
Subhani et al. Future Business Journal          (2024) 10:129  
https://doi.org/10.1186/s43093-024-00418-1

RESEARCH Open Access

© The Author(s) 2024. Open Access  This article is licensed under a Creative Commons Attribution 4.0 International License, which 
permits use, sharing, adaptation, distribution and reproduction in any medium or format, as long as you give appropriate credit to the 
original author(s) and the source, provide a link to the Creative Commons licence, and indicate if changes were made. The images or 
other third party material in this article are included in the article’s Creative Commons licence, unless indicated otherwise in a credit line 
to the material. If material is not included in the article’s Creative Commons licence and your intended use is not permitted by statutory 
regulation or exceeds the permitted use, you will need to obtain permission directly from the copyright holder. To view a copy of this 
licence, visit http://​creat​iveco​mmons.​org/​licen​ses/​by/4.​0/.

Future Business Journal

The relationship between dimensions 
of corporate social responsibility 
and consumer’s buying intentions 
in a cross‑cultural context
Inayat ul Haq Subhani1, Jun Fan1, Muhammad Ashar Asdullah2*   , Waqas Ahmad Watto3 and Fareeha Nigar4 

Abstract 

This study investigates the cross-cultural relationships of corporate social responsibility (CSR) factors, culture dimen-
sions, and consumer’s buying intentions in China and Pakistan. Moreover, this study also reveals the moderating 
effect of national culture values on these relationships. Data from 239 respondents from each sample group were 
collected through a questionnaire survey. Structural equation modeling was used to test the hypothesis. The results 
from the Chinese sample group showed that ethical CSR and philanthropic CSR has a significant impact on buy-
ing intention, while economic CSR and legal CSR have an insignificant impact on buying intention. Moreover, 
data from Pakistan found that legal, ethical and philanthropic CSR have a significant impact, while economic CSR 
has an insignificant impact on buying intentions of consumers. Significant moderation impact of national cultural 
values is observed on the relationship of economic CSR and buying intention, however, the insignificant impact 
of national culture values proved on the relationship of legal, ethical, and philanthropic CSR and buying intention. 
This study provides substantial insights for the industry that strong improvement and appropriate communication 
of philanthropic and ethical CSR stimulates the consumers’ motivation to alter their buying intentions and help them 
to retain loyalty.
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Introduction
Corporate social responsibility (CSR) refers to the social 
responsibility of the business that incorporates the eco-
nomical, lawful, financial, and moral support which 
describes that society has desires of organizations at a 
given purpose of time [26, 35]. CSR exercises of firms 

influence customer’s buying choices [164] found that cus-
tomers neglect to see the inadmissible social conduct of 
a firm while settling on purchase selections. Thus, the 
emphasis on CSR was ignored in the past. However, the 
concept of CSR has progressed substantially in the 1990s 
when the firm’s contribution to society has also been con-
sidered to define a firm’s value [37, 142, 156]. In industries 
like technology and financial services, where consumers 
have very high expectations for ethical standards, recent 
studies have emphasized the significance of corporate 
social responsibility (CSR) in influencing consumer trust 
and brand loyalty. In order to improve competitive posi-
tioning and cultivate enduring customer relationships, 
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diverse industries must implement customized strategies 
to address their distinct CSR problems [154].

The city of Wuhan in Hubei province saw a new cor-
onavirus-driven pandemic (COVID-19) at the start of 
2020. Because of this, a number of businesses are work-
ing quickly to help Hubei. Together, more than fifty busi-
nesses have contributed more than 100 million yuan 
to the fight against the disease, which is a small por-
tion of the estimated 4000 businesses in the country 
that, had contributed more than 35.1 billion yuan [94]. 
These companies work in a variety of industries, such as 
healthcare, real estate, education, and home goods. Addi-
tionally, numerous businesses have adopted the social 
welfare path through öne donation”startegy, received a 
high appreciation from the social fabric [50]. However, 
Financial obligations have outnumbered social initia-
tive on multiple occasion recently, for instance, Foxconn 
employee leaping incident, Fake vaccine and contami-
nated milk powder controversies have raised serious 
questions about the organizations to raise their social, 
legal and ethical standards higher along with monetary 
benefits [45, 118, 172].

The telecommunication industry is facing various 
societal and operative challenges such as technologi-
cal development, health, and safety issues, and environ-
mental protection. Due to the growing number of mobile 
users, the telecommunication industry is a fast-growing 
industry globally. Firms are keen to create sustainabil-
ity by using different tools beyond profit maximization. 
CSR is the main marketing tool to build brand images 
for the companies, giving social benefits to society that 
has directly influenced consumer behavior [59]. CSR 
describes the commitment to individuals and groups 
which perform business practices to achieve organiza-
tional objectives [99].

CSR does not have any impact on consumer’s buying 
intention if it will not be communicated to its custom-
ers carefully [41]. A company’s social and moral behav-
ior would impact their acquiring choice be that as it 
may,organizations have not unequivocally conveyed their 
CSR activity. Research suggests positive cognitive inten-
tions can be created by well awareness campaign of CSR 
activities to its consumers [17, 22]. Looking at issues 
as a linking among CSR and economic performance, 
administration, and kindness, and accepting the unri-
valed currency-related performance, as well as a firm can 
accomplish the CSR favorable circumstances as notoriety 
in the long run.

A few examinations have opined that buyers are not 
particularly keen on the company’s CSR exercises since 
they concentrate more on self-advantage [176]. It is 
critical to see how CSR activities were taken in differ-
ent nations and social settings, particularly in China, 

influencing buyer intentions [108]. Although there is 
a substantial amount of research on corporate social 
responsibility (CSR) in individual countries, there are still 
few cross-cultural comparisons, which indicates a serious 
knowledge vacuum on the ways in which cultural vari-
ations affect CSR efficacy. This study intends to address 
the understudied question of how consumer responses to 
various CSR characteristics are influenced by developed 
and emerging economies cultural contexts, a topic that 
has not yet been thoroughly examined [88, 126].

In China, CSR has progressively been a need recently, 
somewhat because of the emerging enthusiasm for devel-
opment. This is a positive advancement due to China’s 
critical part in overall creation chains. CSR themes are 
connected to the idea of an amicable society which nar-
rates a socio-political awareness backpedals to the les-
sons of Confucius, is utilized to underline the significance 
of strength and congruity in the Chinese advancement. 
This knowledge assumes a conspicuous part in the pre-
sent thirteenth five-year design (2016–2020). The gov-
ernment and administration are working consistently on 
the laws to enhance the security of items and individu-
als, supporting the greening of the economy. Since 2008, 
state-possessed organizations have been obliged to dis-
tribute yearly CSR reports. These can be utilized to begin 
the discourse with state-possessed organizations about 
CSR. International organizations can reinforce their mar-
ket position by incorporating CSR themes, which will 
ultimately participate in China’s development. Progres-
sively, CSR is a business situation, however, with regards 
to upholding existing enactment and direction, it keeps 
on being a test. Learning of the nearby social and societal 
setting is basic for a decent corporate social responsibil-
ity method.

The term CSR was introduced in 1994 in Pakistan. It 
was discussed in some article which was published in a 
newspaper with the title of “social responsibility of busi-
ness organizations.” Speckled opinion about the existence 
of CSR in Pakistan is found in the literature [6, 9, 15, 64, 
131, 175, 189, 190]. It was generally seen among experts 
and scholastics alike in Pakistan that business was in the 
matter of "earning benefits." The above obstruction of the 
1990s regardless, CSR is presently an ordinarily utilized 
term in Pakistan. It picked up money in Pakistan basi-
cally because the Securities and Exchange Commission 
of Pakistan (SECP) made it a part of corporate govern-
ance changes initially presented in the nation in 2002. In 
March 2002, the SECP published the code of corporate 
governance with a view of accomplishing esteem crea-
tion and supportability [138]. CSR was, therefore, made 
mandatory for open recorded organizations in Pakistan. 
It was required for organizations to present an appro-
priately examined declaration of consistency with the 
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accepted procedures of corporate governance alongside 
the yearly reports [137, 138].

Nonetheless, Researchers have worked on the phenom-
enon how financial performance have been impacted by 
CSR, There is paucity of research on the consumer and 
market perspective, does the consumers make pivot point 
about organizations’s decisions about social welfare pro-
jects [19, 46, 49, 153]. On the bottom of pyramind, con-
sumers buying intentions can force companies to make 
their CSR obligations priority rather focusing focusing 
solely on montery benefits [52, 107, 109]. In addition to 
the above gap, there is a concerning loop about that cus-
tomers from various cultures have unique lens to see the 
organization’s approach toward CSR four components 
i.e., Financial, Legal, Ethical, and Philanthropic respon-
sibilities. To which degree culture differentiates the buy-
ing behavioral intentions among the masses, and which 
culture dimension by hofstede have more moderation 
impact on consumer purchase intention [54, 100]. Are 
the companies advertising and marketing budget the 
sole factor to alter the consumer minds or consumers 
understanding about CSR activities of firms are the game 
changer among cross-cultural settings? [90, 104].

The current research investigates the influence of CSR 
on consumer buying intentions and moderating effect 
between CSR and purchase intention, and whether CSR 
can contribute positively to build loyalty and hence 
profitability, and therefore justify the huge investment 
of financial and human resources by corporations. And 
if CSR is helping corporations earn more profit, which 
aspect of CSR contributes more significantly to profitabil-
ity, and hence would demand more attention and invest-
ment to make it a sustainable competitive advantage. 
Furthermore, this study will find the answers to three 
main questions; firstly, does corporate social responsibil-
ity contribute positively to customer buying intentions, 
secondly, do the corporate social responsibility activi-
ties give the chance to create competitive advantage, and 
finally do the national culture values moderate the rela-
tionship of CSR and consumer buying intentions? The 
knowledge of such a distinction will help businesses bet-
ter allocate their resources. Previous studies have shown 
the role of CSR in a company’s money-making process 
and most of these studies are either from a single coun-
try perspective or from Anglo-Saxon countries. There-
fore, this study will show the results in the cross-cultural 
aspect of two distinctive Asian countries as both coun-
tries have high power distance, collectivistic, and uncer-
tain societies, it is essential to take together, this study 
proposes that the perceived importance of CSR activities 
in terms of economic, legal, ethical, and philanthropic 
dimensions can be explained by consumer’s cultural char-
acteristics. This is the gap that this research addresses in 

a telecom industry context in Pakistan and China, and 
hopefully clarifies the importance of the different aspects 
of CSR. This paper fulfills an identified need to study how 
CSR-supportive behavior can be enabled to enhance buy-
ing intention in a cross-cultural aspect, likewise, national 
culture values as a moderator provide novel cognizance 
to the literature [150]. This research provides a significant 
theoretical contribution by enhancing the understand-
ing of cross-cultural CSR and consumer buying patterns 
research, advances, challenges and future directions, 
focusing specifically on China and Pakistan. Additionally, 
this study contributes to the discourse on ethical con-
sumerism, examining how CSR initiatives are perceived 
in two culturally distinct Asian markets, thus broadening 
the applicability of CSR theories in non-Western con-
texts [2]. "Given the globalization of marketplaces, it is 
imperative for multinational corporations to understand 
and integrate cultural nuances in their CSR strategies to 
better meet the ethical expectations of diverse consumer 
bases." In order to provide strategic insights for global 
marketing strategies, this study is driven by the need to 
investigate how cultural variations influence the relation-
ship between CSR initiatives and consumer purchasing 
intentions [89]. The need for businesses to create flexible 
CSR strategies that complement industry-specific issues 
and customer values is highlighted by the disparity in 
consumer expectations across various industries [127, 
154].

Companies can make reference to the research results 
in prioritizing their investment in monetary and human 
resources in the various areas of CSR, and also deter-
mine how to integrate CSR into their corporate strategy 
to contribute to building their competitive advantages. 
Therefore, the research aim is to assess if, how, and why 
corporate social responsibility positively contributes to 
customer buying intentions of companies in a compara-
tive context of China and Pakistan.

To do so, the paper presents a literature review of CSR 
dimensions, consumer buying intention, and the main 
antecedents of national cultural values. Then, in materials 
and methods, we present the research model, the meas-
urement scales, and the description of the sample and 
procedure used. The results present the main findings of 
the research, and for last, discussion and conclusions also 
present implications for academy and practice.

Literature review, research framework 
and hypothesis development
Buying intention of consumers
Consumer purchase intention refers to the “possibility 
of consumers’ willingness of purchasing some specific 
products” [58]. Consumer attitudes, norms, and inten-
tions themselves are used in an attempt to understand 
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people’s intention to involve directly or indirectly in sev-
eral activities such as willingness to vote, giving, and buy-
ing decisions [85]. In the perspective of this study, the 
influence of national values on purchase intention has 
become the main highlighted issue. It believed that the 
customer attitude of the product’s origin has a relation-
ship to purchase intention. Although, the relationship of 
CSR and consumer buying intention have been discussed 
in the previous literature, however, there is a question on 
the meaningful generalizability of these findings in the 
cross-cultural setting [193]. This has established the case 
for current study about examining how cultural values 
and norms affect consumer buying decisions in response 
to CSR initiatives by firms [96, 105]. There is a unanimity 
among the researcher about the lack of CSR definition, 
and measurement in cross-cultural context, making it a 
vulnerable to generalize finding across nations [88].

Firms use CSR-related activities as a long-term 
approach to enhancing their corporate image in the cus-
tomer’s mind [71, 125, 185]. Kuokkanen and Sun [102] 
proved in their research that consumers do indeed take 
into account whether or not businesses fulfill their social 
responsibility and reward or punish enterprises through 
their actual purchase behavior. Enterprises are there-
fore willing to shoulder more corporate responsibilities 
to respond to consumer demands due to their aware-
ness of the connection between consumer behavior and 
CSR. CSR is therefore the primary factor in the relation-
ship between consumers and the brand, which in turn 
affects consumer behavior. The research of and indicates 
that the fulfillment of CSR has a positive impact on the 
evaluation of corporate activities by consumers, which 
in turn has a positive effect on the current purchasing 
behavior and future purchase intention of consumers. 
This also signals that consumers who are more aware of 
CSR are more likely to purchase the products of a cer-
tain company, which is the main reason why companies 
have to implement CSR-related activities. The impacts 
of CSR on the buyer are predominantly revealed in three 
perspectives: CSR has overflow impact which influences 
offbeat utilization, for example, upgrading buyers assess-
ment of new items, CSR consequences for shoppers on 
the obtaining practices, and empowers buyers to take 
contemplations past financial and some other reasons, 
corporate social responsibility is the protection for the 
organization when in crisis [136]. Our hypotheses are 
rooted in stakeholder and social identity theories: stake-
holder theory indeed supports our investigation of CSR 
dimensions, and according to it, organizations will have 
better performances and consumer trust by meeting the 
expectations of stakeholders like consumers, employ-
ees, and the community [68, 119], thus enlightening our 
hypotheses that financial, legal, ethical, and philanthropic 

responsibilities influence consumer buying intentions. 
While social identity theory posits that consumers iden-
tify and commit themselves more with, and potentially 
purchasing from, those brands with defined practices in 
the area of CSR that aligns closely with their own value 
system and ethical standard [28]. This theoretical basis 
strengthens our proposition that such responsibilities 
of ethics and philanthropy influence buying intentions." 
Hence it is believed that the practices of CSR will eventu-
ally elevate customers’ eagerness to buy the items.

CSR dimensions
The society with profit as an incentive financial obliga-
tion of companies transforms into the resource of goods 
and services by a business to the community. Therefore, 
the key economic responsibilities of firms are the main-
tenance of business functions utility, maximizing profit 
stability, indispensable tools to maintain a strong com-
petitive position, pledge profitability commitment, and 
maximizing their market share prices. Firms are fac-
ing various types of systematic and residual risks, which 
are related to the market portfolio [8]. It is believed that 
if CSR is synchronized with advertising, research, and 
development, it can reduce both risks faced by the firms 
[117]. The result will be more capital gain by the firms, 
which will be sufficient to reduce the negative assessment 
of stakeholders. Recent studies have begun to investigate 
how consumers in different cultures perceive and value 
the financial aspects of CSR, such as ethical sourcing and 
fair trade practices. However, the relationship between 
financial performance and customer behavioral patterns 
toward CSR needs to be probed more extensively. Cus-
tomers may find financial aspect of CSR more attractive 
in emerging markets [167, 173]. Thus, these preferences 
can be influenced by cultural aspects [42]. On the other 
hand, Businesses needs to consider the financial impli-
cations of CSR initiatives to make cost–benefit analy-
sis providing the grounds for customers to evaluate the 
trade-offs between monetary value and ethics [115]. 
However, the relationship between financial performance 
and customer buying behavioral patterns toward CSR 
needs to be probed more extensively.

Researchers were taken the perspective of perpetual 
profitability or sustainable shareholder returns into con-
sideration when looking at how to use CSR to help sus-
tain a business, society, and the environment [92]. CSR 
is vital to reduce operational risk and contributing to 
long-term financial performance positively. It is evident 
for firms to provide the return to their stakeholders first 
and then they should expect any gains from their CSR 
activities [21, 120, 135] and same case will be replicated 
in customer’s perspective because customers regarded 
CSR initiatives as an important reference when making a 
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purchase decision [179]. Companies become more com-
petitive by engaging in CSR activities, creating good-
will of companies in consumer’s minds, this results in 
favorable consumer buying intention toward companies 
[129, 158]. Noteworthy, economic responsibility plays a 
role of substratum for all other responsibilities [35], the 
Chinese government has built up China Social Compli-
ance 9000 for attire industry that has altogether changed 
the ramifications of CSR exercises in the business [132]. 
Improvement of financial conditions and buyers’ buy-
ing power, Chinese buyers progressively request secu-
rity for their assets, and subsequently, firms take willfully 
positive financial aspects to impact individuals from the 
general public, groups, and conditions [106, 167]. This 
ascendancies firms to participate in dependable activi-
ties. According to our speculation, financial responsibil-
ity, as interpreted in terms of responsible investments 
and apparent uses of profit, is likely to affect consumers’ 
buying intentions positively since consumers, as stake-
holders, will put a premium on sustainability and the 
economic security of firms they patronize [148]. On the 
basis of above arguments we hypothesize the following 
hypothesis.

H1  Firm economic responsibilities of CSR positively 
influence consumer buying intentions.

This study hypothesizes that consumers’ perceptions 
about mobile manufacturers’ legal responsibility are 
positively associated with consumers’ intentions. This 
prediction is based on the idea that consumers gener-
ally correlate the safety and quality of manufacturers’ 
respect for legal standards and regulations. In reality, 
consumers know little about safety and quality and are 
concerned about the lack of transparency and informa-
tion regarding the production process. Indeed, when 
making purchase decisions, consumers normally look 
for quality certifications, which are observable aspects of 
producers’ compliance with legal standards [163]. Thus, 
one could reasonably argue that companies’ compliance 
with legal standards may exert a positive influence on 
consumers’ intentions to purchase. The role of legal com-
pliance in shaping consumer perceptions of CSR across 
cultures is an understudied area. While legal frameworks 
for CSR standards fluctuate ominously across countries, 
it is unclear how these variances influence consumer 
purchase intentions. It is believed that measuring the 
CSR impact on consumer buying intention is unclear by 
ignoring specific legal context across borders [1]. Though, 
legal standards are the bottom line for firm’s responsible 
behavior, however, its compliance needs to meaningfully 
fit into broader canvas [43, 139, 184].

To pursue their economic undertakings, businesses 
have to cling to their activities within the stipulated fed-
eral and local government laws. Profit-maximizing is the 
primary concern of a business; however, it should not 
only limit themselves to tax laws or certificate of incor-
porations among others. Society anticipates that business 
corporations will follow the laws and controls of nearby 
government and neighborhood laws emphatically impact 
the individuals from society and the buyers [36, 145]. 
Yassin and Beckmann [187] found that lawful CSR exer-
cises emphatically impact buyer’s goals. Right of the firm 
keeps the neighborhood laws and effectively takes part in 
an activity which advances to build up the company’s del-
icate picture of reasonable business sends a message to its 
customers. Additionally, well functioning management 
control systems play significant role in generating posi-
tive customer reviews [13]. Ultimately it leads to accom-
plishing the buyer’s goal, convincing consumers to buy 
organizations items. It is expected that legal responsibili-
ties will positively affect buying intentions since compli-
ance with laws and ethical standards engenders trust and 
mitigates perceived risk to consumers [76]. Hence, we 
hypothesize that:

H2  Firm legal CSR activities positively influence con-
sumer buying intentions.

The ethical responsibility of a firm refers to the effective 
functioning of business operations in a fair and under-
standable environment. Every society has its own set of 
norms and rules of ethics that business should align their 
operations accordingly, while constraining such as con-
sumers, shareholders, and employees. Even though not 
often a law unto itself, these norms is ensuring the rights 
of its stakeholders. Particularly in light of globalization, 
ethical issues like labor practices and human rights are 
becoming more widely acknowledged as essential ele-
ments of CSR. The effect of moral CSR on consumers’ 
intentions to purchase, however, is still a complicated and 
multidimensional problem. The Firm’s moral CSR exer-
cises and society view as reasonable, only to the regard 
or protection of partner’s ethical rights or duties exem-
plify those guidelines, standards, or desires [84, 110]. As 
the marketing field expands, it is almost going impossible 
for the firms to ignore the ethics gap between what soci-
ety expects and what businesses are delivering. However, 
there is a question mark: do society reward businesses for 
their ethical behavior through their purchase decisions, 
and boycotting the unethical business. For instance, Con-
sumer discontent with the garment industry’s environ-
mental damage seems to be linked to their expectations 
that the sector must uphold its social duty. Patagonia, 
a pioneer in the marketing of eco-friendly apparel, has 
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stopped using the term "sustainable fashion" to prevent 
deceiving customers about what sustainability actually 
entails [114, 146]. Brands like H&M and Decathlon were 
under pressure to retract their exaggerated statements 
and pay money to environmental charities [56, 169]. The 
two class action cases connected to consumer concerns 
about fast-fashion retailer H&M’s greenwashing strategy 
[124] are unrelated, but they serve as a valuable reminder 
of the significance of upholding company ethics and 
engaging in corporate social responsibility [60, 166]. The 
apparel industry must develop its material sourcing and 
production techniques to produce sustainable items that 
will satisfy future consumer demand because the low-
fashion sector continues to play a vital role in generating 
accessible green fashion for the general public [39, 114]. 
Consumers need proper information about a firm’s ethics 
to make efficient decision-making because this informa-
tion is thought to influence product sales and consumer’s 
image of the company [47]. Do firms provide adequate 
information and do it translate into ethical purchasing is 
the big concern of firms nowadays. Shahzad et al. [161] 
found that buyers will pay a higher cost for items with 
moral organizations as they manufacture trust with their 
buyers. Granted, it may seem that ethical and philan-
thropic behaviors are similar enough to assume a shared 
degree of influence. However, while both indeed repre-
sent high-order components in the CSR pyramid, these 
two dimensions substantially differ from each other. 
There is an increasing trend of awareness about ethi-
cal issues in supply chain among consumers may force 
the companies to take onus of their activities ethically. 
However, various cultural settings may have a significant 
impact on consumer’s choice of purchase, whether, ethi-
cal or financial [195]. Thus, a proper understanding about 
customer motivation and choices can be crucial to evalu-
ate the impact of ethical CSR on purchase decisions. It is 
assumed that ethical responsibility is expected to have a 
strong positive prediction of consumer buying intentions, 
since actions that go beyond compliance with just law 
and include moral ethics in behavior resonate extremely 
well with the identity of consumers on both personal as 
well as social levels [77, 159]. Therefore, this study has 
the following hypothesis.

H3  Firm ethical CSR activities positively influence con-
sumer buying intentions.

Philanthropic exercises encourage to make and develop 
a long-term market position of firms, establishing a long-
lasting relationship among customers and stakeholders, 
creating a win–win state for both business and social 
orders around them [121, 149, 171]. Kotler and Lee [98] 
have coined the set of six core activities, essential for 

social cause i-e cause promotion, cause-related market-
ing, corporate social marketing, corporate philanthropy, 
employee engagement, socially responsible business 
practices. Less risk in management enhances the CSR 
worth in society and can be good strategic competitive-
ness rather a just an action [61]. Companies prefer those 
initiatives which are more consumer-focused as com-
pared to those wits focus on environmental and societal 
issues [143]. It is believed that preferring to purchase 
those companies product who valued stakeholder’s con-
cerns generate both customer welfare and also provides 
psychosocial benefits [21]. Sometimes, through societal 
deeds’ businesses earn a favorable position in customer 
state of mind, for example, a restaurant chain has started 
providing free meals to the needy and poor, but the 
owner has to shut the restaurant because of rent issues. 
Meanwhile, another person nearby his restaurant offers 
his place for a restaurant at less rent price. It is because 
the needy people have been deprived of free meals. 
Firms have taken CSR as a corporate discipline because 
of increased pressure by their shareholders to use their 
resources for the betterment of society [32].

Creating a competitive advantage through CSR is a 
long-term investment approach adopted by some com-
panies to improve performance, such as supporting their 
long-term legitimacy in the market (Glaxo-Smith Kline), 
increasing product quality and output through educating 
suppliers from developing countries (Nestle), and influ-
encing consumer perceptions of environmental impact 
in their production (GAP) [93]. Engaging in CSR was 
believed to lead to greater profitability because there 
were increasing concerns and expectations from society 
on the environmental impact of organizations’ operations 
[55, 103].

Likewise, companies associated with more CSR activi-
ties are more likely to be attracted by consumers [57]. 
While, publicized that firm’s reputation can be com-
promised by the lack of skills to instigate its CSR activi-
ties. To view the above themes [16] conceptualize that 
CSR constitutes three components of social marketing 
i-e active, transforming, and distributing the charita-
ble actions and other humanity related events intended 
social willpower and being a root cause of motivation 
to support the charity for community welfare [51]. It is 
a complicated matter that needs more research to deter-
mine how well philanthropic endeavors affect consumers’ 
purchasing intentions across cultural boundaries [7]. The 
impact of philanthropic initiatives on consumer purchase 
intention can vary based on cultural factors, including 
the perceived authenticity of the company’s commit-
ment to social causes, the relevance of the philanthropic 
activities to the target market, and the efficacy of the 
marketing and communication efforts surrounding the 
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philanthropic initiatives. However, philanthropic initia-
tives can be a powerful tool for building brand reputation 
and goodwill [5, 49]. It is suggested that philanthropic 
responsibility will have a positive influence on buying 
intentions, especially in cultures that emphasize value on 
communal and social welfare as it aligns with the con-
sumers’ social identities and expectations of corporate 
benevolence [95]. Thus the following hypothesis will be 
added in this study.

H4  Firm philanthropy CSR activities positively influ-
ence consumer buying intentions.

Buying behavior
Firms use CSR-related activities as a long-term approach 
to enhancing their corporate image in the customer’s 
mind [71, 125]. proved in their research that consumers 
do indeed take into account whether or not businesses 
fulfill their social responsibility and reward or pun-
ish enterprises through their actual purchase behavior. 
Enterprises are therefore willing to shoulder more cor-
porate responsibilities to respond to consumer demands 
due to their awareness of the connection between con-
sumer behavior and CSR. CSR is therefore the primary 
factor in the relationship between consumers and the 
brand, which in turn affects consumer behavior [191]. 
The research of and indicates that the fulfillment of 
CSR has a positive impact on the evaluation of corpo-
rate activities by consumers, which in turn has a positive 
effect on the current purchasing behavior and future pur-
chase intention of consumers [62]. This also signals that 
consumers who are more aware of CSR are more likely 
to purchase the products of a certain company, which is 
the main reason why companies have to implement CSR-
related activities. trust that the impacts of CSR on the 
buyer are predominantly revealed in three perspectives: 
CSR has overflow impact which influences offbeat utili-
zation, for example, upgrading buyers assessment of new 
items, CSR consequences for shoppers on the obtaining 
practices, and empowers buyers to take contemplations 
past financial and some other reasons, corporate social 
responsibility is the protection for the organization when 
in crisis [136]. Believe the practices of CSR will eventually 
elevate customers’ eagerness to buy the items.

Consumer purchase intention refers to the “possibil-
ity of consumers’ willingness of purchasing some specific 
products” [58]. Consumer attitudes, norms, and inten-
tions themselves are used in an attempt to understand 
people’s intention to involve directly or indirectly in 
several activities such as willingness to vote, giving, and 
buying decisions [85]. In the perspective of this study, the 

influence of national values on purchase intention has 
become the main highlighted issue. believed that the cus-
tomer attitude of the product’s origin has a relationship 
to purchase intention.

CSR, cultural dimensions and consumer buying intentions
Used Hofstede’s cultural dimensions measurements 
and proposed productive discoveries about the effect of 
culture on corporate non-money related performance 
and CSR commitment. This study has focused on the 
Power distance index, collectivism, and uncertainty 
avoidance orientation is applied from Hofstede dimen-
sions to measure the relationship of cultural values and 
consumer buying intentions included the collectivism 
dimension to understand the purchase behavior of Chi-
nese consumers. In developed countries, many studies 
have used cultural orientations as a national culture [25, 
165], but in the Pakistani context still, it’s a very much 
unknown concept. Therefore, this study may provide a 
better picture to marketers for the question regarding 
the CSR, Cultural orientations, and purchase intention 
of the consumers. A person’s focus and qualities convert 
into basic mental nature, convictions, personalities and 
are implanted in the societal standards and exercises [3, 
4, 111, 157]. Moreover, it is recognized as a major para-
metric amount characterizing and clarifying disparity in 
authoritative esteem frameworks [14, 81, 83]. Geert Hof-
stede’s fundamental group of work [80–82] on the social 
uniqueness among countries unloaded the dimensional 
qualities of cultural assimilation. characterized a culture 
as the aggregate programming of the mind which rec-
ognizes the individuals from one human gathering from 
another. The particular extent of his model address six 
anthropological issue regions which club over the world 
handle unexpectedly, reflecting stable examples of strik-
ing qualities among countries. It is evidenced from pre-
vious results that CSR practices encompassing these 
dimensions can have far more effect on customer loyalty 
and engagement, thus, alluding to being directly propor-
tional to CSR strategies regarding society and behavior 
concerning customer purchasing [194]. Research find-
ings indicated that each CSR dimension has a moderating 
effect of cultural factors concerning the perceived impor-
tance of ethical and philanthropic practices in influenc-
ing consumer behavior [72, 116].

National culture is a basic predecessor of CSR sys-
tems and practice, thus it is important in ethics and has a 
strong impact on consumer attitudes and decisions [18]. 
In this submission, stresses the requirement for more 
near work researching national and territorial level con-
trasts in CSR accomplishments whereas locate that 35% 
of the aggregate reasonable difference in CSR commit-
ment relates to the national level. Stressed the connection 
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between cultural dimension and CSR estimation of 
best-level directors. explored the impact of contrasts in 
national culture on corporate non-economic implemen-
tation around the general population and proposed that 
nations, where control separate, independence, manli-
ness, and vulnerability evasion are extreme they show to 
bring down levels of corporate social responsibility activ-
ity. Previous studies showed a causal connection among 
vista of national culture and socially capable business 
direct yet findings are a long way from definitive and 
attention to constraints in the dependent variable CSR 
choice.

The power distance dimension not only discusses the 
role of leaders in the organization but also covers the 
other behavioral characteristics of the individuals. The 
low level of power distance increases the energy of others 
just in light of where they are arranged in certain formal, 
different leveled positions. High power distance countries 
assume that divergence is remarkable everyone has a spe-
cific place, people should depend upon their leaders, and 
that the fit should not hide their vitality and are fit the 
bill for a few advantages [180]. The second dimension of 
culture is categorized into two classifications; one is col-
lectivism and the second is individualism. The collectiv-
ism and individualism dimension are elaborating about 
society and cannot only focus on the individual because 
these both are associated with society and individual per-
formance in society [91]. Individualism focuses on the 
individual needs and demands which he needs from the 
culture; it is directly associated with the organizations 
and focuses on the people expectations. In a collectivist 
culture dimension, people are linked with each other and 
share their ideas related to communication, and they fre-
quently discuss it with the family as well. Cultural dimen-
sions like individualism versus collectivism are supposed 
to moderate the effect of CSR on buying intention. In 
individualistic societies, financial and legal obligations 
may carry more weight while, in collectivist cultures, eth-
ical and philanthropic obligations might have a greater 
alluring impact [33, 155]. The influence of social identity 
on consumer behavior points to core alignment of CSR 
practices with cultural values in determining how con-
sumers perceive and interact with brands across cultural 
contexts [78].

According to individualism is moreover related to low 
power separate which is how much individuals in an 
overall population recognize irregularity in charge and 
consider it standard; while the group is related to a capa-
ble farewell. This infers people, who are individualistic 
also believe they should have control over their specific 
destiny. Hence, the reason for this examination is to eval-
uate whether independence and cooperation impact dis-
cussion and agreement needs and to test whether these 

necessities underlie immediate and aberrant communica-
tion—procedures liable to be utilized to keep up positive 
impressions.

The uncertainty avoidance dimension demonstrates 
the level of comfort with unstructured circumstances, 
in which unstructured conditions are "novel, obscure, 
shocking and not quite the same of course" [82]. In 
societies with great uncertainty avoidance, individuals 
are trying to be assured of uncertain and strange cir-
cumstances to remain attentive by following rules, laws, 
and guidelines of that certain society. Interestingly, in 
societies with low uncertainty avoidance, individu-
als feel more comfortable, relaxed, and acknowledge 
any uncertain or alterable conditions while under-
taking fewer rules, norms, and regulations could be 
expected. Concerning CSR, consumers with high UAI 
tend to request companies to act socially responsible 
because they don’t want to face an ambiguous situation 
in the future. Those individuals living in low uncer-
tain societies are expected to be more reasonable and 
more tolerant of progress. Found that American busi-
nesses with high power distance and high uncertainty 
put greater importance on social responsibility. This is 
because culture influences consumers’ ethical decision-
making through decision-makers’ evaluations regard-
ing their behaviors. Hofstede’s idea of measurement 
of uncertainty avoidance is fundamental: it indicates 
that a nation or culture’s level of resilience or solace for 
equivocalness, uncertainty, and unstructured condi-
tions [112]. Vital to this thought is social discernments 
about what is to come. Would it be advisable for one 
to endeavor to oversee future results or should those 
results unfurl without endeavors to moderate or over-
see them? Perceiving CSR dimensions is the basic step 
for consumers to further take various actions related 
to CSR evaluation, such as refusing/preferring to buy 
products, it is important to understand consumer’s per-
ceived importance of CSR dimensions. For instance, 
both countries have shared more or less same score on 
various dimensions of national culture value indexes, 
professed significance of CSR happenings in terms 
of economic, legal, ethical, and philanthropic dimen-
sions can be explained by consumer’s cultural physi-
ognomies. By doing so, this study can add empirical 
evidence about the moderation role on the relation-
ship between buying intention and CSR effects in the 
domain of consumer-relevant CSR research. Thus, the 
following research hypotheses are posed.

H5a  National culture values positively moderate the 
relationship between economic responsibility of CSR and 
consumer buying intention.
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H5b  National culture values positively moderate the 
relationship between legal responsibility of CSR and con-
sumer buying intention.

H5c  National culture values positively moderate the 
relationship between ethical responsibility of CSR and 
consumer buying intention.

H5d  National culture values positively moderate the 
relationship between philanthropic responsibility of CSR 
and consumer buying intention.

Theoretical framework
Aforementioned is the literature, contemporary stake-
holder theory explains that stakeholders are hyped as 
the ethico-proactive channels for corporate reputation 
and financial enhancement [27], additionally, social 
identity theory states that consumers are more likely 
to engage in a company as it improves its CSR values 
with theirs, hence it influences their purchasing behav-
ior [134]. Stakeholder and social identity are extremely 
useful theories in terms of joint capability for probing 
the impact of CSR on consumer behavior and brand 
loyalty. Recent studies have highlighted the fact that 
effective communication in relation to CSR initiatives 
could lead to sustained competitive advantage by creat-
ing congruence between corporate activities and stake-
holder values [130].CSR has four basic responsibilities 
that make the pyramid. The base of this pyramid con-
sists of economic and legal responsibilities, while at top 
positions of the pyramid have ethical and philanthropic 
CSR [36]. Firms use CSR as a competitive market posi-
tioning tool. Furthermore, being socially responsible, a 
business obliges three things, consumers are likely to be 

associated with socially responsible business, have few 
chances to involve in notorious activities, and hence 
will avoid being boycotted by consumers [174]. CSR 
activities help businesses to build their reputation while 
improving community life, hence concluded CSR as a 
nonzero-sum activity between business and commu-
nity [144]. Productivity and obligations of businesses 
can be acquiescent to the corporate community [74]. 
Carrigan and Attalla [34] believed Customers’ choices 
can be influenced by CSR as customers are the impor-
tant stakeholder in the business community. Engaging 
consumer’s interests positively translate into consumer 
choices. It is commonly believed that different native 
factors always influence the business’s competitive 
performance within world markets (). Therefore, it is 
a widely agreeable statement that consumer behavior 
and marketing can be influenced by the national cul-
tural environment. Particularly, the extent to which a 
society can be considered collectivist or individualist 
determines the moral behavior of its individuals. Given 
the aforementioned, CSR indicates the desires of soci-
ety, cultural settings, and propensities whittle the coun-
try’s uniqueness and attitude of the people. Therefore, 
cultural actions, traits, and standards are noteworthy 
when investigating consumer’s responses to CSR. The 
reasons to justify the choice of model as the theoreti-
cal framework for this research. First, this model is 
widely recognized as a seminal contribution to CSR 
knowledge. Second, Carroll’s model represents a par-
simonious synthesis of dimensions that have emerged 
in previous models since the 1950s. Third, a variety of 
studies have demonstrated that the four dimensions of 
this model are meaningful for consumers. Finally, the 
ethical dimension included in model might be par-
ticularly relevant in the telecom industry context, as 

Fig. 1  Proposed model of research
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advertisers should adhere to specific norms of the local 
community.

Using Carroll’s four dimensions, a research model 
was created as follows (Fig. 1):

Research methodology
Sample
The target population for the current study is consumers 
of the telecom industry from China and Pakistan. As the 
purpose of this study was cross-cultural comparison so 
we have selected only those companies which are operat-
ing in both countries at the same time. The sample was 
randomly selected by the convenience approach method. 
The sample size between 30 and 500 can be consid-
ered appropriate for studies (Roscoe). For the positivist 
approach, a quantitative technique is more often. As our 
study has positivist philosophy so we have used the quan-
titative research method. Therefore, about 330 question-
naires were distributed to the consumers of each country, 
a total number of distributed questionnaires were 660. It 
is necessary to perform some measures to make a data 
set normal and measure fit for further analysis. For this 
reason, we performed data cleaning for missing values 
and other wrongdoings in the data set [152].

Scale development
This study has adopted a previously established scale. 
Seven items of culture dimensions from the study of were 
adopted and few constructs were modified accordingly 
in the line of study. Carrol’s pyramid was the base for 
the scale of economic, legal, ethical, and philanthropic 
responsibilities [29, 36, 141]. A Five-item scale was used 
for economic responsibility and legal responsibility, while 
six items were tested against ethical and philanthropic 
responsibility. Eight items for buying intentions were 
used in this study. All scales for CSR and buying inten-
tions were adopted and modified in the line of this study 
from [24, 151, 178].

Data collection process
In this study, we used two different types of data collec-
tion methods i.e., online and directly interacting with 
consumers. Customers of mobile companies who are 
operating in both countries were selected; For the Chi-
nese consumers’ group, data were gathered through a 
translated questionnaire in Chinese with the help of a 
web-based survey using http://​www.​sojump.​com and 
http://​www.​docs.​google.​com/​forms for Pakistan data 
sample. The respondents were also contacted by an 
interaction-based response collection approach. We 
had requested 330 people to give their response to each 
group, initially got 262 responses back for China and 270 

for Pakistan data sample, the initial response rate was 
79% and 81%, respectively. During data analysis 239 Chi-
nese questionnaires were found complete in all respects 
and 247 from the Pakistan sample. Hence response rate 
was 72% and 75%, respectively. For comparison justi-
fication, we decided to make an equal sample size and 
removed eight questionnaires from the Pakistan sam-
ple. Thus 239 samples from each group have been used 
for final analysis. After data screening, missing values, 
wrongly filled, biases, lack of attention, and other fac-
tors (uni-responses, etc.), got the final responses of valid 
239 people. To examine the relationship between latent 
variables and manifest variables; CB-SEM and PLS-
SEM are the widely used tools. It is, however, the type of 
SEM that could dictate which one is to choose [44]. In 
this regard, AMOS is better used for factor-based mod-
els, running the analysis with a relatively large sample 
size (> 200), more confident in claiming generalizability, 
works on covariance SEM approach [53]. Hence, this 
study preferred SEM AMOS 21.0 and SPSS 23.0 to test 
our hypotheses, besides the aforesaid reasons, it allows 
providing graphical models.

Sample demographics
As 239 valid responses were analyzed from each group, 
this study belongs to (Samsung mobile 36.4%, Huawei 
23.8%, iPhone 18%, Nokia 5.9%, Oppo 4.6%, Vivo 5.4%) 
and (iPhone 44.4%, Oppo 12.6%, Vivo 12.6%, Huawei 
12.1%, Xiaomi 10.5%, Samsung 5%) users in Pakistan 
and China, respectively. Both groups have different 
numbers on gender scale (Male 74%, Females 26%) and 
(Male 48%, Female 52%), this study has an almost equal 
sample size for both males and females in China, while 
in Pakistan male dominance is visible. Our sample is 
skewed toward the young population (20–30 years 22%, 
30–40 years 62%) and (20–30 years 78% and 30–40 years 
18%). Among all population majority of the sample have 
Ph.D. scholars (46%), Masters category (40%), and Master 
degree holders/scholars (63%), followed by Ph.D. schol-
ars (17%), respectively. It is because most respondents 
are either students or early entrepreneurs in both groups. 
Selected respondents know about CSR from somehow 
knowledge to excellent (80%), around 20% are those who 
have little knowledge or do not have in Pakistan while 
in China we have score somehow to excellent (55%) and 
little to do not have any knowledge was (45%). As this 
study has also acquired the answer to the question, “How 
do you know the CSR-related information,” over 50% of 
respondents from both groups have clicked on the inter-
net option, followed by Tv and social media, Newspapers, 
and billboards (Tables 1, 2, 3, 4).

According to Fornell and Larcker [67], a scale is 
deemed to have satisfactory discriminant validity when 

http://www.sojump.com
http://www.docs.google.com/forms
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Table 1  Fitness indicators for model

Fitness measures Index values Acceptable range

China Data sample Pakistan data Sample

Cronbach’s alpha 0.89 0.94  > 0.6

AVE 0.402–0.482 0.520–0.732  > 0.4

CR 0.6880–0.8620 0.812–0.915  > 0.6

Normed chi-square (X2/df ) 1.586 2.251 1.0 < X2/ df < 3.0

Root mean square residual (RMR) 0.079 0.081 RMR < 0.10

GFI 0.85 0.892  > 0.8

TLI 0.895 0.856  > 0.8

CFI 0.906 0.913  > 0.8

RMSEA 0.05 0.07  < .10

Table 2  Chinese Sample—Descriptive statistics

Constructs Indicators Mean SD Variance Composite Mean Variance

Economic CSR Eco_1 2.25 1.190 1.416 2.4086 0.808

Eco_2 2.23 1.127 1.270

Eco_4 2.74 1.173 1.376

Legal CSR Leg_1 3.47 1.170 1.368 3.3654 0.844

Leg_2 3.01 1.119 1.252

Leg_3 3.62 1.135 1.288

Ethical CSR Eth_1 3.63 1.080 1.166 3.6351 0.551

Eth_2 3.96 1.003 1.007

Eth_3 3.61 1.022 1.045

Eth_5 3.52 1.084 1.175

Eth_6 3.46 1.091 1.190

Philanthropic CSR Phi_1 3.18 0.983 0.966 3.4240 0.550

Phi_2 3.57 0.989 0.977

Phi_3 3.33 1.105 1.221

Phi_4 3.47 1.036 1.074

Phi_5 3.57 1.034 1.069

Phi_6 3.42 1.034 1.069

Buying intention B_int_1 3.40 1.052 1.107 3.6595 0.592

B_int_2 3.84 1.100 1.210

B_int_3 3.46 1.125 1.267

B_int_4 3.76 1.077 1.159

B_int_5 3.85 1.036 1.073

B_int_6 3.47 0.995 0.990

B_int_7 3.79 1.086 1.180

B_int_8 3.70 1.054 1.111

Cultural dimensions Cul_1 3.31 1.066 1.137 3.5117 0.613

Cul_2 3.22 1.063 1.129

Cul_3 3.79 1.159 1.343

Cul_4 3.49 1.173 1.377

Cul_5 3.68 1.046 1.093

Cul_6 3.42 1.066 1.136

Cul_7 3.68 1.093 1.194
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the square root of the AVE for each variable exceeds the 
absolute value of the correlation coefficient between that 
specific variable and other variables. Table  5 illustrates 
that the correlation coefficients among the fundamental 
factors were less than the square root of the AVE, sug-
gesting that the scale had favorable discriminant valid-
ity. Additionally, the discriminant validity evaluation was 

conducted in accordance with the recommendations of 
Henseler et al. [79] and Hair et al. [73] by incorporating 
the HTMT ratio, which was achieved through the imple-
mentation of a higher-order model in this investigation 
[77]. Benitez et al. [20] posit that the HTMT value should 
deviate from 1 and preferably be below 0.85 (using a con-
servative approach) or 0.90 (using a liberal approach) for 

Table 3  Pakistan data Sample—Descriptive statistics

Constructs Indicators Mean SD Variance Composite mean Variance

Economic CSR E_1 2.7908 1.29566 1.679 2.80649 1.062

E_2 2.7573 1.21601 1.479

E_3 2.7741 1.28305 1.646

E_4 2.9038 1.38538 1.919

Legal CSR L_1 3.4435 1.12830 1.273 3.45397 0.952

L_2 3.3975 1.14723 1.316

L_3 3.3640 1.25914 1.585

L_4 3.6109 1.23807 1.533

Ethical CSR Et_1 3.4017 1.13656 1.292 3.63598 0.995

Et_2 3.6234 1.09642 1.202

Et_3 3.7531 1.10848 1.229

Et_4 3.7657 1.18265 1.399

Philanthropic CSR P_1 3.5523 1.18658 1.408 3.52971 0.979

P_2 3.4728 1.18032 1.393

P_3 3.5105 1.21566 1.478

P_4 3.5565 1.14677 1.315

P_5 3.5565 1.18639 1.408

Buying intention B_1 3.4351 1.25481 1.575 3.48187 0.932

B_2 3.3682 1.19452 1.427

B_3 3.4895 1.15904 1.343

B_4 3.4812 1.21556 1.478

B_5 3.5146 1.17341 1.377

B_6 3.6025 1.17973 1.392

Cultural dimensions C_1 3.2469 1.13099 1.279 3.49093 0.867

C_2 3.4393 1.19324 1.424

C_3 3.4603 1.22538 1.502

C_4 3.4770 1.23945 1.536

C_5 3.5272 1.24613 1.553

C_6 3.7950 1.21086 1.466

Table 4  Chinese sample—Correlation matrix and discriminant validity

Pearson correlation Legal CSR Buying Intention Philanthropic CSR Cultural 
dimensions

Ethical CSR Economic CSR

Legal CSR 0.695

Buying Intention 0.246 0.665

Philanthropic CSR 0.344 0.352 0.651

Cultural dimensions 0.463 0.361 0.395 0.667

Ethical CSR 0.399 0.443 0.424 0.460 0.634

Economic CSR 0.303 − 0.218 0.368 − 0.289 0.316 0.662
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all constructs within the model. This is the conventional 
guideline for evaluating discriminant validity. The HTMT 
values were within an acceptable range (below 0.9), as 
evidenced by the results in Table  6, as per the recom-
mendation of Hesler et al. [103]. This suggests that each 
dimension demonstrates discriminant validity that is 
adequate. Detailed data have been shown in Tables 4 and 
5 above.

Empirical findings
Structural Equation Modeling was used to test the 
hypothesis by using AMOS. Confirmatory factor analysis 
was carried out over the variance–covariance matrix for 
the structural model through the AMOS v. 21.0 statistical 
package [12]. The estimation method was the Maximum 
Likelihood. Hypothesis testing was completed in two 
steps, in the first step direct paths i-e H1, H2, H3, and 
H4, were tested and these paths have shown good model 
fit paths (CMIN/DF 1.507, RMR 0.078, AGFI 0.827, GFI 
0.857, TLI 0.909, CFI 0.92 RMSEA 0.046) and (CMIN/DF 
2.251, RMR 0.081, GFI0.833, TLI 0.892, NFI 0.856, CFI 
0.913, RMSEA 0.07) for China and Pakistan, respectively.

The regression results have been explained in Table 4.9, 
where first column shows the results from China sam-
ple group, while the last column have the results of 
Pakistan sample group. In China data sample, the rela-
tionship between Economic CSR and Buying inten-
tion (p-value > 0.05; β = −  0.046; t = −  1.258) and legal 
CSR and Buying Intention (p-value > 0.05; β = −  0.065; 

t = − 1.55) were found insignificant at p > 0.05. Hence H1 
and H2 are rejected.

However, positive and significant relationship 
was found between Ethical CSR and Buying inten-
tion (p-value < 0.001; β = 0.251; t = 4.212) and Philan-
thropic CSR and Buying intention (p-value < 0.001; 
β = 0.414; t = 4.068). Therefore, H3 and H4 are supported, 
respectively.

Secondly, in Pakistan data sample the relation-
ship between economic CSR and buying intention 
(p-value > 0.05; β = −  0.020; t = −  0.388) were found 
insignificant at p > 0.05. Hence, H1 is rejected. How-
ever, a positive and significant relationship was found 
between legal CSR and buying intention (p-value < 0.001; 
β = 0.410; t = 3.708), ethical CSR and buying intention 
(p-value < 0.005; β = 0.244; t = 3.016). Therefore, H2 
and H3 are supported, respectively (Table  6). Moreo-
ver, a positive and significant relationship has also been 
observed between philanthropic CSR and buying inten-
tion (p-value < 0.05; β = 0.163; t = 2.180), hence H4 is also 
supported (Figs. 2, 3).

Details of the data are provided in Table 2.
At the second step of hypothesis testing, modera-

tion paths i-e H5a, H5b, H5cand H5d were tested using 
AMOS and SPSS to calculate Z values and interac-
tion variables. The stats tools package was used to draw 
the moderation curve [31, 65, 113]. From Fig.  4 (China 
sample group), we can conclude that national culture 
strengthens the positive relationship between economic 

Table 5  Pakistan data sample—Correlation matrix and discriminant validity

Pearson correlation Economic CSR Buying intention Philanthropic CSR Ethical CSR Legal CSR Cultural 
dimensions

Economic CSR 0.721

Buying Intention 0.349 0.737

Philanthropic CSR 0.321 0.467 0.794

Ethical CSR − 0.307 0.365 0.566 0.756

Legal CSR 0.287 0.374 0.667 0.561 0.752

Cultural dimensions 0.366 0.270 0.477 0.445 0.456 0.732

Table 6  Regression analysis

“***P-value < 0.001; **p-value < 0.01; *p-value < 0.05”

Paths Independent variable Dependent variable China sample group Decision Pakistan Sample group Decision

(β) t-value P Value (β) t-value P Value

H1 “Economic CSR” “Buying intention” − 0.046 − 1.258 0.209 Rejected − 0.02 − 0.388 0.698 Rejected

H2 “Legal CSR” “Buying intention” − 0.065 − 1.55 0.211 Rejected 0.410 3.708 *** Accepted

H3 “Ethical CSR” “Buying intention” 0.251 4.212 *** Accepted 0.244 3.016 .003 Accepted

H4 “Philanthropic CSR” “Buying intention” 0.414 4.068 *** Accepted 0.163 2.180 0.029 Accepted
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CSR and buying intention. Hence H5a is accepted, while 
H6b, H6c, and H6d curves showed national culture 
dampens the positive relationship between legal CSR 
and buying intention, Ethical CSR and buying intention, 
and philanthropic CSR and buying intention. Hence H5b, 
H5c, and H5d are rejected.

Data analysis from the Pakistan sample group showed 
that the national culture strengthens the negative relation-
ship between economic CSR and buying intention. Hence 

H5a is rejected, while H5b, H5c, and H5d curves showed 
national culture dampens the positive relationship between 
legal CSR and buying intention, Ethical CSR and buying 
intention, and philanthropic CSR and buying intention. 
Hence H5b, H5c, and H5d are rejected. Details of the data 
are provided in Fig. 5.

Fig. 2  SEM model—direct relationship (China)

Fig. 3  SEM model—direct relationship (Pakistan)
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Fig. 4  Moderating effect curves (China)

Fig. 5  Moderating effect curves (Pakistan)
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Discussion
In the business ethics literature, only a limited num-
ber of studies were found on the CSR, consumer buy-
ing intention, and culture dimensions in a cross-cultural 
view simultaneously [96, 104]. Our study extends cul-
tural studies in CSR by offering valuable insights on CSR 
embeddedness as well as on contextual factors which 
may affect consumer purchase decisions. Organizations 
are using their resources to support CSR-based competi-
tive advantages and superior international performances, 
these factors should be considered at the time of strategic 
decisions [70, 75]. The selection of China and Pakistan 
was based on the magnitude of their cultural, economic 
and socio-political distinctions, which offer investigating 
the influence of corporate social responsibility (CSR) on 
customer purchase intentions. As consumer awareness 
and expectations of corporate responsibility develop, 
CSR has been more incorporated into company strategy 
in China [162, 181]. However, while being collectivist as 
well, Pakistan is defined by Islamic beliefs and socioeco-
nomic issues, which changes the consumer’s perception 
of corporate social responsibility (CSR [147, 160]). This 
comparative analysis helps in comprehending how CSR 
efforts can be customized to align with cultural values in 
different regions [170]. This study has used primary data 
collected directly from consumers, results revealed that 
activities doing for social welfare and proper communi-
cation tend to alter the consumers buying intentions. The 
relationship of economic CSR and buying intention was 
found insignificant in both countries while legal CSR has 
shown a significant impact on consumer buying inten-
tion. These results are well aligned with the research 
findings of [40] where they described that CSR engage-
ments are not influential to young customers when they 
purchase.

In both countries, legal terms are different so the results 
are found different. People are more rigid about law and 
rules in China than in Pakistan. In Pakistan, people are 
willing to give a slight advantage to companies, as the 
question was asked “companies can break the law if nec-
essary” while in China rules are more stringent so people 
also expect the companies to do according to law. Moreo-
ver, these results are well supported by previous studies 
[48, 66, 158]. Ethical and philanthropic CSR has a sig-
nificant impact on consumer purchase intentions in both 
countries. These results are well in line with previous 
findings of [106, 128] where they established consumers 
trust on company social agenda can enhance company’s 
image which ultimately leads to alter their purchase 
intention favorably [38, 86]. It is noteworthy to find the 
purchase intention as a consumer’s behavior and can 
be understood by consumer intention [87]. These find-
ings imply that consumers’ perception is closely related 

to the higher-level CSR dimensions and less related to 
companies’ basic duties such as their economic and legal 
responsibilities. Producing profits and abiding by the law 
are closely related to companies’ financial performance 
and economic objectives and do not always enhance 
consumers’ self-concepts. Furthermore, contemporary 
studies have established the fact, buying intention can 
be inclined through CSR activities taken by firms lead to 
brand loyalty and customer satisfaction [23, 122]. Some-
what antagonistic to these outcomes [10] found that bot-
tom of pyramid (BoP) consumers’ do not consider the 
economic and environmental responsibility of business 
corporations as persuasive factors in their buying deci-
sion. This research explains that consumers do not value 
each CSR domain equally, therefore this finding can be a 
useful tool for developing the company’s business strat-
egy [177]. The research expands existing knowledge that 
empirically examines cross-cultural effects on consum-
ers’ responses to personalized products.

The moderating influence of national culture on the 
relationships is found insignificant in both countries 
except on the relationship of economic CSR and buying 
intention in Pakistan setting. This finding suggests that 
culture cannot operate at the national level, however, it 
can act as a moderator at the individual level. The notion 
of national culture construct is based on the postulate 
that there are larger cultural differences between coun-
tries than within countries. However, scholars such as 
[133] argued that culture does not necessarily correspond 
to national boundaries, but often follows linguistic, eth-
nic, or religious divides. Yoo and Donthu [188] had rea-
soned that members of a society need not have the same 
cultural values. Some individuals may develop ‘unique’ 
values that are different from the other members of soci-
ety. The more self-centric thinking by consumers makes 
them unique in different societies. The other reasons may 
have low income, lack of basic facilities, etc. In addition, 
these results are well supported by Ganguly et al. [69] and 
antagonistic to the findings of [101], where they argued 
national culture can affect consumer intention to buy 
in different areas. The summary is given in Table  7 as 
follows:

Concluding remarks, limitations, and implications
This study postulates perspicacity for the academic 
world stressing the perceptive role of CSR in the forma-
tion of consumer buying intention in different cultures. 
It deemed that instantaneous interest of customers is 
the fundamental of customers buying intentions. Cus-
tomers are more skewed toward “haven’t” rather than 
“have.” Culture is not so much a property of individuals 
or groups, but a tool for understanding and learning the 
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differences commonly attributed to national culture [30]. 
Specifically,  [186]  claimed that national culture is a key 
element from which consumer behavior can be differen-
tiated. [140] have emphasized that culture may or may 
not moderate the purchase intention in a cross-cultural 
aspect as they had explained how national culture mod-
erates the purchase and purchase behavior in Colombian 
society, while Spanish society has insignificant modera-
tion of national culture values and buying intention.

For managerial implications, this study gives a clear 
roadmap to formulate and implement strategies based 
on the answers to two main questions, how the consum-
ers’ purchase decisions are altered by the CSR activities 
as effective marketing strategies and understanding of 
cultural diversity. This study provides significant per-
spectives for companies functioning in growing markets 
with diverse cultures, such as Pakistan and China. First 
and foremost, businesses must modify their CSR strate-
gies to conform to regional cultural norms and values. 
CSR initiatives that prioritize environmental sustain-
ability and community welfare are well-received by cus-
tomers in China due to the country’s strong collectivist 
culture [182]. On the other hand, CSR initiatives focused 
on moral behavior and charity giving are more successful 
in Pakistan, where social welfare and religion are impor-
tant factors [11, 168]. Furthermore, the research indicates 
that multinational corporations can improve consumer 
trust and loyalty by exhibiting an in-depth understand-
ing of cultural norms in these regions. It also highlights 
the importance for businesses to successfully convey 
their CSR initiatives to ensure that consumers perceive 
these activities as authentic and aligned with their cul-
tural values. For example, ethical and philanthropic CSR 
activities altered consumer buying decisions significantly 
in both countries. It is believed similar services or prod-
ucts perceives differently by customers at the same time 
but in different places because consumer behavior can 
be understood as consumer intention [87, 123]. Since the 
CSR activities taken by the Firm and its brands are in the 

knowledge of customers, their positive skewness toward 
the brand can be taken into consideration [183]. Addi-
tionally, these results about CSR activities and buying 
intention are again in line with recent studies conducted 
by [97, 192] where they found that CSR has a direct effect 
on purchase intention. Moreover, a shred of evidence 
from the hotel industry, correspondingly, strengthened 
the conclusion that philanthropic CSR is mostly pre-
ferred by customers and guests [63].

In this globalization era, expanding markets and ease 
of doing business provides multinational companies to 
intrude in different regions simultaneously, gives the 
persuasive motive for cross-cultural studies on con-
sumer behavior. However, the diverse cultural settings of 
each region stress a separate set of strategies to counter 
consumer aloofness and make a strong customer base. 
Therefore, this study gives an idea to operate in differ-
ent geographical positions with a sustainable edge. CSR 
is still an emerging phenomenon in Pakistan. In devel-
oped countries including China there is a strong convic-
tion about incentives and benefits gained by using CSR 
activities, also, have been penalized by authorities in case 
of non-compliance with set standards of CSR. A strong 
and credible advertisement about CSR communications 
will help to build a positive attitude. It will not only help 
the manufacturer to shift the intentions of consumers 
but also gives opportunities to be more sustainable and 
environmentally friendly. For public policymakers, this 
study suggests an important opportunity for educating 
consumers that information on the social responsibil-
ity records of companies is available. A guide to the rat-
ings could be extremely helpful. This guide could list the 
different rating services, describe the factors that each 
service uses to evaluate each company, and provide infor-
mation on how to obtain the ratings from each service.

Although this study has a vast scope and covers numer-
ous aspects, still has some limitations. First, national 
culture may or may not be generalized to all communi-
ties as it may have some different norms and values, so 

Table 7  Research hypothesis and results

Paths Independent Variable Data group (Pakistan) Data group (China)

H1 Economic CSR- → Buying intention Not supported Not supported

H2 Legal CSR- → Buying intention Supported Not supported

H3 Ethical CSR- → Buying intention Supported Supported

H4 Philanthropic CSR- → Buying intention Supported Supported

H5a "Moderation effect of Economic CSR and Buying intention” Not Supported Supported

H5b "Moderation effect of Legal CSR and Buying intention” Not Supported Not Supported

H5c "Moderation effect of Ethical CSR and Buying intention” Not Supported Not Supported

H5d "Moderation effect of philanthropic CSR and Buying intention” Not Supported Not Supported
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we recommend extending this study to individual-level 
traits in future studies. Second, this study has focused 
on the telecommunication industry, the results may not 
be generalized to other industries and categories, so, we 
recommend further research could explore the relation-
ship in more specific categories for example, in not-for-
profit organizations, government organizations, and 
family companies. Third, this study has focused primar-
ily on how CSR dimensions alter buying decisions, fur-
ther research can be carried on the behavioral aspects of 
CSR. Researchers in developed countries have recently 
started examining. Fourth, this study has focused on 
broad industry, in future studies, it can be narrow down 
to product category level. More exogenous variables can 
be added in future research such as environmental pro-
tection, charity-oriented activities, this might give a clear 
idea to the marketers for implementing strategies. Fifth, 
to better understand the particular context of China and 
Pakistan, various consumer variables need to be tested 
as moderators to confirm the moderating effect sug-
gested by these results. In particular, a more-thorough 
understanding of how consumers perceive or evaluate 
CSR implementation needs to be developed. The psycho-
graphic, demographic, or situational variables interven-
ing between CSR perception and behavioral intentions 
also need to be examined, this may find helpful means for 
a manufacturer to formulate customized strategies.
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