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Abstract

Corporate Social Responsibility has emerged as one of the most important
practices driving corporate success, owing to its impact on customers’ moral
emotions, which subsequently affects customers’ behavior, such as brand
advocacy. From the Vietnamese dairy industry context, this study investigates the
role of moral emotions, such as admiration, gratitude, elevation, and trust, in the
relationship between CSR and consumers’ brand advocacy. The study also
analyzes altruism’s moderating effect on the link between CSR and moral
emotions. To achieve these two objectives, the study surveyed 298 respondents
and employed structural equation modeling for analysis. The findings
demonstrate the positive influences of CSR on moral emotions, which in turn
positively affect brand advocacy. Additionally, the study demonstrates the
mediating effects of admiration, gratitude, and elevation on the relationship
between CSR and brand advocacy behaviors, as well as the altruism’s positive
moderating effect on the relationship between CSR and elevation. Finally,

various implications have been presented based on the study’s results.

Keywords: admiration, brand advocacy, altruism, corporate social responsibility,

elevation, gratitude, moral emotion, trust.
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1. Introduction

Corporate Social Responsibility (CSR) is a broad range of company
practices that prioritize social benefits over their own (Han et al., 2020). The
concept of CSR includes several facets, such as economic, ethical, legal, and
philanthropic, which illustrate its complicated nature (Lee et al., 2020), and in
recent years, it has become one of the standard business practices. In addition,
the establishment of a successful CSR strategy plays a significant role in creating
a competitive advantage for businesses (Ceglinski & Wisniewska, 2017),
building their reputations (Fombrun, 2005), and improving their financial
performances (Saeidi et al., 2015). According to Vitell (2015), one of the most
important aspects of a successful business is that organizations focus on CSR.
Such practices are essential to dialogue between companies and consumers
(Nielsen, 2012), and many companies are becoming increasingly aware of this
(Hemingway & Maclagan, 2004). Businesses can deploy CSR campaigns to
enhance their brand image and reputation as well as consumer-corporate
identification, which subsequently influences consumer behavior, leading to
positive relational outcomes, such as loyalty, positive word of mouth, and
attachment (Lichtenstein et al., 2004). As Agarwal and Malhotra (2019) have
noted, the influence of firms’ CSR practices on moral identity, emotions,
judgment, and, subsequently, customer-brand relationship is an important case to

research.

Research shows that CSR practices affect consumer emotions (Pérez &
Rodriguez del Bosque, 2015), subsequently influencing their behavior (Wang &
Wu, 2016). According to Jiang et al. (2014), emotions are more important in
purchasing decisions than price or consumer preference. Such importance pushes
researchers to explore the positive impact of CSR on consumers’ moral emotions,

such as admiration (Cegarra-Navarro & Martinez-Martinez, 2009), gratitude
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(Kim & Park, 2020), elevation (Romani et al., 2016), and trust (Martinez &
Rodriguez del Bosque, 2013). However, Ahmed et al. (2020) acknowledge a gap
in our understanding of customers’ perceived CSR mechanism and its impact on
consumer behavior. As a result, it is important to investigate the mechanism
governing this relationship (Fatma & Khan, 2023). Several studies have also
demonstrated the mediation effects of admiration (Ahmad et al., 2023), gratitude
(Romani & Grappi, 2014), trust (Fatma & Khan, 2023), and elevation (Romani
etal.,2013) on the relationship between CSR initiatives and customers’ advocacy
behaviors in separation. However, because of the intricacy of the CSR concept
and the distinct impact of the moral emotions component, Fatma and Khan
(2023) proposed that future studies include different aspects of moral emotions
and CSR concurrently in the research framework to acquire a deeper knowledge
of their complicated relationships. Also, it is acknowledged that CSR activities
represent a company’s consideration for environmental and natural resources
issues and have been demonstrated to affect brand equity, brand credibility, brand
reputation, brand advocacy, and also the company profitability on numerous
occasions (Fatma & Khan, 2023; Khojastehpour & Johns, 2014; Phung &
Nguyen, 2023; Wang et al., 2021). Among the brand’s aspects, brand advocacy
is desirable and important to companies due to its representation of customers’
support through their behaviors of recommendations (Webster, 1975),
promotions (Webster, 1977), or even protecting a brand from negative influences
(Sashi et al., 2018). Unsurprisingly, CSR activities have become a major priority
in business in general and the dairy industry in particular (Moisecu & Berécs,
2015). Therefore, the first aim of this paper is to investigate the mediating effect
of multiple components of moral emotions, at the same time, in the relationship

between CSR and customer behavior captured by brand advocacy.
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Additionally, marketing’s objectives are frequently about discovering and
satisfying customers’ values (Luck et al., 2020), which have been shown to
influence their actions (Marbach et al., 2019). In some specific instances, such as
CSR practices organizations, customer values can also moderate their attitude
and behaviors (Xie et al., 2015; Zou et al., 2021). In the case of CSR, customers’
altruistic value (so-called altruism) is an important factor, as it demonstrates their
consideration for others’ merriment (Hartmann et al., 2017; Schwartz, 1977).
Altruism has also been demonstrated to be frequently associated with moral
emotions (Landis et al., 2009). Unsurprisingly, Romani et al. (2013) have
mentioned that customers with high altruism will be more influenced by the
organization’s CSR activities, resulting in stronger moral emotions (Romani et
al., 2013). Such a suggestion indicates a positive moderation effect of altruism in
the relationship between CSR and the customers’ moral emotions. However,
previous research has only demonstrated the moderation effect of altruism on the
relationship between CSR and gratitude (Romani et al., 2013), or admiration (Liu
et al., 2023). Romani and Grappi (2014) also proposed that the same effect of
moderation could be applied to other moral emotions. In light of the paucity of
research on the effects of altruism in the context of CSR, there is an opportunity
to expand the research paradigm in a distinct context (Liu et al., 2023). Therefore,
this paper’s second aim is to investigate the moderating effect of altruism in the

relationship between CSR and moral emotions.

To achieve the mentioned objectives, this paper employs data from
Vietnam’s dairy industry, an intriguing case for research. Since the early 2000s,
CSR has been introduced to the country through the investment activities of
multinational companies (Hamm, 2012), such as Vinamilk, Unilever, and Coca-
Cola. Since 1990, the country has undergone economic reform (Nguyen, 2015),

accelerating its annual average GDP per capita growth rate to 5.5% until 2017
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(Van & Dao, 2021). The Vietnamese dairy industry is an important sector
contributing significantly to the country’s sustainable development (Chen et al.,
2021). Among the industry competitors, the Vietnam Milk Company (Vinamilk)
and TH True Milk have produced annual sustainable development reports
representing their sustainable practices, including CSR activities (Le et al., 2023;
Vinamilk, 2023). Indeed, Vinamilk is the most preferred FMCG brand in 2020
(Carrasco, 2021), which is linked to its Corporate Social Responsibility (CSR)
and Environment, Social, and Governance (ESG) initiatives (Nhan Dan, 2022).
It is essential to consider that the mentioned organization frequently aligns its
brand with cause-related projects (Nguyen & Nguyen, 2019). Previous research
has also looked at the impact of genuine CSR initiatives on customer brand
advocacy in the dairy industry (Phung & Nguyen, 2023). There is also a shortage
of empirical studies on the influences of CSR and moral sentiments on the
Vietnamese dairy business. Given the current success of adopting CSR activities
in the Vietnamese dairy industry, it is important to conduct research to provide
an in-depth investigation of the effects of CSR on customers’ emotions and
behaviors from their perspective, thereby benefiting both the dairy companies

and their customers.

The study results illustrate the positive impacts of customers’ perceived
CSR on their admiration, gratitude, trust, and elevation, which in turn positively
influence their brand advocacy behaviors. Additionally, mediation effects of
admiration, gratitude, and elevation have been confirmed, along with the positive
moderation effect of customers’ altruism on the relationship between CSR and
elevation. In general, it is safe to conclude that CSR has a significant positive
impact on customers’ advocacy behaviors through the mediation of their moral

emotions and amplified by altruism.
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2. Theoretical Framework and Hypotheses

2.1 Corporate Social Responsibility

Friedman (1970) maintains that corporations have only one, and just one,
social responsibility—to utilize their resources and partake in activities for
profits. This statement highlights a company’s aim to satisfy the needs of its
stakeholders. In addition, more and more corporations believe that they cannot
effectively operate if they only focus on maximizing returns but take
responsibility for their stakeholders, to a greater extent, to be responsible to

society (Ksiezak, 2017).

Davis (2017) proposes that CSR is the concern and reaction of companies
to issues beyond meeting legal, economic, and technological requirements.
According to Matten and Moon (2004), CSR is a concept that compounds
various distinct aspects such as business ethics, corporate philanthropy, corporate
citizenship, sustainability, and environmental responsibility. Consequently, the
nature of Corporate Social Responsibility is the company’s commitment to
sustainable economic growth through activities to improve the living standard of
the labor force and their families for the community and society in a way that

benefits both the company and the social development (Saeidi et al., 2015).

2.2 Moral emotions

Moral emotions are emotional responses to moral activities that motivate
moral behavior (Haidt, 2003). Harris (2003) discusses the concept’s complexity
and multidimensionality, as well as the diverse influences of its components on
human behavior. As a result, prior research has linked the concept to CSR
activities (Vitell et al., 2016). Agarwal and Malhotra (2019) discussed the shift in
CSR research direction from a cognitive process to moral emotions. Previous

research has also examined the nature and influences of different types of moral
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emotions: the negative aspects, including contempt, anger, disgust (Rozin et al.,
1999), and shame and embarrassment (Harris, 2003); or the positive types, such
as gratitude (Xie et al., 2015), admiration (Algoe & Haidt, 2009), trust (Choi &
La, 2013), and elevation (Romani & Grappi, 2014). Moral emotions play a
crucial role in cause-related marketing (Kim & Johnson, 2013). They are
generated when consumers perceive the CSR activities of a company and then
influence their supportive actions, such as brand advocacy (Xie et al., 2015).
Following in the same vein, this study incorporates several types of moral
emotions into the research framework, which are admiration, trust, gratitude, and
elevation, to analyze further their roles in the customer-brand paradigm (Agarwal

& Malhotra, 2019).

Admiration is the feeling of surprise and consensus of an individual; it
evokes satisfaction, respect, and honor toward the actions or characteristics of
another person or organization (Darwin et al., 1998). A company admirer can
engage more apart from socially responsible purchasing, as admiration
encourages people to act similarly to admired objects and promotes self-
improvement (Algoe & Haidt, 2009). When a person or group joins a laudable
action, admiration arises (Sweetman et al., 2013); hence, people need to help or
cooperate with that person/group (Cuddy et al., 2007). Admiration is a positive,
emotional, and moral value (Algoe & Haidt, 2009) evoked by ethical and
virtuous behaviors (Immordino-Yang & Sylvan, 2010).

Customers may have this sentiment toward a company that adopts CSR
due to the ethical manifestations of the CSR structure. Unsurprisingly, Cegarra-
Navarro and Martinez-Martinez (2009) discovered that CSR is a precondition for
admiring a company through an examination of 100 large Spanish firms of
diverse industries using repeated ANOVA analyses. These benefits include the

rise in customers’ perception of the company’s product/service quality,
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innovation, global business, corporate culture, and ethics. As a result, the study

has proposed H1 as follows:
H1: CSR positively impacts customers’ admiration.

Gratitude usually stems from the perception of received benefits thanks
to specific voluntary, intentional, or costly actions of other factors (McCullough
et al., 2008). Customer gratitude demonstrates the emotional part of reciprocity
and 1s essential to develop and maintain successful exchanges between buyers
and sellers (Huang, 2015). Enmons and McCullough (2003) affirm that gratitude
1s a positive emotion resulting from positive outcomes provided by a person,

company, or organization.

Gustafsson et al. (2005) concur that building and sustaining a credible
buyer-seller relationship helps reduce customer turnover and ensure a long-term
partnership. Goldenberg et al. (2014) suggest that the deeper people are attached
to an organization, the more grateful they feel for its CSR. Furthermore, Kim and
Park (2020) conducted a series of studies with a total sample size of 463, in which
102 customers were exposed to two different scenarios of high and low CSR of
the top 15 tech companies (the companies of choice are the two that ranked first
and fifteenth) with product failure manipulation; a series of ANOVA and
MANOVA were performed to compare customers’ perceptions regarding their
gratitude in accordance with the company CSR’s levels in the product failure
context. That study’s findings demonstrate the positive influence of CSR

activities on customers’ gratitude. Therefore, the study proposes H2 as follows:
H2: CSR positively impacts customers’ gratitude.

Trust is defined by Anderson and Weitz (1992) as one party’s belief that
their needs will be satisfied by the actions of the other. Customer trust refers to

the willingness to count on the ability of a brand to perform its declared purposes
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(Chaudhuri & Holbrook, 2001). Another explains that experience with a
company leads to trust and allows customers to evaluate the company’s aptitude,
altruism, and integrity (Choi & La, 2013). Furthermore, trust serves as a
foundation for long-term relationships that originate from an examination of

personal interactions (Spekman, 1988).

The positive and meaningful association between trust and CSR has been
established in several studies, including Ball et al.’s (2004) research on 382
hospitality companies’ customers or Swaen and Chumpitaz’s (2008) study on
618 cosmetics and sportswear corporations’ consumers. Employing the
Structural Equation Modeling (SEM) method, the two mentioned studies
demonstrate the positive impact of a company’s CSR on customers’ trust. In
general, customers will commit to and trust a company when it is socially

responsible (Berry, 1995). Therefore, the study has proposed H3 as follows:
H3: CSR positively impacts customers’ trust.

Elevation is a moral emotional reaction experienced after observing acts
of charity, kindness, sacrifice, or demonstration of virtue by others (Vianello et
al., 2010). The factor includes the feeling of excitement, happiness, and deep
inspiration (Haidt, 2003). Romani and Grappi (2014) realized that the company’s
CSR will lead to the feeling of elevation in customers. Using evidence from a
mixed-method approach, they presented this emotion’s crucial role in explaining

consumer behavioral responses to CSR in local communities.

Elevation induced by benevolence activities such as CSR initiatives
motivates consumers to respond ethically or prosocially (Aquino et al., 2011;
Cox, 2010; Schnall et al., 2010). The elevation is an important factor in CSR
practices, as it not only elicits altruism but also affects customers’ attitudes toward

such action (Lawler & Thye, 2006) and their behavior in supporting the CSR
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corporate products (Romani et al., 2016). Additionally, the findings of Romani
and Grappi’s (2014) study of 140 Italian participants, using controlled scenarios
of fictional companies’ CSR initiatives and profiles, illustrated the positive
impact of customers’ perception of the corporate’s CSR genuine motives on their

feelings of elevation. Therefore, the study has proposed:

HA4: CSR positively impacts customers’ elevation.

2.3 Brand Advocacy

Brand advocacy is a phenomenon where customers attempt to support
their favorite brands in front of others through recommendations (Wilder, 2015).
Brand advocacy arises when customers commence repurchasing certain goods
due to high satisfaction (Kotler et al., 2017). Brand advocacy also includes
behaviors of protecting a brand from criticism or negative feedback (Sashi et al.,
2018). These types of consumer behaviors are crucial to a brand since they
demonstrate the brand’s power and image in customers’ eyes (Fatma & Khan,
2023). Additionally, brand advocacy indicates a customer’s perceptions,
thoughts, concerns, and consumption of products delivered only to support and

differentiate from other brands (Scott & Lane, 2000).

Advocacy also includes other valuable non-transactional merits, such as
positive word-of-mouth (Du et al., 2007) or resistance against negative
information about an organization (Sen et al., 2016). Employing the ANOVA
analyses on a total of 252 participants of two experiments at Standford University
on non-profit or for-profit firms, Aaker et al. (2010) affirmed that consumers’
judgment on corporate warmth-related traits is more willing to buy from the
organization. Additionally, Aaker et al. (2012) surveyed 408 individuals to
analyze their perceptions and feelings toward eight well-known brands in three

categories: food, beverage, and medication. The study revealed that assessing
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specific cognitive characteristics, such as an organization’s traits or capacity,
elicits favorable emotions, such as admiration, which subsequently positively
impacts customers’ intentions and support behaviors. Based on the above

arguments, the study has proposed H5 as follows:
H5: Customers’ admiration positively impacts brand advocacy.

According to the “Broaden and Build Theory of Positive Emotions”
(Fredrickson, 2004), it is believed that positive emotions can expand an
individual’s activity patterns that reflect the emotions they experience. Therefore,
heartfelt gratitude motivates consumers to behave ethically or prosocially based
on the moral-enhancing function of gratitude analyzed above. Therefore, grateful
customers should creatively consider a series of actions that can benefit others.
Consequently, the study expects customers to engage in various advocative
behaviors (e.g., spreading positive information, writing supportive articles, and

trying new product offerings). Therefore, the study has proposed H6 as follows:
HG6: Customers’ gratitude positively impacts brand advocacy.

Trust is among the factors that distinguish relationships from mere
transactions (Delgado-Ballester & Munuera-Aleman, 2001; Sirdeshmukh et al.,
2002). Any personal relationship between individuals or a person and a brand is
built on trust. Using the SEM method, research conducted on 140 Thai bank
customers illustrated that trust functions as a bridge between customer
attachment and interpersonal connection, turning a positive transactional
orientation toward the brand into a long-term and intimate personal relationship,
even a deep commitment (Eakuru & Mat, 2008). Therefore, the study expects
that customer trust in CSR can lead to brand advocacy. The study has proposed
H7 as follows:

H7: Customers’ trust positively impacts brand advocacy.
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Potential buyers can see the consideration of organizations and funds for
ethical, natural, and social issues to avoid or diminish harm to individuals;
elevation can result from these exemplary and excellent activities. Psychology
research has proven that the tendency to behave out of elevation is the desire to
associate more deeply with the person who does good deeds and to have similar
actions for the interest of society (Haidt, 2003). From this approach, employing
recall, video induction, event diary, and methods, Algoe & Haidt’s (2009) studies
on 295 University of Virginia students empirically established that elevation
promotes prosocial and affiliate behaviors in general. Therefore, it is rational for
customers to advocate a brand that implements prosocial activities (Li et al.,
2022). The study, hence, expects that customer elevation will lead to brand

advocacy.
HS8: Customers’ elevation positively impacts brand advocacy.

It is acknowledged that people like, are drawn to, and prefer relationships
with others who are similar to them to boost their self-esteem and preserve
consistency in their self-identification (Byrne et al., 1971; Tesser et al., 1988).
Furthermore, the urge to conduct morally is the desire to be intimately associated
with others who perform nice deeds and behave similarly for the sake of society
(Algoe & Haidt, 2009). As a result, Haidt (2003) describes the strength of moral
emotions, which emerge from being inspired by others and then transform
people, compelling them to participate in comparable actions. Unsurprisingly,
previous studies have examined the mediating role of gratitude (Romani et al.,
2013), elevation (Romani & Grappi, 2014), and, more recently, admiration
(Ahmad et al., 2023) in the relationship between CSR and customers’ brand
advocacy. However, it is acknowledged that the moral emotions aspect is
complicated in nature, with varying effects on people’s behaviors (Harris, 2003).

Additionally, researchers will benefit from analyzing various moral emotions and
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CSR dimensions concurrently within a single research framework (Fatma &

Khan, 2023). As a result, the study has proposed H9 as follows:

H9Y: Customers’ (a) admiration, (b) gratitude, (c) trust, and (d) elevation

mediate the relationship between CSR and brand advocacy.

2.4 Altruism

In general, altruism is a tendency to demonstrate concern for the happiness
of others (Schwartz, 1977). The concept is also called altruistic values or altruistic
personality characteristics (Hartmann et al., 2017). Gifford and Nilsson (2014)
point out that altruistic values, directly and indirectly, affect customers’
perspectives of society and their environmental protection when aware of the
problem (Steg et al., 2014). Altruism is the principles and actions related to other
people’s welfare. Most of those who emphasize the motivating aspect of altruism
agree that altruism refers to advertently helping others without expecting
anything in return (Berkowitz, 1972) and empathizing with their needs
(Macaulay et al., 1970; Cohen, 1972).

Recognizing these values acts as a guiding principle for selecting or
evaluating behaviors, people, or events; past research predicts that altruistic
persons will generally give favorable reviews and advocate for companies’ social
initiatives (Schwartz, 1992). Various psychological studies prove that witnessing
altruistic acts induces elevation, motivating social orientation and altruism
(Aquino et al., 2011; Schnall et al., 2010). In particular, Landis et al. (2009) also
proved a positive correlation between the self-reported frequency of experiencing
moral elevation and self-reported altruistic behavior. In attempts to explain the
mechanism underlying the CSR effects in provoking customers’ emotions and
the induction of brand advocacy, previous research analyzed the moderating

effect of altruism on the relationship between CSR and gratitude in the food
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industry (Romani et al., 2013) and admiration in the banking industry (Liu et al.,
2023). Also, it is suggested that the same effect might be applied to other types
of moral emotions (Romani & Grappi, 2014). Due to the complexity of moral
emotions and CSR’s concepts and effects, it is necessary to conduct research that
evaluates the moderating effect of altruism in different contexts and within a
research framework that incorporates the participation of multiple moral
emotions and the multi-dimensional assessment of CSR (Fatma & Khan, 2023;

Romani & Grappi, 2014). Therefore, the study proposes:

HI10: Altruism is a moderating factor for the impact of CSR on

customers’ (a) admiration, (b) gratitude, (c) trust, and (d) elevation.

Figure 1. Research framework

Altruism

R

H10a-b-c-d y Admiration

1 H5
Gratitude

H2 T
CSR Brand advocacy
H3 /H7
Trust
H4 H8
Elevation
{
H9a-b-c-d
3. Methodology
3.1 Sample

This research focused on the dairy industry, with information obtained

from four dairy companies in Vietnam. When selecting the companies, the
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criteria were: (i) The enterprise had to develop CSR practices effectively, and (ii)
Consumers should have recognized the practices, either because of the
company’s dissemination operations or because of the company’s or the project’s
proximity to the consumer. The final selection, resulting from a series of expert
interviews regarding the top dairy companies in Vietnam, included Vinamilk, TH
Truemilk (a product of TH Food), Dutch Lady (a product of Friesland Campina),
and Nestlé. The list is consistent with the report of the Vietnamese dairy
industry’s leading market share companies, in which Vinamilk ranks first (43.7%
market share), TH Food ranks second (14.1%), then Friesland Campina (9.4%),
followed by Nestlé (7.5%) (Statista Research Department, 2023). An online
survey was conducted among adult consumers of the four mentioned milk

companies.

The study focuses on customers who have experienced a selected
company’s product and any of its CSR initiatives. The respondents were
approached randomly in various shopping areas. Such practice has also been
employed by previous CSR studies (Romani et al., 2013, 2016; Romani &
Grappi, 2014). The researchers first introduce themselves and then present the
respondents with the QR code that leads to a Google Form for survey
participation. Before answering the assessment questions, respondents are asked
(1) if they have ever tried a product from one of the four selected dairy companies
and (i1) if they have ever experienced or recognized a CSR campaign from any
of the four chosen companies. If a participant has not been exposed to both the
product and CSR campaigns of the same company in the selected list, they will
be transferred to the final acknowledgment section, and the survey will end. On
the contrary, participants will be provided with information regarding the CSR
activities of the company whose product and campaign they have encountered.

After that, they will be asked to finish the survey based on their own reasoning.



202 « Southeast Asian Journal of Economics Vol.12(1), April 2024

After eliminating invalid correspondent forms, the total sample size was
298. Of the respondents, 41% advocated the CSR practices of Vinamilk, 25.5%
advocated TH True Milk, 28.5.% advocated Nestlé, and only 5% were Dutch
Lady advocates. 35.2% of respondents were men and 64.8% were women. In
terms of age, 93.3% of respondents were between 18 and 24 years old, 5.7% were
between 24 and 40 years old, and 1% were 40 years old or older. Regarding
education, 14.4% were in high school, 81.5% were undergraduate, and 4.1%
were in higher education. Regarding marital status, 97% were single, and only
3% were married. Regarding income, 65.4% were financially dependent, 25.5%
earned below 400 USD per month, 7% earned 400600 USD per month, and
only 2.1% earned more than 600 USD. The respondents’ information is detailed
in Table 1.

Table 1. Respondents’ characteristics

Characteristics | Frequencies | Percent Characteristics Frequencies Percent
Gender Monthly income

Male 105 35.2% No income 195 65.4%

Female 193 64.8% Below 400 USD 76 25.5%

400 USD - 600 USD 21 7%

Above 600 USD 6 2.1%

Age Monthly income

18-24 278 93.3% No income 195 65.4%

25-30 12 4.0% Below 400 USD 76 25.5%

31-35 3 1.0% 400 USD —-600 USD 21 7%

36-40 2 0.7% Above 600 USD 6 2.1%
Above 40 3 1.0%

Education Marital status

Below university 43 14.4% Not married 289 97.0%

Undergraduate 243 81.5% Married 9 3.0%
Higher education 12 4.1%

The advocated dairy brands

Vinamilk 122 41.0%
TH True Milk 76 25.5%
Nestlé 85 28.5%
Dutch Lady 15 5.0%

3.2 Measures

The study used a 5-point Likert scale with “l=strongly disagree” and

“S=strongly agree” for every item. CSR was measured using Alvarado-Herrera
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et al.’s (2017) 18-item scale with three dimensions of six items each: the social
dimension, the economic dimension, and the environmental dimension.
Admiration was measured using Castro-Gonzalez et al.’s (2019) 3-item scale;
gratitude was measured with three items based on scales proposed by Romani et
al. (2013) and Vries and Duque (2018); and Liu et al.’s (2018) 6-item scale
measured the elevation. We used the 3-item scale provided by Morgan et al.
(1994) to measure the trust. In addition, consumer advocacy behavior was
measured by six items, adapted from Romani et al. (2013). Finally, altruism was
measured with four items from Rodriguez-Ricardo et al.’s (2019) scale. The
scales went through a series of expert interviews to ensure their suitability to the

Vietnamese dairy industry context.

The covariance-based Structure Equation Model (CB-SEM) examines
the relationship between a model’s variables (Hussey & Eagan, 2007). It has been
demonstrated that the method is an effective instrument for confirmatory
research (Hair et al., 2017). In addition, SPSS 22 and Amos 20 are employed in
combination for data processing (Dash & Paul, 2021). The analysis process is as

follows:

(1) The reliability of the individual constructs will be determined by their
Cronbach Alpha indices, which are calculated using SPSS 22. The
criterion of o > 0.7 has been utilized for assessment (Gerbing & Anderson,

1988; Peterson, 1994).

(2) A confirmatory factor analysis is then conducted using Amos 20 (Dash
& Paul, 2021). Several criteria have been employed to assess the

construct’s reliability and validity:

(1) The model fit indexes are examined (Awang et al., 2015; Hair et

al., 2014), including discrepancy divided by degree of freedom
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(Cmin/df) < 3; root mean square error of approximation (RMSEA)
< 0.08; root Mean Square Residual (RMR) < 0.05; comparative fit
index (CFI) > 0.9, Tucker-Lewis index (TLI) > 0.9. A well-fit model

1s an insurance for more accurate estimation (Hair et al., 2014).

(i) For the construct’s reliability assessment, in addition to
Cronbach’s Alpha (o)), the Composite Reliability (C.R > 0.7) is also
employed (Hair et al., 2014).

(ii1) The construct’s convergent validity is examined using the

average variance extracted indexes (AVE >0.5) (Awang et al., 2015).

(iv) The constructs’ discriminant validity will be evaluated based on

the suggestion that the square root of factors’ AVE (VAVE) should
be greater than the correlation between itself and the other factors
(Fornell & Larcker, 1981). Additionally, the factors’ maximum
shared variance indices (MSV) should be lower than their AVE to

achieve discriminant validity (Hair et al., 2014).

(3) The estimated model will be constructed based on the hypothesized
causal relationships in the last stage. The model fit is again assessed before
the estimation is carried out to examine the hypotheses (Awang et al.,
2015). The relationship’s p-value must be less than 0.05 to be concluded

as statistically significant.
3.3 Mediation Analysis

The study chose Baron and Kenny’s (1986) approach to analyze the
mediator. In the first phase, the assessed mediator is removed to examine the
relationship between independent and dependent variables. If the effect is
statistically significant, the next stage will be initiated, in which the mediator will

be added back into the model.
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In the second phase, the study assesses the causal impact of (1) the
independent variable on the mediator, (2) the mediator on the dependent variable,
and (3) the independent variable on the dependent variable. Additionally, (4) an
indirect bootstrap of 5000 samples is performed with 95% confidence intervals
to evaluate the mediating effects independently (Preacher & Hayes, 2008). The
mediator confirmation process is based on the suggestion of Zhao et al. (2010),
as detailed in Figure 2. The p-value < 0.05 criteria is employed to identify the

significance of the examined relationship.

Figure 2. Mediation analysis process

Phase 1 X2>Y L No significant
X " Y (Without M) [~ Not Significant> relationship
Phase 2 M
/ \ Significant
X Y
Y
X>M One or more
Both significant: & ot sienificant
M>Y €
X2>Y X2>Y
(in the presence of (in the presence of
M) |_ M)
Significant Not significant Significant Not significant
Partial mediation Full mediation Direct relationships No mgmﬁcgm
only relationship

Source: Adapted from Baron and Kenny (1986) and Zhao et al. (2010)

3.4 Moderation Analysis

On the other hand, a causal model was used to test the moderator (Aiken & West,

1991; Cohen et al., 2003). The software SPSS 22 is then employed to standardize
the model’s variables. Additionally, a new variable, Z CSR x_Altr, was then
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created by multiplying the standardized CSR and Altruism variables. Finally, the
aforementioned standardized variables are added back into Amos 20 to analyze
the moderator effect of altruism (Baron & Kenny, 1986; Igartua & Hayes, 2021).

The moderation and mediation effect can be summarized in an equation (Figure

3).

Figure 3. Method and equation for mediation and moderation estimation

w M
(Moderator (Mediator
variable) / variable)
L & - s b
(moderation effect) / \
X Y
(Independent ———c——» (Dependent
variable) variable)

w
(Moderator
variable)

The visualization model

W*X
(Moderator
variable)

Notes: The mediator equation: M = iy + a;X + a,W + a3WX + em. The total estimation equation: Y =iy +
cX +bM + ey=iy + bim + (¢ + ba;)X + ba; W + bas WX + bem + ey. The equation can be applied to multiple
mediation and moderation models.

M
———a3 (Mediator
: ; variable)
a2 al
X
(Independent ———c——»
variable)

The estimation model

Source: Adapted from Igartua and Hayes (2021)

b

Y
(Dependent
variable)
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4. Results

The CFA was conducted twice to ascertain the convergent scale and
reliability. The first model was without the moderator, and the second was with
the moderator. The model fit of the first model is: Chi* = 865.445, Cmin/df =
1,714 <3; RMSEA = 0.049 < 0.08; RMR =0.030 < 0.05; CFI =0.929 > 0.9; TLI
=0.921>0.9. The model fit of the second model is: Chi*> = 1084.693, Cmin/df =
1.703 <3; RMSEA = 0.049 < 0.08; RMR =0.031 <0.05; CFI=0.923 > 0.9; TLI
=0.915>0.9. The indicators illustrate a good fit (Hair et al., 2014; Awang et al.,
2015).

4.1 Construct Reliability and Convergent Validity

The factor loadings were substantial and statistically significant (p <0.05),
providing convincing evidence in favor of the items used to represent the
constructs (Figure 4). Additionally, the Cronbach’s alpha of the CSR’s
dimensions, including social (6=0.807), economic (0¢=0.852), and environment
(0=0.886), as well as other variables such as admiration (0=0.790), gratitude
(0=0.860), trust (0=0.754), elevation (0=0.889); advocacy (0=0.777), and
altruism (0=0.829), which satisfied the cut-off criteria (Gerbing & Anderson,
1988).

Additionally, the factors’ C.R indices were from 0.748 to 0.887, and the
AVE indices ranged from 0.501 to 0.696 (Table 2), which satisfied the criteria of
C.R>0.7 and AVE > 0.5 (Hair et al., 2014; Awang et al., 2015).
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Figure 4. CFA analyses for the two models with and without altruism
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4.2 Construct Discriminant Validity

The factors’ MSVs are observed to be lesser than their AVEs. Additionally,
the square root of the factors” AVEs is greater than their correlation with other
constructs. Therefore, the construct achieves the discriminant validity criteria

(Awang et al., 2015, Fornell & Larcker, 1981; Hair et al., 2017).

Table 2. Reliable, convergent, and discriminant validity of the constructs

Variable CR AVE MSV MaxR(H) Correlation coefficients between variables
Brand Trust Elevation Gratitude CSR  Altruism Admiration
Advocacy

Brand 0.748 0.501 0.386 0.781 0.708

Advocacy

Trust 0.761 0.519 0.500 0.786 0.564 0.720
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Elevation 0.887 0.567 0.462 0.895 0.616 0.562 0.753

Gratitude 0.864 0.680 0.054 0.888 0.233 0.155 0.185 0.824

CSR 0.872 0.696 0.518 0.887 0.599 0.707 0.632 0.165 0.834

Altruism 0.834 0.561 0.456 0.859 0.462 0.558 0.638 0.071 0.675  0.749

Admiration 0.794 0.562 0.518 0.796 0.621 0.656 0.680 0.089 0.720  0.468 0.750

Note: The numbers in bold placed on the diagonal line are VAVE.

4.3 Testing the Hypotheses

First, the estimated model’s goodness of fit satisfied the criteria (Awang
etal., 2015; Hair et al., 2014). The model fit indices are: Chi* =893.855; Cmin/df
= 1.746 < 3; p-value = 0.000; RMSEA =0.05 <0.07; RMR = 0.032 < 0.05; CFI

=0.925>0.09; TLI = 0.918 > 0.09 (Figure 5).

Figure 5. SEM results

Chi* = 893,855;
Cmin/df = 1,746;
p-value = 0,000;
RMSEA = 0,05;
RMR = 0,032;
CF1=0,925;

TLI=0918
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Then, relationships between CSR, moral emotions, and brand advocacy
behaviors were tested. The hypothetical relationship path coefficients are detailed

in Table 3. All of the hypotheses are statistically significant (p-value < 0.05).

The effects of CSR on moral emotions are in descending order: admiration
(B=0.793, p-value<0.001), trust (f=0.757, p-value<0.001), elevation (=0.705,
p-value<0.001), and gratitude (f=0.179, p-value=0.008). The moral emotions, in
turn, influence the customers’ brand advocacy. The effects are in descending
order: elevation (f=0307, p-value<0.001), admiration (}=0.294, p-value=0.001),
trust (=0.199, p-value<0.023), and gratitude (f=0.121, p-value<0.034).

Table 3. Hypotheses testing results

Hypotheses Regression Standardized Standard Critical ratio  P-value
weights regression deviation
weights

H1  CSR - Admiration 1.135 0.793 0.128 8.870 howk
H2  CSR - Gratitude 0.231 0.179 0.087 2.643 wox
H3  CSR - Trust 0.996 0.757 0.119 8.379 ok
H4  CSR - Elevation 0.745 0.705 0.095 7.838 hoxk
H5  Admiration > Advocacy 0.301 0.294 0.092 3.267 *x
H6  Gratitude > Advocacy 0.137 0.121 0.065 2.115 *
H7  Trust > Advocacy 0.222 0.199 0.098 2.272 *
H8  Elevation > Advocacy 0.426 0.307 0.110 3.884 HAK

Notes: Significant at *** p-value < 0.001; **p-value < 0.01; * p-value < 0.05.

4.4 Mediation Analysis

Hypothesis H9 mentions that (a) admiration, (b) gratitude, (c) trust, and
(d) elevation mediate the effect of CSR on brand advocacy. Therefore, a series of
mediation analyses has been processed (Baron & Kenny, 1986; Zhao etal., 2010)
and detailed in Table 4. According to the results, only H9c is not statistically
significant, as no mediation effect has been found with the participation of trust

(p-value=0.150) in the estimated model. The remaining hypotheses, H9a, H9b,



Thanh-Binh Phung, The Impact of Corporate Social Responsibility * 211

and H9d, are statistically supported, as admiration (p=0.197, p-value=0.035),
gratitude ($=0.023, p-value=0.03), and elevation (f=0.209, p-value<0.001) have
been illustrated to moderate the effect of CSR and brand advocacy.

Considering the direct effects with the existence of the mediators, in the
case of gratitude, all three direct relationships are statistically significant: CSR
affects gratitude (B=0.167, p-value=0.017), gratitude influences brand advocacy
(B=0.136, p-value=0.041), and CSR directly impacts brand advocacy (=0.209,
p-value=0.004). It is implied that gratitude partly mediates the impact of CSR on
brand advocacy (Zhao et al., 2010).

Additionally, from the admiration perspective, CSR influences customers’
admiration (=721, p-value<0.001), which in turn impacts brand advocacy
(B=0.269, p-value=0.021); meanwhile, the impact of CSR on brand advocacy has
been diminished with the participation of admiration (p-value=0.158). From the
elevation standpoint, the impact of CSR on customers’ elevation has been
supported (f=0.635, p-value<0.001), along with the influence of elevation to
brand advocacy (=0.328, p-value<0.001); also, the direct effect from CSR to
brand advocacy is unsupported (p-value=0.054). Therefore, it has been
demonstrated that admiration and elevation fully mediate the relationship

between CSR and brand advocacy (Zhao et al., 2010).

Table 4. Mediation analysis results

The relationship Direct effect Direct effect with Indirect effect Result
without the the existence of
mediator the mediator

HY9b: Admiration mediates the relationship between CSR and Brand Advocacy

CSR - Advocacy 0.201%** Not significant

CSR > Admiration 0.721 55 0.197* Full
mediation

Admiration 2 Advocacy 0.269*

HY9b: Gratitude mediates the relationship between CSR and Brand Advocacy
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CSR > Advocacy 0.226** 0.209**
CSR > Gratitude 0.167* 0.023* Partial
mediation

Gratitude > Advocacy 0.136*

HYc: Trust mediates the relationship between CSR and Brand Advocacy

CSR > Advocacy 0.268%** Not significant

No
sk o

CSR - Trust 0.704 Not significant mediation

Trust > Advocacy Not significant

HY9d: Elevation mediates the relationship between CSR and Brand Advocacy

CSR > Advocacy 0.271%** Not significant
CSR > Elevation 0.635% 0.209%#* Full
mediation

Elevation - Advocacy 0.328*

Notes: Significant at *** p-value < 0.001; **p-value < 0.01; * p-value < 0.05.

4.5 Moderation Analysis

As illustrated in Table 5, the standardized variable of Z CSR_x_Altr does

not significantly affect admiration (p-value=0.492), gratitude (p-value=0.153), or

trust (p-value=0.422). Therefore, the hypotheses H10a—c are not supported.

However, the moderation effect of altruism on the relationship between

CSR and celevation is statistically significant (=0.091, p-value=0.043).

Moreover, based on the line graph of the regression equations (Figure 6), it was

determined that altruism would amplify the effect of CSR on elevation. Hence,

only hypothesis H10d is statistically supported.

Table 5. Moderation analysis results

Relationship Standardized Standard  Critical P-value Result
regression error ratio
weights
H10a: Altruism moderates the impact of CSR on Admiration
CSR > Admiration 0.512 0.058 8.900 HAK
Altruism = Admiration 0.104 0.058 1.798  Not significant .NO
moderation

Z _CSR_x_Altr > Admiration 0.033 0.040 0.687  Not significant
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H10b: Altruism moderates the impact of CSR on Gratitude

CSR - Gratitude 0.174 0.069 2.500 *

Altruism - Gratitude -0.023 0.070 -0.328  Not significant No
moderation

Z CSR_x_Altr = Gratitude 0.082 0.048 1.429  Not significant

H10c: Altruism moderates the impact of CSR on Trust

CSR - Trust 0.404 0.059 6.852 HoAk

Altruism > Trust 0.201 0.059  3.408 Hokk No
moderation

Z CSR_x_Altr > Trust 0.039 0.041 0.803  Not significant

H10d: Altruism moderates the impact of CSR on Elevation

CSR = Elevation 0.314 0.057 7274 oAk
Altruism = Elevation 0.388 0.057 6.742 Hokk
Z CSR_x_Altr - Elevation 0.091 0.030 2.841 *

Moderation’s
statistically
significant

Notes: significant at *** p-value < 0.001; **p-value < 0.01; * p-value < 0.05.

Figure 6. Conditional effects of CSR on elevation
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5. Discussion and Implications

The study investigates the influences of dairy brands’ CSR activities on

customers’ behaviors through the mediation of moral emotions. Additionally, the

variables’ interactivity is also examined via the prism of customers’ altruistic

values, which act as the moderator. Following Fatma and Khan’s (2023)



214 « Southeast Asian Journal of Economics Vol.12(1), April 2024

recommendations, the study considers CSR as a second-order construct with
three dimensions, including social, economic, and environmental, to delve
deeper into understanding the concept and further assess its effectiveness in the

context of the Vietnamese dairy industry.

First, regarding the direct effects, the findings are consistent with previous
research that confirmed the positive effects of customers’ perceived CSR on their
moral emotions, such as admiration (Cegarra-Navarro & Martinez-Martinez,
2009), gratitude (Kim & Park, 2020), trust (Berry, 1995), and elevation (Romani
& Grappi, 2014), as well as the positive influences of emotions on consumer
behaviors (Kervyn et al., 2012). These affirmations should be considered while
developing messages in order to improve the interaction between brands and
customers (Kim & Johnson, 2013). According to the results, managers should
develop strategies that focus on strengthening moral feelings, which will assist
consumers in identifying and associating with a company and motivating them
to act in its favor. Irresponsible behavior in CSR activities leading to unfavorable
moral emotions must be avoided (Xie et al., 2019). Companies should also
establish a long-term CSR system instead of having short-term and frequent CSR

initiatives to ensure consistency in branding activities (Luck et al., 2020).

Furthermore, the study follows the call to further consider emotions’ roles
in CSR research (Ketola, 2008). Although previous models focus mostly on the
cognitive aspects of consumer behaviors (Lichtenstein et al., 2004), it is
suggested that people respond to ethical issues with moral emotions (Haidt,
2001). Previous studies have demonstrated the mediating role of admiration
(Ahmad et al., 2023), gratitude (Romani et al., 2013), and elevation (Romani &
Grappi, 2014). The same effect has been illustrated in the context of the
Vietnamese dairy market, as the gratitude partial mediation, as well as the

admiration and elevation’s full mediation effects, have been witnessed to affect
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the relationship between CSR and brand advocacy. As a result, the importance of
moral emotions in the research paradigm is undeniable. Therefore, we suggest
that companies emphasize philanthropic and charitable activities to elevate
consumers, thereby increasing positive emotional reactions and supportive brand
behaviors. Additionally, in the case of admiration and elevation, it is important to
acknowledge that with the participation of these two factors, CSR activities are
fully mediated by the customers’ moral emotions. In other words, in such a
scenario, CSR activities lose their direct impact on customers’ advocacy
behaviors. Therefore, efforts should be invested in enhancing positive moral
emotions accordingly (Romani & Grappi, 2014). Additionally, it is essential to
frequently monitor consumers’ emotions to take advantage of positive emotions

and anticipate negative emotions’ impacts (Romani et al., 2013).

Finally, customers’ altruism has been illustrated to strengthen the impact
of perceived CSR activities to elevation. In other words, the more altruistic
customers are, the more likely they will feel elevated upon learning that the firm
participates in CSR efforts (Romani et al., 2013). Therefore, managers can design
messages emphasizing altruism directed at highly altruistic individuals and
execute CSR campaigns to entice them into becoming the organization’s public
opinion leaders (Seitel, 2017). Since altruism is a noble value (Hartmann et al.,
2017), managers should build CSR projects with a humanitarian purpose
(Cegarra-Navarro & Martinez-Martinez, 2009). They should also undertake
genuine CSR activities and resist the urge to exploit consumer generosity for
business gain (He & Harris, 2020), which could lead to negative emotions (Deng
& Long, 2020). Such impact will be amplified by the customers’ altruistic

personality, resulting in unexpected negative emotions and behaviors.
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6. Limitations and Future Agenda

As with any other research, the study contains limitations. First, brand is a
complex concept with multiple approaches, such as brand image, brand strength,
brand trust, or brand association (Gorska-Warsewicz et al., 2021). Future
research can expand the model by incorporating additional brand aspects, as this
will strengthen our understanding of the moral emotions’ influence on branding
activities in the CSR context. Second, the research sample is limited, with only
298 respondents. It was also conducted briefly in Vietnam; future studies need to
evaluate the generalizability when expanding the research scope to other
Vietnamese areas and cities. Third, the research is limited to the dairy industry. It
analyzes the psychological aspects of choosing products from reliable dairy
brands but has not comprehensively understood the impact of CSR on other
fields. Therefore, future studies can expand the research scope to other CSR-
related industries to examine the influence of CSR on the success of present-day
organizations. Since the study indicates a mediating role of elevation in the
relationship between CSR and brand advocacy, future research can examine this
relationship further. Moreover, along with the research of Lichtenstein et al.
(2004), Mael and Ashforth (1992), and Schwartz (1992), data on the moderating
role of altruism also offers a direction for analyzing how personality traits affect

the effectiveness of CSR in customer behavior.

Acknowledgement:
This research is funded by University of Economics and Law,

Vietnam National University Ho Chi Minh City/ VNUHCM



Thanh-Binh Phung, The Impact of Corporate Social Responsibility * 217

References
Aaker, J. L., Garbinsky, E. N., & Vohs, K. D. (2012). Cultivating admiration in

brands: Warmth, competence, and landing in the “golden quadrant.

Journal of Consumer Psychology, 22(2), 191-194.

Aaker, J., Vohs, K. D., & Mogilner, C. (2010). Nonprofits are seen as warm and
for-profits as competent: Firm stereotypes matter. Journal of Consumer

Research, 37(2), 224-237. https://doi.org/10.1086/651566

Agarwal, J., & Malhotra, N. K. (2019). Reflections on the state-of-the-art in
‘ethics & morality in customer-brand relationships’: Directions for future
research. Journal of Business Research, 95(1), 392-400. https://doi.org/
10.1016/j.jbusres.2018.10.057

Ahmad, N., Ullah, Z., Al Dhaen, E., & Siddique, 1. (2023). Promoting the
advocacy behavior of customers through corporate social responsibility:
The role of brand admiration. Business and Society Review, 128(2), 367-
386. https://doi.org/10.1111/basr.12320

Ahmed, 1., Nazir, M. S., Ali, 1., Nurunnabi, M., Khalid, A., & Shaukat, M. Z.
(2020). Investing in CSR pays you back in many ways! The case of

perceptual, attitudinal and behavioral outcomes of customers.

Sustainability (Switzerland), 12(3). https://doi.org/10.3390/sul2031158

Aiken, L. S., & West, S. G. (1991). Multiple regression: Testing and interpreting

interactions. Thousand Oaks, CA: Sage Publications.

Algoe, S. B., & Haidt, J. (2009). Witnessing excellence in action: The ‘other-
praising” emotions of elevation, gratitude, and admiration. The Journal of
Positive Psychology, 4(2), 105-127. https://doi.org/10.1080/174397 6080
2650519



218 « Southeast Asian Journal of Economics Vol.12(1), April 2024

Alvarado-Herrera, A. A., Bigné, E., Aldas-Manzano, J., & Curras-Pérez, R. C.
(2017). A scale for measuring consumer perceptions of corporate social
responsibility following the sustainable development paradigm. Journal
of Business Ethics, 140, 243-262. https://doi.org/10.1007/s10551-015-
2654-9

Anderson E., & Weitz B. (1992). The use of pledges to build and sustain
commitment in distribution channels. Journal of Marketing Research,

29(1), 18-34. https://doi.org/10.1177/002224379202900103

Aquino, K., McFerran, B., & Laven, M. (2011). Moral identity and the
experience of moral elevation in response to acts of uncommon goodness.
Journal of Personality and Social Psychology, 100(4), 701-718.
https://doi.org/10.1037/a0022540

Awang, Z., Afthanorhan, A., Mohamad, M., & Asri, M. A. M. (2015). An
evaluation of measurement model for medical tourism research: The
confirmatory factor analysis approach. International Journal of Tourism

Policy, 6(1), 29. https://doi.org/10.1504/1JTP.2015.075141

Ball, D., Simdes Coelho, P., & Machas, A. (2004). The role of communication
and trust in explaining customer loyalty: An extension to the ECSI model.
European Journal of Marketing, 38(9/10), 1272-1293. https://doi.org/
10.1108/03090560410548979

Baron, R. M., & Kenny, D. A. (1986). The moderator—mediator variable
distinction in social psychological research: Conceptual, strategic, and

statistical considerations. Journal of Personality and Social Psychology,

61(6), 1173-1182. https://doi.org/0033-3514/86



Thanh-Binh Phung, The Impact of Corporate Social Responsibility * 219

Berkowitz, L. (1972). Social norms, feelings, and other factors affecting helping
and altruism. In Berkowitz, L. (Ed.), Advances in Experimental Social

Psychology. San Diego, CA: Academic Press.

Berry, L. L. (1995). Relationship marketing of services—Growing interest,
emerging perspectives. Journal of the Academy of Marketing Science,

23(4), 236-245. https://doi.org/10.1177/009207039502300402

Byrne, D., Gouaux, C., Griffitt, W., Lamberth, J., Murakawa, N., Prasad, M.,
Prasad, A., & Ramirez, M. (1971) The ubiquitous relationship: Attitude
similarity and attraction. Human Relations, 24(3), 201-207. https://doi.
org/10.1177/001872677102400302

Carrasco, F. (2021, June 18). Vietnam’s most chosen brands and brand owners
2021. Retrieved from https://www.kantarworldpanel.com/vn/news/

Vietnam-most-chosen-brands-and-brand-owners-in-2021

Castro-Gonzélez, S., Bande, B., Fernandez-Ferrin, P., & Kimura, T. (2019). Data
to model the influence of CSR on consumer behaviors: A process

approach. Data in Brief, 27. https://doi.org/10.1016/j.dib.2019.104713

Cegarra-Navarro, J., & Martinez-Martinez, A. (2009). Linking corporate social
responsibility with admiration through organizational outcomes. Social
Responsibility Journal, 5(4), 499-511. https://doi.org/10.1108/17471110
910995357

Ceglinski, P., & Wisniewska, A. (2017). CSR as a source of competitive
advantage: The case study of Polpharma Group. Journal of Corporate
Responsibility and Leadership, 3(4), 9. https://doi.org/10.12775/JCRL
.2016.020

Chaudhuri, A., & Holbrook M. B. (2001). The chain of effects from brand trust
and brand affect to brand performance: The role of brand loyalty. The



220 « Southeast Asian Journal of Economics Vol.12(1), April 2024

Journal of Marketing, 65(2), 81-93. https://doi.org/10.1509/jmkg.65.
2.81.18255

Chen, T. S., Huang, Y. F., Weng, M. W., & Do, M. H. (2021). Two-stage
production system pondering upon corporate social responsibility in food

supply chain: A case study. In Applied Sciences (Switzerland), 11(3), 1-
19. https://doi.org/10.3390/app11031088

Chimboza, D., & Mutandwa, E. (2007). Measuring the determinants of brand
preference in a dairy product market. African Journal of Business

Management, 1(9), 230-237.

Choi, B., & La, S. (2013). The impact of corporate social responsibility (CSR)
and customer trust on the restoration of loyalty after service failure and
recovery. Journal of Services Marketing, 27(3), 223-233. https://doi.org
/10.1108/08876041311330717

Cohen, I. L., Schmidt-Lackner, S., Romanczyk, R., & Sudhalter, V. (2003). The
PDD behavior inventory: A rating scale for assessing response to
intervention in children with pervasive developmental disorder. Journal
of Autism and Developmental Disorders, 33(1), 31-45. https://doi.org/10
.1023/A:1022226403878

Cohen, R. (1972). Altruism: Human, cultural, or what?. Journal of Social Issues,
28(3), 39-57. https://doi.org/10.1111/j.1540-4560.1972.tb0003 1 .x

Cox, K. S. (2010). Elevation predicts domain-specific volunteerism 3 months
later. Journal of Positive Psychology, 5(5), 333-341. https://doi.org/10.
1080/17439760.2010.507468

Cuddy, A. J. C,, Fiske, S. T., & Glick, P. (2007). The BIAS map: Behaviors from
intergroup affect and stereotypes. Journal of Personality and Social

Psychology, 92(4), 631-648. https://doi.org/10.1037/0022-3514.92.4.631



Thanh-Binh Phung, The Impact of Corporate Social Responsibility * 221

Darwin, C., Ekman, P., & Prodger, P. (1998). The expression of the emotions in

man and animals. Belgium: Murray.

Dash, G., & Paul, J. (2021). CB-SEM vs PLS-SEM methods for research in
social sciences and technology forecasting. Technological Forecasting
and Social Change, 173(2021), 121092. https://doi.org/10.1016/].techfore
.2021.121092

Davis, K. (2017). The case for and against business assumption of social
responsibilities. Academy of Management Journal, 16(2). https://doi.org/
10.5465/255331

Delgado-Ballester, E., & Munuera-Alema'n, J.L. (2001). Brand trust in the
context of customer loyalty. European Journal of Marketing, 35(11),
1238-1258. https://doi.org/10.1108/EUM0000000006475

Deng, X., & Long, X. (2020). Consumers’ CSR boycott: The mediating role of
psychological contract violation. Nankai Business Review International

11(1), 23-43. https://doi.org/10.1108/NBRI-12-2018-0076

Du, S., Bhattacharya, C. B., & Sen, S. (2007). Reaping relationship rewards from
corporate social responsibility: The role of competitive positioning.
International Journal of Research in Marketing, 24(3), 224-241.
https://doi.org/10.1016/j.1jresmar.2007.01.001

Dwyer, F. R., Schurr, P. H., & Oh, S. (1987). Developing buyer-seller
relationships. Journal of Marketing, 51(2), 11-27. https://doi.org/10.1177/
002224298705100202

Eakuru, N., & Mat, N. K. N. (2008). The application of structural equation
modeling (SEM) in determining the antecedents of customer loyalty in

banks in South Thailand. The Business Review, 10(2), 129-139.



222 « Southeast Asian Journal of Economics Vol.12(1), April 2024

Enmons, R. A., & McCullough, M. E. (2003). Counting blessings versus
burdens: An experimental investigation of gratitude and subjective well-

being in daily life. Journal of Personality and Social Psychology, 84(2),
377-389. https://doi.org/10.1037/0022-3514.84.2.377

Fatma, M., & Khan, 1. (2023). Corporate social responsibility and brand

advocacy among consumers: The mediating role of brand trust.

Sustainability, 15(3), 2777. https://doi.org/10.3390/su1 5032777

Fombrun, C. J. (2005). Building corporate reputation through CSR Initiatives:
Evolving standards. Corporate Reputation Review, 8(1), 7-12.

Fornell, C., & Larcker, D. F. (1981). Structural equation models with
unobservable variables and measurement error: Algebra and statistics.
Journal of Marketing Research, 18(3), 39. https://doi.org/10.2307
/3150980

Fredrickson, B. L. (2004). The broaden—and-build theory of positive emotions.
Philosophical transactions of the Royal Society of London. Series B:
Biological Sciences, 359(1449), 1367-1377. https://doi.org/10.1098/rstb
.2004.1512

Friedman, M. (1970). The social responsibility of business is to increase its
profits. The New York Times Magazine, 122, 32-33. https://doi.org/
10.1007/978-3-540-70818-6 14

Gerbing, D. W. & Anderson, J. C. (1988). Structural equation modeling in
practice: A review and recommended two-step approach. Psychological

Bulletin, 103(3), 411-423.

Gifford R., & Nilsson, A. (2014). Personal and social factors that influence pro-
environmental concern and behaviour: A review. International Journal of

Psychology, 49(3), 147-157. https://doi.org/10.1002/ijop.12034



Thanh-Binh Phung, The Impact of Corporate Social Responsibility * 223

Goldenberg, A., Saguy, T., & Halperin E. (2014). How group-based emotions
are shaped by collective emotions: Evidence for emotional transfer and
emotional burden. Journal of Personality and Social Psychology, 107(4),
581-596. https://doi.org/10.1037/a0037462

Gorska-Warsewicz, H., D¢bski, M., Fabus, M., & Kovac, M. (2021). Green
brand equity—Empirical experience from a systematic literature review.
Sustainability (Switzerland), 13(20), 1-34. https://doi.org/10.3390/sul
32011130

Gustafsson, A., Johnson, M. D. & Roos, 1. (2005). The effects of customer
satisfaction, relationship commitment dimensions, and triggers on
customer retention. Journal of Marketing, 69(4), 210-218. https://doi.
org/10.1509/jmkg.2005.69.4.210

Haidt, J. (2001). The emotional dog and its rational tail: A social intuitionist
approach to moral judgment. Psychological Review, 108(4), 814-834.
https://doi.org/10.1037/0033-295X.108.4.814

Haidt, J. (2003). Elevation and the positive psychology of morality. In
Flourishing: Positive psychology and the life well-lived. (pp. 275-289).
American Psychological Association. https://doi.org/10.1037/10594-012

Hair, J. F. J., Black, W. C., Babin, B. J., & Anderson, R. E. (2014). Multivariate
data analysis. In Pearson New Internation Edition (7th ed). Pearson

Education Limited, Harlow.

Hair, Jr., J. F., Matthews, L. M., Matthews, R. L., & Sarstedt, M. (2017). PLS-
SEM or CB-SEM: Updated guidelines on which method to use.
International Journal of Multivariate Data Analysis, 1(2), 107.
https://doi.org/10.1504/IIMDA.2017.087624



224 « Southeast Asian Journal of Economics Vol.12(1), April 2024

Hamm, B. (2012). Corporate social responsibility in Vietnam: Integration or
mere adaptation. Pacific News, 38, 4-8.

Han, H., Yu, J., Lee, K.-S., & Baek, H. (2020). Impact of corporate social
responsibilities on customer responses and brand choices. Journal of
Travel & Tourism Marketing, 37(3), 302-316. https://doi.org/10.1080/
10548408.2020.1746731

Harris, N. (2003). Reassessing the dimensionality of the moral emotions. British

Journal of Psychology, 94(4), 457-473.

Hartmann, P., Eisend, M., Apaolaza, V., & D’Souza, C. (2017). Warm glow vs.
altruistic values: How important is intrinsic emotional reward in

proenvironmental behavior? Journal of Environmental Psychology, 52,

43-55. https://doi.org/10.1016/}.jenvp.2017.05.006

He, H., & Harris, L. (2020). The impact of COVID-19 pandemic on corporate
social responsibility and marketing philosophy. Journal of Business
Research, 116(January), 176-182. https://doi.org/10.1016/j.jbusres.2020.
05.030

Hemingway, C. A., & Maclagan, P. W. (2004). Managers’ personal values as
drivers of corporate social responsibility. Journal of Business Ethics, 50,

33-44. https://doi.org/10.1023/B:BUSI.0000020964.80208.c9

Huang, M. H. (2015). The influence of relationship marketing investments on
customer gratitude in retailing. Journal of Business Research, 68(6),

1318-1323. https://doi.org/10.1016/j.jbusres.2014.12.001

Hussey, D., & Eagan, P. (2007). Using structural equation modeling to test

environmental performance in small and medium-sized manufacturers:



Thanh-Binh Phung, The Impact of Corporate Social Responsibility ¢ 225

Can SEM help SMEs? Journal of Cleaner Production, 15(4), 303-312.
https://doi.org/10.1016/j.jclepro.2005.12.002

Igartua, J. J., & Hayes, A. F. (2021). Mediation, moderation, and conditional
process analysis: Concepts, computations, and some common confusions.
Spanish Journal of Psychology, 24(6), 1-23. https://doi.org/10.1017/SJP.
2021.46

Immordino-Yang M. H., & Sylvan, L. (2010). Admiration for virtue:
Neuroscientific perspectives on a motivating emotion. Contemporary
Educational Psychology, 35(2), 110-115. https://doi.org/10.1016/j.ced
psych.2010.03.003

Jiang, Y., King, J. M., & Prinyawiwatkul, W. (2014). A review of measurement
and re-lationships between food, eating behavior and emotion. Trends

Food Sci Technol. 36, 15-28. https://doi.org/10.1016/}.tifs.2013.12.005

Kenny, D. A., & Judd, M. (1981). Process analysis: Estimating mediation in
treatment evaluations. Evaluation Review, 5(5), 602-619. https://doi.org/
10.1177/0193841X8100500502

Kervyn, N., Fisske, S., & Malone, C. (2012). Brands as intentional agents
framework: How perceived intentions and ability can map brand
perception. Journal of Consumer Psychology, 22(2), 166-176. https://doi.
org/10.1016/j.jcps.2011.09.006

Ketola, T. (2008). A holistic corporate responsibility model: integrating values,
discourses and actions. Journal of Business Ethics, 80(3), 419-435.
https://doi.org/10.1007/s10551-007-9428-y

Khojastehpour, M., & Johns, R. (2014). The effect of environmental CSR issues

on corporate/brand reputation and corporate profitability. European



226 « Southeast Asian Journal of Economics Vol.12(1), April 2024

Business Review, 26(4), 330-339. https:/doi.org/10.1108/EBR-03-2014-
0029

Kim, J.-E., & Johnson, K. K. P. (2013). The impact of moral emotions on cause-
related marketing campaigns: A cross-cultural examination. Journal of
Business Ethics, 112(1), 79-90. https://doi.org/10.1007/s10551-012-1233-
6

Kim, J., & Park, T. (2020). How corporate social responsibility (CSR) saves a
company: The role of gratitude in buffering vindictive consumer behavior
from product failures. Journal of Business Research, 117(1), 461-472.
https://doi.org/10.1016/j.jbusres.2020.06.024

Kotler, P., Kartajaya, H., & Setiawan, 1. (2017). Marketing 4.0: Moving from
traditional to digital. New Jersey: John Wiley & Sons.

Ksiezak, P. (2017). The benefits from CSR for a company and society. In Journal
of Corporate Responsibility and Leadership, 3(4), 53. https://doi.org/10.
12775/jcrl.2016.023

Landis, S. K., Sherman, M. F., Piedmont, R. L., ,Kirkhart, M. W., Rapp, E. M.,
& Bike, D. H. (2009). The relation between elevation and self-reported
prosocial behavior: Incremental validity over the five-factor model of
personality. Journal of Positive Psychology, 4, 4-84. https://doi.org/
10.1080/17439760802399208

Lawler, E. J. & Thye, S. R. (2006). Social exchange theory of emotions. In J. E.
Stets & J. H. Turner (Eds.), Handbook of the sociology of emotions (pp.
295-320). https://doi.org/10.1007/978-0-387-30715-2_14

Le, Q. L., Nguyen, L. H., Dinh, V. H., Luong, T. T. H., Pham, T. K. L., &
Nguyen, T. H. L. (2023). Factors affecting corporate social responsibilities

disclosure of listed companies in Vietnam. Cogent Business &



Thanh-Binh Phung, The Impact of Corporate Social Responsibility * 227

Management, 10(1). https://doi.org/10.1080/23311975.2022.2160578

Lee, S., Han, H., Radic, A., & Tariq, B. (2020). Corporate social responsibility
(CSR) as a customer satisfaction and retention strategy in the chain

restaurant sector. Journal of Hospitality and Tourism Management, 45(1),

348-358. https://doi.org/10.1016/j.jhtm.2020.09.002

Li, J-Y., Kim, J. K., & Alharbi, K. (2022). Exploring the role of issue
involvement and brand attachment in shaping consumer response toward
corporate social advocacy (CSA) initiatives: the case of Nike’s Colin

Kaepernick campaign. International Journal of Advertising, 41(2), 233—
257. https://doi.org/10.1080/02650487.2020.1857111

Lichtenstein, D. R., Drumwright, M. E., & Braig, B. M. (2004). The effect of
corporate social responsibility on customer donations to corporate-
supported nonprofits. Journal of Marketing, 68(4), 16-32. https://doi.
org/10.1509/jmkg.68.4.16.42726

Liu, Y., Ji, H., & Fenglan. (2010). A study on the perceived CSR and customer
loyalty based on dairy market in China. 2010 7th International

Conference on Service Systems and Service Management, 1-6. https://doi.

org/10.1109/ICSSSM.2010.5530161

Liu, Y., Naveed, R. T., Kanwal, S., Tahir Khan, M., Dalain, A. F., & Lan, W.
(2023). Psychology in action: Social media communication, CSR, and
consumer behavior management in banking. PLOS ONE, 18(8),
€028928]1. https://doi.org/10.1371/journal.pone.028928 1

Liu, G., Zeng, G., Wang, F., Rotshtein, P., Peng, K. & Sui, J. (2018). Praising
others differently: neuroanatomical correlates to individual differences in

trait gratitude and elevation. Social cognitive and affective neuroscience,

13(12), 1225-1234. https://doi.org/10.1093/scan/nsy093



228 « Southeast Asian Journal of Economics Vol.12(1), April 2024

Luck, E., Barker, N., Sassenberg, A.-M., Chitty, B., Shimp, T. A., & Andrews,
J. C. (2020). Integrated Marketing Communications (6th ed.). Southbank,

Victoria: Cengage.

Macaulay, J., Berkowitz, L., & Aronfreed, J. (1970). Altruism and helping
behavior: Social psychological studies of some antecedents and

consequences. San Diego, CA: Academic Press.

Mael, F., & Ashforth, B. E. (1992). Alumni and their alma mater: A partial test
of the reformulated model of organizational identification. Journal of
Organizational Behavior, 13(2), 103-123. https://doi.org/10.1002/job
4030130202

Marbach, J., Lages, C., Nunan, D., & Ekinci, Y. (2019). Consumer engagement
in online brand communities: The moderating role of personal values.
European Journal of Marketing, 53(9), 1671-1700. https://doi.org/
10.1108 /EIM-10-2017-0721

Martinez, P., & Rodriguez del Bosque, 1. (2013). CSR and customer loyalty: The
roles of trust, customer identification with the company and satisfaction.
International Journal of Hospitality Management, 35, 89-99. https://doi
.0rg/10.1016/1.ijhm.2013.05.009

Matten, D., & Moon, J. (2004). Corporate social responsibility education in
Europe. Journal of Business Ethics, 54(4), 323-337. https://doi.org/
10.1007/s10551-004-1822-0

McCullough, M. E., Kimeldorf, M. B., & Cohen, A. D. (2008). An adaptation
for altruism: The social causes, social effects, and social evolution of
gratitude. Current Directions in Psychological Science, 17(4), 281-285.
https://doi.org/10.1111/j.1467-8721.2008.00590.x

Moisecu, O. 1., & Beracs, J. (2015). Exploring the effect of perceived CSR on



Thanh-Binh Phung, The Impact of Corporate Social Responsibility ¢ 229

customer loyalty in the dairy products market. Romanian Journal of

Marketing, 10(2), 46-53.

Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of
relationship marketing. The Journal of Marketing, 58(3), 20-38.
https://doi.org/10.1177/002224299405800302

Nguyen, H. T., & Nguyen, M. N. (2019). Related and non-related diversification
strategy of domestic business groups in Vietnam. International Journal

Of Advanced Research in Engineering& Management, 5(7), 12-17.

Nguyen, T. K. (2015). Manufacturing exports and employment generation in

Vietnam. Southeast Asian Journal of Economics, 3(December), 1-21.

Nhan Dan. (2022, November 8). Vinamilk receives international awards for
efforts to promote CSR and ESG in Vietnam. Retrieved from
https://en.nhandan.vn/vinamilk-receives-international-awards-for-

efforts-to-promote-csr-and-esg-in-vietnam-post 119722 .html

Nielsen, C. T. (2012). Corporate social responsibility (CSR) management and
marketing communication: Research streams and themes. HERMES -
Journal of Language and Communication in Business, 49(49), 49-65.
https://doi.org/10.7146/hjlcb.v25149.97737

Pérez, A. & Rodriguez del Bosque, 1. (2015). An integrative framework to
understand how CSR affects customer loyalty through identification,
emotions and satisfaction. Journal of Business Ethics, 129(3), 571-584.
https://doi.org/10.1007/s10551-014-2177-9

Peterson, R. A. (1994). A meta-analysis of Cronbach’s coefficient alpha. Journal
of Consumer Research, 21(2), 381. https://doi.org/10.1086/209405

Phung, T. B., & Nguyen, T. N. (2023). The impact of corporate social



230 « Southeast Asian Journal of Economics Vol.12(1), April 2024

responsibility authenticity to advocacy behaviors in Vietnam dairy
industry: The role of attitude and trust. Science & Technology
Development Journal — Economics - Law and Management, 7(1), 4021-

4031. https://doi.org/10.32508/stdjelm.v7i1.1145

Preacher, K. J., & Hayes, A. F. (2008). Asymptotic and resampling strategies for
assessing and comparing indirect effects in multiple mediator models.
Behavior Research Methods, 40(3), 879-891. https://doi.org/10.3758
/BRM.40.3.879

Rodriguez-Ricardo, Y., Sicilia, M., & Ldpez, M. (2019). Altruism and internal
locus of control as determinants of the intention to participate in crowd
funding: The mediating role of trust. Journal of Theoretical and Applied
Electronic Commerce Research, 14(3), 1-16. https://doi.org/10.4067/
S0718-18762019000300102

Romani, S., & Grappi, S. (2014). How companies’ good deeds encourage
consumers to adopt pro-social behavior. European Journal of Marketing,

48(5/6), 943-963. https://doi.org/10.1108/EJM-06-2012-0364

Romani, S., Grappi, S., & Bagozzi, R. P. (2013). Explaining consumer reactions
to corporate social responsibility: The role of gratitude and altruistic
values. Journal of Business Ethics, 114(2), 193-206. https://doi.org/10.
1007/s10551-012-1337-z

Romani, S., Grappi, S., & Bagozzi, R. P. (2016). Corporate socially responsible
initiatives and their effects on consumption of green products. Journal of
Business Ethics, 135(2), 253-264. https://doi.org/10.1007/s10551-014-
2485-0

Rozin, P., Lowery, L., Imada, S., & Haidt, J. (1999). The CAD trial hypothesis:

A mapping between three moral emotions and three moral codes. Journal



Thanh-Binh Phung, The Impact of Corporate Social Responsibility * 231

of Personality and Social Psychology, 76(4), 574-586). https://doi.org/
10.1037//0022-3514.76.4.574

Saeidi, S. P., Sofian, S., Saeidi, P., Saeidi, S. P., & Saaeidi, S. A. (2015). How
does corporate social responsibility contribute to firm financial
performance? The mediating role of competitive advantage, reputation,

and customer satisfaction. Journal of Business Research, 68(2), 341-350.

https://doi.org/10.1016/j.jbusres.2014.06.024

Sashi, M., Brynildsen, G., & Bilgihan, A. (2018). Social media, customer
engagement, and advocacy an empirical investigation using Twitter data
for quick service restaurants. Journal of Contemporary Hospitality
Management, 31(3), 1250-1251. https://doi.org/10.1108/[lJICHM-02-
2018-0108

Schnall, S., Roper, J., & Fessler, D. M. T. (2010). Elevation leads to altruistic
behavior. Psychological Science, 21(3), 315-320. https://doi.org/10.1177/
0956797609359882

Schwartz, S. H. (1977). Normative influences on altruism. Advances in
Experimental Social Psychology, 68(2), 221-279. https://doi.org/10.1016
/S0065-2601(08)60358-5

Schwartz, S. H. (1992). Universals in the content and structure of values:
Theoretical advances and empirical tests in 20 countries. Advances in
experimental social psychology, 25, 1-65. https://doi.org/10.1016/S0065-
2601(08)60281-6

Scott, S. G., & Lane, V. R. (2000). A stakeholder approach to organizational
identity. Academy of Management Review, 25(1), 43-62. https://doi.org/
10.5465/amr.2000.2791602

Seitel, F. P. (2017). Practice of public relations (13th ed). Pearson.



232 « Southeast Asian Journal of Economics Vol.12(1), April 2024

Sen, S., Du, S., & Bhattacharya, C. B. (2016). Corporate social responsibility: A
consumer psychology perspective. Current Opinion in Psychology. 10(2),
70-75. https://doi.org/10.1016/j.copsyc.2015.12.014

Sirdeshmukh, D., Singh, J., & Sabol, B. (2002) Consumer trust, value, and
loyalty in relational exchanges. Journal of Marketing, 66(1), 15-37.
https://doi.org/10.1509/jmkg.66.1.15.18449

Spekman, R. E. (1988). Strategic supplier selection: understanding longterm
relationships. Business Horizons, 31(4), 75-81. https://doi.org/10.1016
/0007-6813(88)90072-9

Statista Research Department. (2023). Market share of leading dairy companies
in Vietnam in 2021. Retrieved from https://www.statista.com/statistics/

1359610/vietnam-market-share-of-major-dairy-brands/

Steg, L., Bolderijk, J., & Keizer, K. (2014). An integrated framework for
encouraging pro-environmental behaviour: The role of values, situational

factors and goals. Journal of Environmental Psychology, 38(1), 104-115.
https://doi.org/10.1016/j.jenvp.2014.01.002

Swaen, V., & Chumpitaz, R. C. (2008). Impact of corporate social responsibility
on consumer trust. Recherche et Applications En Marketing (English

Edition), 23(4), 7-34). https://doi.org/10.1177/205157070802300402

Sweetman, J., Spears, R., Livingstone, A. G., & Manstead, A. S. R. (2013).
Admiration regulates social hierarchy: Antecedents, dispositions, and

effects on intergroup behavior. Journal of Experimental Social

Psychology, 49(3), 534-542. https://doi.org/10.1016/j.jesp.2012.10.007

Tesser, A., Millar, M., & Moore, J. (1988). Some affective consequences of

social comparison and reflection processes: The pain and pleasure of



Thanh-Binh Phung, The Impact of Corporate Social Responsibility * 233

being close. Journal of Personality and Social Psychology, 54(1), 49-61.
https://doi.org/10.1037/0022-3514.54.1.49

Van, H. H., & Dao, H. H. (2021). Impact of domestic market integration on
regional economic performance: Evidence from Vietnam. Southeast

Asian Journal of Economics, 9(3), 109-127.

Vianello, M., Galliani, E. M., & Haidt, J. (2010). Elevation at work: The effects
of leaders’ moral excellence. The Journal of Positive Psychology, 5(5),

390-411. https://doi.org/10.1080/17439760.2010.516764

Vinamilk. (2023). Vinamilk Sustainable Report 2022. Retrieved from
https://www.vinamilk.com.vn/static/uploads/article/1683632005-
a8367043262056cdfbcdd116e02df5302f165403da2790ab1cb6d2c¢01c01
7a3e.pdf

Vitell, S. J. (2015). A case for consumer social responsibility (CSR): Including a
selected review of consumer ethics/social responsibility research. Journal
of Business Ethics, 130(4), 767-774. https://doi.org/10.1007/s10551-014-
2110-2

Vries, D. E. L. E., & Duque, L. C. (2018). Small but sincere: How firm size and
gratitude determine the effectiveness of cause marketing campaigns.
Journal of Retailing, 94(4), 352-363. https://doi.org/10.1016/j.jretai.2018
.08.002

Wang J., & Wu L. (2016). The impact of emotions on the intention of sustainable
consumption choices: Evidence from a big city in an emerging country.
Journal of Cleaner Production, 126(4), 325-336. https://doi.org/10.1016/
J-jclepro.2016.03.119

Wang, S., Liao, Y.-K., Wu, W.-Y., & Le, K. B. H. (2021). The role of corporate

social responsibility perceptions in brand equity, brand credibility, brand



234 « Southeast Asian Journal of Economics Vol.12(1), April 2024

reputation, and purchase intentions. Sustainability, 13(21), 11975.
https://doi.org/10.3390/sul132111975

Webster, Jr., F. E. (1975). Determining the characteristics of the socially
conscious consumer. Journal of Consumer Research, 2(3), 188.

https://doi.org/10.1086/208631

Wilder, K. M. (2015). Brand advocacy: Conceptualization and measurement.
Doctoral Dissertation, Mississippi State University, Starkville]. Retrieved
from https://scholarsjunction.msstate.edu/td/929/

Xie, C., Bagozzi, R. P., & Gronhaug, K. (2015). The role of moral emotions and
individual differences in consumer responses to corporate green and non-

green actions. Journal of the Academy of Marketing Science, 43(3), 333-
356. https://doi.org/10.1007/s11747-014-0394-5

Xie, C., Bagozzi, R. P., & Grenhaug, K. (2019). The impact of corporate social
responsibility on consumer brand advocacy: The role of moral emotions,

attitudes, and individual differences. Journal of Business Research,

95(July), 514-530. https://doi.org/10.1016/j.jbusres.2018.07.043

Zhao, X., Lynch Jr, J. G., & Chen, Q. (2010). Reconsidering Baron and Kenny:
Myths and truths about mediation analysis. Journal of Consumer

Research, 37(2), 197-206.

Zou, Z., Liu, Y., Ahmad, N., Sial, M. S., Badulescu, A., Zia-Ud-Din, M., &
Badulescu, D. (2021). What prompts small and medium enterprises to
implement CSR? a qualitative insight from an emerging economy.

Sustainability, 13(2), 952. https:/doi.org/10.3390/su13020952



