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Abstract

 Corporate Social Responsibility (CSR) is the concept of continuing 

commitments from business corporations to ensure ethical economic

development and contribution to societal welfare. Previous research studies

have shown that there are benefits from being socially responsible by engaging 

in or implementing CSR activities. In order to ensure an effective and successful 

CSR implementation, influential factors of CSR implementation should be 

explored. The main objective of this study is to investigate how consumer’s 

personality and CSR activities influent consumer’s perception, perceived motive, 

corporate image, and purchase intention. Our expectation is to determine how 

personality of consumers and each CSR activity have an effect on perceptions 
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toward CSR activities. Thus, positive perceptions toward CSR activities affect 

company motives as perceived by consumers, corporate image and purchase 

intention of product and services. Petroleum companies (gasoline companies) 

are at the focus of this study due to high expectations in environmental issues 

from the various stakeholders of the companies. The paper-based questionnaires 

were distributed to 342 respondents who own a car and purchase gasoline 

frequently. The results were analyzed using Structural Equation Modeling 

(SEM) in order to prove the hypotheses. The results of this research found that 

the CSR activities are the key determination on creating favorable perceptions.

Keywords: Company Motive, Consumer Personality, Consumer Perception, 

   Corporate Image, Corporate Social Responsibility, 
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Introduction

 Businesses in any industry are expected to behave socially and have 

concerns beyond making a profit only. Being socially responsible does not mean 

responsible only to those who are involved with a corporation or its stakeholders 

but also to those who are indirectly involved, such as society, community, and even 

business competitors. Social responsibility is a concept that changes the world

to be a better place. CSR is not just making a contribution to society without

creating any sustainability. Information disclosure from a company, presenting

the social contributions to society, and participating in donations and events

occasionally, with no sustainability is inadequate and contradictory with the real 

meaning of CSR which is to create commitment to society continually. Long-term 

commitment to society is essential in CSR engagement but there is doubt among 

businesses on benefits they gain from doing CSR besides in contributing to good 

causes in society. Much research has focused on how implementing CSR affects

other factors such as financial performance, firm performance, relationship with 

stakeholders, relationship with consumers, or even employee commitment and 

satisfaction. Many business owners or managers want to know whether doing

CSR or engaging in CSR activities will increase the consumer’s purchase intention 

or not. Also, they want to how they are perceived or evaluated by consumers if 

they engage in CSR activities. Besides looking at how consumers behave according 

to CSR this research wants to investigate how the personality of consumers affects 

the level of perception on CSR activities. This will lead to better CSR management 

and help a business or company identify its course of action in implementing CSR. 

Literature Review

 Corporate Social Responsibility 

 Corporate Social Responsibility (CSR) is the concept of integrations 

between business and society rather than distinct entities (Wood, 1991). Being 

socially responsible is the appropriate practice in any corporation. Corporate social 

responsibility involves being responsible to workplace (employees), marketplace 

(customers, suppliers), environment and community, being ethical, and observing 

human rights (CSR Europe). CSR can be viewed in many different ways depending 
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on the particular corporate economic perspective. The neo-classical perspective 

mainly focuses the social responsibility on provision of employment and payment

of taxes; this type of view is best at maximizing shareholder value (Milton, 1962).

Other alternative perspectives, such as political and non-economic views, tend to

focus on moral and ethical issues. In addition, the corporation that truly is responsible 

to society is the corporation that helps in solving social problems regardless of 

whether or not it created the problem and even if there are no long-run and 

short-run potential profits (Holmes, 1976). In summary, CSR is the continuing 

commitment of a business to behave ethically and contribute to economic development 

while improving its workforce and their families as well as the local community 

and society at large.

 CSR is not a new concept; the responsibility to society has been discussed 

since the 1960s. People are more aware of the impacts and incidents that can harm 

society by doing business recklessly. An example of business operating recklessly 

is producing defective or dangerous products such as the Chinese contaminated 

infant milk incident in 2008 which was followed by a massive product recall by

the government. Another example of a defective product is the flaw in the signal 

antenna for the new iPhone4, for which Apple Company had to show their 

responsibility by launching new software updates and designing a new iPhone4 

case that fixed the flaw. There is also a theory called stakeholder theory (Freeman, 

1984) which states that firms have to realize that their business activities can have 

an impact directly/indirectly to society, which is considered as one of the stakeholders. 

Although the CSR concepts have become well-known, many researchers have tried 

to define CSR but there is still no general definition for the concept. Generally, CSR 

is considered as a necessity to business organizations, not a choice (Moir, 2001; 

Valor, 2005). The implementation of CSR vastly increased when the world business 

became more globalized. Corporations have to take the pressure from both intense 

business competition and from social performance expectations from stakeholders 

(Porter and Kramer, 2006, 2002; Crawford and Scaletta, 2005; Salzmann et al., 2005; 

Meehan et al., 2006; Kotler and Lee, 2005; Windsor, 2006).
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Advantages of Corporate Social Responsibility   

 “Does CSR really create a benefit to a corporation?” This is example of 

a frequently asked question on the CSR concept. The reason is that at the early 

stages of CSR people, especially investors and shareholders, ranked the economical 

perspective higher than social and environmental perspectives. Doing CSR activities 

has a significant opportunity cost which is why, in the early period, CSR researchers 

were mainly focusing on determining profit and business performance improvements 

gained from doing CSR (Porter and Kramer, 2006). Implementing CSR with an aim 

to improve social performance and business related performance can be considered 

as strategic CSR (Lantos, 2001; Porter and Kramer, 2006; Crawford and Scaletta, 2005; 

Salzmann et al., 2005). The advantage of CSR is not just making profit or better social 

performance, but CSR also positively affects various firm performances such as

firm reputation (Turban & Greening, 1996), consumer satisfaction (Luo & 

Bhattacharya, 2006), employee attractiveness (Backhaus, Stone, & Heiner, 2002;

Turban & Greening, 1996) and commitment of employees toward the firm (Peterson, 

2004). Moreover, consumers are willing to pay a higher price for products or services 

from an ethical company which is doing CSR activities (Creyer & Ross, 1997). In 

addition, engaging in CSR activity can also result in better perceived image of company 

and greater company image among consumers (Sen and Bhattacharya, 2001).

Corporate Social Responsibility in Thailand

 Both the private sector and the government sector in Thailand have become 

aware of the importance of CSR, paying more attention in creating commitment to 

society and environment. The evidence of this awareness is shown by the many 

corporations that have received best-practices CSR awards in the past few years. 

Additionally, organizations such as the Corporate Social Responsibility Institute of 

Thailand (CSRI) supported by Stock Exchange of Thailand (SET) promote the social 

and environmental commitment among businesses, facilitate businesses in doing

CSR, and assist in the integration of business and society sustainability. There are 

many important corporations and financial institutions in Thailand participating 

in being socially and environmentally responsible. A survey conducted by Kenan 

Institute of Asia and DPU International College on consumer’s attitudes towards 
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companies doing CSR found that 60% of consumers are willing to purchase

products provided by companies with responsible commitment to society,

environment, safety of consumers & employees, or philanthropy. The survey also 

showed that 59% of consumers are willing to pay premium prices for products

from CSR companies, 73% will choose to purchase products from a company that 

makes less impact to the environment, and 87% will recommend products/services

of such companies to their relatives or friends. In conclusion, if consumers are

aware of CSR engagement from companies, they are likely to appreciate the 

creditability of that particular company, which results in better sales, consumer 

perceptions, and brand loyalty. 

 Unfortunately, CSR implementations mostly exist in large corporations only. 

For small-to-medium size enterprises (SMEs), the level of CSR engagement and 

implementation is still low or ineffective. The main reasons are that most of the 

guidelines and implementation processes are designed for large scale enterprises 

or corporations and are not suitable for SMEs. The limited resources of SMEs

are also a restriction in doing CSR. Therefore, SMEs in Thailand normally act under 

the law and regulations rather than actively initiate CSR. Moreover, SMEs are unsure 

of possible profits they will gain from implementing CSR. Even though the SMEs 

managers agree that CSR is part of doing business and support implementing CSR, 

SME managers who implemented CSR have claimed that there is no increase in firm 

performances from doing CSR (Jarutirasarn and Aiyeku, 2010).

 At this point, based on previous evidence that has shown the benefits of 

CSR activities among consumers it can be seen that the perceived CSR activity and 

engagement among consumers can generate benefits for the company. It is

worthwhile to understand the influences of any factor that can affect perceptions 

toward CSR activities. This study has selected consumer personality and CSR activities, 

company motivations, corporate image and purchase intentions.

CSR Activities

 CSR activities can be categorized in many different ways depending on the 

authors and their own perspectives. Katja (2009) categorized CSR activities based on 

the consumer point of view; corporate perceived ethically (CPE). CSR was classified 
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into six domains which are (1) consumers, (2) employees, (3) environment, (4) local 

community and economy, (5) business community, and (6) overseas community. 

For the consumer domain, the way corporations do business can have direct impact 

on consumer perceptions such as moral/immoral advertising, product quality, 

customer service, product safety, price and fairness. For the employee domain, the 

way employees are treated by a company, such as employee healthcare, safety in 

workplace, working hours, and compensations, can affect consumer perception

toward the company. In the environment domain, consumers tend to be interested 

about corporate actions in preventing pollution and environmental damage, animal 

protection and conservation. For the local community and economy domain, 

community has been a core objective of many CSR programs such as sharing profit 

with the community, constructing foundations, contributing in charities, and

supporting local institutions like libraries and schools. For the business community 

domain, consumers are aware of unethical business practices such as price

dumping, bribery, and corruption which can lead to a negative perception among 

consumers. The last domain, the oversea community domain, mainly involves company 

operations which take place abroad such as oversea facilities’ working conditions 

and safety, child labor, or even taking advantage of a less-developed country (Katja 

H.B., 2009).

 An important aspect of CSR is that different CSR activities can produce

different consumer behaviors. In a study constructed by Lee and Shin (2009) the 

authors focused their research on the consumer perception side to explore the 

relationship between Korean consumer awareness of CSR activities and consumers’ 

purchase intentions. The study results show that CSR activity on social contribution 

and local community affects Korea consumers’ purchase intention while CSR activities 

on corporate environmental protection and contribution have less effect (Lee K.H. 

and Shin D., 2009).

 Sen and Bhattacharya (2001) studied consumer reactions on CSR initiatives

and suggested that not all domain or initiatives of CSR are guaranteed to have 

successful effects on consumers. The significant effects of CSR activity depend on 

the CSR activities and congruence between the activity and consumers. Moreover, 

the authors suggest that managers should investigate the effects from each CSR 
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activities and select the most favorable initiatives with high level of support in order 

to generate the maximum benefits from doing CSR (Sen and Bhattacharya, 2001).

 In terms of CSR dimensions and categorization, the study conducted by Xu 

and Yang (2010) explored CSR dimensions and the difference between western

and eastern CSR dimensions categorization. The authors started by reviewing

western literatures to list all CSR dimensions, which can be divided into 8 major 

categories: economic responsibility, legal responsibility, environmental protection, 

consumerism, shareholder interests, staff development, equality, and social donation 

and charity. After listing the western CSR dimensions, the authors launched

a questionnaire-based study to investigate all existing CSR dimensions based on the 

perspective of Chinese CEOs. The results came up with 9 CSR dimensions which 

are economic responsibility, legal responsibility, environmental protection, customer 

orientation, people focused, charity, employment, good faith, and social stability 

and progress. The authors determined that 6 of the Chinese CSR dimensions are

similar and common to western CSR dimensions. However, the additional 3 dimensions 

that are unique are employment, good faith, social stability and progress. Xu and Yang 

results show the general idea of the categorization of CSR dimensions. Therefore, 

this study has selected 6 common CSR dimensions to ensure neutrality of the 

results. Those selected dimensions are economic responsibility, legal responsibility, 

environmental protection, customers, employees, and social donation and charity 

(Xu and Yang, 2010).

Consumer’s Personality and CSR

 Personality is frequently selected as one factor that can reflect or describe

a consumer’s individual characteristics. The classification of personality traits are

varied depending on the author. According to Siddiqui (2011), the traits consist of 

30 sub-personality types that can be grouped into 5 main-personality types, 

which consist of neuroticism, extraversion, agreeableness, conscientiousness and 

openness. Therefore, understanding personality traits of consumers helps maintain 

a good relationship with them and also better management. According to Basil 

and Weber (2006), there are 23 personality traits: adventurous, ambitious, athletic, 

caring, competitive, creative, down-to-earth, family-oriented, generous, independent, 
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intellectual, leader, loyal, outgoing, practical, religious, responsible, romantic, 

sophisticated, spiritual, stylish, trendsetter, and youthful. The authors’ study mainly 

focused on how personality traits have an effect on consumer’s prosocial behavior 

(behavior of benefit to someone or something other than oneself) (Batson, 1998) and 

how those behaviors influence consumer response toward CSR activity. Among various 

types of prosocial behavior, the authors focused on two major types of behavior 

which are altruism (concern for others) and egoism (concern for appearance) (Basil 

and Weber, 2006). 

 Altruism is a desire or motivation to increase the welfare of someone else 

(Baston, 1998). Basil and Weber study indicates that altruistic types will possess 

prosocial behavior in volunteer form and are most likely to support CSR. Altruistic 

personality traits include caring, generous, family oriented, and loyal (Basil and 

Weber, 2006).

 Based on authors literature review, egoism is a desire or motivation to 

increase the welfare of oneself; authors indicate that a person who is egoism 

motivated will possess prosocial behavior because such behavior can enhance and 

protect their ego, self-evaluation, and satisfies their self-esteem. Moreover, helping 

others is considered as the normal behavior. Therefore, egoism motivated persons 

have prosocial behavior so that they will be not perceived negatively by others. 

Such people will support a CSR activity to create positive appearance and avoid 

negative perceptions from others. Examples of egoistic personality traits  are stylish, 

trendsetter, and sophisticated. According to what authors have found, both altruism 

and egoism motivation do have effects on how individuals respond to CSR activity 

and their purchase intention as well (Basil and Weber, 2006).

 However, some of the personality traits Basil and Weber (2006) exclude

from their research possibly affect attitudes toward CSR activities, such as responsible 

and spiritual. Spiritual is selected as a posited factor in indicating attitudes toward 

CSR among business students, according to Kolodinskey et al. (2009). The author 

explores possible predictors of CSR attitude such as ethical ideologies (idealism

and relativism) and student’s personality (spirituality and materialism). Based on the 

study, spirituality was defined as intrapersonal relationship with transcendent force 
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which creates motivation, purpose, and a sense of connectedness among spiritualists. 

How spirituality can affect CSR attitudes is based on research by Giacalone and 

Jurkiewicz (2003b), which found that spirituality was a significant factor that influences 

individual perception on ethical/unethical business practice. Spirituality was also 

indicated as one of the factors that can affect consumer decisions (Giacalone et al., 

2005). Therefore, many authors suggest spirituality as a predictor that most likely 

has a positive relationship with attitude toward CSR activities because spiritualists 

possess ethics of care and will tend to support favorably any corporate activity

beyond just financial goals. Examples include activities that promote communities 

wealth, educational program, philanthropy and charity (Kolodinskey et al., 2009). 

However, based on author findings, spirituality was not a significant predictor 

for attitude toward CSR among students. That is the reason why spiritual will be 

included into this study; we would like to investigate and to identify its effects among 

consumers and their attitude toward CSR activities. 

 This study will attempt to confirm the findings from original authors on both 

altruism and egoism in a Thailand context, especially in Petroleum industry. 

Motivation of CSR Activity Engagement

 Based on previous CSR research, motivations play an important role in 

CSR-related decision making. Campopiano, De Massis, and Cassia (2012) conducted 

literature-based research to consolidate the knowledge about motivations and its 

effect. What they discovered is that a difference in motivations can lead to CSR 

activities from a company. Earlier, motivations of CSR activities were divided into 5 

main categories: image creation, enlightened self-interest, legal compliance, violence 

prevention, and profit (Buehler and Shetty, 1974). However, the categorization of 

motivations behind CSR activity was redefined by modern researchers. According

to Bronn and Vidaver-Cohen (2009), motivations divide mainly into two groups

which are morals (ethical) and economics (instrumental). Morals motivation is based 

on the idea that business has an ethical duty or commitment to pay back to the

society via charity or philanthropy to achieve sustainability. Economics motivation 

is the belief that CSR activity will create some kind of competitive advantage, 

opportunities to generate more profit, satisfied stakeholders, and avoidance of 
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restrictive regulations. Authors also discovered the top three motivations behind 

CSR activity by surveying a Norwegian company. The top three motivations are 

improvement of company image, to be recognized as moral leadership, and long-term 

company interest (Bronn and Vidaver-Cohen, 2009). The limitation about motivation 

is that it is difficult to obtain the true motivation of a CSR manager or company and 

their true intentions of CSR. Moreover, there is no congruence in findings about

the motivation for CSR activities (Campopiano, De Massis, and Cassia, 2012).

 Perceived motivations by stakeholders can have an effect on the stakeholder. 

In this case, an employee’s perceived motives in engaging in CSR activities or 

initiatives can affect the employee’s behavior. Trust-commitment theory can be used 

to explain shared values between organizations and employees. Those values can 

be integrity of CSR activities and reliability of company, which will lead to better 

employee self-perception. If the sincerity is perceived or sensed by employees, 

a feeling of sympathy for the company is established. But the results will be

the opposite if insincerity is being perceived instead (Alfaro-Barrantes, 2012).

Employees may not feel sympathy and might penalize if they suspect the true 

intention or motivation behind CSR activities to be ulterior (sales promotions,

increase publicity). Furthermore, if other employees perceive ulterior motives behind 

CSR activities, the company will damage its own credibility and reputation (Menon 

and Khan, 2003). At this point, the question is what will motivations of engaging in 

CSR activity do to other stakeholders, especially on the customer side (consumers).

Corporate Image

 According to Sen and Bhattacharya (2001), both company ability and CSR 

have a positive influence on perceived company image. Consumers will evaluate 

corporations associated with CSR as having a better image, favorable reputation

and enhancing trustworthiness. The reason is that social performance is one of the 

main factors that can create a good reputation (Sen and Bhattacharya, 2001). Another 

aspect that is relatively similar to corporate image is corporate image. According 

to Kim et al. (2011), image is an idea or a picture people have in mind. Corporate 

image can reflect an individual impression of company products, services, or even 

brands value. A better perception towards CSR activity results in a more favorable 
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corporate image and other consumer behaviors like repurchase intention as well 

(Kim et al., 2011)

 Dutta and Singh (2013) also studied the relationship between perception of 

CSR activities and corporate image by focusing on how perception of CSR activities 

affects retailer image and purchase intention of products in India. The results 

suggest that awareness of CSR activities do have an influence on Indian customer’s 

perception, especially corporate images. The analysis of factors suggests that better 

perception of CSR activities has positive effect on corporate images. In other words, 

customers will evaluate retailers positively if they perceived or were aware of CSR 

activities. Moreover, the authors also suggest that companies should highly publicize 

or disclose their CSR initiatives. 

Purchase Intention

 Shelley (2008) suggests that company CSR activities do affect purchase 

decisions and recommend that companies publicize their CSR activity. Moreover, 

the author suggests that better understanding (more knowledge) about CSR activity 

will definitely lead to a favorable perception of the company. Finally, awareness 

and understanding about CSR activity strongly leads to better perception toward 

corporations and, subsequently, stronger purchase intentions (Shelley, 2008). 

Moreover, Lee and Shin (2010) suggests that there is a relationship between Korean 

consumer awareness of CSR activities and consumer purchase’s intention. 

 Another research that supports the relationships between perceptions of

CSR activities and purchase intentions is a study by Dutta and Singh (2013).

Authors of the research suggest that perception of CSR activities can have an effect 

on customer’s purchase decision. CSR activity creates moral consciousness and strong 

feelings of commitment toward the retailers among customers, which can result in 

purchase intentions. Moreover, better perception of CSR activities creates some kind 

of reinforcement to purchase intentions (Dutta and Singh, 2013).
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Consumers-perceived Motives of CSR Activity and Corporate Image

 CSR activity is popular among company with bad reputations (e.g. tobacco 

companies and petroleum companies) as a solution for restoring company

reputations and images. But not all bad reputation companies attempting CSR 

implementation succeed in restoring images and reputations. Some bad reputation 

companies have experienced a negative effect (backfire effect) on the company

itself (Arnold, 2001). One of the factors that caused negative effect is motives.

Sincere motives play an important role in indicating the effectiveness and benefit of 

CSR activity engagement. Based on consumer behavior theory, if there is suspicion 

as to the true motives or a sense of any insincerity behind CSR activity from 

companies, the result is ineffectiveness of CSR activity and subsequently a negative 

effect to images. According to author findings, inferred motives, both sincerity and 

insincerity, have a strong relationship with corporate image as mediating factors. 

Sincere motives can reduce or negate any negative effect caused by any other factors. 

Author conclusions are that CSR activity is most effective when suspicion of

insincere motives is low. Moreover, CSR activity will have a negative impact on the 

company itself if an insincere motive is perceived (Yoon, Gurhan-Canli and Schwarz, 

2006). 

 More evidence that highlighted the effect of motives in doing CSR on

corporate image is shown in the study by Kim and Lee (2011). Their research

mainly focused on socially stigmatized industries such as tobacco, beer, or fast 

food by studying what are the consumer perceived motives behind CSR initiatives 

between firm-serving motives and public serving motives among socially stigmatized 

companies. Moreover, they considered how perceived motivations influence

corporate image such as trustworthiness. The results show that the consumers will 

not penalize the company when they perceived firm-serving motives as long as

they perceived public-serving motives as well. So, it is important to deliver sincere 

CSR initiatives to achieve better CSR management (Kim and Lee, 2011).

 Unfortunately, the actual motives behind CSR campaigns remain unknown

but what we can learn is whether consumers regard the motive as altruism or just

for marketing purposes. In the case of alcoholic beverages the motive of advertisement 
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is more ambiguous than typical product-oriented advertisements (Atkin et al., 2008).

If the characteristics of product and the advertisement are not congruent, there 

will be doubts in those advertisements or campaigns true motive, such as health 

promoting campaigns from unhealthy food producers such as fast food companies. 

Consumers will tend to perceive those advertisements or campaigns as marketing 

schemes more than altruism (Lee, Motion, and Conroy, 2009). 

Corporate Image and Purchase Intentions

 The study constructed by Lee (2010) aims to explore customer attitudinal and 

behavioral intentions toward CSR activities from lodging companies. The lodging 

industry was selected due to its issue with environmental responsibility, which is 

similar to that of a petroleum company in this study. Part of the study was focusing on 

customer behaviors and perceptions with response to CSR activities from a company, 

such as how they evaluate that particular company and their purchase intentions. 

According to the author’s finding, a favorable corporate image from customers has

a positive influence on customer’s purchase intention.  The author has analyzed several 

structural equation models with adjustments to those models, to ensure the accuracy 

of the results and to explore all possibilities. The entire model generates the results 

in the same direction; the standardized path coefficient between corporate image and 

purchase intention is around 0.40-0.50 according to the author’s results. This proves 

that a customer’s corporate image has positive effect on that customer’s purchase 

intention (Lee, 2010). The interesting question is whether customer’s corporate image 

will affect purchase intention in the petroleum industry for Thai consumers. That is 

one of the research objectives in this study.

Consumers-perceived Motives of CSR Activity and Purchase Intentions

 Many studies attempt to explore the relationship between motives of doing 

CSR and the effect on consumers’ response, such as purchase intention. According 

to Groza, Pronschinske, and Walker (2011), which mainly focused on attribution 

consumers make toward released CSR initiatives, those attributions are consumer’s 

perceived motives toward CSR activities. They classify motives as a moderating factor 

on consumers. Based on the author’s literature review, different attribution (motives) 
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can directly affect consumers’ purchase intention and recommendation. Three specific 

types of attribution (motives) were selected in the study: value-driven, strategic 

driven, and stakeholder-driven (Groza, Pronschinske, and Walker, 2011). Ellen 

et al. (2006), describes each of motives. Value-driven motive refers to the motivation 

or belief that CSR is truly the right thing to do. Strategic-driven motive refers to 

implementing CSR as a strategy to achieve a company’s goal, such as increased

sales. Lastly, stakeholder-driven motive refers to CSR engagement resulting from 

stakeholder pressures. Certain attributions (motives) have a direct effect on consumer 

behavior, especially purchase intentions (Ellen et al., 2006).

 In this study, a different approach is selected to investigate the influential 

effect from motives from doing CSR activity. Motives in this case are altruistic motives, 

adapted from advertising motives (Atkin et al., 2008). 

Hypotheses

 Consumer’s Personality and Consumer’s Perception on CSR Activity

 According to Basil and Weber (2006), Altruism and Egoism personality traits 

do have an effect on consumer’s response toward CSR, but in a different way. Based 

on Basil and Weber (2006), the study confirmed that altruistic people significantly 

value others’ benefits before themselves, truly appreciate CSR activities, and tend to 

purchase the products that linked to CSR. Interestingly, egotistic people also appreciate 

CSR activities, but for a different reason. Since they are more concerned about their 

own appearance, they believe that supporting CSR can improve their social status 

and appearance. Therefore, based on altruism and egoism theory, consumers who 

possess personality traits that contain altruism and egoism prosocial behavior will 

have positive responses toward CSR activity. Therefore, those consumers are most 

likely to support CSR and have better perception toward CSR (Basil and Weber, 2006). 

 Hypothesis 1a: The Altruistic personality trait has a positive effect on

  consumer’s perception toward CSR activity

 Hypothesis 1b: The Egoistic personality trait has a positive effect on consumer’s 

  perception toward CSR activity
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 CSR Activities and Consumer’s Perception on CSR Activity

 Different CSR activities can affect consumers and their behaviors in different 

ways (Lee and Shin, 2009). Based on the findings from Lee and Shin (2009), only 

some of the domains showed significant result (such as social and local community). 

Moreover, not all domains or activities of CSR are guaranteed to have successful 

effects on consumers’ perception (such as Environmental domain). The success of 

CSR activity depends on the CSR activities and the congruence between the activity 

and consumers (Sen and Bhattacharya, 2001). 

 Hypothesis 2: The effect of CSR activities has an impact on consumer’s 

   perception toward CSR activity

 Consumer’s Perception and Company Motive

 According to trust-commitment theory, shared values between organizations 

and stakeholders can be integral to CSR activities. Those CSR activities will definitely 

lead to better employee’s perception. With better perception toward CSR activities, 

sincerity will be perceived or sensed by employees and a feeling of sympathy 

toward the company is established. But the results will be the opposite if insincerity 

is being perceived instead. Based on Alfaro-Barrantes (2012), companies that have 

the CSR activities, which are perceived as sincere, usually have a positive effect 

on their employees. The employees tend to willingly appreciate the CSR activity 

and willing to support the cause. We proposed that these relationships can also be 

applied to the relationship between organizations and other stakeholders, such as 

the consumers, as well. 

 Hypothesis 3: The consumer’s perception toward CSR activity has a positive 

   impact on perceived company motive

 Consumer’s Perception on CSR Activity and Corporate Image

 Sen and Bhattacharya (2001) found that CSR initiative will enhance consumer 

perception on CSR activities. CSR does have an influence on corporate image among 

consumers. Companies associated with CSR are mostly evaluated positively due 

to perceived reputation, good image and trustworthiness (Sen and Bhattacharya, 
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2001). Therefore, better perception of CSR association (activity) will lead to positive 

corporate image. Moreover, consumers will evaluate positively if CSR activities are 

perceived (Dutta and Singh, 2013). By adopting the same hypothesis to the study 

of Petroleum industry’s CSR in Thai consumer context, this study also expects the 

significant result.

 Hypothesis 4: The consumer’s perception on CSR activity has a positive 

   relationship with corporate image

 Consumer’s Perception on CSR Activity and Purchase Intention

 Shelley (2008) tested and confirmed that the awareness of CSR information 

leads to better understanding. Subsequently, this results in favorable perception 

towards the company, higher intention to support CSR, and increased in purchase 

intentions of particular products/services. Therefore, the better consumer perception 

gained by awareness of CSR information results in purchase intention. Moreover, 

perception of CSR activities results in higher purchase intention due to increased 

moral consciousness among consumers and commitment likelihood (Dutta and

Singh, 2013). In this study, the reasons we tested this hypothesis because we wants 

to compare whether is direct effect perception has on purchase intention is presented 

or it is requires other mediating factor to achieved better purchase intention.

 Hypothesis 5: The consumer’s perception on has a positive relationship with 

   consumer’s purchase intention

 Company Motive and Corporate Image

 Sincere motives (altruism) perceived or inferred by consumers will result in 

better perceived images of the company by reducing or negating other negative 

effects that might influence corporate image (Yoon, Gurhan-Canli and Schwarz, 

2006). Moreover, public-serving motives (altruism) have an influence on corporate 

image among consumers (Kim and Lee, 2011). Moreover, Kim and Lee (2011) found 

that altruism motive perceived by consumer resulted in better consumer corporate 

image. We adopt this hypothesis for our study of the petroleum industry and expect 

that the effect would be similar.
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 Hypothesis 6: Altruism motives perceived or inferred by consumers from 

   company has a positive relationship with consumer’s corporate 

   image

 Corporate Image and Purchase Intentions

 Based on Kim et al. (2011) findings, favorable corporate image has a significant 

positive relationship with consumer behaviors such as their repurchase intention. 

In this study we want to investigate the effect corporate image has on consumer 

purchase intention in the petroleum industry context. We also want to confirm the 

similarity to repurchase intention (Kim et al., 2011). 

 Hypothesis 7: The consumer’s corporate image has a positive relationship 

   with consumer’s purchase intention

 Company Motive and Purchase Intentions

 Different motives have different direct effects on consumers’ purchase

intention and recommendation (e.g., Groza, Pronschinske, and Walker, 2011; Ellen 

et al., 2006). Based on Groza, Pronschinske, and Walker (2011), three specific types 

of motives were selected in the study: value-driven, strategic-driven, and

stakeholder-drive. In addition, we also considered other types of motives such as 

Altruistic motive and Egotism motive.

 Hypothesis 8: Consumer’s perceived corporate image has a relationship with 

   consumer’s purchase intentions

Framework

 This study framework is an overview explaining all the factors in this study 

that have effects on consumer perception toward CSR activity and subsequently on 

perceived-company motivations, corporate image and purchase intentions. Those 

influential factors in this study are consumer’s personality and CSR activities. The 

objective of this framework is to investigate the hypothesis testing in Thailand’s 

consumer context on each factors presented in this study. For instance, how does 

consumer personality affect perception toward CSR activity? How does varying 

the CSR activities result in different perceptions toward CSR activity? Do favorable 
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perceptions on CSR activity positively influence perceived company motivations, 

corporate image and purchase intentions among consumers? The overall model is 

shown in Figure 1.

 This study has classified the factors into three tiers: The first tier composed

of two main factors which are consumer’s personality (Altruism and Egoism) and

CSR activities itself. In the first tier, we want to explore the effects of both personality 

and CSR activities on perception of CSR (second tier). According to our literature 

review, there are evidences that consumers with Altruistic personality (caring, 

family-oriented, generous and loyal) tends to have positive perception toward CSR 

activity (H1a).  Moreover, differences in personality traits may result in different levels 

of perception towards CSR activities. Individuals who possess egoistic personality 

(stylish, trendsetter and sophisticated) have the tendency to support CSR activities 

for their personal benefits (H1b) (Basil and Weber, 2006). For CSR activities, different 

kinds of activities can affect consumers’ perceptions and their behaviors differently 

(Lee and Shin, 2009). The CSR activities used in this study are adapted from the

paper by Xu and Yang (2010), which mainly focused on comparison between

western CSR activities and China’s CSR activities. The authors have categorized all 

CSR activities into 6 major types, which are economic responsibility, legal responsibility, 

environmental protection, customers, employees, and social donation and charity 

(Xu and Yang, 2010). There are some evidences that the types of CSR activities can 

play an important role on other factors, especially perception (H2). 

Figure 1: Conceptual Framework
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 The second tier has only one factor which is Perception of CSR activities. 

It acts as an independent variable for the first tier (H1a, H1b, and H2) and as

a dependent variable for the third tier (H4-H8). Basically, the second tier factor is

the mediating factor in this framework.

 The third tier shows how perception of CSR activities related to three

factors: perceived-company motivation (H3), corporate image (H4) and purchase 

intention (H5). This framework also explores whether corporate image is an important 

mediating factor to achieve purchase intention or with perceived motivation alone 

can lead to purchase intention anyway (H6, H7, and H8).

 In this comprehensive framework, we intend to explore whether personalities 

and CSR activities affect consumers’ perception of CSR activities and ultimately affect 

the purchase intention. In addition, we also investigate the effects of corporate image 

and perceived motivation on the consumers’ purchase intention. 

Methodology

 Before launching the main questionnaire, the small pilot test was conducted 

with sample size of 50 respondents (N=50) to test tall the constructed and

measurements to see the validity and integrity if the questionnaire. After the pilot 

test done, there are minor revisions of the questionnaire to make the questions more 

accessible and understandable. 

 The main data were collected by paper-based questionnaire 200 samples

and from internet-based another 200 samples. The location we sampling the 

respondents were including major department store, community mall, and University 

premises. By targeting people who own a car and visit gas station from time to time 

to purchase gasoline or petroleum products and services as our initial respondent 

screening process. The response rate was calculated at 85.5% (342 usable samples out 

of 400). The respondents were asked whether they ever heard the term “Corporate 

Social Responsibility” to measure their preliminary understanding of CSR. We also 

put the definition of CSR in the survey to ensure their understanding about CSR 

and answer the questionnaire correctly. Then we asked the respondents whether 

they ever heard about CSR activity from a Petroleum company before, to measure 
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the level of consumer preliminary awareness of CSR within the Petroleum industry. 

We also asked respondents about their perspective on CSR activity and what CSR 

activity should relate to in their opinions (Xu and Yang, 2010).

 The next measurement is consumer personality. Personality is considered 

as a fundamental of psychology. The definition of personality is the inner unique 

characteristic that determines individual behaviors, thoughts, feeling, and even 

reactions to other subjects (In this case is towards CSR) (Allport, 1961). We have

listed the 23 personality traits which are adventurous, ambitious, athletic, caring,

competitive, creative, down-to-earth, family-oriented, generous, independent, 

intellectual, leader, loyal, outgoing, practical, religious, responsible, romantic, 

sophisticated, spiritual, stylish, trendsetter, and youthful. We asked respondents to 

use a 5 point Likert scale ranging from “This doesn’t describe me at all” to “This 

describes me very well”. With this information, we can define individual consumers 

and their personality trait, whether they are altruistic, egoistic, or others. 

 For CSR activities, respondents were asked to rate their perception on all six 

types of CSR activity to see consumer perceptions. The choice of CSR activity will be 

consisted of economic responsibility, legal responsibility, environmental protection, 

customer related, employee related, social donation and charity. 

  Economic responsibility: can be described as a responsibility to provide 

  valuable quality product or services, creating economic wealth, developing 

  employee skill and provides with basic needs to all employees, and

  ensures sustainable growth and development of the corporation. 

Legal responsibility: a responsibility that corporation need to operate

  within a scope as permitted by law.

Environmental protection: Prohibited from any acts that damage or 

  degradation of environment. Preserved and not disturbed natural ecology.

Customer related: Ensures good product and service quality and safety 

  of consumer from consuming the products. Prohibited from publicize

  false advertisement but instead publicize any information that benefit to 

  public.
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Employee related: Prioritize on staff health and safety. Ensures to provide 

  any needs for staff for their skill development. Monitor staff mental

  health and their satisfactions. Compensate staff with reasonable and stable 

  income.

 Respondents were asked their perception on each CSR activities.

 The next section is perception of consumers toward CSR activity. The 

respondents were asked the importance of company CSR engagement. Moreover, 

the favorable perception of an Petroleum company that is doing CSR activities was 

checked by five point Likert-scale questions as well.

 Next is the perceived altruism-motive measurement. Altruistic motive is 

basically a self desire to work for the benefit of others, without expectation of 

rewards or compensation in return (Deckop, 1995). The measurement used in this 

study was adapted based on Atkin (2008). Originally, the author measurements

were used to measure advertising motives. In this study, we adapted those 

measurements and used them to measure CSR activity motives. There are 3 questions 

measuring altruism motives “Company doing CSR activity because they truly care 

about social welfare”, “Company doing CSR activity because they want to support 

environmental conservation”, and “Company doing CSR activity because they want 

to support social responsibility (Atkin et al., 2008).

 For corporate image measurement definition is basically image which all 

stakeholders (shareholder, customer, employee, society, etc.) perceive and view in 

way how corporate operate (Melewar, 2003). Respondents were asked to evaluate 

particular company images by using the measurement adapted from Kim J.W. et al. 

(2011). The questions include “company is a responsible corporation”, “company is 

a kind company and considerate company”, “company is a reasonable company”, 

“company is a sound corporation”, “company is an honest corporation”, “company 

is a respected corporation”, “company is a corporation contributing to society”, 

“company is a corporation dedicated to realizing public interest”, and “company is 

a corporation servicing community (Kim J.W. et al., 2011).

 For purchase intention, the definition of purchase intention is basically the 

indication of individual’s readiness to buy or purchase particular given product or 
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service (Ajzen, 2001). Initially, a hypothetical scenario about how petroleum

“Company A” is engaging in CSR was given. Then the respondents were asked 

whether they have intention to buy the product. The items were adapted with few 

adjustments based on Prendergast and Ko study. The questions include “I will

purchase product from Company A”, “I definitely will purchase product from Company 

A next time I need to”, “I will pay more to purchase from Company A”, and “I will 

switch to purchase from Company A” (Prendergast and Ko, 2010).

Results

 The SPSS statistical program was used to analyze the data. Table 1 shows 

the descriptive statistics on demographic data and the CSR perspective among 

respondents.  

 There were 342 respondents who participated in the survey, 133 were male 

and 201 were female, with 6 incomplete answers. A total of 340 respondents (32.1%) 

are aged under 22, 144 respondents (42.1%) are between 22-34. 51 respondents 

(15.0%) are from 35-44, 29 respondents (8.7%) are from 45-54, and 1 respondent 

(0.3%) is from 55-64. Among all respondents, 219 people (64.4%) know what CSR is, 

while 120 people (35.3%) do not know what CSR is. Moreover, 202 people (59.4%) 

are aware of CSR activities from a petroleum company they used services from, but 

138 (40.6%) people are not aware of those CSR activities. 

 The list of CSR perspectives based on Xu and Yang (2010) was used to see 

overall perspective from respondents. The results show the overall CSR perspective 

answered by respondents with mean, standard deviation, and Cronbach’s alpha of 

each dimension (Table 2).
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Table 2: Consumer’s Perspective on CSR

Table 1: Descriptive Statistics of Demographic
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 We have conducted the factor analysis to check the validity of factors before 

proceeding to model analysis. An Exploratory Factor Analysis (EFA) was performed 

on all 23 personality traits from original authors to confirm the categorization and 

independence, among Thailand consumers. Moreover, we regrouped the rest of

the personality traits that original authors excluded from their research, to

investigate the effects from those excluded personalities on perception of CSR

activities as well. Statistical program was used in factor reduction on all 23 personality 

traits by varimax rotation method, as shown in Table 3. Any coefficient that is less 

than 0.6 will be suppressed. The 23 traits were reduced to 14 traits and categorized 

into 5 distinct groups of personality. However, this study will mainly focus on 

Altruism (Per1: Family, Generous, Caring, Loyal) and Egoism (Per2: Trendsetter, 

Stylish, Sophisticated). Therefore the remaining traits were excluded from the

study.

Table 3: Rotated Component Matrix

 After all personality traits have been grouped by EFA, structural equation 

modeling (SEM) was selected to analyze the proposed framework in this study. 

SEM is composed of two components: measurement model and structural model. 

The measurement model identifies the relationships between latent and observed 

variables. The structural model performs path analysis between each factor in the 

proposed framework. 
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Measurement Model

 EFA was selected to test the whole framework again for reliability analysis. 

It is necessary to test the validity and reliability of the model before proceeding to 

testing relationships in the structural model (Ifinedo, 2006). Therefore, the results of 

measurement model will be evaluated and finalized before performing the second 

step, structural model analysis. The EFA model is shown in Figure 3.

Figure 3: EFA Model
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 The factor analysis results of each factor in EFA model were shown in

Table 4 below. Family (1.091) and trendsetter (1.052) are the most important factors 

in the measures of Altruism and Egotism, respectively. CSR activity relating to 

environmental issues (1.228) is the most important factor in the measure of CSR 

activities and environment (1) is the most important factor for the CSR Perception 

measure. The most important motive is when the company truly cares about the 

society (1). For purchase intention measure, consumers indicated that they would 

buy from the socially responsible company next time (1.11). For corporate image, 

the most important factor is social wellbeing support (1.091).

Table 4: Factor Analysis (EFA) Results

Observed Variables Estimate S.E. C.R. P

Standardized Regression Weights:       

CARING <--- P1 0.774    

FAMILY <--- P1 0.759 0.084 13.018 ***

GENEROUS <--- P1 0.748 0.072 12.855 ***

LOYAL <--- P1 0.649 0.069 11.226 ***

STYLISH <--- P2 0.838    

TRENDSET <--- P2 0.875 0.07 15.084 ***

SOPHISTICATED <--- P2 0.686 0.062 13.022 ***

TOA ECONOMIC

TOA LAW

<---

<---

TOA

TOA

0.773

0.793

 

0.069

 

15.557

 

***

TOA ENVI <--- TOA 0.872 0.07 17.465 ***

TOA CUSTOMER <--- TOA 0.836 0.068 16.599 ***

TOA EMPLOYEE <--- TOA 0.712 0.071 13.692 ***

TOAP HILANTROPHY <--- TOA 0.724 0.072 13.952 ***

ENVIRONMENT <--- PER 0.734    

COMPETITOR FAIR <--- PER 0.536 0.085 8.393 ***

BUILD CUSTOMER RELATIONSHIP <--- PER 0.585 0.093 9.056 ***

CSR IMPORTANCE <--- PER 0.628 0.094 9.599 ***

A. TRULY CARES OCIAL <--- MOT 0.848    
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A. REALLY SUPPORT ENVI <--- MOT 0.838 0.052 18.061 ***

A. SOCIAL RESPONSIBLE <--- MOT 0.788 0.053 16.644 ***

PI Will buy from A <--- PI 0.768    

PI MUST buy from A. next time <--- PI 0.872 0.075 14.791 ***

PI Swithto A <--- PI 0.643 0.078 11.452 ***

PI Paymore for A <--- PI 0.399 0.097 6.952 ***

A. RESPONSIBLE <--- EVA 0.784    

A. CARING <--- EVA 0.804 0.065 16.305 ***

A. REASONABLE <--- EVA 0.689 0.061 13.466 ***

A. RELIABLEAND CREDIBLE <--- EVA 0.631 0.063 12.159 ***

A. LOYAL <--- EVA 0.634 0.065 12.205 ***

A. RESPECTFUL <--- EVA 0.709 0.065 13.959 ***

A. CONTRIBUTE TO SOCIETY <--- EVA 0.816 0.065 16.631 ***

A. DEDICATE TO SOCIETY <--- EVA 0.803 0.065 16.275 ***

A. SUPPORT SOCIAL WELLBEING <--- EVA 0.813 0.066 16.544 ***

Squared Multiple Correlations:       

A. SUPPORT SOCIAL WELLBEING   0.661    

A. DEDICATE TO SOCIETY   0.644    

A. CONTRIBUTE TO SOCIETY   0.666    

A. RESPECTFUL   0.503    

A. LOYAL   0.401    

A. RELIABLE AND CREDIBLE   0.399    

A. REASONABLE   0.474    

A. CARING   0.646    

A. RESPONSIBLE   0.614    

PI Paymore for A

PI Swith to A  
 

0.159

0.413
   

PI MUST buy from A. next time   0.76    

Observed Variables Estimate S.E. C.R. P

Table 4: Factor Analysis (EFA) Results (continued)
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PI Will buy from A   0.59    

A. SOCIALRESPONSIBLE   0.622    

A. REALLY SUPPORT ENVI   0.702    

A. TRULY CARE SOCIAL   0.72    

CSR IMPORTANCE   0.394    

BUILD CUSTOMER RELATIONSHIP  0.342    

COMPETITOR FAIR

ENVIRONMENT

 

 

 

 

0.288

0.539

 

 

 

 

 

 

TOA PHILANTROPHY   0.524    

TOA EMPLOYEE   0.507    

TOA CUSTOMER   0.699    

TOA ENVI   0.761    

TOA LAW   0.629    

TOA ECONOMIC   0.598    

SOPHISTICATED   0.47    

TRENDSET   0.765    

STYLISH   0.703    

LOYAL   0.422    

GENEROUS   0.559    

FAMILY   0.576    

CARING   0.599    

(*** p < 0.001)

Structural Model

 The objective of the analysis is to confirm the proposed conceptual framework. 

Table 5 contains goodness-of-fit values of the proposed conceptual framework.

The goodness-of-fit met the fit conditions and exceeded minimum requirement. All

Observed Variables Estimate S.E. C.R. P

Table 4: Factor Analysis (EFA) Results (continued)
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 The descriptive statistic and Pearson’s correlation on all observed variable in 

this conceptual framework which including Altruism personality (Table A1 & A2), 

Egoism personality (Table A3 & A4), CSR activities (Table A5 & A6), Perception

on CSR activities (Table A7 & A8), Corporate image (Table A9 & A10), Perceived 

altruism motivation (Table A11 & A12), Purchase intentions (Table A13 & A14), 

and all observed variables for proposed framework (Table A15), are showed in the 

Appendix A.

 Figure 4 shows the proposed conceptual framework and its results. By using 

the structural equation model program, we calculated standardized path coefficients, 

standard error, critical ratio, and hypothesis results which are shown in Table 20. 

The level of significance ( ) was set at 0.05. According to Figure 4, analysis suggests 

that Altruism (Per 1), Egoism (Per 2) and CSR activities together can explain 72% of 

perception towards CSR activity’s variance. For further elaboration, the factor that 

effect Perception of CSR activities the most was among these 3 factors is CSR

activities due to its highest factor loading (0.82, p < 0.001). For Perception towards

CSR activity can explain 46% of altruism motivation’s variance. Both perception 

towards CSR activity and altruism motivation can explain 73% of corporate image’s 

variance. Finally, perception towards CSR activity, altruism motivation and

corporate image can explain 52% of purchase intention’s variance. All standardized 

path coefficients on all hypotheses testing are shown in Figure 4 and Table 20.

Table 5: Summary of Model Fit Indices from Structural Model

CMIN/DF, CFI, IFI, and RMSEA were satisfied at acceptable level of model goodness-

of-fit (Hair et al., 2010). Therefore, the proposed model is an acceptable fit model. 

The analysis of path coefficients was continued with regards to the acceptable fit 

of the conceptual framework. 
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 For hypotheses H1a and H1b, the hypothesized relationships of all 2 distinct 

groups of consumer’s personality between Altruism and Egoism have on perception 

toward CSR activity. The result shows that only Altruism that has although weak 

but significant influences on perception toward CSR activities (
1a
 = 0.22, p < 0.001) 

therefore H1a is accepted. Meanwhile Egoism have no significant influences or 

whatsoever (
1b
 = 0.06, p < 0.245) therefore H1b is rejected. 

 For H2 shows that perception of CSR activity is significantly influenced by 

CSR activities (
2
 = 0.82, p < 0.001), therefore H2 is accepted. 

 For H3 there is a significant and moderate relationship from perception on 

CSR activities to perceived company motivation by consumers (Altruism motivation) 

with high significance level (
3
 = 0.68, p < 0.001) therefore H3 is accepted. 

Figure 4: Standardized Path Coefficients and R2

Table 20: Hypotheses Testing Results
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 For H4, the perception on CSR activity significantly has medium influence 

on corporate image (
4
 = 0.42, p < 0.001), but still is accepted due to its significance 

level (p < 0.001). 

 For H5, the perception on CSR activity significantly has fairly low relationship 

with purchase intentions (
5
 = 0.23, p < 0.05) but still with minimum significant level 

(p < 0.05) therefore the H5 is still partially accepted. 

 For H6 proposed that perceived altruism motivations have an effect on 

corporate image. The results show that the influences of perceived company motivation 

on corporate image exists with significant level and has moderate coefficient

(
6
 = 0.51, p < 0.001) therefore H6 is accepted.

 H7 proposed that corporate image have an effect on purchase intention.

The results shows that the relationship corporate image had on purchase intention

is fairly low and moreover not significant (
7
 = 0.16, p > 0.05) therefore H7 is rejected. 

 For H8 proposed that perceived altruism motivations have an effect on 

purchase intention. The results show that the effect perceived company motivations 

had on purchase intention is medium due to its moderate coefficients but still very 

significant (
8
 = 0.39, p < 0.001) therefore hypothesis 8 is accepted.

 Beside from the direct effect, some of the indirect effects that this proposed 

model has revealed show sign of promising finding as well. First indirect effect that 

we are going to discuss is [CSR activities -> Perception of CST -> Altruism

motivation]. Clearly those CSR activities significantly have medium influences to 

Altruism motivation as well (0.82 x 0.67 = 0.54). 

 Another interesting fact is that, based on the conceptual framework, if the 

objective is to boost the purchase intention (sale boosting). The most effective way 

to do so is actually the longest path [CSR activities -> Perception of CST -> Altruism 

motivation -> Purchase Intention] by starting with CSR activities and focusing on 

creating favorable perception among consumer and makes them aware of your 

altruism motive (sincerity) on that particular CSR activity (0.82 x 0.67 x 0.39 = 0.21). 

Although the standardized coefficient of this path is relatively low. But it is definitely 

higher and more significant than the direct approach from perception straight to 
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purchase intention (0.82 x 0.23 = 0.19). Or via mediating factor like building a good 

corporate image also not increase purchase intention much in this case (0.82 x 0.42 

x 0.16 = 0.05). This sums up that the best way to create purchase intention is that 

you make to communicate altruism motive to the consumer.

Discussion

 Hypothesis H1a which were accepted proposed that the altruism personality 

trait have a positive impact on consumer’s perception toward CSR activity. The main 

reason for the acceptation of this hypothesis is that based on Deckop (1995), any 

person who possessed the Altruism personality trait tends to work for the benefit of 

others, without expectation of rewards or compensation in return (Deckop, 1995). 

This kind of desire is reinforcing them to agreed and support any CSR activity without 

doubts due to it can fulfill their sense of philanthropy. 

 Hypothesis H1b, which was rejected, proposed that the egoism personality 

trait (H1b) have a positive impact on consumer’s perception toward CSR activity. 

The one of the posible reasons for the rejection of hypothesis is that the context 

used to measure respondent’s personality may not be suitable for Thai consumer 

characteristics and therefore is unable to accurately determine respondent’s

personality effectively. Additional research on psychology and personality are needed.

 According to Basil and Weber (2006), only consumers who possessed Altruism 

personality understand the importance of CSR and will purchase the product that 

linked to CSR. On the other hand, consumers who possessed Egoism personality will 

only purchase the product linked to the CSR if it supports their appearance. These 

findings also align with the results from this study which Altruism showed significant 

relationship (H1a accepted), while Egoism showed no significant relationship to 

Perception toward CSR activities (H1b, Rejected). 

 For hypothesis 2 (H2), CSR activities is slightly different from others in terms 

of perception toward CSR activity. Moreover, all CSR activities did positively influent 

consumer’s perception on CSR activity. Based on the results, the CSR activity that 

has the strongest relationship with consumer’s perception toward CSR activity is 

the environmental dimension. In contrast, Lee and Shin (2009) found that social 
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contribution and local community contributions affect consumer purchase intention 

significantly, while the environmental aspect has no significant effect on purchase 

intention at all. This is an interesting finding which provides conflicting result from 

the previous study. 

 For hypothesis 3 (H3), the favorable perception consumers have towards

CSR activity results in better perceived-altruism motive by consumers. The consumers 

who have favorable perception towards CSR activity most likely will perceive

altruism in company motives of doing CSR activities. The reason is that those 

consumers tend to have better understanding of the importance and benefits of 

CSR activity, plus an insight into the cost and effort required for companies to do 

CSR activities. This understanding makes the consumers realize what the company 

has to contribute in order to implement CSR activity and the trade-offs it must make 

for that CSR activity, thus promoting the altruistic motive of those CSR activities.

 For hypothesis 4 (H4), the favorable perception consumers have towards 

CSR activity is reflected in their image of a company that is doing CSR. As with 

hypothesis 3 (H3), consumers have better understanding of the importance and 

benefits of CSR activity, plus an insight into the expense and required for doing

a CSR activity. Consumers have a better perception towards that particular company 

and tend to evaluate it positively and favorably.

 For hypothesis 5 (H5), perceptions on CSR activity somehow partially

influence consumer’s purchase intention. This means that there are possibly additional 

factors that also influence consumer’s purchase intention other than their perceptions 

of CSR activity. Other possible factors might include price, quality of product or 

promotion. Therefore, the CSR activity and the consumer’s perception of it play only 

a minor role in consumer’s purchase decisions. 

 Hypothesis 6 (H6) proposed that a perceived altruism motive by consumers 

has a positive relationship with corporate image. The main reasons behind this 

relationship are that altruism reflects good deeds, charity, donations, or philanthropy. 

These elements can create favorable perceptions and result in favorable perceived 

image of the company as well. 
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 Hypothesis 7 (H7) attempted to explore that not only perception affects 

purchase intention. There are also additional factors that can affect purchase

intention as well, which is corporate image. Corporate image has no significant 

relationship to purchase intention, as well as not being a decent mediating factor 

between perception towards CSR activity and purchase intention (based on indirect 

effect). Thus, H7 is rejected.

 The last hypothesis, hypothesis 8 (H8), also confirmed that there is an 

additional factor that can affect purchase intention, which is an altruistic motive. This 

motive shows a significant relationship to purchase intention as well as being

a mediating factor between perception towards CSR activity and purchase intention.

Conclusions

 This paper contributes to the literature in the area of the Corporate Social 

Responsibility (CSR) activities by exploring additional factors that are related to 

and influence CSR activities. The proposed framework, though with limitations, can 

lead to a better opportunity to understand the effects consumer’s personality and 

CSR activities have on consumer’s perception of CSR activities, and how those 

perceptions affect purchase intention in various ways, both directly and mediated 

through factors such as corporate image and altruistic motives. Most of our findings 

provide additional support for the previous studies with some exceptions as mentioned 

in the discussion section. 

 We acknowledged the limitations of our study. Tools and measures used in 

this study were adapted from several past studies in different cultural contexts. For 

example, Basil and Weber (2006) took place in the U.S. and the respondents are 

mostly Americans (only 4% are Asians). However, most of our results from all Thai 

respondents support the previous studies’ findings. Moreover, this study is one of

the first studies to specifically focus on the CSR activities of Thai firms in the

petroleum industry in Thailand. Therefore, the direct comparison with previous 

studies in this context is not available.   

 It should be noted that endorsing CSR does not always be beneficial. In 

order to implement CSR successfully, the company must have a well-planned 
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strategy and cooperation from all stakeholders especially the internal stakeholders 

such as employees and shareholders. Since endorsing CSR activities requires capital 

investment and efforts, it may be quite difficult to manage (Aupperle et al., 1985). 

Moreover, CSR activities will not have a direct impact to financial performance and 

benefits may not be quantifiable (McWilliams and Siegel, 2000).

 CSR is not a tool for creating a better corporate image for the public,

a marketing scheme to boost sales, or advertising without actual activities. Instead, 

CSR should be a continuous commitment to integrate the social wellbeing and 

environmental protection. Understanding the effects that personality and CSR

activities have on perceptions of CSR activity can help you develop effective CSR 

management and implementation resulting in company’s competitive advantage, 

effectiveness, and cost reduction.

Future Research

 For future research suggestion, further investigation into the effects consumer’s 

individual personality on CSR activities should be pursued. More suitable measure 

under a variety of cultural context to accurately measure personality and explore its 

relationship with CSR activity should also be explored and studied.

 Moreover, further study on the “Best Green Brands” that deliver the highest 

actual CSR performance as perceived by the society should give more insights 

into effective CSR policy and implementation practice. These will help raise the 

standard of CSR implementation and will benefit companies and their stakeholders. 

In addition, exploring cases of CSR failures can also help researchers to gain a better 

understanding of CSR.
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Appendix A: Result Tables

Table A1: Descriptive Statistic for “Altruism Personality” (Per1)

Descriptive Statistics

Mean Std. Deviation N

CARING 3.80 .815 342

FAMILY 4.15 .907 342

GENEROUS 3.79 .780 342

LOYAL 3.86 .755 342

Table A2: Pearson’s Correlations for “Altruism Personality” (Per1)

Correlations

Table A3: Descriptive Statistics for “Egoism Personality” (Per2)

Descriptive Statistics

Mean Std. Deviation N

STYLISH 3.38 .874 342

TRENDSET 3.20 .881 342

SOPHISTICATED 3.30 .860 342

Table A4: Pearson’s Correlations for “Egoism Personality” (Per2)

Correlations
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Table A5: Descriptive Statistics for “CSR Activities”

Descriptive Statistics

Mean Std. Deviation N

ECONOMIC 3.54 .854 342

LAW 3.63 .896 342

ENVIRONMENT 3.80 .930 342

CUSTOMER 3.83 .892 342

EMPLOYEE 3.65 .903 342

PHILANTROPHY 3.76 .913 342

Table A6: Pearson’s Correlations for “CSR Activities”

Correlations

Table A7: Descriptive Statistics for “Perception on CSR Activities”

Descriptive Statistics

Mean Std. Deviation N

CSR IMPORTANCE 3.75 .885 342

ENVIRONMENT 3.69 .835 342

COMPETITOR FAIR 3.46 .812 342

BUILD CUSTOMER RELATIONSHIP 3.60 .886 342
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Table A8: Pearson’s Correlation for “Perception on CSR Activities”

Correlations

Table A9: Descriptive Statistics for “Corporate Image”

Descriptive Statistics

Mean Std. Deviation N

A. RESPONSIBLE 3.66 .822 342

A. CARING 3.69 .845 342

A. REASONABLE 3.58 .772 342

A. RELIABLE AND CREDIBLE 3.54 .786 342

A. LOYAL 3.47 .813 342

A. RESPECTFUL 3.62 .826 342

A. CONTRIBUTE TO SOCIETY 3.84 .857 342

A. DEDICATE TO SOCIETY 3.76 .853 342

A. SUPPORT SOCIAL WELLBEING 3.73 .865 342

Table A10: Pearson’s Correlations for “Corporate Image”

Correlations
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Table A11: Descriptive Statistics for “Altruism Motive”

Descriptive Statistics

Table A12: Pearson’s Correlations for “Altruism Motive”

Correlations

Table A13: Descriptive Statistics for “Purchase Intention”

Descriptive Statistics

Table A14: Pearson’s Correlations for “Purchase Intention”

Correlations
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Appendix B: Thai Questionnaire

1

2

  

3

4

5

 

6
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Appendix C: English Questionnaire

The questionnaire on personality and perception towards Corporate 

Social Responsibility (CSR) and its effect

Created by master student from Sirindhorn International Institute of Technology, 

Management Technology Department, Thammasat University

(Your given information will be used in research only and will kept confidentially 

without any exposure) 

Demographic

1) Gender:  Male  Female

2) Age:  Below 21 22-34 35-44 45-54 55-64 More than 65

3) Occupation:

 Private Business/Freelance  Government Sector  Unoccupied 

 Corporate Employee  Student 

 

4) Highest Education:

 Elementary School High School/Vocational Educate 

 High Vocational Educate Bachelor Degree 

  Master Degree  Doctoral Degree

5) Do you know the word “Corporate Social Responsibility” (CSR) or not? 

 Yes, I Know  No, I Don’t Know

6) Are you currently working inside any Petroleum company?

Corporate Social Responsibility (CSR) 

is responsible corporate have towards social and environemnt
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 Yes No

Part 1: Personality

7) Please indicate your response by marking in the box that corresponds to your 

 personality
(1 = Definitely Disagree, 2 = Disagree, 3 = Neutral, 4 =Agree, 5 = Definitely Agree)

Personality Traits
Level of Correspond

1 2 3 4 5

Caring   

Family-oriented     

Generous     

Loyal

Stylish

Trendsetter

Sophisticated

Romantic

Spiritual

Youthful

Outgoing

Practical

Religious

Responsible

Intellectual

Leader

Independent

Down-to-earth

Creative

Competitive

Athletic

Ambitious
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Adventurous

Part 2: Perception towards CSR Activities

8) What is your perception on CSR activities from Petroleum Company? Please rate 

 you answer corresponds to your opinion 
(1 = Definitely Disagree, 2 = Disagree, 3 = Neutral, 4 =Agree, 5 = Definitely Agree)

Questions
Level of Correspond

1 2 3 4 5

Do you give an important on how Petroleum Company 

must have CSR activities to show their concerns on social 

and environment

CSR activities organized by Petroleum Company is the act 

of concerns on social and environment   

CSR activities organized by Petroleum Company is the act 

of fairness to competitors     

CSR activities organized by Petroleum Company is the act 

to create long term relationship with consumers     
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If you feel that your interesting is congruence with 

CSR activities cause, you will support the company that 

organized that particular CSR activity

9) In your perspective, what dimensions CSR should be related with 
(1 = Definitely Disagree, 2 = Disagree, 3 = Neutral, 4 =Agree, 5 = Definitely Agree)

Perspectives Level of Correspond

Economic Responsibility 1 2 3 4 5

Create wealth and profit   

Provide valuable products and services to society     

Economic growth and efficiency     

Ensure corporate sustainability     

Legal Responsibility 1 2 3 4 5

Operate within the bounds permitted by law

Environmental Protection and Conservation 1 2 3 4 5

Not act at the expense of environmental deterioration and 

ecological damage

Assume responsibility for solving environmental and 

ecological problems

Environmental protection

Customers 1 2 3 4 5

Product and service quality

Consumer safety in using products

Provide no false ads, make information disclosure

Employees 1 2 3 4 5

Staff health and work safety

Staff skill development and training

Physical and mental health and work satisfaction

Equal development and promotion opportunities

Assurance system and stable income

Social Donation and Charity 1 2 3 4 5

Actively conduct charitable activities
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Actively participate in charitable causes

Pay attention to underprivileged social groups

Support education, culture and arts

10) Please rate your opinion towards CSR activities organized by Petroleum Company
(1 = Definitely Disagree, 2 = Disagree, 3 = Neutral, 4 =Agree, 5 = Definitely Agree)

Opinion toward CSR activities
Level of Correspond

1 2 3 4 5

You will have better perception and attitude toward 

Petroleum company that organize CSR activity relates to 

Economic Responsibility

You will have better perception and attitude toward 

Petroleum company that organize CSR activity relates to 

Legal Responsibility    

You will have better perception and attitude toward 

Petroleum company that organize CSR activity relates to 

Environmental Protection and Conservation     

You will have better perception and attitude toward 

Petroleum company that organize CSR activity relates to 

Customers     

Opinion toward CSR activities
Level of Correspond

1 2 3 4 5
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You will have better perception and attitude toward 

Petroleum company that organize CSR activity relates to 

Employees

You will have better perception and attitude toward 

Petroleum company that organize CSR activity relates to 

Social Donation and Charity

Part 3: Motivations towards CSR Activities and Company Image and Purchase Intentions 

 towards Petroleum Company

11) Scenarios: Company A is Petroleum Company, after you have considered 

 the Company A’s background and found out that Company A has give highest 

 importance in both of CSR and its activity. To promote social welfare, environment, 

 and community support. 

 a. What is your perception towards Company A ?

 b. What do you think of True intentions Company A engaging in CSR 

  activities ?

 c. Do you have any intentions to purchase products or services from company 

  A due to its CSR activities ? 
(1 = Definitely Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Definitely Agree)

Questions Level of Correspond

Corporate Image 1 2 3 4 5

14.1) Company A is a responsible company   

14.2) Company A is a considerate company     

14.3) Company A is a reasonable company     

14.4) Company A is a reliable company and can be trust

14.5) Company A is a royal company 

14.6) Company A is respectful company 

14.7) Company A is creating goodness to society 

14.8) Company A is contributing to social benefit 

14.9) Company A is supporting social welfare 

Motivations of engaging CSR activities 1 2 3 4 5
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14.10) Company A engaging in CSR because they truly

        concern on social welfare and benefits

14.11) Company A CSR activities such as forest

        conservation or building temporary dam is solely 

        to creates environmental conservation only 

14.12) Company A CSR activities is to show the

        responsibility towards society 

14.13) Company A CSR activities is to promote product

        awareness and purchase intentions 

14.14) Company A CSR activities is to make profits

14.15) Company A CSR activities is to promote sales

        revenue

Purchase Intentions 1 2 3 4 5

14.16) You will tendency to purchase product or

        services from Company A   

14.17) After you have perceived the background of

       Company A, you will purchase product or

       service from Company A next time you needed     

14.18) You will definitely switch to Company A product 

        or services     

14.19) You willing to pay more to purchase product or 

        service from Company A     

Any Suggestion and Feedback 

Thank you so much and very appreciate your feedback.




