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Abstract

The food industry has made substantial investments in the promotion of healthy eating as part of an active lifestyle.
These actions are usually part of companies’ corporate social responsibility (CSR) strategies that have a dual purpose:
social and business. CSR is built on a network of mutually beneficial relationships between a company and its stake-
holders. Therefore, the positive perception of CSR initiatives has an influence on the trust and loyalty of stakeholders.
Based on evidence about the effects of the perception of CSR on stakeholder behaviour and on company evaluation, this
study proposes and tests a conceptual model of the relationship between CSR perception and customer loyalty in the
context of a very important and specific topic and group: healthy eating and millennial consumers. The study employs
a quantitative method and structural equation modelling (SEM) with data collected from 500 online surveys. The study
also evaluates the influence of other variables: consumers’ interest in fast food companies’ CSR initiatives related to
healthy eating (INTEREST) and CSR communication on healthy eating via social media (COMMUNICATION), but unlike
previous research, it focuses on variables that can be conditioned by companies. The results confirm the relationship
with respect to CSR in general terms, but do not do so in relation to healthy eating. In this case, influence is conditioned
by moderating variables, which suggests that COMMUNICATION influences company evaluation only when customers
have a prior interest in such initiatives and when correct CSR communication exists on social media, which also affects
this relationship, although in a negative direction. This research supports the academic current that promotes CSR as an
investment that benefits both the company and society.
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1. Introduction

Corporate Social Responsibility (CSR) is traditionally defined as the commitment of organizations to adopt measures to
protect and promote the well-being of the society in which they operate, while fulfilling their own economic objectives
(Carroll, 2016; McWilliams; Siegel, 2010; Reverte, 2016; Song; Wen, 2020). This relationship between CSR and the eco-
nomic and financial objectives of companies is a controversial issue (Axjonow; Ernstberger; Pott, 2018; Gatti et al., 2019;
Song; Wen, 2020; Hsieh, 2017; Galbreath et al., 2020). However, there is some consensus regarding the consideration
of CSR as an intangible asset of companies that contributes to the achievement of their global strategic objectives by es-
tablishing and strengthening relationships with their main stakeholders due to their relevance for business development
(Freeman; Dmytriyev; Phillips, 2021; Kotler; Kartajaya; Setiawan, 2019; Wang et al., 2021; Hsieh 2017).

CSR is built on a network of mutually beneficial relationships between a company and its stakeholders (Abid; Abid-Du-
pont; Moulins, 2020; Cambra-Fierro et al., 2020; Fernandez-Ferrin; Castro-Gonzalez; Bande, 2021). Therefore, the posi-
tive perception of CSR initiatives has an influence on the trust and loyalty of stakeholders (Lerro et al., 2019; Ramesh et
al., 2019; Islam et al., 2021), boosting, in the case of consumers, purchase intentions and actual purchases (Boccia; Mal-
geri; Covino, 2019; Harun; Prybutok; Prybutok, 2018; Fernandez-Ferrin; Castro-Gonzalez; Bande, 2021; Castro-Gonza-
lez; Bande; Fernandez-Ferrin, 2021).

In relation to this segment of stakeholders, the success and recent prominence of CSR is related to consumption patterns
increasingly oriented towards social and emotional values and experiences (Ozturan; Grinstein, 2021). These patterns
are, in turn, the result of increasingly demanding consumers (Boccia; Malgeri; Covino, 2019; Garcia-Jiménez; Ruiz-de-
Maya; Lépez-Lopez, 2017; Kim, 2019), who constitute a highly competitive market that is full of very similar, almost iden-
tical, brands, products and services that can only be differentiated based on emotional values and experiences (Chae;
Park, 2018; Overall, 2016; Pansari; Kumar, 2017). The subjective dimension of brands is largely developed through
CSR policies and strategies (Abid; Abid-Dupont; Moulins, 2020; Ramesh et al., 2019) that aim to influence consumer
behaviour and loyalty (Cambra-Fierro et al., 2020; Fernandez-Ferrin; Castro-Gonzalez; Bande, 2021; Garcia-Jiménez;
Ruiz-de-Maya; Lopez-Lépez, 2017). Hence the great academic and professional interest in the study of the effects of CSR
and the ways to condition them (Abid; Abid-Dupont; Moulins, 2020; Boccia; Malgeri; Covino, 2019; Song; Wen, 2020).

The importance of CSR and the interest around it have led to the development of a significant number of research stud-
ies (Abid; Abid-Dupont; Moulins, 2020; Fernandez-Ferrin; Castro-Gonzalez; Bande, 2021; Vogler; Eisenegger, 2020).
However, there is hardly any research on those variables that are managed or controlled by the company (Zhang; Chang,
2021) and may affect the relationship between CSR perception and stakeholders’ company evaluation and, thus, con-
sumer loyalty (Chen et al., 2018; Fernandez-Ferrin; Castro-Gonzalez; Bande, 2021). Other poorly researched areas are
the heterogeneity that characterizes all stakeholders, including consumers, and its implications on the need to adapt
CSR policies and strategies (Boccia; Malgeri; Covino, 2019; Pipatprapa; Huang; Huang, 2017). In this regard, members of
the millennial generation are known for being strong defenders of CSR (Lerro et al., 2019; Martinez-Sala; Quiles-Soler;
Monserrat-Gauchi, 2021; Do; Sum, 2021) and for their relevance to the future of companies (Pangaribuan; Ravenia; Si-
tinjak, 2019; Purani; Kumar; Sahadev, 2019). These facts are precisely what justify the focus of this study on the effects
of CSR on this generation.

Having delimited the object and population of study, and based on the proven effect of CSR perception on company
evaluation and stakeholder loyalty (Fernandez-Ferrin; Castro-Gonzalez; Bande, 2021; Marin; Ruiz; Rubio, 2009), this re-
search empirically analyses and compares this relationship, in general and with respect to such a transcendental topic as
healthy eating (Barata-Cavalcanti et al., 2020; Cambra-Fierro et al., 2020; Riesmeyer; Hauswald; Mergen, 2019; World
Health Organization, 2021; Yang; Weber; Grimm, 2022).

The study of the relationship between CSR, company evaluation and consumer loyalty is carried out independently, in the
context of millennial consumers of fast food restaurants, to confirm the effects of CSR on consumer behaviour (Cambra-Fie-
rro et al., 2020; Fernandez-Ferrin; Castro-Gonzalez; Bande, 2021; Islam et al., 2021). The study also aims to evaluate the
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Figure 1. Initial conceptual model

influence of other variables in the aforementioned relationship (moderating variables 1 and 2) but, unlike previous research
(Fernandez-Ferrin; Castro-Gonzalez; Bande, 2021; Marin; Ruiz; Rubio, 2009), it focuses on variables that can be condi-
tioned and managed by companies (which is one of its main contributions) and on a very important and specific topic and
public: healthy eating and millennial consumers. The initial conceptual model of the study is shown in Figure 1.

2. Theoretical framework

2.1. Healthy eating in the field of CSR

The food industry has made substantial investments in the promotion of healthy eating as part of an active lifestyle
(Barata-Cavalcanti et al., 2020; Potvin-Kent et al., 2020; Souza-Monteiro; Hooker, 2017). These actions are usually part
of the CSR strategies companies implement to reach two types of objectives: social and business (Abid; Abid-Dupont;
Moulins, 2020; Barata-Cavalcanti et al., 2020; Fernandez-Ferrin; Castro-Gonzalez; Bande, 2021).

From society’s point of view, the social and economic cost of non-communicable diseases (NCDs) associated with food
(Potvin-Kent et al., 2020; Thamer, 2016; World Health Organization, 2021) justifies their consideration in the social
dimension of CSR, regarding health (Barata-Cavalcanti et al., 2020; McLennan; Banks, 2019), along with other types of
initiatives related to other fully consolidated dimensions of CSR, such as environmental sustainability and a wide range
of causes related to vulnerable groups and minorities (Bgring, 2019; Lee, 2020; Sharma, 2019). In this regard, although
several studies have found that stakeholders value social causes more than environmental or animal causes (Kim; Kim;
Kim, 2019; Lafferty; Edmondson, 2014), more recent studies have concluded that, in the social area, health arouses less
interest among companies and even consumers (Chae; Park, 2018; Saxton et al., 2019).

In addition, studies on CSR policies and strategies developed around food confirm that they do not cause transcen-
dental changes, since they focus on the food supply instead of other more necessary actions that promote a real social
change through education and training, as well as structural change through the modification of the composition of
food products to make them healthy (Barata-Cavalcanti et al., 2020; Potvin-Kent et al., 2020). In particular, education
and educommunication (Jiménez-Marin et al., 2020) in healthy eating and the practice of physical activity are crucial
and, although they are more frequent than product-level actions (Potvin-Kent et al., 2020; Souza-Monteiro; Hooker,
2017), are still far from being socially desirable (Slater et al., 2018; Teng; Chih, 2022). Hence the interest in studies on the
effectiveness of CSR communication on healthy eating from a social point of view, in relation to consumers’ education
and training (Fatemi; Dube, 2021), and from a business point of view, focused on consumer loyalty (Homburg; Stierl;
Bornemann, 2013; Islam et al., 2021).

2.3. Consumers’ interests

The relationship between consumers’ interest in the cause promoted in a CSR campaign and the effectiveness of such
CSR campaign to establish long-lasting relationships between organizations and consumers, is a proven fact (Barbei-
to-Caamaiio; Chalmeta, 2020; Fatemi; Dube, 2021; Saxton et al., 2019). Therefore, identifying the environmental or
social issues arouse greater interest among consumers is necessary to design CSR policies and strategies (Chae; Park,
2018; Saxton et al., 2019) capable of capturing consumers’ attention and interests and laying the foundations for their
loyalty and the achievement of strategic business objectives by complying with the inescapable CSR premise of mutual
benefit (Cambra-Fierro et al., 2020; Kwon; Mai; Peng, 2020). As Etter (2013) points out, when it comes to the design of
CSR strategies, companies must identify stakeholders’ needs and expectations and turn them into the axis of their CSR
initiatives and communications. These actions improves the company’s image, reputation and stakeholder engagement.

Regarding the identification of stakeholders’ interests,
specifically in the field of digital communication, authors .
such as Chae and Park (2018), Barbeito-Caamaio and company evaluation and consumer loy-
Chalmeta (2020) and Steinberg (2020) highlight the im- alty is confirmed

A relationship between CSR perception,
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portance of big data and the creation of models and techniques to monitor and analyze them. This information is key
to the development of CSR, a construct that due to its evolutionary nature (Carroll, 1999) requires constant research
and feedback to guarantee the achievement of its business and social objectives (Chae; Park, 2018; Cortado; Chalmeta,
2016). In fact, big data analysis allows companies to collect relevant information about the interests of their stakehold-
ers, including consumers, and use it to ensure strategic CSR decision-making (Farache; Tetchner; Kollat, 2018; Steinberg,
2020; Pansari; Kumar, 2017). Research in this area also confirms the key role of social media as a prior source of informa-
tion for stakeholders (Chae; Park, 2018; Saxton et al., 2019) and as a space to verify the effectiveness of CSR initiatives,
through the analysis of related contents and user interaction (Martinez-Sala; Quiles-Soler; Monserrat-Gauchi, 2021;
Song; Wen, 2020). The role of social media as a source of information and feedback is added to that of other key CSR
communication channels (Chae; Park, 2018; Overall, 2016). This literature review lays the foundation for this research,
which, in line with Saxton et a/ (2019) and based on Signalling Theory (Bergh et al., 2014; Spence, 1973), considers that
CSR initiatives that are focused on issues of interest for consumers, established according to counter signals, and the
communication of such initiatives via social media communication, as signals, influence and promote consumer loyalty.

Consumer interest is thus established as a moderating variable in the relationship under study, which can be influenced
by the company if it has the necessary tools to understand it (Figure 2).

1'

Figure 2. Moderating variable 2

2.3. Consumers’ interests

The relationship between consumers’ interest in the cause promoted in a CSR campaign and the effectiveness of such
CSR campaign to establish long-lasting relationships between organizations and consumers, is a proven fact (Barbei-
to-Caamaiio; Chalmeta, 2020; Fatemi; Dube, 2021; Saxton et al., 2019). Therefore, identifying the environmental or
social issues arouse greater interest among consumers is necessary to design CSR policies and strategies (Chae; Park,
2018; Saxton et al., 2019) capable of capturing consumers’ attention and interests and laying the foundations for their
loyalty and the achievement of strategic business objectives by complying with the inescapable CSR premise of mutual
benefit (Cambra-Fierro et al., 2020; Kwon; Mai; Peng, 2020). As Etter (2013) points out, when it comes to the design of
CSR strategies, companies must identify stakeholders’ needs and expectations and turn them into the axis of their CSR
initiatives and communications. These actions improves the company’s image, reputation and stakeholder engagement.

Regarding the identification of stakeholders’ interests, specifically in the field of digital communication, authors such as
Chae and Park (2018), Barbeito-Caamaiio and Chalmeta (2020) and Steinberg (2020) highlight the importance of big
data and the creation of models and techniques to monitor and analyze them. This information is key to the develop-
ment of CSR, a construct that due to its evolutionary nature (Carroll, 1999) requires constant research and feedback to
guarantee the achievement of its business and social objectives (Chae; Park, 2018; Cortado; Chalmeta, 2016). In fact,
big data analysis allows companies to collect relevant information about the interests of their stakeholders, including
consumers, and use it to ensure strategic CSR decision-making (Farache; Tetchner; Kollat, 2018; Steinberg, 2020; Pan-
sari; Kumar, 2017). Research in this area also confirms the key role of social media as a prior source of information for
stakeholders (Chae; Park, 2018; Saxton et al., 2019) and as a space to verify the effectiveness of CSR initiatives, through
the analysis of related contents and user interaction (Martinez-Sala; Quiles-Soler; Monserrat-Gauchi, 2021; Song; Wen,
2020). The role of social media as a source of information and feedback is added to that of other key CSR communication
channels (Chae; Park, 2018; Overall, 2016). This literature review lays the foundation for this research, which, in line
with Saxton et al (2019) and based on Signalling Theory (Bergh et al., 2014; Spence, 1973), considers that CSR initiatives
that are focused on issues of interest for consumers, established according to counter signals, and the communication
of such initiatives via social media communication, as signals, influence and promote consumer loyalty.

Consumer interest is thus established as a moderating variable in the relationship under study, which can be influenced
by the company if it has the necessary tools to understand it (Figure 3).

e

Figure 3. Moderating variable 1
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2.4. Hypothesis development

Based on the previous statements regarding CSR, CSR
communication and the leading role of social media in
this area (Overall, 2016; Sudrez-Rico; Gomez-Villegas;

Consumers’ prior interest in CSR initi-
atives on healthy eating is required for

Garcia-Benau, 2018), and the proven interest in healthy their perception of companies’ CSR com-
eating (Barata-Cavalcanti et al., 2020; Cambra-Fierro munication to influence their evaluation
et al., 2020; Lee, 2020) among the millennial popula- of such companies

tion (Lerro et al., 2019; Riesmeyer; Hauswald; Mergen,

2019), this research aims to delve into the proven relationship between CSR perception, company evaluation and con-
sumer loyalty (Cambra-Fierro et al., 2020; Fernandez-Ferrin; Castro-Gonzalez; Bande, 2021) in the context of millennial
consumers and the fast food sector. The focus on this sector is due to its relevance in the food industry in regard to
healthy eating (Martinez-Sala; Quiles-Soler; Monserrat-Gauchi, 2021; Wang et al., 2016; Farah; Shahzad, 2020), espe-
cially among millennial consumers (Harun; Prybutok; Prybutok, 2018; Farah; Shahzad, 2020), and due to its relation to
NCDs (Lin; Mou; Lagoe, 2011; Stender; Dyerberg; Astrup, 2007).

In this sense, based on the literature review, this study assumes the influence of company evaluation on consumer
loyalty (Cambra-Fierro et al., 2020; Marin; Ruiz; Rubio, 2009; Park; Kim, 2019) and raises new questions related to the
field of study and the variables that may moderate the relationship between CSR perception and company evaluation,
focusing on variables that can be controlled by companies:

- Moderating variable 1: millennial consumers’ interest in fast food companies’ CSR initiatives related to healthy eating
(INTEREST).
- Moderating variable 2: CSR communication on healthy eating via social media (COMMUNICATION).

This approach has led to the formulation of the study’s research hypotheses and proposed conceptual model (Figure 4):
Hypothesis 1 (H1). The greater the INTEREST, the greater the importance given to COMMUNICATION.

Hypothesis 2 (H2). The better the perception of fast food companies’ CSR (PERCEPTION1), in general terms, the
better the evaluation of such companies (EVALUATION).

Hypothesis 3 (H3). The better the perception of fast food companies’ CSR communication on healthy eating (PER-
CEPTION2), the better the EVALUATION of such companies.

This last hypothesis (H3), focused on the selected field of study, is divided into the following two sub-hypotheses about
the role of two moderating variables:

Hypothesis 3.1 (H3.1). The greater the INTEREST, the greater the influence of PERCEPTION2 in EVALUATION.

Hypothesis 3.2 (H3.2). The greater the importance given to COMMUNICATION, the greater the influence of PER-
CEPTION2 in EVALUATION.

3. Method

The analytical and empirical part of this study relies on the use of quantitative analysis (Batthyany; Cabrera, 2011). The
fieldwork was carried out in Spain between January and March 2021. Data were collected by means of a survey ques-
tionnaire, which was validated using Cronbach’s Alpha and other reliability measures (Cronbach, 1947; 1951). The ques-
tionnaire was pilot tested on a sample of 50 customers of fast food restaurants. The results of these preliminary tests
were used to improve the questionnaire. The final version of the questionnaire was completed online, on a voluntary
basis, by a sample of 500 customers of fast food restaurants. The final results were used to test the research hypotheses
by means of structural equation modelling (SEM) (Fornell; Larcker, 1981), using the Lisrel statistical software package
(v8.80). The hypotheses focused on explaining the relationship between the study variables and on the influence of
certain variables on the supposed relationships.

CSR PERCEPTION H2
(PERCEP1)

COMPANY EVALUATION

(EVALUA) LOYALTY

CSR PERCEPTION - HEALTHY DIET H3
(PERCEP2)

CSR INTEREST — HEALTHY DIET CSR SOCIAL MEDIA COMMUNICATION — HEALTHY DIET
(INTEREST) (COMMUNICATION)

Figure 4. Proposed conceptual model
Note: The abbreviation summary has been included in the Annex.
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The procedure and method employed in this study have been implemented and validated in other research works on
CSR, with the same and other statistical programs (Pérez; Garcia-de-los-Salmones; Liu, 2019; Schaefer; Terlutter; Diehl,
2019; Sipila et al., 2021; Ortiz-Martinez; Marin-Hernandez; Santos-Jaén, 2023), due to the validity of the analytical
model for non-observable variables (Fornell; Larcker, 1981; Huarng; Yu, 2019). Likewise, their suitability for hypothesis
testing has also been verified (Baron; Kenny, 1986; Civelek, 2018; Marin; Ruiz; Rubio, 2009; Huarng; Yu, 2019).

3.1. Sample

Regarding the sample, both in the preliminary and final stages, respondents had to be fast food restaurant customers and
meet the following criteria: belong to the millennial generation and be an undergraduate student. The selection of people
belonging to this generation is due to their relevance from the business point of view, given their purchasing power and
because they also represent future consumers (Martinez-Sala; Segarra-Saavedra; Monserrat-Gauchi, 2018; Martinez-Sala;
Monserrat-Gauchi; Quiles-Soler, 2019; Simonato; Mori, 2015); and also because they manifest greater social awareness
than previous generations, which translates into a greater interest in CSR (Lerro et al., 2019; Waples; Brachle, 2020). With
regard to their university education, these young people make up a segment that has been validated as an effective substi-
tute for other profiles, like non-students and adults, in research on CSR (Sen; Bhattacharya; Korschun, 2006; Waples; Bra-
chle, 2020). Regarding the business sector, the fast food sector has been chosen due to its social impact (Wang et al., 2016;
Bathurst; Sayers; Monin, 2008), as well as its relevance within the food industry in general, from the perspective of health
(Heikkurinen; Forsman-Hugg, 2011; Maloni; Brown, 2006). Within the fast food sector, research has focused on franchise
companies due to its relevance and importance within this business system (Martinez-Sala; Quiles-Soler; Monserrat-Gau-
chi, 2021; Tormo Franquicias Consulting, 2020; Martinez-Sala; Pefia-Acufia, 2018).

3.2. Measures and procedure

Once the sample was selected, the survey questionnaire was designed according to the research hypotheses, resulting
in a total of 15 items, divided into five sections. The first one focuses on INTEREST. This concept is used to measure the
functional or utilitarian value associated to CSR and refers to the degree of relevance respondents attach to healthy
eating and CSR measures. The items that are evaluated to determine INTEREST have been established based on previous
research in this area (Bhattacharya; Korschun; Sen, 2009; Chomvilailuk; Butcher, 2016; Sheth; Newman; Gross, 1991).

The following section of the survey focuses on COMMUNICATION, and considers aspects related to fast food brands’
communications about food in social networks and to respondents’ use of these channels and information. The ques-
tions are based on the key role that communication plays in the field of CSR (Kim; Ferguson, 2014; 2018) especially via
social networks (Saxton et al., 2019). The third section measures the perception of companies’ CSR initiatives in general
(PERCEPTION1). Following Marin, Ruiz and Rubio (2009), respondents’ perception of the CSR actions of organizations
was measured using a three-item scale developed by Sen, Bhattacharyay and Korschun (2006). Considering the focus of
this research, this section also includes another scale to specifically measure the perception of CSR initiatives related to
healthy eating (PERCEPTION2). The design of the latter scale, which also has three items, is based on the previous one
(Sen; Bhattacharya; Korschun, 2006), and on other scales oriented to the food industry (Grunert; Hieke; Wills, 2014;
Lerro et al., 2019; Wei et al., 2018). For its part, the fifth and final section centres on measuring company evaluation
(EVALUATION), using a three-item scale developed by Mohr and Webb (2005).

In order to evaluate the last three sections, focused on company perception and evaluation, a specific company was
chosen, following Marin, Ruiz and Rubio (2009). To this end, a list of the main companies in the fast food sector was
extracted from the Top 500 Franchises Ranking published annually by the prestigious firm Franchise Direct. The pilot
guestionnaire asked respondents, young university students who are customers of fast food restaurants, to select from
the list of franchises those they consumed and followed on social networks. These criteria were chosen based on one
of the main themes of this research related to the influence of CSR social media communication on company evaluation
and consumer loyalty (Aguinis; Glavas, 2012; Chomvilailuk; Butcher, 2016; Lerro et al., 2019; Mohr; Webb, 2005).

The results concluded that the fast food brand with the highest number of customers and followers was Domino’s Pizza.
Accordingly, the questions included in the final survey measured company perception and evaluation in relation to this
franchise.

The set of questions included in the CSR survey are evaluated individually using a 5-point Likert scale, where 1 (strongly
disagree) is the lowest score, and 5 (strongly agree) is the highest score. This scale was selected because it was used in
the research studies that served as starting points to de-

velop this questionnaire: the research on CSR perception Companies can influence consumer loy-
carried out by Sen, Bhattacharyay and Korschun (2006) alty by generating interest in a specific

and the research on company e}/:.aluatlon deve.lope.d by topic or issue of their choice. The recom-
Mohr and Webb (2005). In addition, the 5-point Likert . .. .

scale has also been used by Bae and Cameron (2006), _mendatlon for comp.anles in this rEgar'd
Lerro et al., (2019) and Rifon et al., (2004) for the study is: respect the pursuit of mutual benefit
of CSR. All variables and corresponding response scales as a fundamental premise of CSR

are included in the Annex.
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Prior to the hypothesis testing process, to verify and validate the questionnaire, an initial version was administered to a
convenience sample of 50 respondents who met the requirements established for the final sample.

The PSYCH package of the R program (version 3.4.3) was used to process the collected data and determine the Cron-
bach’s Alpha and other reliability measures of the five sections of the questionnaire.

Table 1. Questionnaire reliability measures

Alpha St. Alpha Lambda6 R. Mean LSL USL
INTEREST 0.70 0.70 0.65 043 0.55 0.84
COMMUNICATION 0.73 0.75 0.75 0.50 0.62 0.83
PERCEPTIONT1 0.56 0.52 0.69 0.27 0.35 0.77
PERCEPTION2 0.71 0.71 0.63 0.45 0.57 0.85
COMMUNICATION 0.77 0.76 0.75 0.52 0.65 0.88

Table 1 shows Cronbach’s Alpha (Alpha) and Cronbach’s alpha based on standardized items (St. Alpha) (Cronbach, 1947;
1951); Guttman’s Lambda6 estimate of reliability (Lambda6); the mean correlations between questions (R. Mean); and
the lower specification limits (LSL) and upper specification limits (USL) of the confidence intervals for Cronbach’s Alpha.

Some of the items in the questionnaire were reformulated to reach an acceptable level of reliability in the Cronbach
alpha test, which is above 0.7 (Frias-Navarro, 2022; George; Mallery, 2011). To be precise, two questions were adjusted:
one related to PERCEPTION1 (Sen; Bhattacharya; Korschun, 2006) and one related to EVALUATION (Mohr; Webb, 2005).
Table 1 shows the results achieved after the adjustments. In general terms, and following George and Mallery (2011)
and Frias-Navarro (2022), the achieved levels guarantee the reliability of the questionnaire items to address the CSR
dimensions under study. However, in the case of PERCEPTION1, the final Cronbach’s Alpha, even after the reformulation
of one of its questions, remained at 0.56, but it was deemed acceptable because these questions had been validated in
previous research (Sen; Bhattacharya; Korschun, 2006; Sipild et al., 2021) and because, as Nunnally (1977) points out,
it is logical and admissible to accept Cronbach’s Alpha values below 0.7 (but greater than 0.5) in the first phases of the
research. Based on the previous, it was concluded that overall reliability was acceptable.

Cronbach’s Alpha was complemented with Lambda6, which is a more impartial measure, since it is less sensitive to the
number of items. The results in this area corroborate the results obtained with Cronbach’s Alpha (Marin; Ruiz; Rubio,
2009; Pérez; Garcia-de-los-Salmones; Liu, 2019). Likewise, the resulting R. Mean indicates that the correlation between
the questions included in each section is considerable, which confirms its acceptance.

The final survey was created using Google Forms and was distributed through a group of randomly chosen university
professors who agreed to collaborate in the research. These professors invited their students to participate in the re-
search project through a brief face-to-face presentation and then sent them the link to the online survey via university
email platforms. Once the age and education-level participation requirements were assured, the collaborating profes-
sors made sure survey participants were customers of one or more fast food restaurant chains. The voluntary survey was
answered by 500 students from different degree programs offered by different Spanish public universities. So the final
sample was selected using convenience sampling methods that have also been implemented and validated in studies
with similar scope and purpose which supports and guarantees the results and conclusions of this study (Lim, Sung; Lee,
2018; Sen; Bhattacharya; Korschun, 2006; Waples; Brachle, 2020).

3.3. Hypothesis testing

The results of the survey questionnaire completed by 500 customers of fast food franchise companies were analysed
using a SEM (Fornell; Larcker, 1981) created with the Lisrel statistical software package (v8.80) for hypothesis testing.
Table 2 presents the proposed equations to test each of the research hypotheses.

Hypotheses H1, H2 and H3 analyze the relationship between the selected variables. Hypotheses H3.1 and H3.2 evaluate
the mediating role of specific research variables (INTEREST and COMMUNICATION) in the relationship between PERCEP-
TION2 and EVALUATION (H3), which is the specific hypothesis about the sector under analysis. The testing of this type
of hypotheses in which the moderating role of a variable on a relationship is evaluated by means of SEM is based on the
research carried out by Civelek (2018) and Baron and Kenny (1986).

Since the items corresponding to each of the param- Table 2. Hypothesis equations

eters under analysis (INTEREST, COMMUNICATION, Hypothesis Equation

PERCEPTION1, PERCEPTION2 and EVALUATION) are 1 COMMUNICATION = INTEREST

evaluated using a five-point Likert scale, estimations Ho EVALUATION = PERCEPTION]

were made with the ordinal variable option and the

Weighted Least Squares (WLS) technique, which it is H3 EVALUATION = PERCEPTION2

the most suitable for this type of measures (Becker; H3.1 EVALUATION = PERCEPTION2 + INTEREST
Ismail, 2016; Civelek, 2018). H3.2 EVALUATION = PERCEPTION2 + COMMUNICATION
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Figure 5 illustrates the relationships between the Table 3. Goodness-of-fit measures
latent variables considered in the study (INTEREST, Goodness-of-fit measure Value
PERCEPTION1, etc.) and their relationship with the Chi-square 141.76
questlonn.alre |t§ms (Annex), as well as the hypoth- Grado de libertad 49
eses considered in table 2.
RMSEA 0.062

Table 3 shows the main goodness-of-fit measures of SRMR 0.064
the model, generated with the Lisrel statistical soft- NNFI 093
ware package. The values obtained from the pro- :

. CFI 0.94
posed model are considered acceptable based on

the ranges established by Civelek (2018).

4. Results IIl
4.1. Structural equation model

Table 4 summarizes the results of SEM for hypothe-
sis testing, identifying hypotheses, equations, and
the resulting relationship between variables. The
results, the standardized coefficient (b) and the sta-
tistical contrast (t-student) are shown in the fourth
and fifth columns.

INTEREST

HI: _
y ) s
{COMMUNICATION |
M2 F H3.2

The results shown in Table 4 support all hypothe-
ses, except for H3. With regard to H1, it has been
confirmed that the INTEREST variable affects the
COMMUNICATION variable in the positive direction,
and consequently that the greater the interest of
respondents in fast food companies’ CSR initiatives
related to healthy eating, the more attention they

Pal

Figure 5. Conceptual diagram of the model.

pay to CSR communication on healthy eating via so- Note: In the annex you can consult the questions associated to the variables
cial networks (H1; b 0.34). under analysis I, P, Pa, C and E.
Table 4. Structural equation modelling results for hypothesis testing
Hypothesis Equation Path cs;eafr::ia::::e(:) Sta::f:i:;z::; ast Contrast
H1 COMMUNICATION = INTEREST CO->INT 0.34 7.28 Supported
H2 EVALUATION = PERCEPTION1 PER1 -> EV 0.67 17.93 Supported
H3 EVALUATION = PERCEPTION2 PER2 -> EV 0.09 0.76 Non Supported
H3.1 EVALUATION = PERCEPTION2 + INTEREST INT -> (PER2->EV) 0.37 7.11 Supported
H3.2 EVALUATION = PERCEPTION2 + COMMUNICATION | COM -> (PER2->EV) -0.41 -6.55 Supported

The same happens, and to a greater extent, with H2 (b 0.67), providing statistical evidence that the PERCEPTION1 varia-
ble affects the EVALUATION variable in the positive direction. However, when it comes to the specific scope of this re-
search, hypothesis H3 is not supported, i.e., the relationship between PERCEPTION2 and EVALUATION is not confirmed.

In this regard, however, it is observed how the inclusion of moderating variables in the equation alters the result des-
cribed. In this way: the variables INTEREST and COMMUNICATION play a mediator role in the relationship between
PERCEPTION2 and EVALUATION, although in a different way, as detailed below in relation to each of the sub-hypotheses.

- H3.1: INTEREST affects the relationship between PERCEPTION2 and EVALUATION in the positive direction (H3.1; b 0.37).
- H3.2: COMMUNICATION affects the relationship between PERCEPTION2 and EVALUATION in the negative direction
(H3.2; b -0.41).

In this sense, it can be said that there is statistical evidence to affirm that when respondents are interested in fast food
companies’ CSR initiatives related to healthy eating (INTEREST), there is a relationship between PERCEPTION2 and EVAL-
UATION, and in the same way, that when respondents receive information about related issues from the social network
accounts of the same companies (COMMUNICATION), the perception of fast food companies’ CSR initiatives (PERCEP-
TION2) influences their evaluation (EVALUATION) in the negative direction.

In summary, the statistical data clearly indicates that consumers of fast food restaurants are interested in CSR initiatives
related healthy eating. In this sense, it should be noted that the mean of the aspects related to the evaluation of IN-
TEREST is 4 (Annex and Figure 6) and that this INTEREST influences both consumers’ desire to seek information on this
subject on social networks (COMMUNICATION) and the relationship between PERCEPTION2 and EVALUATION. For each
of the elements through which INTEREST is evaluated (Annex: I1, 12, I13), the following figure shows the Me result.
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Figure 6 shows a strong concentration of responses
at a rating of 4. This implies that, for a large number
of the respondents, healthy eating is very important
(item Il'of the que§t|onna|re), as well as fast fogd 7] . N

companies developing CSR policies and strategies
related to healthy eating (item 13 of the question-
naire). They also positively value that these types of
companies carry out CSR actions of any kind (item 12
of the questionnaire).

250

frecuencia
150

200

It has also been found that respondents obtain in-
formation about CSR initiatives related to healthy
eating from social networks (COMMUNICATION), 1 s s s
with a mean between 3 and 4 (Annex and Figure 7), 2

and that this negatively affects company evaluation
through PERCEPTION2. Figure 7 shows the result of
the Me for each of the elements by which the COM-
MUNICATION is evaluated (Annex: C1, C2 and C3).

Similar to what happened with INTEREST, regarding o]

COMMUNICATION (Figure 7), we also observe a ! z ° ¢ °
higher number of responses with a rating of 4 for .

the defined aspects in its measurement (C1, C2,
and C3). However, it is worth noting that, while in
the case of INTEREST, the majority of responses are
distributed between scores 4 and 5, in the case of
COMMUNICATION, the predominance is between
scores 4 and 3.

frecuencia

0 50 100

frecuencia
150

Figure 6. Graphic distribution of INTEREST-related questions

150 250

frecuencia

|
i

3]

5. Discussion and conclusions

The study has confirmed the relationship between
CSR perception and company evaluation among mil-
lennials in the fast food sector (H2) and, consequent-
ly, and their impact on the loyalty of these consum- 8 T
ers in line with previous research (Cambra-Fierro et °
al., 2020; Fernandez-Ferrin; Castro-Gonzalez; Ban-
de, 2021; Marin; Ruiz; Rubio, 2009; Ogunmokun;
Timur, 2022).

250

150

frecuencia

c2

However, in relation to the influence of CSR initia-
tives related to healthy eating (H3), the results con-
dition their impact on company evaluation to the

150 250

frecuencia

g N

0 50

intervention of, at least, the moderating variables 1 2 3 s 5
considered in this research: INTEREST and COMMU- cs
NICATION. In this sense, it has been found that mil- Figure 7. Graphic distribution of COMMUNICATION-related questions

lennials’ prior interest in CSR initiatives on healthy

eating is required for their perception of fast food companies’ CSR communication on healthy eating to influence their
evaluation of such companies (H3.1). This entails great advantages for those companies that can analyze and monitor
the interest of millennials, and of a large part of their stakeholders, in social media, to guarantee the effectiveness of
their CSR strategies from the point of view of consumer loyalty and efficiently identify the issues on which to focus their
CSR policies and strategies (Chae; Park, 2018; Saxton et al., 2019; Do; Sum, 2021).

It is also worth noting the relevance of the results in relation to other marketing approaches that champion the use of
the power of communication to generate interest in specific topics (Eisend; Tarrahi, 2022; Kotler; Kartajaya; Setiawan,
2019; Li; Peng, 2021), insofar as they confirm that companies can influence consumer loyalty by generating interest in a
specific topic or issue of their choice. This raises important ethical questions that justify stakeholders’ distrust in the true
purpose of CSR (Hoque et al., 2018; Lee, 2017; 2020). The only relevant recommendation for companies in this regard is
for them to absolutely respect the pursuit of mutual benefit as a fundamental premise of CSR.

The results regarding INTEREST and its relationship with the other moderating variable, COMMUNICATION, point out
that the more interested millennials are in fast food companies’ CSR initiatives on healthy eating, the more attention they
pay to their CSR social media communication on this topic (H1). In this sense, the role of social media as key channel for
CSR communication has been verified (Reilly; Larya, 2018; Song; Wen, 2020; Vogler; Eisenegger, 2020), particularly in
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CSR PERCEPTION
(PERCEPTIONT1)

COMPANY EVALUATION
(EVALUATION) LOYALTY

CSR PERCEPTION - HEALTHY DIET — 7
(PERCEPTION2)

H3.1 H3.2

= . CSR SOCIAL MEDIA COMMUNICATION —
CSR INTEREST E|EALTHY DIET ] HEALTHY DIET

(COMMUNICATION)

Figure 8. Verified conceptual model

the case of this generation of digital natives (Boccia; Co- CSR communication influences the rela-

vino; Sarnacchiaro, 2018; Ramos-Soler; Martinez-Sala; tionship between the perception of CSR

Camp?llo-AIhama, 2019), and in th.e context of food-re- regarding healthy eating and the evalua-
lated issues (Lerro et al., 2019; Riesmeyer; Hauswald; . .
tion of fast food companies

Mergen, 2019).

The close relationship between INTEREST and COMMUNICATION supports the last confirmed hypothesis regarding the
influence of COMMUNICATION on the relationship between the perception of CSR regarding healthy eating and the
evaluation of fast food companies (H3.2). The verified conceptual model of the study is shown in Figure 8.

The results confirm the interest of millennials in CSR (Lerro et al., 2019; Martinez-Sala; Quiles-Soler; Monserrat-Gauchi,
2021) and the importance of CSR communication via social media (Chae; Park, 2018; Overall, 2016; Vogler; Eisenegger,
2020). Likewise, the results reveal that inadequate management is causing the perception of the company’s CSR to neg-
atively influence consumers’ evaluation of the company.

In this sense, and depending on the CSR expectations of millennial consumers, and stakeholders in general, it should
be noted that CSR communication is a great challenge for many companies from a business point of view, based on its
impact on consumer loyalty (Lee, 2020; Hsieh, 2017; Castro-Gonzalez; Bande; Fernandez-Ferrin, 2021) as well as from a
social perspective, based on its educommunicative dimension (Teng; Chih, 2022). Companies typically disseminate their
CSR policies via their websites (Axjonow; Ernstberger; Pott, 2018; Chae; Park, 2018; lazzi et al., 2020; Arena; Azzone;
Mapelli, 2019) and do not have a CSR communication strategy to coordinate all the channels included in their global
communication strategy (Martinez-Sala; Quiles-Soler; Monserrat-Gauchi, 2021; Song; Wen, 2020) and to articulate in-
formative objectives with educational objectives, which are fundamental in the field of CSR (Cambra-Fierro et al., 2020;
Potvin-Kent et al., 2020; Saxton et al., 2019; Hsieh, 2017). Informing and educating must be in themselves CSR actions
that will help companies to awaken the interest of consumers for relevant issues such as healthy eating, the object of
this research. The existing literature contains little knowledge about the use of CSR to arouse the interest of stakeholders
on a specific issue, despite its relevance for the effectiveness of CSR communication, this being one of the contributions
of this research.

Moreover, based on the theoretical frameworks of CSR communication strategies oriented to participation (Morsing;
Schultz, 2006; Arena; Azzone; Mapelli, 2019) and the results (Du; Bhattacharya; Sen, 2010), this study is a relevant
contribution to the academic and professional fields given the scarce and yet necessary knowledge about the interre-
lationship between CSR perception and consumer behaviour (Boccia; Malgeri; Covino, 2019; Galbreath et al., 2020;
Jin; He, 2018). In this regard, although the moderating variables of this relationship have been addressed in previous
research (Cambra-Fierro et al., 2020; Fernandez-Ferrin; Castro-Gonzalez; Bande, 2021; Lee, 2020; Saxton et al., 2019;
Galbreath et al., 2020), those variables whose management largely depends on the company itself, as proposed in this
study, have not been specifically considered. This approach and consideration contribute to the understanding of prac-
tices that guarantee the effectiveness of CSR strategies, which in turn has an impact on business and social development.
In fact, this research on the effects of CSR on consumer behaviour supports the academic current that promotes CSR as
an investment that benefits both the company and society (Boccia; Malgeri; Covino, 2019; Prasad; Kumar, 2022; Epure,
2022).

Finally, despite the interesting conclusions that have been drawn from the results, this research is not without limi-
tations, which constitute very interesting new lines of research, in light of the relevance and interest of the object of
study. Regarding the sample of companies, although it

was correctly selected and validated, it will be necessary CSR communication is a great challenge

and convenient to extend the study to other companies for many companies from a business

in the fast food sector, a!'\d faven to other sfectc.>r?<, of the point of view, based on its impact on
restaurant and food service industry. Likewise, it is desir-
able to continue comparing the results regarding millen- consumer loyalty
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nial consumers with those of other generations of digital The role of social media as key channel

nf':\t'lves ar1d .even dl'gltal'lmmlgrants to achieve a W|fjer for CSR communication has been veri-
view, which is required in sectors marked by globaliza- fied
e

tion and a deep desire for individuation. Finally, qualita-
tive research is required to delve into the responses of
stakeholders and their CSR expectations (Reinecke; Arnold; Palazzo, 2016), since they are the basis for the success of
strategies in this area (Barbeito-Caamaiio; Chalmeta, 2020; Chae; Park, 2018; Saxton et al., 2019).

6. References

Abid, Tarek; Abid-Dupont, Marie-Aude; Moulins, Jean-Louis (2020). “What corporate social responsibility brings to
brand management? The two pathways from social responsibility to brand commitment”. Corporate social responsibility
and environmental management, v. 27, n. 2, pp. 925-936.

https://doi.org/10.1002/csr.1856

Aguinis, Herman; Glavas, Ante (2012). “What we know and don’t know about corporate social responsibility: a review
and research agenda”. Journal of management, v. 38, n. 4, pp. 932-968.
https://doi.org/10.1177/0149206311436079

Appel, Gil; Grewal, Lauren; Hadi, Rhonda; Stephen, Andrew (2020). “The future of social media in marketing”. Journal
of the Academy of Marketing Science, v. 48, n. 1, pp. 79-95.
https://doi.org/10.1007/s11747-019-00695-1

Arena, Marika; Azzone, Giovanni; Mapelli, Francesca (2019). “Corporate social responsibility strategies in the utilities
sector: a comparative study”. Sustainable production and consumption, v. 18, pp. 83-95.
https://doi.org/10.1016/j.spc.2018.12.006

Axjonow, Anastasia; Ernstberger, Jiirgen; Pott, Christiane (2018). “The impact of corporate social responsibility disclosure
on corporate reputation: a non-professional stakeholder perspective”. Journal of business ethics, v. 151, n. 2, pp. 429-450.
https://doi.org/10.1007/s10551-016-3225-4

Bae, Jiyang; Cameron, Glen (2006). “Conditioning effect of prior reputation on perception of corporate giving”. Public
relations review, v. 32, n. 2, pp. 144-150.
https://doi.org/10.1016/j.pubrev.2006.02.007

Barata-Cavalcanti, Olivia; Costa, Sergio; Ferris, Emily; Guillermin, Michelle; Palmedo, Chris; Crossley, Rachel; Huang,
Terry (2020). “Benchmarking food and beverage company investment in healthful eating and active living initiatives”.
Corporate social responsibility and environmental management, v. 27, n. 2, pp. 1051-1068.
https://doi.org/10.1002/csr.1865

Barbeito-Caamafio, Adriana; Chalmeta, Ricardo (2020). “Using big data to evaluate corporate social responsibility and
sustainable development practices”. Corporate social responsibility and environmental management, v. 27 , n. 6, pp.
2831-2848.

https://doi.org/10.1002/csr.2006

Baron, Reuben; Kenny, David (1986). “The moderator-mediator variable distinction in social phychological research: con-
ceptual, strategic and statistical considerations”. Journal of personality and social psychology, v. 6, n. 51, pp. 1173-1182.
https://doi.org/10.1037/0022-3514.51.6.1173

Bathurst, Ralph; Sayers, Janet; Monin, Nanette (2008). “Finding beauty in the banal: An exploration of service work in
the artful classroom”. Journal of management & organization, v. 14, n. 5, pp. 521-534.
https://doi.org/10.5172/jmo0.837.14.5.521

Batthyany, Karina; Cabrera, Mariana (2011). Metodologia de la investigacion en ciencias sociales. Montevideo: Udelar,
CSE. ISBN: 978 997 4 0 0769 7

Becker, Jan-Michael; Ismail, Ida-Rosnita (2016). “Accounting for sampling weights in PLS path modeling: simulations and
empirical examples”. Europe management journal, v. 34, n. 6, pp. 606-617.
https://doi.org/10.1016/j.emj.2016.06.009

Bergh, Donald; Connelly, Brian; Ketchen, David; Shannon, Lu (2014). “Signalling theory and equilibrium in strategic
management research: an assessment and a research agenda”. Journal of management studies, v. 51, pp. 1334-1360.
https://doi.org/10.1111/joms.12097

Bhattacharya, Chitra-Bhanu; Korschun, Daniel; Sen, Sankar (2009). “Strengthening stakeholder-company relationships
through mutually beneficial corporate social responsibility initiatives”. Journal of business ethics, v. 85, pp. 257-272.
https://doi.org/10.1007/510551-008-9730-3

320613 Profesional de la informacidn, 2023, v. 32, n. 6. e-ISSN: 1699-2407 11


https://doi.org/10.1002/csr.1856
https://doi.org/10.1177/0149206311436079
https://doi.org/10.1007/s11747-019-00695-1
https://doi.org/10.1016/j.spc.2018.12.006
https://doi.org/10.1007/s10551-016-3225-4
https://doi.org/10.1016/j.pubrev.2006.02.007
https://doi.org/10.1002/csr.1865
https://doi.org/10.1002/csr.2006
https://doi.org/10.1037/0022-3514.51.6.1173
https://doi.org/10.5172/jmo.837.14.5.521
https://doi.org/10.1016/j.emj.2016.06.009
https://doi.org/10.1111/joms.12097
https://doi.org/10.1007/s10551-008-9730-3

Alba-Maria Martinez-Sala; Juan Monserrat-Gauchi; Carmen Quiles-Soler

Boccia, Flavio; Covino, Daniela; Sarnacchiaro, Pasquale (2018). “Genetically modified food versus knowledge and fear:
a noumenic approach for consumer behaviour”. Food research international, v. 111, pp. 682-688.
https.//doi.org/10.1016/].foodres.2018.06.013

Boccia, Flavio; Malgeri, Rosa; Covino, Daniela (2019). “Consumer behavior and corporate social responsibility: an eva-
luation by a choice experiment”. Corporate social responsibility and environmental management, v. 26, n. 1, pp. 97-105.
https://doi.org/10.1002/csr.1661

Bgring, Pal (2019). “The relationship between firm productivity, firm size and CSR objectives for innovations”. Eurasian
business review, v. 9 , n. 3, pp. 269-297.
https://doi.org/10.1007/540821-019-00123-y

Cambra-Fierro, Jesus; Flores-Hernandez, Alfredo; Pérez, Lourdes; Valera-Blanes, Guadalupe (2020). “CSR and branding
in emerging economies: The effect of incomes and education”. Corporate social responsibility and environmental mana-
gement, v. 27, n. 6, pp. 2765-2776.

https://doi.org/10.1002/csr.2000

Carroll, Archie (1999). “Corporate social responsibility. Evolution of a definitional construct”. Business and society, v. 38,
pp. 268-295.
https://doi.org/10.1177/000765039903800303

Carroll, Archie (2016). “Carroll’s pyramid of CSR: taking another look”. International journal of corporate social respon-
sibility, v. 1, n. 1.
https://doi.org/10.1186/s40991-016-0004-6

Castro-Gonzalez, Sandra; Bande, Belén; Fernandez-Ferrin, Pilar (2021). “Influence of companies’ credibility and trust in
corporate social responsibility aspects of consumer food products: The moderating intervention of consumer integrity”.
Sustainable production and consumption, v. 28, pp. 129-141.

https://doi.org/10.1016/j.spc.2021.03.032

Chae, Bongsug-Kevin; Park, Eunhye-Olivia (2018). “Corporate social responsibility (CSR): a survey of topics and trends
using Twitter data and topic modeling”. Sustainability, v. 10, n. 7.
https://doi.org/10.3390/5u10072231

Chen, Xiaoye; Huang, Rong; Yang, Zhiyong; Dube, Laurette (2018). “CSR types and the moderating role of corporate
competence”. European journal of marketing, v. 52, n. 7/8, pp. 1358-1386.
https://doi.org/10.1108/EJM-12-2016-0702

Chomvilailuk, Rojanasak; Butcher, Ken (2016). “Evaluating the effect of corporate social responsibility communication
on mobile telephone customers”. Journal of retailing and consumer services, v. 33, pp. 164-170.
https://doi.org/10.1016/j.jretconser.2016.08.017

Civelek, Mustafa (2018). Essentials of structural equation modeling. Lincoln: Zea E-Books, ISBN: 978 1 60962 129 2
https://doi.org/10.13014/K25J1HR5

|ll

Cortado, Francisco-Javier; Chalmeta, Ricardo (2016). “Use of social networks as a CSR communication too
business and management, v. 3, n. 1.
https://doi.org/10.1080/23311975.2016.1187783

. Cogent

Cronbach, Lee (1947). “Test “reliability”: its meaning and determination”. Psychometrika, v. 12.
https://doi.org/10.1007/BF02289289

Cronbach, Lee (1951). “Coefficient alpha and the internal structure of tests”. Psychometrika, v. 16, pp. 297-334.
https://doi.org/10.1007/BF02310555

Do, Hauthikim; Sum, Chee-Chuong (2021). “Business student attitudes toward corporate social responsibility: a Vietna-
mese study”. Journal of management & organization, 24 pp.
https://doi.org/10.1017/jmo0.2021.28

Du, Shuili; Bhattacharya, Chitrabhan; Sen, Sankar (2010). “Maximizing business returns to corporate social responsibili-
ty (CSR): The role of CSR communication”. International journal of management reviews, v. 12, n. 1, pp. 8-19.
https://doi.org/10.1111/j.1468-2370.2009.00276.x

Eisend, Martin; Tarrahi, Farid (2022). “Persuasion knowledge in the marketplace: A meta-analysis”. Journal of consumer
psychology, v. 32, n. 1, pp. 3-22.
https://doi.org/10.1002/jcpy.1258

Epure, Mircea (2022). “Corporate social responsibility as a signaling technology”. Review of managerial science, v. 16, n.
3, pp. 907-930.
https://doi.org/10.1007/s11846-021-00472-x

e320613 Profesional de la informacidn, 2023, v. 32, n. 6. e-ISSN: 1699-2407 12


https://doi.org/10.1016/j.foodres.2018.06.013
https://doi.org/10.1002/csr.1661
https://doi.org/10.1007/s40821-019-00123-y
https://doi.org/10.1002/csr.2000
https://doi.org/10.1177/000765039903800303
https://doi.org/10.1186/s40991-016-0004-6
https://doi.org/10.1016/j.spc.2021.03.032
https://doi.org/10.3390/su10072231
https://doi.org/10.1108/EJM-12-2016-0702
https://doi.org/10.1016/j.jretconser.2016.08.017
https://doi.org/10.13014/K2SJ1HR5
https://doi.org/10.1080/23311975.2016.1187783
https://doi.org/10.1007/BF02289289
https://doi.org/10.1007/BF02310555
https://doi.org/10.1017/jmo.2021.28
https://doi.org/10.1111/j.1468-2370.2009.00276.x
https://doi.org/10.1002/jcpy.1258
https://doi.org/10.1007/s11846-021-00472-x

Corporate social responsibility and millennial consumer loyalty: exploring their relationship
regarding healthy eating in the fast food sector

Etter, Michael (2013). “Reasons for low levels of interactivity (non-) interactive CSR communication in Twitter”. Public
relations review, v. 39, n. 5, pp. 606-608.
https://doi.org/10.1016/].pubrev.2013.06.003

Farache, Francisca; Tetchner, Isobel; Kollat, Jana (2018). “CSR communications on Twitter: An exploration into stakeholder
reactions”. In: Grigore, Georgiana; Stancu, Alin; McQueen, David. Corporate responsibility and digital communities. Palgra-
ve studies in governance, leadership and responsibility. Cham: Palgrave Macmillan, pp. 145-163. ISBN: 978 3319 63479 1
https://doi.org/10.1007/978-3-319-63480-7 8

Farah, Maya; Shahzad, Muhammad-Faisal (2020). “Fast-food addiction and anti-consumption behaviour: The modera-
ting role of consumer social responsibility”. International journal of consumer studies, v. 44, n. 4, pp. 379-392.
https://doi.org/10.1111/ijcs.12574

Fatemi, Hajar; Dube, Laurette (2021). “The impact of corporate social responsibility (CSR) priming on consumers’ con-
sumption and lifestyle choices with intertemporal tradeoffs”. European journal of marketing, v. 55, n. 12, pp. 3191-3220.
https://doi.org/10.1108/EJM-04-2020-0250

Fernandes, Teresa; Inverneiro, Inés (2020). “From fandom to fad: are millennials really engaged with and loyal to their
loved brands on social media?” Journal of product and brand management, v. 30, n. 2, pp. 320-334.
https://doi.org/10.1108/JPBM-02-2019-2262

Fernandez-Ferrin, Pilar; Castro-Gonzalez, Sandra; Bande, Belén (2021). “Corporate social responsibility, emotions, and
consumer loyalty in the food retail context: exploring the moderating effect of regional identity”. Corporate social res-
ponsibility and environmental management, v. 28, n. 2, pp. 648-666.

https://doi.org/10.1002/csr.2077

Food and Agriculture Organisation of the United Nations; World Health Organization (2014a). “Conference outcome
document: framework for action”. In: Second international conference on nutrition, pp. 19-21.
https://www.who.int/news-room/events/detail/2014/11/19/default-calendar/fao-who-second-international-
conference-on-nutrition-(icn2)

Food and Agriculture Organisation of the United Nations; World Health Organization (2014b). “Rome declaration on
nutrition”. In: Second international conference on nutrition, 6 pp.
https://www.who.int/news-room/events/detail/2014/11/19/default-calendar/fao-who-second-international-
conference-on-nutrition-(icn2)

Fornell, Claes; Larcker, David (1981). “Structural equation models with unobservable variables and measurement error:
algebra and statistics”. Journal of marketing research, v. 18, n. 3, pp. 382-388.
https.//doi.org/10.2307/3150980

Freeman, Edward; Dmytriyev, Sergiy; Phillips, Robert (2021). “Stakeholder theory and the resource-based view of the
firm”. Journal of management, v. 47, n. 7, pp. 1757-1770.
https://doi.org/10.1177/0149206321993576

Frias-Navarro, Dolores (2022). “Apuntes de estimacion de la fiabilidad de consistencia interna de los items de un instru-
mento de medida”. Universidad de Valencia, 13 pp.
https://www.uv.es/friasnav/AlfaCronbach.pdf

Galbreath, Jeremy; Lucianetti, Lorenzo; Tisch, Daniel; Thomas, Benjamin (2020). “Firm strategy and CSR: the modera-
ting role of performance management systems”. Journal of management & organization, v. 28, n. 1.
https://doi.org/10.1017/jmo.2020.27

Garcia-Jiménez, José-Vicente; Ruiz-de-Maya, Salvador; Lopez-Lopez, Inés (2017). “The impact of congruence between
the CSR activity and the company’s core business on consumer response to CSR”. Spanish journal of marketing - ESIC, v.
21, pp. 26-38.

https://doi.org/10.1016/j.sjme.2017.01.001

Gatti, Lucia; Vishwanath, Babitha; Seele, Peter; Cottier, Bertil (2019). “Are we moving beyond voluntary CSR? Exploring
theoretical and managerial implications of mandatory CSR resulting from the New Indian Companies Act.” Journal of
business ethics, v. 160, pp. 961-972.

https://doi.org/10.1007/s10551-018-3783-8

George, Darren; Mallery, Paul (2011). SPSS for Windows step by step: a simple guide and reference. India: Pearson Edu-
cation. ISBN 978 0 20 57 5561 5

Grunert, Klaus; Hieke, Sophie; Wills, Josephine (2014). “Sustainability labels on food products: Consumer motivation,
understanding and use”. Food policy, v. 44, pp. 177-189.
https://doi.org/10.1016/].foodpol.2013.12.001

320613 Profesional de la informacidn, 2023, v. 32, n. 6. e-ISSN: 1699-2407 13


https://doi.org/10.1016/j.pubrev.2013.06.003
https://doi.org/10.1007/978-3-319-63480-7_8
https://doi.org/10.1111/ijcs.12574
https://doi.org/10.1108/EJM-04-2020-0250
https://doi.org/10.1108/JPBM-02-2019-2262
https://doi.org/10.1002/csr.2077
https://www.who.int/news-room/events/detail/2014/11/19/default-calendar/fao-who-second-international-conference-on-nutrition-(icn2
https://www.who.int/news-room/events/detail/2014/11/19/default-calendar/fao-who-second-international-conference-on-nutrition-(icn2
https://www.who.int/news-room/events/detail/2014/11/19/default-calendar/fao-who-second-international-conference-on-nutrition-(icn2
https://www.who.int/news-room/events/detail/2014/11/19/default-calendar/fao-who-second-international-conference-on-nutrition-(icn2
https://doi.org/10.2307/3150980
https://doi.org/10.1177/0149206321993576
https://www.uv.es/friasnav/AlfaCronbach.pdf
https://doi.org/10.1017/jmo.2020.27
https://doi.org/10.1016/j.sjme.2017.01.001
https://doi.org/10.1007/s10551-018-3783-8
https://doi.org/10.1016/j.foodpol.2013.12.001

Alba-Maria Martinez-Sala; Juan Monserrat-Gauchi; Carmen Quiles-Soler

Harun, Ahasan; Prybutok, Gayle; Prybutok, Victor (2018). “Do the millennials in the USA care about the fast food indus-
try’s involvement in corporate social responsibility?”. Young consumers, v. 19, n. 4, pp. 358-381.
https://doi.org/10.1108/YC-02-2018-00776

Heikkurinen, Pasi; Forsman-Hugg, Sari (2011). “Strategic corporate responsibility in the food chain”. Corporate social
responsibility environmental management, v. 18, pp. 306-316.
https://doi.org/10.1002/csr.257

Homburg, Christian; Stierl, Marcel; Bornemann, Torsten (2013). “Corporate social responsibility in business-to-business
markets: how organizational customers account for supplier corporate social responsibility engagement”. Journal of
marketing, v. 77, n. 6, pp. 54-72.

https://doi.org/10.1509/jm.12.0089

Hoque, Nazamul; Rahman, Abdul; Molla, Rafiqul; Noman, Abu; Bhuiyan, Mohammad (2018). “Is corporate social res-
ponsibility pursuing pristine business goals for sustainable development?”. Corporate social responsibility and environ-
mental management, v. 25, pp. 1130-1142.

https://doi.org/10.1002/csr.1527

Hsieh, Nien-Hé (2017). “The responsibilities and role of business in relation to society: back to basics?”. Business ethics
quarterly, v. 27, n. 2, pp. 293-314.
https://doi.org/10.1017/beq.2017.8

Huarng, Kun-Huang; Yu, Ming-Feng (2019). “Customer satisfaction and repurchase intention theory for the online sha-
ring economy”. Review of managerial science, v. 13, n. 3, pp. 635-647.
https://doi.org/10.1007/s11846-018-0321-0

lazzi, Antonio; Pizzi, Simone; laia, Lea; Turco, Mario (2020). “Communicating the stakeholder engagement process: a
cross-country analysis in the tourism sector”. Corporate social responsibility and environmental management, v. 27, n.
4, pp. 1642-1652.

https://doi.org/10.1002/csr.1913

Islam, Tahir; Islam, Rauf; Pitafi, Abdul-Hameed; Xiaobei, Liang; Rehmani, Mahmood; Irfan, Muhammad; Mubarak,
Muhammad-Shujaat (2021). “The impact of corporate social responsibility on customer loyalty: The mediating role of
corporate reputation, customer satisfaction, and trust”. Sustainable production and consumption, v. 25, pp. 123-135.
https://doi.org/10.1016/}.spc.2020.07.019

Jiménez-Marin, Gloria; Zambrano, Rodrigo-Elias; Galiano-Coronil, Araceli; Ravina-Ripoll, Rafael (2020). “Food and be-
verage advertising aimed at Spanish children issued through mobile devices: a study from a social marketing and happi-
ness management perspective”. International journal of environmental research and public health, v. 17, n. 14.
https://doi.org/10.3390/ijerph17145056

Jin, Liyin; He, Yanqun (2018). “How the frequency and amount of corporate donations affect consumer perception and
behavioral responses”. Journal of the Academy of Marketing Science, v. 46, n. 6, pp. 1072-1088.
https://doi.org/10.1007/s11747-018-0584-7

Kim, Dae-Young; Kim, Sung-Bum; Kim, Kathleen-Jeehyae (2019). “Building corporate reputation, overcoming consumer
skepticism, and establishing trust: choosing the right message types and social causes in the restaurant industry”. Service
business, v. 13, n. 2, pp. 363-388.

https://doi.org/10.1007/s11628-018-0386-5

Kim, Sora (2019). “The process model of corporate social responsibility (CSR) Communication: CSR Communication and
its relationship with consumers CSR knowledge, trust, and corporate reputation perception”. Journal of business ethics,
v. 154, n. 4, pp. 1143-1159.

https://doi.org/10.1007/s10551-017-3433-6

Kim, Sora; Ferguson, Mary-Ann (2014). “Public expectations of CSR communication: What and how to communicate
CSR”. Public relations journal, v. 8, n. 3.
https://prjournal.instituteforpr.org/wp-content/uploads/2014KIMFERGUSON.pdf

Kim, Sora; Ferguson, Mary-Ann (2018). “Dimensions of effective CSR communication based on public expectation”.
Journal of marketing communications, v. 24, n. 6, pp. 549-567.
https://doi.org/10.1080/13527266.2015.1118143

Kotler, Philip; Kartajaya, Hermawan; Setiawan, Iwan (2019). “Marketing 3.0: from products to customers to the human
spirit”. In: Kompella, Kartikeya. Marketing wisdom. Management for professionals, pp. 139-156. ISBN: 978 981 10 7723 4
https://doi.org/10.1007/978-981-10-7724-1_10

e320613 Profesional de la informacidn, 2023, v. 32, n. 6. e-ISSN: 1699-2407 14


https://doi.org/10.1108/YC-02-2018-00776
https://doi.org/10.1002/csr.257
https://doi.org/10.1509/jm.12.0089
https://doi.org/10.1002/csr.1527
https://doi.org/10.1017/beq.2017.8
https://doi.org/10.1007/s11846-018-0321-0
https://doi.org/10.1002/csr.1913
https://doi.org/10.1016/j.spc.2020.07.019
https://doi.org/10.3390/ijerph17145056
https://doi.org/10.1007/s11747-018-0584-7
https://doi.org/10.1007/s11628-018-0386-5
https://doi.org/10.1007/s10551-017-3433-6
https://prjournal.instituteforpr.org/wp-content/uploads/2014KIMFERGUSON.pdf
https://doi.org/10.1080/13527266.2015.1118143
https://doi.org/10.1007/978-981-10-7724-1_10

Corporate social responsibility and millennial consumer loyalty: exploring their relationship
regarding healthy eating in the fast food sector

Kwon, Kyung-Joon; Mai, Li-Wei; Peng, Norman (2020). “Determinants of consumers’ intentions to share knowledge and
intentions to purchase on s-commerce sites: incorporating attitudes toward persuasion attempts into a social exchange
model”. Eurasian business review, v. 10, n. 1, pp. 157-183.

https://doi.org/10.1007/s40821-019-00146-5

Lafferty, Barbara; Edmondson, Diane (2014). “A note on the role of cause type in cause-related marketing”. Journal of
business research, v. 67, pp. 1455-1460.
https://doi.org/10.1016/j.jbusres.2013.07.021

Le-Anh, Tuan; Nguyen-To, Tam (2020). “Consumer purchasing behaviour of organic food in an emerging market”. Inter-
national journal of consumer studies, v. 44, n. 6, pp. 563-573.
https://doi.org/10.1111/ijcs.12588

Lee, Ya-Ching (2017). “Corporate sustainable development and marketing communication on social media: Fortune 500
enterprises”. Business strategy and the environment, v. 26, n. 5, pp. 569-583.
https://doi.org/10.1002/bse.1936

Lee, Ya-Ching (2020). “Communicating sustainable development: effects of stakeholder-centric perceived sustainabili-
ty”. Corporate social responsibility and environmental management, v. 27, n. 4, pp. 1540-1551.
https://doi.org/10.1002/csr.1900

Lerro, Marco; Raimondo, Maria; Stanco, Marcello; Nazzaro, Concetta; Marotta, Giuseppe (2019). “Cause related mar-
keting among millennial consumers: the role of trust and loyalty in the food industry”. Sustainability, v. 11, n. 2.
https://doi.org/10.3390/su11020535

Li, Yi; Peng, Yangying (2021). “Influencer marketing: purchase intention and its antecedents.” Marketing intelligence &
planning, v. 39, n. 7, pp. 960-978.
https://doi.org/10.1108/MIP-04-2021-0104

Lin, Carolyn; Mou, Yi; Lagoe, Carolyn (2011). “Communicating nutrition information: Usability and usefulness of the in-
teractive menus of national fast food chain restaurants”. Journal of communication in healthcare, v. 4, n. 3, pp. 187-199.
https://doi.org/10.1179/1753807611Y.0000000002

Maloni, Michael; Brown, Michael (2006). “Corporate social responsibility in the supply chain: an application in the food
industry”. Journal of business ethics, v. 68, n. 1, pp. 35-52.
https://doi.org/10.1007/s10551-006-9038-0

Marin, Longinos; Ruiz, Salvador; Rubio, Alicia (2009). “The role of identity salience in the effects of corporate social
responsibility on consumer behavior”. Journal of business ethics, v. 84, n. 1, pp. 65-78.
https://doi.org/10.1007/s10551-008-9673-8

Martinez-Sala, Alba-Maria; Monserrat-Gauchi, Juan; Quiles-Soler, Maria-Carmen (2019). “Influencia de las marcas de
moda en la generacion de adprosumers 2.0”. Prisma social, n. 24, pp. 51-76.
https.//revistaprismasocial.es/article/view/2814

Martinez-Sala, Alba-Maria; Pefia-Acufia, Beatriz (2018). “Convergencia digital: estudio de apps de empresas de franqui-
cia de fast food”. Chasqui: revista latinoamericana de comunicacion, n. 139, pp. 345-363.
https://revistachasqui.org/index.php/chasqui/article/view/3378

Martinez-Sala, Alba-Maria; Quiles-Soler, Maria-Carmen; Monserrat-Gauchi, Juan (2021). “Corporate social responsi-
bility in the restaurant and fast food industry: a study of communication on healthy eating through social networks”.
Interface: communication, health, education, v. 25.

https://doi.org/10.1590/interface.200428

Martinez-Sala, Alba-Maria; Segarra-Saavedra, Jesus; Monserrat-Gauchi, Juan (2018). “Millennials as prosumers and
adprosumers in corporate social networks”. Cuadernos.info, n. 43, pp. 137-158.
https://doi.org/10.7764/cdi.43.1335

McLennan, Sharon; Banks, Glenn (2019). “Reversing the lens: why corporate social responsibility is not community de-
velopment”. Corporate social responsibility and environmental management, v. 26, n. 1, pp. 117-126.
https://doi.org/10.1002/csr.1664

McWilliams, Abagail; Siegel, Donald (2010). “Creating and capturing value: strategic corporate social responsibility,
resource-based theory, and sustainable competitive advantage”. Journal of management, v. 37, n. 5, pp. 1480-1495.
https://doi.org/10.1177/0149206310385696

Mohr, Lois; Webb, Deborah (2005). “The effects of corporate social responsability and price on consumer responses”.
The journal of consumer affair, v. 39, n. 1, pp. 121-147.
https://doi.org/10.1111/j.1745-6606.2005.00006.x

320613 Profesional de la informacidn, 2023, v. 32, n. 6. e-ISSN: 1699-2407 15


https://doi.org/10.1007/s40821-019-00146-5
https://doi.org/10.1016/j.jbusres.2013.07.021
https://doi.org/10.1111/ijcs.12588
https://doi.org/10.1002/bse.1936
https://doi.org/10.1002/csr.1900
https://doi.org/10.3390/su11020535
https://doi.org/10.1108/MIP-04-2021-0104
https://doi.org/10.1179/1753807611Y.0000000002
https://doi.org/10.1007/s10551-006-9038-0
https://doi.org/10.1007/s10551-008-9673-8
https://revistaprismasocial.es/article/view/2814
https://revistachasqui.org/index.php/chasqui/article/view/3378
https://doi.org/10.1590/interface.200428
https://doi.org/10.7764/cdi.43.1335
https://doi.org/10.1002/csr.1664
https://doi.org/10.1177/0149206310385696
https://doi.org/10.1111/j.1745-6606.2005.00006.x

Alba-Maria Martinez-Sala; Juan Monserrat-Gauchi; Carmen Quiles-Soler

Morsing, Mette; Schultz, Majken (2006). “Corporate social responsibility communication: stakeholder information, res-
ponse and involvement strategies”. Business ethics, v. 15, n. 4, pp. 323-338.
https://doi.org/10.1111/j.1467-8608.2006.00460.x

Nunnally, Jum (1977). Introduction to psychological measurement. New York: McGraw Hill.

Ogunmokun, Oluwatobi; Timur, Seldjan (2022). “Customers’ quality of life, advocacy and banks’ CSR-fit: a cross-valida-
ted moderated mediation model”. International journal of consumer studies, v. 46, n. 3, pp. 907-924.
https://doi.org/10.1111/ijcs.12737

Ortiz-Martinez, Esther; Marin-Hernandez, Salvador; Santos-Jaén, José-Manuel (2023). “Sustainability, corporate social
responsibility, non-financial reporting and company performance: relationships and mediating effects in Spanish small
and medium sized enterprises”. Sustainable production and consumption, v. 35, pp. 349-364.
https://doi.org/10.1016/j.spc.2022.11.015

Overall, Jeffrey (2016). “Unethical behavior in organizations: empirical findings that challenge CSR and egoism theory”.
Business ethics, the environment and responsibility, v. 25, n. 2, pp. 113-127.
https://doi.org/10.1111/beer.12110

Ozturan, Peren; Grinstein, Amir (2021). “Can the marketing department benefit from socially responsible marketing
activities? The role of legitimacy and customers’ interest in social responsibility”. European journal of marketing, v. 56,
n. 2, pp. 400-441.

https://doi.org/10.1108/EJM-09-2020-0670

Pangaribuan, Christian-Haposan; Ravenia, Agita; Sitinjak, Martinus-Fieser (2019). “Beauty influencer’s user-generated
content on instagram: Indonesian millennials context”. International journal of scientific and technology research, v. 8,
n.9, pp. 1911-1917.

https://www.ijstr.org/research-paper-publishing.php ?month=sep2019

Pansari, Anita; Kumar, V. (2017). “Customer engagement: the construct, antecedents, and consequences”. Journal of the
academy of marketing science, v. 45, n. 3, pp. 294-311.
https://doi.org/10.1007/s11747-016-0485-6

Pérez, Andrea; Garcia-de-los-Salmones, Maria; Liu, Matthew (2019). “Maximising business returns to corporate social
responsibility communication: an empirical test”. Business ethics: a European review, v. 28, pp. 275-289.
https://doi.org/10.1111/beer.12221

Pipatprapa, Anirut; Huang, Hsiang-Hsi; Huang, Ching-Hsu (2017). “The role of quality management and innovativeness
on green performance”. Corporate social responsibility and environmental management, v. 24, n. 3, pp. 249-260.
https://doi.org/10.1002/csr.1416

Podnar, Klement (2008). “Guest editorial: communicating corporate social responsibility”. Journal of marketing commu-
nications, v. 14, n. 2, pp. 75-81.
https://doi.org/10.1080/13527260701856350

Potvin-Kent, Monique; Pauzé, Elise; Guo, Kevin; Kent, Arianne; Jean-Louis, Royce (2020). “The physical activity and
nutrition-related corporate social responsibility initiatives of food and beverage companies in Canada and implications
for public health”. BMC public health, v. 20, n. 1.

https://doi.org/10.1186/512889-020-09030-8

Prasad, Ashok; Kumar, Ravi-Shekhar (2022). “Challenges and opportunities of brand corporate social responsibility clas-
sification: a review, new conceptualization and future research agenda”. International journal of consumer studies, v. 46,
n. 6, pp. 2071-2103.

https://doi.org/10.1111/ijcs.12844

Purani, Keyoor; Kumar, Deepak; Sahadev, Sunil (2019): “e-Loyalty among millennials: personal characteristics and social
influences”. Journal of retailing and consumer services, v. 48, pp. 215-223.
https.//doi.org/10.1016/j.jretconser.2019.02.006

Ramesh, Kumar; Saha, Raiswa; Goswami, Susoban; Sekar, Richa; Dahiya, Richa (2019). “Consumer’s response to CSR
activities: mediating role of brand image and brand attitude”. Corporate social responsibility and environmental mana-
gement, v. 26, n. 2, pp. 377-387.

https://doi.org/10.1002/csr.1689

Ramos-Soler, Irene; Martinez-Sala, Alba-Maria; Campillo-Alhama, Concepcidn (2019). “ICT and the sustainability of
World Heritage Sites. Analysis of senior citizens’ use of tourism apps”. Sustainability, v. 11, n. 11.
https://doi.org/10.3390/5u11113203

e320613 Profesional de la informacidn, 2023, v. 32, n. 6. e-ISSN: 1699-2407 16


https://doi.org/10.1111/j.1467-8608.2006.00460.x
https://doi.org/10.1111/ijcs.12737
https://doi.org/10.1016/j.spc.2022.11.015
https://doi.org/10.1111/beer.12110
https://doi.org/10.1108/EJM-09-2020-0670
https://www.ijstr.org/research-paper-publishing.php?month=sep2019
https://doi.org/10.1007/s11747-016-0485-6
https://doi.org/10.1111/beer.12221
https://doi.org/10.1002/csr.1416
https://doi.org/10.1080/13527260701856350
https://doi.org/10.1186/s12889-020-09030-8
https://doi.org/10.1111/ijcs.12844
https://doi.org/10.1016/j.jretconser.2019.02.006
https://doi.org/10.1002/csr.1689
https://doi.org/10.3390/su11113203

Corporate social responsibility and millennial consumer loyalty: exploring their relationship
regarding healthy eating in the fast food sector

Reilly, Anne; Larya, Naznin (2018). “External communication about sustainability: corporate social responsibility reports
and social media activity”. Environmental communication, v. 12, n. 5, pp. 621-637.
https://doi.org/10.1080/17524032.2018.1424009

Reinecke, Juliane; Arnold, Denis; Palazzo, Guido (2016). “Qualitative methods in business ethics, corporate responsibi-
lity, and sustainability research”. Business ethics quarterly, v. 26, n. 4, pp. 13-22.
https://doi.org/10.1017/beq.2016.67

Reverte, Carmelo (2016). “Corporate social responsibility disclosure and market valuation: evidence from Spanish listed
firms”. Review of managerial science, v. 10, n. 2, pp. 411-435.
https://doi.org/10.1007/s11846-014-0151-7

Riesmeyer, Claudia; Hauswald, Julia; Mergen, Marina (2019). “(Un)healthy behavior? The relationship between media
literacy, nutritional behavior, and self-representation on Instagram”. Media and communication, v. 7, n. 2, pp. 160-168.
https://doi.org/10.17645/mac.v7i2.1871

Rifon, Nora; Choi, Sejun; Trimble, Carrie; Li, Hairong (2004). “Congruence effects in sponsorship - The mediating role of
sponsor credibility and consumer attributions of sponsor motive”. Journal of advertising, v. 33, n. 1, pp. 29-42.
https://doi.org/10.1080/00913367.2004.10639151

Rudeloff, Christian; Pakura, Stefanie; Eggers, Fabian; Niemand, Thomas (2022). “It takes two to tango: the interplay
between decision logics, communication strategies and social media engagement in start-ups”. Review of managerial
science, v. 16, pp. 681-712.

https.//doi.org/10.1007/511846-021-00464-x

Saxton, Gregory; Gomez, Lina; Ngoh, Zed; Lin, Yi-Pin; Dietrich, Sarah (2019). “Do CSR messages resonate? Examining
public reactions to firms’ CSR efforts on social media”. Journal of business ethics, v. 155, n. 2, pp. 359-377.
https://doi.org/10.1007/s10551-017-3464-z

Schaefer, Sarah; Terlutter, Ralf; Diehl, Sandra (2019). “Is my company really doing good? Factors influencing employees’
evaluation of the authenticity of their company’s corporate social responsibility engagement”. Journal of business re-
search, v. 101, pp. 128-143.

https://doi.org/10.1016/].jbusres.2019.03.030

Sen, Sankar; Bhattacharya, Chitra; Korschun, Daniel (2006). “The role of corporate social responsibility in strengthening
multiple stakeholder relationships: a field experiment”. Journal of the academy of marketing science, v. 34, n. 2, pp. 158-
166.

https://doi.org/10.1177/0092070305284978

Sharma, Eliza (2019). “A review of corporate social responsibility in developed and developing nations”. Corporate social
responsibility and environmental management, v. 26, n. 4, pp. 712-720.
https://doi.org/10.1002/csr.1739

Sheth, Jagdish; Newman, Bruce; Gross, Barbara (1991). “Why we buy what we buy: a theory of consumption values”.
Journal of business research, v. 22, n. 2, pp. 159-170.
https://doi.org/10.1016/0148-2963(91)90050-8

Simonato, Fernando-Rogelio; Mori, Mario-Ariel (2015). “The millennials and social networks. Study of the behavior,
ideology, personality and lifestyles of students of economic sciences at the National University of La Plata through analy-
sis cluster”. Ciencias administrativas, n. 5, pp. 3-28.

https://revistas.unlp.edu.ar/CADM/article/view/1129

Sipild, Jenni; Alavi, Sascha; Edinger-Schons, Laura-Marie; Dérfer, Sabrina; Schmitz, Christian (2021). “Corporate social
responsibility in luxury contexts: potential pitfalls and how to overcome them”. Journal of the Academy of Marketing
Science, v. 49, n. 2, pp. 280-303.

https://doi.org/10.1007/s11747-020-00755-x

Slater, Joyce; Falkenberg, Thomas; Rutherford, Jessica; Colatruglio, Sarah (2018). “Food literacy competencies: a concep-
tual framework for youth transitioning to adulthood”. International journal of consumer studies, v. 42, n. 5, pp. 547-556.
https.//doi.org/10.1111/ijcs.12471

Song, Baobao; Wen, Jing (2020). “Online corporate social responsibility communication strategies and stakeholder en-
gagements: a comparison of controversial versus noncontroversial industries”. Corporate social responsibility and envi-
ronmental management, v. 27, n. 2, pp. 881-896.

https://doi.org/10.1002/csr.1852

Souza-Monteiro, Diogo; Hooker, Neal (2017). “What initiatives are british food retailers taking to improve children’s
health and nutrition?”. Journal of food products marketing, v. 23, n. 2, pp. 209-220.
https://doi.org/10.1080/10454446.2015.1048026

320613 Profesional de la informacidn, 2023, v. 32, n. 6. e-ISSN: 1699-2407 17


https://doi.org/10.1080/17524032.2018.1424009
https://doi.org/10.1017/beq.2016.67
https://doi.org/10.1007/s11846-014-0151-7
https://doi.org/10.17645/mac.v7i2.1871
https://doi.org/10.1080/00913367.2004.10639151
https://doi.org/10.1007/s11846-021-00464-x
https://doi.org/10.1007/s10551-017-3464-z
https://doi.org/10.1016/j.jbusres.2019.03.030
https://doi.org/10.1177/0092070305284978
https://doi.org/10.1002/csr.1739
https://doi.org/10.1016/0148-2963(91)90050-8
https://revistas.unlp.edu.ar/CADM/article/view/1129
https://doi.org/10.1007/s11747-020-00755-x
https://doi.org/10.1111/ijcs.12471
https://doi.org/10.1002/csr.1852
https://doi.org/10.1080/10454446.2015.1048026

Alba-Maria Martinez-Sala; Juan Monserrat-Gauchi; Carmen Quiles-Soler

Spence, Michael (1973). “Job market signaling”. The quarterly journal of economics, v. 87, pp. 355-374.
https.//doi.org/10.2307/1882010

Steinberg, Etye (2020). “Big data and personalized pricing”. Business ethics quarterly, v. 30, n. 1, pp. 97-117.
https://doi.org/10.1017/beq.2019.19

Stender, Steen; Dyerberg, Jgrn; Astrup, Arne (2007). “Fast food: unfriendly and unhealthy”. International journal of
obesity, v. 31, n. 6, pp. 887-890.
https://doi.org/10.1038/s).ij0.0803616

Suarez-Rico, Yuli-Marcela; Gomez-Villegas, Mauricio; Garcia-Benau, Maria-Antonia (2018). “Exploring Twitter for CSR
disclosure: influence of CEO and firm characteristics in Latin American companies”. Sustainability, v. 10, n. 8.
https://doi.org/10.3390/su10082617

Teng, Chih-Ching; Chih, Chueh (2022). “Sustainable food literacy: A measure to promote sustainable diet practices”.
Sustainable production and consumption, v. 30, pp. 776-786.
https://doi.org/10.1016/j.spc.2022.01.008

Thamer, Jorge (2016). “An overloaded diet. Fast food and the construction of taste, mobility and symbolic displace-
ments”. Razon y palabra, v. 20, n. 94, pp. 67-80.
https://revistarazonypalabra.org/index.php/ryp/article/view/689

Tormo Franquicias Consulting (2020). Hosteleria y restauracion en franquicias 2019. Informe sectorial y tendencias.
https://tormofranquicias.es/informe-franquicias-de-hosteleria-y-restauracion-2019

Vogler, Daniel; Eisenegger, Mark (2020). “CSR communication, corporate reputation, and the role of the news media as
an agenda-setter in the digital age”. Business & society, v. 60, n. 8, pp. 1957-1986.
https://doi.org/10.1177/0007650320928969

Wang, Heli; Jia, Ming; Xiang, Yi; Lan, Yang (2021). “Social performance feedback and firm communication strategy”.
Journal of management, v. 48, n. 8.
https://doi.org/10.1177/01492063211042266

Wang, Youfa; Wang, Liang; Xue, Hong; Qu, Weidong (2016). “A review of the growth of the fast food industry in China
and its potential impact on obesity”. International journal of environmental research and public health, v. 13,n.11, 1112.
https://doi.org/10.3390/ijerph13111112

Waples, Christopher; Brachle, Benjamin (2020). “Recruiting millennials: exploring the impact of CSR involvement and
pay signaling on organizational attractiveness”. Corporate social responsibility and environmental management, v. 27 ,
pp. 870-880.

https://doi.org/10.1002/csr.1851

Wei, Wei; Kim, Gaeul; Miao, Li; Behnke, Carl; Almanza, Barbara (2018). “Consumer inferences of corporate social res-
ponsibility (CSR) claims on packaged foods.” Journal of business research, v. 83, pp. 186-201.
https://doi.org/10.1016/].jbusres.2017.10.046

World Health Organization (2004). Global strategy on diet, physical activity and health. Geneva: World Health Organi-
zation.

World Health Organization (2010). Set of recommendations on the marketing of foods and non-alcoholic beverages to
children. Geneva: World Health Organization.

World Health Organization (2020). Healthy diet.
https://www.who.int/news-room/fact-sheets/detail/healthy-diet

World Health Organization (2021). Obesity and overweight.
https://www.who.int/news-room/fact-sheets/detail/obesity-and-overweight

Yang, Xisi; Weber, Anja; Grimm, Anna-Katharina (2022). “The effects of green consumer empowerment in advertising
on corporate evaluations and purchase intention: the case of organic food”. Review of managerial science, v. 16, pp.
1877-1909.

https://doi.org/10.1007/s11846-021-00495-4

e320613 Profesional de la informacidn, 2023, v. 32, n. 6. e-ISSN: 1699-2407 18


https://doi.org/10.2307/1882010
https://doi.org/10.1017/beq.2019.19
https://doi.org/10.1038/sj.ijo.0803616
https://doi.org/10.3390/su10082617
https://doi.org/10.1016/j.spc.2022.01.008
https://revistarazonypalabra.org/index.php/ryp/article/view/689
https://tormofranquicias.es/informe-franquicias-de-hosteleria-y-restauracion-2019
https://doi.org/10.1177/0007650320928969
https://doi.org/10.1177/01492063211042266
https://doi.org/10.3390/ijerph13111112
https://doi.org/10.1002/csr.1851
https://doi.org/10.1016/j.jbusres.2017.10.046
https://www.who.int/news-room/fact-sheets/detail/healthy-diet
https://www.who.int/news-room/fact-sheets/detail/obesity-and-overweight
https://doi.org/10.1007/s11846-021-00495-4

Corporate social responsibility and millennial consumer loyalty: exploring their relationship
regarding healthy eating in the fast food sector

7. Annex
Table A.1. Summary of abbreviations
Term Abbreviation
CSR PERCEPTION PERCEPTION1
CSR PERCEPTION - HEALTHY DIET PERCEPTION2
COMPANY EVALUATION EVALUATION
CSR INTEREST - HEALTHY DIET INTEREST
CSR SOCIAL MEDIA COMMUNICATION - HEALTHY DIET COMNUNICATION
Table A.2. Measurement instruments
Variables and corresponding response scales a Me Mo SD
A.INTEREST: CSR Interest (healthy eating)
. 0.70
(1 =strongly disagree, 5 = strongly agree)
Healthy eating is a very important aspect in my everyday life. 4 4 0.9133
As far as fast food companies are concerned, CSR is a very important aspect in my everyday life. Fast food
. o L. . 4 4 1.0374
companies and organizations must develop CSR policies and strategies.
As far as fast food companies are concerned, CSR related to food issues is a very important aspect in my every- 4 4 1.0100
day life. Fast food companies should develop CSR policies and strategies that promote healthy eating. ’
B. COMMUNICATION: CSR Social Media Communication 0.73
(healthy eating) (7 = strongly disagree, 5 = strongly agree) '
| am a social media user. 3 3 0.6494
| follow brands on social networks. 4 4 0.9697
| am interested in healthy eating and obtain information about it from the corporate social networks of the fast 4 4 0.8215
food sector. ’
C. PERCEPTION1: CSR Perception 0.56
(1 =strongly disagree, 5 = strongly agree) :
This company treats its employees well 2 2 0.6648
This is a socially responsible company 2 2 0.6956
This company supports minorities and vulnerable groups (women, children, etc.). 2 2 0.6799
D. PERCEPTION2: CSR PERCEPTION (Healthy eating)
. 0.71
(7 =strongly disagree, 5 = strongly agree)
Xis socially responsible, from the point of view of sustainable production that protects the environment and
2 2 0.5314
people (healthy products)
X performs, promotes, informs about healthy eating habits (educommunication) 2 2 0.5492
X performs actions related to healthy eating habits (nutritional composition of their food) 1 1 0.6088
E. EVALUATION. Company evaluation
. 0.77
(7 =strongly disagree, 5 = strongly agree)
My opinion about company X is favourable 2 1 0.6745
My opinion about company X is good 3 2 0.7984
My opinion about company X is beneficial 3 1 0.6798
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