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Fig. 1: The proposed model.

  

                                                              

                                   







Table 1  Structural model specification: Cronbach’s alpha, Composite reliability and AVE and loadings of latent constructs for both formative and reflective measurements

	Measures
Constructs
Cronbach’s

                                                                         alpha
	Composite  
AVE
Loadings

reliability

	Formative
	Economic Responsibility
	0.8831
	0.8660 
	0.5655 
	0.7508 

	
	Legal Responsibility
	0.8630
	0.8841 
	0.6545 
	0.8093 

	
	Ethical Responsibility
	0.9212
	0.8100 
	0.5868 
	0.7653 

	
	Philanthropic Responsibility
	0.9091
	0.8572 
	0.6659 
	0.8160 

	
	Social Media 
	0.9101
	0.8732
	0.6341
	0.7943

	
	Word of mouth 
	0.9042
	0.8981
	0.6381
	0.7982

	
	Customer Satisfaction
	0.9021
	0.8731 
	0.6320 
	0.7930 

	Reflective
	Economic Responsibility
	0.8831
	0.8596
	0.5722
	0.7502

	
	Legal Responsibility
	0.8630
	0.8832
	0.6511
	0.8085

	
	Ethical Responsibility
	0.9212
	0.8102
	0.5868
	0.7649

	
	Philanthropic Responsibility
	0.9091
	0.8522
	0.6599
	0.8153

	
	Social Media 
	0.9101
	0.8728
	0.6335
	0.7940

	
	Word of mouth 
	0.9042
	0.8976
	0.6379
	0.7978

	
	Customer Satisfaction
	0.9021
	0.8669
	0.6328
	0.7922


Table 2
Item-to-construct correlation vs. correlations with other constructs

	Construct
	Item
	Economic Responsibility
	Legal Responsibility
	Ethical Responsibility
	Philanthropic Responsibility
	Social Media
	WOM
	Customer Satisfaction
	Composite reliability

	Economic Responsibility
	Economic1
	0.7070
	0.3158
	0.3689
	0.4787
	0.1854
	0.4765
	0.4862
	0.8660

	
	Economic2
	0.7510
	0.3485
	0.3457
	0.3459
	0.3654
	0.4785
	0.4520
	

	
	Economic3
	0.7810
	0.3584
	0.4785
	0.4620
	0.24758
	0.6984
	0.4124
	

	
	Economic4
	0.8130
	0.3986
	0.4490
	0.4236
	0.4652
	0.9514
	0.3698
	

	
	Economic5
	0.7020
	0.3458
	0.3849
	0.4532
	0.9841
	0.4562
	0.3248
	

	Legal Responsibility
	Legal1
	0.5154
	0.7820
	0.3687
	0.3289
	0.4562
	0.6956
	0.3490
	0.8841

	
	Legal2
	0.4545
	0.8100
	0.3290
	0.4820
	0.9565
	0.4526
	0.3699
	

	
	Legal3
	0.4515
	0.8290
	0.4895
	0.4126
	0.9841
	0.1256
	0.3985
	

	
	Legal4
	0.4581
	0.8160
	0.3845
	0.3259
	0.4261
	0.7856
	0.4856
	

	Ethical Responsibility
	Ethical1
	0.4125
	0.3585
	0.8100
	0.3685
	0.3256
	0.9541
	0.4614
	0.8100

	
	Ethical2
	0.4892
	0.3647
	0.7640
	0.3145
	0.9841
	0.4536
	0.3968
	

	
	Ethical6
	0.4655
	0.3578
	0.7220
	0.3479
	0.4563
	0.7531
	0.4562
	

	Philanthropic Responsibility
	Philanthropic4
	0.4951
	0.3815
	0.4692
	0.8210
	0.1254
	0.4565
	0.3485
	0.8572

	
	Philanthropic5
	0.4168
	0.3978
	0.3840
	0.8090
	0.6524
	0.6523
	0.4562
	

	
	Philanthropic6
	0.4559
	0.3685
	0.3890
	0.8180
	0.6543
	0.6952
	0.3985
	

	Social Media
	SocialMedia2
	0.2241
	0.4702
	0.1932
	0.3892
	0.724
	0.9584
	0.9584
	0.8732

	 
	SocialMedia3
	0.0663
	0.0897
	0.111
	0.4425
	0.783
	0.9651
	0.9855
	

	 
	SocialMedia4
	0.2832
	0.3382
	0.2435
	0.5174
	0.853
	0.4758
	0.9854
	

	 
	SocialMedia5
	0.1321
	0.1283
	0.0676
	0.1598
	0.817
	0.9586
	0.9845
	

	WOM
	WOM2
	0.1761
	0.1412
	0.0528
	0.1568
	0.4752
	0.769
	0.9856
	0.8981

	 
	WOM3
	0.3169
	0.2963
	0.2116
	0.4758
	0.9654
	0.786
	0.4586
	

	 
	WOM4
	0.1152
	0.1715
	0.1179
	0.0469
	0.1452
	0.823
	0.4562
	

	 
	WOM5
	0.1867
	0.1286
	0.2874
	0.1886
	0.6985
	0.771
	0.1256
	

	 
	WOM6
	0.1366
	0.0499
	0.1893
	0.0652
	0.1456
	0.842
	0.9811
	

	Customer Satisfaction
	CustomerSatisfaction1
	0.4696
	0.3259
	0.3985
	0.4786
	0.9874
	0.9842
	0.8410
	0.8731

	
	CustomerSatisfaction2
	0.4646
	0.3987
	0.4786
	0.4126
	0.4585
	0.1452
	0.8480
	

	
	CustomerSatisfaction3
	0.4929
	0.3259
	0.3850
	0.4562
	0.4856
	0.5966
	0.7800
	

	
	CustomerSatisfaction4
	0.4813
	0.3657
	0.3248
	0.4230
	0.4562
	0.9542
	0.7030
	


Table 3   Discriminant Validity Using Fornell-Larcker Criterion (1981)
	Construct
	1
	2
	3
	4
	5
	6
	7

	1.CustomerSatisfaction
	0.795
	
	
	
	
	
	 

	2.Economic
	0.294
	0.752
	
	
	
	
	 

	3.Ethical
	0.289
	0.167
	0.766
	
	
	
	 

	4.Legal
	0.224
	0.47
	0.193
	0.809
	
	
	 

	5.Philanthropic
	0.283
	0.338
	0.243
	0.285
	0.816
	
	 

	6.SocialMedia
	0.316
	0.296
	0.211
	0.186
	0.287
	0.796
	 

	7.WOM
	0.198
	0.149
	0.055
	0.13
	0.189
	0.273
	0.799
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Fig. 2: Results of PLS structural model analysis

Table 4   Structural Model
	
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Hypothesis
	Relationship
	Standardised Beta
	Standard Error
	T-value
	P Values
	Decision
	R2
	Q2
	f2
	VIF

	H1
	Economic Responsibility -> Customer Satisfaction
	0.13
	0.054
	2.432
	0.008*
	Supported
	0.279
	0.166
	0.017
	1.421

	H2
	Legal Responsibility -> Customer Satisfaction
	0.057
	0.049
	1.159
	0.123***
	Not Supported
	
	
	0.003
	1.337

	H3
	Ethical Responsibility -> Customer Satisfaction
	0.199
	0.048
	4.14
	0*
	Supported
	
	
	0.049
	1.113

	H4
	Philanthropic Responsibility -> Customer Satisfaction
	0.147
	0.051
	2.893
	0.002*
	Supported
	
	
	0.024
	1.272

	H5
	Social Media -> Customer Satisfaction
	0.075
	0.055
	1.375
	0.085****
	Not Supported
	
	
	0.006
	1.367

	H6
	WOM -> Customer Satisfaction
	0.106
	0.051
	2.073
	0.019**
	Supported
	
	
	0.014
	1.114

	Note: 
	*Significant at P-value < 0.01

	
	Since the all t-value are greater than critical value of 2.3263 at significance level of 1%, all the hypothesis are supported.

	
	**Significant at 0.01 < P-value < 0.05

	
	Since the all t-value are greater than critical value of 1.6449 at significance level of 5%, all the hypothesis are supported.

	
	***Significant at P-value > 0.1

	
	Since the all t-value are less than critical value of 1.2816 at significance level of 10%, all fail to reject the null hypothesis.

	
	****Significant at P-value > 0.05

	
	 A p-value is not a negotiation: if p > 0.05, the results are not significant.
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