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The Relationships between Corporate Social Respobdity and Customer Satisfaction
in Taiwan Farmer Association

Abstract

Service is dictated by its inseparability, varidiil intangibility and perishability
characteristics, inherent characteristics that makaore difficult for an organization to
market and sustain its marketability. Studies haxealed relationships between Corporate
Social Responsibility (CSR) and customer satiséacthere is a gap on the relationships
between the dimensions of CSR as antecedents atohwer behavior. This study therefore
examined the effect of three dimensions in CSRustamer satisfaction of the Farmers’
Association credit departments (FACDs) in Taiwahis$tudy adopted a positivism paradigm
and quantitative cross-sectional approach to eogblyi examine customers’ views of CSR.
Using purposive, judgemental, and convenience sampéchniques, a self-administered
guestionnaire was personally distributed to 400 bens1 and customers outside FACD
offices throughout Taiwan. A total of 334 fully cpiated questionnaires were received from
participants. The significant findings from thisudy are the existence of the relationship
between the three dimensions of CSR and custortisfagdion.

Keywords: CSR, customer satisfaction, service cstlsocial, environment

1. Introduction

There has been a remarkable transformation inudbkaéss sphere over the last decadedue to
the introduction of the Internet that has changegling behaviour and produced a new
generation of buyers. Along with online retailindpe concept of social marketing was
introduced that embraced corporate social respiibgifCSR). CSR is prolific and
paradoxical in business applications, whereby lassies are made responsible for more than
the product and services they produced but arecailallenged to alleviate social problems in
order to remain valued and competitive (Wattanakeh@o, Singal and Murrmann, 2014;
Poetz, Haas, and Balzarova , 2013; Mandhachitat&Paolthong, 2011; McDonald and Lai,
2011; Parkes, Scully, and Anson, 2010). Previoudiss have found that CSR programmes
influence customer perception and buying behav{®ouvain, Baumann, and Lundmark,
2013;Martinuzzi and Krumay, 2013; Costa and MemihR013; Cheng, loannou, and
Serafeim, 2014; Jose, Rugimbana, and Gatfield, 2B&a&kes et al., 2010). Therefore, the
primary objective of this study was to examine tredationships between customer
satisfaction and CSR activities in the context ACPs in Taiwan.But this research does not
provide an answer to the question of prioritizirggial and environmental responsibility
activities versus operational activities in ternifoodget allocation and schedule, but rather
answer the question if social and environmentapaesibility is relevant to customer
satisfaction.

2. Literature Review

2.1 Corporate Social Responsibility (CSR) and Custome$atisfaction

Corporate social responsibility (CSR) has beenrataince the 1950s and has evolved into
what it is today in order to accommodate varioa&estolder interests and other arising issues
(Bourdeau, Graf and Marie-France, 2013; Choi and2(4.3). The framework commonly
used for CSR is based on Carroll’s (1979) work, nehieis recommended to examine four
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dimensions: economy, ethics, legal, and philanticroplowever, with increasing social
problems, Carroll (1999) altered the CSR dimensionft the current business standing by
introducing discretionary at top of the pyramidggesting that businesses need to be
compassionate toward society and the environmenheit own discretion (Carroll and
Shabana, 2010; Carroll, 1999; Pinkston and CartéBg6).

The four dimensions: economy, ethics, legal, anithpthropic of CSR were initiated with
the motive to have business organisations ethiealtylegally generate sufficient income that
would enable them to support social activities. ¢¢emcademic and non-academic CSR
research has expanded over the years with manjesttaking a keen interest in how and
why CSR affects organisations and to what extentpamies are willing to go to achieve
recognition for their CSR efforts.Carroll’s (1978jructure for CSR that encapsulates
responsibilities into four distinct dimensions h&iace been contrived, incorporating new
responsibilities to meet stakeholders’ current sgedrroll (1991) asserted that the twentieth
century promoted a business pyramid whereby busesesoncentrated primarily on
economic gain, followed by legal processes, and #thical aspect of business as a way of
contributing to society.

The difference in priority given by businessestte tour dimensions introduced by Carroll
(1979) hardly changed in twenty years since itsoghiction (Pinkston and Carroll, 1996).
Moreover, previous studies indicate that businesmsaged ethical conduct and philanthropic
activities as the least of their concerns (Pinkstod Carroll, 1996; Carroll, 1991; Aupperle,
1982). However, the twenty-first century has seahnological advances that have caused an
increase in the variety of social and environmemedblems (Luo and Bhattacharya,
2006;Maignan and Ferrell, 2004; Moir, 2001). Funthere, the business world has witnessed
a prolific growth of stakeholders in the last dema@ds outsourcing and globalisation
involving mergers, alliances, and interdependent®ngst businesses, become common
(Green Jr. et al., 2012). Consequently, Pinkstah@axroll’'s (1996) findings added to newer
research outcomes on CSR and corporate socialrpenfce (Carroll and Shabana, 2010;
Carroll, 1979), indicate the need for businessebdomore proactive in the ethical and
discretionary dimensions of CSR. The irresponsaole fraudulent acts by companies such as
Enron and Worldcom, have forced society to critjcalvaluate the service they are receiving
and how they are receiving it, from the businesiseg deal with (Luchs et al., 2010; Padgett,
2005). This, coupled with global dilapidation obdiversity, global warming and extinction
of various species of flora and fauna, has comgedteiety to revisit the CSR pyramid and
demand that businesses place more weight on thelagging ethical and discretionary
aspects, which directly relate to society and tharenment.

Though convoluted and often paradoxical, CSR resainwvorthy tool to help build the
overall image of an organization (Pérez, 2015; E&208t3; Cretu and Brodie, 2009; Enquist
et al., 2006). However, the CSR activities undentakeed careful consideration as they may
be misconstrued as mere marketing or public relat{®arquina and Morales, 2012; Parkes
et al., 2010), which could result in the loss ofRESquintessential nature and threaten the
development of a strong positive image (Pérez ahddsque, 2015b; Ferrell, Fraedrich and
Ferrell, 2011).

Some organizations have initiated CSR activitiest tover a large scope of stakeholders,
while others focus on primary stakeholders suchlmagloyees and customers (Mattila, 2009;
Zain and Mohammad, 2007). Organizations’ primarytimeoin developing CSR activities is

to show that they are responsible, anticipating ¢hatomers will be satisfied to be associated
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with them. Nevertheless, customers are end-useysectng satisfaction with the core

product or service they pay for (Chomvilailuk andt@&her, 2013; Bhattacharya, Korschun
and Sen, 2009; McDonald and Rundle-Thiele, 2008gng et al., 2008; Silberhorn and
Warren, 2007; De Chernatony and Segal-Horn, 200&)ce CSR is an advanced tool to
enhance loyalty, reputation, and credibility (Maadhitara and Poolthong, 2011; McDonald
and Lai, 2011; Cretu and Brodie, 2009; Mattila, 208ome studies claim that CSR is the
‘icing on the cake’ and as such customers shouddl peoud to be associated with the
organization due to its ethical behaviour and imgolent in CSR activities that help society
and the environment (Choi and La, 2013; Devinneygeéx and Eckhardt, 2010;

Becker-Olsen, Cudmore and Hill, 2006; Carrigan @tthlla, 2001; Pinkston and Carroll,

1996).

Marketing studies suggest that customer satisfacsi@ necessity for organizations to gain a
positive perception from customers and hence dtinengtheir reputation and credibility
(Walsh and Beatty, 2007; Riley and de Chernato®02 Herbig and Milewicz, 1993).
Contradicting this, some studies indicate customesy be satisfied with the organization
due to its CSR activities (Elliott, Rundle-ThieledaWaller, 2012; McDonald and Lai, 2011,
Devinney et al., 2010;Kotler, Adam, Denize and Ammsg, 2008), while others claim that
customers could also be satisfied with the orgaiozalue to its legal and ethical conduct of
business (Pérez and del Bosque, 2015; Bouvain.e2@l3;Limbu, Wolf and Lunsford,
2011;McDonald and Rundle-Thiele, 2008). Moreovems studies suggest that customers
favour CSR activities that are closely linked teithinterest or those causes that they are
fighting for (Tong, Wong and Leung, 2013; Augeraét 2006). From the foregoing it can be
concluded that there is confusion over the benefitS8SR to customer satisfaction.

2.2CSR Pyramid and Customer Satisfaction

Though CSR is not a new term or concept, its dadimilacks consensus and grounded theory
(Carroll andShabana, 2010; Rundle-Thiele and Wyr2@10; Lee, 2008). Several theories
such as agency theory, legitimacy theory, socialveat theory and stakeholder theory have
been used to explain and discuss CSR, but the twgd common and established are agency
theory and stakeholder theory (Matten and Moon,82@hapiro, 2005; McWilliam and
Siegel, 2001; Moir, 2001). Milton Friedman devisagency theory, describing business as
being for the benefit of shareholders, since thmgrest is of primary importance (Mullins,
2010; Laplume, Sonpar and Litz, 2008; Friedman,72@ava and Krausz, 1996; Freeman
and Liedtka, 1991). This theory supports the ecoooptatform of the CSR pyramid,
indicating that businesses are made for maximigrafit and supporting their investors.
Interestingly, researchers in support of this doefrassert that the wealth of shareholders
will automatically support stakeholders, wherebyptayment offered by wealthy businesses
would be able to support the living standards opleyees while taxes paid to governments
would in turn support various social services aadses (Hoi, Wu and Zhang, 2013). In
contrast, Edward Freeman’s stakeholder theory eages managers to cognitively and
strategically place stakeholders’ concerns aheadsludreholders’ economic benefits
(Freeman, 2010; Laplume et al., 2008). While thesatradicting theories were being
debated, CSR emerged with the two dimensions ohao@ and legal that support
shareholder benefits or agency theory, while tliicgtand social dictums of CSR support
stakeholder concerns or stakeholder theory.

The convoluted descriptions of CSR often lead teeihg synonymously associated with the
ethical conduct of a business (Esen, 2013; SinghAgyarwal, 2013; Bourdeau, et al., 2013;
Silberhorn and Warren, 2007; Mohr and Webb, 200&lz&3-Morling and Strannegard,
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2004). Ethics is beyond following rules and regolad; it is the responsibility and obligation

of an organization. From a CSR perspective, etisics notion that needs to be satisfied in
order to achieve long term benefits and sustaiitalaihd to help employees and customers
emotionally invest in the vision and mission of tbeganization. However, ambiguous

objectives and misleading ethical practices arena¢s imitable and may be adapted by an
organization without full knowledge and with no ¢pterm strategy in mind. Thus ethical

conduct may be misconstrued as unimportant andredimeerely to meet requirements set by
various parties, including company standard opsgaprocedure and government bodies
(Kim, Lee, Lee and Kim, 2010; Mattila, 2009). Howeeyin recent times communities have
become more conscious and knowledgeable of enveatah issues and so socially

responsible organizations tend to do better thasetlthat are not (Mattila, 2009).

The social and environmental dimensions of CSRaarhe discretion of the organization,
while the ethical dimension is usually observed tueules and regulations set by society.
However, the turn of the twenty-first century wised a prolific number of organizations
showing interest in using CSR as a competitive athge by integrating it into
organizational strategies, and assessing its effectustomers, growth, and sustainability
(Carroll and Shabana, 2010; Silberhorn and Wa&@a7).

Different industries and organizations may useed#ht dimensions and aspects of CSR to
suit the type of product and service they produod aell. It is critical to develop
economically viable and worthwhile CSR activitidgit attract, satisfy, and gain positive
perception and behaviour from customers; as stich important to recognize suitable CSR
activities. The present study recognizes CSR-etli&R-social, and CSR-environment as
aspects FACDs embark upon in building their image aooperative responsible for rural
development of Taiwanese farmers’ economy (Choilay@®013; Chomvilailuk and Butcher,
2013; Pomering and Dolnicar, 2006; Lepoutre, Desxcand Heene, 2007; Spickett-Jones,
Kitchen and Reast, 2004; Hoeffler and Keller, 2002)

2.3Hypotheses Development

The application of CSR’s ethics dimension has bg®own to help customer satisfaction
(Shen et al.,, 2012; Mandhachitara and Poolthong,12®ellier et al., 2003). Research
demonstrates that ethical conduct of an organizadifbects customer’s perception of the
organization. Customers tend to be satisfied whin drganization’s products and services
when the organization is operated ethically (Péma del Bosque, 2015a; Lai et al., 2010;
McDonald and Rundle-Thiele, 2008). Meanwhile, mangtheories suggest that customer
satisfaction is essential for the growth of theamigation as customers repurchase, perform
positive word-of-mouth recommendations, and trhstquality of the service and reliability
of the organization (Elliott et al., 2012; McDonalhd Lai, 2011; Devinney et al.,
2010;Kotler et al., 2008). Though customer satigfaccan change customer’s perspective of
the organization, ethics is expected of the orgditn. Meanwhile social and environmental
concerns are the responsibility of the organizati@ilberhorn and Warren, 2007;
McWilliams et al., 2006; Luo and Bhattacharya, 200®ir, 2001). As such satisfaction is a
standpoint that is developed based on an orgaoigsitiobligations and responsibilities
(Ferrell et al.,, 2011; Powell, 2011; Shaw and Ba210). Thus the following three
hypotheses are developed to help understand thextetif CSR (social, ethics and
environment) on customer satisfaction.

Hypothesis H1: CSR-social initiatives positivelyate to customer satisfaction of FACDs in
Taiwan.
4
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Hypothesis H2: CSR-ethics initiatives positiveliate to customer satisfaction of FACDs in
Taiwan.

Hypothesis H3: CSR-environment initiatives posityveelate to customer satisfaction of
FACDs in Taiwan.

The research model developed in this study is showigure 1 below.

CSR initiatives

a

Customer
satisfaction

Figure 1. Research Model

3. Methodology

3.1Sample

As this study involved a large number of unknowrstomers of FACDs as the unit of
analysis, completing the data collection usingrassas approach would have been very costly
and time consuming (Zikmund, Babin, Carr and Grjf2013; Malhotra, 2007), Therefore, a
sample of FACD customers was drawn from the pommurab elicit views on how satisfied
they are with CSR activities carried out by FACtsis important for the sample to be
representative of the population as generalisgbiiitfindings is dependent on the sample
being part of the population (Sekaran and Boug@l32When the population size is
unknown, a sample of 150 to 300 is sufficient toymte valid and reliable results (Malhotra,
2007; Bonett, 2002; Lenth, 2001). As the most caxonstruct for this study is CSR, and
each of its dimensions was measured with 6 itersangle size of 60 was deemed sufficient
for this study. However, in order to achieve bet&iability and normality of data, a sample
size of 350 was set. Thus, this study distributeelstjonnaires to 400 FACD customers.

3.2Data Collection
A quantitative approach was used in this studysthesze is a lack of empirical evidence
related to customer satisfaction with FACDs anc aeds collected based on the observations
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and experiences of the customers’ to service perSidCSR activities. As the study examined
the three dimensions of CSR with customer satigfacin which all the constructs are
abstract in nature, so this study used a persomady method to distribute self-administered
guestionnaires to customers of FACDs. Within thed 40ACD customers, 350 filled
guestionnaires were collected from 20 FACD offices.

3.3Measurement Items

The questions for measuring the four construct®werrowed from different literatures with
high level of reliability and validity. For the sitems of social dimension of CSR, the
literatures by Pérez and del Bosque, (2014), Mclbaad Lai, (2011), Chomvilailuk and
Butcher, (2013), and Lacey et al., (2012) were u$ed literatures by Pérez and del Bosque,
(2014), McDonald and Lai, (2011), Chomvilailuk aBdtcher, (2013), Lai et al., (2010), and
Luo and Bhattacharya,(2006) were used for the teims of the ethics dimension of CSR
whilst Pérez and del Bosque, (2014), McDonald aaig (2011), Lai et al., (2010),Matzler et
al., (2006) were used for the six items of the mmment dimension of CSR. The six items
for customer satisfaction were borrowed from Helke al., (2003). The questions for the
measurement items of the four constructs in thidysare shown in Table 1.

Table 1.Measurement Items
Constructs Measurement Iltems

CSR- Social |[CS1 |[ltis important for a FACD to provide educationapport

CS2 |ltis important for a FACD to provide a safe andlkey
working condition for its employees.
CS3 |Ilike my FACD to actively support the disadvantdge

CS4 | Important for me to see my FACD supporting under
privileged communities where it does its business.
CS5 |ltis nice to know my FACD provides for charitable
activities

CS6 |FACDs support local sportsmen/women activities

CSR-Ethics |CE1 FACDs must be honest to their customers

CE2 |ltis important for me that my FACD is transpareiith
charges
CE3 |Customers must be informed of all charges of a FACD

CE4 |The FACDs must pay interests as per their promise

CE5 | Allinformation on service charges by FACD must be
given clearly
CE6 |FACDs must assist customers truthfully

CSR - Cenvl | FACD ought to ensure there is no paper waste in the
Environment dealings

Cenv2 | It is important for FACDs not to be involved in pgots
that harm the environment

Cenv3 | FACDs ought to support projects that saves animals




Cenv4 | It is important for me to see FACDs plant trees

Cenv5 |1l respect a FACD that is involved in environment
sustainability

Cenv6 | I would enjoy my association with a FACD that reesic
carbon footprint

Customer Csatl |l am satisfied with my decision to use this FACD
Satisfaction

Csat2 || am happy with my FACD

Csat3 | My choice to use this FACD is a wise one

Csat4 |l feel good to be a customer of my FACD.

Csat5 |My FACD takes care of all my financial needs

Csat6 | My FACD satisfies my financial needs

258

259  3.4Data Analysis

260  Multiple regression analysis was conducted in shigly to test the three dimensions of CSR
261 initiatives to customer satisfaction. The analysi$lead to an empirical equation as below.
262

263 Csat =a; (CSR-social) 1, (CSR-ethics) #3 (CSR-environment) + constant

264

265 Before that factor analysis and Cronbach’s alplsh weere conducted for reliability and
266 validity tests.Validity tests were carried out ugiBxploratory Factor Analysis (EFA) and
267  Confirmatory Factor Analysis (CFA).

268

269 4. Analysis of Results

270 4.1 Sample Characteristics
271  The characteristics of the sample are shown inelalielow.

272
273 Table 2.Demographics of Respondents
Demographics Frequency Percentage
Gender Male 159 47.6
Female 175 52.4
Age group 20-30 26 7.8
31-40 72 21.6
41 - 50 124 37.1
51-60 81 24.3
61 -70 22 6.6
more than 70 9 2.6
Education Primary 15 4.5
Level Secondary 86 25.7
Tertiary 225 67.4
Post graduate 8 2.4
274

275
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4.2 Measurement Assessment for Reliability Analysis

A reliability analysis was undertaken with Cronbachlpha test (Hsu and Fan, 1995;
Nunnally, 1978). The items in this study are adaftem past studies that have validated and
confirmed reliability, however the validity and iedility tests confirm the items used as
suitable in the context of this study, where memld=ACDs in Taiwan are the respondents.
The Cronbach’s Alpha test undertaken on the végdichs, resulted in reliability coefficients as
presented in Table 3 below.

Table 3.0utcome of Reliability Test - Cronbach’pi

Construct Cronbach’s Alpha
CS 0.771
CE 0.850
Cenv 0.789
CSat 0.944

4.3 Factor Analysis

The data was analysed by exploratory factor araly$ie results are shown in Table 4 below.
The results found that items CS2 and CS4 were rethfrom the construct social aspect of
CSR. All the six items of ethical aspect of CSR feto the same component and could
measure this construct appropriately. It is theeséwn customer satisfaction, all the six items
of this construct fell into the same component. &ovironmental aspect of CSR, the item
Cent5 was removed according to the factor anafgsiglts.

Table 4. Factor Analysis
Component
Social Ethics Environment | Satisfaction
Csi 0.702
CS3 0.661
CS5 0.785
CS6 0.811
CE1l 0.651
CE2 0.703
CE3 0.752
CE4 0.786
CE5 0.845
CE6 0.746
Cenvl 0.848
Cenv2 0.696
Cenv3 0.693
Cenv4 0.640
Cenv6 0.508
Csatl 0.945
Csat2 0.891
Csat3 0.802
Csat4 0.768
Csatb 0.477
Csat6 0.422
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4.4Hypotheses Testing

The three hypotheses H1 to H3 were tested by usmgtiple linear regression
analysis.Table5 below shows the regression weights significance of the relationships
between the variables of the study.

Table 5.Multiple Linear Regression Model

Model Unstandardized Standardized t Sig
Coefficients Coefficients
B Std. Error Beta
1 | (Constant) 5.892 0.673 7.112 0.000
CS 0.209 0.074 0.220 2.836 0.005
CE 0.434 0.099 0.262 4.364 0.0001
Cenv 0.396 0.096 0.364 4,139 0.0001

The relationship between CSR-social (CS) and custaatisfaction (Csat) charts a t value
2.836, with a sig-value = 0.005, and as the sigvas less than 0.05, the direct relationship
between CS and Csat is significant with a standaddestimate of positive 0.220. Thus the
result supports the significance of the relatiopdietween CS and Csat. As the estimate is
positive, the hypothesis H1: CSR-social initiatiyessitively relate to customer satisfaction
of FACDs in Taiwan is supported.

The relationship between CSR-ethics (CE) and Gsatrds t = 4.364 with a sig-value =
0.0001, and as sig-value is less than 0.05 supgodisignificant relationship between CE
and Csat. The standardised estimate is positive20showing a positive relationship, hence
the hypothesis H2: CSR-ethics initiatives positvedliate to customer satisfaction of FACDs
in Taiwan is supported.

The CSR-environmental (Cenv) and Csat relationshgrts a t = 4.139 with a sig-value =
0.0001, with this being less than 0.05, showinggaificant relationship between Cenv and
Csat. The standardised estimate is positive 0.88itating a positive relationship, thus the
hypothesis H3: CSR-environment initiatives posiiveelate to customer satisfaction of
FACDs in Taiwan is supported. Amongst these thedaionships, the relationship between
Cenv and Csat seems to the highest as the stapeldrgigression estimate shows.

5. Discussion

CSR is ever evolving and so paradoxical that itpewrally requires contemporary and
up-to-date knowledge. This study significantly cdnites to theoretical and practical
know-how of CSR by enhancing the perceptive of mgare and academics towards CSR
initiatives and their value to society and organaes. This study further enriches knowledge
on theoretically formed constructs. Though previsuslies revolved around CSR in the form
of initiatives within the dimensions of economiegal, ethics, and discretionary, they hardly
identified customer satisfaction towards the orgations that undertake several specific CSR
initiatives; thus its knowledge is underdeveloped.

The vast number of marketing and CSR literaturerretl to in the theoretical framework for
this study has contributed to an understanding 8RGnd its implications for business.
Meanwhile the outcome of the present study sigamfity contributes to proliferation of
knowledge related to CSR activities and customisfaation.
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The effects of CSR on customer satisfactionhave Baelied in various ways. Studies in the
service industry indicate that CSR is used by sorganizations as a marketing ploy (Choi and
La, 2013; Chomvilailuk and Butcher, 2013; Pomeramgl Dolnicar, 2006; Lee, 2008), while
some use it to build better corporate image in s$erai reputation and credibility
(Wattanakamolchai et al., 2014; Poetz et al., 204&8ndhachitara and Poolthong, 2011;
Kantsperger and Kunz, 2010; Cretu and Brodie, 2009)

Though satisfaction is the cornerstone of holdimgte customer interest and prolonging
loyalty, the role of satisfaction in converting C®forts to reputation and credibility is
frequently neglected. As such, the present studylstivacknowledging the existence of
specific knowledge on CSR in business, adds a newrion to the understanding of what
other roles satisfaction plays in enhancing theatfdf CSR.

Interestingly, newer knowledge was gained as, thalbthree CSR aspects of social, ethics
and environment are positively and significantlyated to customer satisfaction in this
study.This clearly adds new knowledge to the thesoaind findings of the past.

The present study adds to the theoretically ackedgédd relationship between CSR initiatives
and customer satisfaction. As the farming busirsesk®se to environment, saving animals and
paper, though it affects customer satisfaction, matybe appropriate initiatives for FACDs in
Taiwan. In order to gain a good reputation, it && enough to embark on CSR initiatives
without first ensuring that customers are satisith the organization’s products and services.
Moreover, any CSR initiatives that are introducdadhthbe more effective if they are specific
to the context and stakeholders.

The present study found that ethical behaviourrofoeganization may simply be what is
expected by the customers of the organizationeratian categorizing as CSR. However, an
organization’s ethics may be recognized as CSR wkating with other organizations that are
equally ethical and invest in ethical enterpris&s.the current study picked up customers’
perception of FACDs’ ethical behaviour toward theomganizations are liable for their
responsibilities to their customers. Moreover, asvise at retail outlets, such as credit
departments, lacks consistency, customers’ intaresbeliefs in the company’s image is rather
difficult to capture and maintain. As such, managrrght to be careful and diligently work on
a set of CSR activities that do not clash withdhistomers’ expectation of organizational duties
and obligations.

Thus, environmental related CSR activities may rneeoke very specific and cost cutting for
the organization. Endeavours such as less useeofjemreduction of paper and plastics, and
use of energy saving equipment in the day-to-dayain of the office may be closer to the
customers’ hearts, while introduction of replantioigtrees would require the purchase of
saplings and land to plant. Past studies indic&i@ Gctivities dear to customers or close to the
causes they fight for, may be more appreciated cam$equently provide a more positive
image of the organization (Poetz et al., 2013; Tengl., 2013). Interestingly enough, it has
also become competitive amongst the business aaj@ons to offer best possible CSR
activities that would gain more publicity and newgsverage. Hence, the findings from the
present study ought to be a reminder to managebe tavolved in CSR activities that are
appreciated by their customers and suppliers rdttaar for the organization’s own benefit.
Jumping on the CSR bandwagon is easy for orgaoizmtith big budgets but critical
examination of CSR activities may reveal the appade ones to provide customers the
necessary satisfaction to evoke a positive attitaderd the organization.
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Previous studies also revealed customers as thmagyistakeholders and that CSR initiatives
are correlated directly and are of value to theno whll reveal higher satisfaction. These
initiatives may be tangible benefits such as fumdsntangible benefits such as satisfaction,
happiness and fulfilment of a dream, which areveai¢ humanitarian issues that may draw a
positive attitude (McDonald and Lai, 2011; Wigl@@08; Oh, 1999). As environmental issues
are of lesser concern, managers may be able togpeorslatively simple initiatives that
customers would be able to see, get involved id, @ppreciate. The banking and finance
industry is more likely to be appreciated if pramsare simplified, legalities are documented
and well explained, and customer queries are redajuickly; efficient processing is a crucial
marketing element for service organizations (CIPL2, Wattanakamolchai et al., 2014; Wirtz
et al.,, 2012;Lovelock and Wirtz, 2005). Furthermaeperienced and educated employees
who are capable of resolving problems and assistigjomers are more appreciated by
customers, fulfilling yet another marketing elem@nattanakamolchai et al., 2014;Wirtz et
al., 2012;Akroush, 2011; Gruber, 2011; Lovelock &¥idz, 2005).

6. Conclusion

The study found positive relationships between thiee CSR initiatives and customer
satisfaction. It is clear from the findings of tisidy that the survey respondents are well aware
of CSR initiatives and understand the benefit oindpea farmer’s association member.
Respondents find FACDs’ CSR initiatives contribtateéheir satisfaction with their FACD.CSR
initiatives relating to environment is a bigger ektion, as respondents perceive these
initiatives to be positively related to custometisgaction.Moreover, the farming industry is
closely related to the environment and as such FA®Buld most likely benefit in supporting
organic farming and help overcome other naturamadles farmers often face.

In conclusion, this study verifies past theoriesablishing measurement items for this context
while suggesting to marketing and CSR manager® timtovative in their CSR activities by
introducing activities that are relevant to the teah and nature of the industry. FACD
marketers may benefit by employing experienced eddcated staff to provide better
information and service to customers, as well akimgasmart investments to increase the
company’s assets. As a service organization, smppteesses and excellent customer services
may help add to FACDs’customer satisfaction asetlaes effective customer satisfaction tools.
However, this research does not provide an answéret question of prioritizing social and
environmental responsibility activities versus @benal activities in terms of budget
allocation and schedule, but rather answer the tigmesf social and environmental
responsibility is relevant to customer satisfactrartiure studies should examine the mediating
effect of customer satisfaction on the relationshgiween individual CSR aspects and
reputation and credibility of FACDs. Furthermorequalitative research may identify more
specific CSR initiatives that are relevant to tbatext. Although a cross-sectional study was
used for this study due to research constraintigngitudinal study may provide better
insights from customers by including the relevaotéme and more details of specific CSR
activities.
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