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Abstract

The purpose of this paper is to explore the influence of environmental corporate social responsibility (ECSR) on
consumer’s green behavior. There is a lack of studies in the field of green consumer’s behavior focusing on the
impact of ECSR. This paper also explores the mediating effect of personal norm between the ECSR initiatives
with consumer’s green behavior. Based on norm activation model (NAM), personal norm acts as the mediator
between activators of NAM and pro-social behavior. Numerous studies have been conducted utilizing personal
norm as mediator to green behavior and the result from the studies have been positive. This study paper further
explores the potential effectiveness of personal norm as a mediator between ECSR initiatives and consumer’s
green behavior. This concept paper offers significant contribution to the body of knowledge through exploring
the potential impact of ECSR as well as the mediating effect of personal norm on consumer’s green behavior.
The findings in this study will create awareness among corporations the importance of highlighting corporate
green initiatives among consumers.

Keywords: consumer behavior, green products, green initiatives, corporate social responsibility, norm activation
model

1. Introduction

The topic related to the impact of corporate social responsibility (CSR) on consumer’s behavior are often
discussed, however, the environmental portion of CSR are often overlooked (Nik Ramli et al., 2014). There are
three dimensions of ECSR according to Nik Ramli et al. (2014). The three dimensions are E-customer welfare,
E-community involvement and E-philanthropy. E-customer welfare is an initiative by corporations that concerns
about providing a complete product information to consumers that includes safety features and also provides
green products in the market in order to reduce environmental deterioration. E-community involvement initiative
focuses on the social aspect of CSR in terms of educating and getting engage in social and community
involvement to promote programs related to environmental preservation. Finally, the third dimensions of ECSR
is E-philanthropy. This type of initiative can be seen through generous financial contribution to non-profit
organizations (NGOs) that promotes environmental preservation activities. The main drivers of ECSR are the
deterioration of the environment caused by irresponsible business practice and unsustainable consumer
behaviour (Lyon and Maxwell, 2008; Mazurkiewicz, 2008; Nik Ramli et al., 2014) as well as the generally rising
concerns of consumers in general (Kalafatis et al., 1999; Kotler, 2011; Tiwari et al., 2011; Cherian and Jacob,
2012). The concept of ECSR is when a company combines environmental initiatives with its business operations
as well as in dealing with stakeholders without compromising economic performance of the business (Nor Irwani
etal., 2014).

This conceptual paper will explore each dimension of ECSR in the context of marketing point of view. ECSR is
seen as a predictor to influence consumer’s buying behavior through corporations marketing initiatives.
Environmental deterioration is caused by constant damage from endless consumption, marketing, manufacturing,
processing, discarding and polluting (Saha and Darnton, 2005; Gordon et al., 2011). According to Fry and
Polonsky, 2004, firms engaged in marketing movement will impact on society in ‘an unanticipated negative
manner’. Marketing needs to become sustainable due to its impact on society (Gordon et al., 2011). Marketing
has to play a practical role in sustainable development (van Dam and Apeldoorn, 1996; Peattie and Peattie, 2009;
Gordon et al., 2011). Due to these concerns, corporations have to play a key role in changing the way they do
business and also in changing consumer behaviour. Evidenced by the growing interest in sustainability issues,
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sustainability is now a mainstream issue (Bandura, 2007; Fitzsimmons, 2008; Gordon et al., 2011). Marketing
provide tools to tackle these related issues as it plays a central role to influence behaviour (Gordon et al., 2011).
Through marketing, corporations are able to communicate its ECSR initiatives to consumers. Increasing
knowledge of corporate CSR activities leads to increased positive consumer attitudes towards the company as
well as sales and profits (Wigley, 2008) and lack of that information is one of the barriers to purchase green
products or products from responsible companies (Young et al., 2008). Marketing has the potential to deliver
sustainability and it is often overlooked (Gordon, et al., 2011). The majority of the initiatives advocating
sustainability have been executed upstream (Verplanken & Wood, 2006; Gordon et al., 2011). ECSR tools are
used by corporations to share information as well as knowledge regarding corporates’ ECSR activities.
Corporations ECSR initiatives include the promotion of sustainability from upstream to downstream of
corporates’ activities. Marketing is being use by corporations to promote sustainability (Gordon et al., 2011).
ECSR has three dimensions and marketing tools are being used to fulfil these dimensions.

2. ECSR and Consumer Behavior

ECSR initiatives have been proven to positively influence corporate image among the consumer (Nor Irwani et
al., 2014). ECSR also increases consumer’s loyalty (Nik Ramli et al., 2014). Many consumers that buy green
products are only interested to buy them from the companies they perceived to be environmentally responsible
(Murphy et al., 2010). Sustainable marketing consciousness has positive influence on purchase intention as well
as corporate social responsibility (Suki et al., 2016). According to Suki et al. (2016), marketing managers should
optimize the opportunity given through budget distribution in corporate social responsibility to engage in
sustainability for positive return of investment.

Firms realized their responsibility to environmental degradation and shoulder much of the responsibility but
fundamentally it is consumers who demand goods and contribute to environmental issues (Polonsky, 1994). The
patterns of consumers’ consumption and behaviour are among the primary cause of environmental degradation
(Tan, & Lau, 2010). End-users are the key to ramping up sustainability and the only way to achieve
environmental sustainability is by changing the consumer behavior (Wheeland, 2011). The current
environmental impact cannot be reduced without changing the consumer attitude and behaviour (Lau, 2010;
Olander, & Thogersen, 1995). Even consumers have realized the impact of their purchasing patterns on the
environment where one in five people believe that individual consumers are most to be blamed for
environmental problems (Murphy et al., 2010). Even with the knowledge and awareness about the concept of
being environmentally responsible, many consumers may not necessarily implement this idea to change to a
more sustainable lifestyle (Jacob & Cherian, 2012).

Research on corporate social responsibility may be at a mature stage but consumer responses to CSR initiatives
are not. (Feldman & Vasquez-Parraga, 2013, p.100). Sustainable business practices can influence consumer
(Perella, 2013). Through product or service offerings, CSR practices, marketing and educational campaigns,
corporations help consumers to be educated and conscious about sustainable consumption (Park & Ha, 2012) by
attempting to engage customers in environmental initiatives (Guziana & Dobers, 2013). “Motivating consumers
to adopt more sustainable consumption behaviors is an important policy goal ...”(Wells, Ponting & Peattie, 2011,
p-809). Caruana and Crane (2008) research on a website articulating sustainable vacation and travel found that
corporate communications significantly influenced the process of constructing responsibility (e.g. highlights
responsible tourist behavior that preserves the local environment and the consequences of being irresponsible
tourists). Green campaign activities and eco-friendly products by green retailers influence positive impact on
consumers’ green consciousness and behavior (Lee et al., 2012). According to Bhattacharya and Sen (2004),
consumer undergo some form of “behavior modification” based on certain types of corporate involvement in an
issue that concerns about the society as a whole. “The influence of CSR-related attributes on consumers’
purchase intentions is more complex than previously thought of, in that, CSR can affect purchase intentions
directly or indirectly” (Khojastehpour & Johns, 2014, p. 333). Some consumers base their buying decision on
company’s involvement in society and environment responsibility (Grimmer & Bingham, 2013). Nik Ramli et.
al. (2014) explored a portion of CSR initiatives particularly environmental initiatives on consumer behavior and
stated that environmental initiatives increased consumer loyalty and enhanced corporate image. Company
environmental commitment has the highest influence on the purchase decision of a socially responsible
consumer (Feldman & Vasquez-Parraga, 2013). There have been extensive studies in the extent literature
pertaining to the challenges related to behavioral change (Gordon et al., 2011). Consumers have to realise the
consequences of their actions. It is important for the consumers to understand and be aware of the impact of
unsustainable production, consumption and disposal system by corporations and individuals (Peattie and Collins,
2009; Gordon et al., 2011). Corporations can expedite change via the execution of targeted and effective
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downstream and upstream intervention (Verplanken & Wood, 2006; Gordon et al., 2011). The three elements of
ECSR are being discussed in detail in this study. The elements of ECSR included in this study are eco label
(e-customer welfare), environmental campaign or environmental advertising (e-community involvement) and
cause-related campaign or cause-related marketing (e-philanthropy).

2.1 Eco Label and Consumer Behavior

Environmental labels or eco-labels are used by corporations to differentiate their products in the market place
(D’Souza et al., 2006). It acts as a guide for consumers to choose products that reduce environmental impact
(D’Souza, 2000; Rex & Baumann, 2006) and enables them to influence how the product is manufactured (Rex &
Baumann, 2006). Eco label has also proven to be affective in raising awareness and trust as well as creating
awareness among the consumer that a company has strived to be sustainable (Watanatada, 2011). It
acknowledges the extensive dedication of companies in the management of preserving the environment, which
are not always noticeable (Proto et al., 2007). It assures consumers of the truthfulness of these claims by
providing certification marks or seals of approval (Atkinson & Rosenthal, 2014).

Eco labels have proven to be affective to raise awareness and trust as well as creating awareness among the
consumer that a company has strived to be sustainable (Watanatada, 2011). Eco label is perceived by consumers
to be a critical factor when making decision to buy (Thorgersen, 2002; Zhu, 2013). The results of a survey
indicate ninety-eight per cent (98%) of consumers are familiar with the word “Recyclable” and states that
eighty-eight per cent (88%) of the respondents agreed that this would have an effect in their purchase decision
(Murphy et al., 2010). Specific product label such as “Recyclable” enables companies to communicate products’
benefits to consumers (Juwaheer et al., 2012). Eco labels are seen as a marketing tool to differentiate a product
and to position a product image as green products in the market (D’Souza, 2004, Rex and Baumann, 2007).
Positioning is paramount in guiding the formation of product values and beliefs in the minds of target
consumer’s cognition (Pickett-Baker and Ozaki, 2008). According to Nik Ramli et al. (2009), Malaysian
consumers react positively to eco-label and consider it to be crucial during their purchase decision.

2.2 Environmental Campaign and Consumer Behavior

Environmental campaign or environmental advertising have several core elements which are; the presentation of
the corporation’s mission statement with regard to environment preservation, the process adopted by the
company that makes it environment friendly, and a particular CSR activity related to the environment (Davis,
1994; Cherian & Jacob, 2012). Environmental advertising or commonly known as green advertising is defined
by Zinkhan and Carlson (1995) and as cited in Zhu (2013) as “the appeals that try to fulfil consumers’ needs and
aspiration regarding to environmental concern and health issues from different perspective including ecology,
sustainability, and pollution-free messages” (p.72). The two dimensions of environmental campaign are
education- focused and commercial-focused. Education-focused environmental advertising focuses to enhance
and create awareness among the consumers towards the environment and nature, while commercial-focused
environmental advertising is designed for the purpose of increasing sales of products or services and some
concern for the firm’s green image and customer loyalty (Banerjee et al., 1995; Menon et al., 1999; Zhu, 2013).
This paper will focus on the education-focused of environmental campaign dimension and is integrated as part of
ECSR initiatives dimension of E-community involvement.

The research by Davis (1994) suggested that environmental advertising or environmental campaigns has an
effect on consumer’s attitude towards corporations and their products. The environmental campaign by Unilever
through the production of the short film called “Why Bring A Child Into This World” contained negative appeals.
Negative appeal in advertising is used to influence consumers to feeling guilty or ashamed of their actions in
contributing to environmental problems and other issues (Brennan & Binney, 2008). A research conducted by
Zhu (2013) on consumer’s purchase intention of green product in relation to environmental advertisement
showed that consumer’s attitude towards environmental advertising played an important role in determining the
level of intention of consumers to purchase green products. The positive perception of consumers on
environmental campaigns and movements was an important determinant for consumers to go green (Rezai et al.,
2013). According to Yang et al. (2015) consumers can be motivated by environmental advertising that uses
abstract appeal and when it highlights the benefits of an individual’s green consumption on others. A research by
Abd Rahim et al. (2012) on environmental advertising by the Malaysian government has shown to have positive
impact on youths to embrace the green concept. However, they have highlighted in their research findings that
the government needs to be able to craft a better green messages and better execution of green campaigns. It was
supported by Mei et al. (2012) that government environmental campaigns have significant influence on
environmentally friendly purchase intention.

243



ijbm.ccsenet.org International Journal of Business and Management Vol. 13, No. 11; 2018

2.3 Cause-Related Campaign

Cause-related campaign or cause-related marketing (CRM) is a partnership between business entities and
non-profit organizations via sponsorship causes (Robinson et al., 2012; Mani Kanta et al., 2014). It may be done
through a donation to a non-profit organization for each product sold by the company (Moosmayer & Fuljahn,
2010; Anuar & Mohamad, 2012). CRM promises its consumers to donate a worthy cause for every product sold
(Douwe van der Brink et al., 2006). “Conceptually, CRM represents cause specificity of corporate social
responsibility or CSR (Sheikh & Beise-Zee, 2011). According to Nik Ramli et al. (2014), the third dimension of
ECSR is E-Philanthropy. E-Philanthropy is the desire of an organization to promote the welfare of others and
often expressed via a generous amount of donation to non-profit organization (NGO). Nik Ramli et al. (2014)
reiterates that E-philanthropy can be seen in the providing of financial resources to execute initiatives that
strengthen environmental consciousness and reactions from the public through partnership with the selected
NGO or donation. CRM is used as an instrument to implement CSR causes (Kotler and Lee, 2005) and
philanthropy is the central core of CSR (Peloza & Shang, 2011; Nik Ramli et al., 2014).

Surveys show that consumers would view a firm positively if it supports social causes (Simmons &
Becker-Olsen, 2006) and this will lead to increased sales (Adkins, 2004; Shabbir et al., 2010). According to
Douwe van der Brink et al. (2006), Strategic CRM is proven to enhance consumer loyalty and consumers prefer
firms that implement strategic CRM in their CRM strategy. A study in Malaysia showed that CRM has
significant impact on consumer attitudes and purchase intention (Anuar & Mohamad, 2012). A study was also
conducted in Pakistan and it showed positive results on consumer purchase intention with brand awareness and
corporate image as mediating factors (Shabbir et al., 2010). The size of donations from corporations to non-profit
organizations affects consumer cooperation towards CRM campaigns (Moosemayer & Fuljahn, 2010) and
according to Folse et al. (2010), consumers are inspired to support CRM campaigns due to socio-emotional
reasons and economic reasons.

3. Personal Norm as Mediator

Personal norm refers to the “moral obligation to perform or refrain from specific actions” (Schwartz & Howard,
1981, p. 191). Personal norms have been proven to be crucial in pro-environmental behaviour (see Kaiser et al.,
2005; Biel & Thegersen, 2007). Pro-environmental behaviours are motivated by intrinsic rather than extrinsic
reasons and the people who perform these behaviours are those who are doing it for the environment to benefit
others (Ebreo et al., 2003). Personal norm focuses on a person’s inner moral considerations (Zhang et al., 2013).
According to Bamberg et al. (2007), personal norms are based on two related but distinct processes of
anticipated feelings or guilt and perceived social norms. Personal norm has shown to be a significant predictor of
energy saving behaviour in general (van der Werff & Steg, 2015). Based on the study by van der Werff and Steg
(2015) on energy behaviour, the stronger the personal norm, the more efficient one’s driving style, water usage
and meat consumption. Personal norm has been proven to influence intentions of behaviours (Steg and de Groot,
2010) especially pro-environmental behaviour (Zhang et al., 2014). Personal norm had positive influences on
employee electricity saving behaviour (Zhang et al., 2013), choice of travel mode (Hunecke et al., 2001),
recycling (Park and Ha, 2012), meat consumption and showering time (van der Werff and Steg, 2015), public
transportation and energy use (Harland et al., 2007), total energy saving (Ambrahamse & Steg, 2009) and
organic milk purchasing (Klockner & Ohms, 2009). Personal norm contributes to pro-environmental behaviour
such as green consumerism (Thagersen, 1999). According to Bamberg and Schmidt (2003), personal norm
itself does not lead to actual performing behaviour. However according to Park and Ha (2012), the intention to
recycle depends on the individual personal norm pertaining to recycling activities. Personal norm correlates
strongly with the intention to perform behaviour and it is used to predict individual personal feelings towards
pro-environmental behaviour (Onwezen et al., 2014). Hofenk et al. (2010) highlighted that personal norm (PN)
has the greatest effect on pro-environmental purchase intention.

Based on Schwartz (1977) Norm Activation Theory (NAT), an activated personal norm acts as a mediator
between the activators and behaviour. During the development of the study, NAT was used to predict prosocial
related behaviours. It has been expended to pro-environmental related behaviour by various researches (i.e.
Ebreo et al., 2003; Ambrehamse & Steg, 2009; De Groot and Steg, 2009; Brekke et al.,2010; Steg & De Groot,
2010; Zhang et al., 2013; Han, 2014; Zhang et al., 2014; Lauper et al, 2015; Vaske et al., 2015; van der Werff,
2015). It has been proven by many researchers that personal norm mediates the relationship between all of the
independent variables components of Norm Activation Model (NAM) that includes, awareness of consequence
(AC), ascription of responsibility (AR) and efficacy. In a study on carbon mitigation, personal norm was tested to
positively mediate the relationship between awareness of consequences (AC) and ascription of responsibility
(AR) with ecological behaviour (Vaske et al., 2015). When tested for the assumption of the Norm Activation
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Theory that personal norm has direct effect on behavioral intention, it was proven to be positive and personal
norm was proven to mediate other independent variables (Lauper et al., 2015). In another environmental field
study related to pro-environmental spillover, the results of the study showed that personal norm mediates the
spillover effect of pro-environmental behavior (Steinhorst et al., 2015). Based on these findings, personal norm
has shown to have an important role to mediate relationships in the field of green behavior studies. Thus, it
would give enough justifications for the role of personal norm as a mediator between ECSR and consumer’s
green behavior.

3.1 The conceptual framework

Consumer ’s Green

Behavior
 Cause-related marketing

Figure 1. The conceptual framework
4. Conclusion

This conceptual paper presents the potential effect of ECSR as a predictor of consumer’s green behavior and it
explores the potential of personal norm that acts as the mediator between ECSR and consumer’s green behavior.
The dimension of ECSR that includes E-customer welfare, E-customer involvement and E-philanthropy are
presented based on marketing point of view. Eco-labels, environmental advertising and cause-related marketing
represents each dimension of ECSR initiatives. This study proposes that corporation’s ECSR initiatives predicts
consumer’s behavior directly and via personal norm. When consumers are expose corporations ECSR initiatives,
it triggers ones’ moral obligation or personal norm and eventually lead to green behavior. It is hope that from this
study, corporations will be aware of the importance of ECSR initiatives in influencing consumer’s behavior
towards sustainability.
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