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Abstract 
 

The present study aims to highlight the significance of Corporate Social Responsibility in 
education sector. In doing so, it examines the students’ perceptions about the social 
responsibility performance of their institutions. This study deliberates the impact of Corporate 
Social Responsibility on students’ repeat patronage intentions at university level. The study 
develops and tests a conceptual framework which predicts a positive relationship between 
Corporate Social Responsibility and Attitudinal Loyalty, and Repeat Patronage Intentions. 
Furthermore, the study investigates the moderating role of trust in the context of universities 
located in Islamabad. At the same time the study examines the mediating relationship of 
Attitudinal Loyalty between CSR and Repeat Patronage Intentions. The results generally support 
the relationships except for the moderating direction of Trust between Corporate Social 
Responsibility and Attitudinal Loyalty. The results also showed that Attitudinal Loyalty mediates 
the relationship among Perceived Service Quality and Repeat Patronage Intentions.  
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Introduction 

 
What is Corporate Social Responsibility (CSR)? 

While there are certainly no universal definitions of Corporate Social Responsibility 
(CSR), it usually denotes how the organizations carry out the overall business practices to have a 
good impact on the society in general. CSR refers to the transparency of the business methods 
which are based on ethical norms, compliance with legal requirements, respecting people, 
valuing the community and protecting the environment. Thus, beyond profit making 
organizations are responsible for their overall impact on the people and the globe. Corporate 
Social Responsibility implies that organizations strive to make profits but by remaining ethical, 
obeying to the laws and being good citizens. It is the impact of an organization’s decisions and 
operations of the overall society. This not only prospers the organization but also benefits the 
organization, creates a strong brand image, gains a competitive advantage and leads to 
sustainable development for all. Many companies have recognized that reporting their social 
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involvement is advantageous and valuable for them (Gao, 2009). Proponents of CSR believe that 
it can play a vital role in making the world a better place to live in.  

The term entered people’s vocabulary in the early 1970’s. American Noble Economist 
Milton Friedman (Robins 2005) taking a more conservative view defined CSR as: “the business 
of businesses is to maximize profits, to earn a good return on capital invested and to be a good 
corporate citizen obeying the law, no more and no less”. 

In 1979, Archie Carroll (Robins,2005) discussed the social responsibilities of a business 
as “which encompasses the economic, legal, ethical and philanthropic expectations that society 
has of organizations at a given point in time”. 

The European Commission (Silberhorn and Warren, 2007) has the same definition that is 
“whereby companies integrate social and environmental concerns in their business operations 
and in their interactions with the stakeholders on a voluntary basis”.  

 
Literature Review 

 
Definition of Corporate Social Responsibility 

Corporate Social Responsibility is defined as “a concept whereby companies integrate 
social and environmental concerns in their business operations and in their interaction with their 
stakeholders on a voluntary basis”. Topal underlined the following advantages of corporate 
social responsibility for an enterprise; 
 
i. Contributes to generating and sustaining a high profile. 

ii. Give assurance of strong relationships with stakeholders. 
iii. Helps in making a better, safer and more motivating work environment. 
iv. Improves productivity of business management. 
v. Defends from boycott actions. 

vi. Makes an easier access to funding. 
 

Corporate Social Responsibility is a practice in which businesses involve their 
stakeholders i.e. employees, customers, suppliers, government and non-government 
organizations, the natural environment and shareholders (Waddock, Bodwell and graves, 2002; 
Sinder, Hill and Martin, 2003). 

As a concept, Corporate Social Responsibility is taken as “a subset of corporate 
responsibilities that mainly deals with a company’s voluntary relationships with its stakeholders” 
(Waddock, 2004). Corporate Social Responsibility is typically undertaken to improve 
relationships with communities or NGOs (Arevalo and Aravind). The concept of corporate social 
responsibility emerged from two instantaneous expansions. The first path comprised on the 
determinations of policymakers and organizations to promote Corporate Social Responsibility 
activities. The second path consisted of the academic contributions (Leitao, Joao and Silva, Jose 
2007). 

Since the second half of the 20th century, a stretched discussion had been taken place on 
the issue of corporate social responsibility. The field had grown expressively and now a large 
number of philosophies, methodologies and terms on Corporate Social Responsibility exist 
(Garriga and Mele, 2004).Simply putting Corporate Social Responsibility requires by the firms 
to commit that actions that balance the improved environmental and social effects without 
harming economic performance (Nejati, Shafaei, Slamzadeh and Daraei, 2010). 
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The progress of the corporate social responsibility concept has gained consideration of 
numerous scholars. Carroll (1979, 1991) defined the Corporate Social Responsibility concept by 
stating “the social responsibility of business includes the economic, legal, ethical, and 
philanthropic expectations that society has of organizations.” This definition has become 
generally recognized (Mohr et al., 2001; Del Mar Garcia de los Salmones, Crespo and del 
Bosque 2005) and highlighted four standard types of responsibilities; economic, ethical, legal 
and philanthropic (Matten and Crane, 2005).  Mohr et al. (2001) classified Corporate Social 
Responsibility into two common categories. The first classification talks about Corporate Social 
Responsibility in relative to the numerous stakeholders of any organization (e.g. owners, 
customers, employees, and the community). The second category is based on Kotler’s (2008) 
societal marketing concept. These two definitions emphasized that a socially responsible 
company should have concerns beyond short-term profitability. 

 
Rationale and Hypotheses  

The intention of this study is to find out that how the Higher Education Sector 
implements Social Responsibility? What is the importance of Corporate Social Responsibility at 
University level? Do students perceive their educational institutions as socially responsible? Do 
these perceptions have any impact on the perceived service quality? Do these perceptions have 
any impact on students’ loyalty to the institution? Do these perceptions have any impact on 
student behavior (e.g. Repeat patronage intentions)?  
 

H1: Corporate Social Responsibility is positively related to Attitudinal Loyalty. 
H2:Corporate Social Responsibility’ is positively related to ‘Repeat Patronage 

Intentions’. 
H3: ‘Attitudinal loyalty’ has a positive impact on ‘Repeat Patronage Intentions’. 
H4:‘Corporate Social Responsibility’ has an indirect positive impact on ‘Repeat 

Patronage Intentions’ through ‘Attitudinal Loyalty’. 
H5: Trust moderates the relationship of Corporate Social Responsibility and Attitudinal 

Loyalty. 
H6: Trust moderates the relationship of Corporate Social Responsibility and Repeat 

Patronage Intentions. 
 

Procedures for collecting data 
 
Participation in the study was voluntary. The respondents were guaranteed of the firm 

confidentiality of the data and the purpose and scope of the study were thoroughly explained to 
them. Data was collected through non-probability convenience sampling and a number of field 
surveys across various universities. The surveys were administered personally and were 
distributed to the pupils studying in different universities. The sample comprised of students 
specifically business students doing bachelors, masters or higher degree programs from well-
established universities of Islamabad. The data was collected over a period of three weeks. A 
total of 350 questionnaires were distributed out of which 275 yielded utilizable responses.  
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Figure 1: Proposed relationships between variables of interests. 

 

 

 

 

 

 

 

 

Variables and measures 
 
The questions about Corporate Social Responsibility were drawn from the articles by 

Sankar and Bhattacharya (2001). 
The trust level (as moderating variable) was measured based on the items developed by 

Morgan and Hunt (1994) and Lau and Lee (1999). 
The numerous item scale of Attitudinal Loyalty and Repeat Patronage Intentions was 

adapted from Zeithaml (1996) and Fullerton (2005), Chaudri and Holbrook (2001) and 
Sirdeshmukh (2002). 

 
Results 

 
Frequency Distribution for demographic variable 
 
Demographics   Frequency  %age responses 
Gender  Male  187 68 

Females  88 32 
Education  Bachelors  129 47 

Masters  140 51 
MS 6 2 

Socially responsible   Yes  209 76 
No 66 24 

Age (Range, Mean) 19-27 years, 25 years 
 

The total usable responses were 275. The respondents of the study consisted of 32% 
female students and 68% male students out of which 47% were doing a bachelor’s degree 
program and 51% were studying masters or higher degree programs. Ages of the students ranged 
between 19 and 27 and the average age was 25 years. 76% of the respondents replied that they 
are socially responsible and consider themselves accountable towards their society. 

 
 

Corporate Social 
Responsibility 

Attitudinal loyalty 

Repeat patronage 
intentions 

Trust  
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Correlations 
 

Table 1 presents the Means, Standard Deviations, and bi-variate correlations between 
variables of interest. Corporate social responsibility has positive significant correlations with 
trust (r = 0.82, p < 0.01), attitudinal loyalty (r = 0.77, p < 0.01) and repeat patronage intentions (r 
= 0.69, p < 0.01).  Furthermore, ‘trust’ has a significant positive relationship with ‘attitudinal 
loyalty’ (r = 0.76, p < 0.01) and repeat patronage intentions (r = 0.64, p < 0.01). ‘Attitudinal 
loyalty’ showed a significant positive relationship with repeat patronage intentions (r = 0.76, p < 
0.01). 
 
Table 1: Means, Standard Deviations, and Correlations 

Variables  1 2 3 4 
1. Corporate social responsibility  1    
2. Trust  0.815** 1   
3. Attitudinal loyalty  0.769** 0.764** 1  
4. Repeat patronage intentions  0.698** 0.644** 0.760** 1 

Mean 3.97 3.94 3.95 3.96 
SD 0.60 0.69 0.59 0.60 

** Significant at 0.01 level. 
 
In addition, the bi-variate correlation among the variables as shown in Table 1 indicates 

provisional support for all “main effect” hypotheses dealing with Corporate Social 
Responsibility, Attitudinal Loyalty and Repeat Patronage Intentions. 
 

Regression Analysis 
 

Linear regressions were performed to test the impact of Corporate Social Responsibility 
on Attitudinal Loyalty and Repeat Patronage Intentions. The results (Table 2) show that 
‘Corporate Social Responsibility’ is positively related to ‘Attitudinal Loyalty’ (β = 0.798, p< 
0.001) and CSR explains 59.7% variance in Attitudinal Loyalty. Thus hypothesis 1 received 
support. Furthermore, CSR (Hypothesis 2) and Attitudinal Loyalty (Hypothesis 3) are positively 
related to Repeat Patronage Intentions (β = 0.261, p< 0.05; β = 0.556, p< 0.001) and together 
both variables explain 58.5% variance in Repeat Patronage Intentions. Thus, hypothesis 2 and 3 
also received support. 

Mediation Analysis 
 

Hypothesis 4 stated that attitudinal loyalty mediates the relation between CSR and Repeat 
Patronage Intentions. For mediation analysis, Barron & Kenny’s (1986) three step procedure was 
used (Table 3). First, the independent variable (CSR) was significantly related with the 
dependent variable (RPI) (β = 0.698, p< 0.01); second, the independent variable (CSR) was 
significantly related with the mediator (attitudinal loyalty) (β = 0.769, p< 0.01) and third, the 
mediator (attitudinal loyalty) must affect the dependent variable (RPI) (β = 0.760, p< 0.01). 
Lastly, the dependent variable (RPI) was regressed on independent variable (CSR) and mediator 
(attitudinal loyalty) in two steps. In the first step CSR was entered in the equation and in the 
second step attitudinal loyalty was entered in the equation. As soon as the mediator was entered 
in the equation, there was a reduction in the effect of CSR on RPI (β = 0.279, p< 0.01). Thus 
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results support a partial mediation i.e. the effect of the independent variable is lesser when the 
mediator variable is entered in the equation. 

 
Table 2: Results of Regressions Analysis for the main effect of corporate social 
responsibility on Attitudinal Loyalty and Repeat Purchase Intentions 

N = 275; Controls were gender (1=male, 0=female), age (in years), bachelors (1=yes, 0=no), 
masters (1=yes, 0=no).  
* p<  .05 
** p< .01 

 
Table 3: Regression analysis showing the mediating effect of attitudinal Loyalty in the 

relationship of CSR and Repeat patronage Intentions 

 
Condition 1: RPI on CSR 
Condition 2: Attitudinal loyalty on CSR 
Condition 3: RPI on Attitudinal loyalty 
Condition 4: RPI on Attitudinal loyalty and CSR 
 

 

Variables  

Attitudinal Loyalty Repeat Purchase Intentions 
Β Β Β β 

(constant) 47.44** 16.19** 33.957** 3.839 
Male -0.010 -0.002 -0.014 -0.005 
Age  -0.004 -0.159* 0.131 0.082 
Bachelors  -0.324 -0.194 -0.306 -0.084 
Masters  -0.371 -0.089 -0.321 -0.023 
Socially responsible 0.060 0.038 0.104 0.064 
Corporate social 
responsibility  

0.798**  0.261* 

Attitudinal loyalty    0.556** 
R 0.016 2 0.614 0.044 0.629 

F (df1, df2) 
0.309 (5, 

269) 
214.62** (6, 

268) 
0.857 (5, 

269) 
222.28** (7, 

267) 

Variables  

Condition 1 Condition 2 Condition 3 Condition 4 
β Β Β Β 

Corporate social 
responsibility 

0.698** 0.769**  0.279** 

Attitudinal loyalty   0.760** 0.546** 
R 0.488 2 0.591 0.578 0.629 

F (df1, df2) 
193.35(1, 

273) 
414.62** (1, 

273) 
234.19 (1, 

273) 
222.28** (7, 

267) 
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Trust as a Moderator 
 

To test hypotheses 5 and 6, Baron and Kenny’s (1986) procedures was used.  Thus if the 
interaction term (CSR x TRUST) is significant the relationship between CSR and Attitudinal 
loyalty, and between CSR and RPI is moderated by the trust. The results in Table 4 indicate that 
trust does not moderate the relationship between CSR and attitudinal loyalty as the coefficient of 
interaction term is insignificant (β = -0.273, p> 0.05). However, it does moderate the relationship 
between CSR and RPI (β = 0.239, p< 0.01).  
 

Table 4: Regression analysis showing the moderating effect of trust in the relationship of 
CSR and Attitudinal Loyalty and Repeat patronage Intentions 

 

 

 

 

 

 

 

Conclusions 
 

This study was conducted to find the Corporate Social Responsibility of higher 
educational institutions and its impact on students’ commitment towards their institutions. Data 
was collected from three different universities including both male and female students.  The 
results obtained supported the hypothesis and a positive relationship has been found between 
independent and dependent variables. In this study six hypotheses were formulated in total, out 
of which five were proved highly significant whereas the moderating effect of trust was not 
supported after analyzing the result, thus proving the hypothesis wrong. 

This study has been successful in finding out many critical questions that were developed 
through the literature review and theoretical framework of this study. The first hypothesis was 
about Attitudinal Loyalty; the impact of Corporate Social Responsibility on the loyalty of 
students towards their institutions. This hypothesis was fully supported by the results showing 
the positive relation between two variables. The subpart of second hypothesis was formulated to 
evaluate the moderating effect of Trust between Corporate Social Responsibility and Attitudinal 
Loyalty and the results showed the insignificant relation of Trust as moderator. 

The second hypothesis in the study was related to Repeat Patronage Intentions; Corporate 
Social Responsibility has positive relationships with Repeat Patronage Intentions towards 
institutions. This was proved true by showing a significant relation between Corporate Social 
Responsibility and Repeat Patronage Intentions. Further the mediating effect of Attitudinal 
Loyalty between Perceived service quality and Repeat Patronage Intentions revealed the validity 
of the hypothesis. 

Variables  

Attitudinal loyalty Repeat Patronage 
Intentions 

Β Β 
Corporate social 
responsibility 

0.608* 0.567** 

Trust 0.625* 0.67** 
CSR * Trust -0.273 0.239** 
R 0.649 2 0.546 
F (df1, df2) 159.26* (3, 271) 138.54**(3, 271) 
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The findings of the research questions showed that Corporate Social Responsibility has 
the positive and significant relation with Attitudinal Loyalty and Repeat Patronage Intentions. 
The image of the institution can be improved by indulging in Corporate Social Responsibility 
activities which ultimately increases the loyalty of students and Repeat Patronage Intentions 
towards their institutions.  

 
International and Managerial Implications 

 
The study confirms the relationship of Attitudinal Loyalty, and Repeat Patronage 

Intentions with the Social Responsibility of the universities. The overall intention of this research 
is to find out that by what means the universities can be socially responsible and exactly how it 
affects the students’ attitudes, behaviors and their commitment to their institutions. The objective 
of the research was to create an awareness and orientation of Corporate Social Responsibility 
among university students and make them responsible, ethical and proper business professionals 
in future. The perceptions of the students about Corporate Social Responsibility and how it 
affects the performance of their universities are also explored in this study. More importantly the 
study provides evidence of increasing the students’ commitment and loyalty through socially 
responsible activities of their institutions. Additionally the universities can make improvements 
in their systems by being socially responsible and producing effective managers in the future. 
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