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Study on the Relationship between Corporate Social

=Y

Responsibility and Corporate Image
Hisn-Y1, Liu

Abstract

In recent years, corporate social responsibility (CSR) has become a well
discussed topic among corporations around the world. Many past studies
found that corporate image could be enhanced when corporations fulfill their
corporate social responsibility, and this in turn influences consumers’
purchase intention. Hence, social responsibility has become an important
topic that arouses general concern. Corporations have different motivations
and behaviors for promoting social responsibility. Motivations may include
ethical consideration, economic and financial consideration, corporate
reputation, while behaviors include compulsory duty and voluntary
behaviors, or behaviors that aim at employees and those aim at external
economy and environment. What impact does different CSR motivations
and behaviors have on the corporate image is an issue that calls for our
attention. Implementation of social responsibility in the fast food industry
and retail industry was analyzed, and different corporations were compared
to see if they have different emphasis on CSR motivations and behaviors.
Moreover, it was also explored whether these motivations and behaviors
have different impact on the corporate image of various corporations.
Based on analysis of the results, the study also discussed the management
implications of the relationship between social responsibility and corporate
image, and proposed specific recommendations of how to plan and promote
social responsibility in order to effectively enhance corporate image.

Keywords: corporate social responsibility, corporate image, fast food industry,
retail industry
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2 Morfet, D. A., Schumacher, M.G. & Vitell S. J., 1999., “A survey of ethics officers in large

organizations”, Journal of Business Ethics 20(3), p265-272.

3 Perrini, F., Pogutz, S. and Tencati, A., 2006. Corporate social responsibility in Italy: state of the art.
Journal of Business Strategies 23(1), 65-91.
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& Bowen, H. R.,1953, Social Responsibility of the Businessman, New York: Harper & Row.
7 Carroll, A. B., 1979, “A-Three Dimensional Conceptual Model of Corporate Performance”,
Academy of Management Review, 4(3), p497-505.
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8 Frederick, W. C., 1987, “The growing concern over business responsibility”, Califormia

Management Review, 2, p54-61.
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10 Steiner, G. A. and J.F. Steiner, 1980, Business, Government and society: A Management

Perspective, New York: Random House.
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1 Crissy, W. I.,1971, “Image: what is it?” , MSU Business Topics, Winter pp.77-80.
12 Javalgi, Rajshekhar G., Traylor, Mark B., Gross, Andrew C. & Lampman, Edward, ,1994,

“Awareness of sponsorship and Corporate Image: An Empirical Investigation”, Journal of
Advertising, Vol. 23, pp.47-58.
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13 Walters, C. G. (1978). Consumer behavior: Theory and practice. Homewood: Irwin.
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