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Abstract - This study examines the link between corporate social
responsibility and consumer purchase intention by focusing on the
mediating role of corporate reputation and the moderating role of
peer pressure. Theresults of distinctive data from 378 consumers of
Pakistan reveal that corporate reputation positively relates to
consumer purchase intention, and that corporate reputation fully
mediates the positive influence of cor porate social responsibility on
consumer purchase intention. We also found that peer pressure
moder ates the relationship between the corporate reputation and
consumer purchase intention. Furthermore, the mediating effect
between corporate reputation and consumer purchase intention is
moderated by peer pressure, that is to say moderated mediation.
We discussimplications of these findings for research and practice.

Keywords - Pakistan; corporate social responsibility, moderated
mediation, peer pressure, consumer purchase intention.

1. I ntroduction

CSR is extremely interesting issue now days. Asgincis
venture a great deal in CSR. Individuals extrentiebught about
CSR and needs to make CSR in all firm in lightted fact that
they needs venture without benefit. Lately, corpmraocial
responsibilities (CSR) has progressively come twibered as a
decent vital advertising apparatus. There are twopgses
behind this developing hobby in CSR. From one putpe,
customers are requesting firms something more thatop-
quality item at a low cost, and they incline towardnds that are
socially rumored at the point when assessing coatparitems.
Then again, a firm may acquire aggressive prefe®noy
concentrating on non-financial components. CSR @ra@tage
for building a better brand image and making corensm
inspirational disposition so it is an imperative Iigjgring of
viable advantages [2]. These days, partnerships tiieir assets
to corporate social responsibility (CSR) assumihat t'doing
great dependably prompts improving" [1]. There weaeloping
conviction that (CSR) is a wellspring of game chemfpr the
organizations in light of the fact that it imprové@sns' notoriety
which brings about positive practices of diversertrp
gatherings, for example, representatives, group esmkcially
buyers [3]. The organizations, consequently, givgreat many
dollars to different (CSR) activities, for exampteagnanimity,
natural assurance, reason related showcasing, aodp g
inclusion [4]. So also ref. [3] found that 12 of Ztudies
demonstrated positive relationship between CSRceses and
records of money related execution. A couple oflistsl analysts

International Journal of Supply Chain Management
IJSCM, ISSN: 2050-7399 (Online), 2051-3771 (Print)

Copyright © ExcelingTech Pub, UK (http://excelingtech.co.uk/)

have led various studies which have analyzed thioaship
between the (CSR) and buyer behavior [3], [5] etre is still
no study in which corporate reputation mediates C®R
purchase attention of the consumers .To classifilltthe gaps
in the previous literature, we examine the positigationship
between CSR and consumers purchase intention tydinting

mediator, including corporate reputation and moubergpeer
pressure based on data from consumers of Pakig¥&npropose
that social exchange theory better clarifies thatienship in the
middle of CSR and customers and understanding th@éehof

the paper in which CSR positive impact consumenschase
intention which mediates corporate reputation idtig peer
pressure as a moderator we use social exchangeythEis

article is structured in seven sections, startingh wthe

introduction. The second section presents thealitiee review.
The third section develops the hypotheses. The Bsegtion
describes the methodology, including data collectiand

respondents’ characteristics, and the method cd daalysis.
The fifth and six sections provide the results atibir

discussion. The final section draws conclusiongla®es the
importance of our results and provides upcomingaesh path
and practical suggestions and managerial implinatio

2. Literaturereview

While 1990s, examination spotlights on the possassiof
(CSR) on the responses of customers are expanBingnd
large, numerous studies recommend (CSR) exercigediae
effect under a several consumers connected conseegjefor
example, consumer expectation, brand decision aogopals,
and customer loyalty [1]. Despite the fact thas ttatal positive
relationship between an organization's CSR recordl a
consumers ' responses speaks to a vital startingthen
comprehension of CSR, different examinations exhibi the
link among an organization's CSR activities and scomer'
response is not generally immediate and clear. rOtlexen
demonstrate that CSR is not all that pertinent dostomers'
choices, and now and again, customers ignore tsidenthe
terrible community behavior of an organization whaaking
their buys.

The current study is based on CSR actions positgacts on
corporate reputation which positive impacts consumechase
intension and how peer pressure influence to ait product or
buying the product. From one perspective, some @xatian

investigated a few type mediators of consumersR)d8actions,
include organization particular variables (itemedlence, (CSR)
area) or individual-particular variables (for exde)p(CSR)

related convictions). Then again, the instrumesideustomers'
reaction on (CSR) is underscored to the past esuaind (CSR)
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are indicated in a roundabout way impact on comsu
behavior. For example, high corporate believabiljpositive
notoriety, group and ecological commitments) pradpd more
inspirational state of mind the brand than low cogpe validity,
to decidedly impact customers' consumer aims [6].

Generally, the effect of CSR on consumer' behawtays
dubious for two fundamental reasons. Initially, rtheis a
muddled relationship in the middle of CSR and comsu
behavior actually. The system hidden consumergitioza in
(CSR) desires hypothetical and observational. B@ample, a
few examinations found to (CSR) might beneficiatcmme to
brand community image in order to impact purchassrining
aims. Notwithstanding, brand image is a build a few
measurements or comprehension of isolating distict
constructs of brand image has been extra usefd.ofte more
previous writing may be centered around restrigptads of CSR,
for example, group contribution what's more, firgise, and
may consider (CSR) at a total rank, bringing almmrtsiderable
contradiction on effect of (CSR). so that's why eteck direct
relationship between (CSR) on consumer purchasation with
the using of mediators, corporate reputation mdderpeer
pressure.

(CSR) is an open and straightforward business rebsait is the
technique in light of good values and appreciatmstaff, group
and environment. Corporate social responsibilithasked since
it is the consequence of stable qualities for sg@# in all and
for shareholders all the more particularly. Actyalcorporate
social responsibility is a commitment past legitienaand
monetary necessities in which company considerisatissues
and cooperation in monetary improvement while echenthe
nature of the work compel in a more extensive sspéifically
group and deals with its business transform in amaathat will
have positive effects on society [7].In differemtords,
organizations are attempting to make a harmony dmtwthe
hobbies of diverse recipients furthermore theiriaodinancial,
social execution [7]. Social obligation is "asstioa voluntary
commitment to satisfy straightforward and non-ginéiorward
obligations that society has exacted on the shosildef
organization" [8]. Social obligation is made out dfvo
measurements: "duty" to the group and "positiveingit! of

group.
21 CSR perceived by consumers

Carroll's  (1991) CSR system, broadly acknowledged,
incorporates 4 measurements: monetary, lawful, maral
altruistic where financial and legitimate obligatioare needed,
moral obligation is normal and magnanimous resp@msss is
fancied. The relationship one has with an assaciati(for
example, a representative, stockholder or purchasttuences
the relative significance put on diverse measureésneh CSR.
Case in point, workers' most noteworthy concern firgemncial,
though consumers had a more grounded moral inttimauf9].
Proposition for investigating the effect (CSR) clwerize its
multi dimension taking into account distinctive bes of
dissimilar partners. Now in present research, we aocupied
with consumers' impression of (CSR) in light thet flnat buyers
are the biggest partner bunch for firms. Also, waaentrated on
lawful and moral obligations by sticking to (Catjomodel of
(CSR). This study give the accompanying basis ¢octintention
and provides understanding peer pressure. To fialanc

measurement alludes toward an association's conemitio be
beneficial, productive and to keep up financiahes. Workers
are concerned all the more about the company'scitgpt
create benefits since they need to be constantijzeat
Interestingly, but a few exceptional situationsgewple the off
chance that the customer was reliant to a firm ¢ginatthe main
provider to required item), customers were no corex through
the financial responsibilities of a firm [9]. Humitarian
obligation, which is more optional or intentionakrorn
organizations despite the fact that there is depllydthe
societal desire that organizations ought to givealiudes to a
company's commitment towards raising the prospedhd
improvement of society in general. Albeit numeratsdies
contended the beneficial outcome of altruistic faduties
execution, some examination also found the alituisbnduct
brand have no huge positive impact on consumerattipes.
These were two motivations toward clarify the inkegity. To
begin with, charitable exercises will expend a fasgets of an
organization. Once the cash is focused on a magmas
venture, it can't be utilized to enhance creatiffices, create
administration capacities to go through marketsdiclous
consumers were few ready give up essential usefuponents
of items for the generous conduct of a brand [S&cond, non-
benefit associations are normal had obligationsadding the
public issue, for example, wellbeing, raining ovadcement to
voluntarism. Organizations participate through NP©sgive
through societal projects as opposed to do it inddpnt from
anyone else freely. Therefore, consumers pay &gard for the
generous exercises and responsibilities of orgdaimm Firms'
lawful obligation alludes to exercises inside oé ttestrictions
legitimate necessities. Lawful conduct of firm miypact to
items' capacities or quality specifically, or thésvery simple for
consumers to frame sentiments in to the admiratién.
company's moral responsibility alludes to adheretacenoral
standards that go past lawful structures, thatbming fair
involved with consumers. The moral responsibilgyidentified
with complex issues, for example, natural assurand®
administration, wellbeing and security on their kor relations
with suppliers and purchasers. Contrasted and wsrke
consumers accept that a company's obedience toakthnd
lawful orders view additional essential [9].

2.2 Corporate Reputation:

The image of an organization creates and develepstbe long
run and for the most part relies on organizatioantdy and
unmistakable projects, their execution and how greaw its
behavior. Reputation implies when an organizati€fiecévely

fulfill the desire of a few partner [11] contenddacent repute
empower organizations toward indict far above treugd costs,
pull in superior people or financial specialistshwbe able to
build t simple contact to resources market. Expenital results
demonstrate that if a firm have more prominent suppand

commitment in social welfare perspectives, thenhéigthe
reputation of firm. Those association which arénfj in as a
charitable association can assemble a reputatioeate
constructive media scope, expand representativey, damd

improve trustworthiness, efficiency and consumetlii@tions

[12].
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23 Corporate Reputation (CSR)

In this exceedingly focused environment globalizedrld,
(CSR) also company repute, greater part fortunarorgtions
have utilized corporate social obligation as alvitatrument to
giving input to desires of different partners ireedia, non-
government associations, popular sentiment, andn eve
consumers, to at last add to a noteworthy corpopétaure.
Correspondingly in 2005, Fombrun suggested Boosting
corporate reputation as an outward driver for tfgaoizations to
participate in corporate social responsibility exsgs. Corporate
reputation has been perceived as an intercedingblarin
corporate social responsibility disciplines. At tlas 2007,
Bendixen and Abratt, have examined an expansivethSou
African multinational notoriety in organization camer
relationships, representing that the consumer ndisglernment
about organization make up the premise for corporgputation
[11].

In today's profoundly aggressive business sectoir@ment,

numerous organizations have utilized CSR as a wittument
to react to desires of different partners, for eplan media,
general sentiment, nongovernment associations eurtbre,

even customers, to along these lines make a gogubrate

picture [11]. Actually, organizations have viewe8R exercises
as a need, therefore asking directors to mull besv to execute
CSR exercises reliably with their business methogip[2]. [12]

pointed out that CSR "ought to be considered ggpea of vital

speculation” which "can be seen as a type ofrietyobuilding

or support." On the other hand, [13] proposed agigg

corporate notoriety as an extraneous inspiratiofganizations
to take part in CSR exercises.

2.4 Peer Pressure

Theoretical M odel

It's really normal to need to have a place and $eahe portion
of a gathering. There's nothing amiss with thatlle&and actually
having great companionships in our lives is trulijical to our

bliss. There is a drawback to searching out greanhections
however. That craving to be a piece of somethirgjteve great
companions can put a considerable measure of wedght
individuals to act certainly. When we're affectedaccomplish
something we wouldn't typically do, or ceased from
accomplishing something we'd like to do, on theugds that we
need to be acknowledged by somebody/a gatheringbegin
moving into associate weight domain. peer pressurhink or
act along certain companion endorsed rules - isvedeas an
unmistakable quality of pre-adulthood. Peer weigdlations
shape a necessary part of immature socializatiodneaucourage
singular improvement of a feeling of character. @amion
weight is an essential instrument of transmittingthgring
standard also, keeping up loyalties among gathéniigiduals.

25 Theoretical Framework and Research M odel
Hypothesis:

H1: There is a positive relationship between CSR @orgorate
reputation.

H2: There is a positive relationship between CSRa@mbsumers
purchase attention.

H3: There is a positive relationship between cormoraputation
and consumers purchase attention

H4: There is a positive relationship between cormoraputation
and peer pressure.

H5: There is a positive relationship between peesguree and
consumers purchase attention.

[ Peers Pressure ]

Corporate Social Corporate Reputatiorn
Responsibility

3. Method

Methodology plays its important role in conductengy research.
It is helpful to find the relationship of dependesmtriable with
independent variables. It can provide a comprekensi
understanding of the aspect of CSR with consumershase
intention with mediates corporate reputation andienates with
peer pressure. In this research, we use the cotidinaf
quantitative and descriptive method. The questioanas
developed for the collection of data. To test oypdthesis, we
collect the data from the consumers in Pakistare 3ample is
composed of male and female. Convenient samplintpodeis
adopting for this research. Convenient sampling nisn-
probability sampling technique where subject iested because
of their accessibility and proximity to researctheTdata were

-( Consumers Purchase]

'L Intentior

collected face-to face, using a self-reporting tjoesaire. We
personally handed over a paper copy of the quesioa to the
informants willing to participate in the study. Theestionnaire
was accompanied by a cover letter. We used theessign
analysis for the measurement of direct relationsgi€SR and
consumers purchase attention we also use Amos dokcthe
validity and reliability of our data.

We distributed 450 of the questionnaire and obthirg92
responses, a fairly high response rate due to dhe-tb-face
contact and reminder calls. After analyzing missuadues, the

final sample comprised 378 responses. The demoigraph

characteristics of the respondents are given ieThb

241



Int. ] Sup. Chain. Mgt

242

Vol. 6, No. 3, September 2017

31 M easurements

Questionnaires used in this study were originatipstructed in
English. We then pilot-tested the questionnairengisi7O
consumers of university of Lahore of the but whoreveot
Table 1 Demographic characteristics of the informants
Demographic characteristics Percentage Gender

Female 86
Male 14
Age

18-28 years 60
29-40 years 25
More than 40 years 15
Level of education

Not completed bachelor 29
Bachelor 46
Master 25

Percentage values are rounded off

Corporate social responsibility was measured by [15] 10-
iteminstrument on the original anchors. The ssateliability in
this study is 0.92andconsistent with previous netefl5], [16]
Consumer purchase intention was measured with a six-item
instrument developed by [17]. The scale is relighle 0.93).

Corporate reputation was measured with five items developed

by [9]. The scale was one dimensional and reliébte 0.86).

Peer s pressure was measured with six items scale. The scale’s a

reliability in this study is 0.84. Control variablewe included
three demographic variables as control variables:(8, female;
1, male), age (in years) and education (1, assodagree and
below; 2, bachelor; 3, Master or Ph.Ds degree).

32 Analytical strategy

We analyzed the data in three steps. In a firgt, ste examined
measurement validity and reliability using confitory factor

analysis (CFA) for all the measures. After estélitig

convergent and discriminate validity, we testedhiipothesized
structural model using SEM. We focus on determinthegdirect
and indirect effects of CSR components on consysnechase
intention, corporate reputation, and peer presduried, we used
a phantom model approach with SEM. And to assds$ amd

specific indirect effects. We also tested commonthoe
variance using multiple methods (Podsakoff et &3)Qo ensure
the quality of the data.

4, Result

Table?2

included in the final sample. On the basis of thedback from
the pilot-test, we reworded a few items to ensuaetyg. Unless
otherwise indicated, response options ranged frofisttongly
disagree’) to 5 (‘Strongly agree’).

4.1 Confirmatory factor analyses

We conducted a confirmatory factor analysis to thst factor
structure as well as the convergent and discriraigatalidity of
our scales. We used parcels to maintain a favoiabtleator-to-
sample-size ratio. The CFA showed a satisfactoryofi the
hypothesized  four-factor  structure  (corporate  docia
responsibility, consumers purchase intention, o@ig0
reputation and peer pressure): x2 (164) = 351.20;Q4; TLI =
0.93; CFl %=0.95; RMSEA =0.02; RMR = 0.03. All the
indicators had statistically significant (p, 0.0@xdings on their
intended constructs, demonstrating convergent ialiResults
shown in table 1, model 1, fit the data well andvxed
substantial improvement in fit indexes over theeralatives
(models 2—4). As shown, the hypothesized four-factodel fits
the data well and is better than all the altermatmodels,
providing evidence of the construct distinctivene§sorporate
social responsibility, consumers purchase intenticorporate
reputation and peer pressure.

4.2 Descriptive statistics

Mean, standard deviation and bivariate correlatioer shown in
table 2. Corporate social responsibility was pesl§i related to
consumers purchase intention (r =0.43, p , 0.Objparate
reputation (r =0.31, p, 0.05). Furthermore, oogpe reputation
was positively related to consumers purchase iiierto peer
pressure (r = 0.60, p , 0.01), and peer pressuas related to
consumers purchase intention (r =0.21, p, 0.01).

Model and structure X2 df TLI CFlI

RMR RMSEA Dx2

1: Hypothesized four-| 351.20 | 164 0.93 0.95
factor model

0.03 0.02 ---

2:Threefactor model | 501.32 | 167 0.90 0.90

CSR and CR merged

0.06 0.03 150.12

3:Two factor model 749.23 | 169 0.78 0.81
CSR and CR merged

,CPI And PP merged

0.13 0.11 398.03

4:0ne factor model 936.38 | 170 0.63 0.56
CSR and CR merged
,CR,CPI And PP

Merged

0.16 0.17 585.18
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Note: CSR corporate social responsibility, CR coaporeputation CPI consumers purchase intenf@rpeer pressure , TLI Tucker—
Lewis index CFI ,comparative fit index ;RMSEA ,rooéan square error of

approximation; RMR ,root mean square residual. Alig2renceissignificantatp,0.001;Dx2isinrelation

Table3

Variables Mean SD 1 2 3 4
1:CPI 3.33 0.71 (0.93)

2:CSR 3.77 0.73 0.43** (0.92)

3:.CR 3.69 0.59 0.60** 0.31* (0.86)

4:PP 3.53 0.91 0.21** 0.09 0.05 (0.84)

Note: CSR corporate social responsibility, CR coapreputation, CPl consumer purchase intentiBrpé®r pressure.
N=293; there liability coefficients are indiagonal0.05.**p,0.01(two tailed).

4.3 Hypothesistesting

To test Hypothesis 1, which predicts that corporateial
responsibility is positively related to consumersirghase
intention, we use a hierarchical regression analy&Sirst step,
enter the control variable, second step, enter pedeéent
variable (i.e. ethical leadership). Support was nfbufor
Hypothesis 1 (r = 0.23, p, 0.01).

Hypothesis 2 predicts that corporate reputation iated the
relationship between corporate social responsibiliand
consumers purchase intention. We conducted a geeebfeit
test to determine whether the relationship betwieenpredictor
and the outcome occurs through the mediator. Resiltthe
structural analysis of the proposed model provideaeceptable
fit to the data (x 2 (75) = 140.61, p, 0.01; TLDO97; CFI =0.96;
RMSEA =0.02; RMR =0.02. We compared this fully nsdd
model with a partially mediated model (x 2 (74) 51131, p,
0.01; TLI = 0.94; CFI = 0.93; RMSEA = 0.04; RMR =0@
(Bollen Kenneth 1989; Browne et al.1993; Hox 2003)e fully
mediated model does provide an improvement in Vierothe
partially mediated model (x 2 difference test: Dx 20.69, df =
1, p,0.01).

To test the goodness-of-fit of corporate reputatias: the
mediator between corporate social responsibilityd atihe
outcomes, we followed recommendations outlined 18] [and
calculated the product of coefficients using LISREleffect
composition statistics. Statistically significamdirect effects
imply that the relationships between the antecedemtd the
outcome variables occur through the mediator. Tiirect
effects were significant for the relationship betwecorporate
social responsibility and consumer purchase indentb = 0.14,
p, 0.01). In conclusion, Hypothesis 2was supportégothesis
3 proposed that peer pressure would moderate thgoreship
between corporate reputation and consumer purdhgesetion.
To test this hypothesis, we carried out a hieraaihiegression
analysis. In this approach, control variables wignst entered,
followed by the predictor (CSR) and the moderatpeef
pressure). The interaction between CSR and conspurehase
intention to treatment was entered in the thirdpstéll

interaction variables were mean-centred to miniminalti-

collinearity.

Results are (models 2-4), the interaction betweermparate
social responsibility and peer pressure was padjtivelated to
consumer purchase intention (r = 0.18, p ,0.01,ehd}l which
explained 1% of the residual variance in consumarchmse
intention (DR 2 = 0.01). Furthermore, to demonstitie effect

of moderator, we plotted the interaction effectsmggprocedure
and computed the slopes using one standard deviatiove and
below the mean of the moderating variable. The ltiegu
interaction patterns are consistent with the hypsith
Specifically, corporate reputation was more posliivelated to
consumer purchase intention when consumer ' pessspre was
high (b = 0.49, p , 0.01)than consumers’ peer pressf the
corporate reputation was low (b = 0.13, no sigaffit). Hence,
Hypothesis 3 was supported. To further test Hymithd, the
moderated mediation, we followed the procedurel8f [

We found that conditions were met, in support ofpbthesis
4:(1) corporate social responsibility is positivetglated to
consumer purchase intention (b11 = 0.40, p , Ofddel 5),
while the interaction between corporate social oesjbility and
peer pressure is not positively related to consumechase
intention (b13 = 20.06, n.s., model 5); (2) cogter social
responsibility is positively related to corporagputation (b21 =
0.24, p, 0.01, model 1) and the interaction betweerporate
reputation and peer pressure is positively rdladbeconsumer
purchase intention (b35 = 0.21, p , 0.01, modeH§pothesis 4
was supported.

Consistent with our hypothesis, corporate sociapoasibility
was found to be positively related to consumer Ipase
intention when the level of peer pressure was [iigh 0.26, p,
0.01), but was unrelated to consumer purchase tiatenvhen
peer pressure was low (r = 0.05).

5. Discussion and Conclusion

Our study found that corporate social responsybiliositively
influences consumers purchase intention as a resfulthe
mediated effects of corporate reputation. In addjtwhen peer
pressure t in purchase intention is high, corporafritation is
found to have a stronger positive relationship wiinsumer
purchase intention. We see three contributions magehis
study to research on both corporate social respibibsiand
consumer purchase intention literature in sevenpbirtant ways.
First, previous research has suggested that caegpozputation
(Knippen bergand Schie 2000; Riketta 2005) may pdey
important role in the purchase process and progdeence
from some researches [15]. Drawing on social exgagheory,
our result complements this work by demonstratperhaps for
the first time, that corporate reputation is an @mant mediation
between corporate social responsibility and consymoechase
intention. The social exchange approach consistshef two
related theories: social exchange theory and sedfgorization
theory. Social exchange theory is a social mentat a
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sociological viewpoint that clarifies social charagel security as
a procedure of arranged trades between gathe@ngse then, it
has been a fruitful framework to explore and uni@ded issues

of CSR corporate reputation peer pressure and owgrsu

purchase intention, and has also been appliedpicstsuch as
power, protest and collective action, negotiatiorergers and
many others. Broadly speaking, social exchangeryhpeedicts
that people strive for a positive self-concept ghdt one’s
identity partly consists of one’s memberships igialbgroups for
instance membership in organizations. Social exghaheory
thus would predict that corporate reputation withngumer
purchase intention will be associated with theiitides and
behaviors. Indeed, [19] has elaborated on the pbist social
exchange with purchase intention serves the indalld needs
for belonging, safety or self-enhancement.

Second, prior research argues that corporate sespbnsibility
influences consumer purchase intention
mechanism and our study integrates social exchémgery to

explain the relationship between corporate so@&aponsibility

and consumer purchase intention that is a new eetisp and

supported by results. These supervisors expresyesit in

employees’ concerns and ideas, encourage deepeersations
and personal responsibility, and stimulate follogvaction from

employees. So it is important to set up a high-itpaocial

exchange relationship between CSR and consumerhgsec
intention. When consumers have a high-quality $aeiahange
with leader, they will make more purchase intentémen if the

payment is not definite.

Third, extant study puts more attention on the reubat

mechanism and omits the moderating role in termsoakumer
purchase intention. This study addresses this gapxbamining

the condition boundary and psychological mechanigmsugh

which corporate reputation influences consumer lmse

intention that is moderated by peer pressure. Todenating role
of peer pressure can exist because consumer parattasition

is potentially risky. Consumer purchase intentioaynbe seen
associated with discomfort. In addition, consumesually

engage in a calculated and deliberate decisionsgagrocess
before speaking, which helps them evaluate the-beskfit of

consumer purchase intention. Consumers purchasntion

benefits consumer perceived, consumers who evathateost—
benefit of purchase intention and finds a balance.

51 Implications

Our findings have not just theoretical implicatipbsit practical
implications as well. First, they have implicatidios fostering a
work environment that motivates consumers to engage
discretionary behaviors such as consumer purchdsetion that
contributes to consumers to decision making. Oudifigs that
corporate reputation positively related to consurparchase
intention suggest that organizations should comdidémprove
corporate reputation .Second, in view of the doauee positive
influence of corporate reputation on consumerscimse
intention, our findings that corporate social resgbility

positively related to consumers purchase intentioggest that
organizations should consider training employeedrporate
social responsibility to demonstrate high-CSR séads in the
workplace. Third, our findings of the moderatindluence of
peer pressure in the corporate reputation and cogispurchase
intention underscore the role of individual diffeces in acts to
purchase intention. Consequently, organizations megd to

through ihgan

improve their CSR activities that will improve tlw®nsumers

purchase intention, which

in turn may benefit cogte

performance.
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