-

48 

Carroll,  A. B. (1999). Corporate social responsibility: evolution of a definitional 

construct. Business and Society, Vol. 38. No. 3: 268-295. 

Carroll, A. B. and Shabana, K. M. (2010). The business case for corporate social 

responsibility: a review of concepts, research and practice. International 

Journal of Management Reviews, pp. 85-105. 

Cayla, J. and Eckhardt, G. M. (2008). Asian brands and the shaping of a 

transnational imagined community. Journal of Consumer Research, 35(2), 

216-230. 

Cetindamar, D., and Husoy, K. (2007). Corporate social responsibility practices and 

environmentally responsible behavior: The case of the United Nations Global 

Compact. Journal of Business Ethics, 76(2), 163-176. 

Chamberlain, M. (2013, April 24). Socially responsible investing: what you need to 

know. Forbes Magazine. Retrieved on 21 June 2013 from 

http://www.forbes.com/sites/feeonlyplanner/2013/04/24/socially-responsible-

investing-what-you-need-to-know/ 

Chan, R. and Joseph, S. (2000). Dimensions of personality, domains of aspiration, 

and subjective well-being. Personality and individual differences,28(2), 347-

354. 

Chaudhuri, A. and Holbrook, M. B. (2001). The chain of effects from brand trust and 

brand affect to brand performance: the role of brand loyalty. Journal of 

marketing, 65(2), 81-93. 

Chomvilailuk, R., and Butcher, K. (2010). Enhancing brand preference through 

corporate social responsibility initiatives in the thai banking sector. Asia 

Pacific Journal of Marketing and Logistics, 22(3), 397-418. 

de Chernatony, L., and Dall'Olmo Riley, F. (1998). Defining a" brand": beyond the 

literature with experts' interpretations. Journal of Marketing 

Management, 14(5), 417-443. 

Chryssochoou, X. (2003). Studying identity in social psychology: some thoughts on 

the definition of identity and its relation to action. Journal Of Language And 

Politics, 2(2), 225-241. 

http://www.forbes.com/sites/feeonlyplanner/2013/04/24/socially-responsible-investing-what-you-need-to-know/
http://www.forbes.com/sites/feeonlyplanner/2013/04/24/socially-responsible-investing-what-you-need-to-know/


287 

 

Claiborne, C.B. and M. Joseph Sirgy. (1990). Self-congruity as a model of attitude 

formation and change: conceptual review and guide for future research. In 

Developments in Marketing Science. Vol. 13. Ed. B.J. Dunlap. Cullowhee. NC: 

Academy of Marketing Science, 1-7. 

Claudy, M. C., Peterson, M., and O’Driscoll, A. (2012). I like it, but I won’t buy it: 

Exploring the Attitude-Behaviour Gap for Renewable Energy Adoption. In 

37th Macromarketing Conference. Retrieved on 3 June 2013 from 

http://s3.amazonaws.com/academia.edu.documents/30231388/macromarketing

2012proceedings.pdf?AWSAccessKeyId=AKIAJ56TQJRTWSMTNPEA&Exp

ires=1452938793&Signature=4%2BcA8KWUXWTS%2BMg%2BFvNm0F%

2BRnUM%3D&response-content-

disposition=inline%3B%20filename%3DConstructivism_in_Advertising_Expo

sing_I.pdf#page=325 

Clemenz, J., and Brettel, M. (2015). Binding experiences: the role of consumer’s 

brand engagement in self-concept on the relationship between brand 

experiences and emotional attachment. In “The Sustainable Global 

Marketplace”, part of the series Developments in Marketing Science: 

Proceedings of the Academy of Marketing Science, 199-203. Springer 

International Publishing. 

Cohen, J. A (1992) Power primer. Psychological Bulletin, 112, 155-519. 

Cohen, A. B. (2002). The importance of spirituality in well-being for Jews and 

Christians. Journal of happiness studies, 3(3), 287-310. 

Cooper, R., (13 November, 2012), Malaysia denounces French 'Nutella tax’, The 

Telegraph, retrieved  2, February 2013 from  

http://www.telegraph.co.uk/finance/newsbysector/retailandconsumer/9674175/

Malaysia-denounces-French-Nutella-tax.html> 

Cone Communications (2013). 2013 Cone Communications Social Impact Study. 

Retrieved on 21 December, 2013 from 

http://www.conecomm.com/stuff/contentmgr/files/0/e3d2eec1e15e858867a5c2

b1a22c4cfb/files/2013_cone_comm_social_impact_study.pdf 

Conner, K. R. (1991). A Historical Comparison Of Resource-Based Theory And Five 

Schools Of Thought Within Industrial Organization Economics: Do We Have 

A New Theory Of The Firm? Journal Of Management, 17(1), 121-154. 

http://www.telegraph.co.uk/finance/newsbysector/retailandconsumer/9674175/Malaysia-denounces-French-Nutella-tax.html
http://www.telegraph.co.uk/finance/newsbysector/retailandconsumer/9674175/Malaysia-denounces-French-Nutella-tax.html
http://www.conecomm.com/stuff/contentmgr/files/0/e3d2eec1e15e858867a5c2b1a22c4cfb/files/2013_cone_comm_social_impact_study.pdf
http://www.conecomm.com/stuff/contentmgr/files/0/e3d2eec1e15e858867a5c2b1a22c4cfb/files/2013_cone_comm_social_impact_study.pdf


288 

 

Corley, K. G. and Gioia, D. A. (2011). Building theory about theory building: what 

constitutes a theoretical contribution?. Academy of Management Review, 36(1), 

12-32. 

Osborne, J. W. and Costello, A. B. (2009). Best practices in exploratory factor 

analysis: Four recommendations for getting the most from your analysis. Pan-

Pacific Management Review, 12(2), 131-146. 

Cova, B. (1997). Community and consumption: towards a definition of the linking 

value of product or services. European Journal of Marketing, 31(3/4), 297-316. 

Creswell, J. W. (2009). Research Design: Qualitative, Quantitative, And Mixed 

Methods Approaches. Sage Publications. 

Creswell, J. W. and Plano Clark, V. (2011). Designing and conducting mixed 

methods research. Sage Publications. 

Crocker, J. and Park, L. E. (2004). The costly pursuit of self-esteem. Psychological 

Bulletin, 130(3), 392. 

Cumming-Bruce, N. and Erlanger, S. (2009, 29 November). Swiss Ban Building of 

Minarets on Mosques.  The New York Times, retrieved on 18, February 2013 

from http://www.nytimes.com/2009/11/30/world/europe/30swiss.html?_r=0 

Currás-Pérez, R., Bigné-Alcañiz, E., and Alvarado-Herrera, A. (2009). The role of 

self-definitional principles in consumer identification with a socially 

responsible company. Journal of Business Ethics, 89(4), 547-564. 

Curasi, C. F., Price, L. L., and Arnould, E. J. (2004). How individuals’ cherished 

possessions become families’ inalienable wealth. Journal of Consumer 

Research, 31(3), 609-622. 

Cutcliffe, J. R. and McKenna, H. P. (2004). Expert qualitative researchers and the 

use of audit trails. Journal of advanced nursing, 45(2), 126-133. 

Czaja, R. (1998). Questionnaire pretesting comes of age. Marketing Bulletin-

Department Of Marketing Massey University, 9, 52-66. Retrieved on 12 

December, 2013 from  

http://iimkbltn-dev.massey.ac.nz/V9/MB_V9_A5_Czaja.pdf 

D’Aprile, G., and Talò, C. (2013). Measuring corporate social responsibility as a 

psychosocial construct: a new multidimensional scale. Employee 

Responsibilities and Rights Journal, 1-23. 

http://topics.nytimes.com/top/reference/timestopics/people/e/steven_erlanger/index.html?inline=nyt-per
http://www.nytimes.com/2009/11/30/world/europe/30swiss.html?_r=0
http://iimkbltn-dev.massey.ac.nz/V9/MB_V9_A5_Czaja.pdf


289 

 

Dahlsrud, A. (2006). How Corporate Social Responsibility is defined: An analysis of 

37 definitions. Corp. Soc. Responsib. Environ. Mgmt., retrieved  22, January 

2012 from http://www.mcxindia.com/csr/newsarticle/pdf/csr_news45.pdf  

Dalpiaz, E., Rindova, V. P. and Ravasi, D. (2010). Where strategy meets culture: the 

neglected role of cultural and symbolic resources in strategy research. 

Advances in Strategic Management, 27, 175-208. 

Davis, K. (1973). The case for and against business assumption of social 

responsibilities. The Academy of Management Journal, Vol. 16, No. 2, pp. 312-

322. 

Davis, W. A. (2008). Expressing, meaning, showing, and intending to 

indicate. Intercultural Pragmatics, 5(2), 111-129. 

Dawkins, J., and Lewis, S. (2003). CSR in stakeholder expectations: and their 

implication for company strategy. Journal of Business Ethics, 44(2-3), 185-

193. 

Department of Statistics Malaysia (2013). Population Quick Info. Department of 

Statistics Malaysia Official Portal. Retrieved on 21 December, 2013 from 

<http://www.statistics.gov.my/portal/index.php?option=com_contentandview=

articleandid=471andlang=enandItemid=0> 

De Pelsmacker, P., Driesen, L. and Rayp, G. (2005). Do consumers care about 

ethics? Willingness to pay for fair‐trade coffee. Journal of consumer 

affairs, 39(2), 363-385. 

Deci, E. L., and Ryan, R. M. (2008). Self-determination theory: A macrotheory of 

human motivation, development, and health. Canadian 

Psychology/Psychologie Canadienne, 49(3), 182. 

Devinney, T.M. (2009). Is the socially responsible corporation a myth? The good, the 

bad, and the ugly of corporate social responsibility. Academy of Management 

Perspectives 23 (2 (May)): 44-56. 

Dey, I. (2005). Qualitative data analysis: A user friendly guide for social scientists. 

Routledge. 

Donaldson, T. & Dunfee, T. W. (1994). Toward a unified conception of business 

ethics: Integrative social contracts theory. Academy of management 

review, 19(2), 252-284. 

http://www.mcxindia.com/csr/newsarticle/pdf/csr_news45.pdf
http://www.statistics.gov.my/portal/index.php?option=com_content&view=article&id=471&lang=en&Itemid=0
http://www.statistics.gov.my/portal/index.php?option=com_content&view=article&id=471&lang=en&Itemid=0


290 

 

Donaldson, T. and Preston, L. E. (1995). The stakeholder theory of the corporation: 

concepts, evidence, and implications. Academy of Management Review, 20(1), 

65-91. 

Dong, L. and Tian, K. (2009). The use of western brands in asserting Chinese 

national identity. Journal of Consumer Research, 36(3), 504-523. 

Dorfman,  L., Cheyne, A., Friedman, L. C., Wadud, A., and Gottlieb, M. (2012). 

Soda and tobacco industry corporate social responsibility campaigns: how do 

they compare?  PLoS Med 9(6) retrieved on 21 September 2012 from  

 http://server-

t86.e2enetworks.net.in/files/file/Soda%20and%20Tobacco%20Industry.pdf 

Du, S., Bhattacharya, C. B. and Sen, S. (2007). Reaping relational rewards from 

corporate social responsibility: the role of competitive 

positioning. International Journal of Research in Marketing, 24(3), 224-241. 

Dubbink, W., Graafland, J. and Van Liedekerke, L. (2008). CSR, transparency and 

the role of intermediate organisations. Journal of Business Ethics, 82(2), 391-

406. 

Dusuki, A. W., and Abdullah, N. I. (2007). Why do Malaysian consumers patronise 

Islamic banks? International Journal of Bank Marketing, 25(3), 142-160. 

Eastman, J. K. and Eastman, K. L. (2011). Perceptions of status consumption and the 

economy. Journal of Business & Economics Research (JBER), 9(7), 9-20. 

Eccles, R. G., Ioannou, I. and Serafeim, G. (2011). The impact of a corporate culture 

of sustainability on corporate behavior and performance. Working Paper 12-

035, Harvard Business School, retrieved  15, February 2012 from 

 www.hbs.edu/research/pdf/12-035.pdf  

Eckhardt, G. M., Belk, R. and Devinney, T. M. (2010). Why don't consumers 

consume ethically? Journal of Consumer Behaviour, 9(6), 426-436. 

Economic Planning Unit (2014.). Retrieved January 15, 2015, from 

http://www.epu.gov.my/en/vission 

Elliott, R. and Wattanasuwan, K. (1998). Brands as symbolic resources for the 

construction of identity. International Journal of Advertising, 17 (2): 131-144  

Elo, S., and Kyngäs, H. (2008). The qualitative content analysis process. Journal of 

Advanced Nursing, 62(1), 107-115. 

http://server-t86.e2enetworks.net.in/files/file/Soda%20and%20Tobacco%20Industry.pdf
http://server-t86.e2enetworks.net.in/files/file/Soda%20and%20Tobacco%20Industry.pdf
http://www.hbs.edu/research/pdf/12-035.pdf


291 

 

Epp, A. M. and Price, L. L. (2010). The storied life of singularized objects: forces of 

agency and network transformation. Journal of Consumer Research,36(5), 

820-837. 

Esa, E., and Ghazali, N. (2012). Corporate social responsibility and corporate 

governance in Malaysian government-linked companies. Corporate 

Governance: The International Journal Of Business In Society,12(3), 292-

305. 

Etherington, S. (2013, December 17). Corporate social responsibility is here to stay. 

Real Business. Retrieved on 21 December, 2013 from  

http://realbusiness.co.uk/article/25092-corporate-social-responsibility-is-here-

to-stay- 

European Commission (2001) [cited in Dahlsrud, A. (2006)]  

European Commission (2012). Communication from the commission to the 

European parliament, the council, the European economic and social 

committee and the committee of the regions. A renewed EU strategy 2011-14 

for Corporate Social Responsibility. Retrieved on 21 September 2012 from  

 http://eur-

lex.europa.eu/LexUriServ/LexUriServ.do?uri=COM:2011:0681:FIN:EN:PDF 

Falck, O. and Heblich, S. (2007), Corporate social responsibility: doing well by 

doing good. Business Horizons, Vol. 50, pp. 247-54. 

Ferreira, S. and Gauthier-Villars, D. (2009, June 23). Sarkozy says burqas are 

unwelcome in France. The Wall Street Journal. Retrieved on 15, May, 2013. 

from http://online.wsj.com/news/articles/SB124566644926636675 

Flint, D. J., Woodruff, R. B. and Gardial, S. F. (1997). Consumer value change in 

industrial marketing relationships: a call for new strategies and research. 

Industrial Marketing Management, 26(2), 163-175. 

Firat, A. F. and Venkatesh, A. (1995). Liberatory postmodernism and the 

reenchantment of consumption. Journal Of Consumer Research, 239-267. 

Foster, R. J. (2007). The work of the new economy: consumers, brands, and value 

creation. Cultural Anthropology, 22(4), 707-731. 

Fournier, S. (1998). Consumers and their brands: developing relationship theory in 

consumer research. Journal Of Consumer Research, 24(4), 343-353. 

http://realbusiness.co.uk/article/25092-corporate-social-responsibility-is-here-to-stay-
http://realbusiness.co.uk/article/25092-corporate-social-responsibility-is-here-to-stay-
http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=COM:2011:0681:FIN:EN:PDF
http://eur-lex.europa.eu/LexUriServ/LexUriServ.do?uri=COM:2011:0681:FIN:EN:PDF
http://online.wsj.com/news/articles/SB124566644926636675


292 

 

Fournier, S., and Yao, J. L. (1997). Reviving brand loyalty: a reconceptualization 

within the framework of consumer-brand relationships. International Journal 

of Research in Marketing, 14(5), 451-472. 

Freeman, E. and Moutchnik, A. (2013). Stakeholder management and CSR: 

questions and answers. uwf UmweltWirtschaftsForum, 21(1-2), 5-9. 

Freeman, R.E. (1994). The politics of stakeholder theory: some future 

directions. Business Ethics Quarterly, 409-421. 

Freeman, R. E. (2001). Stakeholder theory of the modern corporation. In Hoffman, 

W.M., Frederick, R.E., and Schwartz, M.S.(Eds), Business Ethics: Readings 

and Cases in Corporate Morality, Fourth Edition, McGraw Hill, Boston: 38-

48. 

Freeman, R. and McVea, J. (2001). A stakeholder approach to strategic management. 

In Hitt, M. A., Freeman, R. E., and Harrison, J. S. (Eds.),  The Blackwell 

Handbook Of Strategic Management: 189-207. Oxford, UK: Blackwell. 

Friedman, M. (1970). The social responsibility of business is to increase its profits. 

New York Times Magazine (September 13, 1970), retrieved  14 January, 2012 

from  

www.colorado.edu/studentgroups/libertarians/issues/friedman-soc-resp-

business.html  

Gallie, W. B. (1956). Essentially contested concepts, Proceedings of the Aristotelian 

Society 56, 167–198 reprinted in M. Black (ed.): 1962, The Importance of 

Language (Prentice-Hall Inc., Englewood Cliffs, NJ), pp. 121–146.  

Garriga, E., and Melé, D. (2004). Corporate social responsibility theories: mapping 

the territory. Journal of Business Ethics, 53: 51-71. 

Gladwin, T. N., Kennelly, J. J. and Krause, T. S. (1995). Shifting paradigms for 

sustainable development: implications for management theory and research. 

Academy of Management Review, 20(4), 874-907.  

Goenka, H. (2012). Why it is a good idea to mandate corporate social responsibility.  

The Economic Times, viewed on 21 September 2012  

 http://articles.economictimes.indiatimes.com/2012-09-

01/news/33535456_1_net-profit-companies-bill-crore-last-year 

Graf, A. and Maas, P. (2008). Consumer value from a consumer perspective: a 

comprehensive review. Journal für Betriebswirtschaft, 58(1), 1-20. 

http://www.colorado.edu/studentgroups/libertarians/issues/friedman-soc-resp-business.html
http://www.colorado.edu/studentgroups/libertarians/issues/friedman-soc-resp-business.html
http://articles.economictimes.indiatimes.com/2012-09-01/news/33535456_1_net-profit-companies-bill-crore-last-year
http://articles.economictimes.indiatimes.com/2012-09-01/news/33535456_1_net-profit-companies-bill-crore-last-year


293 

 

Gravetter, F. J. and Forzano, L. A. B. (2011). Research methods for the behavioral 

Sciences. CengageBrain. com. 

Green, M. S. (2008). Expression, indication and showing what’s within. 

Philosophical Studies, 137(3), 389-398. 

Greene, J. C., Caracelli, V. J., and Graham, W. F. (1989). Toward a conceptual 

framework for mixed-method evaluation designs. Educational evaluation and 

policy analysis, 11(3), 255-274. 

Greening, D. W. and Gray, B. (1994). Testing a model of organizational response to 

social and political issues. Academy of Management Journal,37(3), 467-498. 

Greenwood, M. (2007). Stakeholder engagement: Beyond the myth of corporate 

responsibility. Journal of Business Ethics, 74(4), 315-327. 

Grewal, R., Mehta, R. and Kardes, F. R. (2000). The role of the social-identity 

function of attitudes in consumer innovativeness and opinion 

leadership. Journal of Economic Psychology, 21(3), 233-252. 

Griffin, J. J. and Mahon, J. F. (1997). The corporate social performance and 

corporate financial performance debate. Business and Society; Mar 1997; 36: 

5-31.  

Grubb, E. L., and Grathwohl, H. L. (1967). Consumer self-concept, symbolism and 

market behavior: A theoretical approach. The Journal of Marketing, 22-27. 

Grubb, E. L. and Hupp, G. (1968). Perception of self, generalized stereotypes, and 

brand selection. Journal of Marketing Research, 58-63. 

Grubb, E. L. and Stern, B. L. (1971). Self-concept and significant others. Journal of 

Marketing Research, 382-385. 

Gupta, S., Lehmann, D., and Ames Stuart, J. (2004). Valuing consumers. Journal of 

Marketing Research, 7-18. 

Gupta, S. and Pirsch, J. (2006). The company-cause-customer fit decision in cause-

related marketing. Journal of Consumer Marketing, 23(6), 314-326. 

Hall, R. (2012). Mixed methods: In search of a paradigm. Retrieved on 16 March, 

2015 from http://www. auamii. com/proceedings_Phuket_2012/Hall. pdf. 

Hair, J.F., Black, W.C., Babin, B.J., Anderson, R.E. and Tatham, R.L. (2006). 

Multivariate Data Analysis, 6th Edition, Prentice Hall, New Jersey. 

Hair, J. F., Ringle, C. M. and Sarstedt, M. (2011). PLS-SEM: Indeed a silver 

bullet. The Journal of Marketing Theory and Practice, 19(2), 139-152. 



294 

 

Hair, J. F., Sarstedt, M., Pieper, T. M., and Ringle, C. M. (2012). The use of partial 

least squares structural equation modelling in strategic management research: a 

review of past practices and recommendations for future applications. Long 

range planning, 45(5), 320-340. 

Hair Jr, J. F., Hult, G. T. M., Ringle, C. and Sarstedt, M. (2014). A primer on partial 

least squares structural equation modelling (PLS-SEM). Sage Publications. 

Harrison, J. G. and Freeman, R. E. (1999). Stakeholders, social responsibility, and 

performance: empirical evidence and theoretical perspectives. Academy of 

Management Journal 42(5): 479 – 485. 

Hart, S. L. (1995). A natural-resource-based view of the firm. Academy of 

Management Review, 20(4), 986-1014. 

Heffner, R. R., Kurani, K. S., and  Turrentine, T. (2005). Effects of vehicle image in 

gasoline-hybrid electric vehicles. Presented at the 21st Worldwide Battery, 

Hybrid, and Fuel Cell Electric Vehicle Symposium and Exhibition (EVS-21), 

Monaco, April 2-6, 2005. 

Hemingway, C. A. and Maclagan, P. W. (2004). Managers' personal values as 

drivers of corporate social responsibility. Journal of Business Ethics, 50(1), 33-

44. 

Henderson, D. (2001). The case against corporate social responsibility. POLICY-ST 

LEONARDS, 17(2), 28-32. 

Henson, R. K. and Roberts, J. K. (2006). Use of exploratory factor analysis in 

published research common errors and some comment on improved 

practice. Educational and Psychological Measurement, 66(3), 393-416. 

Heylighen, F. (1992). A cognitive‐systemic reconstruction of Maslow’s theory of 

self‐actualization. Behavioral Science, 37(1), 39-58. 

Hildebrand, D. F. N., Fernandes, D. V. D. H., Veloso, A. R., and Slongo, L. A. 

(2010). Consumer-company identification: development and validation of a 

scale. BAR-Brazilian Administration Review, 7(3), 276-293. 

Hirschman, E.C. (1986). The creation of product symbolism. Advances in Consumer 

Research. Volume 13, eds. Richard J. Lutz, Provo, UT: Association for 

Consumer Research, Pages: 327-331. 

Hirschman, E.C. and Holbrook, M. B. (1982).  Hedonic consumption: emerging 

concepts, methods and propositions.  The Journal of Marketing, 92-101. 



295 

 

Hirschman, E.C. and Panther-Yates, D. (2007). Suddenly Melungeon! 

Reconstructing consumer identity across the color line. Research in Consumer 

Behavior, 11, 241-259. 

Hoeffler, S., and Keller, K. L. (2002). Building brand equity through corporate 

societal marketing. Journal of Public Policy & Marketing, 21(1), 78-89. 

Hogg, M. K., Banister, E. N. and Stephenson, C. A. (2009). Mapping symbolic anti- 

consumption. Journal of Business Research, 62(2), 148-159. 

Holbrook, M. B. (1994). The nature of consumer value: an axiology of services in 

the consumption experience. Service Quality: New Directions in Theory and 

Practice, 21.  

Holbrook, M. B. (2006). ROSEPEKICECIVECI versus CCV in R. F. Lusch and S. 

L. Vargo (Eds.), The Service-Dominant Logic Of Marketing: Dialog, Debate 

And Directions (pp. 208–221). Armonk, NY: Sharpe. 

Holt, D.B. (2002). Why do brands cause trouble? A dialectical theory of consumer 

culture and branding. The Journal of Consumer Research, 29(1), 70-90. 

Holt, D. B., Quelch, J. A., & Taylor, E. L. (2004). How global brands 

compete. Harvard Business Review, 82(9), 68-75. 

Honda Motor Company (2012). Viewed on 21 September 2012, 

http://world.honda.com/CSR/ 

Hong, S. (2008). The entropy of symbolic consumption: Demand side market failure 

and the counterproposals. Advances in Consumer Research, 35, 491-497. 

Hosany, S. and Martin, D. (2012). Self-image congruence in consumer behavior. 

Journal of Business Research, 65(5), 685-691. 

Huber, F., Herrmann, A. and Morgan, R. E. (2001). Gaining competitive advantage 

through consumer value oriented management, Journal of Consumer 

Marketing, 18(1), 41-53. 

Hughes, R. (1998). Considering the vignette technique and its application to a study 

of drug injecting and HIV risk and safer behaviour. Sociology of Health & 

Illness, 20(3), 381-400. 

Hughes, R. and Huby, M. (2002). The application of vignettes in social and nursing 

research. Journal Of Advanced Nursing, 37(4), 382-386. 

Husted, B. W. and Allen, D. B. (2006). Corporate Social Responsibility in the 

multinational enterprise: Strategic and institutional approaches. Journal of 

International Business Studies, 37(6), 838-849. 

http://world.honda.com/CSR/


296 

 

Husted, B. W. and de Jesus Salazar, J. (2006). Taking Friedman seriously: 

Maximizing profits and social performance. Journal of Management 

Studies,43(1), 75-91. 

Interbrand (2012). Best Global Green Brands. Retrieved on 21 September 2012 from  

 http://www.interbrand.com/en/best-global-brands/Best-Global-Green-

Brands/2012-Report.aspx 

Interdepartmental Sustainable Development Committee (ISDC) (2012). Sustainable 

Development in Switzerland – A Guide, Berne. Retrieved on 15 September 

2012 from 

http://www.are.admin.ch/themen/nachhaltig/00260/index.html?lang=en 

Jamal, A. (2004). Retail banking and customer behaviour: A study of self-concept, 

satisfaction and technology usage. The International Review of Retail, 

Distribution and Consumer Research, 14(3), 357-379. 

Jamal, A., and Goode, M. M. (2001). Consumers and brands: A study of the impact 

of self-image congruence on brand preference and satisfaction. Marketing 

Intelligence & Planning, 19(7), 482-492. 

Jensen, M. C. (2010). Value maximization, stakeholder theory, and the corporate 

objective function. Journal Of Applied Corporate Finance, 22(1), 32-42. 

Johnson and Johnson (2012). Johnson and Johnson 2011 Sustainability Report. 

Retrieved on 15 September 2012 from  

 http://www.jnj.com/wps/wcm/connect/e265d6804bc83ae392f6ffbf30c50c56/20

11-responsibilty-report.pdf?MOD=AJPERES 

Jenkins, A.L. (2010, April 11). Candy bars kill endangered orangutans. The 

Examiner.com, retrieved on 15 September 2012 from 

http://www.examiner.com/article/candy-bars-kill-endangered-orangutans 

Johnson, R. B. and Onwuegbuzie, A. J. (2004). Mixed methods research: A research 

paradigm whose time has come. Educational Researcher, 33(7), 14-26. 

Johnson, R. B., Onwuegbuzie, A. J. and Turner, L. A. (2007). Toward a definition of 

mixed methods research. Journal Of Mixed Methods Research,1(2), 112-133. 

 

 

 

 

http://www.interbrand.com/en/best-global-brands/Best-Global-Green-Brands/2012-Report.aspx
http://www.interbrand.com/en/best-global-brands/Best-Global-Green-Brands/2012-Report.aspx
http://www.are.admin.ch/themen/nachhaltig/00260/index.html?lang=en
http://www.jnj.com/wps/wcm/connect/e265d6804bc83ae392f6ffbf30c50c56/2011-responsibilty-report.pdf?MOD=AJPERES
http://www.jnj.com/wps/wcm/connect/e265d6804bc83ae392f6ffbf30c50c56/2011-responsibilty-report.pdf?MOD=AJPERES
http://www.examiner.com/article/candy-bars-kill-endangered-orangutans


297 

 

Jones III, R. J., Cole, B. M. and Cox, M. Z. (2012). A multi-level analysis of 

corporate social responsibility: gender differences and corporate strategies.  

Conference paper,  2012 Proceedings of the Southwest Academy of 

Management, New Orleans, LA, February 29. Retrieved  on 1 March, 2012 

from  

 http://www.swamfbd.org/uploads/SWAM2012_Proceedings_v2.pdf#page=50  

Joy, A., Sherry Jr, J. F., and Deschenes, J. (2009). Conceptual blending in 

advertising. Journal Of Business Research, 62(1), 39-49. 

Joy, A. and Li, E. P. H. (2012). Studying consumption behaviour through multiple 

lenses: an overview of consumer culture theory. Journal of Business 

Anthropology, 1(1), pp-141. 

Kaplan, H. (1986). Social psychology of self-referent behavior. New York, New 

York: Plenum Press 

Kainth, J. S. and Verma, H. S. (2011). Consumer perceived value: construct 

apprehension and its evolution. Journal of Advanced Social Research 1 (2011): 

20-57 

Keim, G. D. (1978). Corporate social responsibility: An assessment of the 

enlightened self-interest model. Academy of Management Review, 3(1), 32-39. 

Keller, K. L., and Lehmann, D. R. (2006). Brands and branding: Research findings 

and future priorities. Marketing Science, 25(6), 740-759. 

Kernis, M. H. (2003). Toward a conceptualization of optimal self-esteem. 

Psychological Inquiry, 14(1), 1-26. 

Keys, T. and  Malnight, T. (2010). Corporate clout: the influence of the world’s 

largest 100 economic entities, strategy dynamics global limited. Retrieved  on 

1 March, 2012 from http://www.globaltrends.com/knowledge-

center/features/shapers-and-influencers/66-corporate-clout-the-influence-of-

the-worlds-largest-100-economic-entities  

Khalifa, A. S. (2004). Consumer value: a review of recent literature and an 

integrative configuration. Management Decision, 42(5), 645-666. 

Kiessling, T., Isaksson, L., and Yasar, B. (2015). Market orientation and CSR: 

performance implications. Journal of Business Ethics, 1-16. 

Kim, H. S. and Drolet, A. (2003). Choice and self-expression: a cultural analysis of 

variety-seeking. Journal of personality and social psychology,85(2), 373. 

 

http://www.swamfbd.org/uploads/SWAM2012_Proceedings_v2.pdf#page=50
http://www.globaltrends.com/knowledge-center/features/shapers-and-influencers/66-corporate-clout-the-influence-of-the-worlds-largest-100-economic-entities
http://www.globaltrends.com/knowledge-center/features/shapers-and-influencers/66-corporate-clout-the-influence-of-the-worlds-largest-100-economic-entities
http://www.globaltrends.com/knowledge-center/features/shapers-and-influencers/66-corporate-clout-the-influence-of-the-worlds-largest-100-economic-entities


298 

 

Kim, H. S., and Sherman, D. K. (2007).  Express yourself: culture and the effect of 

self-expression on choice.  Journal Of Personality And Social 

Psychology,92(1), 1. 

Kitzmueller, M., & Shimshack, J. (2012). Economic perspectives on corporate social 

responsibility. Journal of Economic Literature, 51-84. 

Kleine, S. S., Kleine III, R. E. and Allen, C. T. (1995). How is a possession me or not 

me? Characterizing types and an antecedent of material possession 

attachment. Journal of Consumer Research, 327-343. 

Kleine III, R. E., Kleine, S. S., and Kernan, J. B. (1993). Mundane consumption and 

the self: a social-identity perspective. Journal of Consumer Psychology,2(3), 

209-235. 

Kiron, D., Kruschwitz, N., Haanaes, K., and von Streng Velken, I. (2012). 

Sustainability nears a tipping point. MIT Sloan Management Review, 53(2), 69-

74. 

Korschun, D., Bhattacharya, C. B. and Swain, S. D. (2011). When and how does 

corporate social responsibility encourage consumer orientation? ESMT 

Working Paper, ISSN 1866-3494, European School of Management and 

Technology, retrieved  on 2 February, 2012 from 

https://www.esmt.org/fm/479/ESMT-11-05.pdf 

Kotler, P. and Keller, K. L. (2005). Marketing Management. 12
th
 ed., Upper Saddle 

River, NJ: Prentice Hall. 

Kressmann, F., Sirgy, M. J., Herrmann, A., Huber, F., Huber, S. and Lee, D. J. 

(2006). Direct and indirect effects of self-image congruence on brand 

loyalty. Journal of Business Research, 59(9), 955-964. 

Kubovy, M. (1999). On the pleasures of the mind. Well-being: The foundations of 

hedonic psychology, 134-154. Retrieved on 13 November, 2015 from 

https://www.researchgate.net/profile/Michael_Kubovy/publication/264873667

_On_the_Pleasures_of_the_Mind/links/54248fa50cf26120b7a931c6.pdf 

Kurucz, E., Colbert, B., and Wheeler, D. (2008). The business case for corporate 

social responsibility. The Oxford Handbook Of Corporate Social 

Responsibility, 83-112. 

Kwak, D. and Kang, J. H. (2009). Symbolic purchase in sport: the roles of self-image 

congruence and perceived quality. Management Decision, 47(1), 85-99. 

 

https://www.esmt.org/fm/479/ESMT-11-05.pdf


299 

 

Lamont, M., and Molnár, V. (2001). How blacks use consumption to shape their 

collective identity evidence from marketing specialists. Journal of Consumer 

Culture, 1(1), 31-45. 

Lastovicka, J. L., and Sirianni, N. J. (2011). Truly, madly, deeply: consumers in the 

throes of material possession Love. Journal of Consumer Research, 38(2), 323-

342. 

Lau, Y. W. and Tong, C. Q. (2008). Are Malaysian government-linked companies 

(glcs) creating value? International Applied Economics and Management 

Letters, 1(1), 9-12. 

Lawshe, C. H. (1975). A quantitative approach to content validity1.Personnel 

psychology, 28(4), 563-575. 

Leedy, P.D. and Ormrod, J. E. (2010) Practical Research: Planning and Design. 

Ninth Edition. NYC: Merrill. 

Lee, M. D. P. (2008). A review of the theories of corporate social responsibility: its 

evolutionary path and the road ahead. International Journal of Management 

Reviews, 10(1), 53-73. 

Lee, M.S., Motion. J., Conroy, D. (2009). Anti-consumption and brand avoidance. 

Journal of Business Research 62: 169-180. 

Leech, B. L. (2002). Asking questions: techniques for semi structured 

interviews. Political Science & Politics, 35(04), 665-668. 

Leech, N. L., and Onwuegbuzie, A. J. (2009). A typology of mixed methods research 

designs. Quality & Quantity, 43(2), 265-275. 

Leigh, M., and Lip, B. (2004). Transitions in Malaysian society and politics: towards 

centralizing power. The Asia-Pacific: A Region in Transition, 300-322. 

Leith, K. P. and Baumeister, R. F. (1998). Empathy, shame, guilt, and narratives of 

interpersonal conflicts: guilt‐prone people are better at perspective 

taking. Journal of Personality, 66(1), 1-37. 

Leroi-Werelds, S. and Streukens, S. (2011). Consumer value measurement. MSI 

Working Paper Series, Marketing Science Institute. Retrieved on 29 August, 

2013 from https://uhdspace.uhasselt.be/dspace/handle/1942/11948  

Lev, B. (2011). Winning Investors Over: Surprising Truths about Honesty, Earnings 

Guidance, and Other Ways to Boost Your Stock Price. Harvard Business Press.  

Levy, S. J. (1959). Symbols for sale. Harvard Business Review, 37: 117-124. 

 

https://uhdspace.uhasselt.be/dspace/browse?type=author&authority=1970
https://uhdspace.uhasselt.be/dspace/handle/1942/11948


300 

 

Lii, Y. S. and Lee, M. (2012). Doing right leads to doing well: When the type of CSR 

and reputation interact to affect consumer evaluations of the firm. Journal of 

Business Ethics, 105(1), 69-81. 

Lincoln, Y. S. and Guba, E. G. (1985). Naturalistic inquiry (Vol. 75). Sage. 

Lindgreen, A., and Swaen, V. (2010). Corporate Social Responsibility. International 

Journal of Management Reviews, 12(1), 1-7. 

Logsdon, J. M. and Wood, D. J. (2002). Business Citizenship: From Domestic To 

Global Level Of Analysis. Business Ethics Quarterly, 155-187. 

Loureiro, S., Sardinha, I. and Reijnders, L. (2012). The effect of corporate social 

responsibility on consumer satisfaction and perceived value: the case of the 

automobile industry sector in Portugal. Journal of Cleaner Production. 

Luedicke, M. K. (2011). Consumer Acculturation Theory: Crossing Conceptual 

Boundaries. Consumption Markets and Culture, 14(3), 223-244. 

Luo, X. and Bhattacharya C. B. (2006). Corporate social responsibility, consumer 

satisfaction, and market value. Journal of Marketing, Vol. 70 (October 2006): 

1–18  

Luo, X., and Bhattacharya, C. B. (2009). The debate over doing good: Corporate 

social performance, strategic marketing levers, and firm-idiosyncratic 

risk. Journal of Marketing, 73(6), 198-213. 

Lynch, M. F., La Guardia, J. G., and Ryan, R. M. (2009). On being yourself in 

different cultures: ideal and actual self-concept, autonomy support, and well-

being in China, Russia, and The United States. The Journal of Positive 

Psychology, 4(4), 290-304. 

Majumdar, U. and Rana, N (2014). The Birth of a New Ecosystem: India's 

Mandatory CSR Rule Becomes a Reality. Retrieved on 24 June, 2015 from 

http://www.csrwire.com/blog/posts/1290-the-birth-of-a-new-ecosystem-india-

s-mandatory-csr-rule-becomes-a-reality 

Malär, L., Krohmer, H., Hoyer, W. D. and Nyffenegger, B. (2011). Emotional brand 

attachment and brand personality: The relative importance of the actual and the 

ideal self. Journal of Marketing, 75(4), 35-52. 

Margolis, J.D. and Walsh, J.P. (2003). Misery loves companies: rethinking social 

initiatives by business. Administrative Science Quarterly, 38 (3): 268–305. 

 



301 

 

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,71(3), 245-260. 

Marin, L., Ruiz, S. and Rubio, A. (2009). The role of identity salience in the effects 

of corporate social responsibility on consumer behavior. Journal of Business 

Ethics, 84(1), 65-78. 

Markus, H., and Nurius, P. (1986). Possible selves. American Psychologist, 41(9), 

954. 

Markus, H., and Wurf, E. (1987). The dynamic self-concept: a social psychological 

perspective. Annual Review Of Psychology, 38(1), 299-337. 

Markus, H., & Zajonc, R. B. (1985). The cognitive perspective in social 

psychology. Handbook of social psychology, 1, 137-230. 

Maslow, A. H., Frager, R. and Cox, R. (1970). Motivation and personality (Vol. 2). 

J. Fadiman, & C. McReynolds (Eds.). New York: Harper & Row. 

Matten, D., Crane, A., and Chapple, W. (2003). Behind the mask: revealing the true 

face of corporate citizenship.  Journal of Business Ethics, 45(1-2), 109-120. 

Maxfield, S. (2008). Reconciling corporate citizenship and competitive strategy: 

Insights from economic theory. Journal of Business Ethics, 80(2), 367-377. 

Maxwell, J. A. (2012). Qualitative research design: An interactive approach: An 

interactive approach. Sage. 

McCracken, G. (1986). Culture and consumption: a theoretical account of the 

structure and movement of the cultural meaning of consumer goods. Journal 

Of Consumer Research, 71-84. 

McKinsey and Company (2011). The business of sustainability: McKinsey Global 

survey results. McKinsey Quarterly, retrieved on 21 September 2012 from  

 http://www.mckinseyquarterly.com/The_business_of_sustainability_McKinsey

_Global_Survey_results_2867 

McWilliams, A. and Siegel, D. (2001). Corporate Social Responsibility: A theory of 

the firm perspective. The Academy of Management Review 26(1): 117–127. 

McWilliams, A., Siegel, D.S. and Wright, P.M. (2006). Corporate social 

responsibility: Strategic implications. Journal of Management Studies, 43:1-18. 

McWilliams, A. and Siegel, D. S. (2011). Creating and capturing value strategic 

corporate social responsibility, resource-based theory, and sustainable 

competitive advantage. Journal of Management, 37(5), 1480-1495. 

http://www.mckinseyquarterly.com/The_business_of_sustainability_McKinsey_Global_Survey_results_2867
http://www.mckinseyquarterly.com/The_business_of_sustainability_McKinsey_Global_Survey_results_2867


302 

 

Medarevic, S. (2012). Environmental corporate social responsibility and the carbon 

economy: a case for CSR, the triple bottom line and obliquity. Retrieved on 21 

December, 2012 from 

http://epublications.bond.edu.au/cgej/25 

Mick, D. G. (1986). Consumer research and semiotics: exploring the morphology of 

signs, symbols, and significance. Journal Of Consumer Research, 196-213. 

Miles, M. B., Huberman, A. M. and Saldaña, J. (2014). Qualitative data analysis: A 

methods sourcebook.  (3rd ed.), Sage, Thousand Oaks, CA. 

Mitchell, R. K., Agle, B. R., and Wood, D. J. (1997). Toward a theory of stakeholder 

identification and salience: defining the principle of who and what really 

counts. Academy Of Management Review, 22(4), 853-886. 

Mohamad, M. (1991). The way forward. Speech to the Malaysian Business Council. 

Kuala Lumpur, Malaysia. Retrieved on 21 June, 2013 from  

 http://www.pmo.gov.my/?menu=pageandpage=1904 

Mohamed, M. B., and Sawandi, N. B. (2007). Corporate Social Responsibility (CSR) 

Activities in mobile telecommunication industry: case study of Malaysia. 

European Critical Accounting Conference, Scotland, UK. 

Moir, L. (2001). What do we mean by corporate social responsibility? Corporate 

Governance, 1(2), 16-22. 

Morrison, J. (2012). Business responsibility for its social impacts: moving beyond 

CSR. The Guardian, viewed on 21 September 2012,   

 http://www.guardian.co.uk/sustainable-business/business-responsibility-social-

impact-beyond-csr?newsfeed=true 

Morse, J. M. (1998). Validity by committee. Qualitative Health Research, 8(4), 443-

445. 

Morse, J.M. (2015). Critical analysis of strategies for determining rigor in qualitative 

inquiry. Qualitative health research, 25(9), 1212-1222. 

Morse, J. M., Barrett, M., Mayan, M., Olson, K., and Spiers, J. (2002). Verification 

strategies for establishing reliability and validity in qualitative 

research. International journal of qualitative methods, 1(2), 13-22. 

MSL Group (2014). The future of business citizenship. MSL’s Peoples Insights. 

Retrieved on 21 June, 2014 from http://msl.nl/wp-

content/uploads/Netherlands_22-09-14.pdf 

 

http://epublications.bond.edu.au/cgej/25
http://www.pmo.gov.my/?menu=page&page=1904
http://www.guardian.co.uk/sustainable-business/business-responsibility-social-impact-beyond-csr?newsfeed=true
http://www.guardian.co.uk/sustainable-business/business-responsibility-social-impact-beyond-csr?newsfeed=true


303 

 

Nareeman, A., and Hassan, Z. (2013). Customer perceived practice of CSR on 

improving customer satisfaction and loyalty. International Journal of 

Accounting and Business Management, 1(1), 30-49. 

National Commission for the Protection of Human Subjects of Biomedical and 

Behavioral Research, Bethesda, MD. (1978). The Belmont Report: Ethical 

Principles And Guidelines For The Protection Of Human Subjects Of 

Research. ERIC Clearinghouse. 

Na, H. and Jian, L. (2013). Research on the relationship between corporate social 

responsibility and brand equity—From the perspective of consumer cognition. 

In Management Science and Engineering (ICMSE), 2013 International 

Conference on (pp. 870-876). IEEE. 

Naumann, E. (1995). Creating consumer value. Cincinnati, OH: Thompson 

Executive Press. 

Neudecker, N., Hupp, O., Stein, A. and Schuster, H. (2013). Is your brand a one-

night stand? Managing consumer-brand relationships. Marketing Review St. 

Gallen, 30(6), 22-33. 

New Straits Times (18 December, 2012a). Big, green impact. Retrieved on 21 

January, 2013 from http://www.nst.com.my/opinion/editorial/big-green-

impact-1.187697 

New Straits Times (15 October, 2012b). Washing marathon to aid the needy. 

Retrieved on 15 January, 2013 from http://www.nst.com.my/latest/washing-

marathon-to-aid-the-needy-1.156830 

Nguyen, H., Stuchtey, M. and Zils, M (2014). Remaking the industrial economy. The 

McKinsey Quarterly, February 2014, 1-17. Retrieved on 6 February, 2014 from 

http://www.mckinsey.com/insights/manufacturing/remaking_the_industrial_ec

onomy 

Nielsen, A. C. (2012). The global, socially-conscious consumer. Nielsen Report. 

Retrieved on 21 June, 2013 from  

http://www.fairtrade.travel/uploads/files/Nielsen-

the_Global,_Socially_Conscious_Consumer.pdf 

Noble, H. and Smith, J. (2015). Issues of validity and reliability in qualitative 

research. Evidence Based Nursing, 18(2), 34-35. 

http://www.nst.com.my/opinion/editorial/big-green-impact-1.187697
http://www.nst.com.my/opinion/editorial/big-green-impact-1.187697
http://www.nst.com.my/latest/washing-marathon-to-aid-the-needy-1.156830
http://www.nst.com.my/latest/washing-marathon-to-aid-the-needy-1.156830
http://www.mckinsey.com/insights/manufacturing/remaking_the_industrial_economy
http://www.mckinsey.com/insights/manufacturing/remaking_the_industrial_economy


304 

 

Nurn, C. W., and Tan, G. (2010). Obtaining intangible and tangible benefits from 

corporate social responsibility. International Review of Business Research 

Papers, 6(4), 360-371. 

Öberseder, M., Schlegelmilch, B. B., & Murphy, P. E. (2013). CSR practices and 

consumer perceptions. Journal of Business Research, 66(10), 1839-1851. 

Öberseder, M., Schlegelmilch, B.B., Murphy, P.E., Gruber, V. (2013). Consumers' 

perceptions of corporate social responsibility: Scale development and 

validation. Journal of Business Ethics, 104(4), 449-460.  

O’Dwyer, B., Owen, D. and Unerman, J. (2011). Seeking legitimacy for new 

assurance forms: The case of assurance on sustainability reporting. Accounting, 

Organizations and Society, 36(1), 31-52. 

Okoye, A. (2009). Theorising corporate social responsibility as an essentially 

contested concept: Is a definition necessary? Journal of Business Ethics 

89:613–627. 

Onwuegbuzie, A. J., and Collins, K. M. (2007). A typology of mixed methods 

sampling designs in social science research. The Qualitative Report, 12(2), 

281-316. 

Oyserman, D. (2009). Identity-based motivation: implications for action-readiness, 

procedural-readiness, and consumer behavior. Journal of Consumer 

Psychology, 19(3), 250-260. 

Papista, E. and Dimitriadis, S. (2012). Exploring consumer-brand relationship quality 

and identification: qualitative evidence from cosmetics brands. Qualitative 

Market Research: An International Journal, 15(1), 33-56. 

Parasuraman, A. (1997). Reflections on gaining competitive advantage through 

consumer value.  Journal of the Academy of Marketing Science, 25 (2): 154–

161. 

Peloza, J., and Papania, L. (2008). The missing link between corporate social 

responsibility and financial performance: Stakeholder salience and 

identification. Corporate Reputation Review, 11(2), 169-181. 

Peloza, J. and Shang, J. (2011). How can corporate social responsibility activities 

create value for stakeholders? A systematic review. Journal of the Academy of 

Marketing Science 39: 117–135. 

 

http://scholar.google.com.my/scholar_url?hl=en&q=http://link.springer.com/article/10.1007/s10551-013-1787-y&sa=X&scisig=AAGBfm0lvVJzSYU0_SjEpSCwCrx-YaZlzA&oi=scholaralrt


305 

 

Peñaloza, L. and Mish, J. (2011). The nature and processes of market co-creation in 

triple bottom line firms: leveraging insights from consumer culture theory and 

service dominant logic. Marketing Theory, 11(1), 9-34. 

Perrini, F., Russo, A., Tencati, A., and Vurro, C. (2009). Going beyond a long-lasting 

debate: what is behind the relationship between corporate social and financial 

performance. Retrieved on 21 June, 2012 from 

http://www.networkedcranfield.com/doughty/Document%20Library/Working

%20Papers/Going%20beyond%20a%20long-lasting%20debate.pdf 

Peteraf, M. A. (1993). The cornerstones of competitive advantage: a resource‐based 

view. Strategic Management Journal, 14(3), 179-191. 

Plano Clark, V. L.  (2010). The adoption and practice of mixed methods: US trends 

in federally funded health-related research. Qualitative Inquiry. 

Piacentini, M.G., MacFadyen, L. and Eadie, D.R. (2000). Corporate social 

responsibility in food retailing. International Journal of Retail and Distribution 

Management 28(10): 459–469. 

Porter, M. E. (1996). What is strategy? Harvard Business Review (November-

December 1996):61-78 

Porter, M. E. and Kramer, M. R. (2002). The competitive advantage of corporate 

philanthropy. Harvard Business Review, 80(12), 56-68. 

Porter, M. E. and Kramer, M. R. (2006). Strategy and society: the link between 

competitive advantage and corporate social responsibility. Harvard Business 

Review, 84(12): 78–92. 

Porter, M.E. and Kramer, M.R. (2011). The big idea: Creating shared value. Harvard 

Business Review, 89(1), 2. 

Prahalad, C.K. and Ramaswamy, V. (2000). Co-opting consumer competence. 

Harvard Business Review, 78(1), 79-90. 

Pratabhan and Abdul Rahim (2005). Big earners, small givers. Malaysian Business, 

September: 12-16. 

Preacher, K. J. and Hayes, A. F. (2004). SPSS and SAS procedures for estimating 

indirect effects in simple mediation models. Behavior research methods, 

instruments, & computers, 36(4), 717-731. 

 

http://www.networkedcranfield.com/doughty/Document%20Library/Working%20Papers/Going%20beyond%20a%20long-lasting%20debate.pdf
http://www.networkedcranfield.com/doughty/Document%20Library/Working%20Papers/Going%20beyond%20a%20long-lasting%20debate.pdf


306 

 

Preacher, K. J. and Hayes, A. F. (2008). Asymptotic and resampling strategies for 

assessing and comparing indirect effects in multiple mediator models. Behavior 

research methods, 40(3), 879-891. 

Presser, S. and Blair, J. (1994). Survey pretesting: do different methods produce 

different results? Sociological Methodology, 24(1), 73-104. 

Priem, R. L. (2007). A consumer perspective on value creation. Academy of 

Management Review, 32(1), 219-235. 

Putrajaya Committee on GLC High Performance (2012). Retrieved  on 2 February, 

2012 from http://www.pcg.gov.my/trans_manual.asp   

Pyszczynski, T., Greenberg, J., Solomon, S., Arndt, J., and Scheme, J. (2004). Why 

do people need self-esteem? A theoretical and empirical review. Psychological 

Bulletin, 130(3), 435. 

Ramasamy, B., Hung W. T. and Yeung, M. (2007). Does it pay to be good in 

developing countries? The relationship between CSR and financial 

performance in Malaysia. Asian Academy of Management Journal of 

Accounting  and Finance, Vol. 3, No. 1: 21–36 

Rasche, A. (2009). A Necessary Supplement: What the United Nations Global 

Compact is and is not. Business and Society, 48(4), 511-537. 

Ravasi, D. and Rindova, V. (2008). Symbolic value creation. The Sage Handbook of 

New Approaches in Management and Organization. Eds. Barry, D. and 

Hansen, H. 270-284.Sage. 

Reed II, A., Forehand, M., Puntoni, S. and Warlop, L. (2012). Identity-based 

consumer behavior. International Journal of Research in Marketing. 

Richins, M.L. (1994). Special possessions and the expression of material values. 

Journal of Consumer Research, vol. 21, 4: 522-533. 

Rindova, V. P., and Petkova, A. P. (2007). When is a new thing a good thing? 

Technological change, product form design, and perceptions of value for 

product innovations. Organization Science, 18(2), 217-232. 

Rolfe, G. (2006). Validity, trustworthiness and rigour: quality and the idea of 

qualitative research. Journal of advanced nursing, 53(3), 304-310. 

Runhaar, H. and Lafferty, H. (2009). Governing Corporate Social Responsibility: An 

assessment of the contribution of the UN Global Compact to CSR strategies in 

the telecommunications industry. Journal of Business Ethics,84(4), 479-495. 

 

http://www.pcg.gov.my/trans_manual.asp


307 

 

Ryan, R. M. and Deci, E. L. (2000). Self-determination theory and the facilitation of 

intrinsic motivation, social development, and well-being. American 

psychologist, 55(1), 68. 

Ryan, R. M. and Deci, E. L. (2001). On happiness and human potentials: A review of 

research on hedonic and eudaimonic well-being. Annual review of 

psychology, 52(1), 141-166. 

Ryan, R. M. and Frederick, C. (1997). On energy, personality, and health: Subjective 

vitality as a dynamic reflection of well‐being. Journal of personality, 65(3), 

529-565. 

Sachs, S., Post, J. E. and Preston, L. E. (2002). Managing the extended enterprise: 

the new stakeholder view. California Management Review, 45(1), 6-28. 

Saldaña, J. (2013). The coding manual for qualitative researchers (2nd ed.). London: 

Sage 

Sánchez-Fernández, R. and Iniesta-Bonillo, M. Á. (2007). The concept of perceived 

value: a systematic review of the research. Marketing Theory, 7(4), 427-451. 

Sandelowski M. (1995) Qualitative analysis: what it is and how to begin? Research 

in Nursing & Health 18, 371–375. 

Sandikci, Ö., and Ger, G. (2010). Veiling in style: how does a stigmatized practice 

become fashionable? Journal of Consumer Research, 37(1), 15-36. 

Santos, J. P., Seixas, D., Brandão, S., and Moutinho, L. (2009). Habeo ergo sum: 

neural correlates for self-concept nourishing with brands’ symbolic meanings. 

Retrieved on 21 June, 2013 from 

http://intra.ismai.pt/docentes/jpsantos/docs/EMAC2008%20-

%20Jose%20Paulo%20Santos%20-%20Habeo%20ergo%20sum.pdf 

Schau, H. J., Gilly, M. C. and Wolfinbarger, M. (2009). Consumer identity 

renaissance: the resurgence of identity-inspired consumption in retirement. 

Journal of Consumer Research, 36(2), 255-276. 

Schenk, C. T. and Holman, R. H. (1980). A sociological approach to brand choice: 

the concept of situational self-image. Advances In Consumer Research, 7, 610-

614. 

Scherer, A. G., and Palazzo, G. (2007). Toward a political conception of corporate 

responsibility: business and society seen from a Habermasian perspective. 

Academy of Management Review, 32(4), 1096–1120. 

 

http://intra.ismai.pt/docentes/jpsantos/docs/EMAC2008%20-%20Jose%20Paulo%20Santos%20-%20Habeo%20ergo%20sum.pdf
http://intra.ismai.pt/docentes/jpsantos/docs/EMAC2008%20-%20Jose%20Paulo%20Santos%20-%20Habeo%20ergo%20sum.pdf


308 

 

Schmitz, J. and Schrader, J. (2013). Corporate Social Responsibility: A 

microeconomic review of the literature.  Journal of Economic Surveys, Vol. 00, 

No. , pp. 1-19. 

Schoenberg, N. E. and Ravdal, H. (2000). Using vignettes in awareness and 

attitudinal research. International Journal Of Social Research 

Methodology, 3(1), 63-74. 

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, 34(2), 158-166. 

Sen, S. and C.B. Bhattacharya (2001). Does doing good always lead to doing better? 

Consumer reactions to corporate social responsibility. Journal of Marketing 

Research, 38 (May): 225-243. 

Sen, S., Gürhan‐Canli, Z., and Morwitz, V. (2001). Withholding consumption: A 

social dilemma perspective on consumer boycotts. Journal of Consumer 

research, 28(3), 399-417. 

Servaes, H., and Tamayo, A. (2013). The impact of corporate social responsibility on 

firm value: The role of customer awareness. Management Science, 59(5), 

1045-1061. 

Shahan, Z. (2014). EV Sales Up 228.88% in 2013 in US (2013 Electric & Hybrid 

Vehicle Sales Report). CleanTechnica.com Viewed on 23 August, 2014 at 

http://cleantechnica.com/2014/01/07/ev-sales-228-88-2013-2013-electric-

hybrid-vehicle-sales-report/ 

Sharma, B. (2013). Contextualising CSR in Asia: Corporate Social Responsibility in 

Asian economies. Singapore Lien Centre for Social Innovation. Retrieved on 

31 August, 2013 from 

http://ink.library.smu.edu.sg/lien_reports 

Shavitt, S. and Nelson, M. (2000). The social-identity function in person perception: 

communicated meanings of product preferences. In Gregory Maio and James 

M. Olson, eds., Why We Evaluate: Functions of Attitudes, 37-57, Mahwah, NJ: 

Erlbaum. 

Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Why we buy what we buy: a 

theory of consumption values. Journal of Business Research, 22(2), 159-170. 

 

http://ink.library.smu.edu.sg/lien_reports


309 

 

Shukor, S. A., and Jamal, A. (2015). Clothing purchase motives and status 

consumption among migrant Muslims. International Journal of Islamic 

Marketing and Branding, 1(2), 160-172. 

Silberhorn, D. and Warren, R.C. (2007). Defining corporate social responsibility: A 

view from big companies in Germany and the UK. European Business Review, 

vol. 19 Iss: 5, 352 – 372. 

Singh, J., and del Bosque, I. R. (2008). Understanding corporate social responsibility 

and product perceptions in consumer markets: a cross-cultural evaluation. 

Journal of Business Ethics, 80(3), 597-611. 

Sirgy, M. J. (1980). Self-concept in relation to product preference and purchase 

intention. Developments In Marketing Science, 3(2), 350-354 [cited in Sirgy, 

1982] 

Sirgy, M. J. (1982). Self-concept in consumer behavior: a critical review. Journal Of 

Consumer Research, 287-300.  

Sirgy, M. J., Grewal, D., Mangleburg, T. F., Park, J. O., Chon, K. S., Claiborne, C. 

B., Johar, J.S., and Berkman, H. (1997). Assessing the predictive validity of 

two methods of measuring self-image congruence. Journal of the academy of 

marketing science, 25(3), 229-241. 

Sirmon, D. G., Hitt, M. A., and Ireland, R. D. (2007). Managing firm resources in 

dynamic environments to create value: looking inside the black box. Academy 

Of Management Review, 32(1), 273-292. 

Sison, A. J. G. and Fontrodona, J. (2012). The common good of the firm in the 

aristotelian-thomistic tradition. Business Ethics Quarterly, 22(2), 211-246 

retrieved 21 September, 2013 from http://www.iese.edu/en/files/6_40627.pdf 

Skarmeas, D. and Leonidou, C. N. (2013). When consumers doubt, watch out! The 

role of CSR scepticism. Journal of Business Research. 

Smit, E., Bronner, F., and Tolboom, M. (2007). Brand relationship quality and its 

value for personal contact. Journal of Business Research, 60(6), 627-633. 

Smith, J.B. and Colgate, M. (2007). Consumer value creation: A practical 

framework.  Journal of Marketing Theory and Practice, vol. 15, no. 1: 7–23. 

Smith, J. R., Terry, D. J., Manstead, A. S., Louis, W. R., Kotterman, D. and Wolfs, J. 

(2008). The attitude–behavior relationship in consumer conduct: the role of 

norms, past behavior, and self-identity. The Journal of Social 

Psychology, 148(3), 311-334. 

http://www.iese.edu/en/files/6_40627.pdf


310 

 

Sojka, J. and Spangenberg, E. (1994). Ethical Concerns In Marketing Research. 

Advances In Consumer Research, 21, 392-392. 

Solomon, M. R. (1983). The role of products as social stimuli: a symbolic 

interactionism perspective. Journal Of Consumer Research, 319-329. 

Sparkes, R. and Cowton, C. J. (2004). The maturing of socially responsible 

investment: a review of the developing link with corporate social 

responsibility. Journal of Business Ethics, 52(1), 45-57. 

Strahilevitz, M. A. and Myers, J. (1998). Donations to charity as purchase incentives: 

How well they work may depend on what you are trying to sell. Journal of 

Consumer Research, 24(4), 434. 

Suchman, M. C. (1995). Managing legitimacy: Strategic and institutional 

approaches. Academy of management review, 20(3), 571-610. 

Sutton, R. I. and Staw, B. M. (1995). What theory is not. Administrative science 

quarterly, 371-384. 

Swaminathan, V., Page, K. L. and Gürhan-Canli, Z. (2007). “My” brand or “our” 

brand: The effects of brand relationship dimensions and self-construal on brand 

evaluations. Journal of consumer research, 34(2), 248-259. 

Sweeney, J. C. and Soutar, G. N. (2001). Consumer perceived value: the 

development of a multiple item scale. Journal of Retailing, 77(2), 203-220. 

Taneja, S. S., Taneja, P. K., and Gupta, R. K. (2011). Researches in corporate social 

responsibility: a review of shifting focus, paradigms, and methodologies. 

Journal of Business Ethics 101:343–364. 

Tang, Z., Hull, C. E. and Rothenberg, S. (2012). How corporate social responsibility 

engagement strategy moderates the CSR–financial performance 

relationship. Journal of Management Studies, 49(7), 1274-1303. 

Tashakkori, A. and Creswell, J. W. (2007). Editorial: The new era of mixed 

methods. Journal Of Mixed Methods Research, 1(1), 3-7. 

Teddlie, C., and Yu, F. (2007). Mixed methods sampling a typology with 

examples. Journal Of Mixed Methods Research, 1(1), 77-100. 

Teoh, H. Y. and Thong, T. S. (1981). An empirical research on corporate social 

responsibilities undertaken by Malaysian companies. Malaysian Management 

Review, August: 1-110. 

 



311 

 

Thamke, I., Dürrschmid, K. and Rohm, H. (2009). Sensory description of dark 

chocolates by consumers.  LWT-Food Science and Technology, 42(2), 534-539. 

The Edge (3 April, 2014). Khazanah  ups CR fund to RM100m. Retrieved on 21 

June, 2014 from http://www.theedgemarkets.com/my/article/khazanah-ups-cr-

fund-rm100m 

Tian, K. and Belk, R. W. (2005). Extended self and possessions in the 

workplace. Journal Of Consumer Research, 32(2), 297-310. 

Tomasello, M. (2009). Why we cooperate. MIT press. 

Toyota Motor Corporation (2012), Toyota’s CSR concepts, viewed on 21 September 

2012 at 

 http://www.toyota- 

global.com/sustainability/csr_initiatives/csr_concepts/policy.html  

Trigg, A. B. (2001). Veblen, Bourdieu, and conspicuous consumption. Journal of 

Economic Issues, 99-115. 

Tsoutsoura, M. (2004). Corporate social responsibility and financial performance. 

Working Paper, Haas School of Business, University of California, Berkeley: 

1-21 retrieved on 3 February, 2012 from 

 http://escholarship.org/uc/item/111799p2#page-2  

Turban, D. B. and Greening, D.W. (1997). Corporate social performance and 

organizational attractiveness to prospective employees. Academy of 

Management Journal 40 (3): 658-763. 

Turnbull, J. (2009). Consumer value-in-experience: theoretical foundation and 

research agenda. In S. Luxton, ed. Australian and New Zealand Marketing 

Academy Conference (ANZMAC): Sustainable management and marketing, 

30
th

 November – 2
nd

 December, Melbourne, Australia.  

Üstüner, T. and Holt, D. B. (2007). Dominated consumer acculturation: the social 

construction of poor migrant women’s consumer identity projects in a Turkish 

squatter. Journal of Consumer Research, 34(1), 41-56. 

Varadarajan, P. R., and Menon, A. (1988). Cause-related marketing: a coalignment 

of marketing strategy and corporate philanthropy. The Journal of Marketing, 

58-74. 

 

http://escholarship.org/uc/item/111799p2#page-2


312 

 

van den Brink, D., Odekerken-Schröder, G., & Pauwels, P. (2006). The effect of 

strategic and tactical cause-related marketing on consumers' brand 

loyalty. Journal of Consumer Marketing, 23(1), 15-25. 

van Huijstee, M. and Glasbergen, P. (2008). The practice of stakeholder dialogue 

between multinationals and NGOs. Corporate Social Responsibility and 

Environmental Management 15, 298–310.  

van Marrewijk, M. (2003). Concepts and definitions of CSR and corporate 

sustainability: between agency and communion. Journal of Business Ethics 

44(2–3), 95–105. 

van Teijlingen, E. and Hundley, V. (2001). The importance of pilot studies. Social 

research update, (35), 1-4. 

Vargo, S. L. and Lusch, R. F. (2004). Evolving to a new dominant logic for 

marketing. Journal of Marketing 68(1): 1–17. 

Vanhamme, J., and Grobben, B. (2009). “Too good to be true!”. The effectiveness of 

CSR history in countering negative publicity. Journal of Business 

Ethics, 85(2), 273-283. 

Veblen, T. (1899). The theory of the leisure class. New York: Modern Library. 

Venkatesh, A. (1999). Postmodernism Perspectives For Macromarketing: An Inquiry 

Into The Global Information And Sign Economy. Journal of 

Macromarketing, 19(2), 153-169. 

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, 37(2), 170-180. 

Vidaver‐Cohen, D. and Altman, B. W. (2000). Corporate citizenship in the new 

millennium: Foundation for an architecture of excellence. Business and Society 

Review, 105(1), 145-168. 

Vigneron, F. and Johnson, L. W. (1999). A review and a conceptual framework of 

prestige-seeking consumer behavior. Academy of Marketing Science 

Review, 1(1), 1-15. 

Votaw, D. (1972). Genius became rare: a comment on the doctrine of social 

responsibility pt 1. California Management Review, 15(2), 25–31. 

 



313 

 

Wad, P. and Chong, S. (2008). State-driven corporate social responsibility? 

Mediating offshore outsourcing and CSR in Malaysia. CBDS Working Paper 

Series Working Paper Nr. 7, retrieved  on 22 February, 2012 from 

 www.csr-

weltweit.de/uploads/tx_jpdownloads/Peter_Wad_Sabrina_Chong_Malaysia_02

.pdf  

Wagner, T., Lutz, R. J. and Weitz, B. A. (2009). Corporate hypocrisy: overcoming 

the threat of inconsistent corporate social responsibility perceptions. Journal of 

Marketing, 73(6), 77-91. 

Whetten, D. A. (1989). What constitutes a theoretical contribution?. Academy of 

Management Review, 14(4), 490-495. 

Wright, P.M. (2015). Rethinking “contribution”. Journal of Management Vol. 41 No. 

3, March 2015 765 –768. 

Wang, H. and Choi, J. (2013). A new look at the corporate social–financial 

performance relationship the moderating roles of temporal and interdomain 

consistency in corporate social performance. Journal of Management, 39(2), 

416-441. 

Wang, Y., Sun, S. and Song, Y. (2011). Chinese luxury consumers: motivation, 

attitude and behavior. Journal of Promotion Management, 17(3), 345-359. 

Ward, M. K. and Dahl, D. W. (2014). Should the Devil Sell Prada? Retail Rejection 

Increases Aspiring Consumers' Desire for the Brand. Journal of Consumer 

Research, 41(3), 590-609. 

Wartick, S. L. and Rude, R. E. (1986). Issues management: Corporate fad or 

corporate function?. California Management Review, 29(1), 124-140. 

Wason, K. D., Polonsky, M. J. and Hyman, M. R. (2002). Designing vignette studies 

in marketing. Australasian Marketing Journal (AMJ), 10(3), 41-58 

Watt, D. (2007). On becoming a qualitative researcher: the value of 

reflexivity. Qualitative Report, 12(1), 82-101. 

Wattanasuwan, K. (2005) The self and symbolic consumption, Journal of American 

Academy of Business, Cambridge, Mar 2005: 179-184.  

Webb, D. J., Mohr, L. A., and Harris, K. E. (2008). A re-examination of socially 

responsible consumption and its measurement. Journal of Business 

Research, 61(2), 91-98. 

 

http://www.csr-weltweit.de/uploads/tx_jpdownloads/Peter_Wad_Sabrina_Chong_Malaysia_02.pdf
http://www.csr-weltweit.de/uploads/tx_jpdownloads/Peter_Wad_Sabrina_Chong_Malaysia_02.pdf
http://www.csr-weltweit.de/uploads/tx_jpdownloads/Peter_Wad_Sabrina_Chong_Malaysia_02.pdf


314 

 

Williams, B., Brown, T. and Onsman, A. (2012). Exploratory factor analysis: A five-

step guide for novices. Australasian Journal of Paramedicine, 8(3), 1. 

Wolf, M. (2004). Corporate Social Responsibility. New Zealand Business 

Roundtable Institute of Directors in New Zealand, retrieved  on 22 February, 

2012 from http://nzinitiative.org.nz/site/nzbr/files/publications/publications-

2004/corporate_responsibility.pdf 

Wong, K. K. K. (2013). Partial least squares structural equation modelling (PLS-

SEM) techniques using SmartPLS. Marketing Bulletin, 24(1), 1-32. 

Wood, D.J., (1991). Corporate social performance revisited. Academy of  

Management Review, 18, 691–718. 

Woodall, T. (2003). Conceptualising ‘value for the customer’: an attributional, 

structural and dispositional analysis. Academy of marketing science 

review,12(1), 1-42. 

Woodruff, R. (1997). Consumer value: the next source for competitive advantage. 

Journal of the Academy of Marketing Science, 25 (2): 139–153. 

World Business Council for Sustainable Development (2012). Corporate Social 

Responsibility, viewed 21 September 2012, 

 http://content.wbcsd.org/work-program/business-role/previous-work/corporate-

social-responsibility.aspx 

Wortley, R. (1976). A pictorial history of striptease: 100 years of undressing to 

music. Octopus Books. 

Wright, N. D., Claiborne C. B. and Sirgy J. M. (1992). The effects of product 

symbolism on consumer self-concept. In Advances in Consumer Research 

Volume 19, eds. John F. Sherry, Jr. and Brian Sternthal, Provo, UT : 

Association for Consumer Research, Pages: 311-318. 

Yam, S. (2012). Corporate Social Responsibility and the Malaysian property 

industry.  18th Annual PRRES Conference, Adelaide, Australia, 15-18 January 

2012, 1-13, retrieved  on 14 February, 2012 from   

 www.prres.net/papers/Yam_%20CSR_Malaysian_Property_Industry.pdf  

Yoon, Y., Gürhan-Canli, Z., and  Bozok, B. (2006). Drawing inferences about others 

on the basis of corporate associations. Journal of the Academy of Marketing 

Science, 34(2), 167-173. 

 

http://nzinitiative.org.nz/site/nzbr/files/publications/publications-2004/corporate_responsibility.pdf
http://nzinitiative.org.nz/site/nzbr/files/publications/publications-2004/corporate_responsibility.pdf
http://content.wbcsd.org/work-program/business-role/previous-work/corporate-social-responsibility.aspx
http://content.wbcsd.org/work-program/business-role/previous-work/corporate-social-responsibility.aspx
http://www.prres.net/papers/Yam_%20CSR_Malaysian_Property_Industry.pdf


315 

 

Young, W., Hwang, K., McDonald, S., and Oates, C. J. (2010). Sustainable 

consumption: green consumer behaviour when purchasing products. 

Sustainable development, 18(1), 20-31. 

Zainal Abidin, Y. (2012). Sime Darby foundation’s corporate social responsibility in 

higher education and community engagement. Innovative Practices And 

Challenges Across Asean And Asia, eds. Saran Kaur Gill, Nantana Ganjaseni, 

Penerbit Universiti Kebangsaan Malaysia, Bangi, 2012  

Zamagni, S. (2012). The ethical anchoring of corporate social responsibility and the 

critique of CSR. In Free Markets and the Culture of Common Good (pp. 191-

207). Springer Netherlands. 

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: a means-

end model and synthesis of evidence. The Journal of Marketing, 2-22. 

Zhang, Y., and Wildemuth, B. M. (2009). Qualitative analysis of content. 

Applications of Social Research Methods to Questions in Information and 

Library Science, Vol.1/2, 308-319. Retrieved on 23 November, 2015 from 

http://www. ischool. utexas. edu/∼ yanz/Content_analysis. pdf  

Zinkhan, G. M., and Hong, J. W. (1991). Self-concept and advertising effectiveness: 

a conceptual model of congruency, conspicuousness, and response mode. 

Advances In Consumer Research, 18(1). 

Zikmund, W. G., Carr, J. C., and Griffin, M. (2012). Business Research Methods. 

CengageBrain.com. 

 

 


