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Abstract

This paper aimed to facilitate researchers, academicians, and entrepreneurs to gain insights into the Asian consumer
perspectives on corporate social responsibility (CSR) and its future research opportunities. The modus operandi for
management review prescribed by Tranfield et al. (2003) was adopted for the present study. Since most research in this area
originated from Western countries, it was pertinent to grasp the view of the consumers from the emerging economies in Asiatic
countries. Further, PICO and PRISMA guidelines were considered for screening the research articles between 2010 and 2021
conducted in the Asian region. A total of 56 research papers were finalized for the study. It was found that the studies from the
Asian region focused on empirical research, primarily conducted in BFSI and hospitality sectors. The orientation of people
from the countries of the Asiatic region varied based on cultural and religious factors.
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ierce competition in the marketplace has led organizations to adopt diverse strategies to sustain and

survive. Apart from cost leadership, companies also adopt differentiation strategies such as corporate

social responsibility (CSR) to gain a sustainable competitive advantage (Anuar & Mohamad, 2012; Saju &
Rajan, 2014). Being an emerging concept, CSR has been of keen interest to business enterprises as well as
academicians (Bhattacharya & Sen, 2004; Ramesh & Peswani, 2017).

The extent of CSR implementation by businesses is evident in the survey conducted by KPMG (2013). The
report revealed that there has been an exuberant increase in social responsibility communication in the Asia-
Pacific region, such that India has seen a growth of 53% since 2011, followed by China with 16%. However, in the
case of academics, more studies were conducted in the Atlantic regions than on the Asian continent. Furthermore,
Fatma and Rahman (2015) discovered that just 13% of publications came from the Asian region. As a result, the
extent of CSR growth in the industry and relevant research in this area are at odds. This imbalance calls for an
extensive study on CSR to bridge the gap between industry and academia. Hence, this research paper aims to take a
new look at the CSR perception of consumers for this decade along with the theories applied.
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Literature Review

There is a growing body of research in the literature looking at the relationship between corporate social
responsibility and consumer outcomes (Lii & Lee 2012). This body of work may be divided into two categories.
The first group includes research that looked at the impact of CSR on consumer behavior (Becker-Olsen et al.,
2006), and the other looked at the impact of CSR combined with corporate ability on customer-related outcomes
(Brown & Dacin, 1997).

Fatma et al. (2016) found that both corporate ability and CSR were able to spawn brand identification. The
stronger the consumer's identification with the brand, the more likely they are to remain loyal to it. Customer-
company identification also serves as an effective intermediary between CSR and behavioral outcomes such as
satisfaction and loyalty (Fatma et al., 2018). In the studies of Lu et al. (2015), it was found that corporate ability
directly influenced satisfaction; whereas CSR posed an indirect effect. Consumers evaluate companies based on
their trustworthiness (Butt et al., 2019; Khan et al., 2015), which can also lead to word of mouth or
recommendations (Kang & Sivadas, 2018). Trust in a brand or CSR activity can be attained only if the consumers
are adequately aware and knowledgeable. Only CSR-practicing brands are more likely to generate such awareness
(Srinaruewan et al., 2015), and the awareness can lead to a positive perception of CSR activities (Ajina et al.,
2019), corporate evaluation, product association, purchase intention (Tian et al., 2011) and nurturing brand value
(Nandan & Nandan, 2014).

Research Methodology

The guidelines laid down for the business management review by Tranfield et al. (2003) and adopted by Shetty and
Basri (2018) were followed in the study. We considered the PICO tool for eligibility and screening and further
applied Preferred Reporting Items for Systematic Reviews (PRISMA) guidelines, similar to the methodology
adopted in the study by Shetty and Basri (2017). The present section comprises the inclusion criterion,
identification of data, and search terms.

Inclusion / Exclusion Criteria

The present review focuses on the original study that involved consumer perception of CSR regarding a particular
company or industry; an article was eligible for inclusion if it met the following requirements :

& Intervention (object of the study) : Consumers or customers
% Outcome : Behavioral outcomes

% Type of the study : Longitudinal/cross-sectional study

& Publication : Academic journals

% Geographical location : Asian continent (based on the M49 standard of United Nations publication, which
includes Central Asia, Eastern Asia, South-eastern Asia, Southern Asia, and Western Asia)

% Time frame:2010-2021
% Language : English

Further, the study excludes editorials, letters, grey literature, comparative studies, general studies without any
reference to an industry or company, and studies considering students as sample units. The phases used in the study
are described in detail below.

26  Indian Journal of Marketing « July 2022



Sources and Search Procedure

In the first stage, we decided to consider Elsevier, Emerald, Springer Link, Taylor & Francis, and Wiley for the
study, meeting the inclusion criteria mentioned above. Subsequently, in the second stage, we used the following
search string to search the articles in the abstract, title, and keywords: corporate social respons* OR (CSR) AND
(consumer OR customer OR buy* behavior) AND (intention). During the screening stage, criteria of time
(2010-2021), area (Asia), and language (English) were applied. As a final point, we considered 56 research
articles (Figure 1). A data extraction sheet was maintained in Microsoft Excel as per the protocol set by Tranfield et

al. (2003) to reduce human error.

Figure 1. A PRISMA Flowchart
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Analysis and Results

The data extraction sheet was used to classify and analyze the data based on the dimensions such as evolution,
journals, frequency, affiliated countries, methodology, industry studies, and applied theories.

Evolution of Research from 2010—-2021

Table 1 depicts the evolution of research articles from 2010 —2021. About 46% of the articles published are from
the East Asian region, and only 7% are from West Asia. Articles about how people think about CSR started getting
prominence from 2014 onwards. The year 2018 has the most studies, accounting for 16% of the total. We can also
observe that there has been erratic movement in the count of studies taken up in recent years, and there is no trend
observed.

Distribution of Articles by Journal

Overall, we identified 56 articles for the study. Articles reviewed were published in 31 different academic journals,
of which the highest number of articles was found in the Asia Pacific Journal of Marketing and Logistics, making
up 9%, followed by Social Responsibility Journal with 7%. A representation of the same is given in Table 2.

Table 1. Year and Region-Wise Distribution of Research Papers
2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 Total

East Asia 1 1 0 1 3 3 2 6 4 2 3 0 26
South Asia 0 1 1 0 0 3 5 0 3 1 4 1 19
South East Asia 2 1 0 0 0 1 0 0 2 0 0 1
West Asia 0 0 0 0 0 0 1 1 0 1 1 0
Total 3 3 1 1 3 7 8 7 9 4 8 2 56
Table 2. Journal Wise Publications
Publisher Journal Number of Percentage  Rank Literature
Articles of all Articles
Emerald Asia Pacific Journal of 5 9% 1 Ajinaetal. (2019); Liu et al. (2020) ; Fatma et al. (2018) ;
Marketing and Logistics Srinaruewan et al. (2015) ; Chomvilailuk & Butcher (2010)
Emerald  Social Responsibility Journal 4 7% 2 Butt et al. (2019) ; Isa et al. (2020) ; Lee et al. (2017) ;
Engizek & Yasin (2017)
Emerald International Journal of 3 5% 3 Mostafa & EISahn (2016) ; Jose et al. (2015) ;
Bank Marketing Khan et al. (2015)
Emerald Journal of Product & 3 5% 3 Pratihari & Uzma (2018) ; Fatma et al. (2016b) ;
Brand Management Fatma et al. (2020)
Emerald International Journal of 3 5% 3 Su et al. (2015) ; Tingchi Liu et al. (2014) ; Xu (2014)
Contemporary Hospitality Management
Emerald Journal of Services Marketing 3 5% 3 Huang et al. (2017) ; Tingchi Liu et al. (2014) ;

Mandhachitara & Poolthong (2011)
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Elsevier Journal of Retailing and

Consumer Services
Wiley Corporate Social Responsibility
and Environmental Management

Elsevier International Journal of

Hospitality Management
Springer Journal of Business Ethics
Link

Emerald Journal of Consumer Marketing

Emerald Journal of Fashion Marketing

and Management
Emerald International Journal of
Organizational Analysis
Elsevier Journal of Hospitality and
Tourism Management
Elsevier Sustainable Production
and Consumption
Taylor and Asia Pacific Journal of
Francis Tourism Research

Elsevier Australasian Marketing Journal
Emerald Benchmarking
Springer Link Decision
Emerald European Business Review

Emerald International Journal of Housing
Markets and Analysis

Emerald International Journal of Retail

& Distribution Management
Springer Journal of Brand Management
Link

Elsevier  Journal of Business Research

Taylor and Journal of China
Francis Tourism Research
Taylor and Journal of Travel &
Francis Tourism Marketing
Emerald Nankai Business

Review International

Taylor and Total Quality Management

Francis & Business Excellence
Elsevier Transport Policy

Emerald  Society and Business Review
Emerald Marketing Intelligence

& Planning
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Park (2019) ; Su et al. (2017) ; Muflih (2021)

Ramesh et al. (2019) ; Hur & Kim (2017)

Kim et al. (2017) ; Kucukusta et al. (2013)

He & Li (2011) ; Tian et al. (2011)

Wan et al. (2016) ; Sheikh & Beise-Zee (2011)
Lee & Lee (2018) ; Gupta & Hodges (2012)

Alawamleh & Giacaman (2021) ; Fatma et al. (2020)

Fatma et al. (2016b) ; Lee et al. (2020)

Goyal & Chanda (2017) ; Islam et al. (2021)

Chubchuwong (2019)

Lee & Lee (2015)
Paluri & Mehra (2018)
Fatma et al. (2015)
Fatma et al. (2016a)
Hong Sharon Yam & Stanley Mcgreal (2010)

Dang et al. (2020)

Hur et al. (2020)

Park et al. (2017)
Su et al. (2018)

Han et al. (2019)

Lu et al. (2015)

Wang (2020)

Chang & Yeh (2017)
Sen Gupta & Wadera (2021)
Shankar & Yadav (2021)
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Frequencies of Articles by Affiliated Country

Maximum research in this area is undertaken by India (27%) in the South Asian region, followed by China (18%)
in the East Asian region. There are also notable studies from Taiwan and Thailand (16%), South Korea (14%),
Pakistan (7%), Malaysia (4%), and Hong Kong (4%), as shown in Figure 2.

Type of Research Methodology Applied

All the articles were classified based on the study conducted, which resulted in 49 research papers adopting the
survey-based questionnaire method. Three studies adopted the mixed research method (qualitative and

Figure 2. Frequencies of Articles by Affiliated Country
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quantitative), two adopted the qualitative and experimental methods, respectively, and one was longitudinal. The
survey-based questionnaire method's sample size ranged from 100 —1,022. A very small number of studies applied
the experiment method, the interview method, and the mixed approach. Most of the empirical studies adopted a
convenience sampling technique. SEM was used as a statistical analysis tool in 66% of the studies, along with
tools like hierarchical regression analysis, Bayesian networks, and ANOVA.

Type of Industries Studied

Sixteen studies were done in the banking, financial services, and insurance (BFSI) sector. Twelve studies were
conducted in the hospitality industry, including lodging and transportation; four studies were conducted in
telecommunication ; and three studies were conducted in the food service industry. There are limited studies
conducted in the airline, fashion, fast-moving consumer goods (FMCG), gaming, housing, retail, home
appliances, cycling, and clothing sectors.

Theories Adopted

Onreviewing the selected studies, it was observed that divergent theoretical frameworks were used in the study of
consumer perception of CSR; 31% of the studies included in the review applied either stakeholder theory or social
identity theory. Only a minuscule percentage of studies adopted other theories such as social exchange theory,
signaling theory, stimulus — organism — response theory, cultural dimension theory, means and end chain theory,
the theory of altruism, the theory of reasoned action, the theory of planned behavior, moral foundation theory, and
the H-V theory of ethics.

Conceptual Perspectives

As reported by a report in The CSR Story (2017), South Asian countries have better CSR commitment than
Western Asia. But it fails to reach the CSR performance of European nations, as the latter is more powerful and
demanding. Similar results were also seen in the report of KPMG (2005).

South Asia Perspectives

Significant research from South Asian countries has been identified from India, followed by Pakistan, Iran, and
Bangladesh. Research work is not found in Sri Lanka, Afghanistan, Bhutan, Nepal, and the Maldives. Research in
these regions mainly adopted the quantitative technique, and only two research methods adopted the qualitative
method.

When it comes to studies on CSR and consumer actual buying behavior in India, there is a dearth of studies
concerning consumers' purchase intention, loyalty, and actual buying behavior (Singh & Malla, 2017), even
though the customer-oriented dimensions are receiving attention in CSR Disclosure (Behal & Gupta, 2022).
Traditionally, consumers based their purchase decisions on price and quality, and most recently, CSR has been
added to this league (Gupta & Hodges, 2012). The studies of Laheri (2020) also highlighted that there exist
complexities in Indian consumers' buying behavior and, in particular, to green products. Since Indian consumers
process CSR information reflexively , therefore, they fail to memorize the explicit information. Therefore, this
lapse fails to impact consumers' attitudes even when they show concern for CSR initiatives (Paluri & Mehra,
2018). Studies indicate that the timely availability of CSR information and companies' efforts in educating
consumers about their CSR activities (Ramesh et al., 2019) can make consumers include CSR in decision making
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(Pradhan, 2018; Singh & Verma, 2016), and this is more obvious in case of millennial's as their use of the internet is
immense (Shetty etal., 2021).

Studies in Pakistan identified that consumers' awareness of CSR, trust in the company and its social initiatives,
and perceived CSR could play a pivotal role in influencing consumers' purchase intention (Butt, 2016). While it's
not just the purchase intention, even loyalty can be enhanced through CSR perception (Khan et al., 2015).
However, a contradicting result was found in the study of cellular services, which stated that there was no
relationship between CSR awareness and purchase intention (Ali et al., 2010). Furthermore, a growing trend in
Pakistan is that companies add a religious element to CSR to attract religious customers. Even the Pew Research
Center's report (2008) acknowledged that Pakistan is a religion-oriented society. Still, this religious factor didn't
make people more likely to buy in the context of CSR (Buttetal.,2019).

South-East Asia Perspective

From the Southeast Asian countries, the most significant contributors to CSR research among prospective
consumers are Thailand and Malaysia. Simultaneously, no studies were found from Indonesia, the Philippines,
Cambodia, Vietnam, Laos, East Timor, Myanmar, Singapore, and Brunie. A study conducted by the Master Card
Ethical Shopping Survey (2015) stated that about 70% of the consumers from emerging economies such as
Indonesia, Malaysia, or Thailand preferred the products of socially responsible brands.

Since the tsunami that hit Phuket in 2004, Thailand has seen better and more responsible initiatives by
companies towards society, including rebuilding homes and schools and sponsoring the homeless and needy.
More likely, CSR contribution in Thailand is seen as a “duty” (Urip, 2010). A study conducted by Wongpitch et al.
(2016) on Thai consumers affirmed that when consumers are aware of the company and feel that the company's
CSR motive is altruistic, they tend to have a positive attitude towards the brand, which thereby impacts their
purchase intention. While satisfaction with CSR activities can also impact attachment towards the company or
destination, as seen in the study of tourism, it can further lead to loyalty (Chubchuwong, 2019).

Malaysian consumers' demographic variables such as age, gender, and educational qualification did not differ
in the understanding of CSR, and all perceived that CSR was important for societal development (Yeo etal., 2018).
Though all consumers expected the companies to be responsible in their social actions, only the premium
consumers or high net worth individuals were willing to pay the extra price for CSR features (Hong Sharon Yam &
Stanley Mcgreal, 2010). Malaysian consumers' CSR awareness positively impacted purchase intention but only
when they felt that the social causes adopted by the company were relevant and essential to them (Isa etal., 2020).

East Asia Perspectives

China was the major contributor in the East Asian region, followed by South Korea, Taiwan, Hong Kong, and
Macau. In contrast, we could not trace the academic work in this area from Japan, Mongolia, and North Korea.

Consumers in China tag companies practicing philanthropic activities such as contributing toward an
important cause as companies with a good CSR image. For instance, consumers recollected the company “Wong
Lo Kat” for its colossal contribution during the Sichuan earthquake in 2008 (Xu, 2014). Additionally, when
consumers deem a cause worthy and pertinent, they also check on the company's efforts to promote the cause.
Once consumers regard the company and the cause as being well-matched, they believe that the company fulfills
its social responsibility, regardless of the consumer's involvement in the cause (Lu etal., 2015).

Studies from South Korea revealed that cultural characteristics played a vital role in the consumers' perception
of CSR (Hur & Kim, 2017). Studies on airlines in South Korea stated that consumers want the companies to be
more responsible for the environmental aspects, which can improve the company's overall brand image
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(Hanetal., 2019). While similar results were observed in the study in the gaming industry too, which affirmed that
CSR strategies are essential to improve the corporate image, but when the products or services are harmful, as in
the case of the gambling industry, then publicizing the CSR practices might adversely affect the brand image as
consumers become suspicious (Kimetal.,2017).

Considering the studies done in Taiwan, CSR poses a more significant influence on CCI in the long run than
service quality, strengthening the relationship between the company and the consumers (Huang et al., 2017). CSR
further can positively impact satisfaction, brand loyalty (Chang & Yeh, 2017; He & Li, 2011), and purchase
intention (Wang, 2020).

West Asia Perspectives

There were relatively few studies in the region of West Asia. We could identify one study each from Turkey, Saudi
Arabia, and Bahrain.

The Muslim consumers of Islamic predominant countries check for the compliance of Shari'ah and Islamic
principles to identify a company's ethical and philanthropic activities. Hence, it becomes essential for companies
to include a Shari'ah committee or department to oversee the CSR activities of the company. There is a need for
congruence between CSR policies and [slamic principles, which would be different for non-Muslim customers
(Mostafa & ElSahn, 2016). The way people think about CSR has a significant impact on how many people know
about CSR, but this doesn't make people more loyal (Ajinaetal.,2019).

Implications

Theoretical Implications

The study of consumer perception of CSR cannot hinge on only one theory. Hence, researchers must include
cultural and regional aspects in their study if the study is conducted in the Asian region. This research also
highlights the existence of a significant difference in the type of CSR research conducted in different Asian
countries. Religion is one of the critical antecedents causing this disparity in CSR understanding. Throughout
history, religion has played a pivotal role in influencing humankind by affecting an individual's belief system
(Rokeach, 1969). Asia is the hub of major religions, and the impact cannot be undermined in studying consumer
perception of CSR. As a result, future research should consider the religious aspect as a mediator when studying
multi-religious nations.

Managerial Implications

Lack of awareness and knowledge of CSR has been the major drawback in most developing and underdeveloped
South Asian countries. Companies must strategically plan their CSR activities considering economic conditions,
demographics, and cultural aspects. Studies also state that the cause adopted by the companies to discharge CSR
also significantly influences consumers' behavioral intentions. The relevance, importance, and worth of the cause
make the consumer pay attention to the company, further leading to its evaluation of whether the company
displayed expertise in promoting the cause. In the South East and East Asian regions, it appears that consumers
assess the company's motives only when they feel the cause is genuine and the efforts are honest. Therefore,
consumers are well informed and can distinguish between CSR-practicing and non-practicing companies.
Therefore, companies operating in these regions should strategically plan to communicate their CSR initiatives.
Countries in the West Asian regions are more religious-oriented (Mostafa & ElSahn, 2016) and prefer to observe
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Shari'ah and Islamic principles in their CSR practices. Multi-national companies established in these regions need
to understand these cultural differences and adopt the nation's cultural and religious principles. CSR increases
customer satisfaction, which could further translate into repurchase intention and word of mouth. Hence, it
becomes crucial for the managers to devise a reputation management plan to encash CSR benefits. To be
successful, CSR initiatives must be effectively communicated to their stakeholders (Paluri & Mehra, 2018; Su et
al., 2015), and the studies of Majeed and Sriram (2019) also highlighted that CSR medium of advertising is the
third-best advertising strategy followed by the traditional print media and contemporary social media.

Conclusion

This qualitative review makes a significant contribution by outlining the research pattern of consumer perception
of CSR for 10 years (2010-2019) in the Asian regions. This paper provides an overview of the research frequency
based on the years and regions. Most studies are conducted in India, followed by China. Quantitative research
methods dominated the research space, of which 83% of the research adopted a survey-based questionnaire
method. Research in this area peaked in the year 2018. The most influential journal in this area is the Asia Pacific
Journal of Marketing and Logistics followed by the International Journal of Bank Marketing and Social
Responsibility Journal. The findings of this literature review demonstrate the need for research into the FMCG
sector as the most prominent research industry in this area is only BFSI. Longitudinal and qualitative studies are
required to develop a solid and comprehensive conceptual framework lacking in this study area.

Limitations of the Study and the Way Forward

Nevertheless, the study is not exempt from these limitations. Firstly, the research papers were chosen from the
selected database and may fail to provide a comprehensive picture. Secondly, only papers available with full text
were considered. Thirdly, only the papers with English as the language were considered. The papers written in
other languages were overlooked. Hence, there could be bias in selecting the research papers.

CSR is an old and mature concept in Western countries, but it is still new and growing in the Asian continent, so
the constructs and models developed in Western countries cannot be generalized to other countries (Jamali &
Karam, 2018 ; Jamali & Mirshak, 2007). Further, the research conducted in the Western context cannot be
replicated in Asian countries as CSR is culture-oriented, and most of the studies conducted are country-specific.
Similar differences are also noted within the country as consumers vary in their consumption patterns
(Liuetal., 2020). So, researchers need to do multi-group analysis based on different demographic factors.

Considering the consumer perception of CSR in the Asian continent, primary research is empirical, while
conceptual and qualitative research is still taking baby steps. There is a need for longitudinal studies in this area to
signify the dynamics of CSR perception over time (Hur & Kim, 2017). Primary studies were conducted in BFSI
and the hospitality industry, while the remaining sectors were not given prominence. While it is undoubtedly
essential to focus on sectors that use CSR as a marketing tool, as in the FMCG sector in the Asian market, the
FMCG sector capitalizes on CSR to boost sales, but the studies connected to this industry are very meager. So,
even though there is applicability, it doesn't know what people think about CSR in the FMCG market.

In the prior decade, most research in this area was carried out in an artificial setting or with hypothetical
companies. Hence, it hindered the understanding of consumer awareness (Fatma & Rahman, 2015) since fictitious
situations or companies provided little information, and hence it could not be easily generalized to actual
companies (Chéron, 2010). Though this scenario of conducting CSR research in hypothetical settings has recently
changed to natural settings or companies, there is still a gap in consumer awareness of CSR (Maignan et al., 1999;
Paluri & Mehra, 2018) and its eventual impact on the purchase decision. While this disparity arose due to the
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researchers' prior presumptions, the respondents were aware of CSR. Thus, it is recommended to gauge the
awareness level of consumers before proceeding with a detailed study.
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