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Abstract The present study investigates the impact of country-of-origin on Greek
consumers’ corporate social responsibility (herein CSR) perceptions, behavioral
intentions, and loyalty. Towards this end, two surveys were conducted, one for
domestic and one for foreign companies. Results suggest that consumers expect
from companies to respond to their legal, ethical, and discretionary responsibilities
irrespective of their country-of-origin. However, Greek consumers demand from
domestic companies to respond in a higher extent to their economic goals compared
to their foreign counterparts. Moreover, they tend to favor national companies since
they were found to be more willing to pay a higher price for domestic than for
foreign products. Consumer loyalty was also affected by a company’s country-of-
origin as consumers exhibited higher loyalty levels for products of domestic than of
foreign corporations. Finally, several practical implications are discussed at the end
of the paper.
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22.1 Introduction

Corporate social responsibility (herein CSR) has been the focus of research for
many decades with researchers being interested in investigating whether companies
implement “context-specific organizational actions and policies that take into
account stakeholders’ expectations and the triple bottom line of economic, social,
and environmental performance” (Aguinis 2011, p. 855) and how these actions
affect companies’ profitability and consumer perceptions. Part of this interest
stems from the importance consumers assign to CSR initiatives undertaken by
companies. In fact, consumers expect companies to act in a social responsible
manner. Furthermore, empirical evidence suggests that consumers are influenced
by CSR actions of companies. As Carroll and Shabana (2010) note, companies who
invest in CSR can attract customers, build long term relationships as well as enhance
their customers’ loyalty.

An interesting stream of CSR studies examine consumers’ perceptions of CSR
activities by companies. For example, several researchers have looked at the effects
of CSR on variables such as company and product evaluations (Brown and Dacin
1997; Mohr and Webb 2005), intentions (Sen and Bhattacharya 2001; Mohr and
Webb 2005), trust (Maignan et al. 1999; Stanaland et al. 2011), perceived reputation
(Stanaland et al. 2011), and customer loyalty (Maignan et al. 1999; Crespo and del
Bosque 2005; Stanaland et al. 2011).

Although there are a considerable number of empirical studies which investigate
the consequences of consumers’ perceptions of CSR actions, the impact of country-
of-origin on CSR has not received much attention. To the best of our knowledge
only the study of Han (2015) has examined the impact of country-of-origin on
consumers’ expectations of CSR initiatives. Hence, the purpose of the present study
is to examine whether consumers’ expectations of CSR activities differ between
domestic and foreign companies. Specifically, the objectives of the present study
are two-fold: First, to delineate the effects of country-of-origin on consumers’
perceptions of CSR activities, behavioral intentions, loyalty and second, to examine
the relationships between consumers’ CSR perceptions, behavioral intentions, and
loyalty.

22.2 Measurement of Corporate Social Responsibility

According to the work of Bowen (1953), which is considered to be the first
publication on CSR issues, CSR is related to the actions of businessmen that are
in line with the desires and values of the society. Often CSR is faulty related only
with companies’ actions about environmental protection and philanthropy. These
conceptualizations of CSR are narrow and do not consider the multi-dimensional
nature of the construct. As Carroll (1979) stated, CSR activities should be oriented
towards “the economic, legal, ethical, and discretionary expectations that society has



22 The Effects of Country-of-Origin on Consumers’ CSR Perceptions,. . . 305

of organizations at a given point of time” (p. 500). The economic aspect of CSR is
related to a company’s orientation towards productivity and profitability. The legal
responsibilities of companies refer to society’s expectations for companies to act
according to the legal system and requirements. The ethical dimension suggests that
companies should comply with the ethical norms and values of the society while the
discretionary aspect of CSR includes the philanthropic contributions of companies
and provision of voluntary services (Carroll 1999).

Several researchers have developed multi-dimensional instruments in order to
measure consumers’ perceptions towards CSR activities of organizations. Maignan
(2001) using the framework of Carroll (1979) developed a four-dimensional scale
that captures consumers’ desire for economic, legal, ethical, and discretionary
actions of companies. In particular, the economic factor consisted of items that
measured perceptions about the necessity for companies to be oriented towards
profit maximization, cost production control, long term success, and economic
performance. The legal dimension captured consumers’ desire of companies to
follow the principles of the regulatory system, to obey the law even if this will hurt
economic performance, to carry out their contractual obligations, and to ensure that
their employees act according to the law. The ethical dimension included items that
assessed consumers’ demand from companies to act in an ethical way even if these
actions will operate in the detriment of economic performance, to follow their well-
defined code of ethics, and not to compromise their ethical values for the execution
of business goals. Lastly, the discretionary element of Maignan’s scale evaluated
consumers’ desire for companies to actively engage in activities that support social
causes such as supporting philanthropic activities, participating in public affairs
management, and solving social problems.

Another scale for the measurement of CSR was developed by Castaldo and Per-
rini (2004) and was comprised by three factors, namely environmental, consumer,
and employee. Specifically, the environmental factor assessed perceptions about
the extent to which a company is considered sensitive to environmental issues.
The consumer dimension measures the degree to which consumers believe that
a company is oriented towards consumer satisfaction and protection whereas the
employee dimension evaluates the extent to which a company is perceived as a
responsible employer that respects equality, avoids discrimination, and implements
safety policies.

David et al. (2005) operationalized perceived CSR as a three-dimensional scale
that consisted of three elements: moral, discretionary, and relational. Moral CSR
actions refer to perceptions about whether a company treats fairly its employees,
respects human rights, competes fairly with competitors, protects the environment,
and communicates the truth in times of crisis and problems. The discretionary
dimension is related to a company’s support of community and public health
programs, contribution to social problems (i.e., hunger), and issues about children
and family. Furthermore, the relational aspect of CSR included perceptions about
the extent to which a company builds long term relationships with customer as well
as engages in two-way communication.
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Ten years later González-Rodríguez et al. (2015) validated a three-factor scale
that was comprised of the following factors: economic, social, and environmental.
The economic factor evaluated whether consumers’ purchasing decisions are
influenced by practices such as job creation, profit maximization, low pricing
of products/services, market leadership, and high investments in advertising. The
social dimension incorporated practices like respect for human rights, provision
of help for developing countries, training of employees, quality of life improve-
ment, avoidance of discrimination, collaboration with schools, institutions, and
universities, sponsorships of social and cultural activities, cooperation with NGOs,
and charity organizations. Moreover, the environmental factor takes into account
whether a company is interested in the quality and safety of products, tries to reduce
the waste of resources and emissions of toxics, protects biodiversity and limited
natural resources, promotes recycling, has an ethical code of conduct, and informs
customers about the products’ composition.

Recently, Fatma et al. (2016) also measured consumers’ perceptions towards
CSR using the same three dimensions as González-Rodríguez et al. (2015); how-
ever, the composition of the dimensions is different. Fatma’s et al. economic factor is
similar to Maignan’s (2001) economic dimension and refers to the responsibilities of
companies regarding economic survival, long term success, economic performance,
control of cost production, and provision of information to shareholders about
the economic situation of the company. The social factor includes practices that
help companies solve social problems, improve the well-being of society, donate,
favor disadvantaged, provide employees with equal opportunities, and support
philanthropic causes. Finally, the environmental factor includes perceptions of
consumers regarding the extent to which a company uses renewable energy in the
production process, respects the environment, uses and produces environmental
friendly materials and products, has environmental certification, and reports the
environmental practices.

Based on the preceding analysis it can be argued that the instruments developed
by researchers to measure consumers’ perceptions of CSR activities are comprised
by similar factors. However, there is an inconsistency in the battery of items used to
measure each factor/dimension. In the present study the scale developed by Maignan
(2001) was utilized since it is the most widely accepted.

22.3 Conceptual Framework

More and more consumers prefer to support local companies and buy locally
produced products and services while they view with suspicion and distrust
multinational companies. As Park and Ghauri (2015) note local consumers view
foreign companies as “exploiters” of domestic resources that try to pursue their
profit maximization strategies. Under this climate of hostility CSR emerges as an
important task for multinational companies who wish to reverse the skepticism
of consumers in the host countries. In addition, CSR actions become imperative
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for multinational companies since “governments, consumer groups, and social
organizations worldwide are demanding increased social accountability by multi-
nationals” (Miles and Munilla 2004, p.6). In line with the above is the study of
Han (2015) who revealed that Korean consumers hold greater expectations from
European companies compared to domestic in regard to the economic, legal, and
ethical responsibilities. Based on the aforementioned the following hypotheses are
developed:

H1 Greek consumers will expect foreign companies to be committed to (a) eco-
nomic, (b) legal, (c) ethical, and (d) discretionary responsibilities in CSR activities
in a higher extent compared to their domestic counterparts.

Many countries under the devastating effects of global crisis try to encourage
their citizens to “buy domestic” products (Chan et al. 2010) thus enhancing the lev-
els of consumer ethnocentrism. According to Shankarmahesh (2006) ethnocentric
consumers tend to prefer domestic products irrespective of their price or quality
due to feeling of nationalism and patriotism. Hence, a consumers’ loyalty towards
the nation might have a halo effect on his/her loyalty towards domestic products.
In other words, consumer ethnocentrism is closely related to consumers’ loyalty
for domestic products (Wong et al. 2008). Moreover, Knight (1999) found that
ethnocentric consumers are more willing to pay a premium price for domestic
products compared to foreign. Given that the present study is conducted in Greece
where consumer ethnocentrism is high it is suggested that consumers will be more
willing to pay a premium price and will exhibit higher levels of loyalty for domestic
than for foreign products. Thus, the following hypotheses can be developed:

H2 Greek consumers will be more willing to pay a price premium for domestic
than for foreign products.

H3 Greek consumers will be exhibit higher levels of loyalty for domestic than for
foreign products.

Companies which engage in CSR activities are viewed more favorably by con-
sumers. Moreover, for many consumers a company’s involvement in CSR tasks is
an important criterion that affects their purchasing decisions. The significant impact
of CSR on consumers purchasing intentions has been highlighted by a number of
researchers (Sen and Bhattacharya 2001; Mohr and Webb 2005). In other words, a
consumer will prefer to buy from a company that acts in a social responsible manner.
Furthermore, CSR activities help companies build long term relationships with
customers by enhancing their loyalty. Empirical evidence suggests that consumers’
loyalty is influenced by their perceptions about a company’s CSR commitment
(Maignan et al. 1999; Stanaland et al. 2011; Crespo and del Bosque 2005). To put it
another way, great expectations about a company’s CSR activities will lead to high
purchasing intentions which in turn will improve consumers’ loyalty. Hence, the
following hypotheses are introduced:

H4 Consumers’ expectations of (a) economic, (b) legal, (c) ethical, and (d)
discretionary responsibilities will significantly influence their willingness to pay a
price premium .
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Fig. 22.1 Conceptual model of the study

H5 Consumers’ expectations of (a) economic, (b) legal, (c) ethical, and (d)
discretionary responsibilities will significantly influence their loyalty.

Figure 22.1 illustrates the conceptual model that will be tested by the present
study.

22.4 Methodology

In order to achieve the study’s objectives two surveys were conducted to two
groups of consumers. Two versions of the same paper-and-pencil questionnaire
were designed to collect data (one for domestic and one for foreign companies).
The questionnaire was organized into three sections. The first section measured
consumers’ perceptions of CSR activities using the 16-item scale developed by
Maignan (2001). Specifically, on a five-point scale consumers rated the extent to
which they believed that (domestic/foreign) companies must engage in the 16 CSR
activities. The second section included questions regarding respondents’ loyalty,
and willingness to pay a price premium. Willingness to pay a price premium and
loyalty were measured using the scales developed by Castaldo and Perrini (2004).
It should be noted that three items were used to assess loyalty and three to evaluate
consumers’ willingness to pay a higher price. Responses to the items were made
on a five-point Likert scale ranging from (1) totally disagree to (5) totally agree.
Finally, the third questions consisted of the demographic variables such as gender,
age, marital status, education, and income.

The questionnaire for domestic companies was distributed to 101 respondents
while for foreign companies was completed by 100 subjects. We used non-
probability sampling techniques and specifically, convenience sampling since the
two surveys were conducted at public places such as streets, cafes, and shopping
malls in a Northwestern city of Greece. The surveys took place during September
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Table 22.1 Demographic
characteristics of the study’s
samples

Greek Foreign

Gender Male 50 52
Females 51 48
Chi-square: 0.125(sig D 0.724)

Age 18–25 52 58
26–35 28 28
26–45 13 11
46–55 7 3
Over 56 1 0
Chi-square: 3.089 (sig D 0.543)

Marital status Single 84 83
Married 5 9
Married with children 10 8
Other 2 0
Chi-square: 3.366 (sig D 0.339)

Education Primary school 4 2
Secondary school 48 44
Bachelor’s degree 43 50
Master 5 2
Other 1 2
Chi-square: 2.982 (sig D 0.561)

Monthly income Less than 1000AC 36 44
1001–2000AC 32 32
2001–3000AC 16 10
3001–4000AC 5 6
4001–5000AC 3 2
Over 5000AC 9 6
Chi-square: 3.071 (sig D 0.689)

2015. Special care was taken so as the two groups of respondents (one for
foreign and one for domestic companies) are similar in terms of demographic
characteristics. Table 22.1 shows the demographic characteristics of each sample.

Based on Table 22.1, we had an equal representation of the two genders in both
samples. Moreover, the majority of respondents in both samples were single, aged
between 18 and 35 years old, completed secondary education or were Bachelor’s
graduates, and earned up to 2000AC per month. Chi-square tests were conducted
to test whether the two samples differed in their demographic characteristics (see
Table 22.1). Results indicate that the two samples (respondents who answered
the questionnaire for domestic companies versus respondents who answered the
questionnaire for foreign countries) did not differ at 0.05 level of significant in terms
of gender (�2 D 0.125, sig D 0.724), age (�2 D 3.089, sig D 0.543), marital status
(�2 D 3.366, sig D 0.339), and monthly income (�2 D 3.071, sig D 0.689). Hence,
the two samples are homogeneous and results regarding their CSR perceptions are
comparable.
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Table 22.2 shows the mean values and the standard deviations for the items that
comprise the four CSR dimensions (economic, legal, ethical, and discretionary)
across the two samples.

Based on the mean values it can be argued that consumers require from Greek
companies to respond mainly to their economic obligations while from foreign
companies desire to set as a priority their legal responsibilities.

Table 22.3 shows the mean values and the standard deviations for the items that
measure consumers’ loyalty and willingness to pay a premium price across the two
samples.

Based on Table 22.3, Greek consumers exhibited higher levels of loyalty for
domestic companies compared to foreign, while they seem more willing to pay a
higher price for Greek products rather for products of multinational companies.

Next, in order to test H1 we developed four summative scales, one for each of
the CSR dimensions (i.e., economic, legal, ethical, and discretionary). The internal
consistency of the four summative scales was assessed using Cronbach’s alpha. The
values of Cronbach’s alpha for the CSR scales are presented in Table 22.2. Based
on the results, the internal consistency of the scales was deemed as satisfactory as
alpha values exceeded the 0.60 criterion. Then independent samples t-tests were
conducted to test whether consumers’ expectations for economic, legal, ethical, and
discretionary responsibilities differ between domestic and foreign companies (see
Table 22.4).

Based on the findings, significant differences (p < 0.05) were found in the
mean scores of the economic dimension between domestic and foreign companies
(t D 4.432, p D 0.000). Specifically, consumers’ hold greater expectations from
Greek companies in regard to their economic responsibilities (M D 16.23) compared
to their expectations from foreign corporations (M D 14.80). Interestingly, no
significant differences were observed (p > 0.05) in the mean scores of consumers’
expectations between domestic and foreign companies for the legal (t D �0.286,
p D 0.775), ethical (t D 1.195, p D 0.234), and discretionary (t D 1.603, p D 0.111)
responsibilities. Thus, H1a could not be rejected while H1b, H1c, and H1d were
rejected.

In regard to H2 and H3, again two summative scales were constructed for
willingness to pay a premium price and loyalty after assessing their internal
reliability. The Cronbach’s alpha values for the two scales were 0.83 and 0.71,
respectively, indicating a good internal reliability. Next, two independents samples t-
tests were conducted to examine whether consumers’ willingness to pay a premium
price and loyalty differ between domestic and foreign products (see Table 22.5).

As Table 22.5 shows, significant differences (p < 0.05) exist in the mean scores
of consumers’ willingness to pay a premium price between domestic and foreign
products (t D 7.110, p D 0.000). Looking at the mean values it can be concluded
that Greek consumers are more willing to pay a higher price for Greek (M D 8.75)
as opposed to foreign products (M D 6.20). Hence, H2 is accepted. Similarly,
consumers’ loyalty differs significantly (p < 0.05) between domestic and foreign
products (t D 5.337, p D 0.000). As a result, Greek consumers are more loyal to
domestic products (M D 8.74) compared to their foreign counterparts (M D 6.99).
Thus, H3 is accepted.
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Table 22.4 Results of independent samples T-tests for CSR dimensions

Mean values
Economic Legal Ethical Discretionary

Domestic 16.23 15.31 14.96 14.61
Foreign 14.80 15.44 14.42 13.91
T-value (Sig) 4.432 (0.000) �0.286 (0.775) 1.195 (0.234) 1.603 (0.111)

Table 22.5 Results of independent samples T-tests for willingness to pay a
premium price and loyalty

Mean values
Willingness to pay a premium price Consumers’ loyalty

Domestic 8.75 8.74
Foreign 6.20 6.99
T-value (Sig) 7.110 (0.000) 5.337 (0.000)

Table 22.6 Main effects of CSR dimensions

Path Standard direct effects Critical ratios Significance

Economic!WTPP 0.182 1.862 0.063
Economic!Loyalty 0.216 2.134 0.033*
Legal!WTPP �0.287 �1.500 0.134
Legal!Loyalty �0.025 �0.128 0.898
Ethical!WTPP 0.222 1.052 0.293
Ethical!Loyalty �0.246 �1.140 0.254
Discretionary!WTPP 0.050 0.325 0.745
Discretionary!Loyalty 0.370 2.226 0.026*

*Significance at p < 0.05

To test H4 and H5, that is the effect of the four CSR dimensions on willingness
to pay a premium price and loyalty, a structural equation analysis was conducted.
Structural equation modeling analyzes and examines simultaneously more than one
relationship among multiple dependent and independent latent and/or observable
variables (Jöreskog et al. 1999). The overall chi-square statistic of the measurement
model was significant [�2(195) D 304.58, p D 0.000], which is accepted for large
samples. The goodness-of-fit indices of the model exceeded the 0.90 criterion [CFI
(Comparative-fit-Index) D 0.923, IFI (Incremental-Fit Index) D 0.924]. Moreover,
the RMSEA value was smaller than the accepted by the literature threshold of
0.07 (RMSEA D 0.053). Based on the above results, it can be suggested that the
hypothesized model showed a reasonably good fit to the data.

Support for the hypotheses was examined based on the significance of the
standardized estimates of the path coefficients which are shown in Table 22.6.

The hypotheses testing concluded that consumers’ willingness to pay a price
premium was not affected in a significant manner by any of the four CSR
dimensions. Hence, H4 was rejected. In regard to H5, results indicate that the eco-
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nomic dimension of CSR is a significant (p < 0.05) predictor of consumers’ loyalty
(b D 0.216). Moreover, the discretionary dimension had also a significant influence
(p < 0.05) on loyalty (b D 0.370). However, the legal and ethical dimensions did
not affect loyalty. Thus, H5a and H5d were accepted and H5b and H5c were
rejected. Hence, one can conclude that consumers’ loyalty will increase as long
as their expectations of economic and philanthropic responsibilities of companies
will increase as well. The relationships between the economic and philanthropic
dimension with loyalty were weak in strength.

22.5 Conclusions

Contemporary consumers expect companies to behave in a socially responsi-
ble manner. Moreover, they are turning their backs on multinational companies
while simultaneously are interested in supporting their domestic companies. Under
the threat of economic crisis, Greek consumers are becoming more and more
ethnocentric and their buying decisions are influenced by a company’s country-of-
origin. In this high ethnocentric environment, what Greek consumers expect from
domestic as well as from foreign companies regarding CSR? Are these expectations
different based on the company’s country-of-origin? How consumer loyalty and
buying intentions are affected by the country-of-origin? These are some of the
research questions addressed by the present study. Specifically, the aim of the
present study was to test whether consumers’ expectations of CSR, willingness to
pay a higher price, and loyalty differ between domestic and foreign companies.
Moreover, the present study examined the effect of consumers’ CSR expectations
on (a) willingness to pay a premium price and (b) loyalty.

Results indicate that consumers’ expectations regarding the legal, ethical, and
philanthropic responsibilities of companies are not differentiated based on the
companies’ country-of-origin. Thus, they require from companies to respond to
their legal, ethical, and philanthropic responsibilities irrespective of their country-
of-origin. In contrast, Greek consumers expect from domestic companies to be more
oriented towards the improvement of their economic performance. This finding
could be attributed to the fact that consumers in the face of economic crisis desire
their national companies to have robust economic performance and to increase their
profits in order to revitalize the Greek market and economy.

In addition, evidence of high consumer ethnocentrism and national loyalty were
also found in Greek consumers who are willing to support domestic companies
by paying higher prices and re-purchasing their products. On the contrary, Greek
consumers are becoming less supportive of foreign companies. Another finding
of the present study is the significant impact of consumers’ CSR expectations
on loyalty. It seems that consumers will favor companies which respond to their
economic and philanthropic obligations. Hence, Greek consumers’ loyalty is related
to a company’s profitability and philanthropic profile.
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The present study has several managerial implications. As results suggest,
companies irrespective of their country-of-origin should implement CSR initiatives
that focus on their economic, legal, ethical, and discretionary obligations towards the
society. Companies wishing to enhance their customers’ loyalty need to improve
their economic performance and pursue philanthropic initiatives. This becomes
imperative especially for foreign companies which operate in Greece and want
to counterbalance Greek consumers’ ethnocentrism and preference for domestic
products. As far as Greek companies are concerned, it is herein suggested that they
start responding to consumers expectations of profitability and performance so as
to rebuild consumers’ confidence. A robust economic performance in conjunction
with a philanthropic orientation is the main key to create loyal customers.

The main limitation of the present study stems from the convenience nature of
the two samples. Moreover, the small samples used in the study add bias to the
representativeness of the results. Additional research could be directed towards the
investigation of other antecedents of consumers’ CSR perceptions.
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