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To please customers or to contribute to the society ? The impact of corporate
social responsibility, relationship investment, and relationship quality on customer

citizenship behavior

S R

Shih-Hao Wu

Bl 3L % 2 5 — FHE R P AT A SR8 F IR A B 2R
Associate Professor, Institute of Marketing and Distribution

Management,National Kaohsiung First University of Science and Technology

IR E*

Pei-Yun Fang

BY 3z 3 2 5 — RO AT 8 A58 2 1R A AR A& (B UAE )

DDS Home Products Co. Ltd. International Sales Representative (correspondence

author)



LR S

R R i SR B B Y
N A . s and

(1] £ E4785 RoB P > B THRASHBRBEE > 23 RIFMHAEIL
BARRMBEAGTHCERTTECRA LY TAHLERGRRNE
B R®G o A RRR AL - AHEE R E T L BRAT 465 L B & B ok
HERBOFHMA > ARER (DXL TTEHRE - BEOVES
ARMBZBEOREN S QLR EAVEBRELARTAZIMBTEEE - ¥ i
EH)REZGBA X HEEGENREBRBZHIALNCRTS S QRETE
BEEGYN > TRBELHBEARTAHNLEN - T 2ERETRE
ANEERGHEEREGTE LD XRGHFBZNMAIRE > EREAH
BEF B3 HEAMAELABMELARITRA  AHEIL R AMIER
AN SINE BN

ABSTRACT
The abstract of paper and the Hmitatdon s three hundred words,

[ e.g. ] Aside from providing unforgettable service experience hoping to
build good relationships with customers, corporate social responsibility (CSR) has
become a new trend for business organizations to maintain their competitive
advantages through participating in social care. This study used convenience
sampling method to collected 465 questionnaires through online survey from
customers of Starbucks. The results show that (1) CSR holds a greater impact on
satisfaction and trust than relationship investment does, (2) trust is the key factor
to trigger CCB, (3) satisfaction influences CCB only through the mediation of
trust. In other words, corporates obtain more consumer “likings” and generate
more CCB when they allocate resources on CSR rather than on relationship
investment. Accordingly, this study provides theoretical and managerial
implications.

Neywavaln Vaglish Reywards,
[ e.g. ] Corporate social responsibility (CSR) - Relationship investment -

Customer satisfaction ~ Customer trust ~ Customer citizenship behavior (CCB)
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