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Abstract

This empirical study was aimed to discover the impact of corporate social responsibility (CSR)
and international standardization of organization (ISO) on corporate reputation (CR) and corporate
reputation’s effect on consumer loyalty (CL). In addition, the relationship of corporate reputation
& trust (T), corporate reputation with consumer company identification (CCI) was also examined.
Lastly the association of consumer company identification, trust and consumer loyalty (CL) was
also analyzed. The data was collected from 500 students of three different universities and survey
instrument was administrated. Overall, eight hypotheses were examined to confirm the relationship
among variables by using the CFA (Confirmatory Factor Analysis) and structural equation modeling
(SEM) was used to test the validity of the instrument with the help of AMOS and SPSS software.
The resultindicated that ISO and environmental CSR has direct relationship with corporate
reputation. Corporate reputation had direct association with trust. Whereas, corporate reputation
was significantly positive related with consumer company identification. Subsequently, Trust
also showed positive relation with loyalty and positive relationship was found between consumer
company identification and consumer loyalty. Furthermore, results showed that community
development- corporate social responsibility had no relationship with corporate reputation and
corporate reputation was significantly related with customer loyalty. The findings of this study
contribute in the literature provided instrument authenticity and adaptability in Pakistani context. In
this study limitations and future recommendations were also provided.
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INTRODUCTION

The Fast-Moving Consumer Goods (FMCG) refers to products or goods which can be consumed
wholly or in part over a short period of time e.g. a few days, weeks, months, within a year of
purchase (Moolla & Bisschoff, 2012). The core focus of the FMCG firm’s marketing activities
is to develop, maintain and enhance the customer’s loyalty towards its marketed products or
services (Ngobo, 2017). Therefore, increasing unpredictability, product differentiation and highly
competitive pressure have increased the importance of customer loyalty in the FMCG marketplace.

According to Economist (2013) FMCG firms have a scope of growth in Pakistan. Pakistan Economic
Survey (2017) revealed a significant growth of 9.65 percent in the FMCG industry of Pakistan. The
main reason of growth of FMCG in Pakistan is its growing population and major portion belongs to
middle-class consumers (Economist, 2013). In Pakistan, various multinational and national FMCG
firms are operating and heavily invested in its production and distribution (Ahmed et al., 2017).
Current academic researches and the market polls proposes that consumers of now a day shows
a great interest for those companies who are making a fruitful difference in the world. Corporate
social responsibility is one of the preference of consumers globally (Becker-Olsen et al., 2011;
Schmeltz, 2012). Wang (2011) stated that attachment of consumer with a firm is another key issue
for corporate sector. Consumer bonding can be observed with a firm by giving quality products and
remove consumer problems related to products. Bonding of the firm with a consumer became the
reason of giving birth to other multiple elements such as consumer loyalty and trust along. Along
with all this another picture starts developing in the mind of consumer which is known as corporate
reputation.

It is a general perception of today’s consumer that the firms with ISO certification provide quality
products. Nair and Prajogo (2009) concluded that the objectives of manufacturing companies
adopting the ISO as a means for giving credible gestures to external stakeholders. ISO in real is not
considers as an alternate to total quality management (TQM) but it accompaniments it. Chittenden
et al. (1998- 99) posited that UK based organizations are more expanded, developed multi-product
and adopted ISO standards. ISO certification and having no expansion deals with targeted local
customers. Wiengarten et al. (2017) found that implementing ISO standards directly helpful
in improving the results in organizations in the terms of coordination among the departments,
increased consumer loyalty, improved production, reduced cost, increased sales and better control
of the business. Moreover, Calderon (2011) defined engagement of corporation in society is known
as corporate social responsibility (CSR). The multiple organizations, researchers and government
officers have paid adequate attention to CSR (Newman et al., 2018). Social responsibility is an
individual’s responsibility to examine the effect of his/her decisions and actions on entire social
system (Davis & Blomstorm, 1996). Consequently, the objective of this study is to examine the
effect of ISO certification and CSR activities on customer loyalty through the mediating role of
corporate reputation, trust and consumer company identification in the Pakistan. market.

LITERATURE REVIEW

The following section review the pertinent literature on the study’s variables and relationship among
them.

Corporate Social Responsibility
The actual definition of corporate social responsibility is hard to find because different researchers
have explained the CSR in their own views. Mohr et al. (2001) contribution has a substantial
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position in the following literature related to corporate social responsibility (CSR) explanation and
classification (Mandhachitara & Poolthong, 2011). By adding to this, two major categories have
explored named as, environmental CSR and community development CSR. But environmental CSR
has been a prime concentration of many researches (Pedersen, 2010; Williamson et al., 2006; Mohr
& Webb, 2005) to its clear-cut feasibility and validity in business operations. Cheung et al. (2009)
specified that applying environmental CSR is not only a benefit to manufacturers, but it also could
be positive for service provider with internal drivers like meeting the corporate environment policy
or environmental guidelines and with external drivers such as to identify a positive corporate image
and their status. Peloza and Shang, (2011) revealed that the service provider’s reputation can be
enhanced by a successful environmental CSR.

Furthermore, environmental corporate social responsibility has a high acceptability by both
customers and the media as well as easy to understand (Rahbar & Wahid, 2011). Environmental
CSR and CSR in general has too many differences, if we talk about environmental CSR, it includes
the activities with respect to environment such as green production, pollution elimination, energy
conservation whereas, CSR activities in general include the activities that shows concern for the
society like contributions in public welfare, philanthropy, sustainable development.Similarly, with
respect to stakeholders CSR activities have totally different meaning, it includes fair treatment with
employees, returns on investments, monitoring, development and influencing supplier’s behavior. In
short, it means organizations should obligated to all stakeholders not only shareholders.

The effects of environmental CSR on the perceptions of consumers is explained well by the
previous researchers.Groening, Sarkis and Zhu (2018) demonstrated the strong liking of consumers
in purchasing from more ecologically friendly lifestyle of organizations who adopts friendly
environmental practices. The owners and manufacturers who seriously undertakes the initiative of
environmental CSR surely gets positive feedback in the purchases and evaluation of organizations
(Mohr & Webb, 2005). Likewise, Ahmed and Malik (2016) found the positive impact of CSR on
the customer satisfaction, and customer satisfaction leads to the customer loyalty. Marin and Ruiz
(2007) explored the positive relationship between customer liking and attraction for a bank who cares
about CSR activities. Association between customer satisfaction and corporate social responsibility
was resulted in company’s environmentally friendly image and it had positive impact on satisfied
customer (Chen, 2010). Corporate social responsibility is a burning topic in management and
academic concern (Peloza & Shang, 2011), specially its association with consumer behaviors. Modern
consumer started employing CSR image of company in buying and consuming patterns (Choi & Ng,
2011). Orlitzky, Schmidt and Rynes (2003)observed that environmental corporate responsibility
always creates positive reputation which leads to high performance.Scholars and researchers have
been studying concern for society for many eras (Choi & Ng, 2011).Aguinis (2011) defined the CSR
as context-specific organizational actions and policies that consider stakeholders’ expectations and
the triple bottom line of economic, social, and environmental performance. Peloza (2009) engrossed
in finding the CSR’s impact on financial performance, Wood (2010) focused on how to create great
value for stakeholders with the help of CSR. In addition, other researches of CSR have explained
the CSR into other different disciplines like human resource management, operations (Brammer,
Hoejmose & Millington, 2011), marketing (Enderle & Murphy, 2009), psychology (Aguinis, 2011),
organizational behavior and information system (Elliot, 2011).In short, the explanation of corporate
social responsibility defines the steps, actions and policies of organizations and those policies and
actions are executed by others at all the levels of an organization such as individual, organizational
and institutional.
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International Standardization of Organization (ISO)

The impact of ISO accreditation on organizational performance has been widely studied subject
among the researchers and revealed mixed findings. According to Benner and Veloso (2008), the ISO
accreditation is greatly structured practices to develop an organizational system which comprises on
the working quality from all aspects within the organization. Moreover, effect of ISO certification
on the organizational performance was determined and it was found that organizations those
implementing the ISO standards can generate more profits than those of without ISO organizations
(Benner & Veloso, 2008). Impact of ISO on organizational performance was examined through two
viewpoints. Firstly, the performance improvement was evaluated through the efficiencies in the
organizational operations that directly resulted into the cost reduction (Corbettetal., 2005). Secondly,
the performance was evaluated in terms of the increment in the revenues of the organization because
the ISO certification and adoption of the ISO standards led the organization into the new markets
and attracts new customers (Terlaak & King, 2006; Corbettal., 2005). Quazi and Padibjo (1998)
examined the relation of quality management with ISO. They directed that ISO accreditation work as
an incremental approach towards the quality management practices. Nevertheless, scholars claimed
that ISO certifications provides several benefits to the organizations. Simultaneously, organizations
face numerous challenges and barrier in order to maintain these certifications. Sila (2018) stated
that different ISO certifications and practices enhances different organizational activities like work
approaches, employee empowerment, workforce management, employee involvement, employee
satisfaction, workforce commitment, staff training and development, human resource management
and compensation practices which improves the working quality as well as operational performance
of the organization. The reason behind the adoption of the ISO standards is to improve the internal
processes which lead towards the enhancement of operational performance as well as financial
performance. These ISO certifications helps in the development of corporate reputation and customer
trust (Singhetal., 2010). Singh et al. (2010), explored that organizations always strives for having
better internal processes which urge them to adopt ISO standards and enhancing the organizations in
their internal operations which ultimately helps in increasing the organizational profitability.

Past studies also confirmed that the ISO certifications positively contribute in the customer
satisfaction which ultimately develop corporate reputation in the customer’s minds and finally
makes them loyal customers. Hence, the focus of this study is to determine the effect of ISO on
corporate reputation and its impact on customer loyalty.

Consumer Loyalty

Scholars defined the loyalty with multiple ways. This concept is conceptualized with customer
loyalty towards companies, brands and stores (Ahmed & Malik, 2016). A person’s attitude towards
and affection for a brand is known as loyalty. The research conducted on organizational identification
specifies that if customers start identifying their selves with an organization they start purchasing
more often and also suggest the company’s services and products more than before (Ahearne,
Bhattacharya & Gruen 2005; He & Li, 2011). Consumer loyalty can be well-defined as the approach
and association established by consumer for seller of product/services. The connection between
buyer and seller is established on long- standing collaboration, stability and acceptance of services
offered by them (Harris, 2010). Past studies also signify the benefits of loyal customers to the
organization. Schiffman and Kanuk (2010) described that loyal customer always remains attached
with single brand or single organization. Likewise, customer satisfaction is the influentialconcept
that gives birth to loyalty. It is a multi-dimensional concept which is operationalized and defined in
multiple ways in the literature of marketing (Blythe, 1997). Similarly, Oliver (1997) explains the
three parameters of satisfaction called conative, cognitive and affective. Although there are number
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of studies have been taken on customer loyalty but it has mostly been studied from two perspectives
attitudinal loyalty and behavioral loyalty (e.g. Dick & Basu, 1994; Nam et al., 2011). The frequency
of repetition in purchases is known as behavioral purchases whereas, the psychological commitment
by the consumer in purchasing activities is called attitudinal loyalty for example purchase intentions
(Ahmed & Othman, 2016). Several researches have been conducted on loyalty (Gefen & Straub,
2003). Loyalty is very important these days for any kind of interactions as it can be with clients or
customers (Dasgupta, 1988). Bowen and Shoemaker (2003) highlighted the significance of creating
relationships on the basis of commitment and trust.

Hypothesis Development
Keeping in view the past literature, the following hypothesis were developed.
H1: International Standardization of Organization (ISO) has a direct relationship with Corporate
Reputation.
H2: Environmental Corporate Social Responsibility has a direct relationship with Corporate
Reputation.
H3: Community Development - Corporate Social Responsibility (CSRCD) has a direct relationship
with Corporate Reputation.
H4: Corporate Reputation has direct relation with Trust.
HS:Corporate reputation has a direct relationship with Consumer Company Identification.
H6: Corporate Reputation has a direct relationship with Customer Loyalty.
H7: Trust has a direct relationship with Customer Loyalty.
H8: Consumer Company Identification has a direct relationship with Consumer Loyalty.

METHODOLOGY

This study used quantitative research approach in which Survey method was adopted to collect the
data.

Population and Sample

The consumers were the unit of analysis for this study. Therefore, students of three different
universities were selected; they are youth and consumers of FMCG products. Today’s youth is
very much well aware about the products to consume, firms to buy and qualities to maintain, in fact
students keep an eye on every firm reputation and their image in the market. The universities taken
in this study are Punjab University, COMSATS University and University of Lahore. According to
higher education commission (HEC), these universities are considered big universities of Pakistan.
Total 500 questionnaire were distributed through convenience sampling and 404 respondents
responded to the questionnaires.

Measurements

Questionnaire was categorized in two parts: first part covered the details about demographic
characteristics of respondents and second part included the multiple items on study’s key variables.
On International standardization Organization variable, the respondents were asked only whether
they know that chosen organization is ISO certified or not. The environmental corporate social
responsibility variable of this study includes 4-items, adopted from (Mael & Ashforth, 1995). The
community development corporate social responsibility variable includes 3-items, adopted from
(Mael & Ashforth, 1995). Corporate reputation variable includes 3-items, taken from (Weiss et
al., 1999). Trust variable includes 3-items, selected from (Pivato et al., 2009). Another variable,
consumer company identification includes 3-items, adopted from (Sen & Bhattacharya, 2006). The
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consumer loyalty includes 3-items adopted from (Pivato et al., 2009). All items were measured on
7-point Likert scale.

Data Collection Procedure

The survey instrument was administrated to obtain the data from survey respondents. Initially the
questionnaire was pre-tested, it was assessed by the four professors of different departments having
research expertise. Then pilot study was conducted through collecting data from 30 consumers
and scale reliability was also evaluated. Thereafter, the complete data was collected from 500
respondents.

PROPOSED DATA ANALYSIS AND RESULTS

Under analysis, SPSS and AMOS software were used to generate the results. The convergent
validity, discriminant validity was assessed and then the hypothetical model was examined through
SEM (CFA) technique.

Missing Value Analysis
The data was entered in the SPSS and missing values were identified. Out of 404 respondents, no
missing value was found.

Demographic Characteristics of the Sample

The demographic characteristics of the 404-sample revealed that 161 (39.9%) respondents were
female and 243 (60.1%) respondents were male. 328 respondents (81.2%) were under the age group
of (16-25 years), 41 (10.1%) belong to the age group of (26-35 years), While, only 1 (0.2%) belongs
to the age group of (36-45 years) and 34 (8.4%) students belong to the age group of (upto-50 years).
Under the education distribution pattern, 15 (3.71%) respondents enrolled in Ph. D program, 47
(11.6%) enrolled in M. Phil program, 243 (60.1%) enrolled in graduate programs and 99 (24.5%)
were enrolled in post-graduate programs. Furthermore, occupation distribution of the sample depicts
that 11 (2.7%) of the respondents were running business, 5 (1.2%) were government employees,
while 8 (2%) were households. Only 13 (3.2%) were attached with the private sector and majority
of the respondents 367 (90.8%) were students.

Normality Test
To test the normality of data the Kolmogorove-Smirnove Statistical test was used, the results found
that the P-value of all variables are under 0.00 which depicts data is not normally distributed.

Reliability

Reliability test was also applied to check the validity of the research instruments. It is shown in
table 1, the values of CSRE, CSRCD, CR, Trust, CL and CCI are 0.69, 0.79, 0.76, 0.80, 0.71 and
0.75 respectively. Each construct shows the good reliability because the reliability values of these
variables are more than 0.7 and near to 0.7. Hence, it was found suitable and reliable constructs to
further analyze for CFA and SEM analysis.

Confirmatory Factor Analysis

This study adopted the confirmatory factor analysis (CFA) and evaluated the validity of latent
constructs. 6 latent constructs and 1 observational item are used in CFA analysis. The result shows
the suitability of all model. Two conditions were need to be fulfilled in CFA analysis after checking
the observational items and latent constructs. First condition is to consider that free parameters
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should be less than or equal to number of observations. Secondly is to check that there must have a
scale for the measurement error and factor of latent constructs (Kline & Seffah, 2005). By applying
such analysis, convergent as well as discriminant validity was found and model fitness was also
verified. Figure 2 shows the covariances of the latent constructs (CFA).

Convergent Validity and Discriminant Validity

In convergent validity, the average variance extracted (AVE) value were evaluated of each latent
construct. Table 2 and 3 depicts the convergent validity and discriminant validity of the latent
constructs. While examining convergent validity, the AVE value results of environmental - CSR is
0.36; it shows lower than the cut-off value of 0.5. This result also exhibits the lower value than it’s
correlation of squared roots. Thus, it does not show any discriminant validity problem. Furthermore,
the AVE value of community development-CSR is 0.32, it is also lower than 0.5. In addition, the
community development-CSR AVE value is also less than from its all squared root correlations.
Hence, it was observed that there is no issue of discriminant validity.

Further, the AVE value of corporate reputation is 0.51 this is higher than 0.5. It is assumed that
corporate reputation with three items holds convergent validity in context of Pakistan. Corporate
reputation AVE is higher than correlation of squared root. Therefore, it shows discriminant validity.
Similarly, the AVE value of trust is 0.58, it was found greater than 0.5 it explained that with 3 items
in trust construct has also convergent validity in Pakistan. In addition the results also depicts that
AVE of trust is greater than from its all squared root relation. Thus, this construct has discriminate
validity.

The AVE value of customer loyalty is 0.45 it also seems lower than 0.5, it represents that consumer
loyalty along with 3- items does not have convergent validity. Besides it AVE value of consumer
loyalty is less than from its all squared root correlations. Hence, it also does not hold discriminant
validity. Lastly, the consumer company identification AVE value of 0.38 is lower than 0.5 which
illustrate that the CCI with its 3-items has no convergent validity in Pakistan context. Moreover,
the AVE of CCI is less than from its all squared rootcorrelations. Consequently, ithas no any
discriminant validity.

Conceptual Model Testing

In this paper, SEM technique were employed to test the conceptual model. AMOS software was
used applied to test the model which also shown in figure 2. It explains the acceptability of indexes
by showing the values of NFI, TLI, RMSEA, and AGFI. The table 4 shows the fit indexes of the
current model. The value of GFI, Normed Chi- square and Bolans IFI are showing that the model
has good fit. Also, AGFI, RMSEA, TLI, NFI values show acceptable indexes fit. Therefore, it can
be concluded that model is good position and clearly describes the relationship among all variables
of the study.

Hypothesis Testing

The hypothesis was tested and the standardized regression weights are shown in table 5, the beta
coefficient value of CSRE is 0.328 at 0.005 significant value which results that CSRE has a direct
relationship with CR because significant value is lower than 0.05. The beta coefficient value of ISO
is 0.160 at 0.02 significant value which results that ISO has a direct relationship with CR because
significant value is lower than 0.05. The beta coefficient value of CSRCD is 0.171 at 0.144 significant
value which results that CSRE has a negative relationship with CR because the significant value is
same as lower than 0.05, but the P-value is higher.
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The beta coefficient value of CR is 0.408 at 0.00 significant value, it is resulted that CR has positive
relationship with CCI because significant value is lower than 0.05. The beta coefficient value of CR
is 0.739 at 0.00 significant value which is also less than 0.05 which depicts the positive relationship
between CR and trust. The beta coefficient value of CR is 0.006 at 0.950 insignificant value, the
significant value is again smaller than 0.05 but in this case the P-value is higher than 0.05 which
shows negative relationship between CR with customer loyalty. The beta coefficient value of trust is
0.443 at 0.00 significant value resulted the positive relationship of trust and customer loyalty because
significant value is less than 0.05. The beta coefficient value of CCI is 0.388 at 0.00 significant value
which also explains the positivity among CCI and customer loyalty because the significant value is
less than 0.05.

Hence, this study framed the eight hypotheses, out of eight, two hypotheses (H3 & H6) were rejected
and six hypotheses (H1, H2, H4, H5, H7 & H8) were accepted. See table 6.

DISCUSSION

This paper examined the influence of ISO and CSR on consumer loyalty through the mediating
role of corporate reputation in the Pakistani FMCG context, also examined the mediating role of
Consumer Company Identification and Trust in order to improve consumer loyalty. In this study it
was observed that ISO as an independent variable and CR as a mediating variable shows positive
relation between them. According to result analysis, beta coefficient value of 0.160 at 0.02 significant
value. The other purpose of this study was to check the relationship of ISO on consumer loyalty
with mediation effect of corporate reputation. Environmental-CSR has positive connection with
CR. By comparing this variable with others, it has shown more significance because all other values
are either insignificant or less significant like shown in the results the beta coefficient value of
ECSR is 0.328, significant at 0.005. If significant value is less than 0.05, it means there is positive
relationship among these variables.

Significant value is less than 0.05 which shows the positive relationship among these. As comparative
to all other variables CSRE is highly correlated. Therefore, it strongly creates corporate reputation
more than ISO and CSRCD. The results also indicate no effect of community development-CSR on
corporate reputation. The result shows 0.171 beta coefficient value at 0.144 insignificant P-value.
Therefore, it reflects the insignificant relation with CR. CR builds Trust and results are the witnessed
of this statement that the beta coefficient is 0.739, at 0.00 significant values, which is also 0.05
and display positive relation among corporate reputation and trust. The development of consumer
company identification is important to create a perception in customer’s mind which is known as
corporate reputation. This paper has resulted the positive relationship among corporate reputation
and consumer company identification with a There is no direct beta co-efficient results of 0.408
significant at 0.00 value, which is less than 0.05. There is no direct relationship between corporate
reputation and consumer loyalty was found in this study. Previous literature also resulted the same
findings and showed that the 0.006 beta coefficient value at 0.950 insignificant value, where the
significant value is greater than 0.05. Therefore, it is clear now that corporate reputation did not
directly affects the customer loyalty, it only works with a mediating role of consumer company
identification and trust which ultimately influences consumer loyalty. The beta coefficient value of
trust and consumer company identification which is 0.443 and 0.388 at 0.00 significant value have
also shown the positive link between trust and consumer company identification with consumer
loyalty which is also proved by the P-value. Therefore, there is a need that FMCG firms should
focus on its quality standards and other social responsibilities which can help in the development
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of corporate reputation, customer trust customer strong relation with firms and mainly customer
loyalty (Ahmed et al., 2017).

Theoretical and Managerial Implications

In pertinent literature, several studies examined the association among corporate social responsibility,
loyalty of customer, and ISO. These constructs were rarely examined in single research framework.
This study contributed theoretically in the literature by identifying the impact of both constructs
(CSR, ISO) on customer loyalty. In addition, the role of corporate reputation, consumer company
identification and trust were examined as mediators between these relationships.

Furthermore, previous studies have investigated the relationship between corporate reputation
and customer loyalty in different work settings of different countries. While, this study examined
the said relationship in the developing country context like Pakistan and found the insignificant
relationship between CR and CL. In addition, there were two mediating variables like trust and
consumer company identification were also examine between CR and CL relationship. Its add value
in the pertinent literature that the CR develops the customer loyalty through the CCI and trust
especially in the developing countries context. It was also examined that CSR activities has positive
and strong relation with CR relatively than ISO, in fact ISO has significant relationship with CR.

When relationship of CSR: CSR-E and CSR-CD were examine with CR, the finding revealed that
the CSR-E has positive relationship with CR, whereas, CSR-CD has insignificant relationship with
CR. CSR-CD did not contribute in the development of CR. Therefore, these findings theoretically
contribute in the literature which brings new insights in front of the future researchers, scholars
and management alike. Similarly, this study will also have managerial implications as it may
help business managers, business development managers, and executive managers for the better
understanding of the business practices.

CONCLUSION, LIMITATIONS AND FUTURE RECOMMENDATIONS

As research trend is getting importance in Pakistan, this study was conducted according to Pakistani
scenario. These findings of the study positively add value in the pertinent literature related to each
variable studied especially in the developing country context. According to the findings, it can be
observed that ISO and E-CSR are extremely advantageous for the organizations in order to make
their customers loyal because these two variables helps to create a corporate reputation in the mind
of consumers with mediating effects of consumer company identification and trust. Therefore,
Pakistani organizational should consider the importance of all the above mentionedvariables.
Limitations related to the time and cost, the sample for the present study was limited to the three
universities. Therefore, it could be potentially tested with a larger sample in the same industry so the
future analysis is recommended for using the multiple industry samples. Yet, it is highly advised to
the future researchers and business consultants to evaluate the CSR and ISO impact in developing
the brand loyalty in the Pakistan Retail market or FMCG sector. Furthermore, it is recommended to
adopt qualitative approach to determine the experiences of the frequent customers.
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Appendix A
Theoretical Framework of the study
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Figure 1
Theoretical Framework
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Appendix B

Appendix C

Appendix D

Table 1
Reliability Results

Latent Construct

Reliability (Joreskog Rho)

CSRE

0.69

CSRCD

0.79

CR

0.76

Trust

0.80

CL

0.71

CCI

0.75

!

004. 60, 040, 000. 0960,
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Figure 2
Confirmatory Factor Analysis

Table 2

Convergent Validity

Latent Construct

Convergent Validity Rho vc

CSRE

0.36

CSRCD

0.32

CR

0.51

Trsut

0.58

Loyalty

0.45

CCI

0.38
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Appendix E
Table 3
Discriminant Validity
CCI CSRE [CSRCD |CR |Loyalty |Trust
CCI 0.380
CSRE 0.320 ]0.360
CSRCD 0.309 [0.505 [0.320
CR 0.120 (0.210 [0.170 0.510
Loyalty 0.407 10.302 ]0.257 0.222 10.450
Trust 0.140 ]0.290 ]0.207 0.635 10.397 0.580
Appendix F
Table 4
Model Fit Indices
Fitnessof the Model
Type of Fit Fit Index Calculated Value | Recommended Remarks
Index Value
. Higher values
Absolute Fit Good offitindex | .91 consider better fit | Fit
Measures
nearto 1 goodfit
Adjust goodnes- Recommended | Acceptable
Measures soffit -88 level > =0.90 Fit
é{oot Mean Acceptable Accentabl
quare . 10.06 between 0.01 and | £ CPHPI€
Error of Approxi- 0.05 Fit
mation (RMSEA) '
I tal Tuker-Lewis Recommended Acceptable
neremienta Index level > =0.90 Fit
Suggested level > | .
BolansIFI .89 — 090 Fit
Normed Fit 83 Recommended | Acceptable
Index ' level > =0.90 Fit
. . . . Recommended
i;erzlsmr(::ous it SNOZI;ed Chi- 1553 levelb/w1.0and | Fit
b q 5.0 betteriflow.
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Appendix G

Figure 3
Conceptual Model Testing
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Appendix H
Table 5
Standardized Regression Weights
Estimate S.E. C.R. P Label
CR —=--—- CSRE .328 188 2.818 005
CR -— ISO_1 160 120 3.154 002
CR <--- CSRCD | .171 215 1.461 .1a4a
ccCl1 =--- CR .408 062 6.190 Sl
Trust =--- CR 739 072 13.099  ***
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Appendix I
Table 6
Hypothesis Summary

Hypothesis Decision

H1: International Standardization of Organization (ISO) has a direct

relationship with Corporate Reputation. Accepted
H2: Environmental Corporate Social Responsibility (CSRE) has a direct

. . . Accepted
relationship with Corporate Reputation.
H3: Community Development - Corporate Social Responsibility (CSRCD) Reiected
has a direct relationship with Corporate Reputation. !
H4: Corporate Reputation has a direct relationship with Trust. Accepted
HS: Corporate Reputation has a direct relationship with Consumer Accepted

Company Identification.

H6: Corporate Reputation has a direct relationship with Customer Loyalty. | Rejected

H7: Trust has a direct relationship with Customer Loyalty. Accepted
HS8: Consumer Company Identification has a direct relationship with
Accepted
Consumer Loyalty.
Loyalty =--- CR .006 116 062 950
Loyalty =--- Truast 443 .086 4.684 FEE
Loyalty =--- CC1 .388 083 5.752 ok
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