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Abstract

The study reported the level of awareness and 

support of Bacolod consumers to the Corporate Social 

Responsibility (CSR) practicing enterprises. CSR efforts in 

an industry can inuence society in four main areas 

namely, the environment, community, workplace and the 

marketplace. The descriptive research design was 

employed. The result showed that in the city of Bacolod, 

Philippines, the consumers are highly aware of the idea 

and practices of corporate social responsibility. Thus, the 

consumers show maximum support to CSR practicing 

business through their willingness to pay a higher price for 

their products/services. Though the respondents already 

manifest a high level of awareness, an advocacy program 

will still be relevant to increase their level of awareness 

about corporate social responsibility further.  Aside from 

considering the economic policies and practices, there is 

also a need to focus and explore on other areas where the 

CSR is applicable especially in the areas of the workplace, 

marketplace, community, and environment. 

Keywords: economics and business administration, 

corporate social responsibility, workplace, marketplace, 

environment, community, descriptive design, Philippines
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INTRODUCTION

 

The relation between business and society has 
always been a much-discussed topic. Since the mid-1950s 
scholars have been studying and investigating ideas and 
theories concerning the responsibilities of business in the 
community. To these social responsibilities of business, 
we refer to corporate social responsibility (CSR) (Secchi, 
2007). Besides the plenty of literature on the topic, 
however, there have been formulated strong critiques on 
the concept of CSR (Eupen, 2009).

Concerns about corporate social responsibility 

（CSR) have developed signicantly during the last two 

decades (Campbell, 2005; Ju, 2009). The concept of 

Corporate Social Responsibility is considered as difcult 

or worse, as a concept that has been neglected (Godfrey & 

Hatch, 2007; Nijhof & Jeurissen, 2006; Rowley & Berman, 

2000).The most obvious gap in the existing literature 

relates to the limited number of studies on the link 

between CSR and rm performance from developing 

countries' perspectives (Moore & Spence, 2006). 

In recent years, the concept of CSR has become an 

international phenomenon across all business areas 

(Ghasemi and Nejati, 2013). As Warren (2003) points out, 

the relationship between business and society is a 

complicated phenomenon (Eeva, 2012). In the literature, 

researchers found numerous reasons for this 

phenomenon. A rst reason is the continuing addition of 

current concepts caused confusion and overlay, without 

developing the accuracy of the notion itself (Godfrey & 

Hatch, 2007; Kakabadse, Kakabadse & Rozuel, 2007; 

Rowley & Berman, 2000). It is interesting to observe that 

none of the denitions denes the social responsibility of 
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business, as so famously discussed by Milton Friedman 

(1970), but rather describe CSR as a phenomenon. This 

might be the cause of the denitional confusion: it is not so 

much a confusion of how CSR is dened, as it is about 

what constitutes the social responsibility of business 

(Dahlsrud, 2008).

A second reason is the industry and context 

specicity of Corporate Social Responsibility approaches, 

which makes the operationalization of the concept 

somewhat complex (Rowley & Berman, 2000). The 

malleability of the CSR concept makes it challenging to 

operationalize a denition that explains when a company 

is or is not socially, ethically, or politically responsible or 

acting by conicting and confusing norms of society 

(Devinney, 2009).

Thirdly, many scholars critiqued this 'rational' 

approach of CSR, which leads to the general CSR rankings 

for example (Nijhof & Jeurissen, 2006). That this approach 

of CSR doesn't always work, was proved by business cases 

like Enron and Ahold, which were both considered as best 

practices because of high CSR ranking (Nijhof & 

Jeurissen, 2006). A too linear approach to the concept of 

CSR may stop up in handful categorization, but it gives us 

no insights into the underlying reality of how people make 

sense of CSR within the organization. It seems we have to 

take this uniqueness of CSR strategies more into account 

(Basu & Palazzo, 2008; Rowley & Berman, 2000; Smith, 

2003). Smith (2003) also emphasizes the importance of 

this uniqueness: “Clearly, a rm's social responsibility 

strategy, if genuinely and carefully conceived, should be 

unique, despite the similarity of the increasing number of 

corporate reports on CSR. As well as a t with industry 

features, it should display the individual company' s 

Development Education Journal of 
Multidisciplinary Research

46



mission and values and therefore be different from the 

CSR strategy of even its closest competitors”.

Over the years, the concept of corporate social 

responsibility (CSR) has continued to grow in importance 

and signicance (Othman & Othman, 2014).  The idea that 

business enterprises have some responsibilities to society 

beyond that of making prots for the shareholders has 

been around for centuries (Othman & Othman, 2014). 

Thus, corporate social responsibility is a commitment to 

improving community well-being through discretionary 

business practices and contributions of corporate 

resources (Gupta, 2014). CSR has become a vital part of 

the strategies of companies around the globe to promote 

sustainable development (Welford & Frost, 2006; Naem & 

Welford, 2009; Hameed, 2010). CSR shows new 

millennium challenges for the corporate world (Hameed, 

2010). The challenge for corporate social responsibility 

(CSR) in developing countries is outlined by a vision that 

was derived in 2000 into the Millennium Development 

Goals—'a world with limited poverty, hunger and disease, 

numerous survival prospects for mothers and their 

infants, better educated children, equal opportunities for 

women, and a healthier environment' (UN, 2006; Visser, 

2009).

However, the issue of corporate social responsibility 

(CSR) has been debated since the 1950s (Ismail, 2009). 

Latest analyses by Secchi (2007) and Lee (2008) reported 

that the denition of CSR has been changing in meaning 

and practice. The critique of the theories supports the 

knowledge of CSR that goes beyond its traditional 

meanings; therefore, CSR requires a multidisciplinary 

method in its viewpoint and practice. Since the recent 

meaning of CSR is complex, comprehending the theories 

M. Joson, I Haguisan III
E. Joson, R. Braza

Level of Awareness and Support of 
Bacolod Consumers to the CSR 
Practicing Enterprise

47



allows experts to have a better understanding about 

corporation-society connections, in which theories and 

applications of CSR are determined by various economic 

and non-economic as well as internal and external drives 

(Ismail, 2009). 

In the Philippines, Francisco Roman (2007) cited 

the framework of Gisela Velasco in evaluating the 

evolution of CSR networks. The development of CSR 

networks starts with the decade of donations when 

companies primarily provided nancial assistance to 

NGOs and charitable institutions. The second phase is the 

decade of organizations when corporations partnered with 

intermediaries or established their foundation to 

undertake CSR. The third phase is the decade of 

citizenship when companies “incorporated end-users in 

the design and implementation of the CSR programs.” The 

fourth phase was the decade of continuous improvement 

when corporations internalized CSR programs in policy 

formulation. The current phase is the decade of 

engagement where corporations' CSR programs address 

the concerns of society in general. Although CSR is at 

varying levels of development in various Asian countries, 

CSR has followed a similar evolution in (Herrera, Roman, 

Alarilla, Jesus, & Uy, 2011). Also, the PBSP surveyed the 

existing CSR activities of corporations in the Philippines.  

The dominant practice was cash donations followed by in-

kind giving, sponsorship of causes, employee giving, 

employee volunteering and fundraising from other sources 

outside of the company to add to their CSR activities 

(Harrison-Broninski, K., 2005).  CSR in the Philippines 

faces some challenging realities for a while it is clear that 

CSR activities have positive effects, achieving the ultimate 

goal of “making life good, not for a few but everyone” 

(Santos, 2004). This may take several years, possibly 
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decades. A solid national CSR agenda is therefore called 

for to optimize the efforts and collaborations of all (Asia 

Pacic Economic Cooperation, 2005).

On the other hand, consumer CSR awareness plays 

a vital role in reactions to the company (Bhattacharya & 

Sen, 2004). The ability of CSR to produce positive 

consumer attitudes has been extensively investigated, 

particularly using an experimental approach in which 

consumer awareness represents the independent variable 

that is experimentally manipulated (Auger & Devinney, 

2003; Brown & Dacin, 1997; Sen & Bhattacharya, 2001). 

Consequently, CSR awareness has played a major role in 

previous research into CSR beliefs (Sen et al. 2006). 

However, CSR awareness may not lead to favorable CSR 

beliefs because consumers' perceptions of the underlying 

motivations for company actions may drive their 

evaluations of that company and its beliefs. Ellen, Pam 

Scholder, Webb, & Mohr, Lois (2006) argue that 

consumers can attribute such a business with being 

motivated by both extrinsic and intrinsic motives. These 

two types of motivation can be considered of as extremes 

on a continuum where consumers locate the general 

balance of company motives in their CSR involvement.

A core focus of corporate sustainability is 

stakeholder relations, of which corporate social 

responsibility (CSR) can be one facet (Porter & Kramer, 

2006; Soares, Marquis, & Lee, 2011). A company 

committed to CSR acts as a good corporate citizen, 

expanding the denition of success beyond prot 

maximization to also consider the organization's impact, 

both positive and negative, on the world (Mullerat, 2007; 

Soares et al., 2011). Globally, CSR activities can span four 

areas: the workplace, the marketplace, the community, 
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and the environment (Grosser, 2009; Soares et al., 2011). 

Leading companies go beyond compliance, approaching 

CSR proactively, taking voluntary actions in advance of 

stakeholder pressure (Grosser, 2010; Soares et al., 2011). 

Furthermore, Baker (2001) stated that CSR efforts in an 

organization could impact society in four main areas 

namely, the environment, community, workplace and the 

marketplace. Also, Raman, Lim, & Nair (2012), assert that 

concerning business quality, a rm (operated by prots) 

requires marking its impact on the marketplace, 

workplace, environment, and on the community. Besides 

the transparency and corruption issues related to 

scandals, scholars investigated the relationship of CSR to 

various social, environmental, economic and legal issues, 

rising from the expectations of various stakeholder groups 

(Carroll, 1979, 1991; Chen and Wang, 2011).

The researchers are passionate about CSR because 

they rmly believe that if well understood and practiced by 

more businesses, it can benet all its stakeholders.  It can 

promote policies and practices for the well-being of the 

employees, on meeting the needs of customers, in building 

a relationship with the members of the immediate 

community and more importantly, challenging companies 

to create initiatives for the preservation and conservation 

of the environment. Thus, many studies were reviewed, 

and it was reviewed that several benets abound to 

organizations that practice corporate social responsibility; 

several advantages were identied; these among others 

include: enhanced brand and reputation, reduction in 

operation costs, attracting new customers, balances 

power with responsibility, discourages government 

regulation, improves a company's public image, promotes 

long run prot, improved relations with the investment 

community and better access to capital, enhanced 
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employee relations, productivity and innovation and 

stronger relations within communities through 

stakeholder engagement (Asemah, Okpanachi, & Edegoh, 

2013).

 However, before business enterprises can be 

motivated to implement or enhance their CSR practices, 

they should rst be provided with data as to how aware 

consumers are about CSR and whether or not they are 

willing to pay higher prices for the products of CSR 

practicing businesses.  Hence, this study was being 

undertaken. 

Objectives of the Study

To encourage more businesses to practice CSR, 
they have to determine the level of awareness of Bacolod 
consumers and the support they are willing to give to CSR 
practicing enterprises.  In particular, the researchers aim 
to answer these problems: 

     1. To determine if Bacolod consumers are aware of the 
concept of corporate social responsibility.

2. To determine if Bacolod consumers are aware of the 
CSR practices.

3. To discover the level of awareness of Bacolod 
consumers on corporate social responsibility when 
grouped according to age, sex, educational 
attainment and the village where they belong and 
when taken as a whole.

4. To nd out the criteria of Bacolod consumers use 
when patronizing products.

5. To ascertain if Bacolod consumers are willing to pay 
more for products and services provided by CSR 
practicing business enterprises.

M. Joson, I Haguisan III
E. Joson, R. Braza

Level of Awareness and Support of 
Bacolod Consumers to the CSR 
Practicing Enterprise

51



FRAMEWORK

Corporate Social Responsibility comprises a wide 
range of practices as stated in CSR Framework by Bursa 
Malaysia (2006). It discusses the responsibility of 
corporation towards the marketplace, respect for the 
environment and community and also responsibility 
towards workplace issues (Yusri & Amran, 2012). 

Besides theoretical developments on CSR, it has 
been an essential agenda for governmental and 
international commissions such as European Union, 
World Business Council for Sustainable, and World Bank. 
One of the commonly accepted denitions of CSR was put 
forward by European Commission as: “a concept whereby 
organizations combine social and environmental concerns 
in their business operations and their interactions among 
their stakeholders based on voluntarism” (Commission of 
the European Communities, 2010a). Also, many business 
and non-governmental organizations have produced 
frameworks, assessment systems to manage and measure 
corporate social responsibility (Business in the 
Community, 2010; AccountAbility, 2008; Global 
Reporting Institute, 2006; Commission of the European 
Communities, 2010b; International Organization for 
Standardization, 2010). For instance, BITC CR Index has 
been published by Business in the Community (nonprot 
organization) as a voluntary benchmark system, which 
guides organizations while managing their corporate 
responsibilities in a well-organized way. The index denes 
four management areas such as the marketplace, 
workplace, environment, and community (Business in the 
Community, 2010). Marketplace activities refer to the 
business relations such as stakeholder management, 
supply chain activit ies,  transparent business 
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transactions. Workplace activities are mostly related to 
employee related issues like continuous improvement, 
equal opportunities, work-life balance, health & safety.  
Environmental activities mean responsible concerning 
climate change, carbon footprint, pollution, waste 
management, energy efciency, etc. Social projects refer to 
the philanthropic contributions, voluntary actions, 
supporting local people and economy and community 
investments (Duman & Mcdermott, 2014).

Moreover, the focus of the CSR practices are mainly 
in four areas namely; community, environment, 
marketplace, and workplace with no order of priority since 
Bursa Malaysia acknowledged the diversity of those listed 
companies. Nevertheless, these guidelines are exible and 
require minimum disclosure in their report (Yusri, & 
Amran, 2012).

Holme and Watts (2000) regard CSR as a 
commitment of business to contribute to sustainable 
economic development, working with employees, their 
families, the local community and society at large to 
improve their quality of life. Meanwhile, Joyner, Payne, 
and Raiborn (2002) noted that CSR is divisions of 
economic, legal, ethical and discretionary exercises of a 
business entity as adapted to the values and expectations 
of society. They also added that CSR is the fundamental 
expectations of the company concerning initiatives that 
take the kind of protection to public health, public safety, 
and the environment. In this notion, they explained that 
values and ethics inuence the extent of a corporation's 
perceived social responsibility that is affected by societal 
activities, norms. CSR typically claries on how companies 
manage the business processes to produce an overall 
positive impact on society. The business process included 
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marketplace (comprising shareholders, customers, and 
nancial analysts); workplace (involving unions and 
employees); community (local communities); and 
environment (comprising government and non-
governmental organizations (NGOs) (Baker, 2004).

 Crane, Matten, and Spence (2008) refer to four 
distinct, yet interrelated, CSR practices, namely, 
workplace, marketplace, environment, and community.

  

Workplace practices referring to the kinds and 
quality of products that a company produces, how and 
from where the resources for these products were 
procured and the impact of these products regarding 
health and safety on consumers and society. Markets 
include consumer markets, nancial markets, and 
business-to-business markets (Crane, Matten & Spence, 
2008; GTZ, 2009). A workplace also refers to the internal 
functioning of companies concerning workforce issues 
such as working conditions, health and safety, equal 
opportunity, remuneration and benets, off-shoring and 
HIV/AIDS (Smit, 2013). It is also a variety of issues which 
employees and employers face while at work, this includes 
labor relations, personal and professional conict issues, 
health and safety, discrimination and harassment (Fox 
and Stallworth, 2009). Moreover, Stallworth and dan 
Kleiner (1996) afrms that a well- design workplaces 
enhance the dissemination of information and networking 
regardless of job boundaries by allowing free 
communication among departmental areas.

  

Marketplace practices referring to the internal 
functioning of companies concerning workforce issues 
such as working conditions, health and safety, equal 
opportunity, remuneration and benets, off-shoring and 
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HIV/AIDS. (Crane, Matten & Spence, 2008; GTZ, 2009). 
Marketplace also involves the kinds and quality of 
products that a company produces, how and from where 
the resources for these products were procured and the 
impact of these products regarding health and safety on 
consumers and society. Markets include consumer 
markets, nancial markets and business-to-business 
markets (Smit, 2013). Likewise, marketplace shows how 
companies and business conduct into practice and 
operation (Faisal, 2010). 

The environment area includes the prevention of 
pollution, waste management, energy conservation and 
recycling, and also deals with corporate strategies towards 
climate change, biodiversity and resource security (Smit, 
2013). Furthermore, the environment area is understood 
as the compatibility of the social activity of the company 
and the preservation of biodiversity and ecosystems. It 
includes an analysis of the impacts of social development 
of enterprises and their products regarding ow, 
consumption of difcult resources or slowly renewable 
resources, as regarding waste and emissions generation 
(DESUR, 2009). Environmental CSR initiatives can affect 
the levels of corporate structure like environmental 
disclosure, environmental policy, environmental impact 
and environmental performance (Clarkson, 1995). 

On the other hand, the community includes the 
donations to good causes, e.g., community groups, 
educational initiatives, sporting associations, youth 
groups, health programmes and the arts, as well as 
involvement in local development initiatives. This kind of 
corporate giving is frequently linked to marketing and 
branding (Smit, 2013). Community activities include 
charitable donations or sponsorships in which 
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organization promotes economic development like efforts 
made to improve local infrastructure, community 
engagement and development, social welfare, security, 
community healthcare and education (Rotolo and Wilson, 
2006). In connection, shared value is formed when 
corporate policies and operating applications intensify the 
competitiveness of a rm while concurrently advancing 
social and economic conditions in the communities where 
it works (Porter and Kramer, 2006). 

�
Hence it is necessary to note that these four 

practices such as community, environment, marketplace, 
and workplace are associated with one another. For 
example, the people that a company employ might, at the 
same time, be coming from the community in which the 
company has its operations and the environmental 
conditions under which they either live / work might have 
an impact on their health or productivity (Smit, 2013). 
Figure 1 shows the framework advanced in this study.
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METHODOLOGY

The descriptive type of research was employed. 

Respondents were consumers from the top 10 villages in 

Bacolod City based on the 2007 census (but released only 

in January 2010). Sampling technique utilized was the 

stratied random sampling using proportionate 

allocation.  Content validity ratio and Cronbach's Alpha 

were used to establish the validity and reliability, 

respectively, of the survey questionnaire developed for the 

study. Data collection was done in the identied villages in 

the city.  The data collected were statistically analyzed 

using the frequency, mean and standard deviation.

RESULTS AND DISCUSSION

On the Awareness of Bacolod Consumers with the 

concept of Corporate Social Responsibility

 

Of the 399 respondents, 272 respondents or 68% 

are aware of the concept of CSR, and only 127 or 32% are 

not aware of the CSR concept in the city of Bacolod. It has 

been stated that consumer awareness of CSR is an 

exogenous construct susceptible to the political traditions, 

cultural, and economic development in a society, and 

likely varies from country to country (Singh et al., 2008). 

Moreover, consumer awareness of CSR describes whether 

consumers are aware of CSR activities (Pomering, and 

Dolnicar, 2009). Consumer awareness of CSR activities is 

dened as the understanding of a corporation's CSR 

activities by consumers, which includes consumers' 

ability to determine if a company is conducting CSR 

initiatives (Öberseder et al., 2013). Consumers will make 

purchase decisions based on their rational analysis of the 

corporation and product (Hill et al., 1997). If consumers 
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have a positive perception of CSR activities, their 

evaluation of the image of the company will improve. 

However, evidence shows that consumers have a low level 

of awareness about CSR initiatives (Pomering and 

Dolnicar, 2009).  In this study, awareness is measured as 

a four-item construct, based on the denition given by 

Poemring and Dolnicar (2009), Salmones, Herrero, Bosque 

(2005), and Perez and Rodriguez del Bosque (2013).On the 

other hand, society is more afuent, and because of 

increasing level of awareness, the consumer is getting 

more attentive towards corporate actions, which 

eventually inuence their buying decision behavior.

However, Society is more afuent, and because of 

increasing level of awareness, the consumer is getting 

more attentive towards corporate actions, which 

eventually inuence their buying decision behavior 

(Bowen, 2013). McWilliams et al. (2006) points that a 

growing number of organizations and corporate leaders 

are aware of the importance of CSR practice due to the 

pressure from various stakeholders, such as employees, 

suppliers, community groups, non-governmental 

organizations, and government. Schuler and Cording 

(2006), the lack of consumers' awareness about CSR 

initiatives is a primary limiting factor in their capacity to 

answer to these initiatives. Likewise, McWilliams et al. 

(2001) debated that potential consumers must be fully 

aware of Corporate Social Responsibility components for 

CSR differentiation to be understood. 

The more the consumers are aware of the CSR, the 

better they understand and comprehend about CSR 

activities (Lee and Shin, 2010). Hence, those consumers 

with a higher level of awareness or concern of CSR may 

show positive attitudes to the sponsoring business and its 
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products, and a higher level of purchase intention (Lee and 

Shin, 2010). Also, Henri Servaes & Tamayo (2013) points 

that an interaction between advertising intensity and CSR 

activities is consistent with theoretical work suggesting 

that without awareness customers are unable to reward  

CSR involvement (Sen and Bhattacharya, 2001; 

McWilliams and Siegel, 2001).  Also, it is consistent with 

the view that CSR efforts have to be aligned with the rm's 

prior reputation to create value, as articulated by Schuler 

and Cording (2006). Thus, the lack of awareness may limit 

consumer sensitivity to CSR and explain why CSR might 

not be recognized when appraising a corporation and its 

products (Maignan, 2001). In contrast, the higher the 

awareness of CSR, the better consumers understand CSR 

activities (Lee and Shin, 2010). Van de Ven, Polley, & 

Garud (2008) likewise stressed that lack of awareness of 

company's CSR practices does not allow a business to 

enjoy any benets. Businesses have to inform consumers 

correctly about their CSR initiatives only then they will 

receive the benets of their investments in CSR. Changing 

attitudes of customers have driven marketers to nd new 

ways to  make market ing re levant to  society , 

dialogue–seeking, responsive and involving (Ptacek and 

Salazar, 1997). Consumers are demanding more for their 

money. Furthermore, association with a non–prot 

organization can generate positive media coverage, build a 

reputation of compassion and care for a company, 

enhance its integrity, enhance employees' motivation and 

productivity, and consumers' preferences (Duncan and 

Moriarty, 1997).

Based on the total number of respondents, 62% of 

the Bacolod consumers are familiar with the practices 

associated with corporate social responsibility while only 

152 or 38% are not familiar with the CSR practices. The 
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familiarity or the degree of general user knowledge of a 

company resulting from their experiences with that rm 

and their loyalty may lead to conditioning the perception of 

corporate behavior. Customers‟ experience could allow 

them to develop strong beliefs and a more elaborate 

cognitive structure which implies possible reference 

schemes to make different appraisals, as compared to the 

customers at a lower awareness level (Maneet & Sudhir, 

2011). Hence, familiarity with CSR practices of a 

corporation had a signicant effect on the corporate 

identity, which in turn affected purchase intention (Prabu 

David, 2009). Also, good management can be a form of 

internal CSR.  Examples of these are (but not limited to) 

complying with legal obligations, adhering to certain codes 

of conduct especially those practiced by the business 

community,  providing an enabling working environment 

and environmental housekeeping (Bobadilla, 2005).

 Businesses fail to effectively communicate their 

CSR actions thereby, producing a weak consumer 

response. Pomering and Dolnicar (2009) discussed that 

companies should feel responsible for the low CSR 

awareness among consumers. This challenges rms to 

create consciousness linkages among CSR ventures and 

corporate image (Kline & Dai, 2005). Nevertheless, 

consumers are in fact interested in discovering more about 

rms' CSR programs and seem to express support for rms 

that pursue CSR initiatives. It is then necessary to educate 

consumers to make them contextualize CSR programs 

minimizing difculties in attaining and storing CSR 

related information. When consumers are less familiar 

with certain social issues related to these programs, it is 

even more important to assume the role of an educator on 

social issues to produce the desired effects on consumers 

(Auger et al., 2003). 
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Figure 2. Bacolod Consumers Awareness with the 
Concept of Corporate Social Responsibility.

Figure 3. To Determine if Bacolod Consumers are Aware with the
Corporate Social Responsibility Practices.

272
68%

127
32% 

Aware on the  concept of CSR Not aware on the concept of CSR

On the Awareness of Bacolod Consumers with the 

Corporate Social Responsibility Practices 

 

As to the level of awareness of Bacolod consumers on the 

concept of corporate social responsibility when grouped 

according to age, sex, educational attainment, the villages 

where they belong and when taken as a whole, both the 

younger and the older groups signied a high level of 

awareness. Both the younger and the older groups and the 

male and female respondents considered the economic 

policies/practices as a CSR area where they are most 

aware of.  These policies and practices come in the form of 

using customer satisfaction as an indicator of business 

performance and continuously improving the quality of 

their products and services. 
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On the level of Awareness of Bacolod Consumers on 

CSR when grouped according to Age, Sex, Educational 

Attainment and the villages where they belong when 

taken as a whole

The younger and older groups were least aware of 

the marketplace policies and practices. These policies and 

practices ensure honesty and quality in all its contracts, 

dealings, labeling and advertising, having a procedure in 

place to ensure effective feedback, consultation and 

dialogue with customers, suppliers and other 

stakeholders, and lastly having a procedure in place to 

respond to every customer complaint. Young consumers 

would like to be informed about retailers' actions. This 

knowledge could enhance their purchase intentions 

toward CSR related products and strengthen their 

relationship with retailers. 

 In this investigation, the researchers examined the 

impact of CSR on consumers in a retailing context. So far, 

there is a little knowledge about consumers' perceptions of 

CSR, and especially about general consumer awareness of 

CSR actions (Maignan, 2001; Pomering & Dolnicar, 2008). 

Consumers' awareness is essential because it 

preconditions their ability to reward or punish rms 

(David, Kline & Dai, 2005). CSR awareness among 

consumers would also depend on retailers' efforts to 

communicate their CSR actions (Pomering & Dolnicar, 

2009). Also, older consumers have a stronger sense of 

moral responsibility in their purchase behavior (Carrigan, 

Szmigin, & Wright, 2004).
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Both the male and the female respondents showed a 

high level of awareness. When based according to sex, both 

male and female respondents considered the 

environmental policies and practices as an area where 

they are least aware of.  These policies/practices are 

providing clear and accurate environmental information of 

its products, services, and activities to customers, 

suppliers, and other stakeholders, considering potential 

environmental impacts when developing new products 

and services and trying to reduce their waste and has a 

good environmental program. Taken holistically though, 

the mean of means show that the respondents, regardless 

of age and sex have a high level of awareness in the 

different CSR areas, with the younger group and the 

female respondents showing a higher level of awareness 

compared to their older group and male counterparts.  The 

studies indicate that a high consumers' awareness can 

lead to positive attitudes and stronger behavioral 

intentions toward buying from socially responsible 

companies (Mandmets, 2011). 
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Figure 4. Level of Awareness of Bacolod Consumers in the
Different CSR Areas, Based on Age



Women place higher importance on CSR when making 

consumption decisions than men. However, this does not 

mean that they undervalue price and quality (Mandmets, 

2011). Women and people with higher education and 

higher-income are more supportive of corporate CSR 

practices (Youn and Kim, 2008). 

On the level of awareness based on educational 

attainment depends on their educational status it shows 

that the higher the educational status, the higher is the 

level of awareness. Except for the doctoral degree 

respondents who showed low mean scores, the mean score 

of the consumers who are master's degree holders is 

higher than that of a college graduate; the mean score of a 

college graduate is higher than that of respondents who 

graduated from a 2-year vocational/technical course.  The 

mean score of the latter is higher than that of high school 

graduates.  Based on educational status, the data shows 

that all 399 respondents have a high level of awareness of 

the concept of CSR. The results of this study were related 
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Figure 5. Level of Awareness of Bacolod Consumers in the
Different CSR Areas, Based on Sex



to the study of Mandmets (2011), wherein university was 

named the main source of CSR-related information.  This 

emphasizes the importance of educational institutions in 

raising awareness on the concept and practices of CSR.

The respondents are indeed aware of the 

importance of business enterprises having sound 

economic policies and practices as the only way they can 

sustain their business.   In the study of Ramasamy and 

Yeung (2009) on the “Chinese Consumers' Perception of 

CSR,” results revealed that economic responsibilities are 

the most important while philanthropic responsibilities 

are of least importance.  The nature of these differences is 

important for rms intending to use corporate social 

responsibility for strategic purposes. The CSR area of the 

workplace is likewise given importance by the 

respondents.  When a company has CSR initiatives, 

employees are more proud of and committed to the 

organization. This is because their identities are partly tied 

to the companies that they work for.  A respondent was 

quoted saying “said, “If my company is saving the world, I 

am too, so my association with the company reects 

positively on me and makes me feel good about the work I 

do for the company” (Rimando, 2012). 

Jointly benecial relationship with the host 

community is a major measurement of CSR success. A 

hefty 70% of the respondents said community acceptance 

is their main goal. Another 22% considered “unhampered 

operations” important. These usually refer to companies 

that have operations in poor communities, most of them in 

far-ung areas (Rimando, 2012). 

The 399 respondents of this study unanimously 

considered economic policies and practices as the CSR 
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activity they are most aware of while the respondents 

considered environment policies and practices as a CSR 

activity they are least aware of. This result is similar with 

the view of Kardashian (2013) whose study showed that 

environmental efforts are receiving negative views from the 

consumer as the respondent consumer believes that 

environmental focus will affect retailer service to the 

customer. Also, consumer demographic variables (gender, 

age, income, and education) affect consumer CSR 

response. Consumers with different demographic 

variables have different responses to CSR behavior of 

multinational companies. Demographic factors are the 

fundamental pillar of marketing segmentation, making 

their study essentially important to better understand 

consumer response (Perez et al., 2013).

Based on the village where they belong, when taken 

all together, they signify a high level of awareness.   The 

top three villages are villages 6 (Estefania), 7 (Banago), 8 

(Bata) and 3 (Mansilingan) while the three villages with the 

least mean scores are vi l lages 4 (Tangun),  9 
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Figure 6. Level of Awareness of Bacolod Consumers in the
Different CSR Areas, Based on Educational Attainment



(Handumanan) and 2 (Villamonte). As previously stated, 

earlier studies argue that there is a cultural dimension on 

how CSR is appraised (Maignan, 2001; Ramasamy & 

Yeung, 2009; Freeman & Hasnaoui, 2011). For these 

authors comparing young consumers across countries is 

appropriate to identify and categorize similarities and 

differences in their conceptions and perceptions of 

corporate social responsibility activities. 

 

When taken as a whole, Bacolod consumers show a 

high level of awareness of the concept of corporate social 

responsibility. Thus, consumers with a higher level of 

awareness or concern of CSR are more likely to show 

positive attitudes to the sponsoring rm and its products, 

and a higher level of purchase intention (Lee and Shin, 

2010).

On the Criteria of Bacolod Consumers Use When 

Patronizing Products

The top 3 criteria being considered by the 

respondents in their purchasing decisions are Quality, 

Brand, and Price This result is consistent with the 

research of Gigauri (2012) in the case of Georgian 

consumers.  Her respondents choose products mainly by 

their quality and price.  Though they are increasingly 

interested in the company's CSR, this is not always 

considered when purchasing products. Another study 

with the similar result is that of Arli and Lesmono (2010) 

whose ndings state that in developing countries 

consumers choose products by its price and quality. In 

their study, the most critical factor considered by 

Indonesian consumers is price while their study in Tbilisi 

demonstrated that product quality is the primary 

determinant of consumers' purchasing decision.  The 
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research ndings suggest, that for consumers, the most 

important factors when buying products is quality and 

then price, compared to other factors. Thus, the data in 

this research, together with that of other similar studies 

(Giguari, 2012; Arli and Lesmono, 2010) showed that 

respondents pay less attention to the social responsibility 

of the company when buying products. CSR is not a key 

criterion for purchasing products. However, in cases 

wherein there is no difference in quality and price, then 

consumers choose products from companies that are 

engaging in CSR activities. Thus, the study result suggests 

that CSR can be a good strategy for companies operating in 

a competitive environment. In another study by Veersalu 

(2011), employee friendliness is the most important aspect 

of consumer purchasing decision. In general, like the 

studies above, her respondents, do not primarily consider 

the companies' social responsibility when buying its 

products or services. However, most of the Estonian 

respondents would rather pay more for a product or 

service by a socially responsible company than for a 

cheaper product or service from not so responsible 

company.

On Bacolod Consumers' Willingness to Spend More for 

Products and Services Provided by CSR Practicing 

Business Enterprises

 Customers are still willing to spend more for 

products and services provided by companies 

implementing corporate social responsibility. In several 

studies encountered by the researcher, this question on 

the willingness of consumers to pay more for products or 

services by CSR practicing businesses is always present.  

In most cases, there is an overwhelming willingness from 

consumers to support socially responsible companies by 
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patronizing their products. Thus, even if it means paying a 

premium price for its products and services  (Ferreira, 

2005, Garcia, 2009,  Arli and Lesmono, 2010,  Veersalu, 

2011, Giguari, 2012,  and  Balanchandran and Malani, 

2013).
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CONCLUSION

The researchers concluded that Bacolod 

consumers are aware of the concept and practices of 

corporate social responsibility. However, based on the 

different CSR areas, the consumers have the highest 

awareness of the economic policies or practices of 

business enterprises while the respondents have the least 

awareness on the companies' environment policies and 

practices. It shows that young and the female respondents 

manifest a high level of awareness compared to the older 

group and male counterparts. Moreover, educational 

institutions play a crucial role as a source of information 

about corporate social responsibility.  The higher the 

consumers' educational status, the higher his/her level of 

awareness on what CSR is all about.  When consumers 

were categorized based on their villages, it shows a high 

level of awareness.  But different villages show different 

mean scores when their responses were grouped 

according to the different CSR areas.
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Figure 7. Willingness of Bacolod Consumers to Pay Higher
for Products of CSR Practicing Businesses



Corporate social responsibility is not a priority 

factor as criteria used by consumers in their purchasing 

decision.  However, if quality and price are the same, 

consumers would patronize companies who are CSR 

practicing.  In fact, consumers in Bacolod city show great 

support to CSR practicing business through their 

willingness to pay a higher price for their products and 

services.

AccountAbility (2008). AA1000 AccountAbility Principles 
Standard 2008,http://www.accountability.org/ 
images/content/0/7/074/AA1000APS%202008.
pdf. (January 15, 2010)

Aile, Sanrda and Bausys, Z. (2013). Corporate Social 
Responsibility and Financial Performance: The 
Example of Estonia, Latvia and Lithuania. 
Retrieved from le:///C:/Users/DELL/Desktop/ 
Miss Ditas/Framework Final 7.pdf

Arli, D. I. and Lasmono, H. K. (2010), "Consumers' 
Perception of Corporate Social Responsibility in a 
Developing Country", International Journal of 
Consumer Studies, 34, 46-51.

Auger, P & Devinney, TM (2003). 'Do what consumers say 
matter? The misalignment of preferences with 
unconstrained ethical intentions', Journal of 
Business Ethics, vol. 76, no. 4, pp. 361-83.

Baker, J. (2001). Remarks of Jim Baker, International 
Confederation of Free Trade Unions, to 
Organisation for Economic Co-operation and 
Development. Paper presented at the Conference 
on Corporate Social Responsibilties, Paris, 
France. 19 June

Literature Cited

Development Education Journal of 
Multidisciplinary Research

70



Baker, M. (2004). Denitions of corporate social 
responsibility - What is CSR?. The World Business 
Council for Sustainable Development (WBCSD).

Balachandran, Dr. V., Malani, K. Hema (2013) An Analysis 
of Con sumers' Perceptions of Corporate Social 
Responsibility with Special Reference to 
Karaikudi, Internatinal Journal of Management 
and social Sciences Research, Volume 2, No. 1, 
January 2013.

Bhattacharya, C.B. and S. Sen, (2004). Doing better at 
doing good: When, why, and how consumers 
respond to corporate social initiatives, California 
Management Review 47, 9-24.

Bobadilla, Cherry, (2005). Corporate citizenship: How 
companies can do good while doing well.Business 
WorldSpecial Feature. 14 February.

Bowen, H. R. (2013). Social responsibilities of the 
businessman. University of Iowa Press.

Brown, TJ & Dacin, PA (1997). 'The company and the 
product: Corporate associations and consumer 
product responses', Journal of Marketing, vol. 61, 
no. 1, pp. 68- 84.

Bursa Malaysia (2006). CSR Framework for Public Listed 
C o m p a n i e s ” ,  a v a i l a b l e  a t 
http://www.bursamalaysia.com. (Accessed 
February 26, 2009).

Business in the Community. (2010). “The CR Index 
Framework”<http://www.bitc.org.uk/cr_index/a
bout_the_cr_index/the_framework.html> (March 
5, 2010).

M. Joson, I Haguisan III
E. Joson, R. Braza

Level of Awareness and Support of 
Bacolod Consumers to the CSR 
Practicing Enterprise

71



Carrigan, M., &Attalia, A., (2001).The myth of the Ethical 
C o n s u m e r . J o u r n a l  o f  C o n s u m e r 
Marketing.RSource: http://www.scribd.com 
/doc/63439696/The-myth-of-the-Ethical-
Consumer-do-Ethics-Matter-in-Purchasing-
Behavior.Retrieved August 7, 2013.

Carrigan, M., I. Szmigin and J. Wright. (2004). Shopping 
for a Better World? An Interpretive Study of the 
Potential for Ethical Consumption Within the Older 
Market', The Journal of Consumer Marketing 21(6), 
pp.401– 417.

Clarkson, M. E. (1995). A stakeholder framework for 
analyzing and evaluating corporate social 
performance. Academy of management review, 
20(1), 92-117.

Commission of the European Communities. (2010a). “A 
G u i d e  t o  C o m m u n i c a t e  A b o u t 
CSR.”<http://ec.europa.eu/enterprise/policies/s
ustainablebusiness/les/csrsme/communication
_guide_ en.pdf> (March 25, 2011).

Crane, A., Matten, D. & Spence, L.J. 2008. Corporate 
Social Responsibility: Readings and Cases in a 
Global Context. London: Routledge GIZ.

David, P., Kline, S., & Dai, Y. (2005). Corporate social 
responsibility practices, corporate identity, and 
purchase intention: A dual-process model. Journal 
of Public Relations Research, 17(3), 291-313.

DESUR. (2009). Corporate Social Responsibility  : Good 
Practices & Recommendation.

Du, S., C.B. Bhattacharya, and S. Sen, (2010). Maximizing 
business returns to Corporate Social Responsibility 
(CSR): The role of CSR communication, International 
Journal of Management Reviews 12, 8-19.

Development Education Journal of 
Multidisciplinary Research

72



Duman, D. U., & Mcdermott, P. (2014). The Relationship 
between Corporate Social Responsibility and 
Company Competitiveness from the Perspective of 
Construction Industry, (May), 1–14.

Duncan, T. & Moriarty, S. (1997) Driving Brand Value: 
Using Integrated Marketing to Manage Protable 
S takeho lder  Re la t i onsh ips .  New York : 
McGraw–Hill.

Ellen, PS, Mohr, LA & Webb, DJ 2006 'Building corporate 
associations: Consumer attributions for corporate 
socially responsible programs', Journal of the 
Academy of Marketing Science., vol. 34, no. 2, pp. 
147-57.

Eupen, Sophie Van. 2009. “Research Proposal  : A 
Sensemaking Approach of Corporate Social 
Responsibility.” Research Proposal.

Faisal, M. N. (2010). Analysing the barriers to corporate 
social responsibility in supply chains: an 
interpretive structural modelling approach. 
International Journal of Logistics: Research and 
Applications, 13(3), 179-195.

Ferreira, Daniela Abrantes, Marcos Gonc, and Marina 
Dias De Far ia.  2010.  “Corporate Socia l 
Responsibility and Consumers ' Perception of Price” 
6 (2): 208–21. doi:10.1108/17471111011051720.

Fox, S., & Stallworth, L. E. (2009). Building a framework 
for two internal organizational approaches to 
resolving and preventing workplace bullying: 
Alternative dispute resolution and training. 
Consulting Psychology Journal: Practice and 
Research, 61(3), 220.

M. Joson, I Haguisan III
E. Joson, R. Braza

Level of Awareness and Support of 
Bacolod Consumers to the CSR 
Practicing Enterprise

73



Freeman, I., & Hasnaoui, A. (2011). The meaning of 
corporate social responsibility: The vision of four 
nations. Journal of Business Ethics, 100(3), 419-
443.

Gigauri, I. (2012). Impact of corporate social responsibility 
on consumer purchase decision. American-
Eurasian Journal of Scientic Research, 7(5), 207-
211.

Global Reporting Institute (2006) Surdurulebilirlik 
R a p o r l a m a s i  I l k e l e r i  [ P d f  d o w n l o a d ] 
ttp://www.globalreporting.org/NR/rdonlyres/660
631D6-2A39-4850-9C04- 57436E4768BD/0/ 
G31GuidelinesinclTechnicalProtocolFinal.pdf 
[accessed 23 February 2011].

Godfrey, P.C. & Hatch, N.W. (2007). Researching Corporate 

Social Responsibility: An agenda for the 21st 

Century. Journal of Business Ethics, 70, 87-98.

GTZ. (2009). Corporate Social Responsibility in sub-

Saharan Africa: A survey on promoting and 

hindering factors. Pretoria.

Gupta, A. Das. (2014). Corporate Social Responsibility. 
Business Ethics. https://doi.org/10.1007/978-81-
322-1518-9_8.

Hameed, S. K. (2010). Corporate Social Responsibility ( 
CSR ) Theory and Practice in Pakistan, (634).

Herrera, M. E. B., Roman, F. L., Alarilla, M. C. I., Jesus, M. 
K. C. de, & Uy, R. V. L. (2011). Corporate Social 
Responsibility in Southeast Asia: An Eight Country 
Analysis. Center for Corporate Social Responsibility-
Asian Institute of Management.

Development Education Journal of 
Multidisciplinary Research

74



Holme, L., & Watts, R. (2000). Corporate social 
responsibility: Making good business sense. 
Geneva, Switzerland: World Business Council for 
Sustainable Development.

International Organization for Standardization. (2010). 
“ISO26000: 2010-Guidance on Responsibility.”< 
http://www.iso.org/iso/catalogue_detail?csnumb
er=42546> (March 12, 2011).

Ismail, M. (2009). Corporate Social Responsibility and Its 
Role in Community Development: an International 
Perspective. The Journal of International Social 
Research, 2(9), 199–209.

Joyner B.E, Payne. D, Raibom C.E (2002). Building 
Values, Business Ethics and Corporate Social 
R e s p o n s i b i l i t y  i n t o  t h e  D e v e l o p i n g 
Organizat ion.Journal  Of  Deve lopmenta l 
Entrepreneurship. Vol 7, Pg 113 – 131

Kakabadse, A.P., Kakabadse, N.K. & Rozuel, C. (2007). 
Corporate Social Responsibility: Contrast of 
Meanings, and Intents. In: Kakabadse, A.P. & 
Kakabadse, N.K. (ed) (2007). CSR in Practice: 
Delving Deep. Palgrave Macmillan.

Lee, M. P. (2008). Review of the theories of corporate social 
responsibility: Its evolutionary path and the road 
ahead. International Journal of Management 
Reviews, 10,1, 53-73.

Lee, K. and Shin, D. (2010). Consumers' responses to CSR 
activities: The linkage between increased 
awareness and purchase intention. Public 
Relations Review, 36(2), pp.193-195.

Lodge ,  G .  C .  ( 2009 ) .  I deo logy  and  Na t i ona l 
Competitiveness. Journal of Managerial Issues, 
461-477.

M. Joson, I Haguisan III
E. Joson, R. Braza

Level of Awareness and Support of 
Bacolod Consumers to the CSR 
Practicing Enterprise

75



Maignan, I. (2001). Consumers' Perceptions of Corporate 
Social Responsibil it ies: A Cross-Cultural 
Comparison, Journal of Business Ethics,30(1), 
pp.57-72.

Aile, Sanrda and Bausys, Z. (2013). Corporate Social 
Responsibility and Financial Performance: The 
Example of Estonia, Latvia and Lithuania. 
Ret r i eved  f rom  le :///C:/Users/DELL/ 
Desktop/Miss Ditas/Framework Final 7.pdf

Arli, D. I. and Lasmono, H. K. (2010), "Consumers' 
Perception of Corporate Social Responsibility in a 
Developing Country", International Journal of 
Consumer Studies, 34, 46-51.

Auger, P & Devinney, TM (2003). 'Do what consumers say 
matter? The misalignment of preferences with 
unconstrained ethical intentions', Journal of 
Business Ethics, vol. 76, no. 4, pp. 361-83.

Baker, J. (2001). Remarks of Jim Baker, International 
Confederation of Free Trade Unions, to 
Organisation for Economic Co-operation and 
Development. Paper presented at the Conference 
on Corporate Social Responsibilties, Paris, 
France. 19 June

Baker, M. (2004). Denitions of corporate social 
responsibility - What is CSR?. The World Business 
Council for Sustainable Development (WBCSD).

Balachandran, Dr. V., Malani, K. Hema (2013) An Analysis 
of Con sumers' Perceptions of Corporate Social 
Responsibility with Special Reference to 
Karaikudi, Internatinal Journal of Management 
and social Sciences Research, Volume 2, No. 1, 
January 2013.

Development Education Journal of 
Multidisciplinary Research

76



Bhattacharya, C.B. and S. Sen, (2004). Doing better at 
doing good: When, why, and how consumers 
respond to corporate social initiatives, California 
Management Review 47, 9-24.

Bobadilla, Cherry, (2005). Corporate citizenship: How 
companies can do good while doing well.Business 
WorldSpecial Feature. 14 February.

Bowen, H. R. (2013). Social responsibilities of the 
businessman. University of Iowa Press.

Brown, TJ & Dacin, PA (1997). 'The company and the 
product: Corporate associations and consumer 
product responses', Journal of Marketing, vol. 61, 
no. 1, pp. 68- 84.

Bursa Malaysia (2006). CSR Framework for Public Listed 
Compan i e s ” ,  a va i l ab l e  a t  h t tp : //www. 
bursamalaysia.com. (Accessed February 26, 2009).

Business in the Community. (2010). “The CR Index 
Framework” <http://www.bitc.org.uk/cr_index/ 
about_the_cr_index/the_framework.html> (March 
5, 2010).

Carrigan, M., &Attalia, A., (2001).The myth of the Ethical 
C o n s u m e r . J o u r n a l  o f  C o n s u m e r 
Marketing.RSource: http://www.scribd.com/ 
doc/63439696/The-myth-of-the-Ethical-
Consumer-do-Ethics-Matter-in-Purchasing-
Behavior.Retrieved August 7, 2013.

Carrigan, M., I. Szmigin and J. Wright. (2004). Shopping 
for a Better World? An Interpretive Study of the 
Potential for Ethical Consumption Within the Older 
Market', The Journal of Consumer Marketing 21(6), 
pp.401– 417.

M. Joson, I Haguisan III
E. Joson, R. Braza

Level of Awareness and Support of 
Bacolod Consumers to the CSR 
Practicing Enterprise

77



Clarkson, M. E. (1995). A stakeholder framework for 
analyzing and evaluating corporate social 
performance. Academy of management review, 
20(1), 92-117.

Commission of the European Communities. (2010a). “A 
G u i d e  t o  C o m m u n i c a t e  A b o u t 
CSR.”<http://ec.europa.eu/enterprise/policies/s
ustainablebusiness/les/csrsme/communication
_guide_ en.pdf> (March 25, 2011).

Crane, A., Matten, D. & Spence, L.J. 2008. Corporate 
Social Responsibility: Readings and Cases in a 
Global Context. London: Routledge GIZ.

David, P., Kline, S., & Dai, Y. (2005). Corporate social 
responsibility practices, corporate identity, and 
purchase intention: A dual-process model. Journal 
of Public Relations Research, 17(3), 291-313.

DESUR. (2009). Corporate Social Responsibility  : Good 
Practices & Recommendation. 

Du, S., C.B. Bhattacharya, and S. Sen, (2010). Maximizing 
business returns to Corporate Social Responsibility 
(CSR):  The role of  CSR communicat ion, 
International Journal of Management Reviews 12, 
8-19.

Duman, D. U., & Mcdermott, P. (2014). The Relationship 
between Corporate Social Responsibility and 
Company Competitiveness from the Perspective of 
Construction Industry, (May), 1–14.

Duncan, T. & Moriarty, S. (1997) Driving Brand Value: 
Using Integrated Marketing to Manage Protable 
S takeho lder  Re la t i onsh ips .  New York : 
McGraw–Hill.

Development Education Journal of 
Multidisciplinary Research

78



Ellen, PS, Mohr, LA & Webb, DJ 2006 'Building corporate 
associations: Consumer attributions for corporate 
socially responsible programs', Journal of the 
Academy of Marketing Science., vol. 34, no. 2, pp. 
147-57.

Eupen, Sophie Van. 2009. “Research Proposal  : A 
Sensemaking Approach of Corporate Social 
Responsibility.” Research Proposal.

Faisal, M. N. (2010). Analysing the barriers to corporate 
social responsibility in supply chains: an 
interpretive structural modelling approach. 
International Journal of Logistics: Research and 
Applications, 13(3), 179-195.

Ferreira, Daniela Abrantes, Marcos Gonc, and Marina 
Dias De Far ia.  2010.  “Corporate Socia l 
Responsibility and Consumers ' Perception of Price” 
6 (2): 208–21. doi:10.1108/17471111011051720.

Fox, S., & Stallworth, L. E. (2009). Building a framework 
for two internal organizational approaches to 
resolving and preventing workplace bullying: 
Alternative dispute resolution and training. 
Consulting Psychology Journal: Practice and 
Research, 61(3), 220.

Freeman, I., & Hasnaoui, A. (2011). The meaning of 
corporate social responsibility: The vision of four 
nations. Journal of Business Ethics, 100(3), 419-
443.

Gigauri, I. (2012). Impact of corporate social responsibility 
on consumer purchase decision. American-
Eurasian Journal of Scientic Research, 7(5), 207-
211.

M. Joson, I Haguisan III
E. Joson, R. Braza

Level of Awareness and Support of 
Bacolod Consumers to the CSR 
Practicing Enterprise

79



Global Reporting Institute (2006) Surdurulebilirlik 
R a p o r l a m a s i  I l k e l e r i  [ P d f  d o w n l o a d ] 
ttp://www.globalreporting.org/NR/rdonlyres/66
0631D6-2A39-4850-9C04- 57436E4768BD/0/ 
G31GuidelinesinclTechnicalProtocolFinal.pdf 
[accessed 23 February 2011].

Godfrey, P.C. & Hatch, N.W. (2007). Researching 
Corporate Social Responsibility: An agenda for the 
21st Century. Journal of Business Ethics, 70, 87-
98.

GTZ. (2009). Corporate Social Responsibility in sub-
Saharan Africa: A survey on promoting and 
hindering factors. Pretoria.

Gupta, A. Das. (2014). Corporate Social Responsibility. 
Business Ethics. https://doi.org/10.1007/978-
81-322-1518-9_8.

Hameed, S. K. (2010). Corporate Social Responsibility ( 
CSR ) Theory and Practice in Pakistan, (634).

Herrera, M. E. B., Roman, F. L., Alarilla, M. C. I., Jesus, M. 
K. C. de, & Uy, R. V. L. (2011). Corporate Social 
Responsibility in Southeast Asia: An Eight Country 
Analysis. Center for Corporate Social Responsibility-
Asian Institute of Management.

Holme, L., & Watts, R. (2000). Corporate social 
responsibility: Making good business sense. 
Geneva, Switzerland: World Business Council for 
Sustainable Development.

International Organization for Standardization. (2010). 
“ISO26000: 2010-Guidance on Responsibility.”< 
http://www.iso.org/iso/catalogue_detail?csnumb
er=42546> (March 12, 2011).

Development Education Journal of 
Multidisciplinary Research

80



Ismail, M. (2009). Corporate Social Responsibility and Its 
Role in Community Development: an International 
Perspective. The Journal of International Social 
Research, 2(9), 199–209.

Joyner B.E, Payne. D, Raibom C.E (2002). Building 
Values, Business Ethics and Corporate Social 
R e s p o n s i b i l i t y  i n t o  t h e  D e v e l o p i n g 
Organizat ion.Journal  Of  Deve lopmenta l 
Entrepreneurship. Vol 7, Pg 113 – 131

Kakabadse, A.P., Kakabadse, N.K. & Rozuel, C. (2007). 
Corporate Social Responsibility: Contrast of 
Meanings, and Intents. In: Kakabadse, A.P. & 
Kakabadse, N.K. (ed) (2007). CSR in Practice: 
Delving Deep. Palgrave Macmillan.

Lee, M. P. (2008). Review of the theories of corporate social 
responsibility: Its evolutionary path and the road 
ahead. International Journal of Management 
Reviews, 10,1, 53-73.

Lee, K. and Shin, D. (2010). Consumers' responses to CSR 
activities: The linkage between increased 
awareness and purchase intention. Public 
Relations Review, 36(2), pp.193-195.

Lodge ,  G .  C .  ( 2009 ) .  I deo logy  and  Na t i ona l 
Competitiveness. Journal of Managerial Issues, 
461-477.

Maignan, I. (2001). Consumers' Perceptions of Corporate 
Social Responsibil it ies: A Cross-Cultural 
Comparison, Journal of Business Ethics,30(1), 
pp.57-72.

Mändmets, M. E. (2011). Consumers'approach To 
Corporate Social Responsibility In Estonia.

M. Joson, I Haguisan III
E. Joson, R. Braza

Level of Awareness and Support of 
Bacolod Consumers to the CSR 
Practicing Enterprise

81



Maneet, K., & Sudhir, A. (2011). Corporate social 
responsibility: A tool to create a positive brand 
image. ASBBS Annual Conference, 18(1), 
681–688.

McWilliams, A., Siegel, D. S., & Wright, P. M. (2006). 
Corporate social responsibility: Strategic 
implications. Journal of management studies, 
43(1), 1-18.

McWilliams, A., & Siegel, D. (2001). Corporate social 
responsibility: A theory of the rm perspective. 
Academy of management review, 26(1), 117-127.

Naeem MA, Welford R. 2009. A comparative study of 
corporate social responsibility in Bangladesh and 
Pakistan. Corporate Social Responsibility and 
Environmental Management 16: 108–122.

Nijhof, A. & Jeurissen, R. (2006). Editorial: A sensemaking 
perspective on corporate social responsibility: 
introduction to the special issue. Business Ethics: 
A European Review. 15(4): 316-322.

Othman, R., & Othman, R. (2014). Higher education 
institutions and social performance: Evidence from 
public and private universities. International Journal 
of Business and Society, 15(1), 1–18. https://doi.org/ 
10.1111/j.1468-2370.2009. 00275.x

Pérez, A. and Rodríguez del Bosque, I. (2013). Measuring 
CSR Image: Three Studies to Develop and to 
Validate a Reliable Measurement Tool. Journal of 
Business Ethics, 118(2), pp.265-286.

Pomering, A., & Dolnicar, S. (2009). Assessing the 
prerequisite of successful CSR implementation: are 
consumers aware of CSR initiatives?. Journal of 
Business Ethics, 85(2), 285-301.

Development Education Journal of 
Multidisciplinary Research

82



Porter, M., & Kramer, M. (2006). Estrategia y sociedad. 
Harvard business review, 84(12), 42-56.

Prabu David, S. K. &Yang D. (2009). Corporate Social 
Responsibility Practices, Corporate Identity, and 
Purchase Intention: A Dual-Process Model. Journal 
Journal of Public Relations Research Volume 17, 
2 0 0 5  -  I s s u e  3 .  R e t r i e v e d  f r o m 
https://doi.org/10.1207/s1532754xjprr1703_4

Ptacek, J. J., & Salazar, G. (1997). Enlightened self-
interest: Selling business on the benets of cause-
related marketing. Nonprot World, 15, 9-9.

Raman, M., Lim, W., & Nair, S. (2012). THE IMPACT OF 
CORPORATE SOCIAL RESPONSIBILITY ON 
CONSUMER LOYALTY. Kajian Malaysia: Journal of 
Malaysian Studies, 30(2).

Ramasamy, B., &Yeung, M (2009).  Chinese Consumers' 
Perception of Corporate Social Responsibility 
Awareness:  Malasianand Singaporean Firms.  
Journal of Corporate Citizenship, 13, 109-123.

Rimando, L. (2012). How CSR is evolving in the 
Philippines. Rappler, http://www. rappler. 
com/newsbreak/3421-how-csr-is-evolving-in-
the-philippines (date accessed 5 April 2012).

Roman, Francisco L. Jr. (2007). “Chapter 3: Philippine 
CSR over Five Decades: Networks, Drivers and 
Emerging Views.” In Doing Good in Business 
Matters: CSR in the Philippines (Volume 1-
Frameworks) (Makati City: AIM and DLSU).

Rotolo, T., & Wilson, J. (2006). Employment sector and 
volunteering: The contribution of nonprot and 
public sector workers to the volunteer labor force. 
The Sociological Quarterly, 47(1), 21-40.

M. Joson, I Haguisan III
E. Joson, R. Braza

Level of Awareness and Support of 
Bacolod Consumers to the CSR 
Practicing Enterprise

83



Salmones, M., Crespo, A. and Bosque, I. (2005). Inuence 
of Corporate Social Responsibility on Loyalty and 
Valuation of Services. Journal of Business Ethics, 
61(4), pp.369-385.

Schuler, D. A., & Cording, M. (2006). A corporate social 
performance–corporate nancial performance 
behavioral model for consumers. Academy of 
Management Review, 31(3), 540-558.

Secchi, D. (2005). The Italian experience in social 
reporting: An empirical analysis. Corporate Social 
Responsibility and Environmental Management, 
13, 135-149.

Secchi, D. (2007). Utilitarian, managerial and relational 
theories of corporate social responsibility. 
International Journal of Management Reviews, 9, 
4, 347-373.

Sen, S. and C.B. Bhattacharya, (2001). Does doing good 
always lead to doing better? Consumer reactions to 
corporate social responsibility, Journal of 
Marketing Research 38, 225-243.

Sen, S., Bhattacharya, C. B., & Korschun, D. (2006). The 
role of corporate social responsibility in 
s t r e n g t h e n i n g  m u l t i p l e  s t a k e h o l d e r 
relationships: A eld experiment. Journal of the 
Academy of Marketing science, 34(2), 158-166.

Singh, J., & Del Bosque, I. R. (2008). Understanding 
corporate social responsibility and product 
perceptions in consumer markets: A cross-
cultural evaluation. Journal of Business Ethics, 
80(3), 597-611.

Development Education Journal of 
Multidisciplinary Research

84



Smit, A. (2013). Shaping Corporate Social Responsibility 
in sub-Saharan Africa: Guidance Notes from a 
Mapping Survey. Deutsche Gesellschaft Für 
Internationale Zusammenarbeit (GIZ) GmbH Sector 
Programme Cooperation with the Private Sector and 
Corporate Social Responsibility, 1–298. Retrieved 
from poststelle@bmz.bund.de www.bmz.de

Smith, N.C. (2003). Corporate Social Responsibility: 
Whether or How? California Management Review, 
45, 52-76

Stallworth, J. O. E. & Kleiner, B. H. (1996). Recent 
developments in ofce design. Journal of Facilities, 
14 (1/2), 34-42.

Veersalu, L. (2011). The Importance of Corporate Social 
Responsibility in Estonian Consumers' Purchasing 
Decisions. Bachelor's Thesis, Tallinn University.

Waddock, S. A., & Graves, S. B. (1997). The corporate 
social performance-nancial performance link. 
Strategic management journal, 303-319.

Welford, R.J., & Frost, S. D. 2006. Corporate social 
responsibility in Asian supply chains. Corporate 
Social Responsibil ity and Environmental 
Management 13: 166–176.

Youn, S. and H. Kim. (2008). Antecedents of Consumer 
A t t i t u d e s  T o w a r d  C a u s e -  R e l a t e d 
Marketing.Journal of Advertising Research, 48(1), 
pp.123–137.

Young Consumers Perceptions towards CSR actions in the 
Retail Sector: A Study in France and Norway. (n.d.), 
(5006), 1–25.

M. Joson, I Haguisan III
E. Joson, R. Braza

Level of Awareness and Support of 
Bacolod Consumers to the CSR 
Practicing Enterprise

85



Yusri, Y., & Amran, A. (2012). CSR Towards Workplace 
and Human Resource Disclosure  : Employees' 
Perspectives. Malaysian Accounting Review, 11(2), 
39–69. Retrieved from http://eds.b.ebscohost 
.com/ehost/pdfviewer/pdfviewer?sid=072b2f58-
6762-4112-82f4-84d57b0034b4@sessionmgr 
111&vid=10&hid=105.

Development Education Journal of 
Multidisciplinary Research

86




