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Abstract
Corporate Social Responsibility (CSR) has been an important matter for companies; however,
concerns about CSR issues are also intensified. Despite the prominence of CSR, research is yet to
investigate how CSR practices influence customers purchase intentions. The study aims to investigate
the CSR effect on purchase intention. It took a step ahead to operationalize CSR into dimensions
(social CSR, environmental CSR, and legal CSR) and evaluate each dimension to measure the impact
on purchase intention. Secondly, the mediating effect of satisfaction, commitment and trust is examined. Data is collected from cellular users of the Telecom sector of Pakistan; convenience sampling
technique is adopted with sample size of 327 individuals. EFA and CFA are conducted to evaluate
factors whereas SEM is executed to test hypotheses. The findings showed there significant relationship exists between CSR dimensions and purchase intention. Moreover, partial mediation exists
between CSR dimensions and purchase intention. Result encourages mangers of the Telecom sector to
keep investing on CSR activities. Firstly, it examined the dimensions of CSR which is previously taken
as a one construct. Secondly, the effect of each dimension on purchase intention is evaluated. Future
study can examine the impact of dimensions of CSR in other context such as: FMCG, mobile industry,
hospitality sector, oil and gas, and chemical sector etc. The proposed hypotheses can also be tested in
developed economies by investigating the significance of social, ethical and legal assumptions in the
context of CSR.
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Introduction

The concern regarding Corporate Social Responsibility (CSR) is escalating with each single
day and holds strategic implications for businesses. The concept proposed by an American scholar
Sheldon in (1924), but initial definition, given by Bowen in (1953), stated that “businessman are
obligated to develop policies, make decisions or take certain actions, according to socially desirable
goals and values.” It is defined as “policies and practices of corporations that reflects business responsibilities for societal good” (Matten & Moon, 2008). There are many companies around the globe
which are practicing CSR and Toms Shoes is one of them. It is for Profit Company in California
founded in 2006 but their business model is based on CSR. When they sell shoes, a pair of new shoes
is given to aa needy child and when they sell eye wear, a part of profit is used to save the eyesight of
people. Thus, the company is not only making profits but it is also concerned about the welll being of
the needy and the poor 4. The trend of CSR is rising in Pakistan and the perception regarding CSR
activities is changing (Chaudhary et al., 2016). CSR is broader in nature that incorporates different
dimensions. Previously, the combined effect of CSR was measured while having multiple variables
but the actual dimensions of CSR were unclear. The study aims to investigate CSR effect on purchase
intention. The study took step ahead and operationalizes CSR into dimensions and evaluates each
dimension (social CSR, environmental CSR, and legal CSR). The following are the objectives of the
study:
• To measure the direct effect of the dimensions of CSR on purchase intention
• To examine the effect of the dimensions of CSR on satisfaction, commitment and trust
• To find the effect of satisfaction, commitment and trust on purchase intention
• To measure the mediating role of satisfaction, commitment and trust in relationship between CSR
and purchase intention.
Literature Review
Over the past few decades, CSR has become the integral part of the overall strategy of the
organizations. CSR symbolizes activities and initiatives of different organizations with significant
social, legal and environmental impact (Du et al., 2007). In competitive environment, managers are
facing the pressures to balance the value of shareholders with the welfare of the society (Hull &
Rothenberg, 2008). Lii and Lee (2012) investigated the three corporate social responsibility aspects:
sponsorship, philanthropic and cause related marketing and these initiatives have significant impact
on the attitude of customers which ultimately affect purchase intentions. On the contrary to positive
effect, negative publicity affects the purchase intention of customers during product harm crisis (Lin
et al., 2011). CSR is a broad area of inquiry, in general it addresses the relationship between the firm
and society and to what extent the firm is fulfilling its responsibilities towards its society (Carrol,
1979). Still, the precise definition or meaning of CSR needs to be clear. Deng and Jiang (2011)
explored the meaning of CSR in consumer’s mind, and found it as a multi-dimensional structure and
is divided into various responsibilities such as: employee responsibility, social, consumer, economic
and legal responsibilities. Among all of them, consumer’s value, consumer responsibility and
others are not
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valued comparatively. The growing interest in CSR is apparent in companies because while applying
CSR practices they expect benefits out of that. There are numerous studies on CSR that may have
effect on consumer behavior, brand loyalty, purchase intention and brand equity. CSR is broader in
nature that incorporates different dimensions. Previously, the combined effect of CSR is measured
while having multiple variables but the actual dimensions of CSR are unclear. Previous empirical
researches operationalized CSR as a one-dimensional measure that combined these activities. A
number of scholars recommended that CSR comprised of numerous dimensions, and each of which is
characterized by a collection of different voluntary activities (Clarkson, 1995; Godfrey & Hatch,
2007).
4

Previously, studies focused on inadequate facets of CSR without inquiring customer’s
interest in this notion. A number of scholars recommended that CSR comprised of numerous dimensions, and each of which is characterized by a collection of different voluntary activities (Clarkson,
1995). There are various definitions of CSR but Carrol (1979) divided CSR into four dimensions for
the first time: economic, legal, social and environmental. All these activities must be carried out by
the organizations but previous studies incorporated CSR as a whole (Hwang et al., 2016; Perez &
Bosque, 2016). According to Carrol, legal and economic responsibility is socially necessary but with
the passage of time, the nature of responsibility changes depending upon the industry and strategies.
CSR as a multidimensional concept not only affects the purchase intention of customers but also the
firm performance (Inoue & Lee, 2011). It is an unresolved paradox, the evaluation of CSR is a
complex phenomena and has played a crucial role in describing consumptions decisions differently in
a different contexts (Oberseder et al., 2011) and a rising concern in Pakistan (Chaudhary et al. 2016).
However, the present study is an endeavor to expose the dimensions of CSR which includes social,
environmental and legal dimension in Telecom sector of Pakistan (Chaudhary et al., 2016; Hsu, 2012;
Hur et al., 2013) and their effect on satisfaction, commitment (Lin et al., 2011; Jean et al., 2016) and
trust (Lin et al., 2011; Hansen et al., 2011; Park et al., 2016) which ultimately leads towards purchase
intention. However, it was limited to guide the researcher about the process and measuring the dimensions of CSR. The model is developed on the basis of aforementioned theories, literature and model
developed by Carrol (1979). To measure the effect of dimensions of CSR on purchase intention with
mediating role of customer satisfaction, commitment and trust was the objective of the study. Though
there are various companies in Asia and specifically in Pakistan which are practicing CSR but the
purpose of the study is to measure the effect of each dimension of CSR on the purchase intention in
Telecom sector of Pakistan.
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Figure 1: Conceptual Model
The concept of purchase intention is entrenched in behavioral and psychological studies,
consequently; Theory of Reasoned Action (TRA) works in identifying and understanding association
between purchase intention and CSR. It explains the “behavior of a consumer is exclusively dependent on personal agency and that control over behavior is comparatively insignificant”. The TRA
propounded by Ajzen and Fishbein (1975) paved the path for the TPB by Ajzen (1991). Purchasing
behavior has been examined via the use of this theory towards environmentally sustainable products.
According to the TRA, the intention of undertaking/not-undertaking the behavior is the direct predecessor to the behavior. The relationship of purchase intention with other variables of interest depends
upon the TRA and TPB. The growing interest of CSR is apparent in companies because while applying CSR practices they expect benefits. Three dimensions are taken out that includes social, environmental and legal dimensions of CSR to check their impact on the purchase intention in the presence
of satisfaction, commitment and trust.
H 1, 2, 3 a, b, c, d: There is a positive relationship between social CSR, environmental CSR and legal
CSR with satisfaction, commitment, trust and purchase intention.
A satisfaction is an evaluative consequence of CSR and influences the behavioral outcomes
through multiple paths. When the customer realize that a particular organization is socially responsi-
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ble and engage in CSR activities, they build positive perception and develop a sense of association
(Luo & Bhattacharya, 2006). Walsh and Bartikowwski (2013) investigated satisfaction as a mediator
in the association among CSR and corporate ability and their impact on behavioral outcomes such as
loyalty intention, purchase intentions and CSR on post purchase intention. Former studies explained
the direct effect of satisfaction of customers on brand loyalty (Hameed, F. 2013). On the basis of
stakeholder management theory, the paper explored multidimensional perception of CSR and its
effect on satisfaction (Perez & Bosque, 2016).
H4 a, b, c: Satisfaction mediates the relationship between social CSR, environmental CSR, legal CSR
and purchase intention.
CSR activities of the organizations affect perceived morality which successively predicts
employee commitment (Ellemers et al., 2011; Jayabalan et al., 2016). Lim and Tsutsui (2012) uttered
about global social responsibility framework and the adoption of CSR activities has significant impact
on the commitment of customers. But the impact of CSR activities on customer relationship is
unclear. Herm (2013) investigated the role of commitment, and hypothesizes trust as a vital precursor
of commitment; high brand commitment leads towards high trust on the brand.
H5 a, b, c: Commitment mediates the relationship between social CSR, environmental CSR, legal
CSR and purchase intention.
CSR directly affects the purchase intention of customers (Hwang et al., 2016) by having
brand trust as a mediator (Herbst et al., 2013). Trust is generally rooted in social identity theory
because identification exerts influence on purchase intention (Ellemers et al., 1999). Abdeen et al.
(2016) investigated the relationship between CSR and customers purchasing behavior. Nowadays,
CSR is gaining momentum amongst researchers and it’s an evolving topic. In linking the evidence, it
is seen that CSR’s effect is mediated by role of trust. It is evident in the study (Lee et al., 2013) that
CSR has a positive impact on the trust of an individual eventually leads towards satisfaction. Choi and
La (2013) provided theoretical implications for the association between CSR and customer satisfaction.
H6 a, b, c: Trust mediates the relationship between social CSR, environmental CSR, legal CSR and
purchase intention.
H7 a, b, c: There is a positive relationship between satisfaction, commitment, trust and purchase intention.
Method
The instrument was adapted and the questions regarding demographics and variables of
interest were split into two parts. Ten items of social CSR and environmental CSR each and six of
legal CSR was adapted from Du et al. (2007), Curras-Perez et al. (2009), Hanzaee and Rahpeima,
(2013), Vazquez et al. (2011) and Kim et al. (2010). Five items of satisfaction, commitment, trust and
purchase intention each were adapted from Cronin et al. (2000), Kimpakorn and Tocquer (2009),
Sirdeshmukh et al. (2002) and Pavlou (2003). There were a total 46 items and 5 points Likert scale
was used which had options from strongly disagree to strongly agree. Faculty of various universities
of the twin cities of Rawalpindi & Islamabad) was taken as a population. Out of 19 universities 03
universities were selected which includes: Quaid-e-Azam University, Federal Urdu University, and
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Virtual University of Pakistan. Convenience sampling technique was used to collect data and faculty
members were opted because they are more knowledgeable regarding CSR activities and the dimensions of CSR includes social, environmental and legal CSR and they were needed to think before
filling the questionnaire weather the telecom service provider they were using was practicing CSR
and specifically which dimension of CSR. The telecom sector was taken as a whole to evaluate the
concept of CSR because it’s a growing phenomenon in Pakistan and they are practicing CSR activities. It includes all five telecom companies providing its facilities in Pakistan that include: Ufone,
Warid, Zong, Mobilink, and Telenor. Operators of Telecom sector are indulged in CSR activities and
the following activities are observed: Flood relief, Citizen Foundation, Tabeer transport service for
women, SOS Iftar, Training in schools and Breast cancer awareness sessions, donating cash to education and health sector and they are donating money on regular basis. They are also donating to
environmental pollution prevention causes and are doing cause-related marketing via SMS and
recorded phone calls. They are donating money in order to rescue lives due to certain disasters like
earthquake and flood etc. Above and beyond, Telecom sector is playing a positive role in improving
the health care facilities and ensures health care facilities primarily to affluent and poor social
backgrounds. A total of 400 questionnaires were distributed among faculty members and 327 were
received. Thus, the response rate of the study was 81%. To set up the content validity, items were
presented to some experts; they read the items carefully to find triviality, ambiguity and vague
statements.
Results
The descriptive analysis shows the number of male respondents was more than female
respondents. Maximum of the data was collected from 26-30 years age group and who had higher
education. Moreover, a greater part of the respondents lies in the income band of 40,001-60,000.
Exploratory Factor Analysis (EFA)
EFA is accomplished via SPSS-21. KMO and Bartlett’s test measures sampling adequacy
and value is 0.760 (Kaiser, 1974). The Bartlett’s test value is significant at p = 0.000 and less than 0.05
(Bartlett, 1954), therefore, factor analysis is suitable. Entirely 7 items were removed from the study,
3 from social CSR and environmental CSR each and 1 from legal CSR construct and factor loadings
indicated 82.1% variance. The items with factor loading less than 0.40 were removed from the analysis. Since, seven factors were requested, based on the fact that the items were designed to index seven
constructs and results elucidate that the study retained 39 items for further analysis.
Table 1
EFA (n=327)
Items
1
2

Factors
1
2
0.76
0.71

3
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4
6
7
9
10
11
12
13
14
16
19
20
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46

0.81
0.62
0.73
0.67
0.63
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0.47

0.68
0.73
0.81
0.62
0.71
0.72
0.69

0.41
0.81
0.83
0.79
0.67
0.82

0.49

0.48

0.71
0.77
0.81
0.69
0.65

0.43
0.82
0.83
0.79
0.71
0.67

0.73
0.77
0.86
0.67
0.83

0.87
0.83
0.76
0.68
0.72

Notes: KMO = 0.760, Bartlett’s test of approx. Sig. = 0.000, Variance = 82.1%
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Factor Loadings

SOCIAL CSR
“My service provider is a socially responsible
My service provider is concerned to improve the
well-being of society
My service provider supports good causes
My service provider fulfills its social responsibilities
My service provider gives back to society
My service provider treats its employees well
My service provider works to satisfy its social
responsibilities to the communities it serves
My service provider actively participates in CSR
activities because it feels competitive pressures
My service provider supports social welfare
programs and creation of employment opportunities
My service provider cooperates with other private
and public entities in social responsibility projects”

0.76
0.71
Deleted because of less than 0.4 value
0.81
Deleted because of less than 0.4 value
0.62
0.73
Deleted because of less than 0.4 value
0.67
0.63

ENVIRONMENTAL CSR
“My service provider is environmentally friendly
My service provider cares about the environment
My service provider behaves responsibly regarding
the environment
My service provider is concerned with
environment protection
My service provider is aware of the relevance of
planning investments to reduce the environmental
impact
My service provider is in favor of gas emission
reductions and waste products recycling
My service provider participates in activities
which aim to protect and improve the natural
environment
My service provider tries to minimize its
unfavorable and damaging effects on the natural
environment
My service provider attached very high value to
the introduction of alternative sources of energy
My service provider is aware of environmental
issues0.69
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0.73
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Deleted because of less than 0.4 value
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LEGAL CSR
“My service provider is concerned with the
rights of female and disabled employees
My service provider takes part in altruistic
activities and encourages its employees to
participate in such activities
My service provider tries to act on the basis of
local and global legal regulations
My service provider is complying with legal
regulations in every situation is an underlying
purpose of my firm
My service provider always pays its taxes and
other duties regularly and completely
My service provider gives profits back to the
communities where it does business”

Deleted because of less than 0.4 value
0.81
0.83
0.79
0.67
0.82

SATISFACTION
“The service offered by my service provider makes
me feel good
The service offered by my service provider gives
me pleasure
The service offered by my service provider gives
me a sense of joy
The service offered by my service provider makes
me feel delighted
The service offered by my service provider gives
me happiness”

0.71
0.77
0.81
0.69
0.65

COMMITMENT
“With my service provider, I obtain what I look for in 0.82
my life
I usually tell my friends, that my service provider is 0.83
great service provider
I am proud to tell others that I am user of this service 0.79
provider
For me, this is the best service provider
0.71
I am extremely glad, that I choose this service
0.67
provider over others I was considering”
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TRUST
“I trust that my service provider is competent at what 0.73
it is doing
I feel generally that my service provider is
0.77
trustworthy
I feel generally that my service provider has very
0.86
high integrity
I feel generally that my service provider is very
0.67
responsive to customers
I feel generally that my service provider will respond 0.83
with understanding in the event of problems”
PURCHASE INTENTION
“Given the chance, I intend to purchase from my
service provider
Given the chance, I predict that I should purchase
from my service provider in the future
It is likely that I will buy products from my service
provider in the near future
The next time I need to buy
[product/service category],
I will do it with my service provider
It is very likely that in the future I will buy my
service provider services”

0.87
0.83
0.76
0.68
0.72

Confirmatory Factor Analysis (CFA)
Before testing the hypotheses by means of structural model, the measurement model is
evaluated called CFA via AMOS-20. It describes how well the 39 items explain 7 constructs. For CFA,
Kline (2005) proposed a least fit indexes set that reflect model fit. Root mean square residual (RMR)
=0.071(<0.05 or 0.08: Ryu et al., 2003) comparative fit index (CFI) is between 0.80 to 0.96 signifies
evidence of uni-dimensionality (Hair et al., 1998), goodness of fit (GFI) = 0.92(>0.90; >0.8: Ryu et
al., 2003) chi-square = chi-square/df= 3.040, supporting overall model fit. Composite reliability of all
measures surpasses 0.6, representing a positive level of internal constancy reliability.
Convergent validity take place when: all factor loadings are significantly more than threshold 0.50 (Fornell and Larcker, 1981). The average variance extracted (AVE) of respective constructs
in their items are higher than the variance that is unexplained. The factor composite reliability is equal
to or greater than 0.60, thus aforementioned values show strong convergent validity (Bagozzi & Yi,
1988; Fornell & Larcker, 1981).
Construct discriminant validity was estimated via shared average variance extracted among
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the constructs pair, its value ranges between 0.85 to 0.93 (Fornell & Larcker, 1981). It is attained when
the estimated average variance extracted higher than the squared correlation estimates, average
variance extracted (AVE) of every variable are more than the squared correlations of any pairs of
variables, which supports the discriminant validity of all measures in this study (Awan & Hameed,
2014; Hameed, Rehman & Awan, 2016; Hameed & Awan, 2017). On the base of aforesaid outcome,
it is declared that study confirmed convergent validity and discriminant validity.
As the instrument is adapted thus, normality of data is tested via Skewness and Kurtosis test
and value of all variables lie between +1 and -1.
Table 2
CFA (n=327)
Factors Factor loadings

CFI

AVE

CR

S-CSR 0.77
0.72
0.80
0.63
0.75
0.69
0.64
E-CSR 0.69
0.75
0.79
0.63
0.71
0.70
0.69
0.83
L-CSR 0.84
0.78
0.62
0.83
0.71
Sat
0.77
0.85
0.69
0.63
0.82
Comt 0.80
0.79
0.78

0.89

0.88

0.81

0.80

0.85

0.73

0.91

0.87

0.79

0.93

0.91

0.76

0.84

0.88

0.85
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0.67
0.72
0.76
0.87
0.67
0.84
0.88
0.83
0.77
0.69
0.74

0.96

0.93

0.82

0.88

0.91

0.77

Notes: Chi-square= 279.01, chi-square/df = 3.04, RMR= 0.071, GFI = 0.92, p<0.01
S-CSR: Social CSR, E-CSR: Environmental CSR, L-CSR: Legal CSR, Sat: Satisfaction, Comt: Commitment, PI: Purchase Intention
Table 3
Correlation Analysis (n=327)
Factors

Mean St. Dev S-CSR

E-CSR

L-CSR

Sat

Comt

Trust

PI

** Correlation is significant at p<0.01level (two-tailed)
Structural Equation Modeling (SEM)
The structural model is developed to test the hypotheses. The path estimates of H1a, b, c, d
showed significant direct relationship between variables (0.82**, 0.79**, 0.31**, 0.42** p<0.01)
thus, supports H1a, b, c, d. The path estimates of H2 a, b, c, d showed significant relationship between
the variables (0.69* (p<0.05) 0.52**, 0.31**, 0.56** p<0.01) thus supports H2 a, b, c, d. The path
estimates of H3 a, b, c, d showed positive significant relationship (0.72**, 0.77** (p<0.01), 0.69*
(p<0.05), 0.59** (p<0.01) therefore accepts H3 a, b, c, d. H4 a, b, c the path leading from social,
environmental and legal CSR to purchase intention, there is one direct effect and one indirect effect.
The estimated direct effect of social, environmental and legal CSR on satisfaction (0.82**, 0.69*,
0.72**) and satisfaction on purchase intention is significant (0.21**). Correspondingly, indirect
impact of social CSR, environmental CSR and legal CSR on purchase intention via satisfaction is also
significant (0.36**, 0.21**, 0.19**). Since the outcome meet the necessary condition of validating
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mediating impact of satisfaction (Plewa et al., 2014; Hsu, 2012; Luo & Bhattacharya, 2006). The beta
value of direct impact is greater as compared to indirect impact thus shows partial mediation exist
therefore accepts H4 a, b, c. Similarly, for H5 a, b, c the estimated direct effect of social, environmental and legal CSR on commitment (0.79**, 0.52**, 0.77**) and commitment on purchase intention is
significant (0.34**). Correspondingly, indirect impact via commitment is also significant (0.27**,
0.29**, 0.23**). The beta value of direct impact is greater as compared to indirect impact thus shows
partial mediation exist therefore accepts H5a, b, c. Correspondingly, H6 a, b, c the estimated direct
effect on trust (0.31**, 0.31**, 0.69*) and trust on purchase intention is significant (0.47**). Correspondingly, indirect impact on purchase intention via trust is also significant (0.33**, 0.31**, 0.17**).
The beta value of direct impact is greater as compared to indirect impact thus shows partial mediation
exist therefore accepts H6 a, b, c. H7 a, b, c demonstrate positive relationship of satisfaction, commitment and trust with purchase intention, hence path estimates showed positive relationship with each
other (0.21**, 0.34**, 0.47**, p<0.01) consequently supports H7 a, b, c.
Table 4
Direct Effects
Hypotheses

Structural Paths
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Table 5
Indirect Effects
Hypotheses

Structural Paths

Path coefficients

S.E

Hypotheses Status

Notes: Chi-square= 263.01, chi-square/df = 3.01, GFI = 0.91, CFI = 0.93, RMSEA= 0.083, *p<0.05,
**p<0.01.
Discussion
CSR has been an important matter for businesses; it can help decision makers to make intelligent decisions for businesses and their stakeholders. The findings of the study illustrated that as the
study operationalized CSR into three dimensions thus CSR dimensions have positive impact on
purchase intention. CSR of the firm influences the behavior of the consumers which ultimately builds
the perceptions or intentions. Consumers consider social initiatives as information cue and proactive
initiatives by the company makes customers beliefs, attitudes and perceptions positive (Becker et al.,
2006). The growing body of literature showed the positive effect of CSR on customer behavior and
purchase intentions (Grimmer & Bingham, 2013). CSR is an unresolved paradox and its evaluation is
a complex phenomena and played crucial role in describing consumptions decisions (Oberseder et al.,
2011). Moreover, the results of the study confirmed significant effect of CSR dimensions on satisfaction. For the organization that practices CSR, customers build positive perception and develop a sense
of association with that particular firm (Luo & Bhattacharya, 2006). CSR is considered as a source of
satisfaction for employees as well as for customers. Studies from previous literature also supported
the mediating impact of satisfaction (Hsu, 2012).
In addition to this, the findings of the study confirmed the significant impact of CSR dimensions on commitment and the impact of CSR strengthens the customer relationships (Herm, 2013).
The results confirmed partial mediation of commitment in association between CSR dimensions and
purchase intention. Satisfaction increases the level of trust in individuals and enhances commitment
towards brand that leads towards purchase intention (Wu et al., 2010). Consequently, the findings of
the study supported the direct effect of CSR dimensions on the trust of an individual (Lee et al., 2013).
Furthermore, trust is shown as a partial mediator in relationship between CSR dimensions and
purchase intention. CSR directly affects purchase intention of customers by having brand trust as a
mediator (Herbst et al., 2013). Previous studies also supported trust as a mediator in explaining corporate social responsibility (Hansen et al., 2011; Choi & La, 2013). It is recognized as a pre requisite for
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building customer relationships and ultimately purchases intentions (Lin et al., 2011).
Implications
Since, the study has objective to evaluate the effect of CSR dimensions on purchase intentions, hence, firstly, it demonstrates the importance of CSR dimensions and that there is an impetus
on the firms to build awareness regarding CSR activities because study found the imperative role of
CSR dimensions. Consumers generally do not seek information regarding CSR activities so, managers need to communicate and build awareness among customers. Secondly, it encourages mangers
of Telecom sector to keep investing on CSR activities. Customers are inclined towards companies
who practice CSR; it acts as a protection and protects companies from undesirable actions (Fombrun
et al., 2000). Thirdly, CSR activities make consumers satisfied and committed to the brand because
consumers favor those companies which are socially responsible. Fourthly, results can be used by
corporate affairs, directors and policy makers in making policies that can help in creating wealth,
maximizing the company’s profits, and increasing their market share. Thus, by practicing CSR
activities companies can make customers satisfied and committed which will help them raises the
level of trust of their brand/company which in turn increases the purchase intention of the customers.
Theoretically, the present study made a number of contributions. Firstly, it examined the
effect of dimensions of CSR which were previously taken as a one construct. Secondly, the effect of
each dimension on purchase intention is evaluated. Thirdly, the role of satisfaction, commitment and
trust as a mediator with each dimension of CSR is examined.
There are a number of limitations, as people lack awareness about CSR activities and lack
of resources to accomplish the task. Future study can examine the impact of the dimensions of CSR
in other context such as: FMCG, mobile industry, hospitality sector, oil and gas, and chemical sector
etc and the proposed hypotheses can also be tested in developed economies by investigating the
significance of social, ethical and legal assumptions in the context of corporate social responsibility.
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