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Abstract

Corporate social responsibility (CSR) is a longstanding theme in marketing research. Although plenty of research
have been done to examine the influence of CSR activities on consumer behavior, less attention is paid to
explore the psychological factors that shape consumer’s socially responsible behavior (SRB). The current
research addresses this gap by reviewing and comparing the literature from psychology and marketing streams
that moves towards a degree of convergence. It examines the psychological role of personal values and external
factors like perceived social support to build pro-social behavior among consumers. The personal values include;
self-transcendence and self-enhancement values and perceived social support by social network in shaping
consumer’s socially responsible behavior. The study proposed and tested the theoretical model using Structural
Equation Model (SEM) technique. Data is collected through self-administered survey from 450 consumers in
Pakistan. The study found that higher self-transcendence values leads to higher level of socially responsible
behavior among consumers. Whereas self-enhancement values has negative influence on consumers in adopting
socially responsible behavior. The social networks including; parents, friends/peers, teachers’ play important role
in development of socially responsible behavior among consumers as individuals tend to pay focus on the
recommendations of their members in their social networks. The findings of this study provide important
recommendations to the corporate policy makers to ensure sustainable organizational performance in today’s
competitive business environment.

Keywords: personal values, self-transcendence and self-enhancement, social support, socially responsible
consumer behavior

1. Introduction

Organizational concerns about social wellbeing has increased strikingly in recent years and companies are
striving to minimize their hurtful actions and maximize their impact for societal welfare (Crilly et al., 2008).
Numbers of scholars have examined the impact of corporate social responsibilities (CSR) activities on multiple
stakeholders including investors, employee and consumers. Literature provide ample evidence on the role of
CSR activities in developing socially responsible behavior among consumers. The awareness of CSR has not
only fascinated corporations but also individual stakeholders which resulted in adoption of socially responsible
investment principles among investors (socially responsible investors) socially responsible consumers (green
consumers) and pro-social behavior among employees (Sen et al., 2006). Although plenty of research have been
conducted to examine the influence of CSR activities in developing socially responsible behavior among
consumer through green purchase intentions. There is limited amount of research available in business literature
that identify the psychological factors that play important role in shaping socially responsible behavior among
consumers.

There is call for research to investigate the personal characteristics that hearten individuals to seek for social
welfare rather than wealth maximization (Crilly et al., 2008), which support (Wood, 1991) call to articulate ‘a
principle of socially responsible human action’. The present study fills this gap by investigating the role of
Schwartz’s (1992) theory of personal values including self-transcendence and self-enhancement in shaping
socially responsible behavior among consumers. It also examines the influence of support received from one’s
social network in adoption of socially responsible consumption behavior. The role of social support network in
shaping individual’s behavior is very interesting and used in different studies in various perspectives. However,
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less work has been done so far to investigate the association between social support network in developing
socially responsible behavior among consumers. In this way, the study integrates two research streams;
psychology and marketing to propose conceptual model to be tested through Structural Equation Model (SEM).

The contribution of this study includes integration of psychological factors (personal values and support from
social network) and marketing variables (socially responsible consumer behavior). This research will answer two
important research question; (i) how do personal values (self-transcendence and self-enhancement) influence
consumer’s socially responsible behavior? and (ii) and how does perceived support from social network affect
consumer’s socially responsible consumption behavior?

1.1 Personal Values

Values are the believes that people perceive as desirable, and that guide individuals’ attitude and behaviors
(Allport et al., 1951; Crilly et al., 2008; Higgins, 2006; Rokeach, 1973). Individual’s decision are driven by their
interests and personal values (Hemingway & Maclagan, 2004). The theory of human value was presented by
Schwartz and Bilsky (1990). Schwartz (1992) identified 10 dimensions of personal values namely: universalism,
benevolence, conformity, tradition, security, power, achievement, hedonism, stimulation, and self-direction.

Universalism and benevolence are related to self-transcendence, self-enhancement values includes: power,
achievement and hedonism. Whereas openness to change are characterized by self-direction, and stimulation
values, and conservation includes conformity, tradition and security values. Research suggests that people with
different set of values practice specific kind of behavior. We can therefore, predict behavior of people by
identifying the type of values they practice in their personality. Figure 1 presents different sets of values and their
corresponding behaviors as proposed by Schwartz (1992).

SELF-TRANSCENDENCE

CONSER-

VATION

SELF-ENHANCEMENT

Figure 1. Schwartz’s (1992) model of personal values

1.2 Socially Responsible Consumer Behavior

CSR has been fascinating research scholars from across disciplines including management, marketing, human
resources management, finance and organizational behavior over last 20 years (Sen & Bhattacharya, 2001).
Despite extensive research on CSR, there has been debate on the definition of CSR since 1950°s (Carroll, 1990;
Wood, 2010). CSR is attributed as an ‘organizational’ activity, for instance Davis (1973:312) believe CSR as
“the firm’s consideration of, and response to, issues beyond the narrow economic, technical, and legal
requirements of the firm.” Number of researchers believe CSR as an antecedent to improve organizational
performance (Wood, 1991) and to respond to societal pressures (Bansal & Roth, 2000). CSR is considered as
internally complex, however relatively flexible in application (Galbreath & Shum, 2012; Wood, 2010). The
general perceptions about CSR is that the companies should respond to social wellbeing being beyond profit
maximization (Galbreath & Shum, 2012; Matten & Moon, 2008). Carroll (1979) believe CSR as “economic,
legal, ethical, and discretionary expectations that society has of organizations at a given point in time”.
Companies are rapidly adopting CSR practices including: donations to charitable institution, community welfare
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programs, helping communities in natural disasters, reduction in environmental hazards (Albinger & Freeman,
2000). CSR activities are helpful meeting stakeholders’ dynamic and increasing expectations towards
organizations (Hansen, Dunford, Boss, Boss, & Angermeier, 2011; Matten & Moon, 2008; Su, Huang, van der
Veen, & Chen, 2014).

Sen and Bhattacharya (2001) indicate the importance of CSR for different stakeholders including customers,
employees and investors and found that CSR plays important role in shaping favorable behaviors among these
stakeholders. This study examines the influence of CSR in consumers’ perspective. Consumer being a key
stakeholder has gain much attention in CSR research as scholar investigated the influence of CSR on consumer
behavior in numerous studies. For example Ellen, Mohr, and Webb (2000) examined influence of cause-related
marketing on consumers’ reaction regarding purchase decision. Sen and Bhattacharya (2001) also studied the
congruence between consumers’ perception of CSR, their characteristics and their reactions to CSR initiatives.
The current study also examines how does consumers personal values and perceived support from ones social
network determine their socially responsible consumption behavior.

1.3 Hypotheses Development
1.3.1 Personal Values and Socially Responsible Behavior

Schwartz (1992) value theory has been used and applied widely in social sciences (Meglino and Ravlin, 1998).
Bardi and Schwartz (2003) proposed that “the natural way to pursue important values is to behave in ways that
express them or promote their attainment”. Similarly, Roccas and Sagiv (2009) hold that “one of the reasons for
the interest in understanding personal values is their effects on behavior, and that ‘personal values have been
found to be associated with a large variety of behaviors”. Researchers have analyzed the influence of personal
values in shaping social and economic behaviors. For instance, Crilly et al. (2008) found association between
personal values and moral reasoning that leads to pro-social behavior among individuals. Similarly, Lonnqvist,
Verkasalo, Wichardt, and Walkowitz (2013) examined the association between personal values and pro-social
behaviors. Lonngvist et al. (2013) also found that personal values may predict pro-social behavior, however the
strength of association between the two depends upon the individual differences amongst people.

The current study considers two types of personal values including self-transcendence and self-enhancement.
Self- transcendence includes the values that “motivate people to transcend selfish concerns and promote the
welfare of others, close and distant, and of nature” (Schwartz, 1992). It includes universalistic and benevolent
values. Universalism refers to values that encourages appreciation and tolerance towards people and nature and
promotion of equity, justice and caring nature. These values endorse feelings of welfare of others and protecting
others interests among individuals. Benevolence refers to set of values “preserving and enhancing the welfare of
those with whom one is in frequent personal contact” (Schwartz, 1992). Crilly et al., (2008); Egri and Herman
(2000); and Whitener, Susan, Brodt, Audrey, and Jon (1998) noted that people who have concern for others
(self-transcendence) have more pro-social behavior. Sagiv, Sverdlik, and Schwarz, (2011) argued that
self-transcendence values promotes pro-social behavior. Lonnqvist et al. (2013) also noted positive association
among self-transcendence values and pro-social behavior.

Self-enhancement values includes: power, achievement and hedonism. People that value achievement and
gaining more power are likely to compete for social recognition and self-esteem which limit their ability to act in
the interest of others and display self-centered attitudes (Schwartz & Bilsky, 1990). As opposed to
self-transcendence values, self-enhancement encourage personal and self interest even at the cost of others and
not thinking for the welfare of others (Crilly et al., 2008; Schwartz, 1992). Hedonism is also one the prominent
value of self-enhancement, people who practice this value tend to satisfy their own desires having lack of
self-sacrifice, they refrain to assist others and engage in promotion of their self-interest (Holmes et al., 2002).
Based on these theoretical arguments, the current study proposed below hypotheses.

H1: Higher level of self-transcendence values leads to higher level of socially responsible behavior among
consumers.

H2: Higher level of self-enhancement values leads to lower level of socially responsible behavior among
consumers.

1.3.2 Social Support and Socially Responsible Behavior

Social support from the one’s network also influence in developing socially responsible behavior among
consumers. The role of social capital is very important in this regard, social capital refers to the resources
available to people through their social networks (Linbn, 2001). Social networks promotes social values among
people to adopt socially responsible behavior (Brady, Schlozman, & Verba, 1999). Bekker (2006) also holds that
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“Networks facilitate pro-social behavior because they enforce social norms that prescribe such behavior, and
individuals want to avoid disapproval for a failure to give”. Valor et al. (2012) hold that responsible consumption
behavior is shaped in different time spans of one’s life starting from childhood, and individual’s environment and
social network influence in developing his/her responsible consumption behavior. In another important study,
Valor and Carrero (2014) argue social consumption as social activity and consumer believe responsible
consumption and personal project effected by the beliefs and norms of others’ projects in their interpersonal
network. On the basis of these theoretical arguments, this study propose pro-social consumption is influenced by
the support people receive from their social network.

H3: Higher level of social support leads to more socially responsible behavior among consumers.
1.4 The Conceptual Model

The conceptual model of this study is presented in Figure 2, the independent variables are personal values and
social support from one’s social network. The personal values includes self-transcendence and self-enhancement.
The dependent variable in this research is socially responsible consumer behavior.

Personal Value

Socially
Responsible
Consumer
Behavior

Personal Value

Support from
Social Network

Figure 2. Conceptual Model

2. Materials and Methods
2.1 Sample and Data Collection

The unit of analysis in current research are individual consumers. We believe that university students being
rational consumers experience consumption experiences and choose products from multiple options. The data
has been collected from business students including post graduate professional students working in various
industries of Pakistan. The data has been collected from 450 students having diverse socio-economic background
through self-administered survey questionnaire in classrooms. The sample students included males and females,
from different urban/rural areas, different cities of Pakistan.

2.2 Instruments and Measures

The instrument to measure personal values (self-transcendence and self enhancement) has been adopted from the
Schwartz Value Survey (Schwartz, 1992). Self-transcendence has three dimensions: power, achievement and
hedonism, and self-enhancement has two dimensions including universalism and benevolent values. The sample
items includes: “it’s very important for me to help the people around me, I want to care for other people. I think
it is important that every person in the world be treated equally. I want justice for everybody, even for people 1
don’t know”. The instrument to measure value items is 1 for strongly disagree and 5 for strongly agree. The
instrument to measure pro-social behavior has been adopted from Webb et al., (2008). The respondents were
asked to think about the behaviors of corporations regarding (1) “how companies behave toward their employees,
the community, and the environment” and (2) “the environmental impact of the products themselves, before their
purchase decision”. The respondents were given 4 options and they had to choose one option out of given
options. The option that describe their socially responsible consumption behavior is ‘I make an effort to learn
about these issues, and I am willing to pay more or sacrifice product quality in order to use these issues in my
purchase decisions’.
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The instrument to measure social support from network (including parents, peers and teachers) has been adopted
from the work of Malecki and Demaray, (2002); Fraser et al., (1996); Johnson et al., (1983); and Ahmed et al.
(2010), which examines the influence of social network in promotion of learning behavior among adolescents.
The instrument contains 4 items: “my parents always advise and inspires me to adopt socially responsible
consumption behavior, I always get motivation from my friends and peers to practice socially responsible
consumption behavior. My teachers always encourage me to consume socially responsible products. Overall, 1
feel good support from my social network to practice socially responsible consumption behavior”. The
instrument is measure through 5 point Likert scale where 1 is for strongly disagree and 5 for strongly agree.

2.3 Procedure

The data is collected through self-administered survey is entered into SPSS sheet for further analysis. SPSS and
AMOS software are used to analyze data. The analysis techniques includes descriptive analysis, reliability
analysis using Cronbach Alpha and correlation analysis through SPSS software. Confirmatory Factor Analysis
(CFA) is performed to examine the validity of the measurement instruments, whereas Structural Equation
Modeling (SEM) technique is used to test the proposed hypotheses and verify the suggested conceptual model.

3. Results
3.1 Reliability and Validity Analysis

The construct reliability has been computed through composite reliability and Cronbach aplha. The values of
composite reliability are 0.95, 0.90, 0.91, and 0.96, whereas the values of Cronbach aplha are 0.91, 0.89, 0.90,
and 0.94 for personal values, support from social network and socially responsible consumer behavior constructs,
respectively. The standard criteria for reliability is that the values of Cronbach alpha should be higher than 0.70
(Nunnaly, 1978). The values for composite reliability and Cronbach aplha of all variables in this study meets
above parameter, we therefore confirm the reliability of data and its fitness to be used for further analysis. The
validity of the measurement instruments is also tested using Confirmatory Factor Analysis (CFA) technique
using AMOS software. CFA is used to measure if the constructs are consistent with the researcher’s
understanding of the factor. The standard criteria for validity of measurement scale in CFA is that the value of
factor loading should be more than 0.40. The items scoring less than 0.40 should be removed from the scale due
to their inconsistency with the measurement construct as perceived by the respondents. It is also very important
the examine the values of Model Fit for CFA. According to Gerbing and Anderson (1992); and Hair et al. (2003)
the values of model fit ratios including CFI, GFI, and NFI should be closer to 0.90 and the value of RMSEA
should be between 0 to 1. The values of CFI, GFI and NFI are 1.23, 0.94 and 0.98 respectively, which is well
above 0.90, we therefore assume model fitness for our CFA. The value of RMSEA (0.03) is also well below than
1 confirming fitness of our measurement model in this study. A good model fit that proposed research model is
plausible (Schermelleh-Engel et al., 2003). The results of reliability and validity analysis are provided in Table 1
below. The values for average variance extracted (AVE) also satisfies the minimum benchmark of 0.50 as
presented in Table 1 below.

3.2 Correlation Analysis

The Pearson correlation has been computed in this study. The Pearson correlation is a measure of the linear
correlation between different variables, where 1 is total correlation, 0 no correlation and -1 negative correlation
between the variables (Pearson, 1895). The values of correlation are shown in Table 2. All values are well above
0, depicting the linear correlation between the variables under investigation in this study. Self-enhancement is
having negative relationships with social support, and socially responsible behaviors among consumers. The
values of mean and standard deviation are also normal and meeting the standard criteria as depicted in Table 2.
There is no multi-coleaniarity issue amongst the variables in this study.

Table 1. Reliability and validity analysis

Variables Item Coding  Factor Loading  Composite reliability =~ Cronbach Alpha (o) AVE
Self-transcendence 0.95 0.91 0.58
Benl 0.61
Benevolence Ben2 0.74
Ben3 0.88
. . Unil 0.60
Universalism .
Uni2 1.02
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Uni3 0.76

Uni4 0.63

Uni5 0.84

Uni6 0.65
Self-enhancement 0.90 0.89 0.66

Hed1 0.78

Hed2 0.68

Hedonism Hed3 0.66

Hed4 0.57

Hed5 0.54

Achl 0.83

. Ach2 0.92

Achievement

Ach3 1.17

Ach4 0.82

Powl 0.93

Power Pow2 0.85

Pow3 0.78

SSupl 0.82

Social Support from SSup2 0.68
Network SSup3 0.69 0.91 0.90 0.50

SSup4 0.54

SRCBI1 0.74

Socially responsible SRCB2 0.66
consuri]ler bihavior SRCB3 0.84 0.96 0.94 0.54

SRCB4 0.68

Note: CFI =0.93; GFI = 0.94; NFI = 0.98; AGFI = 0.92; NNFI = 0.87; RMSEA = 0.03; RMR = 0.037.

Table 2. Correlation matrix

S. Trans. S. Enh. S.S PSB
Self-transcendence -
Self-enhancement 0.70 -
Social Support (S.S) 0.61%* -0.47 -
Pro-social Behavior (PSB) 0.44%* -0.32* 0.50%* -
Mean 3.62 3.48 3.38 2.94
S.D 0.73 0.50 0.58 1.07

* Significant at 0.01 level
** Significant at 0.05 level

3.3 Hypotheses Testing using SEM

Hypotheses proposed in study have been tested empirically using SEM technique. The model fit indices are also
good for SEM assumptions. As mentioned above, according to Gerbing and Anderson (1992); and Hair et al.
(2003) the values of model fit ratios including CFI, GFI, and NFI should be closer to 0.90 and the value of
RMSEA should be between 0 to 1. The scores of CFI, GFI and NFT are 0.93, 0.85 and 0.95 respectively, which is
well above 0.90, we therefore assume model fitness for our CFA. The value of RMSEA (0.05) is within the
threshold confirming fitness of our measurement model in this study (Bollen, 1989). A good model fit does not
necessarily means that model is correct, however it indicates that the proposed research model is plausible
(Schermelleh-Engel et al., 2003).

The results of regression analysis in SEM as presented in Table 3 shows a positive and highly significant (beta =
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0.48 and P-value = 0.01) relationship between self-transcendence and socially responsible behavior among
consumers leaving our H1 accepted. Our H2 is propose negative relationship between self-enhancement and
socially responsible behavior among consumers. The value of beta is -0.19 which shows negative association
between the two variables, the relationship is also significant at 5 % level we therefore, accept our hypothesis.
The study also noted a highly significant (P-value = 0.00) and positive (beta value = 0.67) association between
social support and socially responsible behavior among consumers, we therefore accept our H3 as well.

Table 3. Structural equation model

Hypothesis SEM Path Beta t-value  Significance = Decision

H1 Self-transcendence - S(')01ally Responsible 0.48 )58 0.01 Supported
Behavior

H2 Self-enhancement - Responsible Behavior -0.19 2.06 0.04 Supported

m Social Support —Soc1(asllgBI§espon51ble Behavior 0.67 331 0.00 Supported

Note: CFI =0.93; GFI = 0.95; NFI = 0.95; AGFI = 0.98; NNFI = 0.92; RMSEA = 0.05; RMR = 0.02.

4. Discussion
4.1 Self-transcendence and Socially Responsible Behavior

The study found significant positive association between self-transcendence and socially responsible behavior
among consumers. This findings is consistent with the outcomes of many previous studies, literature provides
ample evidence on the positive association between self-transcendence and socially responsible behavior among
consumers. For instance, Crilly et al., (2008); Egri and Herman (2000); Lonnqvist et al., (2013); Sagiv et al.,
(2011) and Whitener, et al., (1998) argued that self-transcendence values promotes pro-social behavior.
Consumers who have concern for others (self-transcendence) are likely to exhibit pro-social behavior.

4.2 Self-enhancement and Responsible Behavior

Self-enhancement promotes self-interest among consumers. The study found negative association between
self-enhancement and socially responsible behavior among selected consumers. This findings is also in line with
previous studies. Many previous studies including (Crilly et al., 2008; Holmes et al., 2002) noted that people
who practice self-enhancement tend to satisfy their own desires and lack of self-sacrifice, therefore practice less
pro-social consumption behavior.

4.3 Social Support and Socially Responsible Behavior

Our last accepted hypothesis is related to positive association between social support and socially responsible
consumption behavior. Many studies including: Brady et al. (1999; Bekker (2006); and Linbn (2001) hold that
social networks promotes social values among members to adopt socially responsible consumption behavior.

5. Conclusion

The present study proposed a conceptual model that examines the influence of psychological variables (personal
values) and social factors (perceived social support to adopt socially responsible behavior) in development of
socially responsible behavior among consumers. The theoretical model has been proposed on the basis of
arguments developed after extensive literature review, the theoretical model is also empirically tested to validate
the arguments presented in this study. The study concludes that higher self-transcendence values leads to higher
level of socially responsible behavior among consumers. Whereas self-enhancement values has negative
influence on consumers in adopting socially responsible behavior. The social networks including: parents,
friends/peers, teachers also plays important role in development of socially responsible behavior among
consumers as individuals tend to pay focus on the recommendations of their members in their social networks.
The findings of this study has implications for diverse stakeholders including marketing managers, corporate
social responsibility managers/officers. The study suggests that self-transcendence values including benevolence
and universalism should be encouraged among people to promote their pro-social behavior. People should not
always think about themselves only, but for the betterment of others in order to promote wellbeing among
society. Secondly, we should not only focus on individuals but also their social networks if we want to promote
socially responsible behavior among individuals. Consumers tend to get recommendations and inspirations from
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their social networks to practice socially responsible consumption behaviors, so it is important to advocate
pro-social behavior in social networks.

The study suggests that some other psychological variables should also be explored to predict consumer’s
socially responsible behavior. Current study collected data from students, future study can focus on household
consumers to finds more insights and practical perspectives. A larger sample size can of-course provide more
authentic findings that could be generalized to larger population. Finally, a cross-cultural study in different
cultures including individualistic versus collectivistic cultures can also provide more meaningful findings related
to the role of social networks in developing consumer behavior. Greet Hofstede’s theory of national culture can
us useful for differentiating different countries on the basis of their cultural typologies. As Pakistani culture is
more collectivistic than individualistic people consult recommendations from their social networks, this could be
different in some other country having individualistic culture.
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