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Corporate social responsibility (CSR)
has gained momentum worldwide.
More and more companies are
implementing CSR policies, plans and
activities, as they believe that CSR will
lead to superior business performance
as a source of competitive advantage.1
Historically, retailing has not had the
reputation of being a leading sector in
terms of CSR. Consumers do not
spontaneously associate retailing with
CSR.2 Nevertheless, retailers are making efforts to communicate their CSR commitments and
actions to customers in particular and to society in general.3
Most definitions of CSR are based on two common ideas: 1) companies must respect the law and
seek profit, but their responsibilities go beyond these legal and economic responsibilities; 2)
companies are responsible to all stakeholders for their activities—not only to their shareholders.
According to Mohr et al.4, CSR represents the commitment of a company to minimize or
eliminate its harmful effects and maximize its long-term beneficial impact on society.
CSR is generally conceptualized as a multidimensional construct.5 Several typologies coexist in
the literature,6 but Moisescu7 conducted a meta-analysis of the various instruments proposed in
the literature to measure CSR. Amongst the various dimensions highlighted, four emerged in a
large number of works8: philanthropic activities, respect for the environment, respect for
consumers and respect for workers.
Our Research
Our research investigates the impact of these four dimensions of a retailer’s CSR activities on
consumers’ loyalty towards this seller. Our findings also establish that this relationship is
positively mediated by consumers’ trust in this retailer and/or its perceived brand equity. Lastly,
our results indicate that this impact depends on the groups of consumers considered: the very
responsible consumers (n = 213), the local sceptical recyclers (n = 168), and the least responsible
consumers (n = 166). Consumers’ socially responsible consumption behavior, their expectations
of CSR activities implemented in companies, their attribution of altruistic motivations rather than
strategic motivations to these companies engaged in CSR, and their scepticism towards them are
the variables considered to form these groups. Figure 1 depicts the relationships we examine in
this study.
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The Research Model
Retailer’s CSR activities
Philanthropic activities
Trust in the retailer
Respect for
the environment
Perceived brand equity
of the retailer
Respect for
the consumers
Loyalty towards
the retailer
Respect for
the workers

Figure 1.
A field study was conducted on 547 consumers, who were asked to select a retailer of their
choice with which they were familiar (notably with its CSR activities) and to complete a
questionnaire with regard to that retailer.
With partial least squares structural equation modelling (PLS-SEM), we show that, for the very
responsible consumers, two dimensions of a retailer’s CSR activities (philanthropic activities and
respect for the environment) are positively associated with consumers’ trust in the retailer and its
perceived brand equity, which relates to higher levels of consumers’ loyalty towards this retailer.
For the local sceptical recyclers, only the philanthropic activities dimension of a retailer’s CSR
is positively associated with consumers’ trust in the retailer and its perceived brand equity, which
relates to higher levels of consumers’ loyalty towards this retailer. By contrast, for the last group,
the least responsible consumers, these paths do not work since no dimension of a retailer’s CSR
activities has a significant influence on consumers’ trust in this retailer or on consumers’ loyalty
towards this retailer. Only one dimension of a retailer’s CSR activities (respect for the
environment) has a significant and positive influence on a retailer’s perceived brand equity.
In essence, the fact that a retailer is perceived by consumers as engaged in philanthropic
activities has a direct and indirect positive influence (expressed directly through consumers’ trust
in the retailer and indirectly through consumers’ trust in the retailer and its perceived brand
equity) on consumers’ loyalty towards this retailer for the very responsible consumers and the
local sceptical recyclers. Similarly, when a retailer is perceived by consumers as being
environmentally friendly, there is an indirect positive influence on consumers’ loyalty towards
this retailer. Specifically, this positive effect is expressed through consumers’ trust in the retailer,
through its perceived brand equity, and through consumers’ trust in the retailer and its perceived
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brand equity for the very responsible consumers and through its brand equity for the local
sceptical recyclers and the least responsible consumers.
Real Estate Implications
At a managerial level, this research thus indicates that the dimensions “respect for consumers”
and “respect for workers” do not have an impact on the variables considered in this research:
consumers’ trust in the retailer, their loyalty towards it, and perceived brand equity. By contrast,
being perceived by consumers as engaged in philanthropic activities or being environmentally
friendly has a positive impact on consumers’ trust, loyalty, and perceived brand equity.
On the one hand, the respect for the environment dimension has a direct impact on brand equity
and an indirect impact (through consumers’ trust and/or perceived brand equity) on consumers’
loyalty for all three groups of consumers considered in this research (the very responsible
consumers, the local sceptical recyclers and the least responsible consumers). This specific
dimension also has a direct impact on consumers’ trust for the very responsible consumers.
Consequently, to improve their relationships with these three groups of consumers, firms should
implement policies to reduce their consumption of natural resources, make their business
activities more environmentally friendly, and make their services eco-friendly. Importantly, they
should communicate these efforts to potential and current clients.
On the other hand, being engaged in
philanthropic activities has a direct
impact on consumers’ trust and loyalty,
and an indirect impact on perceived
brand equity for the very responsible
consumers and the local sceptical
recyclers. Consequently, to improve
relationships with these two specific
groups of consumers, firms should
consider investing locally, to get
involved with and promote social and
cultural activities within their
communities while communicating and sharing this involvement and commitment to CSR with
their clients.
Recommended Reading
Louis, Didier, Cindy Lombart, and Fabien Durif (2019), “Impact of a Retailer’s CSR Activities
on Consumers’ Loyalty,” International Journal of Retail & Distribution Management, 47(8),
793-816.
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